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Agenda

- Introductions and housekeeping
- Review of Part 1 and Part 2 GAPs program
- Benefits of getting GAPs certified
- Financial and technical support for the process
— Types of GAPs
- Considerations for determining best market channels
- Buyers and their requirements
. Tips for marketing and communication
- Buyer presentation and panel
- Small group breakout session
- Final thoughts and wrap up
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Start Video Invite Participants Share Screen Chat Record

O 2 3 4 5 O 0

-To access your zoom control panel move your cursor to
the bottom of the screen until controls appear.

-Please mute yourself by clicking on the microphone image
-For those with poor internet connection turn off your video
-Please introduce yourself in the chat and tell us where you
are from

If we get “zoom bombed” log off and rejoin in 5 minutes
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Review: On-Farm Food Safety Basics &
GAP Certification

Goal of growing safe produce

Reducing microbial contamination,
preventing foodborne illness by identifying
risks and implementing practices at a farm.

- On farm & field operations assessment

- Management responsibility and implementing
the plan

- Worker health, hygiene, facilities and training

- Activities during the growing season

- Harvest and post harvest activities

- Traceability and recall program

Elena Rogers

Area Specialized Agent,
Agriculture Food Safety -
Fresh Produce Western NC

elena_rogers@ncsu.edu



Template of GAP Food Safety Plan

LAppendix 8.1
Traceability Log

Hg:;:st ID # Product Field Shipment Date Destination
To schedule
audits contact
Matthew Marx

Appendix 6.1 N C DA&CS
Office: (828
Composted/Treated Manure Log 253-1 6(9 1 e))( t 2
i Source of Documentation of matthew.marx@n
Appég:agetlon Field/Location | Rate | Composted/Treated sufficient @
Manure composting level* cagr.gov

https://ncfreshproducesafety.ces.ncsu.edu/ncfreshproduces
afety-gaps-food-safety-plans/



https://ncfreshproducesafety.ces.ncsu.edu/ncfreshproducesafety-gaps-food-safety-plans/
https://ncfreshproducesafety.ces.ncsu.edu/ncfreshproducesafety-gaps-food-safety-plans/
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Resources for Gap Certification

Financial:
« EmMPOWERING Mountain Food Systems
* Cost Share with NC Department of Ag

— Kevin Hardison at 919-707-3123 or
Kevin.Hardison@ncaagr.gov

Technical Support:

« Extension
e Carolina Farm Stewardship
Association
« Private consultants NC XTension

@ N.C. A&T
STATE UNIVERSITY
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Benefits of GAPs Certification

- Ensure customers receive safe produce

- Increases marketability

- More options for selling produce

- Decreases risk of liability issues

. Can get listed on national and local
websites

. Can use GAP logo on product

- Better prepared when there is a food safety
recall

- Greater resilience to food safety recalls

- Promotes positive image for all farmers
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Companies that Meet

USDA GAP&GHP

Acceptance Criteria

Location Categories: United States

Locations: North Carolina

The following table shows companies that have been audited by the USDA Agricultural Marketing Service, Fruit and Vegetable Programs for the audit type, audit scopes, and commodities
listed below and have successfully demonstrated an acceptable level of adherance to the audit standard being audited. The audit results are valid for one (1) year from the date shown, and
are validated through the use of unannounced audit(s) throughout the growing/packing season.

Company *

Address *

City, State +

Audit Type

Scope(s) of Audit =+
Conducted

Date Audit =
Conducted

Commodities Covered 3
by Audit

United States
North Carolina

Practices & Good
Handling Practices
Audit

4D Farms 1005 Devil's Racetrack |Seaboard, NC USDA Good Farm Review, Field November 17, 2020 Sweet Potatoes
Road Agricultural Harvesting and Field
Practices & Good Packing Activities
Handling Practices
Audit
A J Evans and Son Produce 515 Evans Bass Road Edenton, NC USDA Good Farm Review June 10, 2020 Cantaloups, Corn, Watermelons
Farm Agricultural

