


What I1s Taste of Place?
Vermont’s take on terroir

The Taste of Place Initiative aims to:
» Recognize products that are of high quality and unique to Vermont
» Create producer-driven tools and standards to promote and market place-
based products
e Find new ways to promote and
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Presenter
Presentation Notes
Historically, terroir referred to the particular relationship of soil and microclimate to the taste and quality of a product and the blending of these natural factors with human factors, such as tradition, product history, method of production, and food ways.  

The Taste of Place framework allows producers to identify specific, unique characteristics of their products and authenticate those characteristics by making connections to the place the product was grown or produced, the natural environment, production practices, and culture. This concept is different from other standards because it focuses on product quality, uniqueness, and collective action by producers.

The Taste of Place Initiative aims to…



57 participants, including 20 producers

Presentations and discussions focused on process and
opportunities for place-based foods and designation systems
Maple, cheese, wine, apple, and meat producers met in
Industry-specific groups

32 participants, including 18 producers

Group discussion on where producers see cooperation taking
place and research, tools, and policy needs

Discussion focused on consistent quality, the importance of
quality raw products, and self-regulation


Presenter
Presentation Notes
A fall 2010 series of fall working sessions built on this work, by bringing together producers, researchers, policymakers, and experts from Vermont and abroad to discuss opportunities for place-based foods in Vermont. 

The Oct. 1 session included focused maple, cheese, apple, wine and meat producer discussions about individual products, how these products may (or may not) be suited to a designation, and how a designation system could benefit each producer group 

Nov. 18 session had all producers meeting together.  The distinction between the definition of quality in terms of flavor and in terms of safety was a big topic. 





Presenter
Presentation Notes
What started as a dialogue around place-based foods and the establishment of a regulatory system for geographic designations evolved into a broader – and perhaps more pertinent – discussion about Vermont agricultural sector needs. This shift in focus still encompasses the core of Taste of Place: a focus on standards, quality and knowhow.  

The discussions centered on consistent quality, the importance of quality raw products, and the distinction between the definition of quality in terms of flavor and in terms of safety. Self-regulation also emerged as a common theme. 

The other major themes were:
Need for solidarity at the producer association level
Producers’ ability to get quality raw products
Role of certification, and monitoring
Status and value of Seal of Quality
Economic value of designations
Need for more research




The Discussion
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Presenter
Presentation Notes
This graphic is a word cloud created from the notes from both working sessions using an online content analysis utility (wordle.net). The utility generates collage of the unedited text. The larger the word, the more frequently it was used in the sessions. 





Presenter
Presentation Notes
There were also a lot of industry-specific issues that came up. The different industries – maple, cheese, wine, apples, and meat – are at different level of development and there was a wide range of interest in the place-based discussion.


Industry Specific Issues

Apple: Focus on in-state sales or export; fresh product or value-
added; questions about economic advantage to a


Presenter
Presentation Notes
And a few quotes from the producer sessions…


What We Heard

Research action items
e Perform economic analyses for
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Presenter
Presentation Notes
Producer input from the two working sessions, combined with feedback from producer associations, independent research, and suggestions from experts in the field resulted in a set of producer-driven action items for protecting and promoting place-based foods in Vermont. 

It’s important to note that these themes and action steps are what we heard from producers who attended the working sessions and in follow-up discussions with the producers and others connected with the various producer groups. Not everyone agreed and there may be other ideas and opinions not represented here.

Research action items
Perform economic analyses for place-based foods – the UVM business school is already studying Vermont cheese
Define quality for different products – this is tied in to the price processors are willing to pay for quality raw products – a cheesemaker may pay a premium for high quality milk – that’s an incentive to divert some from the commodity stream. Likewise, wineries have trouble getting enough quality Vermont grapes.
Enlist more support from the University of Vermont – obvious link with the new Food System Spire. The spire is in development and this is the perfect time to engage producer associations to identify research gaps and help determine research needs.
Investigate cross-border collaboration – Vermont has a memorandum of understanding with the province of quebec to share information and encourage exchanges around agriculture and food products. There are several products – such as maple and ice cider - that are clearly connected across the border. Like Vermont, Quebec also has an emerging wine industry. There are examples of successful international food partnerships – such as the Wild Blueberry Association of North America that promotes Maine and Canadian berries.

