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Understanding the scope and
scale of food hub operations

Preliminary findings from a national
survey of regional food hubs
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KNOW YOUR FARMER
KHOW YOUR FOOD

A Launched September 2009

A Designed tspurad Y I GA2Y | £  Orzhgw&dedelopi A
viable local and regional food systems astichulate new
economic opportunities
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force with representatives from every USDA agendych
meets every 2veeks.Designed to:
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KYF2 Regional Food Hub Subcommittee

A The Food Hub Subcommittee includes representation from
the following agencies:

- Agricultural Marketing Servickad agency
- Rural Development

- Food and Nutrition Service

- National Institute of Food and Agriculture
- Economic Research Service

- Agricultural Research Service

A Coordinating efforts with other Federal agencies

A Establishment of Food Hub Tactical Team to accomplish the
work plan tasks
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KYF2 Food Hub Work Plan

With assistance from the Subcommittee as needed, the Tactical Team I
carrying out the following activities:

A ldentify USDA programthat have been used to study or develop food
hubs

A ldentify examples of food hub# existence, development, planning, or
under consideration (with or without USDA suppagfxample: San
5AS32 al SIfGKeé¢ C22R | dzo X &dzLlL2 N

A Engage Food Hub stakeholddrsidentify opportunities, challenges, best
practices, lessons learned

A Based on literature review, current research, and stakeholder
perspectivesgcreate Regional Food Hub Resource Guaalel carry out
outreach/technical assistance to support food hub development

A Develop a prioritized list of existing USDA funding streatinat could be
used to target regional food hub development
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Regional Food Hub Definitions

Definitions vary from narrow market efficiency functions to
those related to visions of building a more sustainable food

system

Working Definition*

A centrally located facility with a business management
structure facilitating the aggregation, storage, processing,
distribution, and/or marketing of locally/regionally produced

food products.

*YSDAIs working with its partners to refine this definition. This is NOT an official USDA definitiot



Core Components of Food Hub

1) Agdregation/Distribution\Wholesale

A Drop off point for multiple farmers and a pick up point for distribution firms
and customers that want to busourceidentified local and regional food

2) Active Coordination

A Hub business management team ttaatively coordinates supply chain
logistics, including seeking market for producers, and coordinating efforts
with distributors, processors, and buyers

3) Permanent Facilities

A Provide the space and equipment for food to be stored, lightly processed,
LI O1T SR LI ftftSUGATSR YR LRaaArote So

Other Possible ServiceBrovide wholesale and retail vending space, offer
space for health and social service programs, community kitchens, community

meetings, etc.
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8/ Food Hub Benefits

Regional Food Hubs provide an integrated approach
with many potential benefits, including:

A Expanded market opportunities for agricultural
producers

A Job creation in rural and urban areas

A Increased access of fresh healthy foods for
consumers, with strong potentials to reach
underserved areas and food deserts
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A Started in 2009y two women entrepreneurs, one with a
background in retail and distribution and the other in ron

profit work

A Mission: & ¢sPrengthen and secure our local food supply
by supporting small, family farms, increasing the amount of
fresh food available to our community, and inspiring the
next generation off | NJY' S NA €




Local Food Hub

- Charlottesville, VA

A Local Food Distributor

A Educational Farm with a variety
of outreach programs

23/2011
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Food Aggregation

Food Distribution

Farmer Services

Local Food Hub purchases
food from more than 40 local

farmers, ensuring a fair price.

Local Food Hub distributes
food to schools, hospitals,
institutions, markets and
restaurants.

Local Food Hub provides

including accounting, sales,
marketing and education.

senvices to partner producers,

Production Planning

Local Food Hub works with
farmers and buyers to
cogrdinate growing and match
supply with demamnd.

Food Production

The farm produces more than
six sores of organically grown
food for distribution and
donation.

Farmer Training

Local Focd Hulb hosts free
workshops on organic and
sustainable growing methods
for participating farmers.
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Local Food Campaign

Using a sawwy marketing
campaign, Local Food Hub
promotes the value of buying
and eating locally.

