Date: July 15, 2009

By: Connie Manes

Memorandum:
Telephone conversation with Tim Stevenson, Executive Director of Post Oil Solutions, Brattleboro, VT (802) 869-2141. http://www.postoilsolutions.org/ 
Attachments: Website materials from Post Oil describing organizational mission, programs, and specific project of regional “food hub”, which could be a distribution center, community kitchen, produce storage site, or any combination of these; news article from NH’s Sentinel Source, reporting on the regional “food hub”; .

1. Mr. Stevenson advised that this project is still very much in the embryonic stage: it has not gotten as far as the news article seems to suggest. 

2. Post-Oil is a nonprofit with many different projects under its umbrella. It started 4 yrs ago with a community garden and an “eat local” campaign, and evolved into its current scope, adding CSA’s, food pantry programs, farmers markets, and numerous committees building community around local food production and consumption, and studying where to go next. Although it is very well organized, Stevenson describes it as still being very “mom and pop”.
3. The “Food Hub” was conceived out of recognition that broader distribution of local product was desired by the community. Originally, the idea was to create a retail and wholesale produce/product outlet, but over time there has been more support and show of need for a community kitchen open to farmers and the general public for personal or commercial use, and for storage of farmers’ excess and winter crops.
4. The “Region” includes 4 counties, including 2 in Southeast Vermont (Windham and Windsor), and 2 New Hampshire counties that border Vermont (Sullivan and Cheshire). 

5. The farms the group is working with are comparable to those in our region: small with a few mid-size. The farms have been doing direct retail sales, mostly through farmstands, farmers’ markets, and CSAs. Stevenson reports that farmers are very interested in the idea, however, and very much a part of the planning. 

6. Stevenson stresses the importance of community and coalition building, and notes that Post Oil’s strategy has always been to start with low hanging fruit, not try to do everything, and set reasonable goals while remaining broad-minded about future possibilities.

7. Post Oil’s coalition includes local educational institutions (for volunteer research rather than as potential buyers), a hunger-prevention organization, individual farmers, other local-foods organizations, the farm bureau, the regional USDA representative, a hospital, and a lawyer.

8. Post Oil held community forums as a way to build this coalition. Stevenson commented that nationwide there is rapidly growing support for these ideas, making it a good time to be considering our local foods possibilities here in Connecticut.

Stevenson suggested other initiatives in VT including Intervale in Burlington, Two Rivers in Mt Pelier, and the town of Hartwick as other places to look for successful models.

Rainbow Farmers Cooperative (RFC),  WI and IL http://www.growingpower.org/rainbow_farmers_coop.htm 
1. Headed up by Tim Allen, a national leader in the local-food, food security movement, and recipient of MacArthur Fellowship. Started in 1993 (or 1995, depending on source).

2. Part of Growing Power, a nationally focused organization that started in Milwaukee with urban gardening and youth programs. The organization provides training at its “community food centers”, and continues to run youth programs, public education, and community gardens, as well as be involved with national advocacy efforts on local foods and food security issues. There is a large corporate headquarters in Milwaukee. There are 26 staff, 17 of whom are likely involved with RFC.

3. Membership cooperative of approx. 300 small family farmers in Michigan, Iowa, Illinois, Mississippi, Georgia, South Carolina and Florida. There are 41 institutional buyers listed on the website, but RFC also supplies farmers markets and accesses retail consumers that way. They have a store in Milwaukee, where the RFC warehouse is located, and also donate to food banks.
4. For membership fee and cut of the sales price (presumably) RFC provides access to institutional buyers (small-scale wholesalers and restaurants), cash on delivery of product, marketing promo on website, transportation and storage of product. Also trains and provides other tech assistance such as grantwriting assistance. Cooperative is also supported by outside funding and solicits donations from private individuals.
5. RFC sells some product purchased from other wholesalers to support the business.
Swartz Family Farm, MA http://www.swartzfarmamherst.com/index.cfm 
SwartzFamilyFarm@aol.com : Joe and Sarah Swartz, owners
1. Large farm growing produce hydroponically in greenhouses. Sells its own product and produce and value-added from neighboring farms.

2. Offers membership to consumers, who get a small discount/gift certificate for pre-paying at levels of $150, $300, or $550. Membership is not required for purchases.
3. Purchases are made online, with two pickup days/times to choose from, one day in-between order deadline and pickup time.

