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1. Background 
The Central Highlands is situated in the heart of Central Queensland and boasts strong communities, 

a diverse economy, pristine landscapes, expanding infrastructure, and a climate that offers a great 

lifestyle. 

The region is an important centre for a diverse range of crops and animal production, underpinned 

by best practice quality and environmental programs and supported by a strong regional workforce. 

The Nogoa and Comet rivers run through the region. Secure irrigation is available from Queensland’s 

second largest water storage the Fairbairn Dam for high value horticultural and broad-acre crops. 

Beef producers are serviced by the contemporary Emerald Saleyards Complex handling up to 

100,000 head per annum. Major freight routes include the north-south link between Charters 

Towers and northern New South Wales. 

A gateway for access to Asia through the Gladstone and Brisbane port facilities for central and 

western Queensland, the Central Highlands also provides a strategic link to established service 

industry, research and manufacturing capabilities for northern Australia. 

Central Highlands Accelerate Agribusiness (CHAA) initiative will ensure that the Central Highlands 

region is positioned to exploit its long-term potential as well as grow its comparative advantage, the 

CHAA initiative is pursuing five strategic areas: 

 Production Excellence: Cultivate and promote agricultural and its service industry capability to 
fully utilize agricultural resources and sustainably grow the value of production 

 Connected Competitive Supply Chains: Strengthening the Central Highland region’s role as the 
gateway and hub to northern and western Queensland 

 Revered Regional Brand(s): Build a revered region by promoting premium products and services 
and foster Central Highlands comparative advantages through targeted marketing strategies 

 Ready for Business: Grow investment and supply-chain ready Central Highlands businesses; 
identify regional investment opportunities with national and global market potential 

 Fearless Invention: Foster knowledge-intensive and high-tech industries and communities 
within the Central Highlands to power future economic opportunity. 

Purpose of the research 

The purpose of this research was to benchmark community attitudes to purchasing local agricultural 

products in the Central Highlands region in Queensland. It provides recommendations to inform 

business strategy and policy for regional businesses, government, and community and industry to 

inform business strategy and policy.   

The primary outcome of the research is to support the development and refinement of 

communication strategies, materials, activities and key messages relevant to target audiences to 

build the brand into a revered regional brand.  

 



Community attitudes and purchasing behaviours regarding  
Central Highland produce 
 
 

 
 

5 

Target audience 

The community research was undertaken in the Central Highlands Regional Council area region, 

across the locations of Arcadia Valley, Bauhinia, Blackwater, Bluff, Capella, Comet, Dingo, Duaringa, 

Emerald, Rolleston, Sapphire Gemfields, Springsure and Tieri. 

Societal trends  

One key food trend in Australia at present is the local food movement where consumers want to be 

more educated and concerned with the process, sourcing, transport and ingredients that go into 

their food. Responsible food sourcing is a trend that’s probably here to stay. The desire for organic 

food was one of the first trends to disrupt the mass-manufactured food scene but the more 

educated consumers become, the more they want even better quality foods and that means 

increasingly means local. Often times, the two go hand in hand but that isn’t always the case, and 

the qualitative interviews conducted in this study suggest that locally sourced foods are becoming 

more important in the consumer mindset than organic foods.  

There are many other changes occurring in Australia at the moment with the digital revolution 

standing behind many of them. It is impacting now and will more so in the future and is leading to: 

 Transparency - nothing stays hidden for long and the need for healthy, locally produced food 
will likely rise 

 People/consumer power is also rising as large scale, effective movements organise as digital 
ecosystems. The network effect of connecting many at the same time increases their impact 
and this may well result in the local community groundswell needed to demand supply of local 
food in the Central Highlands region 

 Communities are forming naturally and bonding to support each other and nowhere could this 
be truer than in Queensland. 

Segmentation of the local community is essential to understanding 

Traditional survey analysis often suffers from the fundamental flaw of focusing on averages.  By 

grouping together a diverse set of individual responses there is a failure to not only capture minor 

nuances, but also key trends emerging within different segments of the target population. Because 

the population can be identified by attitudes as well as demographics it was not enough to analyse 

data on simple demographic measures, such as age or gender alone. 

