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What would it take for 30% of the food consumed in New England to 
be regionally produced by 2030? 

What will it really take to grow, raise, produce, harvest, and catch more regional 
food and move it through a complex supply chain to our homes and other places 
we eat? What do we need to do to make tangible progress towards this bold goal? 
How might the increasing and escalating impacts of climate change impact our 
ability to feed ourselves? What can we do as a region to make our food system 
more equitable and fair, resilient, and reliable? To answer these questions, the 
New England Food System Planners Partnership—a collaboration between 
seven state-level food system organizations, and six-state agricultural, economic 
and environmental department representatives—convened research teams to 
develop New England Feeding New England.

A Market Channels Team (Volume 4) investigated what market channels offer 
the best opportunities for sourcing local and regional food products. The unsatisfying 
reality is that data for local and regional food purchases for most market channels 
in New England is very limited. This research brief details results from the 2022 
Local Food Count—an effort to estimate local food spending—which will serve as 
the baseline for two subsequent counts in 2025 and 2030 to assess changes in 
local food consumption by 2030.

This 2022 Local Food Count is necessarily a work in progress. For example, 
readers will notice that specific food product data (e.g., milk) was not available in 
2022, but will be in the 2025 Local Food Count. Local food expenditure figures 
are also likely underestimates, but improved data responses in future years should 
lead to refinements in our results.
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data update

The updated local sales 
figures include estimate 
from product sales 
patterns observed across 
chain retailers in a large 
dataset compiled by 
NielsenIQ. This dataset 
was comprised of point-
of-sale scanner data 
collected directly from 
over 30 participating 
grocery, convenience, 
and superstore retail 
chains operating across 
New England for the 
2022 calendar year.  
USDA data for 2022 
was also revised after 
publication. A detailed 
methodology of the local 
food count is published 
on the NEFNE website. 
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Why Does Local Food Matter?
Why does choosing local food matter? After all, our state food systems and regional New England food 
system are embedded in a global food system that makes virturally every ingredient, product, and cuisine 
easily available to most Americans. Our grocery stores and restaurants are stocked and convenient. 

As outlined in Common Food System Challenges, enough risks to long-term food production are unfolding 
around the planet to warrant the question: If where our food comes from suddenly mattered, would New 
England be prepared with a reliable, safe, and abundant food supply? Purchasing local/regional food and 
beverages is really about supporting the communities and ecosystems we live in. By purchasing food and 
beverages from local/regional farmers, fishmen, aquaculturists, processors, manufacturers, distributors, stores, 
and restaurants, New Englanders are investing in our shared future and building an insurance policy against 
food supply chain risks. Local/regional food can also be healthier, fresher, and more culturally appropriate. 

Volume 2, Estimating Production for 30% Regional Consumption, asked the question: Could the six New 
England states meet a goal of supplying 30% of the region’s food by 2030? The key insights of Volume 2 are 
estimates of regional food self-reliance (RSR)—how much food we produce compared to how much food 
we consume—for the major food groups. RSR percentages varied widely from food to food, showing a rather 
lopsided capacity for self-reliance. For example, New Englanders can reasonably expect to have access to 
many types of seafood, berries, maple syrup, dairy products, and a few more products, but less access to many 
more products. A call to increase regional food spending must be met by increased regional food production.

Inequity in Food Spending in Connecticut

Everyone in Connecticut—regardless of income, race, ethnicity, gender, location, citizenship status, language 
spoken, or physical ability—should be able to enjoy healthy, culturally-relevant local food from trusted sources. 
However, the ubiquity of unhealthy, ultra-processed foods goes hand-in-hand with unequal access to 
healthy, local food within our communities: from rural communities in Litchfield County, to urban neighborhoods 
in Bridgeport, healthy, local food is easier to get for some people, but expensive or far away for others. For 
example, every dataset with demographic information illuminates meaningful differences in income and 
wealth, home ownership, health outcomes, food security, access to healthy food, and many other variables 
for Black, Hispanic, Indigenous, Asian, and other New Englanders compared to White Connecticut residents. 

A call to increase local/regional food spending must also recognize that a long history of systemic racism and 
discriminatory practices needs to be overcome. Specifically, occupational segregation and wage stagnation 
need to be addressed, social safety net programs need to be augmented, and spatially discriminatory 
practices, like supermarket redlining, need to be eliminated.

