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Local Foods ~ Why?

Local Foods Defined

+ Opportunities with local foods
* Gedting startad

10, Js an investment in the future

TenPeasors ba Buy Local Focd [V Gt pee UMY

1. Safety - TR
: 2. taoksand tastes better + Mo formal definition
” - 3, Better for you — Based on physfcal, sacio-econemic, cuftural, and
Farm-to-Plate: - political concepts
. 4, Preserves genetic diversity
Local Foods and Opportunities 5. Supaocts tocat farnilis
bl 6. Builds community
Hmmm:a:éfammmw
e ariraaad 7. Preserves open space
SfiE/10
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3=
Objectives Local Foods — Why? Lacal vs Regional
+ Agan, \ definition for regional
« Local/regional foods 8. Keepstaxas down Agaln, fofarreal definition far regiana
— Defini i idii
efining 9. Benefiis the environment and wildiife « What some see as focal, others call reglonal
— Discessing why

= Not a competition

Regional

—~ ncals nested togethar

— Can it support total food needs? — NI fack processing
nor do we have required divessity 2! an efficientievel

—"Foodshed” Is anather temn

Benefits for:

« Cansumers
~ Nutritian, Safety, Agpearznce & Taste, Salisfaction
* Producers
— Higher prices, Direct feedback, Cansumer support,
Social cornectians
= Communities
— Supports local ecanomy (|obs & lower taxes), Builds
ity , Mafntains rural ch
ecological heatth {soil, water, habitat, biodivarsity)

What is a foodshed?
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Our Traveling Food

Thanks to Abby Gold
Nutrition and Wellness Specialist
ND5U Extension

Objectives

~How far daes food trave!
to get 1o our plates?

» Whyshould | care if food
travels long distances?

= What are ways to reduce
the number of miles
food travels to us?

Ingredient Sources for Strawberry Yogurt
Fatal Welghtad Sourpe Distpee: 2,216 Miles
{extiooen § miles fom plant tasapermarist}

P

Where \We Buy
Our Food

Superstare

Super warehouse
Hypermarket
Wholesste cub
Warehouse store

Farm-to-Plate
Qpportunities
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Off-Farm Farm Stands

* Farmers market

* farm stands {E#Feature high-dernand items, such as

Maine farmers market customers fresh-pi
. -picked sweet corn
Community supported ag (CSA} say supporting local farmers was the
. Vﬂ"-le'ad'%‘?d second reason for shopping there, Pick lacations near busy raads !
+ Cooperative behind product quality.

& Familiarize yourself with regulations
governing foad praducts

Community-Supported Agriculture

= Dafinad:
1n basic terms, CSA consists of a community of
individuals who pledge support ta a farm
operation so that the farmland hecomes the
community's farm, with the growers and
consumers providing mutual support and
shating the risks and henefits of food

®
B ME Ut caw me e s me production,
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N Eltanece iz povfrteefp dn s frsd Tuurd




—Molly Bartlett, CSA farmer, Hiram, OH
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Value-added

Other Value-added lssues

Processing
—Where, altemnativeingredlents, suppliers,

Scalz up

Product stability

Labefing and nutritional analysis
Wiarketing —More and bigger competitars

When evaluating starting a C5A,
consider:

& Proximity to customers

EJVariety of products

£ Ability te distribute produce

Not required but appreciated
(EAbility te host members

£ Willingness to sponsor farm
events

On-Farm

= Pick-your-own/i-pick

= Farm stands

+ Community supported ag {C5A)

*+ Valus-added

= Cooperative

+ Entartainment farming/Agri-fourism

Legalities and Liabilities

USDA
US Foed and Drug Administretion

On-Farm Sellers consider:
[BReguiatary issues
[BLiability insurance
{8 Space for parking
E5 Ability to supervise customers

& Farmside manners
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“Instead of throwing aur preduct
away at the auction and supporting
z bunch of middlemen, we're doing
all of thase steps ourselves.”