In short, not only does the report provide demographic data about local fresh food buyers from 

across the region, it also provides insight into how the differing “mindsets” were likely to respond to 

any local food supply initiative. Three key segments were identified. Namely; the ‘Dedicated’ fresh 

food buyers (31%), the ‘Interested’ fresh food buyers (61%) and the ‘Accidental’ fresh food buyers 

(7%).  
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2. Research objectives and outcomes 
To support the Central Highlands Accelerate Agribusiness (CHAA) strategy “Revered Regional 

Brands”, CHDC commission research to measure local awareness of local brands and products and 

explore the reasons why local community members buy (or don’t buy) local products.  

Objectives 

The research objectives were as follows: 

 CH Brand awareness (who/what do they know of?)  

 Where do they buy fresh food and vegetables (market channels)  

 Willingness or unwillingness to purchase through local markets, online, supermarkets 

 Willingness, or unwillingness, to pay a price premium in the market for local food 

 Greatest determinants of decision to purchase locally  

 Greatest determinants of price premium i.e. social image, uniqueness, CH and/or home country 
origin, CSR and awareness.  

 A measure of the scale of premiums (if any).  

 Where do they get their food information from?  

 

Outcomes 

The research has been designed to enable CHDC to: 

 Benchmark the Central Highlands brand presence (spontaneous and prompted) 

 Benchmark the values associated with Central Highlands food (by category) 

 Identify drivers to encourage purchase and consumption of local fresh food and vegetables 

 Understand how local people decide what fresh food and vegetables to buy. 

 Understand how best to influence them. 

 

 

  



Community attitudes and purchasing behaviours regarding  
Central Highland produce 
 
 

 
 

7 

3. Methodology 
This report contains the quantitative findings about local community attitudes to purchasing local 

agricultural products in the Central Highlands. The elements of the research included: 

 16 personal interviews were conducted while the survey was being developed to identify the 
issues surrounding the purchase of fresh produce from the region and the types of distribution 
systems that might work for locals.  

 This survey was conducted partly using an online method and partly using a telephone 
methodology with the consumers responsible for buying fresh food living in the key towns 
across the region.  

 The online survey (significantly longer) was promoted using local social media networks and by 
tapping into various data bases that existed with people connected to the Central Highlands. 

 The telephone element using random digit dialling to reach people across the region and invite 
them to take part in the study. 

 To ensure length of the interview stayed within reasonable limits, the telephone survey was 
reduced in size. The footnotes for each question in the report indicates when the question is 
only based on part of the sample (telephone only) or total sample. 

 Total sample n=344 (Online n=143; Telephone n=201) 

 Fieldwork period: 14 June to 13 July 2018 

 Average survey length: 22 mins 

 The coloured circles indicate significant statistical differences either higher or lower that the 
total sample average. 

 

 

 

 

 

  

= Higher vs total = Lower vs total 
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4. Executive Summary 
Key take-outs – overview of producers and potential 

distributors 

 

Key take-outs – overview fresh food buyers 
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Key take-outs - Current behaviour and attitudes to food 
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Key take-outs – Central Highlands Food products: awareness, 

interest and behaviour 

Key take-outs - Local food branding, Central Highlands brand 

presence and brand values 
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Key take-outs - Satisfaction, Drivers and Barriers 

 

Key take-outs - Information & market channels 
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Key take-outs - Profiling & segmenting 
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5. Looking at the two segments: What 
sets them apart? 

The study found that the great majority of residents of the region were open and interested in any 

opportunity to buy locally grown food that is fresh. 

Who is the ‘Dedicated’ group? 

Those in the ‘Dedicated’ segment were the most likely to already be buying local fresh food. Their 

profile showed they were more likely to be older (aged over 55 years). They were also more likely to 

be an empty nester than the sample average and were much longer established residents of the 

region. Their profile showed they were relatively more male although females still dominate the 

segment and were more likely to be from outside Emerald (the largest centre in the region). They 

held positive fresh food attitudes and a willingness to spend more to buy fresh food. 

Who is the ‘Interested’ group? 