Photo Credit: Joey Abad

https://nefoodsystemplanners.org/wp-content/uploads/NEFNE_Common-Food-System-Challenges.pdf
https://nefoodsystemplanners.org/wp-content/uploads/NEFNE_Volume-2_Estimating-Production-for-30_-Regional-Self-Reliance.pdf
https://www.americanprogress.org/article/occupational-segregation-in-america/
https://www.epi.org/blog/wage-inequality-fell-in-2022-because-stock-market-declines-brought-down-pay-of-the-highest-earners-but-top-1-wages-have-skyrocketed-171-7-since-1979-while-bottom-90-wages-have-seen-just-32-9-growth/
https://www.americanprogress.org/article/weak-safety-net-policies-exacerbate-regional-racial-inequality/
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC4810442/
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meat + meat products seafood + seafood products

Any animal protein product composed of beef, pork, poultry, 
lamb, or game meats—not including dairy products, seafood, 
eggs, or plant-based meat substitutes.

Any fish, shellfish, sea vegetable, and processed product 
composed of greater than 50% of the same (e.g., clam chowder, 
fresh haddock, tinned oysters, frozen scallops). 

fresh fruits + vegetables eggs + egg products

Raw and unprocessed fruits or vegetables.

Processed fruits and vegetables (canned, frozen, dried or powdered).

Shell eggs or 100% egg products (e.g. bulk liquid eggs, frozen egg 
patties, etc.) derived from poultry birds only.

dairy products grain products + baked goods

Any milk, cheese, cream, butter, ice cream, or yogurt product 
derived from the milk of cows, goats, sheep, or other animals.

Grains and processed grain-based products including breads, 
rolls, tortillas, flours, cakes, cookies, or other baked goods.

alcoholic beverages non-alcoholic beverages

Alcoholic beverages include beer, wine, spirits, or beverages with 
an alcohol content greater than 0.5% alcohol by volume.

Non-alcoholic beverages include any beverages—excluding bottled 
water—with an alcohol content of less than or equal to 0.5% 
alcohol by volume (e.g., soda, seltzer, energy drinks).

sweeteners all other food products

Sugar, molasses, corn syrup, honey, maple syrup/sugar, and 
other sweeteners.

Foods including nuts and nut butters, chocolate, confections, 
coffee and tea products, or any other food item, excluding water, 
not specifically included in any of the previous categories.

It’s a raw agricultural 
product (for example, milk, 
meat, eggs, vegetables, and 
maple syrup) that is grown, 

raised, landed, harvested, or 
tapped in New England

Is it Local to New England?

The majority of ingredients 
(>50% by volume, excluding 

water) of raw agricultural 
products are local to New 

England

It’s processed or 
manufactured in 

New England

The food manufacturer 
is headquartered 
in New England

It’s Local, when:

(when two or more of these requirements are met)

How Are We Counting Local Food?
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Total and Local Food Spending Estimates by Market Channel

Food and alcohol spending in New England totaled about $110.4 billion in 2022, with Connecticut accounting 
for $24.8 billion, or 21.9%, of the regional total. Spending on locally-sourced products was estimated at 
about $928.2 million, or 3.7% of total Connecticut food spending (Figure 1), and 18.1% of New England 
local food spending. Improvements in data availability, mostly from NielsenIQ grocery store point-of-sale 
scanner data, yield a 30.9% increase in local food sales—from about $709 million to $928 million—over our 
previously published estimate.

Food Count Results

food count results

Spending on food and alcohol for at home consumption totaled $14.3 billion, or 57.4%, of Connecticut’s total 
food expenditures, with the remaining $10.6 billion spent at restaurants and other venues away from home. 
Nearly $717 million was spent on locally/regionally sourced food and alcohol for at home consumption, and 
over $211 million was spent on locally/regionally food and alcohol consumed away from home (Figure 2). 

NON-LOCAL
$10,359,063,328

98.0%

NON-LOCAL  
$13,554,767,467

94.9%

$6.0B$3.0B0

LOCAL 
  $211,427,963

2.0%

Food Away 
from Home

(42.6%) 
of total

Figure 2: Revised Local Food Spending in Connecticut by Market Channel, 2022

$9.0B $12.0B $15.0B

Food at Home
(57.4%) 
of total

LOCAL 
 $716,815,899

5.1%

Includes fast food, 
restaurants, schools, bars

Includes supermarkets, 
convenience stores, farmers 

markets

 $10,570,491,290

 $14,271,583,366

Figure 1: Revised Local Food Spending in Connecticut, 2022

LOCAL 
   $928,243,862 

3.7%

NON-LOCAL
$23,913,830,795

96.3%

TOTAL
 $24,842,074,656

(the amount that we could not  
attribute to local food companies)

(the amount that we could  
attribute to local food companies)

Previous Estimate
$708,763,328

2.7% local

New Estimate
$219,480,534 

higher

NOTE: Nominal dollars (i.e., 2022 dollars) are shown throughout this Brief.
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Within New England, Massachusetts accounted for the highest total ($53.9 billion) and local ($2.2 billion) food 
spending (Figure 3), while Vermont had the highest percentage (10.1%) of local spending.