AW Bunch Farms, LLC

335 Evans Bass Road,
145 Peanut Drive and
209 Charles Street

Edenton/Elizabeth

City, NC

USDA Good
Agricultural
Practices & Good
Handling Practices
Audit

Farm Review

July 8, 2020

Cantaloups, Corn, Watermelons

Practices & Good
Handling Practices
Audit

Packing Activities

AR. McCraw Farms 1246 N. Ridge Rd. Hendersonville,  |USDA Good Farm Review, Field September 1, 2020 Apples
NC Agricultural Harvesting and Field
Practices & Good Packing Activities
Handling Practices
Audit
Albemarle Beach Farms - 6210 Mackeys Road Roper, NC Produce GAPs Field Operations and August 3, 2020 Watermelons
Watermelons Harmonized Audit  |Harvesting
Albermarle Beach Farms 6210 Mackey's Rd Roper, NC USDA Good Farm Review, Field July 15, 2020 Corn
Agricultural Harvesting and Field
Practices & Good | Packing Activities, House
Handling Practices |Packing Facility
Audit
Allen Acres 475 Indian Run Road Pantego, NC Produce GAPs Field Operations and June 12, 2020 Beans
Harmonized Audit  |Harvesting
Almaraz Farms 380 N. Beaverdam Rd. |Candler, NC Produce GAPs Field Operations and September 15, 2020 |Tomatoes
Harmonized Audit  [Harvesting
Altar Cross Farms (Harmonized (4108 lvanhoe Road Ivanhoe, NC Produce GAPs Field Operations and July 10, 2020 Blueberries
GAP Plus+) Harmonized Audit | Harvesting
Ann Angus Farms Inc 4643 Old Wilson Road Rocky Mount, NC |USDA Good Farm Review, Field October 13, 2020 Sweet Potatoes
Agricultural Harvesting and Field

Practices & Good
Handlina Practices

Appalachian Produce Co., LLC |535 Napo Road Sparta, NC USDA Good Farm Review, Field October 14, 2020 Pumpkins
Agricultural Harvesting and Field
Practices & Good Packing Activities
Handling Practices
Audit
Apple Hill Orchards - 1273 Bearwallow Rd. Hendersonville, .  |Produce GAPs Field Operations and September 30, 2020 |Apples
(Harmonized GAP Plus+) NC Harmonized Audit  [Harvesting
Apple Ridge Farm, LLC 31 Apple Ridge Farm Hendersonville,  |USDA Good House Packing Facility, October 7, 2020 Apples
Lane Agricultural Storage and Transportation
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Types of Food Safety Certifications

- GAPs

. Commodity Specific GAPs

- Group GAPs

- Produce Safety Alliance

- GHPs

- GMPs

- HACCP/acidified foods (value added foods)
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Types of Buyers

Direct markets vs. wholesale/distributor
Schools and universities

Hospitals

Resorts and conference centers

Distributor
Wholesaler
Broker
Packinghouse
Grocery stores
Restaurants
Farm stands
End consumer
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Considerations when determining the
best place to sell your produce

* Buyer Requirements ‘ >
Crop Diversity Low

 Volume t I~
. . Customer Interaction Low
— What is your capacity to scale up? —

* Price Point

— What are the costs of production

for your operation?
< mmmg’

 Time -
Figure 1: General lizations about Wholesale and Direct

— How do you want to use your R, Tt
time & hired labor? Are you ok with traveling a lot?

Direct
alecoloq,“

&
=}
A

* Resources
— What are your sKkill sets? Are you a people person?
— What is your capacity packing and distribution?
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Other Considerations

e Insurance

o. Certifications - Organic, GAPs, etc.
o. Vendor application process

o. Post harvest handling

0. Packaging

e Pricing
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How do you evaluate a market opportunity?

Six interacting factors impact the “performance” of a
marketing channel including:

R - Price & Profit
R i ""] Preferences
It costs $300/day
) sy JAssociated Costs

...and its only 1 il
hour per week. ..
J
~
..and it takes 12
ﬁ hours to prepare...
J

...and if it rains no R
customers come.

