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Introduction 

This research is part of a larger cooperation project that is being carried out in the following years on 

Hiiumaa, Saaremaa and in Läänemaa. The purpose of the project „Local food for the local 

community“ is to provide economic viabilityand better health for the local community through 

healthy eating, especially focusing on school food. The objective of the research commissioned by 

Hiiumaa Cooperation Network is to record the current situation of producing, consuming and 

marketing of local food on Hiiumaa. The results will describe the situation in local rural econimics and 

gives the overview of consumers' wish to use local agricultural products. 

In this research agricultural produces and larger consumer units on Hiiumaa were examined. 

Different questionnaires were put together for this purpose.  

The results of the research will answer the following questions: 

1. What is local food? Definition 

2. Which legal entities in Hiiumaa produce the raw materials for local food and end products? What 

kind? How much? Where is it sold? 

3. Where is local food consumed? The profile of an everyday consumer (analytical overview from the 

perspective of the producer) 

4. What is the proportion of local food in the menus of schools, kinder gartens and other educational 

facilities? The research is carried out in all municipalities on Hiiumaa. 

5. What is the proportion local food in the menus of catering and accommodation companies? (At 

least one from each municipality) 

6. What are the obstacles in marketing local food? 

7. What is the proportion of ecologiacal food among the food products? 

8. Possible solutions for overcoming obstacles in marketing and consuming local food. 

Resluts of the research will explain how able are the  agricultural producers on Hiiumaa to satisfy the 

needs of the consumers. Do the local agricultural products meet the consumers' expectations? Is the 

cunsumer aware of the greater value of local products and are they willing to prefer it? 
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Is the origin and quality important for the consumers on Hiiumaa? How important is the comfort of 

availability and price? Are the farmers ready to make the effort to realise their products on the local 

market? 

We want to know what are the consumers' needs for different agricultural products and their 

amounts. Is there a market for farm-made juices and preserves? The further goal is to connect the 

agricultural producers on Hiiumaa with the consumers, so producers would know where their 

products are in demand and consumers would know where to get the products they desire. When 

purchasing products straight from the producer, the consumer knowingly supports agriculture and, in 

return, gets a quality product from controlled environment. 

Defining local food  

The term 'local' or 'regional' can be defined in different ways depending on the size and politics of a 

country. Definition most relevant for this research is the following. 

Local food is understood to be regional, produced by small manufacturers and marketed directly to 

consumers within 100 km radius. Local food helps to develop domestic tourism and add character to 

tourist farms. Since local food products are not yet widely available, then developing this branch can 

improve the employment situation in rural areas. 

To say more simply, local food is food that has been grown in the 100 km radius. Buying local food is 

a conscious support for local agruculture, farmers and food producers. 

In the current research, local food is considered to be agricultural products that have been grown on 

Hiiumaa. 

Sample 

The sample for this research was defined by Hiiumaa Cooperation Network. Respondents were the 

producers and potential consumers of local food. All bigger consumer units on Hiiumaa - all kinder 

gartens and schools, Hiiumaa hospital and Tohvri nursing home - were included in the sample. 

Method 

Questionnaires for this research were separate for agricultural producers and consumer units. The 

model was borrowed from the questionnaires of the 2006 research "Collecting, analysing and 

spreading the market information on rare agricultural products" at the Estonian University of Life 

Sciences Institute of Economics and Social Sciences. Some parts of this research are dedicated to 

municipalities and private food enterprises. 

The answers were collected through interview. Some respondents were allowed to answer to the 

questions alone for convenience. They were left with instructions. 

Conclusions and suggestions 

According to the research of agricultural production the producers can satisfy the local demand 

manyfold. The producers have to look for a market outside the island. 



MTÜ Hiidlaste Koostöökogu   
 

MTÜ Hiidlaste Koostöökogu, reg nr 8235929, Vabrikuväljak 1, Kärdla 92411, Hiiumaa, Eesti 

www.kogu.hiiumaa.ee, tel.: 46 22807, info@kogu.hiiumaa.ee  

More than half of the respondents would like to buy all their agricultural products from local 

producers. Potatoes and vegetables are the only products that are purchased from local farmers. 

Since there is no processing facilities on the island, most of the animal products are exported and 

only a small amount of companies can use them. Most animal growers are certified eco farmers and 

for that reason most of eco products leave the island. Producers consider the eco label 'important' or 

'very important', but about 30% of consumers said eco is 'not very important'. Consumers care about 

the origin of the product and they prefer the products of Hiiumaa. Producers should emphasize the 

origin of their products and use Hiiumaa as a brand. 

Agricultural production is influenced by subsidies from the EU and the government. The attitude of 

local municipalities is not as important. According to this research we can say that the producers 

expect the local municipalities to have greater interest in their activities and give more support. 

Cooperation with the municipalities could solve smaller problems that stop agricultural products 

from breaking into the local market. There is a good example from Emmaste municipality, where 

local dairy products are consumed in the kinder garten, school and nursing home. This shows that 

bureaucratic complications can be overcome. Cooperation could also eliminate the gaps in 

information on what is produced and who has the need to buy. 

Bigger producers work on production and raising the quality, but they don't want to market the 

products themselves. Producers think that Hiiumaa market is small and there is no local competition. 

For that reason they don't care much for marketing competence. 

At the same time, smaller producers are interested in keeping their client base. This means there is a 

need for a training in marketing. 