Tools and infrastructure action items
Create a producer-driven (not top-down) designation system
Coordinate support for producer associations - to help them establish quality standards, develop best management practices and certification strategies
Facilitate the creation of self-assessment tools –  there are several systems in other places that could serve as models 
Provide state assistance with inspections to certify best management practices 
Increase technical assistance  for producers – though Extension and strategic assistance to producer groups






Maple association merger and continued discussion of best
management practices and certification

Vermont Grape and Wine Council Taste of Place Committee
Cheese makers discussions on self-regulation and standards
to insure quality and safety

Apple producers plan to bring up topic at February meeting

Strategic facilitation for producer groups to
develop shared standards and priorities for
moving forward


Presenter
Presentation Notes
Working sessions were very timely and tied in with existing producer discussions. The Vermont Maple Sugar Makers' Association - one of the oldest producer organizations in the country - is now looking at a merger Vermont Maple Industry Council and The Maple Foundation.

Vermont Grape and Wine Council established a Taste of Place Committee.

Cheese makers discussions on self-regulation and standards to insure quality and safety. I believe this will be on the agenda at the upcoming Vermont Cheese Council annual meeting and apple producers plan to bring up the topic at a February meeting.

The next steps are in the hands of the producer groups. Is the answer a market-driven individual approach, or a more systematic system?

It’s not a simple process - the French AOC system took hundreds of years to develop in Europe. In Quebec, the Council on Reserved Designations and Value-Added Claims was established in 2006 and there are only two designations so far: Charlevoix Lamb, and Organic, and a third one under review: Ice Cider.

It’s important to focus on why Taste of Place is such an attractive and appropriate prospect for Vermont. Vermont is a recognized brand when it comes to food. As we just heard from the market research, there is potential economic benefit for products with place-based designations.


Supporting Research

Seal of Quality
* Recent research into Vermont’s Seal of Quality and an
Investigation of state labeling and marketing efforts around
the country illustrated that


Presenter
Presentation Notes
Recent research into Vermont’s Seal of Quality and an investigation of state labeling and marketing efforts around the country illustrated that geographic location is the selling point and Vermont origins rule already regulates labeling.
 
Recommendations from this research included the need to:
Look outside government model for funding and to use funds for promotion, not enforcement;
Target marketing efforts at point of sale displays as opposed to on product labels;
Allow producers to create standards;
Use an honesty policy for compliance; and 
Coordinate promotional efforts at the state level, especially the departments of Tourism and Marketing and Economic, Housing and Community Development and the Agency of Agriculture, Food and markets. 
 
Wilson, Rose, Seal of Quality presentation, Food and Place in Vermont (Jan. 10, 2011).


Supporting Research

Market research
e Recent studies suggest that a placed-based designation
system for Vermont food products should originate


Presenter
Presentation Notes
Based on findings from the UVM Center for Rural Studies market research studies, there appears to be consumer demand for a place-based designation system for Vermont food products both in Vermont and in metro areas in the northeastern United States. 
A preliminary study in 2009 measured the market and consumer demand for place-based foods. The results suggested that consumers in two northeastern U.S. markets (New Jersey and Massachusetts) may be interested in a Geographic Indicator label to identify Vermont products and that these feelings of connectedness with Vermont and Vermont food products exists outside of the state. The study also found that GI labeling could expand upon the current market for products bearing the Vermont brand, and not simply compete with existing marketing by the state and local producers.
The most recent study, in autumn 2010, consisted of a self-administered, cross-sectional survey using a stratified, random sample from Vermont and the Philadelphia, Boston, and New York metro areas. The metro areas were selected for the study because they were identified as having the three highest levels of visitation to the state of Vermont, according to the Vermont Department of Tourism (2010).
Overall, the study suggests that any placed-based designation system for Vermont food products should originate from a genuine, sincere effort to inform interested consumers (in Vermont and the northeastern United States) of the beneficial attributes of specific Vermont-based food products.
Consumers clearly expressed that:
The Vermont food products best suited for this type of place-based labeling system are cheese and maple syrup, followed by apples, apple cider, maple candy, and milk.
They would prefer to see a labeling system run by an independent, third-party certification committee and a group of farmers and producers– not a state government agency. 
They are willing to pay an average premium of up to 52% in Vermont and 59.6% in the metro areas for food products that have two or more of the characteristics that are important to them as a consumer. 
In Vermont, attributes that indicate that a food product was grown on a family farm and that farmer and farm workers get a fair wage commanded the highest premium, followed by the identification of a product as being “made in Vermont.” 
In the metro areas, the attributes that garnered the highest premiums were: made using environmentally friendly methods, fair wages for farmers and farm workers, and the place-based concept of a food having unique flavors that reflect the region where it was made. 
In the metro areas, the “made in Vermont” attribute on its own resulted in the second lowest premium
A place- based designation system would not negatively impact the Vermont brand, as long as the connection to Vermont remains noted.
 
