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Technical Orientation
NGFN Overview
Framing this work T Models

Model 1: Mobile Markets
PetaWakan Tipi / Dream of Wild Health

Model 2: Cold Chain / Processing
Center for Innovative Food Technology

Model 3: Food Hubs
Farm to Family Naturally

Your Questions for the Panel
Upcoming Opportunities, etc.
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NGFN Overview
Jeff Farbman
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NATIONAL GOOD FOOD NETWQRIK:LS

Supply Meets Demand

A There is abundant good food (healthy, green, fair and affordable) to meet
demands at the regional level.

Information Hub

A The National Good Food Network (NGFN) is the go to place for regional
food systems stories, methods and outcomes.

Policy Change

A Policy makers are informed by the results and outcomes of the NGFN and
have enacted laws or regulation which further the Network goals.
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NATIONAL GOOD FOOD NETWCRRKRLUCTURE

Advisory Councill
Anstitute for Agriculture and Trade Policy ~ A8YSC@Grand Rapids

A\merican Friends Service Committee Aarp Resources

AVichael Fields Agricultural Institute AnellSpring Management

AGood Natured Family Farms Agriculture and Lan@ased Training Association
Aood Alliance ALeopold Center for Sustainable Agriculture
A\ppalachian Sustainable Development Ararm to Table / Southwest Marketing Group
ASustainable Food Lab ANE Sustainable Agriculture Working Group
ASCALHnC. ACenter for Food and Justice at Occidental Colleg




Regional Teams

LEQOPOLD CENTER
FOR SUSTAINABLE AGRICULTURE

West
A Agriculture and Lan@ased Training Association, Salinas, CA

A Center for Food and Justice at Occidental College, Los Angeles,

Southwest

A Farm to Table / Southwest Marketing Network, Santa Fe, NM

A American Friends Service Committee, Albuquerque, NM, s

Southeast oo

A Appalachian Sustainable Development, Abingdon, VA \lsco
Northeast

A Northeast Sustainable Agriculture Working Group, Belchertown,
A Sustainable Food Lab at The Sustainability Institute, Hartland,
Midwest

A Leopold Center for Sustainable Agriculture, Ames, A

A Sysco and NGFN Partnership Regions: Grand Rapids, Kansas City area and crnicago

WA LLAC




NATIONALGOODFOODNETWORKCUORE TEAM
John Fisk
Director, Wallace Center at Winrock International

Marty Gerencer
Manager, National Good Food Network

Jeff Farbman, Katie Stewart
Program Support, Wallace Center at Winrock International

Steve Warshawer www.ngfn.org
NGFN Food Safety Coordinator contact@ngfn.org



http://www.ngfn.org/
mailto:contact@ngfn.org
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Framing this work 7 Market

Based Strategies

John Fisk, Director
Wallace Center at Winrock International
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Market Based Strategies
Overview

A Directing the pull of the market for social,
environmental and economic outcomes

A Intervention: Be a player in the market place or
ald and abet others who are

A Proven for farmers: Organic Valley, Red
Tomato, GNFF, Food Alliance

A Less developed for addressing food access: DC
Central Kitchen, GNFF, Double Up Food Bucks

ENTERPRISE



Market Based Strategies
Local and Regional Food

A Direct Marketing

I Farmers markets, farm stands, urban gardens,
many variations

ADi rect Mar ket A+0

| Urban-Rural CSA

I Buying Clubs

I Food box delivery

I Use FM as supply base for other DM mech.
I Wholesale FM (e.g. to restaurants, other)




Market Based Strategies

Local and Regional Food

A Wholesale: Getting regional food to larger markets
A Establish/enhance grocery stores/corner stores/coops
A Launch mobile markets
A Food hubs that aggregate from small farms (cold chain)

A Facility for processing-chopping, bagging, freezing,
canning, etc.

A Commercial kitchens for meal preparation, food carts

A Clustering agreements among the regional supply chain
actors

A Software or web-tools that support logistics
A Farm to school/institution/hospital
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Common Elements

A Social Enterprise i Business acumen

A Engaged community: seat at the table,
champion

A All situations are unique
I Community
I Geography
I Urban / suburban / rural
ié and many more vari a
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Model 1: Mobile Markets

John Fisk, Director
Wallace Center at Winrock International

Michelle Frain Muldoon, Manager
Healthy Urban Food Enterprise Dev. Center
Wallace Center at Winrock International
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Mobile Markets

A Customer access and convenience
A Mobility, versatility, diversification

AMeeting peopl e wh e rwin (neiphboyhood,r
church, health center, etc.)
A Opportunities
I Assures food access
I Low relative overhead and start up costs
I New locations are always possible
A Challenges
Only available certain times for consumers (also opportunity)

Revenues & Profit Potential (what are you selling in what form,
what are your costs? Raw product, processed, meals?)

Retailer perceived as outsider (do your research and have the
right person, champions, and the right marketing mix!)
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Some National Examples

A Johns Hopkins Center for American Indian
Healthi MoGro (Santo Domingo Pueblo,
New Mexico)

AMy Br ot he ® dump Kaet dagksan

(Jackson, Mississippi)

A La Cocinad Born in La Cocina, Mobile Street
Food (San Francisco, California) f |

A Chicago: Fresh Moves fruit and produce store
(see photo copyrlght 2011 Seedlng Chicago)
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Model 1: Mobile Markets

PetaWakan Tipi /
Dream of Wild Health

Diane Wilson
Director
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A 7% of American
Indians in the U.S.
have Type 2 diabetes |
the highest rate of any

group

568% increase in
diabetes from 1994-

2004 for Native youth
ages 15-19

- B81% live at or below
~ the poverty line in St.
Paul
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ORGANIC FARM
MARKET
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ﬂ Prowdlng healthy, organic produce to the
' urban American Indian community in the

Twin Cities
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TALKING-CIRCLE:
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BARRIERS TOHEALTHY FOODD
! ACCESS
| Al 7% shop at big chain supermarkets
A% dondét buy any vet
A6% rarely or never go to farmers
| markets

| Al0% need financial help to shop at
farmers markets

Y 20% need transportation
88% had diabetes or a family member
with diabetes
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Meeper understanding of community needs

A\dvance planning for farm

1 CONS:

| Small market receipts v. farm investment
| ANeed for ongoing outside funding support

A_oglstlcally complicated multiple markets




www.dreamofwildhealth.org
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