
BASKETS to PALLETS INTENSIVE: MARKETING, RELATIONSHIPS & VALUES in the WHOLESALE CHANNEL 
Time Slot Topic Description 
MORNING ACTIVITIES TAKE PLACE IN MUSIC ROOM 
 9:00am – 9:30am Arrival. Enjoy breakfast refreshments. • Local Goat Cheese & Mushroom Quiche with flaky pie crust, local eggs, spinach, and 

caramelized onions 
• Freshly Baked Currant Scones 
• Local Pork Breakfast Sausage Links 
• Seasonal Fruit Platter 
• Tierra Farm Coffee, Tea & Juice 

9:30am – 10:00am     Welcome | Overview of the Training | 
Table Introductions 

 

10:00am – 11:00am  A Closer Look at Food Hubs, Groceries 
and Restaurants and Other Scale-
Appropriate Wholesale markets  

This interactive presentation dives into market opportunities with food hubs, grocery stores, 
restaurants and cooperatives and offers perspectives on how to begin building relationships 
with buyers  

11:00am – 11:30am Conversation Triads What markets show promise in your region? What have been your marketing challenges so 
far? 

11:30am - Noon The Ingredients of Good Marketing: 
Sell Sheets 

In small groups, we’ll thumb through example Sell Sheets representing a wide range of 
products and discuss the components and strategies represented.  You’ll have a chance to 
sketch out a draft of your own Sell Sheet. 

WALK TO ASSEMBLY HALL FOR LUNCH 
Noon – 1:00pm Lunch • Chicken Marbella braised in white wine with prunes and green olives 

• Stuffed Delicata Squash with wild and basmati rice, local shiitake and oyster 
mushrooms 

• Wild Hive local white beans, onions, roasted garlic, and lots of fresh herbs 
• Quinoa and French Lentil Salad with roasted local sweet potatoes, pecans, and 

Samascott’s apples 
• Mixed Local Green Salad with shaved fennel, roasted local beets, and toasted 

pepitas with red wine vinaigrette on the side 
• Flourless Chocolate Cake with chocolate ganache and fresh whipped local cream 

1:00pm – 1:45pm  Strategy, Messaging & Reaching 
Buyers 

Discussion of strategy and story-telling in the wholesale channel and how to network with 
buyers 

1:45pm – 3:15pm Panel Conversation: Re-imagining our 
Food System as A Conscious 
Collaboration 

This panel will explore the challenges faced by farmers, processors and retailers when 
working within a wholesale marketing approach that is dominated by a transactional 
mindset. Panelists include farmers, processors and buyers.  Faith Gilbert, Ian Martin, 
Zachary Tattersall-Hill and Chris Cashen. 

3:15pm – 3:30pm Closing Circle Share a highlight and a lowlight from the training   



 
 

3:30pm – 4:00pm Guided walk or tour of Hawthorne 
Valley 
 

Explore the farm with guides Rachel and Steffen Schneider.  Hawthorne Valley Farm is a 
900-acre Demeter-certified Biodynamic® farm. They operate an on-site creamery, bakery, 
and wholesale fermented and meat products through New York and western New England. 

“BE WELL FARMING” OPTIONAL APPETIZER SOCIAL & FOCUS GROUP: MUSIC ROOM  
4:00pm – 4:30pm Be Well Farming Project Appetizer 

Social  
 

• Charcuterie Platter with local cured meats and cheeses, dried fruits, fresh fruit, 
olives, pickled veggies, house-made beer mustard, water crackers, and crostinis 

• Hawthorne Valley Plain and Maple Yogurt served with house-made granola 
4:30pm – 6:00pm  Be Well Farming Project Focus Group We’ll open this reflective session with a reading of the poem “The Edge” by Mark Nepo. 

Then we’ll move into a conversation about ‘edges’ on the farm.  We’ll converse about edges 
you’re facing as a farmer or producer, what well-being looks like for you, what a felt sense 
of connection looks like on your farm, and how concepts of equity or fairness show up in 
your farm and community. You’ll receive a modest stipend in gratitude for your 
participation. 



