
Vacation Vittles Round II-
Connecting Vacationers 

with Local Food



Vacationer Supported Agriculture 
(aka “Vacation Vittles”)

The “not-so-cool” cooler

Context
● Popularity of self-catered vacation home rentals due to value and convenience
● Increased interest in genuine connections with host communities and in fresh local food

● Destination management orgs. (DMO) more interested in engaging with their communities
● Lodging and food companies more interested in benefiting neighboring communities
● Small farmers are transitioning from commodity agriculture and seeking sale of fresh product

● Opportunity to sell fresh produce for a week vacation
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VSA by the Numbers

?

20+ farmers in 5 counties
12 realties in 3 counties
1,247 bags for produce sold



Vacationer Satisfaction

“The vegetables were very fresh and plentiful, we really appreciated having farm fresh veggies on 
vacation!”

“Keep supporting local. Loved the details in the packaging and communication leading up to our 
arrival.”

“It is a great program. We used all of the produce provided. Nothing went to waste. The taste of 
farm fresh/field ripen produce is so much better than what we get at the grocery store. I frequent a 
farmers market at home.”



Ways to improve the program in 2020

Positive
• Appreciative of the opportunity to support local farmers
• Enjoyed access to fresh fruits and vegetables
• Bags were plentiful in quantity and variety
• Customers felt good about being involved in an initiative that is helping others
• Communication prior to arrival was helpful
• Convenience of pickup and access to fresh produce

Negative
• Poor variety of produce (e.g., too much corn, need more fruits & greens)
• Quality of produce was poor (e.g., overripe)
• Poor packaging that damaged produce (e.g., bruised peaches)
• Quantity was not enough for a family of 4 as advertised
• Communication of bag contents was unclear (i.e., planned meals based on list)



Influencing vacationers’ intentions
to repeat in 2020

The quality of the produce, variety of the produce, and price
are the three most important factors affecting vacationers’ 

intentions to support the program next year.

Intentions to recommend Intentions to repurchase

Significant factor

Non-significant factor



Analysing customer service interactions

45 (out of 1k) inquiries, comments or complaints

● Dissatisfaction with quality of some produce
I was disappointed in the peaches and tomatoes enclosed in our bag as they were 
damaged and past their peak perhaps when they were packed? I am only sending this as a 
suggestion for tweaking the level of ripeness and/or packing method in the future.

● Miscommunication
Better information (condition of farms, updated list) sent to vacationers during preceding 
week, resulted in less complaints.  Information helped adjust vacationers’ expectations and 
helped them prepare for their meals and plan additional grocery runs.

● Extremely effective in recovering customers (but costly)
[The farmer] did indeed make it by today [with replacement bag] and I must say this was way
beyond expectations. The quality and quantity [of produce] are exceptional. Thank you for
the quick follow up. We will participate again next year and will recommend this to others.



2020 Outlook

● Participation of 20 realties managing 5,000 units
● $120,000 of income generated

● Seeking funding to support cold chain infrastructure 
● Providing training on packaging



• NC Beaches reopened early May, so slow start
• 2 Realties dropped out – pick up sites now include public 

places 
• Increased marketing through social media and traditional 

media outlets
• COVID-19 trainings and signage, PPE, and Hand Sanitizer
• Expansion efforts stalled

COVID-19 
IMPACTS





https://youtu.be/IgwgWhoU8dA

https://p1provisions.com/

Helpful Links

https://youtu.be/IgwgWhoU8dA
https://p1provisions.com/


Q&A
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