Lifestyle

Sales Volume
Labor Requirements

ISK
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Conduct a market assessment

(g Y Y Y Labor \Assox| Tota | Final
Channel Required| Costs | Score | Rank
Self -serve
farm stand 1 2 2 1 . 8 1
Farmers'
- 2 1 2 3 1 9 2
Restaurant 3 2 1 1 2 9 2

13
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Fuarmers® Farm
Market CSA Stand U-Pick Distributor Grocery Restaurant
Low customer | Fanmer Low customer | Low customer | Distnbutors Inconsistent or- | Unpasd debts,
tum-out, prce | commmtment m-ont fume-omt “cull the shots.™ | ders, buyver buyer back-out,
Risks competition, up- front, Weather Inconsistent back-om Can be slow to
leftover unsold | customers share People on the orders, buyer pay.
product the nsk. faurm back-out
Prices varies, Price is similar | Prices vary, but | Pnces vary, Price 1s low: Poce 1s low Prces vary.
Can be highest | to wholesale, high profit high profit Producer 15 a Produceris a Usually higher
Prices & among the however, profit | potental potentsl “price taker.” “prce taker.” than other
Profit channeis. Labor | is generally Location is a Location is a Wholesale Wholesale wholesale
costs relatively | hugher bag factor m big factor in pnces are gen- | pnces are gen-  poces.
hugh puice, pce erally low erally low
Vanes with High: It 1s Medium to low: | Medmm to low: | High High to Vanable,
market. Low 10 | possible to location and location and vanable. usually simall
Volame medmum “move™ all the | competinon de- | competihon de-
produce pendant. pendant.
harvested
High: Many Highe Must sell | Vanable Vanable: Low: Relatively | Low: Relatively | Vanable A
Level of hours dedicated | membershups & | Ranges from Ranges from quxck & casy quick & casy high level of
Marketing to selling. Most | facilitate weekly | unstaffed honor | unstaffed honor | for volume sold. | for volume sokd. | service for the
Management | rmsarkets run 3-5 | share pick-ups, | systamn 1o systam to stall' | Must meet Must meet volume sold
Required hours'day Less post- stafled stores SUPEIVISIOn. packing packing
harvest work Must adveruse. | standards standards
Marker fees, Packaging Road side signs | Road sade sagns | Washing, cool- | Washing, cool- | Washing, cool-
Associated equipment, muatertals, and other and othet ing & packing  |mg & packmg Jing & packing
Costs travel, hired ka- | advertising, bro- | advertising advertising cquipment for  |equipment for  Jequaprent for
bor churss Sales stafl 15 Sales stafl & high volumes hugh volumes high volumes
optional optional. Delivery costs | Delivery costs. | Delivery costs
Low: “Show up | Low 1o Vanable Low High Medhum to Meduum 1o
Farmer or don't show medmim, Must | Depending on Distnbutors high high
Stress up.” meet customer | overhead & cited as highest
expectations scale stress
weekly customers
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Grocery Stores

e Larger volume (variable)

e Insurance and food safety
plans often required

e single or multiple locations

e standard sizes/packing

e Each store/chain has unique
purchasing procedure
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Tips for Connecting with Grocers

. Start with small and local grocers

- Look for “local foods” signs at grocers

- Utilize available resources and connections (i.e. ASAP
Local Food Program or commodity specific
associations)

- Partner with local distribution companies

- Call the corporate office and request contact information
for buyer or assistant buyer

- Get on their radar every way you can

- Attend trade shows

. Utilize private grocery marketing firms (i.e. Mr.
Checkout)
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ot to be

(ENC

https://www.ncfarmtoschool.com
[farmers/how-to-sell-to-schools/

https://ncfarmtoschool.com/wp-c
ontent/uploads/2020/06/10-thing
s-to-know-about-school-food.pdf