Those in the ‘Interested’ segment were more likely to be younger, more likely women, more often 

from Emerald, newer residents, families with younger children, higher incomes, positive fresh food 

attitudes and a willingness to spend more for fresh food (but less than the Dedicated segment). 

Taste of food is most important to them, followed by health. This segment of local Central Highlands 

fresh food buyers has a high level of interest in buying a wide range of local produce (comparable to 

the Dedicated segment on most products) but current consumption is much lower: growth 

opportunity is biggest for this segment, making it the most interesting to focus on. 
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Strategic advice: Hooks for strategy 
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Other opportunities exist and may provide stepping stones 
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6. Profile of the customer 
Types of local fresh produce buyers - Basis of the local 

customer segmentation  

Central Highland fresh 

food buyers identified 

the type of local fresh 

produce buyer they 

believed they were. 

These attitudinal 

segments differ in 

their profile, attitudes 

and behaviour. Due to 

the small segment size 

(7%), no further 

reporting is done on 

the Accidental group.  

The Central Highlands fresh food customer - demographics  

The majority of the Central Highlands fresh food buyers were aged 35+, females, solo decision maker 

and living in the region 10+ years. ‘Dedicated’ local fresh food buyers were different from ‘Interested’ 

local fresh food buyers. 
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The sample included some growers and highlights their commitment to making local food available. 
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7. Household Food Habits 
Purchase frequency of fresh food - Fruit/veggies, meat, dairy, 

bakery items 

Fruit and 

vegetables were 

the most 

purchased fresh 

produce for 

both ‘Dedicated’ 

and ‘Interested’ 

buyers. 

‘Dedicated’ local 

produce buyers 

bought meat 

less frequently 

than ‘Interested’ 

local produce 

buyers. 

 

Market channels used to buy fresh food – all places used  

Woolworths and 

Coles were the 

two main market 

channels for fresh 

food. ‘Dedicated’ 

local fresh 

produce buyers 

mentioned the 2 

supermarket 

leader less 

frequently than 

‘Interested’ 

buyers.  
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Market channels used to buy fresh food – Most used place 

Again, when 

compared to 

the usual 

source of fresh 

food for the 

segments, 

Woolworths 

and Coles are 

the top two 

channels used 

most 

frequently by 

the people in 

the regions. 

 

 

What’s the average weekly spend on food? - All food vs fresh  

Fresh food buyers in the Central Highlands region estimate that 54% of their grocery shopping budget 

goes to fresh products (on av. $105 per week). Interested fresh local produce buyers have the highest 

average weekly spend on all food and of fresh food.   
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Average time spent on shopping for food - In minutes 

The average time spent on shopping is 66 minutes (an estimate). The ‘Dedicated’ and ‘Interested’ 

buyers were spending similar amounts of time on grocery shopping. 

 

Time spent on cooking in an average weekday - In minutes  

The Central Highlands fresh food buyers spend, on average, 51 minutes on cooking / preparing meals 

on an average weekday (estimated). There were no differences here between the ‘Dedicated’ and 

‘Interested’ local fresh food buyer segments.  
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The extent of household dietary restrictions and preferences 

in the Central Highlands 

Food allergies and intolerances were the most common restrictions for both segments. Only a fraction 

of fresh food buyers bought for someone in the household that was Vegetarian or Vegan. 
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8. Attitudes to Fresh Food 
Attitudes to fresh food - Agree and strongly agree 

78% of the 

Central 

Highlands fresh 

food buyers 

agreed with the 

statement that if 

they had an 

extra $100 to 

spend every 

month, they 

would spend it 

on locally grown 

food: there is a 

great potential 

lying there!  

Almost all in the region (97%) believed that fresh food makes it easier to have a balanced and 

nutritious diet. As a result, the region’s food buyers think a lot about the freshness of the ingredients 

in their food 96%), and as highlighted would spend on locally grown food if they had extra money.  

91% were actively trying to reduce the quantity of processed food they use and 90% think a lot 

about the ingredients in general that go into the food they prepare and eat. 

91% think a lot about the healthiness of the food they eat. 

The trend of rising interest in the food people eat and where it comes from was present in the 

Central Highlands region with 90% of food buyers open to trying new food and 70% wanted to have 

conversations with those that grow the food they eat. They were interested in food and the 

differences in food from various places. 