Figure 3: Revised Total and Local Food Spending in New England by State, 2022

food count results

Massachusetts (47.7%) and Connecticut (22.1%) 
accounted for 69.7% of total food spending, while 
New Hampshire (10.7%), Maine (9.4%), Rhode 
Island (6.7%), and Vermont (3.6%) accounted for 
30.3%. 

We estimate that Massachusetts (42.9%) and 
Connecticut (17.8%) generated 60.7% of local 
food spending, followed by Maine (13.2%), New 
Hampshire (12.6%), Vermont (7.9%) and Rhode 
Island (5.6%).

Figure 4: Revised Total Food Spending in New 
England by State, 2022

Figure 5: Revised Local Food Spending in New 
England by State, 2022

Massachusetts
$53.89B 

47.7%

Connecticut 
$24.84B 

22.0%

New Hampshire
$12.08B 

10.7%

Maine
$10.59B 

9.4%

Vermont
$4.12B 
3.6%

Rhode 
Island

$7.55B 
6.7% Massachusetts

$2.24B 
42.9%

Connecticut
$928M 
17.8%

New 
Hampshire

$658M 
12.6%

Vermont
$414M 

7.9%

Maine 
$691M 
13.2%

Rhode Island
$291M
5.6% 

NOTE: Vermont has been conducting Local Food Counts since 2011, with the most recent taking place in 2020. Vermont’s count has utilized the Bureau of Labor 
Statistics’ Consumer Expenditure Series as the denominator to estimate total food expenditures. This is because the USDA’s Food Expenditure Series, which we 
are now using, was not available prior to 2023 at the state level. Utilizing the State Food Expenditure Series increases the estimate for total food purchases within 
Vermont, and therefore reduces the estimated percentage of local food purchasing in the state. In order to include Vermont’s data for our regional percentage, our 
Research team used the local food sales data from Vermont’s 2020, applied the total food expenditures from the USDA series for 2020 to recalculate the local 
percentage of the total, and then held that percentage constant and adjusted it to the 2022 USDA food expenditure data. As a result, the Vermont calculations 
and percentages for total and local food expenditures in this reporting reflect a 2022 estimate and do not match what is reflected in Farm to Plate’s Data 
Dashboard from 2020. 

vermont

$3,702,480,856
89.9%

$413,728,641 
10.1%

massachusetts

$51,651,018,226
95.8%

$2,236,721,322 | 4.2%

total
  $53,887,739,547

connecticut

$23,913,830,795 
96.3%

$928,243,862 | 3.7%

total
  $24,842,074,656

new hampshire

$11,422,334,326
94.5%

$658,435,012  
5.5%

total
 $12,080,769,338

maine

 $9,897,990,791
93.5%

$691,208,596 
6.5%

total
 $10,589,199,387

rhode island

$7,253,809,931 
96.1%

$291,294,341 
3.9%

total
 $7,545,104,271

total
  $4,116,209,497

TOTAL
 $113,061,096,697

TOTAL
 $5,219,631,773 

4.6%

https://www.bls.gov/cex/
https://www.bls.gov/cex/
https://www.vtfarmtoplate.com/goals/demand-vermont-food-will-increase
https://www.vtfarmtoplate.com/goals/demand-vermont-food-will-increase
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Channel Type State Totala Percent Local Local Estimate
Total Food and Alcohol at Home  $14,271,583,366 5.1%  $716,815,899 
Grocery stores  $8,333,581,752 5.1%b  $427,416,167 

Warehouse clubs and supercenters  $2,447,040,395 1.8%c  $44,572,005 

Other stores and foodserviced  $472,951,279 3.2%c  $15,134,441 

Other food storese  $406,632,270 3.0%f  $12,198,968 

Convenience stores  $476,135,645 2.5%c  $11,903,391 

Direct selling by farmers, manufacturers, wholesalers  $49,877,000 100.0%g  $49,877,000 

Home production and donations  $39,094,413 100.0%g  $39,094,413 

Alcohol from liquor stores  $1,327,780,800 4.1%h  $54,439,013 

Alcohol from food stores  $526,407,804 10.9%h  $57,378,451 

Alcohol at home from other outlets  $192,082,008 2.5%h  $4,802,050 

Total Food and Alcohol Away from Home  $10,570,491,290 2.0%  $211,427,963 
Limited-service restaurantsi  $4,145,106,267 1.0%c  $41,451,063 