4. SFF has cold storage for products including dairy and meats. Produce is stored but not refrigerated.

5. CSA-type “Farm Share mixed bags” and ½ bags are available for order. One would presume the prices are a bit better on these for the consumer. Not sure if the farmer would receive different compensation, or if these orders are filled with overstock, seconds, or other means.

6. Orders that are not picked up are donated to the Amherst Survival Center. There is a place on the order form where consumers can also choose to donate bags or ½ bags of produce to the Survival Center.
SEMAP Business-To-Business Network, MA 
Sarah Cogswell, scogswell@semaponline.org 

1. B2B is part of umbrella organization SEMAP (Southeastern Massachussetts Agricultural Partnership) which is run out of UMASS Dartmouth and has other programs including an online farm guide, buy-local campaign, and training and technical assistance for farmers.
2. SEMAP was formed in 1998 as a network, incorporating as a nonprofit in 2004; UMass Dartmouth serves as its fiscal agent. There is a board of directors, a large “Coordinating Council” of farmers, farm bureaus and other farmer organizations, institutional buyers including stores and restaurants, community members, educational institutions, and three staff, one of whom is directly responsible for the B2B program, but does not work full time on this. The organization conducts fundraising including solicitation of individual donors and a membership program.
3. The B2B program is a network of growers and institutional buyers and is open to all growers/producers and business/institutional food buyers in Southeastern Massachusetts and nearby Rhode Island communities. There is an $80 annual participation fee, covering Network support and activities including meetings and PR. Growers who join B2B are also given free membership in the Buy Fresh, Buy Local campaign which markets their farms directly to the public.

4. In 2008, there were 64 growers and 36 buyers involved in the B2B network. B2B has been operating since at least 2006, but doesn’t seem to have gotten off the ground yet…

5. The B2B listing is similar to what CT Grown Farm To Fork did for free (lists farms, contact info, what they produce, what types of businesses they sell to, whether or not they deliver, farmstand, pickup and other details if known, etc.)
Farm Fresh Rhode Island 
http://www.farmfreshri.org/about/about.php 

Sheri Griffin 401-863-6509
Program Director - sheri@farmfreshri.org
After establishing a farm stand and mail order citrus business with her parents and grandparents after high school, Sheri Griffin attended the University of Rhode Island, receiving a Bachelor of Arts degree in English and biology. After graduation, Ms. Griffin entered the nonprofit world, beginning as Director of Development and Publicity at AS220, a nonprofit arts center in Providence. Since then, she has worked at a range of nonprofits of various sizes and has become active in her neighborhood, working with other volunteers to keep a library branch open and starting a community garden.

1. Under the umbrella of Farm Fresh Rhode Island, a nonprofit formed in 2004. The organization is broad in scope, also coordinating 8 farmers’ markets, WIC and seniors coupons, winter markets, farm to school, a buy local campaign, farmers’ market CSA programs, farmland preservation advocacy, a newsletter and technical assistance for farmers, consumer education and public programming.

2. The organization conducts fundraising and has grants from public and private sources. It has a staff of 10, two of whom are directly responsible for the buy local campaign and food systems work including the B2B network.

3. B2B network, part of Buy Local campaign, has extensive list with mapping and links to producers and buyers, easily accessed by the web user and categorized in many convenient ways enabling the web user to sort by types of produce, purchasing modalities (ie, farmstand, PYO, farmers’ market, CSA), all also listed with distances from a starting point. Individual farm links give hours of operation and other details on the farm. One may also access information about a particular farmers’ market and all the vendors there. For B2B users, buyers can quickly identify who sells what to whom, and contact and how-to information. There is also profile information and links with details about institutional buyers. The user-friendly layout of the website is what makes it standout.  There does not seem to be a fee involved. 

4. FFRI had existing knowledge of the farm-to-institution set up b/c they are housed/hosted within Brown University (there, another university partnership!) and coevolved around Brown’s decision to purchase locally and starting the first farmers’ market on that campus. They also had the advantage of already having relationships and credibility with farmers, credibility within the marketplace.

5. Developed their purchasing software as part of a project for Massachusetts Farm To School. MA ultimately did not implement the software for a mix of reasons including no central distribution center.

6. Beginning in January 2009, FFRI is piloting a “Market Mobile” distribution business. Market Mobile goals

· To increase sales and consumption of locally grown products.

· To rebuild a more efficient local food distribution system, saving farmers and chefs, time, gas and money.