Schools

Most school systems require GAPs
Each district has their own buying
process and vendor enroliment
Most utilize one produce vendor and
other local farms for seasonal
produce

Often require large quantities,
specific quality grade and specific
time frames

More flexibility and opportunity for
special events like taste tests
Some schools have Fresh Fruit and
Vegetable Program


https://www.ncfarmtoschool.com/farmers/how-to-sell-to-schools/
https://www.ncfarmtoschool.com/farmers/how-to-sell-to-schools/
https://ncfarmtoschool.com/wp-content/uploads/2020/06/10-things-to-know-about-school-food.pdf
https://ncfarmtoschool.com/wp-content/uploads/2020/06/10-things-to-know-about-school-food.pdf
https://ncfarmtoschool.com/wp-content/uploads/2020/06/10-things-to-know-about-school-food.pdf
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Preschool

- Private preschools usually have meal programs but do
not require GAPs

- Daycare providers are a much smaller scale and usually
have feeding programs and do not require GAPs

NC FARM to
PRESCHOOL
NETWORK
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Other institutional buyers

e Highest volume, low price point.

e Highest level of purchasing requirements, often
requires selling through distributor or going through
bid process

e Often, but not always, requires GAPs

e \Variable buying practices - Most likely buys through
a distributor but may also purchase from farmer

e Educational resources or training on buying local
can support these opportunities

e Examples: universities, hospitals, resorts, casinos
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Healthy Food in Health Care
2018-2019

Health care institutions are adopting practices to support
a food system that is environmentally sustainable, improves

nutritional quality, and supports human dignity and justice.

LESS MEAT BETTER MEAT SUSTAINABLE HOSPITAL

FOOD HUB
O VLAY

69% 0% 79% 14%

HEALTH BEYOND
HOSPITAL WALLS

26%

purchase meat
products raised
without routine

49% annually

in2014

sustainable
foods, averaging

antibiotics, up from $310,255 $245,7OO

purchased
local foods,
averaging

annually

have fruit and
vegetable
prescription
programs

make grants and
other investments
to support healthy
food through
community benefit
programs

Trends show U.S. hospitals are changing the food system. Check out 2019 health care food trends.
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Restaurants

e Highly variable, usually
close to retail price point

e May or may not require
GAPs

e Chef may buy from
distributor, farmers
market, directly from the
farmer or even a grocery W =50
store

e Relationship building and
communication are key

LOCALLY SOURCED & DELICIOUSLY QUIRKY:
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Direct Markets

* Higher prices

* Direct relationship with
consumers

« Easiest entry point for
small producers

« Often does not require
GAPs

« Can be time intensive

* Requires “people” skills
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Barriers to selling local foods

e \olume

e Product variety

e Communication

e Inconsistencies

e Delivery time/ logistics

e Pricing - budget of buyer |

e Packaging
e |ocating local product
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Marketing your Local Foods

- Have a marketing plan which includes multiple
strategies

- Relationships and communication are key

- Provide good quality food and good quality service

. Utilize local resources such as Appalachian grown
program

- Connect with Small Business Center to help write a
marketing plan

- Promote on social media

- Promote your GAPs at every step
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Components of a marketing plan

Market research and analysis
*Financial goals and objectives
*Marketing strategies

—Product, price, place and promotion
*Marketing budget

*Monitoring and evaluation
«Contingency plans

*Marketing checklist
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Examples of Successful GAPs Marketing

Cargills o’ € e § > @ Cargills FoodCity
IGOODHARVEST] aY 3 ol October 27, 2019 - @
S\ >
| With our GAP Certified Fresh Produce and
BeeSafe line of Organic Fresh Produce, we are
able to answer your wishes by bringing better

quality produce to your table.

