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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



•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



Review: On-Farm Food Safety Basics & 
GAP Certification

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

elena_rogers@ncsu.edu

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 



Template of GAP Food Safety Plan

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

To schedule 
audits contact  
Matthew Marx
NCDA&CS 
Office: (828) 
253-1691 ext. 2 
matthew.marx@n
cagr.gov

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


Resources for Gap Certification

Financial:
• EmPOWERING Mountain Food Systems 
• Cost Share with NC Department of Ag

– Kevin Hardison at 919-707-3123 or 
Kevin.Hardison@ncagr.gov

Technical Support: 
• Extension
• Carolina Farm Stewardship 

Association
• Private consultants



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





Types of Food Safety Certifications

• GAPs

• Commodity Specific GAPs

• Group GAPs

• Produce Safety Alliance

• GHPs

• GMPs

• HACCP/acidified foods (value added foods)



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



Considerations when determining the 
best place to sell your produce

• Buyer Requirements

• Volume 
– What is your capacity to scale up?

• Price Point 
– What are the costs of production

for your operation?

• Time
– How do you want to use your 

time & hired labor? Are you ok with traveling a lot?

• Resources
– What are your skill sets? Are you a people person?
– What is your capacity packing and distribution?



Other Considerations

● Insurance
●

● Certifications - Organic, GAPs, etc.
●

● Vendor application process
●

● Post harvest handling 
●

● Packaging 
●

● Pricing





Conduct a market assessment





Grocery Stores

● Larger volume (variable)
● Insurance and food safety 

plans often required
● single or multiple locations
● standard sizes/packing
● Each store/chain has unique 

purchasing procedure



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)



Schools 
• Most school systems require GAPs
• Each district has their own buying 

process and vendor enrollment
• 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://ncfarmtoschool.com/wp-c
ontent/uploads/2020/06/10-thing
s-to-know-about-school-food.pdf

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


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



Other institutional buyers

● Highest volume, low price point. 
● Highest level of purchasing requirements, often 

requires selling through distributor or going through 
bid process

● Often, but not always, requires GAPs
● Variable buying practices - Most likely buys through 

a distributor but may also purchase from farmer
● Educational resources or training on buying local 

can support these opportunities 
● Examples: universities, hospitals, resorts, casinos





Restaurants
● Highly variable, usually 

close to retail price point
● May or may not require 

GAPs
● Chef may buy from 

distributor, farmers 
market, directly from the 
farmer or even a grocery 
store

● Relationship building and 
communication are key



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



Barriers to selling local foods

● Volume
● Product variety 
● Communication
● Inconsistencies 
● Delivery time/ logistics
● Pricing - budget of buyer
● Packaging 
● Locating local product



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



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



Examples of Successful GAPs Marketing 







Relationships are Everything

• This applies to retail & wholesale

• Know yourself, strengths & weaknesses

• Samples, samples, samples

• Communication is key



Communication

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

● I 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.



Final Thoughts 

• Do your homework
• Have your documentation
• Ask questions
• Sell your story
• Be accessible
• Be persistent
• Be flexible and pursue multiple options



Questions?

Contact:
Lisa Gonzalez
828-389-6305
lcgonzal@ncsu.edu

Jessica Mrugala
jmrugal@ncsu.edu 

Craig Mauney 
rcmauney@ncsu.edu

mailto:lcgonzal@ncsu.edu
mailto:jmrugal@ncsu.edu
mailto:rcmauney@ncsu.edu


Guest Presentations and Panel

• David Smiley - ASAP, Appalachian Grown Logo & 
Local Food Guide 

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

• Lauren Horning - FreshPoint Charlotte 



Resources For Farmers

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

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. 





ASAP - Farm Consultation Topics 

● Market planning and assessment

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

● Marketing

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

All farmer consultations are completely free. 



Ag Resource Connector







Farmer Workshops



Online Local Food Guide (free) 

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




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

■ Source: 2015 Farm to School Census



NC Farm to School

● Selling Local Food to Schools

○ 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

○ School Nutrition Directors coordinate all food purchases  

○ 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

○ Schools have to follow state and federal procurement process

○ SN Director makes the decision on how to procure all foods – 
NC State Bid (US Foods), DoD Fresh, NC Farm to School, 
Produce Bid

○ 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

● Food Safety Modernization Act

○ Produce Safety Rule

○ Gap Certification

○ Federal law does not require schools to purchase from farms 
with GAP certification or other third-party food safety 
certification.  

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



NC Farm to School

● Farm to School Food Safety Resources

○ NC Food Safety

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


NC Farm to School

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

2. What are you looking for when buying produce?

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

4. 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

https://local.freshpoint.com/


Guest Presentations and Panel

• David Smiley - ASAP, Appalachian Grown Logo & 
Local Food Guide 

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

• Lauren Horning - FreshPoint Charlotte 



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 

Room 6: Jess 
- Learn more about EMFS Funding & Programming 



Contact the Panelists 

Kim Terrell
Extension Agent, Family and Consumer Sciences

Macon / Clay County

kvterrel@ncsu.edu

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

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/