71% of the region’s food buyers recognised that an environmentally sustainable diet would include 

locally grown food and 67% thought about food that was produced in an environmentally 

sustainable way (67%). 

About one third (32%) reported that they didn’t have time to shop around for fresh food highlighting 

that any attempt to bring local produce to markets needs to be done so in a convenient way or it is 

likely to fail to get widespread uptake.  

Attitudes to fresh food: Dedicated vs Interested 
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‘Dedicated’ local fresh produce buyers had stronger levels of agreement than the ‘Interested’ segment 

for most statements tested. 88% of the’ Dedicated’ had stronger levels of agreement on most 

statements but especially that if they had an extra $100 to spend every month, they would spend it on 

locally grown food. 

 

Key buying factors when buying fresh food 

Taste was the leading 

decision factor when 

buying fresh food, 

followed by 

healthiness. Being 

locally produced was 

also a very important 

factor when buying 

fresh foods: 50% said 

this was important 

and 38% very 

important (88% in 

total).  Convenience, 

sustainability and 

price were also 

important to many. 

Key buying factors when buying fresh food  
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Taste was the leading buying factor when buying fresh food for both the ‘Dedicated’ and ‘Interested’ 

buyers. ‘Dedicated’ buyers found Health, Locally produced and Sustainability more important than 

‘Interested’ buyers, while price was less important: this indicated there was room for higher priced 

local fresh produce as other factors were seen as more important.  

 

What’s important when buying fresh food? 

Being Australian made (98%), free from ‘bad stuff’ (like hormones, antibiotics and not genetically 

modified) and locally sourced (90%) were the most important claims when buying fresh food. 

What’s important when buying fresh food? 
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‘Dedicated’ fresh local produce buyers found more things important than ‘Interested’ buyers, but fair 

price and packaging were relatively less important to them. The fresh food benefits were much more 

important than price to the ‘Dedicated’ buyers.  
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9. Central Highlands food products:  
awareness, interest & use 

What are the local fresh foods from the Central Highlands? 

Beef, citrus, melons, grapes and mandarins were the types of fresh produce that the local food buyers 

associated mostly with the Central Highlands region.  

 

 

 

 

 

 

 

 

How aware are food buyers of locally grown food? – What 

have they heard of? 

When thinking of the Central Highlands region and its fresh produce, Citrus produce was the stand out 

food product for both segments with Beef and Grapes following closely behind.  
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Are locals consuming locally grown food?  

Citrus, grapes and beef were the most consumed form of local produce as well. ‘Dedicated’ buyers 

were more likely to have consumed locally grown food in the last year that ‘Interested’ food buyers for 

almost all the food categories measured.  

How interested are local in buying locally grown food?  

There was a high interest in buying many local food product local with citrus and local vegetables 

topping the list. Although ‘Interested’ buyers had a lower past year consumption of locally grown food, 

their interest was very high as well with few statistically significant differences between the two 

segments; seedless watermelons, lamb, chick peas and mung beans being the exceptions.  
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10. Central Highlands Food branding 
Awareness of local food branding - Produce grown in CH 

24% of the Central Highlands fresh food buyers were aware of branding that told them that they 

were buying food grown in the Central Highlands. This percentage was higher for ‘Dedicated’ fresh 

local produce buyers (36%).  

 

Awareness of local food branding - Brands mentioned 

2.P.H was spontaneously mentioned by 2 in 3 people that were aware of locally produced food 

branding. There were also mentions of signs at the supermarkets to indicate food was locally grown.  
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Associations with Central Highlands produce  

High quality (90%) and Pride (80%) were the strongest associations the Central Highlanders associated 

with their local food with most.  

However other key associations included good soils (74%), sustainably farmed food (72%), passion 

(71%) and a great climate (70%). Only 67% associated best practice quality environmental programs 

and 49% that food was produced by using the latest technology. These last two issues highlights the 

need for more conversations being producers and consumers. 