Food Donations

Lecal Food Hub donates more
<=7 tham 5% of warehouse sales
to local food banks and
COMMUNitYy Qroups.

Food Donations

-~J 25% of the focd grown at the
farm is donated to local food
bamks, hunger organizations
and commiunity groups.

Community Engagement

Local Focd Hub engages the
community through voluntesr
programs, events, classes and
creative partnerships.

Apprenticeships

Internships

An annual gight-month

program enables young
people to leam sustainable

and crganic growing methods.

An amnual summer intermiship
brings local high-school youth
to the farm where they leam
farm traiming and job skills.




(annual sales under $2 million) within 10¢..
miles from Charlottesville

A Produce farms from to 30 acres and
orchardsfrom 20 to 1,000 acres

A Offers fresh produce and other food o

products t0100 customerswhich includes:

45 public schools

20 restaurants

10 grocery stores

4 senior centers

3 college dining halls

1 hospital(see video ahttp:// vimeo.com/14964949
Several distributors, processors, and caterers L
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http://vimeo.com/14964949
http://vimeo.com/14964949
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Local Food Hub

- Charlottesville, VA

A Remarkable growth in a short period of time
A Annual Gross Sales for 2010: $375,000

Local Food Hub Monthly Sales
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A Non-profit driven models:Alba Organics (CA), Intervale Center (VT),

Growers Collaborative (CA), Red Tomato (MA), Appalachian Sustainable
5S@St 2LIYSYud o0+! 0X

A Producer/Entrepreneur driven modelssrasshopper (KY), Good

Natured Family Farms (KS), Tuscarora Organic Growers (PA), New North Florida
| 22 LISNF A GBS 91 adGdSNY [/ FNREAYF hNBAI YA

A Retail driven modelsf I a2yl yAaidl Cc22R /221 6|
t F NOYSNR o6aboX

A Consumer driven model®nline buying clubs)oklahoma Food Coop,
bS6NJ} &alll C22R [/ 22L) L2gl C22R [ 22 LI

+ A N\IJAd - § a(onllﬁ‘eﬁnacﬁnaklngjzatfarms) Ecotrust (OR),
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The Regional Food Hub Collaboration

Partners include:
A Wallace Center atvVinrockinternational,co-lead
A USDA Agricultural Marketing Service;ead
A National Good Food Network
A National Association of Produce Market Managers
A Project for Public Spaces

U.S. DEPARTMENT OF AGRICULTURE e = = = — P P S

IWWALLACE CENTER i

V 4 o oy 7] I Y R " L PUBLIC

WINRO CK NTERNATIONAL SPACES

AGRICULTURAL MARKETING SERVICE l | a I l I | I | .‘
NATIONAL ASSOCIATION OF PRODUCE MARKET MANAGERS
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WIWALLACE CENTER oy

PUBLI
WINROCK INTERNATIONAL SPACE

NATIONAL ASSOCIATION | OF PRODUCE MARKET MANAGERS

First phase of collaboration:
A Identify existing food hubs

A Develop a greater understanding of the scope and
scale of food hub operations, and their challenges

and opportunities for growth, by:

U Conducting an online survey with food hubs and
public markets, and

U Carrying out phone interviews with a survey sub
sample of food hubs and public markets.
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Food Hub Survey

A Online survey was sent to 72 food

hubs and 35 public markets in ‘\ | \
January 2011

A 45 completed food hub surveys b
February 7, 2011

|
\
1
|
\

A The following results only include
the food hubsnot the public

markets, and dmot include follow /
up phone interviews

* Thispresentation of preliminary findings subject to revision as further analysis@mpleted
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Food Hubs 11 (15%) 5 (7%) 22 (31%) 15 (21%) 19 (26%) 72



" Food Hub Online Survey I

® Completed Survey

@® Sent Survey

Sent Survey 11 (15%) 5 (7%) 22 (31%) 15 (21%) 19 (26%) 72

Completed 7 (16%) 2 (4%) 13 (30%) 8 (17%) 15 (33%) 45
Surveypoil