Chefs, Grocers, order from 15 Farms/Producers for delivery on 1 Truck. Eight produce farms, a bakery, coffee roaster, dairy (RhodyFresh, which is the Farmers’ Cow counterpart), cheesemaker, seafood purveyor, etc). None of the farms sells only to the MarketMobile – all have other business, mixed retail-wholesale. Their experience was that many farmers did not want to be involved in institutional sales. Truck is 14 ft refrigerated, rented one day/wk. There is a centralized distribution/cold storage warehouse, rented from a previous program partner (freezer space, loading dock, space for sorting). 
There is no delivery fee for customers, but 10% of sales go to cover the costs of the Market Mobile delivery. The % is based on costs associated with a similar program in New York. Buyers can choose to pick up instead of drop off. The prices are set by the farmers, who email what’s available and how much it will be at the outset of the week (see below). The farms that have done best through the program are those who have been willing to use prices closer to wholesale (I imagine there are price fluctuations mirroring the market as a whole, which sets this apart from farm-to-institution models where farmers get a set price for crops all season long). Restaurants might be the easiest buyers to start with because they can be more relaxed around GAP/GHP, then groceries, with schools and hospitals having the toughest standards. Schools and universities with no onsite food services companies are easier to get into than those with large companies like Sodexo.  
· Friday to Sunday: Every week, Farm Fresh works with local producers to list food for sale online. Producers log onto the Market Mobile site and enter what foods are available this particular week, the quantity available, and the price per unit.

· Monday: Chefs, grocers and schools in the Providence area receive an e-mail reminder with information about "What's Fresh" on Market Mobile this week. They log onto the site to place orders for specific items from specific vendors (they specify they want Hill Orchards apples, not just apples).

· Tuesday: Orders, in total and also broken down by customer, are e-mailed to farmers for harvesting. Farmers sort orders by customer to bring to the delivery hub tomorrow.

· Thursday: Farms arrive at delivery hub and drop off orders in each customer's box. One delivery truck goes out with all of the orders. Farm Fresh pays farmers upfront. Farm Fresh invoices customers. 

January to May 2009
Market Mobile delivered the wide variety of goods available from 22 local producers at the Wintertime Farmers’ Market to chefs, schools and groceries. It was possible thanks to collaboration with the RI Department of Health, RI DEM Division of Agriculture and Narragansett Creamery. Orders were placed on Wednesdays and then sorted and delivered from the Wintertime Farmers' Market on Saturdays. The first weekly order was January 10, 2009. Market Mobile began during the winter season to reduce logistical variables during the pilot. For the winter pilot, capped the number of buyers (delivery sites) at 10-12, all in Providence.

June 2009
Transitioning to order days on Mondays and delivery days on Thursdays so that Market Mobile works better for chefs' schedules. Orders will be sorted and delivered from East Providence from the warehouse of WJ Canaan, previously our RI Royal Potato partner. Deliveries this month will still be limited to Providence to ensure quality service during this transition period. Orders minimums are now $100, but there is still no fee for delivery.

July 2009
Currently delivering to Newport and East Bay. We will begin Narragansett and West Bay deliveries on July 16. Currently about 20 buyers/wk.
Bottom Line: The program takes an enormous amount of time, with management of logistics, administration, accounting, and especially coordination and handholding. It is very hard work and requires at least one full time person, but can work as a business – esp a social enterprise. 
CitySeed – New Haven, CT 

http://www.cityseed.org/programs/index.shtml 

Becky Elias – Program Coordinator for Seed to Table: 203.773.3736
6 staff; programs include management of farmers’ markets, food access/WIC/Food stamps/Senior vouchers, Community Supported Market, childrens’ education, food policy, Buy CT Grown campaign.
Seed to Table is their local foods-restaurant program. It arose out of an observation that there were farmers involved in their farmers’ markets who wanted to get their products into restaurants, and there were restaurants that wanted local product, but there was disconnect. CitySeed started a short-term program to bridge that gap. Worked with a handful of farms, handful of restaurants. Would find out what farmers had available, send out weekly order sheets to the restaurants, what restaurants ordered would be brought to the Wednesday farmers’ market by the farmers, sorted and packed by CitySeed for pickup at the market by the restaurants. There was no storage, cold or otherwise, needed.
At the same time as doing this pilot, CitySeed was studying what others had done, much as we are. They looked at Farm Fresh Rhode Island, Fowler and Huntting, etc. But ultimately they did not want to have a distribution business under their umbrella – wanted to stay the coordinator, regional food resource. Also, at the time Deb Marsden was creating CT Farm Fresh Express, developing online ordering system – wanted to support her effort, not compete.  They connected her with their farmers.
STT remains a link between small to midsize farms and restaurants.