Again the ‘Dedicated’ fresh food consumers had stronger associations that the ‘Interested’ for all 

associations with the region except for ‘high quality’ and ‘produced using the latest technology’. 
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11. Opportunities for growth 
What locally produced food is consumed? - Current vs Ideal 

81% of the regions fresh food buyers currently consumed less than 20% of their fresh food from 

locally produced food. This was not seen as ideal with the ideal level for the local fresh food buying 

community being much higher (38% would like the level to be 81-100%). The aspiration of food 

buyers was to use more locally grown food! 

 

 

 

 

 

 

 

 

Key buying factors for locally produced food 

The key buying factors for locally grown fresh food were: 

 Supporting local farmers (91%) 

 Supporting the local economy (87%). 

 Fresher (79%) 

 Knowing where the food has come from (75%) 

 Better quality than imported foods (68%). 

 

In this case the ‘Dedicated’ fresh food buyers were more likely to site key buying factors as being 
that it’s better for those who eat the food and that the food is produced in better and regulated 
conditions that the ‘Interested’. 
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Satisfaction with the Central Highlands local produce 

Most of the Central Highlands fresh food buyers were dissatisfied with the availability and range of 

locally produced fresh food available in the Central Highlands region (67%). In stark contrast, the 

satisfaction with the quality of the fresh food available was high (78%). 

 

 

 

 

 

 

 

 

Barriers to buying more local produce 

Lack of knowledge of where to buy local fresh food was the main barrier to buying more (62%) as well 

as not knowing what food was available. Informing the local community of where to buy and what can 

be bought was thought to be key to stimulate buying behavior, especially for Interested-segment. 

Getting access to a variety of food at one places was the other key factor for success in any local food 

program. 
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Market channels likely to be used when buying local produce  

The main supermarkets channels of Woolworths and Coles (85%) were the most desired market 

channels for local food. It was convenient and would provide a variety of shopping needs to be met at 

the same place. 

However, given all the feedback to this study from the qualitative interviews was that the major 

chains, locked in as they were to their existing distribution networks, would not prove a suitable 

strategy. 

It was a local community coop (73%) with a slight preference for extended opening hours in the 

evenings that was the community’s most preferred solution to getting access to quality fresh food 

from the Central Highland’s region. 

Online and boxes get the lowest interest but numbers were still high for these ideas (around half of the 

Central Highlands fresh food buyers). 

Other ideas were well supported with weekly and monthly farmers markets (70% would buy regularly) 

and local food festivals (63%) and street food stalls (56%). 

 

What distribution channels could be used to purchase local 

produce? - Dedicated vs Interested 

The ‘Dedicated’ buyers were more interested in channels such as the Coop open normal hours and 

IGA, whilst the ‘Interested’ segment had a higher preference for more standard food purchase 
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channels of Woolworths/Coles, with the Coop open for extended hours, local food festivals, lunch box 

and apps.  

 

Profile for those likely to take up new ideas  
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Preferred mediums to find out about food from Central 

Highlands? 

The best media to inform the local community about local food produce were: Signs around town 

(76%), online platforms put up by small producers (76%), Social networking websites (75%) and 

Seasonal information from supermarkets (73%).  

Text messages and email alerts would be valuable reminders and suggests the need to build a data 

base of buyers and keep them informed of the availability of free local food. 

The Dedicated buyers group looks less for information in general across most of the media channels.  
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12. Recommendations 
Which ideas are most likely to succeed? 

 

 

 

 

 

 

 

 

 

 

 

Other opportunities exist and may provide stepping stones  
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13. Sample profiles 
Age Total Dedicated Interested 

 N= % N= % N= $ 

 344 100 108 100 211 100 

18-34 63 18 14 13 47 22 

35-54 141 41 37 34 98 46 

55+ 140 41 57 53 66 31 
 

Gender Total Dedicated Interested 

 N= % N= % N= $ 

 344 100 108 100 211 100 

Male 85 25 36 33 43 20 

Female 259 75 72 67 168 80 
 

Time living in 
Central 
Highlands 

 
Total 

 
Dedicated 

 
Interested 

 N= % N= % N= $ 

 344 100 108 100 211 100 

Less than 1 
year 

6 2 3 3 3 1 

1-5 years 27 8 2 2 23 11 

5-10 years 54 16 10 9 40 19 

More than 10 
years 

186 54 66 61 109 52 

All of my life 71 21 27 25 36 17 
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Occupation Total Dedicated Interested 