2019 NYS FOOD HUBS  
The following list of New York Food Hubs is based on the USDA’s definition of a “food hub”. The USDA 
defines a Food Hub as a business or organization that actively manages the aggregation, distribution, 
and marketing of source-identified food products primarily from local and regional producers to 
strengthen their ability to satisfy wholesale, retail, and institutional demand”.  

The businesses on this list were pulled from ‘The Good Food Network Food Hub Directory’, referrals, and 
internet searches. 

Each business on this list has been verified as of March 2019.   

This list is not an exhaustive directory of food distributors and others aggregating or transporting food in 
New York.  If you are aware of a business that qualifies as a Food Hub NOT on this list, please contact 
Violet Stone at vws7@cornell.edu or Heidi Marie Mouillesseaux-Kunzman at hmm1@cornell.edu   

See google map for locations.  

 

Food Hub Name Phone | Website Address 
Capital Roots 
 

https://www.capitalroots.org/p
rograms/veggie/the-food-hub/ 
+1 518.274.8685 
info@capitalroots.org 

 594 River St. Troy NY 12180 
 

Catskills Food Hub www.catskillsfoodhub.org 
+1 845-807-3735 

92 Commerce Dr, Liberty, NY 
12754 

Corbin Hill Food Project www.corbinhill-foodproject.org 
+1 212-870-2003 

475 Riverside Dr #244, New 
York, NY 10115 

Farm Bridge (formerly Farm to 
Table Co-Packers) 

http://thefarmbridge.com/ 
+1 845-383-1761 

750 Enterprise Drive 
Kingston, NY 12401 

Farm Fresh http://www.farmfreshny.com/l
ocal-produce.html 
+1 (718) 665-1001 

571 Austin Place 
Bronx NY 10455  
 

Field Goods www.field-goods.com 
+1 888-887-3848 

742 Schoharie Turnpike, Athens, 
NY 12015 

Food and Health Network of 
South Central NY 

https://foodandhealthnetwork.
org/ 
(607) 692-7669 

455 Court Street, Binghamton, 
NY 13904 

Foodlink foodlinkny.org 
+1 585-328-3380 

1999 Mt Read Blvd, Rochester, 
NY 14615 

Glazier Packing Company http://www.glazierfoodservice.
com/ 
+1 888-257-1224 

3140 State Route 11 Malone, 
NY 12953 

Greenmarket Co. www.greenmarketco.org 
+1 718-328-8868 

660 Casanova St, Bronx, NY 
10474 

https://www.google.com/maps/d/edit?mid=1ZFpG0LcXrALQO4RQqo3Ktt3GyVoYjybm&ll=42.683554011906025%2C-76.12627325&z=7
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Happy Valley Meat Company http://happyvalleymeat.com/ 
+1 (929) 352-0570 

463 Lincoln Pl #224, Brooklyn, 
NY 11238 

Headwater Food Hub www.headwaterfoodhub.com 
+1 585-281-3908 

6318 Ontario Center Rd, 
Ontario, NY 14519 

Hub on the Hill http://thehubonthehill.org/ 
(518) 418-5564 

545 Middle Rd, Essex, NY 12936 

Hudson Valley Farm Hub 
 

hvfarmhub.org 
+1 845-331-1187 

1875 Hurley Mountain Rd, 
Hurley, NY 12443 

Jerry Shulman Produce http://www.shulmanproduce.c
om/ 
+1 516-938-2800 

3000 Hempstead Tpke, Suite 
401, Levittown, NY 11756   

Lucky Dog Organic luckydogorganic.com 
+1 607-746-9898 

35796 NY-10, Hamden, NY 
13782 

North Star Food Hub http://www.northstarfoodhub.
com/ 
+1 315-560-1580 (Neil Miller) 
Neil@northstarfoodhub.com 