#CFC #CargillsFoodCity #WeAre36

Q0 65 10 Shares

5 Like (J Comment &> Share -

m Write a comment... © @

You asked for nutritious food,
we introduced modern farming
methods and GAP certified produce
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COOPERATIVE £ no. AT

EXTENSION COUNTY CENTERS ~ TOPICS ~ CONTACTUS  GIVENOW

TN
d | Search

Q

Richmond County Center

123 Caroline St, Suite 100, Rockingham, NC

HUURS MON-FRI 8A-5P (910) 997-3255- e ‘ - . ' . .. 5‘ -
B )o"f. .‘."‘X‘\\}\\}:

Richmond Co. Center is open, doors are
locked to monitor access. Masks, sign in

requested on entry. Phone calls and emails 4"

/ are encouraged. ﬁt\
¥ -~
- a » 3
-« ) N 'S -y . -

» : " ?‘ y - . \
L L . :
i

H COVID-19 Resources

Events

W TWEET THIS PAGE
I G H ow Le e B e rl'y I S G Ettl n g G A P f  SHARE ON FACEBOOK

Resources for Agribusiness Food Safety

Resources Home and Community ... C e rtifi e d EMAIL THIS ARTICLE

Richmond County 4-H
4-H Farm Credit Circuit Richmond County
4-H Clubs 4-H Winter Calendar of Events

™ PRINT THIS ARTICLE

— Written By Nancy Power (4 weeks ago)

Over the years, local farmer Lee Berry of Berry Patch AtiElES, SRarEURL:
fame attended many workshops on getting GAP go.ncsu.edu/readext?773163
certified. GAR which stands for “Good Agricultural

Practices,” is a voluntary set of procedures to protect

Family and Consumer Sciences
in Richmond County

Available Programs in FCS
Extension Master Food Volunteers

consumers from foodborne illness by requiring certain More on:

production practices and product traceability. Agriculture & Food
Resources

Home & Family

4-H Youth Development
Agriculture & Food

However, Berry never took the plunge to make it Commercial Horticulture,
official. Recently he has found opportunities to sell the ~ Nursery & Turf

collards and sweet potatoes he grows for his produce Food Safety

stand to wholesale markets, such as the Sandhills Good Agricultural Practices
AGInnovation Center (SAIC) in Ellerbe. Many Horticulture
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«a' | Verizon 4:32 PM C I
«0'  Verizon 4:32 PM e ) < TOP POSTS

< TOP POSTS #goodagriculturalpractices

FosdapTicirapactics
squarerootsgrow - Follow e '
Brooklyn, New York o Q v m

334 likes

squarerootsgrow “As a food producer it is our
responsibility to hold ourselves to a standard that
prioritizes safety for, not only our consumers, but
also our workers. Good Agricultural Practices (GAP)
requires us to adhere to those standards, and to
continuously implement, record and analyze risk
assessments throughout the year while methods and
procedures are changing.” - Gianna Costa, Square
Roots Assistant Farm Manager, on why voluntary,
external audits of our growing practices—like the
USDA's GAP audit—are so important. Learn more
about how we're prioritizing plant and people safety
during COVID-19 at the link in bio. \, =" mei:
@planthealthyways #squarerootsgrow #realfood
#localfood #indoorag #indoorfarming #urbanfarming
#urbanag #urbanagriculture
#goodagriculturalpractices #urbanfarmer
#knowyourfarmer #knowyourfood #cea
#controlledenvironmentagriculture

View all 5 comments
July 11, 2020

@ topraktantabaga . Follow eee

O Qv N
(A Q ® &) ®

©
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Relationships are Everything

This applies to retail & wholesale

Know yourself, strengths & weaknesses

Samples, samples, samples

Communication is key
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Communication

. Be persistent, ask for feedback, and be responsible for
follow through, if you don’t have it...let them know!!!

. | talk to buyers all the time that say farmers never call
them back....if you don’t have what they’re looking for,
tell them what else you have.
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Final Thoughts

* Do your homework

* Have your documentation

* Ask questions

« Sell your story

* Be accessible

* Be persistent

* Be flexible and pursue multiple options
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Questions?