 N= % N= % N= $ 

 187 100 44 100 136 100 

 Local 
grower/producer 

32 17 15 34 16 12 

Working for a 
local 
grower/producer 

7 4 2 5 5 4 

Working in 
agriculture-
related role 

31 17 6 14 24 18 

A local business 
owner 

27 14 7 16 18 13 

Working for a 
local 
supermarket 

1 1 1 2 0 0 

A professional 
chef/cook 

1 1 0 0 1 1 

None of the 
above 

115 61 23 52 89 65 

 

Main decision 
maker – fresh 
food 

 
Total 

 
Dedicated 

 
Interested 

 N= % N= % N= $ 

 344 100 108 100 211 100 

I’m the main 
decision 
maker for 
fresh food 

275 80 77 71 179 85 

I sometimes 
make fresh 
food 
decisions 

69 20 31 29 32 15 
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Community Total Dedicated Interested 

 N= % N= % N= $ 

 344 100 108 100 211 100 

Arcadia Valley 0 0 0 0 0 0 

Bauhinia 0 0 0 0 0 0 

Blackwater 17 5 3 3 13 6 

Bluff 4 1 2 2 2 1 

Capella 21 6 9 8 8 4 

Comet 3 1 2 2 1 <1 

Dingo 4 1 3 3 1 <1 

Duaringa 29 8 10 9 16 8 

Emerald 208 60 53 49 140 66 

Rolleston 5 1 2 2 2 1 

Sapphire  
Gemfields  
(Anakie,  
Sapphire, 
Rubyvale,  
Willows 
Gemfields) 

21 6 8 7 12 6 

Springsure 27 8 14 13 13 6 

Tieri 5 1 2 2 3 1 

Other 0 0 0 0 0 0 

Prefer not to 
say 0 0 0 0 0 0 
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Other locations Total Dedicated Interested 

 N= % N= % N= $ 

Those who 
didn’t live in 
Central 
Highlands their 
whole life 

 
 

147 

 
 

100 

 
 

31 

 
 

100 

 
 

111 

 
 

100 

Elsewhere in 
QLD, outside the 
Central 
Highlands 

123 84 23 74 96 86 

In another state 
or territory in 
Australia 

50 34 8 26 40 36 

Overseas 30 20 8 26 21 19 

None of the 
above 

2 1 1 3 1 1 

Prefer not to say 0 0 0 0 0 0 
 

Household Structure Total Dedicated Interested 

 N= % N= % N= $ 

 344 100 108 100 211 100 

Young single living at 
home 3 1 2 2 1 <1 

Young single living 
alone or in shared 
accommodation 

7 2 1 1 6 3 

Midlife single 8 2 1 1 5 2 

Young/midlife couple, 
no kids 27 8 7 6 19 9 

Family with most 
children under 16 years 113 33 25 23 84 40 

Family with most 
children 16 years and 
over 

64 19 21 19 38 18 
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Empty nester 99 29 41 38 48 23 

Other 20 6 7 6 10 5 

Prefer not to say 3 1 3 3 0 0 
 

Household Income Total Dedicated Interested 

 N= % N= % N= $ 

 187 100 44 100 136 100 

$1-$24,999 5 3 3 7 1 1 

$25,000 - $39,999 13 7 7 16 6 4 

$40,000 - $54,999 7 4 3 7 4 3 

$55,000 - $69,999 26 14 8 18 17 13 

$70,000 - $84,999 10 5 4 9 5 4 

$85,000 - $99,999 13 7 2 5 11 8 

$100,000 - $114,999 19 10 2 5 15 11 

$115,000 – $129,999 10 5 1 2 9 7 

$130,000 - $149,999 10 5 1 2 9 7 

$150,000 - $174,999 18 10 2 5 16 12 

$175,000 - $199,999 11 6 1 2 10 7 

$200,000 Plus 17 9 0 0 17 13 

Prefer not to say 28 15 10 23 16 12 
 




