In some situations it was
very difficult to reach

Castelo Branco: redeveloping the food market, connecting
High producers and consumers and food product development B s
O even want to listen. Began

Priority
(o) to realize that in certain

For some, tasting and trying situations it was due to the
innovative products, even if district
based on familiar local
products, is a problem. Have
already managed to break this

More is still needed to attract more
people. For example, having regular
show cooking or artistic events or
even creating a customer loyalty

"Product of the Month" is a
new way to promote local
and seasonal foods while

bringing people in Castelo

Branco together program can be actions to consider
in the future OO barrier in some situations, but
there is still work to be done.
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market to tell a
story about that

seasonal product. In
this way more

month's product
people are reached,

important ideals of
FUSILLI are shared,
and people are
tasting the
products.

How can we reach people and
talk about FUSILLI clearly in fairs?
Does our presence at fairs
helps to perpetuate the ideals of
FUSILLI?

How could we make our municipal
market more attractive to new
and returning consumers, and
younger citizens? How can we
revitalize it so producers can have
more comfort?

How to engage with
consumers & local producers,
while many may hold
traditional/conservative views,

less open to

“How to approach
consumers & local
producers, while it may be
difficult to get close contact
and direct feedback?”

“How to attract people to
markets (especially
youngsters), while consumers
find it more practical to go to
hypermarkets & big retailers?”
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