200 Howk Street, Watertown, 
NY 13601 
 

Regional Access http://regionalaccess.net/ 
+1 607.319.5150 x5 

Regional Access Inc. 
1609 Trumansburg Road 
Ithaca, NY 14850 

Schare & Associates, Inc. https://juicedeals.com/ 
+1 877-859-4861 

307A Woods Ave. 
Oceanside, NY 11572 

Upstate Growers and Packers https://www.unygap.com/ 
+1 315-853-5547 

121 Second St 
Oriskany, NY, United States, 
13424 

Western New York Food Hub http://wnyfoodhub.com/ 
716-992-9721 

7502 Route 62, Eden NY 14057 
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Big Goes Small and Small Goes Big: 5 Ways Big Food is Finding Growth 
in the New Food Economy by Kathy Nyquist | Mar 8, 2018 

Anyone reading the food news these days would think that Big Food is dead. In recent years, 
analysts have been alert to the trends, publishing excellent reports such as Is Big Food In 
Trouble? (A.T. Kearney/The Hartman Group, 2016), Invasion of the bottle snatchers: Smaller 
rivals are assaulting the world’s biggest brands (The Economist, 2016) and Special Report: The 
War on Big Food (Fortune, 2015). 
 
Today, journalists covering the food beat are less circumspect. Three headlines from February-
March 2018 declareThe death of the ‘Big Food’ era is imminent after the industry’s biggest 
lobbying group crumbles (Quartz), Kraft Heinz Co. Out of Ideas (Food Logistics), Big brands lose 
pricing power in battle for consumers (Financial Times). 
 
There is evidence to support these declarations. Read any of the “What’s Hot” or “Top Trends” 
reports for 2018 and you’ll see a long list of drivers of food choice that the Big Food companies 
are not necessarily built to address: products that are fresh or minimally processed, sourced 
locally, artisanal, simple, clean and produced sustainably—from companies that are small, 
transparent and socially responsible. For this shift in consumer mindset and values we can 
thank the Good Food movement and the many food entrepreneurs who have stepped into the 
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arena, shaking up the status quo and creating demand for products that are more handcrafted 
and sustainably produced. 
 
Challenged by their business models and innovation capabilities, large consumer products 
companies are indeed losing market share to smaller upstarts, but Big Food is not rolling over 
yet. These companies are innovating within their corporate constraints and employing new 
strategies with a goal toward growth. We will be covering these trends and strategies in detail 
on our blog over the coming months. In this post I’ll lay them out in broad strokes with links to 
a few examples to set the stage, and invite your perspective. 
 
5 Food and Beverage Growth Strategies 
 
We see five main ways that large food and beverage companies are using their scale and 
business processes to respond to these changing consumer preferences. On a spectrum from 
internal to external, they include research and development (R&D) processes for product 
innovation and reformulation, marketing processes for branding and storytelling, financial and 
operations processes for acquiring and integrating fast-growing brands (also called M&A, 
mergers and acquisitions), and corporate venturing processes for investing in early stage 
businesses that are developing promising new brands. These are depicted in the graphic below 
with recent examples of brands that the big companies have successfully grown using one or 
more of these strategies. 

INNOVATION 
In-house innovation is the business process that the big companies have struggled with most in 
satisfying the changing tastes of consumers. This is partly due to the fact that consumer tastes 

https://www.newventureadvisors.net/wp-content/uploads/2018/03/Big-Food-Graphic-1.jpg