Contact:
Lisa Gonzalez

828-389-6305
lcqonzal@ncsu.edu

Jessica Mrugala

Imrugal@ncsu.edu

Craig Mauney
rcmauney@ncsu.edu



mailto:lcgonzal@ncsu.edu
mailto:jmrugal@ncsu.edu
mailto:rcmauney@ncsu.edu
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Guest Presentations and Panel

* David Smiley - ASAP, Appalachian Grown Logo &
_ocal Food Guide

* Kim Terrell - Macon / Clay FCS speaking as
former Macon School Nutrition Director

* Lauren Horning - FreshPoint Charlotte

:1.':1 nm .
-, Freshpoint &g
1M {o ()()1 o Wy

COALITION OF NC
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Resources For Farmers

Local Food I

Strong Farms
Healthy Communities David Smiley

Program Manager
david@asapconnections.org
(828)772-8924

\\y/



mailto:david@asapconnections.org

Our mission is to help local farms thrive,
link farmers to markets and supporters,
and build healthy communities
through connections to local food.



Certified Local

The 60 counties of ASAP’s Appalachian Grown™ region

This map shows all 60 Appalachian Grown counties—located within
roughly 100 miles of Asheville, NC. Its boundaries illustrate ASAP’s smyth \
definition of the often undefined word “local.” Certified farms must be ) )vf/
located within the region, and partner businesses must source from Rasinotey \ /7,,/ N\ Sk
certified farms within these counties in order to remain an AG partner. A o0
That way, when you see the AG logo displayed on or with afood item,
you know exactly where the product was grown or raised and that Sullivan p N\ Alleghany
your purchase directly supports and benefits local family farms and / J\/\/\\J
Southern Appalachian communities. X o
Washington ,"'j

Wilkes

/

£ A f
. p Yancey L_/
d
Madison ,_»l‘\\ ]
Blount ff/\/sunmmbe ?“

3\
N

Bradley }

Spartanburg Cherokee

Fannin

Oconee

Lumpkin

N
Gilmer '\'\.JJ { White {Habersham

Y / Stephens

\
Anderson \

Lsap

Heam'wrmmunms Appalachian Grown is a program of ASAP.




ASAP - Farm Consultation Topics

e Market planning and assessment

o Exploration of potential market opportunities, grower-buyer
connections,understanding market requirements, tips for selling
into various markets, accessing capital, etc.

e Marketing

o Telling your farm story, branding, promotional opportunities,
strategies for improving sales, social media tips, etc.

All farmer consultations are completely free.



Ag Resource Connector

a Blue Ridge

1 B = Women's
: = Agriculture

e

\ USDA
——

Asap el

nourish =~/ \

Fq A Nc LY\l EXTENSION
/’;’.«_ NC FarmLink

FARM SERVICE AGENCY

Healthy Communities




Purchase packaging materials today

labels — signs — produce bags
rubber bands — twist ties




ASAP Quick Guide
N/
About Resources Consulting & Events
Our mission, vision, ~ For building a For farmers and
i oo team, and more. better local food [{eseircth S Tiond
earn about our i
Strong Farms movement. i enthusiasts.

Healthy Communities

Farmers and
Producers

Find resources and tools for your farm
business.

READ MORE >*>

Local Food Guide
ASAP's Local Food Guide

Farmers and
Producers

Find resources and tools
for your farm business.

Search this si

Appalachian Grown™:
Certified Local
Certified local food in the

Southern Appalachians.

A Social Media
Guide for
Farmers

00600

Introduction
What is social media?
Facebook,Twite Instagram, Prneres, Soapchat —iocl medi i the

N

aP Storytellmg Toolkit

Strong Farms
Healthy Communities

e,

Why does social media benefit my business?

it
mecka Simly
of thew eyes.
How do luse it?
4 Crafting your Farm Story x‘w
8 Write your Farm Story e
9 Sharing your Farm Story ™
peater saes.

Find Local

Food

Your way to the
freshest food
around.