-~Lydia Rateliff
Vermont Quality Meats founder

Entertainment Farming

To set up a marketing cooperative:

EiVisit www.rardev.usda.gov/rhs

1 Do adequate market research and business
planning

&l Join 2 marketing <lub ar netwarking
group to poal skills

Pizza Farm

Other opporiunities
in the food shed

*Restaurants

*Schools

= Senior centers

«Food vandors
—Safesto
—0Operzting yourself

«Mail orderfinternes
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Starting a Business

Niyth #1
You must be born an entrepreneur

« Thera is nothing tatally genetic ahout belng aa

Upscale resiaurants and specialty stores pay top
dollar for quality produce and hard-ta-getitems,

Talk with the chefbefore you plant— what might

he or she wantto have that year. entrepreneus
—1f you have aweakarea, solve it threugh:
“Get to know how the chef wants the produce * Classes
picked. if sqwash soup (s on the meny, larger ones = Menters
are okay, If the squash s to be presented whole = Reading

= Hirean employee
= Takeana pattier
* Use a consuttant
= Metwiorks

on the plate, they can't be lengerthan 3 inches.”
—€2a1 Potenan
Forrner ditect-rearkat fertnts
Flckerviile Metmtain Fam, FA
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Business Skills Requitred

The Question — s there a Market?

* Be realistic - Get =olid numbers

Getting the Word Out

* Must knaw your target audiance

Entreprenatirial — WA DENSUS OV * Must focus on that audiance
! :_':;1“;" Fact Finder « Must track to see what works
Management i/ cansus. govfeoon/! J il = Must continually update
—USDA Ag Census- hitp:/fevawagcensus.usda.gov/ = Visual marketing
Techinical ~ State data centers
~US Bureau of Economic Analysis—vrww.bea.gov
—Googlemaps
#1 Key Marketing is: Myth #3

PASSION

* Customer definitian and location

+ Product, price, production, packaging, ete
* Placa

* Promotion, PR, & advertising

* Making the sate

« Custamer service![13H11L

~ Afterthe sale TG ucansmice
» Networks AL
+ Brand SR :

| want some free money L'

Reality

There s {or rarely is) any free grant
funds for business start-ups.

Dan'Lwaste your Lime, Mark Heotlcks wiites, Outright granis are so
few and sa bighiy targeted |hat [tlhe chances of & typlcal veouTd be
peiting moneyto, say, start &
Iandscaping bus ness arenfl,” Henricks writes.
LGN~ 043 B Hetwerk et

Myth #2
ldeas = Opportunities

Build it and they wiii come
DOES NOT WORK
when developing your business.

Getting the Word Out

= #1—Woard of mauth

—Today’s social networks changing that whole area
* Traditional means

— Advertising

— Promotian

— Public Relations - often cverlooked
* Cooperative efforis

- Others like you, complementary businesses, trade
associztions

— I conjurction with lotl community efforts
~ Suppliers, distributars, etc.

Funding Reality

= You [get your personal finances In order)
+ Bootstrapping
« Family and friends
* Loans
- Start with yawr lacal hanker
--SBAguarznteed
* Special programs (KD — APUC)

= Angel invegtvanture capitalists
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Aim for Profitability

= IFyou can't snake money, don't do it
= How determine? Do a BUSINESS PLANIH

* Profitability issues
- Costs—direct and indirect

— Your time

—Profittasgin

—Taxes

frcfuspridng  Sempideg  Becingors Pt

Opportunities in Local Foods

+ Know where yais it
— Local, organlc, safe, authentic
—Trend ar fad
— Probably only 363 of market moest days
= Think Eke the big guys — Bave market, seek
areducts
* Little puy advantage
— A story/persanality, connections, quality, passion

-

.

Legalities and Liabilities

Business name

Federal Tax {0

State Sales and Use Tax Permits
Licenses and athar Permits
Liability Issues

Frotection of intellactual property
~ Patents, tradernarks and copyright

Thirnk about

Part Gme/Full tima

Famity impact

Community support

Your available rasources

How these opportunities fit your goals/plans

Resources

ND5U Extenslon Service

Small Business Development Centers
Stzte of ND

—Dept of Agriculture

~Health Dept

~ Dept of Commerce

« Tousism Divislan
—Tax Commissioney

= Various agencies/hon-profits
* Your network

Final Issues

Farme-to-Plate: Loral Foods and Opportunities

Questions?7??

Slennhiuske PIO
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