are at odds with the Big Food business model, but a great innovation capability can produce 
new business models as well as new products. Yet, efforts to embed a dynamic innovation 
capability in large, risk-averse institutions are immensely challenging, despite the sophistication 
of their strategy and R&D teams. Raising the stakes is an expectation in many firms that any 
new item must achieve $100 million in sales within the first year of introduction in order to 
justify continued sales and marketing support, although that threshold may be changing. 
According to the New Product Pacesetters report from IRI Worldwide, only five new products in 
2016 crossed the $100 million threshold, and 80% earned less than $40 million as consumers 
eschewed mass brands for niche products. These challenges have led the big companies to 
focus on launching new items in proven, fast-growing categories that are aligned with their 
current business models, commonly brands with an “artisanal-like” quality. 
One such example is MillerCoors’ introduction of Henry’s Hard Soda. This category of 
carbonated beverages fortified with beer began to boom in the U.S. after Waukonda, Illinois-
based Small Town Brewery introduced the Not Your Father’s line of flavored beer in 2010. By 
2016, this small craft brewery had achieved $114 million in sales for its top-selling root beer 
product, an unlikely leap even for the fast-growing craft beer industry. The beverage giant was 
quick to respond. MillerCoors introduced Henry’s in 2016 from its Blitz-Weinhold subsidiary, 
promoting a craft image with a backstory about the eponymous nineteenth-century brewer 
Henry Weinhard. The product also promotes its use of cane sugar in response to consumer 
backlash against high fructose corn syrup. Henry’s achieved $50 million in sales within its first 
year, according to IRI. 
 
REFORMULATION 
The consumer’s demand for clean labels that have only a few, “natural” ingredients that are 
easily pronounced is a major challenge for companies that have a core competency in creating 
convenient, inexpensive products with long shelf-life. We probably have Michael Pollan to 
thank for the rush to cleaner labels. This activist, professor, journalist and best-selling author 
writes extensively about the American food system. As far back as 2007 in a New York Times 
editorial he was touting “Especially avoid food products containing ingredients that are a) 
unfamiliar, b) unpronounceable c) more than five in number.” Today, the term “clean” appears 
on almost every food trend listicle, and the big companies have responded by reformulating 
and cleaning up labels on their flagship brands and introducing flanker brands designed to meet 
these consumer preferences. 
 
A favorite example is Kraft Macaroni & Cheese (a brand I once promoted during my time at 
Kraft Foods). Early in 2015 the company signaled that it would remove all artificial flavors and 
dyes, but waited almost four months after the switch in 2016 to announce it to the world. By 
that time 50 million units had sold and “essentially no one noticed”according to the company. 
This strategy may not reverse the tide of consumers leaving the category in favor of fresher 
alternatives, but it certainly avoided a reformulation disaster ala New Coke. 
 
STORYTELLING 
NVA has been working at the most grassroots level of the food industry since its inception after 
my departure from Kraft in 2008. We have supported the farmers, food access organizations, 

https://www.iriworldwide.com/en-US/insights/Publications/New-Product-Pacesetters-2016
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nutritionists, health care providers, community planners, environmentalists, labor rights 
organizations, good food product innovators, shoppers, buyers, distributors and activists 
representing every aspect of the food system. When a consumer chooses a product that is 
organic or sustainably produced, from a company they consider to be transparent and socially 
responsible, we understand at a systems level what this means to them. And we know, as they 
do, when a product claiming these attributes passes the sniff test and when it doesn’t. We have 
seen organizations eager to promote standard business practices in a way that positions them 
favorably against these trends. Frito-Lay’s 2009 Lay’s Local campaign (“Proudly Made Locally 
and Across America”), and more recent ads from General Mills implying its Progresso soup 
ingredients are sourced from local farms are just two examples of storytelling that many 
construe to be inauthentic because it does not reflect a change in business practices to address 
the issues at the heart of the Good Food movement. 
 

By comparison, one brand marketed by a large consumer products 
company that has become an authentic storyteller by this measure 
is Kashi, owned by Kellogg’s. The company came to this point after 
a litigious battle over false advertising claims related to undisclosed 
genetically modified organisms (GMOs) in its products. Today, Kashi 
products are non-GMO certified, and most of the real estate on 
Kashi packages tells the stories of the farmers and suppliers who 
provide the ingredients. They have also launched a Certified 
Transitional Program that purchases ingredients from farms in the 

process of transitioning from conventional to organic practices, using its 
scale and market power to make a big impact on increasing sustainable land use. 
 