CitySeed is valuable to our project for their many connections. Ms. Elias spoke to me about farm to school in New Haven, where “local food dude” Tim Cipriano took over as District Food Services Director, supplanting the prior food service company, and has made great changes. Ms. Elias advised that we look at what others in Connecticut are doing, especially other towns as a matter of town policy – New London, for example, is involved in a feasibility study about farm-to institution (Greater New London Farm To Chef Group, or Fresh New London – look at websites – they are doing food policy, childrens’ education, potential contacts are Art Costa or Emily Lerner). The Hartford Food Policy Council (Linda Drake, contact) and CT DoAG Farm to Fork, especially as regards their annual meeting, are other good resources. Ms. Elias asked that we keep her posted about our work.
Good Natured Family Farms, Kansas City KS
http://www.goodnatured.net/ 

Diana Endicott

1. Profiled in Wallace Center/Winrock publication and in recent 7/16/09 webinar.

2. Began in 1997, with farmer facing surplus of tomatos, beef, that farmers’ markets could not absorb.
3. In 2007, 75 farms with 13 product categories marketing to large grocery chain with at least 28 outlets (Balls Food Stores – Hen House Markets and Price Choppers).

4. Branding very successful in creating reputation as a reliable product

5. Today, alliance of 150 farms – small farms around 10 acres, growing veggies, within a 200 mile radius of the Kansas City area. Owned and operated by Rainbow Organic Farms, the Endicott’s farm. Centralized aggregation and packaging, deliveries from processing center to grocery distribution facilities; over time, growers were able to deliver direct to grocery distribution centers, or to pool together for such deliveries (hub and spoke). Some growers teamed up for processing and deliveries.
6. ROF pays for the packaging and ships it to growers.

7. Volume in 2008: 6 semi-truckloads per week = $4 Million in sales

8. Prices average 10-15% more than conventional wholesale prices but price fluctuates over season – sometimes a lot more, and sometimes at conventional price. Farmer as owner helps in negotiating best price for growers.
9. Like Red Tomato, keeps a “backup” in the event one grower does not work out – requires relationships with many farmers.

10. Last year, partnered with SYSCO to service restaurants, using storage warehouse belonging to supermarket chain they worked with (leveraging existing relationship). This opened new doors because there had been no refrigeration in the prior storage facility.

11. Barriers: 75-80 farms are Amish/Mennonite (horsepower!)

12. Restaurants require smaller pack sizes than supermarkets. SYSCO helped them navigate this

13. Integrity: there are written standards for “Buy Fresh, Buy Local” products; GAP/GHP training, manual and documentation (ex. Buffer zone b/t growing area and animals)

14. Traceability: for integrity and safety, customer response.

15. Education element: telling farmer stories, farm tours including tours of packaging facilities and dinners together with the farmers, for buyers. ROF obtained $250,000 for five-year grant to produce educational marketing materials and programs.
16. Future plans are for additional cold storage facilities (aggregation facilities); also expanding season with hoop houses, expanding offerings through crop diversification.

17. Demand outstrips supply, still
SYSCO – Grand Rapids, MI
http://www.sysco.com/services/features/sysco_green/products_sell.html 

Recent subject of Wallace Center National Good Food Network webinar – July 16, 2009

1. “Buy local – Sell fresh” initiative: Grand Rapids SYSCO – staff of 3 – one buyer.

2. Advantage – trucks on the road already with conventional product

3. Advantage – incorporate local into the existing supply to solve for seasonal constraints – i.e., makes it easier for buyers to go with the local tomato product if they know they can get it year-round from this supplier
4. Demand for local is currently high! Boutique products are the top sellers

5. Includes sales of “ingredient-grade” product – does not meet 1st grade retail std

6. Created MIPROD code to make ordering local products easier, branded, promote the social return aspect. Also helps SYSCO evaluate the program.

7. Partnered with Walsma & Lyons, local distributor, to serve as aggregator of supply (adds a 2d middleman, but SYSCO way too big to be doing the aggregation). W&L did the insurance and GAP/GHP certification of product, the records mgmt. Has a 2d partnership with Good Natured Family Farms, profiled above.

8. Prices – “a fair price – with a long view to volume” (consideration of the cost to produce when looking at prices above conventional wholesale) Can depend upon the product, the boutique aspect and trade on local cache - For example, price for local hydroponically grown romaine is significantly above market.