Overall, the study suggests that any placed-based designation system for Vermont food products should originate from a genuine, sincere effort to inform interested consumers of the beneficial attributes of specific Vermont-based food products.
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Missouri Regional Cuisines Project

California’s regional marketing groups

New Jersey state label (Jersey Fresh, Jersey Grown, Jersey Seafood)
Concord Grape Belt

Oregon and Oklahoma - nonagricultural state agencies regulate state label
Wisconsin “Healthy Grown”

American Origin Products (Napa Wine, Idaho Potato, Kona Coffee, Vidalia
Onion)

Goals range from marketing campaigns to promoting culture to increasing
production and consumption of local products.

As of 2009, 64% of state-sponsored programs did not have minimum

requirements for a product to claim the state’s label.

* see full report for more examples *


Presenter
Presentation Notes
Missouri Regional Cuisines Project built solidarity in the wine, foods and hospitality sectors. The 2004 initiative was intended to promote Missouri wines and other specialty food products by focusing on regional identity.  It was led by the University of Missouri, with participation and support from the Missouri Department of Agriculture and Missouri’s Division of Tourism. They used a facilitated process to envision the region in 20 years and identify the threats and opportunities to achieving that vision. Local residents and project participants developed a name - Mississippi River Hills – and label of origin for wine and other food products originating in the region. (Barham, 2005) http://www.showme.net/MRH/

California’s regional marketing groups have voluntary memberships and almost all of the groups are incorporated as 501(c)3 nonprofits or housed within larger nonprofit structures (Derden and Feenstra 2006). http://www.caled.org/resources/regional-economic-development-marketing-groups

New Jersey state label - California and New Jersey have the two most stringent quality standards for their state label and have experienced some of the highest growth in product sales (Onken and Bernard 2009). http://www.state.nj.us/jerseyfresh/index.html

Concord Grape Belt - A long history of collaboration between New York and Pennsylvania of the grape industry that stretches along Lake Erie enable a jointly managed campaign based in the agricultural extensions of Cornell and Penn State (Derden and Feenstra 2006). http://www.concordgrapebelt.org/

Two states, Louisiana and Oklahoma, evoke cultural images in the state label and claims whereas other states use the state’s shape to communicate the idea of ‘local’ to the consumer (Onken and Bernard 2009). 

In Oregon and Wyoming nonagricultural state agencies regulate the state label (the work is done by the Economic Community Development Department and the Wyoming Business Counsel, respectively) larger administering agencies may lead to greater access to resources (Onken and Bernard 2009).

Wisconsin “Healthy Grown” - eco-label to inform consumers that certain local foods are produced according to specific environmental practices. 







« Focus on maple and cheese and use those designations to
reinforce other sectors

* Provide support/assistance to producer groups to develop
and articulate standards

* Look at collaborating with other northeast states and
Quebec to create a globally significant region






Quality and Standards

Producer group roles
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Based on a careful analysis of the outcomes of the
producer working sessions, the expert
recommendations, and extensive research into tools
and strategies used for place-based designation

systems around the world, it is clear that the next step
IS

“Let the industry groups come up with their own standards that will
continue to perpetuate the quality.” — Jacques Couture

“The state can’t oversee quality, but can encourage economic vitality,
environmental stewardship, and the preservation of the working landscape.”

- — Amy Trubek
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Presenter
Presentation Notes
Implementation of the strategies and tactics will be up to the producer groups after the facilitation process with follow-up from the Agency of Agriculture
This support should take the form of facilitation for producer associations (or producer working groups). The priority industries are maple, cheese, and fruit wines. Each of these industries are at different levels of development and will require customized approaches.



Strategic Facilitation for Producer Groups
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Thank You

Working Session Attendees

74 producers, researchers, legislators, visiting experts,
and others working in the agricultural sector

Working Session Advisory Committee

e Koi Boynton, Vermont Agency of Agriculture
 Paul Costello, Vermont Council on Rural Development
e Jacques Couture, Couture's Maple Shop and


Presenter
Presentation Notes
The key is to quantify these potential benefits and make sure any designation system fits with existing and future initiatives. 

This is an exciting time for Vermont – with the Farm to Plate initiative , the recent Working Landscape summit, and the important research on culinary tourism and Seal of Quality. 

These investigations into Taste of Place and designations give the opportunity to create something unique in Vermont, to support our famers, make it easier to make and market quality products and create new opportunities to protect and use the state’s farmland.  


Kol Boynton Jessica Hyman
Vermont Agency of Agriculture UVM Center for Rural Studies

kol.boynton@state.vt.us jhyman@uvm.edu
(802) 828-2084 (802) 656-9897
www.vermontagriculture.com www.uvm.edu/crs
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