Full-service restaurantsj  $3,821,645,150 3.0%f  $114,649,354 

Retail stores and vending  $339,673,926 1.0%c  $3,396,739 

Schools and colleges  $338,980,788 6.7%k  $22,693,710 

Food furnished and donatedl  $249,656,119 5.0%m  $12,482,806 

Hotels and motels  $257,932,682 1.0%c  $2,579,327 

Recreational places  $112,936,495 1.0%c  $1,129,365 

Other FAFH sales, NECn  $238,576,471 1.0%c  $2,385,765 

Drinking places  $42,502,928 1.0%c  $425,029 

Alcohol at eating and drinking places  $887,378,490 1.0%h  $8,873,785 

Alcohol at hotels and motels  $71,371,508 1.0%h  $713,715 

Alcohol away from home from other outlets  $64,730,467 1.0%h  $647,305 

TOTALo  $24,842,074,656 3.7%  $928,243,862 
a 	 US estimate multiplied by 1.11% for FAH and 1.08% for FAFH.
b 	Weighted average by number of 5.1% based on NielsenIQ data.
c 	 Estimate based on possible presence of national products manufactured by regional  
	 companies and/or local dairy products.
d 	 Includes department, drug, sporting goods, electronics, and liquor stores.
e 	 Includes specialty food stores, such as butchers, seafood, and cheese shops.
f 	 Estimate based on possible presence of locally raised/produced products.
g 	 Estimated at 100% to align with definition of category.
h 	Estimate based on possible presence of regional craft beverages.
i 	 Includes venues that typically specialize in a particular foods and where customers order  
	 and pay at a counter before receiving their food.

j 	 Includes venues that typically offer table service and range from casual to fine-dining 
	 establishments.
k 	 Weighted average by enrollment of survey responses with a 5% plug figure for unresponsive 
	 locations to reflect possible presence of fluid milk and some regional produce.
l 	 Includes prisons, jails, hospitals, assisted living facilities, and residential programs.
m 	Weighted average by bed capacity of survey responses with a 5% plug figure for unresponsive  
	 locations to reflect possible presence of fluid milk and some regional produce.
n 	 Includes all channels “not elsewhere classified.”  
o 	 May not equal sum of rows exactly due to rounding errors.

Spending across just five channels—grocery stores, supercenters, other stores (e.g., CVS), and limited-
service and full-service restaurants—accounted for nearly 77.4% of total state food and alcohol sales. 
Spending on local products at grocery stores was estimated at $427.4 million (5.1% of total grocery store 
spending). Spending via direct sales channels—farmers markets, CSAs, farm stands—was considered 100% 
local, as were home production (e.g., gardens) and donations. 

food count results

Table 1: Revised 2022 Connecticut Food Expenditures by Channel
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Figure 6: Total Connecticut Food Expenditures and Local Estimate by Market Channel

A. TOTAL FOOD EXPENDITURES: $24,842,074,656

B. LOCAL FOOD ESTIMATE: $928,243,862

home 
production

bars
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$11.9M
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food count results

schools + 
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$339M

1.4%
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furnished 
+ donated
$250M

1.0%

hotels + 
motels

$258M
1.0%

rec. places 
$113M

other fafh
$239M

1.0%

convenience stores
$476,135,645

1.9%

alcohol at 
home from 

other outlets
$192M

alcohol from 
liquor stores

$1,327,780,800
5.3%
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$526,407,804
2.1%
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$406,632,270
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$3,821,645,150
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limited-service restaurants
$4,145,106,267

16.7%

A. The majority of all food purchases in Connecticut occur at grocery stores, restaurants, and warehouse clubs/supercenters.

B. The majority of estimated local food purchases in Connecticut take place at grocery stores,  
     full-service restaurants, and includes alcohol from food and liquor stores. 
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1.3%

Direct sales made 
up 0.2% of total sales, 
and 5.4% of local food 

sales.
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discussion

Exploring 30% Local Food Per Household Spending in 2030

What might per capita local food spending levels look like in 2030? We know from the U.S. Bureau of 
Labor Statistics Consumer Expenditure Survey that White, Asian, Hispanic, and Black households all 
spend roughly 12% of household income on food. However, even though food expenditures are essentially 
proportionally the same for all demographics, it is also the case that Black, Hispanic, and other people 
of color have less money to spend than White and Asian Americans. We also know from the Consumer 
Expenditure Survey that ultraprocessed foods (e.g., prepared meals, canned foods, chips, crackers, pastas) 
are the top food expenditure category for all Americans.
 
