
 

Understanding the scope and 

scale of food hub operations 
 

Preliminary findings from a national                
survey of regional food hubs  

 

Jim Barham  

USDA Agricultural Marketing Service  

òKnow Your Farmer, Know Your Foodó 

 Regional Food Hub Subcommittee Team Lead  

 

 

3/23/2011 



Presentation Overview 

Regional Food Hubs 
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ÁPreliminary Findings from Food Hub Survey 

ÁNext Steps 
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ÁLaunched September 2009 
 

ÁDesigned to spur a άƴŀǘƛƻƴŀƭ ŎƻƴǾŜǊǎŀǘƛƻƴέ on how to develop 
viable local and regional food systems and stimulate new 
economic opportunities 
 

Á5ŜǇǳǘȅ {ŜŎǊŜǘŀǊȅ YŀǘƘƭŜŜƴ aŜǊǊƛƎŀƴ ƻǾŜǊǎŜŜǎ ŀ άY¸Cнέ ǘŀǎƪ 
force with representatives from every USDA agency, which 
meets every 2 weeks. Designed to: 

 
ü 9ƭƛƳƛƴŀǘŜ ƻǊƎŀƴƛȊŀǘƛƻƴŀƭ άǎƛƭƻǎέ ōŜǘǿŜŜƴ ŜȄƛǎǘƛƴƎ ¦{5! ǇǊƻƎǊŀƳǎ ǘƻ ǎǳǇǇƻǊǘ 

KYF2 mission through enhanced collaboration 
 

ü !ƭƛƎƴ ŜȄƛǎǘƛƴƎ 5ŜǇŀǊǘƳŜƴǘŀƭ ŀŎǘƛǾƛǘƛŜǎκǊŜǎƻǳǊŎŜǎ ŀƴŘ άōǊŜŀƪ Řƻǿƴ ǎǘǊǳŎǘǳǊŀƭ  
ōŀǊǊƛŜǊǎέ ǘƘŀǘ ƛƴƘƛōƛǘ ƭƻŎŀƭ ŦƻƻŘ ǎȅǎǘŜƳ ŘŜǾŜƭƻǇƳŜƴǘ 

 

 

           USDA Responding to Local Food Trend:  KYF2                                53$!ȭÓ Ȱ+ÎÏ× 9ÏÕÒ &ÁÒÍÅÒȟ                                   
++                       +ÎÏ× 9ÏÕÒ &ÏÏÄȱ )ÎÉÔÉÁÔÉÖÅ 
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ÁThe Food Hub Subcommittee includes representation from 
the following agencies: 

 

- Agricultural Marketing Service, lead agency 
- Rural Development 
- Food and Nutrition Service 
- National Institute of Food and Agriculture 
- Economic Research Service 
- Agricultural Research Service 

 
ÁCoordinating efforts with other Federal agencies 
 

ÁEstablishment of Food Hub Tactical Team to accomplish the 
work plan tasks 

 
  
 

 

 
 
 

 

 
 

 

           KYF2 Regional Food Hub Subcommittee 
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With assistance from the Subcommittee as needed, the Tactical Team is 
carrying out the following activities: 

 

Á Identify USDA programs that have been used to study or develop food 
hubs 

 

Á Identify examples of food hubs in existence, development, planning, or 
under consideration (with or without USDA support) ς Example: San 
5ƛŜƎƻ άIŜŀƭǘƘȅέ CƻƻŘ IǳōΣ ǎǳǇǇƻǊǘŜŘ ōȅ /5/ ǎǘƛƳǳƭǳǎ ƳƻƴŜȅ 

 

ÁEngage Food Hub stakeholders to identify opportunities, challenges, best 
practices, lessons learned 

 

ÁBased on literature review, current research, and stakeholder 
perspectives, create Regional Food Hub Resource Guide and carry out 
outreach/technical assistance to support food hub development 

 

ÁDevelop a prioritized list of existing USDA funding streams that could be 
used to target regional food hub development 

 

 

 
 

 

KYF2 Food Hub Work Plan  
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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. 
 

 

*USDA is working with its partners to refine this definition.  This is NOT an official USDA definition. 3/23/2011 



Core Components of Food Hub 

1) Aggregation/Distribution-Wholesale  
Á Drop off point for multiple farmers and  a pick up point for distribution firms 

and customers that want to buy source-identified local and regional food 
 

2) Active Coordination 
Á Hub business management  team that actively coordinates supply chain 

logistics , including seeking market for producers, and coordinating efforts 
with distributors, processors, and buyers 

 

3) Permanent Facilities 
Á Provide the space and equipment for food to be stored, lightly processed, 
ǇŀŎƪŜŘΣ ǇŀƭƭŜǘƛȊŜŘ ŀƴŘ Ǉƻǎǎƛōƭȅ ŜǾŜƴ ǎƻƭŘ ǳƴŘŜǊ ŀ IǳōΩǎ ǊŜƎƛƻƴŀƭ ƭŀōŜƭ 

 

Other Possible Services: Provide wholesale and retail vending space, offer  

space for health and social service programs, community kitchens, community 
meetings, etc.   

