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Sponsors who stuck by Tiger 
Woods are aiming to profit from his 
return to the golf course.

Upper Deck Co. will sell memo-
rabilia, including signed red shirts 
with price tags upward of $1,800. 
Electronic Arts has a new browser-
based version of its Tiger-themed 
video game coming out this week. 
And Nike reportedly has a TV com-
mercial featuring Woods in the 
works, though it won’t confirm that.

The big question is whether his 
tarnished image can work anything 
close to its old magic for them and 
the golf industry, which has been 
going through tough times of its 
own because of the weak economy.

It could be that all publicity is 
good publicity — as time passes 
since his admissions to extramarital 
affairs and he returns to golf after 
four months.

Woods’ leave will end at the 
Masters, the season’s first major 
tournament, starting Thursday.

His value as a pitchman who 
embodied professional perfec-
tion may have suffered. He became 
sports’ first $1 billion earner, but lost 
top endorsements from companies 
such as Accenture and AT&T as the 
scandal unfolded.

But it’s hard to see much falloff 
in sales of some Woods-branded 
wares.

Golfsmith, the nation’s biggest 
chain of golf stores, and sports card 
and memorabilia maker Upper Deck 
Co. say Woods’ scandal that erupted 
in late November didn’t dampen 
demand for his products.

Golfsmith International Holdings 
says sales of Woods-branded hats, 

HEATHER HILLEREN

Founder of Local Dirt

Address: 1245 E. Washington Ave.

Founded: 2005.

Employees: 2 in Madison and 3 in 
San Francisco.

Web: www.localdirt.com.

Age: 39.

Education: Undergraduate degree, 
Gustavus Adolphus College; master’s 
degree in business, UW-Madison 
School of Business and the Weinert 
Center for Entrepreneurship.

Experience: Board member of 
Organic School Project, a nonprofit 
serving organic meals in the Chi-
cago Public Schools; former team 
leader at Whole Foods Market in 
Madison.

By PATRICIA SIMMS
psimms@madison.com
608-252-6492

Heather Hilleren is the founder of 
Local Dirt, a Madison-based com-
pany that uses an interactive Web site 
to help farmers and other producers 
sell their food locally to restaurants, 
stores and consumers.

The company recently received 
more than $1 million in its first 
venture funding from Peak Ridge 
Capital’s AgTech Fund, based in Bos-
ton, and O’Reilly AlphaTech Ventures 
in San Francisco. A previous grant of 
$600,000 came from the National 
Science Foundation.

Q: What’s your educational 
background?

A: I majored in education, so my 
first career was as a teacher. When I 
moved to Madison, I worked all over 
the place as a substitute. I ended up 
doing a year of kindergarten, a year 
of preschool handicapped, a year 
teaching seventh-grade computer in 
Middleton, and two years of sec-
ond and first grade combined, and I 
worked at Whole Foods Market the 
whole time. I taught in the morning 
and closed the store at night. When 
I became a team leader at Whole 
Foods, I left the schools.

Q: Did the idea for Local Dirt 
come from your time at Whole 
Foods?

A: I started there when the store 
first opened, and they had about two 
dozen local farmers they were buy-
ing from. As each year went by, you 
would think that they would develop 
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EXECUTIVE Q&A The founder of Local Dirt 
capitalizes on the growing 
interest in local food.

Bringing farmers, buyers together online

PATRICIA SIMMS – State Journal

Heather Hilleren is the founder of Local Dirt, a Madison-based 
company that operates a Web site to connect farmers and buy-
ers, including restaurants, stores and individual consumers.

Sponsors 
who stuck 
with Tiger 
eye profit
But will the embattled 
golfer’s return to the game 
mean gains for his loyalists?

Courting business

By JUDY NEWMAN
jdnewman@madison.com
608-252-6156

“G lobal warming is total, com-
plete hogwash. There is no 
scientific evidence (that it ex-

ists),” Madison businessman Terrence Wall, 
candidate for U.S. Senate, told employees 
of Mead & Hunt at a recent campaign ap-
pearance, drawing some chuckles.

“The natural state of the Earth is chang-
ing,” Wall said.

About 60 employees of Mead & Hunt, 
6501 Watts Road, took advantage of the 
chance to step away from their desks and 
meet the candidate right at their workplace 
in an hourlong, noontime presentation by 
Wall, followed by a question-and-answer 
session with workers. 

Then employees indulged in a St. 
Patrick’s Day lunch buffet of corned beef 
sandwiches, baked potato bar and cookies, 

also courtesy of the West Side architecture 
and engineering firm.