While proportional spending levels will be roughly the same, we can expect significant differences in total 
local food purchases by race/ethnicity, income level, education level, age, and other variables due to differences 
in income and access. Unfortunately, we do not currently have enough information to model these variations 
in local food spending. Using per household spending estimates, we can arrive at hypothetical spending values 
and assume that some households will spend considerably more, and some will spend considerably less. 

We estimated that 3.8% ($917.5 million) of food spending in Connecticut went to local food products in 
2022. This is equal to $638 per household (assuming 2.5 people per household). What might it take to achieve 
spending 30% of food purchases on local food products by 2030? Using the USDA State Food Expenditure 
Series data for Connecticut, we apply the compound annual growth rates for food expenditures (3.6%) and 
population (0.4%) from 1997 to 2022 out to 2030 to estimate what 30% of per household food spending 
on local food could look like. The key insight is that per household local spending would have to grow from 
$638 to $6,700: By 2030, total per household food expenditures would grow to $22,350 (from $17,071 
in 2022). Connecticut households could then explore spending about $6,700 on local food per year to 
contribute to the stretch 30% goal (Figure 7). 
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Figure 7: Getting to 2030 — Linear Changes in Per Household Local Food Spending
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https://www.bls.gov/cex/
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 	 »	Since most people get their food from grocery  
		  stores and restaurants, how do we get more local  
		  and regionally produced food into these market  
		  channels?

	 »	What strategies can support local foods being added  
		  or increased into discount stores product inventories?
	 »	What interventions can shift power over food  
		  choices back to communities? 
	 »	How do we maintain and expand important gains  
		  made in institutional market channels (schools,  
		  colleges, and hospitals) as advocacy expands to  
		  other market channels?

Call to Action

	 »	What models of food retail could bring more local  
		  and regional foods to low income/low access  
		  communities?

	 »	How do we market and position local and regional  
		  foods to be competitive against lower cost options  
		  from farther afield?

	 »	How do we build the capacity to consistently  
		  track and report local and regional purchases,  
		  including capturing local and regional ingredients 
	 incorporated into value-added products?

It is clear that sustained and collaborative action, along with a significant and coordinated investment of 
resources, will be required to meet a goal of 30% consumption of regional food products by 2030. Many 
difficult questions remain:

Every Connecticuter has a role to play to transition toward a more just, sustainable, and resilient food system.

Grocery Stores

	 »	Promote local and regional foods through labeling,  
		  merchandizing, and sampling.

	 »	Explore what consumers want to see for regional  
		  products: open up shelves, coolers, and freezer  
		  spaces to more regional food producers.

	 »	Track food sourcing by state to improve reporting.

Restaurants

	 »	Promote local and regional foods by connecting  
		  producers with chefs and restaurant owners. 

Nonprofit Organizations and Partnerships

	 »	Advocate for support services, investments, and  
		  policies that build local/regional supply chains.

	 »	Support and expand regional market stability (e.g., 
 		  Northeast Organic Family Farm Partnership is  
		  working to increase demand for organic dairy products). 

Food Service Management Companies

	 »	Continue to build out supply chains between local/ 
		  regional producers and New England institutions  
		  (e.g., Connecticut’s Local Food for Schools Incentive  
		  Program).

Funders

	 »	Support the needs of food system development  
		  partners seeking to bolster regional supply chains and  
		  increase market presence for Connecticut foods.

State Agriculture Departments

	 »	Support existing, new, and underserved and under- 
		  represented farms, fishers, and food businesses.

	 »	Engage with food producers and industry associations  
		  to map out challenges and opportunities for scaling up.

Legislators (State & U.S. Congressional)

	 »	Create policies that help food system businesses to  
		  thrive.

	 »	Encourage livable wages in food system occupations.

Economic and Community Development Planners

	 »	Prioritize financing for and locating of independently  
		  owned grocery stores of all types in urban centers  
		  and rural communities.

Consumers

	 »	When possible, buy foods that are grown, produced,  
		  harvested or raised in Connecticut and New England.

https://www.saveorganicfamilyfarms.org/brand-partners
https://portal.ct.gov/doag/adarc/programs/farm-to-school-overview/connecticut-local-food-for-schools-incentive-program
https://portal.ct.gov/doag/adarc/programs/farm-to-school-overview/connecticut-local-food-for-schools-incentive-program
https://guide.ctnofa.org/g/ct


Spending $10 a week on local or 
regional food goes a long way: By 

choosing local and regional food over 
products from far away, you are helping 

New England build a more equitable 
and resilient food system. 

nefoodsystemplanners.org

For additional analyses of market channels and Connecticut, visit: 

https://nefoodsystemplanners.org/wp-content/uploads/NEFNE-CONNECTICUT-State-Brief.pdf

