
Georgia Seafood and the Local 
Foods Movement
Can the local foods movement be an opportunity for Georgia 
seafood producers to participate in the inland seafood market?

What is the local foods movement?
The local foods movement is a nationwide change in the way people think about food and 
food producers. People are concerned about eating out of season food that is produced in 
factory farms by large companies. They believe because it is transported great distances 
it is not healthy for their bodies or the planet. They want food that comes from nearer their 
homes, supports their local economy, and tastes better. The movement relies heavily on 
sales directly between food producers and consumers (direct marketing). Since the 1990s, 
the movement has grown dramatically. There is a huge increase in the amount of locally-
grown produce people buy, and more recently there are more small-scale poultry, pork, and 
beef farmers. However, seafood is underrepresented.

What is direct marketing?
Direct marketing is the sale of food directly from the producer to the consumer. Direct 
marketing generally takes place in three forms: farmers markets, community supported 
agriculture (CSA), or farm-to-table restaurants.

Farmers Markets — These are generally open-air, temporary stands set up by a variety 
of food producers, organized by local volunteers, and only operate once per week. Most 
farmers markets include produce from several farms within a set geographical distance 
(often 100 or 250 miles). Vegetables, fruit, dairy and eggs from local farms, and, less 
commonly, meat from nearby small-scale animal farmers are sold. Shoppers generally pay 
slightly higher costs to be able to purchase their food directly from the producer.

Research conducted at Emory University. For more information, contact Jennifer Sweeney Tookes (jtookes@georgiasouthern.edu) 
or Tracy Yandle (tyandle@emory.edu). Publication supported in part by an Institutional Grant (NA14OAR4170084) to the Georgia 
Sea Grant College Program from the National Sea Grant Offi ce, National Oceanic and Atmospheric Administration, U.S. Department 
of Commerce. All views, opinions, fi ndings, conclusions, and recommendations expressed in this material are those of the author(s) 
and do not necessarily refl ect the opinions of the Georgia Sea Grant College Program or the National Oceanic and Atmospheric 
Administration.
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Community Supported Agriculture (CSA) — CSAs 
(farm shares) are an arrangement between customers 
and farmers, where the customer pays a set fee at the 
beginning of the growing season, and in return, receives 
regular baskets of whatever produce is harvested. This 
arrangement intends for customers to share some of the 
risk associated with food production, and rarely allows 
customers to select or request any specific items. Most 
CSA consumers pay more for the local product than they 
would for a similar, non-local food at the grocery store.

Farm-to-Table Restaurants — The local foods 
movement is supported in large part by restaurants 
whose chefs and buyers want to move away from 
industrial food. Seasonal, less common types of seafood 
are a preferred delicacy in the higher end restaurants, 
where they change their menu several times per week. 
Some of these restaurants rely on a different type of 
aggregator—one who collects the local produce and 
proteins from a variety of producers, and makes the 
deliveries to the restaurant. 

CSA/Local Foods Aggregators — A modified version of the CSA, many aggregators began as CSAs then over time, 
allowed their customers more variety and choice in the process. Many gather a variety of food products from nearby 
producers and sell to the customer online. They collect (or aggregate) the different items (ranging from fruits and vegetables 
to eggs, bread, meat, and dairy), then distribute through small-scale, localized systems to the consumer.

Community Supported Fishery (CSF) — CSFs are 
more recent creations based on the CSA model 
where customers pay a large up-front fee to the 
fisherman or fishing organization in exchange for 
a share of whatever is caught. This arrangement 
intends for customers to share some of the risk 
associated with fishing, and rarely allows customers 
to select or request any specific items. Deliveries 
are made at regular intervals, ranging from weekly 
to monthly, depending on the CSF. CSFs have been 
successful in many locations, including New England 
and North Carolina.
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How does direct marketing differ from the conventional seafood supply chain?
The conventional seafood supply chain in Georgia varies, but generally the seafood initially goes from the boat to the dock. 
From the dock, some goes to local markets and restaurants for local people to buy and consume. But much of it ends up 
sold to major distribution companies from the northern states or Florida, for a low, wholesale price. That product is then 
resold once or twice, finally ending up in restaurants, food-service, or retail locations out of state. Prices are increased at 
each step along the way, with the customer paying a final price much higher than the price the fishermen receive. 