3/23/2011 



Regional Food Hubs provide an integrated approach 

with many potential benefits, including: 
 

ÁExpanded market opportunities for agricultural 

producers 
 

ÁJob creation in rural and urban areas 
 

ÁIncreased access of fresh healthy foods for 

consumers, with strong potentials to reach 

underserved areas and food deserts  

 

 

 

 

 

Food Hub Benefits 
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Local Food Hub 
- Charlottesville, VA -  

 

ÁStarted in 2009 by two women entrepreneurs, one with a 
background in retail and distribution and the other in non-
profit work 
 

ÁMission:  ά¢ƻ strengthen 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 of ŦŀǊƳŜǊǎέ 
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Local Food Hub 
- Charlottesville, VA-  

 

ÁLocal Food Distributor 
 

ÁEducational Farm with a variety 
of outreach programs 

Non-profit food hub model with two major programs:  

Photos courtesy of the Local Food Hub 
3/23/2011 



Identified Food Hubs to Date 
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Á Currently works with 50 small family farms 
(annual sales under $2 million) within 100 
miles from Charlottesville 

 

Á Produce farms from 1 to 30 acres and 
orchards from 20 to 1,000 acres 

 

Á Offers fresh produce and other food 
products to 100 customers, which includes: 
Á 45 public schools 
Á 20 restaurants 
Á 10 grocery stores 
Á 4 senior centers 
Á 3 college dining halls 
Á 1 hospital (see video at http:// vimeo.com/14964949) 
Á Several distributors, processors, and caterers 

 
 
 

               Local Food Hub 

Photos courtesy of the Local Food Hub 3/23/2011 

http://vimeo.com/14964949
http://vimeo.com/14964949
http://vimeo.com/14964949


Local Food Hub 
- Charlottesville, VA-  

 

ÁRemarkable growth in a short period of time 

ÁAnnual Gross Sales for 2010: $375,000 
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ÁNon-profit driven models: Alba Organics (CA), Intervale Center (VT), 
Growers Collaborative (CA), Red Tomato (MA), Appalachian Sustainable 
5ŜǾŜƭƻǇƳŜƴǘ ό±!ύΧ 

 

ÁProducer/Entrepreneur driven models: Grasshopper (KY), Good 
Natured Family Farms (KS), Tuscarora Organic Growers (PA), New North Florida 
/ƻƻǇŜǊŀǘƛǾŜΣ 9ŀǎǘŜǊƴ /ŀǊƻƭƛƴŀ hǊƎŀƴƛŎǎ όb/ύΧ 

 

ÁRetail driven models: [ŀ aƻƴǘŀƴƛǘŀ CƻƻŘ /ƻƻǇ όbaύΣ ²ŜŘƎŜΩǎ /ƻƻǇ 
tŀǊǘƴŜǊǎ όabύΧ 

 

ÁConsumer driven models (online buying clubs): Oklahoma Food Coop, 
bŜōǊŀǎƪŀ CƻƻŘ /ƻƻǇΣ Lƻǿŀ CƻƻŘ /ƻƻǇΧ 

 

Áά±ƛǊǘǳŀƭέ CƻƻŘ Iǳōǎ (online matchmaking platforms):  Ecotrust (OR), 
CŀǊƳǎwŜŀŎƘ ό/!ύΤ aŀǊƪŜǘaŀƪŜǊ όƳǳƭǘƛǇƭŜ ǎǘŀǘŜǎύΧ 

 

 

 
 

 

/ÔÈÅÒ Ȱ&ÏÏÄ (ÕÂȱ -ÏÄÅÌ %ØÁÍÐÌÅÓ 
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The Regional Food Hub Collaboration 

Partners include: 
ÁWallace Center at Winrock International, co-lead 

ÁUSDA Agricultural Marketing Service, co-lead 

ÁNational Good Food Network 

ÁNational Association of Produce Market Managers 

ÁProject for Public Spaces 
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The Regional Food Hub Collaboration 

 

First phase of collaboration: 
ÁIdentify existing food hubs 

 

ÁDevelop a greater understanding of the scope and 
scale of food hub operations, and their challenges 
and opportunities for growth, by:  

 

üConducting an online survey with food hubs and 
public markets, and   

 

üCarrying out phone interviews with a survey sub-
sample of food hubs and public markets. 

3/23/2011 



    Preliminary Findings from Food Hub Survey* 

* This presentation of preliminary findings is subject to revision as further analysis is completed   
 

Food Hub Survey 
ÁOnline survey was sent to 72 food 

hubs and 35 public markets in 
January 2011 
 

Á45 completed food hub surveys by 
February 7, 2011 
 

ÁThe following results only include 
the food hubs, not the public 
markets, and do not include follow 
up phone interviews 
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Food Hubs Identified for Survey 

West Southwest Midwest South Northeast TOTAL 

Food Hubs 11 (15%) 5 (7%) 22 (31%)  15 (21%)  19 (26%) 72 
3/23/2011 



Food Hub Online Survey 

West Southwest Midwest South Northeast TOTAL 

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

Completed 
Survey 

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

Completed Survey 

Sent Survey 
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