We can see from the results that there is considerable amount of young farmers on the island and it 

is important to turn more attention to them. Relying on the results, we can say there is a lack of co-

operation between the producers. Necessary co-operation could yield from bringing together the 

young farmers. 

It is necessary to turn the consumers' attention to the health benefits of local food. 25 out of 27 

respondents is interested in training courses on local food and 22 would like to take part in projects 

on local food. These numbers illustrate the interest in this topic. 

Summary 

• At the moment, the topic of local and healthy food is predominant in Estonia. The 

development plan "Estonian food" has been put together to increase the number of local 

food producers and make the consumers more knowledgable about the values of local food. 

• Hiiumaa Cooperation Network has turned its attention to local food. They are planning to 

organise a project „Local food for the local community“. To do that, they commissioned a 

research to understand the present situation of producing, consuming and marketing local 

food on Hiiumaa. 

• According to the database of Statistics Estonia, milk production is the largest food industry 

on Hiiumaa with nearly 3000 tons a year. This is followed by potato growing which produces 
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about 1500 tons every year. The production of beef is 600 tons per year. 140 tons of 

vegetables are grown annually. This describes Hiiumaa's agricultural production. 

• The results show that only a small part of the production reaches the local consumer. The 

demand for milk and dairy products from larger consumers, e.g. schools and kinder gartens, 

is 53 tons per year. Adding private food serving companies, the demand is nearly 94 tonnes. 

The demand for beef is above 10 tonnes. Annual consumption of potatoes and vegetables is 

94 tonnes and 43 tonnes accordingly. This means that production exceeds the demand from 

consumers several times. That means that local producers have to look for a market outside 

Hiiumaa. 

• Almost all of the animal products are exported, because the island lacks processing industry. 

This is the reason why the only marketing channels are the middlemen that buy in bulk and 

market the products. On the other hand, potatoes and vegetables are mostly marketed 

locally. 11% of the production is bought straight from producers by caterers, kinder gartens, 

schools, the hospital and the nursing home. 

• 15 out of 27 companies would like to buy 100% of their needed agricultural products from 

the local producers. Six companies would like to buy more than 50% of the products from 

local producers. Only six companies said they would purchase less than 50% of the products 

locally. These numbers show that companies have a great interest in local products and most 

of them would like to buy all of their agricultural products locally. 

• The producers want to work on production and raising the quality of their products. They are 

not interested in marketing their products themselves. Most of them foresee the middlemen 

to be their only channel for marketing their products in the next five years. Producers don't 

think the Hiiumaa market is competitive and don't hold the marketing competence in high 

regards. The producers are interested in keeping their regular customers. Smaller producers 

want to market their products on their own and have interest in training on marketing. 

• Agricultural production is mostly influenced by the subsidies from the agricultural politics of 

the EU and the Estonian government. The production is less influenced by local competition 

and attitude of local municipalities. 

• More than half of the respondents confirmed that breeding in the farm is done to keep up 

the production. Quarter of the respondents either didn't answer that question or they had 

started their farm just recently. These numbers show that the agricultural activity on Hiiumaa 

island is continuing.  

• In the summer months, the number of customers in food serving companies rises 6 to 10 

times. The average number of customers during 9 months is 5000 customers per month. In 

June this number rises to 30 000 and in July to 50 000. At the same time, in the summer 

months there are less mouths to feed in schools and kinder gartens. Kinder gartens take one 

month off, school vacation lasts for three months. Only a few school diners offer food during 

summer months. The school diners' staff could be useful in private food serving companies 

during summer months. 

• Consumers think their consuption of local products is mostly affected by the possibility to 

buy products straight from producers. Consumers should become more aware of the health 

benefits of local food. Consumers consider eco food to be 'rater important' and not 'very 

important'. Consumers prefer products grown and produced on Hiiumaa. 
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• Producers think that the main obstacle in getting local products to the consumers is the lack 

of buyers and cooperation between the producers, which would help satisfy the amounts 

and quality demanded by the market. 

• Product development is stuck behind the lack of material resources. Producers think our 

consumers don't understand the value of local food. The legal food safety requirements are 

not considered to be an obstacle. Since producers don't see the competition on the island, 

they don't think the low level of marketing competence is a problem. 

• Also, consumers think that the local market needs a better buying system to have the 

agricultural products more easily accessible. In consumers' opinion the strict food safety 

regulations are one of the obstacles for the industry. Another problem is the lack of 

information on who grows what on the island. The price of local agrucultural products is 

considered to be too steep, it is especially noticable for kinder gartens and schools. Private 

enterprises are not that worried about the price, as tourists are willing to pay more for local 

products. The quality level of local products is thought of as unstable. The producers are not 

able to offer the products all year round. Another problem marked was the absence of 

processors and cooperation on the island. Consumer think there are too few producers on 

the island. From the producers' point of view the Hiiumaa market is too small and consumers 

too price sensitive. 

• According to the Hiiuma Advice Center, there are 88 eco food producers on the island. Most 

of those that took part in the research are certified eco producers. There are also producers 

on the island that consider themselves to be ecological, but they are nots ceritified. Bigger 

vegetable and berry farmers think they can't be considered for the certificate because of the 

amount they produce. 

• Most producers consider being ecological as 'important' or 'very important'. 30% of the 

consumer units thought of ecological products as not very important. That shows that 

consumers care about food produced locally on Hiiumaa. 

• Most eco farmers grow animals. Since milk and meat are exported from the island, then local 

eco products will not reach local consumers. 

 

 