Support and

Volunteer
ASAP and the local
food movement.

i, Growing Minds

Farm to School
Get Involved with
Farm to School

Photography Tips for the Farm

el

orplicingthe

e
shadows,
Photo ogs often come when
loast axpect them. Keeging e

Your camea in your gaedon shed

the shot. -t ey

Take lots of photos dopth.

mmsmwammua.

gt o O e Ko |

shots 10 get cne good image. doorways, e

Make a shot list

Makea point 10 phatogragh 3l e

of the varieties you produce at

diforont angles. Get up or dawn 06 your subjoct’ eye level, This wil

Ib-pnl.‘lnuhmw

el e et help give the photo 3 more persanal and ndting fesling.

v atyour tam. A good

picture of your bounty on disply [ PEEREE Watch the
The soft,

your camesa aound, note places.

o nccing ingaras " e
b e ithan
day or weather.

Communicate with photography | L ihite can 3l

£%

1ime o 56t up your Shot 50 shoot wider and odit ater, A 200m in on

' mnem |




Farmer Workshops

-up, sell, pack up . H
Business of Farming

s‘::";.::’:,..,ap VIRTUAL CONFERENCE
E.EBRUIAR Y ~ /25807 210024

n
JU0N £

_ gestock, reset gell

i

\0e rvstm‘k, resel, repe:

P »l o 17:06/59:35 o B & (= 5] I3

Vendors: Increase Your Sales at Farmers Markets

19,873 views - Sep 11,2013 ifp Lke @I DISLIKE 9 SHARE =y SAVE ...




Online Local Food Guide (free)

@ ASAP : Appalachian Sust X e = =] X%

& C | ® appalachiangrown.org Q ﬁ‘ o :

ASAP's Local Food Guide  FindLocalFood | WhyBuylocal? | Getin The Guide

Welcome to ASAP's Local Food Guide

Find local farms and local food with this Local Food Guide for Western North Carolina and the Southern Appalachians. Get connected with fresh local food, the farmers who
grow it, and the markets, grocers, and restaurants commitied to using locally grown products. Visit asapconnections.org to view our print version of the guide online or to
find pickup locations for a copy.

Find Local Food

Places
) Appalachian Grown ™ Farms 1 Artisan Food Producers ) Bed And Breakfasts
) Farmers Tailgate Markets (including cheesemakers, wineries, picklers, etc.)  Travel Destinations

12 Grocery Stores Caterers, Bakers and Food Trucks [ Distributors and Wholesalers

7) Restaurants And Bakeries & Institutions
Search By Product Search by Farm or Business Name Search By Keyword
© Open Now
More Options
Practice Famm Features

Payments Accepted

H O Type here to search 0

v ) CSA What's this?



http://appalachiangrown.org/listing/show/475-asheville-city-market

SV 24

iruLsiare ~  IOCALFDOD GUIDE

A FREE CSA GUIDE for the Appalachian Grown region . | Tailgate Markets | Restaurants¥|”Artisan Foods

"‘.’

Lo¢al Food
Strong Farms
Healthy Communities

Published by ;he same folks that bvin?you the

LOCAL FOOD GUIDE

appa[achiairgrown.org



NC Farm to School

Kimberly Terrell, MHS, RDN, LDN
Family & Consumer Science Agent
NC Cooperative Extension Program
Macon & Clay Counties
Former School Nutrition Director for Macon
County



NC Farm to School

® Farm to School concept started in the U.S. in the early 1990’s
® NC Farm to School Program was founded in 1997

® NCDA&CS began working with DOD to source “local” produce from NC
Farmers and deliver to schools

® Apples from the west and strawberries from the east were the first crops

piloted. Both were successful and the program was expanded statewide
the next year




NC Farm to School

® Foster-Caviness Produce Company is the prime
vendor for the NC Farm to School Program

® All public school systems are encouraged to
participate

® Crops offered: strawberries, apples, sweet potatoes,
cabbage, watermelons, cataloupes, slicing and grape
tomatoes, broccoli, kale, collards, peaches, Asian

pears, romaine, honeydew melon, and blueberries
| » €




NC Farm to School

® Delivery Calendar




Farm to School Works...........