Direct marketing of seafood reduces the number of the links in the distribution chain. While the direct marketing ideal is 
for the customer to buy food directly from the producer, this may not always be possible for seafood. Adding one to two 
small-scale intermediaries to the process allows the consumer to experience a more direct relationship with the fishing 
community and increases the amount of income returning to the fishermen. 

How can seafood producers participate in 
the local foods movement?
Farmers Markets – Shoppers in Atlanta and 
Athens area farmers markets would like to have 
access to Georgia seafood. Of 438 farmers 
market shoppers surveyed, 92% of respondents 
said they would be interested in buying seafood 
at a farmers market. 94% of shoppers said 
they were most interested in finfish, and 88% 
in shrimp. Blue crabs (61%), mussels (59%), 
oysters (56%), and clams (53%) are also desired 
by over half our study sample. 

CSAs and CSA Aggregators – CSA members 
would like to see seafood in their CSA shares. Of 
472 respondents, 93% of them said they were 
interested in purchasing seafood through their 
CSA. 85% would like to receive finfish, and 92% 
are interested in shrimp. There was also interest 
in other seafood items, such as blue crabs (53%), 
mussels (50%), and oysters (46%).
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Farm-to-Table Restaurants – Chefs at farm-to-table restaurants want Georgia seafood. A growing number of restaurants 
in Atlanta and Athens receive their produce and meat in small shipments from local growers and ranchers. They understand 
seasonality, and that seafood catch can be unpredictable. They are open to new varieties of less common fi sh. Chefs 
understand that working with the fi shing community will be less convenient than ordering from major distributors, but 
feel the quality of the product is worth this extra work. Whether being delivered by the fi shermen himself, or one of his 
employees or family members, they want the closer connection to the food producer. Many are using seafood sourcing 
programs that ship freshly caught fi sh from all over North America using overnight shipping. But these chefs would prefer 
that their seafood comes from closer to home. 

Why would this Benefit fishermen?
One of the central goals of the local foods movement is for more of the purchase price of the food to go back to the food 
producers. People are willing to pay higher prices to support their local food producers. 

Direct marketing shortens the supply chain between the producer and the consumer. A shorter supply chain than the 
conventional seafood cycle allows more of the customer price to go the fi shermen’s pocket. Research at Atlanta and Athens 
farmers markets asked people the prices they would be willing to pay for Georgia wild caught shrimp. When told the current 
price for wild-caught American shrimp at the supermarket was $18.99/lb (headed, shell-on) they indicated they were willing 
to pay $20.53/lb. When given the choice between imported farmed shrimp for $10.99/lb, they indicated they were willing to 
pay $12.57 for wild Georgia product. They also reported they would be willing to pay $5.23/lb for Georgia littleneck clams, 
$3.93/lb for wild Georgia oysters, and $17.92/lb for cooked blue crab meat (legs and claws). 

What are the costs?
To determine the economic feasibility of providing a headless, shell-on shrimp to a famers market in Atlanta or Athens from 
the Georgia coast, we created an enterprise budget. This estimates the weekly and seasonal costs per pound associated 
with this business activity. This model includes an estimation of the cost of transporting the product to and from the coast, 
the cost (and yield loss) of providing a headed, shell on shrimp, product including the labor, labeled bags, ice and coolers 
necessary to transport the product, and the cost of participating in a weekly farmers market for 28 weeks. In order to break 
even on this transport, one would need to sell a 135 pounds per week, selling the shrimp for at least $5.31/lb. This fi gure 
takes into account 10% of the product going unsold, and still, that breakeven price lies far below the estimated price that 
consumers would be wiling to pay, making this market a viable option. 

Anyone selling at a farmers market must have the appropriate licenses. Please see the separate document: “Georgia Codes 
for Local Sales of Seafood.”

What can I do with this information?
More details about the fi ndings of this research are available if you would like to explore direct marketing in greater detail. 
Please refer to the additional printed materials:

→ Farmers Markets In Atlanta and Athens
→ Codes and Regulations for Direct Sales of Seafood in Georgia
→ Enterprise Budget Model

In addition, a Microsoft Excel version of the Enterprise Budget Model is free and available upon request. You can use this model 
to customize the components of the budget to more precisely refl ect your own needs. Email Jennifer Sweeney Tookes at 
jtookes@georgiasouthern.edu for this fi le. You will need to have access to the Microsoft Excel program to use this model.


