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Methods:
. . . Figure 2: Among 90 active consumers who order from Kitsap Fresh once a week, 47 provided : : .
d My Internship: Constructed a marketing & demographic their motivations to purchase at the platform. 2. Incorporating videos that showcase fa”?“ng
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analysis with my site supervisor for Kitsap Fresh Local . . : :
Food Online (KF e food . s c 2. Transparency of Food Production Practices production practices and the problems farmers
ood Online (KF), an online food retailer at Kitsap County. Sustainable online food businesses could provide encounter during planting.
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L Segmented 1,558 Kitsap Fresh buyers into 4 groups based production practices. 3. Stressing the core values of buying locally in the
on their shopping frequencies and surveyed them to learn mission statement.

about consumer motives.
4. Exploring communities of potential target

audience on social media platforms and

d Identified Kitsap Fresh consumer characteristics to explore :
engaging them to enhance the overall company

relevant consumer insights (See Fig. 1).

visibility.
d Interviewed 9 consumers about their perceptions towards . , o Significance:
food sustainabilit 3 .Clarities & Cohesiveness of the Mission Statement
Y- Online organic food companies need to have a clear mission J Close the knowledge gap between consumer
Food gourmets statement addressing the core values of buying locally. perceived values and company initiatives.
. Accustomed to KF’s shopping routine
Satisfied with KF products and services : : : d Address consumer hesitance arising from
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ot used to the KF shopping routine 4. Target Marketing and Promotions
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