ACQUISITION 
As the strategies move toward the external end of the spectrum, we start to see the literal 
merging of big and small food, where consumer products companies acquire the innovation 
they cannot or choose not to develop in house. While this may ruin it for some diehard small 
food consumers, when the time comes to reap the reward of their hard work and innovation, 
the reality for many food entrepreneurs is that they have no better option than to exit the 
business by selling it to a much larger consumer products company. One of the first such deals 
to raise criticism was Gary Hirschberg’s sale of his Stonyfield Farm yogurt business to Groupe 
Danone. As Hirschberg related years later at the Good Food Conference in Chicago, he did so 
because he could find no other acquirer, and added as a point of pride that Danone adopted 
many of his company’s business practices while he remained active as chairman. In fact, this is 
one of the main reasons Big Food is hunting for early stage M&A deals. They not only want to 
acquire products that will deliver growth, they want to acquire the entrepreneurial energy and 
expertise in alternative business models that have made the startups successful, and are careful 
to not over-engineer the integration. Many of the acquired companies continue to operate as 
separate business units under the leadership of the entrepreneurial founder. 

https://www.cbsnews.com/news/frito-lay-embraces-local-movement-but-movement-does-not-embrace-frito-lay/
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Another great example of this is Justin’s nut butters, a product born in the founder’s kitchen 
out of his frustration in finding natural, convenient sources of protein for his active outdoor, 
vegetarian lifestyle. As the company has grown, Justin has remained committed to sustainable 

practices, integrity and transparency every step of the 
way. Hormel purchased Justin’s for $286 million in 2016 to 
expand its category presence after acquiring Skippy 
peanut butter in 2013. The rationale for both companies 
was efficiency in supply chain, R&D and distribution, yet 
Hormel has no intention of changing Justin’s mission and 
values. The company continues to operate out of its 
Boulder, Colorado headquarters and keeps the founder’s 
story in the forefront of its marketing communications. 
 
INVESTMENT 
Perhaps the most surprising and exciting innovation in Big 
Food is the rapid emergence of corporate venture groups, 

funds, accelerators and incubators. Corporate venture groups differ from the traditional M&A 
model in that they provide seed and early stage financing, but do not buy the businesses 
outright. Similar to traditional private equity or venture capital firms, many corporate venture 
groups actively manage investment funds, typically deploying $100-$150 million in venture 
capital across a number of early stage businesses. 
 
Many of these groups and funds provide more than financing; they offer value-added business 
assistance and relationships to benefit the companies in their investment portfolios. Corporate 
accelerators and incubators primarily focus on these value-added services, typically bringing 
together a cohort of companies that receive mentoring and other types of assistance for a finite 
period of time to develop their products, establish their businesses and prepare for first round 
financing. 
 
In each of these models, the goal of the corporation is to gain a competitive advantage by 
fostering innovative new businesses to acquire, and preventing them from becoming future 
competitors. The frenzy among U.S. food companies to launch these investment models is 

striking: of the 25 top food and beverage companies 
with a major presence in the U.S. (including 

foodservice and ingredient companies), 18 have 
an active corporate venture program. Eight have 
been formed since 2016. 
 
Beyond Meat, a company that develops plant 
based protein meat substitutes, is a perfect 
example of the benefits and tensions that arise in 
the Big Food / Small Food dance. The company 
has raised multiple rounds of financing: in 2015 

from General Mills’ venture group 301 Inc., and in 
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2016 and 2017 from Tyson’s venture group Tyson New Ventures. On its website the 
founder defends his decision to take investment from Tyson, a company with very different 
views about animals: “The good news is that Tyson and I can—and do—agree on many other 
things including: the need for sustainable protein for a growing global population; that 
innovation can fuel growth and profit; and that business best serves the consumer by offering 
choice.” 
 