Mead & Hunt has been inviting po-
litical candidates to visit since 1998, said 
Raj Sheth, president and chief executive 
officer. Workers are not required to attend, 
nor are they told which issues to bring up; 
rather, they are given an “opportunity for 
dialogue,” said Sheth, a native of India.

“It’s a simple philosophy: Democracy 
only works if citizens participate,” Sheth 
said. In addition to the Madison office, with 
227 employees, candidate appearances are 
shared via teleconference with the compa-
ny’s branches in Waukesha, Green Bay and 
La Crosse, where Mead & Hunt has another 
50 workers, in all.

Shaking hands with employees outside a 
factory gate is old hat in the political game. 
The late U.S. Sen. William Proxmire practi-
cally made glad-handing his middle name. 
But bringing candidates into the workplace 

to give their views — with voluntary at-
tendance by employees — is another thing 
altogether.

It may be too soon before fall elections to 
tell if more businesses are inviting candi-
dates to the workplace than in past years, 
one candidate’s spokesman suggested. 
But if the trend has not already emerged, 
it probably will before long, said Jay Heck, 
executive director of Common Cause in 
Wisconsin.

“It seems to me the economy and jobs 
(are) the overriding issue for all politicians 
right now,” Heck said. “Obviously, talking 
to employers is good politics.”

Campaigns gear up

Elections for state government and 
Congress won’t be held until Nov. 2, but al-
ready in March, there were several business 

ECONOMIC SNAPSHOT

QUESTIOnS? Contact  
Professor Bill Pinkovitz 
of the UW-Extension 
at bill.pinkovitz@ 
ces.uwex.edu.

Economic Snapshot  
is a weekly feature  
provided by the

S ince 1980, the U.S. Bureau of Labor 
Statistics has conducted an annual Con-
sumer Expenditure Survey, which is one 

of the most widely used sources of information 
on consumer spending.

Both the private and public sectors rely on it 
as the basis for market research and analysis.

Fortunately, much of the data in the survey is 
available free online at: www.bls.gov/cex.

Each year, the survey collects information 
on spending from more than 18,000 consumer 
units. The results are available by geographic 
regions and several demographic categories, in-
cluding age, income, education and occupation.

For example, according to the 2008 CES, 
the average U.S. consumer unit spent $6,443 
on food consisting of $3,744 spent on “food 
at home” (grocery stores and other food 
stores) and $2,698 on “food away from home” 
(restaurants, take-out, delivery, and vending 
machines). As one might expect, spending on 
food, especially food away from home, varied 
significantly with income. Consumer units 
with incomes between $20,000 and $50,000 

spent an average of only $1,787 on food away 
from home in 2008 compared to $4,631 by con-
sumers with incomes of more than $70,000.

The survey also shows that, on average, 
consumer units with incomes of more than 
$150,000 spent more on food away from home 
($7,071) than on food at home ($5,940).

Knowing how much different groups of con-

sumers spend on a goods and services can help 
businesses better target their product lines and 
marketing efforts.

During April, Economic Snapshots will focus 
on the CES. The following chart provides a 
sampling of the type of information available 
through the CES. More detailed spending re-
ports can be found at: www.bls.gov/cex/#tables.

Consumer 
Spending

Week 1: Expenses  
by income

What Americans buy depends on how much they make
Average annual consumer expenditures for selected categories by income

$20,000 
to $50,000

$50,000  
to $70,000 > $70,000 > $150,000

Average annual expenditures $35,099 $50,465 $83,700 $124,678

Food $4,869 $6,388 $9,884 $13,011

Food at home $3,082 $3,762 $5,253 $5,940

Food away from home $1,787 $2,626 $4,631 $7,071

Furniture $229 $348 $714 $1,191

Mens’ Apparel $207 $343 $611 $1,197

Womens’ Apparel $402 $536 $1,196 $1,560

Cars and trucks, new $736 $1,228 $2,567 $3,848

Gasoline and motor oil $2,252 $3,033 $3,967 $4,396

Please see hILLEREN, Page C2

SOURCE:  2008 Consumer Expenditure Survey, BLS

MIKE DeVRIES – State Journal

Republican U.S. Senate candidate Terrence Wall gives a presentation to employees of Mead & Hunt. At left is Raj Sheth, president and chief executive 
officer of the architecture and engineering firm. Sheth makes it a practice of inviting all types of political candidates to speak at Mead & Hunt, and 
employees can decide whether they want to participate.

Political candidates 
and companies see 
benefits of getting 
to know each other
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