The Certified Naturally Grown of Stone Ridge, NY received $44,564 to convene farmer
organizers and farmer advisors in Georgia and Tennessee; cultivate robust local farmers’ networks;

and publish a how-to guide, online registry, and other resource materials that support local producer
networks at the grassroots level.
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Project Summary

In recent years there has been growing interest in buying local food and supporting the
development of a sustainable food system. Only two percent of the country’s population
is part of a farm family, and the average age of land-owning farmers is 60. We need
thousands of new farmers. And a new generation /s turning to farming, often with a
sense of calling, but little experience or know-how to help ensure they'll succeed. Book
learning can only go so far, and the input from an experienced farmer can save hours
of work, or an entire crop. Even farmers coming out of an agricultural training program
have a much better chance of success if they're connected to others in the farming
community who can be relied on for advice and support.

Many of these new farmers are growing diverse crops, on smaller parcels of land, and
using sustainable practices. This approach to farming has a steep learning curve, the up
front investments are considerable, and the odds of success can be daunting. Farming
is inherently a very isolating occupation, which increases the vulnerability of a farming
operation. The experience shared through local support networks can strengthen the
farming community by providing valuable guidance for new farmers and opportunities
for learning and collaboration among all participating farmers.

We use the term local network to mean a group of farmers who are intentionally
working together in a particular region (which may span one county or as many as five
counties) to improve their prospects for success. There are many different ways
farmers can work together to form a network.

Certified Naturally Grown (CNG) has offered peer-review certification for direct-market
farmers using natural methods since 2002. Our certification model, in which inspections
are typically carried out by other nearby farmers, lends itself to — but doesn't guarantee
— the development of mutually-supportive local networks. We've always encouraged the
development of these local networks as a means to supporting the success of
participating farmers. However until this project work was begun, we didnt have any
resources to support network organizers, nor did we have many models or direct
experiences to draw on in advancing our understanding of how CNG might best support
local network development. The work conducted for this project has enabled us to
directly support the development of several networks, while gathering insights,
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experience and materials to better enable us to support the development of more
networks that best serve direct-market farmers.

Project Approach

Our efforts focused on smaller-scale direct-market farmers and included certified
organic, CNG, and non-certified farms.

We sought to identify the elements that make up successful networks and the
challenges that are commonly faced, and then helped start four new “pilot” networks.
The particular activities adopted by any given local network depended on several
factors, including the challenges and opportunities facing that local group, the local
culture, and the personalities, desires and talents of the farmers involved. In the last
year, we continued to support the development of new networks, while supporting and
encouraging more advanced development of the existing networks, going beyond
monthly farm tours and helping them to incorporate more ambitious projects of interest
to their members.

We chose to focus our efforts for this project on two states: Georgia and Tennessee.
Georgia was chosen due to our pre-existing relationship with many farmers there. At
the time of the project proposal, there were about 80 CNG farms in Georgia, where
shopper demand for local food outstrips supply. (Today there are 131 CNG farms in
Georgia). Many of these are beginning farmers responding to the demand for local,
sustainably grown food, who would benefit enormously from the shared knowledge
base a network allows, Tennessee was also chosen because of our relationship to a
good number of farmers in that state. At the time of proposal there were 27 CNG farms
in Tennessee, most of them clustered around the four different urban markets
(Nashville, Fayetteville/Tullahoma, Knoxville, and Johnson City). At least two of these
CNG members had initiated local network development in their respective areas prior to
the start of this grant.

This work was carried out in two overlapping phases. In Phase I we hired network
organizers to help develop four “pilot” local networks in Tennessee and Georgia and
share their experiences with CNG and with one-another. The sharing among organizers
was facilitated by regular monthly conference calls in which organizers would report to
one another on their recent activities, including the challenges they were facing an the
success they were finding. The calls were a valuable source of inspiration and support
for the organizers, and a source of insight for CNG staff to inform the development of
our resources for organizers.

In Phase II, we distilled the insights and lessons learned from the development of these
pilot networks, and used this information to support the development of additional
networks throughout the states where CNG members are already located and interested
in developing their local networks. We provided this support through free webinars, in
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person at regional gatherings, and through the materials we developed to support
network organizers. These resources were posted online and promoted via email,
Facebook, and in person at events.

While we had thought we might print and distribute hard copies of the resources we
developed, we chose instead to take a more affordable and dynamic approach: to print
and distribute eye-catching, bookmark-sized cards that would promote the value of
networks and direct people to our online resources where they could find the specific
information they sought, and the most up-to-date version of our Registry of Local
Farmer Networks.