In my recent work in the Good Food industry, I have held the perspective that while there is 
much to lament about the industrial food system in the U.S., there is also a great deal to be 
gained by bringing the two worlds together. The benefits of scale in sourcing, production and 
distribution are essential to a sustainable and prosperous food economy unless we are willing 
as a society to spend more of our household income on food. And it’s a welcome comeuppance 
for the Big Food players to see their market shares erode as consumers shout with their wallets 
about improving the lives and lands that are degraded, sickened and exploited by the 
traditional food system. I’m eager and optimistic for the net gains we’ll see as this Big Food / 
Small Food intersection widens and brings more exciting, nutritious, sustainable products to 
market and increases the accessibility of specialty, niche products to a more economically 
diverse set of consumers, while bringing more wealth to small business owners and farmers 
alike. 
 
We’d love to know what you think about this emerging trend with Big Food / Small Food. How 
do you feel about it? Is this good for consumers? For farmers? For entrepreneurs? Share your 
thoughts here! 
 

 

http://beyondmeat.com/whats-new/view/why-i-am-welcoming-tyson-foods-as-an-investor-to-beyond-meat


DRAFTING A STRATEGIC MESSAGE  

 
In length, aim for: 

• about 25 to 30 seconds  
• or - in words - approximately 80 to 90 words  
• or - in sentences - 8 to 10 sentences  

Pointer Questions 

Who are you and what is 
your product?  

 

What is your business’s 
identity? (organic, grass-fed, 
3rd generation, 100 acres) 

 

What is your objective?  
(i.e. to expand into new 
markets? sell wholesale?) 

 

What markets do you 
currently serve? (i.e. strictly 
direct-to-consumer? 
wholesale? combination of 
both? other like markets?) 

 



What are your key 
strengths you want the 
buyer to know? (i.e. 
experience selling 
wholesale? able to deliver? 
price competitive? access to 
refrigerated trucks? 
relationships with existing 
distributors?) 

 

What’s your call to action? 
(i.e. schedule a meeting, 
offer to drop off samples, 
ask for a contact person to 
send price sheets to) 

 

 

 



Upcoming Produce Safety Alliance Grower Trainings 

To find a trainer, visit the Produce Safety Alliance Trainer Directory at 
http://resources.producesafetyalliance.cornell.edu/directory/ 

Liberty, NY, USA: 2/24/2020 

• Location: 92 Commerce Drive, Liberty, NY 12754, USA 
• Contact Information: Michelle Proscia, Phone: 845-292-6180 
• Cost: $20; Course #: NY-200224-GR - Registration Information 
• Training Language: English 

Albany, NY, USA: 2/25/2020 

• Location: 660 Albany Shaker Road, Albany, NY 12211, USA 
• Contact Information: Elisabeth Hodgdon, Phone: 518-650-5323 
• Cost: $55; Course #: NY-200225-GR - Registration Information 
• Training Language: English 

Newark, NY, USA: 3/19/2020 

• Location: 1581 NY-88, Newark, NY 14513, USA 
• Contact Information: Craig Kahlke, Phone: 585-735-5448 
• Cost: $70 per Farm/organization up to 2; Course #: NY-200319-GR - Registration 

Information 
• Training Language: English 

Riverhead, NY, USA: 3/19/2020 

• Location: 60 Shade Tree Lane, Riverhead, NY 11901, USA 
• Contact Information: Sandra Menasha, Phone: 631-655-9770 
• Cost: $50; Course #: NY-200319.2-GR 
• Training Language: English 

Pine Island, NY, USA: 3/20/2020 

• Location: 684 County Road 1, Pine Island, NY 10969, USA 
• Contact Information: Nathaniel Lartey, Phone: 845-344-1234 
• Cost: $35; Course #: NY-200320-GR 
• Training Language: English 

http://resources.producesafetyalliance.cornell.edu/directory/
mailto:mml249@cornell.edu
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mailto:nl498@cornell.edu
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