® To create positive school and community benefits
® To stimulate local and regional economies

® To improve children’s health, nutrition and academic
performance

® To help healthy habits take root early and provide
access to local foods all year long

B Source: 2015 Farm to School Census




NC Farm to School

® Selling Local Food to Schools

O Four Pathways

1. Selling directly to schools
2. Selling to distributors that work with schools

3. Working with the USDA Department of Defense Fresh
Fruit and Vegetable Program (DoD Fresh)

4. Becoming a USDA Foods Vendor




NC Farm to School

® Making the Connection

O School Nutrition Directors coordinate all food purchases

O Know as much as possible about the schools you hope to work

with
[ |

Do they serve breakfast, lunch and supper? Do the offer
the Fresh Fruit and Vegetable Program?

How many students/meals do they serve?

Which distributors do they currently work with?

Meal prep capacity/kitchen, equipment, staff, time, space?
Storage capacity?

Offer educational opportunities: farm tours, classroom and
cafeteria visits




NC Farm to School

® Purchasing Guidelines

O Schools have to follow state and federal procurement process

O SN Director makes the decision on how to procure all foods —

NC State Bid (US Foods), DoD Fresh, NC Farm to School,
Produce Bid

O Geographic Preference - schools are allowed to define “local
products” in their bidding and scoring language




NC Farm to School

® Procurement Threshold and Bidding Process

® Procurement Decision Tree

® USDA FNS Procuring Local Foods



https://childnutrition.ncpublicschools.gov/information-resources/procurement/procurmnt-decision-process.pdf
https://www.fns.usda.gov/cfs/procuring-local-foods

NC Farm to School
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® Food Safety Modernization Act

O Produce Safety Rule

O Gap Certification

O Federal law does not require schools to purchase from farms

with GAP certification or other third-party food safety
certification.

O In NC, farmers wanting to sell to schools must have a food
safety audit.



NC Farm to School

® Farm to School Food Safety Resources

O NC Food Safety



https://www.ncfarmtoschool.com/farmers/food-safety-on-the-farm/

NC Farm to School

A

What steps does a farmer that wants to sell need to
take to get enrolled as a vendor?

What are you looking for when buying produce?

How do farms with a GAP certification compare
with non GAP certification?

What are common challenges you as a buyer have
when working with farmers to source your product?



NC Farm to School




Lauren Horning

Local Product Specialist
FreshPoint Charlotte and

FreshPoint Raleigh
Cell: 919-368-2519

local.freshpoint.com

Fresh pqntg?

PEOPLE. PASSION. PRODUCE.



https://local.freshpoint.com/

NC STATE EXTENSION

Guest Presentations and Panel

* David Smiley - ASAP, Appalachian Grown Logo &
_ocal Food Guide

* Kim Terrell - Macon / Clay FCS speaking as
former Macon School Nutrition Director

* Lauren Horning - FreshPoint Charlotte
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COALITION OF NC




NC STATE EXTENSION

Break Out Rooms

Room 1: David
- Learn about ASAP Marketing Tools

Room 2: Kim
- Learn about selling to K-12 Schools & FCS Agent Support

Room 3: Lauren
- Learn how to sell to distributors / grocers

Room 4: Lisa
- Learn about how your Extension Director & Agent can support you

Room 5: Craig
- Learn more about writing your Food Safety Plan

NC COOPERATIVE
EXTENSION

Room 6: Jess
R\ NG AT

- Learn more about EMFS Funding & Programming



NC STATE EXTENSION

Contact the Panelists

David Smiley

ASAP Program Manager
david@asapconnections.org
(828)772-8924

Kim Terrell
Extension Agent, Family and Consumer Sciences

Macon / Clay County

kvterrel@ncsu.edu

Lauren Horning
Local Product Specialist
FreshPoint Charlotte and FreshPoint Raleigh

Cell: 919-368-2519
local.freshpoint.com



mailto:david@asapconnections.org
https://local.freshpoint.com/