We developed the Registry to help connect farmers to networks near them and also
serve as a source of ideas and inspiration to people interested in organizing their own
farmers network. These resources are posted at
http://community.naturallygrown.org/networks

Goals and Outcomes Achieved

As a result of this project, we have achieved the following

i. Actively supported the creation of four robust “pilot” networks in Tennessee and
Georgia, namely the Tennessee Growers Consortium, the Athens Growers,
Georgia Growers, and the Georgia Mountain Farmers Network. We also
supported the continued development of the Chattanooga Sustainable Farmers.

ii. Developed resources materials for network organizers. We developed a concise
how to guide with tip sheets for organizers, identified possible elements of local
networks, as outlined in “Local Farmers Networks: An Overview of Common
Activities”, profiled seven examples of different networks, and developed other
resource materials to support beginning network organizers based on our
findings, available online at http://community.naturallygrown.org/networks.
Printed versions of most of these materials are included at the end of this report.

iii. Supported the development of at least ten new networks using these materials
and free webinars given by organizers of successful networks.

iv. Developed an online Registry of Local Farmer Networks so farmers can easily
find out if there's already a network nearby and take inspiration from other
examples. This online Registry includes a link to a survey so others can easily
send us information about their networks and we can easily update the Registry
as we learn of them. Our goal was to list at least 20 networks in the registry. By
end of the project we had 85 networks listed, broken down by region as follows:
Northeast — 19; Southeast — 21; Midwest 20; Northwest — 12; Southwest — 13.
We will continue to add to the Registry as we learn of new farmers networks.

v. Developed an online forum to facilitate communication among Georgia growers
and recruited network members to participate. This online forum — a Facebook
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page — is actively used by participants to share opportunities, ask advice, and
promote network gatherings
(www.facebook.com/groups/CNGFarmersofGeorgia/). In addition, the organizer
of Georgia Mountain Growers developed a blog for that group’s activities
(http://georgiamfn.blogspot.com/ ), and the organizer for Tennessee Growers
Consortium developed a Facebook page for that group
(www.facebook.com/pages/Tennessee-Growers-
Consortium/308749515841216?fref=ts). Recently TGC added a website and blog
(http://midtngrowers.com/) to complement their Facebook page.

Overall we achieved our proposed goals and learned a lot about how CNG can play a
useful role in supporting farmers networks. In fact, we have a greater appreciation for
how CNG is particularly well-positioned to continue to play this role. We're connected
with a lot of different farmers and their networks, and so can tap into their diverse
experiences. We can quite easily set up webinars and other channels for sharing
experiences. Farmers have been quite grateful for the opportunities we provided them
to learn from other networks.

One of this project’s questions was how to develop farmers’ networks that sustain
themselves. It was hoped that some models would emerge that demonstrated a group’s
ability to maintain a robust network on a purely volunteer basis. However, we found
that farmers networks typically require someone with the right organizing and social
skills to pull it all together, as well as some source of funding to compensate that
organizer. Some purely grassroots volunteer-driven networks do exist, and they’re
valuable to their members, but the scope of their activities tends to be more limited.
The few volunteer-driven networks we found with advanced activities are the exception
to the rule. But there is reason for optimism. One of our more robust networks, Georgia
Mountain Farmers Network, appears to have become self-sustaining, and offers a
valuable model that other networks could follow. More details on that experience are
provided below.

Beneficiaries

The primary beneficiaries of this project are the farmers who participate in local
networks. The benefits take several forms: knowledge shared, which can result in
greater profit or reduced loss resulting from mistakes; access to new markets via group
liability insurance; a greater sense of social connection and ease in asking for support
or advice; cost savings through group orders; and greater publicity for area farmers.
Some of these benefits are more easily quantified than others. The network benefits for
which we do have quantifiable results are outlined below.

Chattanooga Sustainable Farmers obtained liability insurance for its members in the fall
of 2012, and that in turn allowed those members to access wholesale accounts such as
Whole Foods. While most or all members of CSF are primarily direct-market farmers,
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several of them were operating at a scale, and at a stage in their development when
they were able to produce enough volume to supply a bigger account and thereby
increase their income. In the first three months of 2013, the new CSF account with
Whole Foods resulted in $500 additional income for one farmer. It is anticipated that
quite a few more farmers will take advantage of CSF having liability insurance and the
account with Whole Foods in the coming years, resulting in thousands of dollars of
additional income.

The Georgia Mountain Farmers Network (GMFN) was late to get started, but quick to
take on an ambitious project — a regional farms tour designed to generate publicity for
local farms, improve network identity and collaboration, and create a revenue source
for the network. In addition to the farm tour, as a baseline activity, the GMFN
consistently held monthly or bi-monthly farmer get-togethers (depending on the
season) which took the form of a farm tour followed by a potluck and meeting. They
typically allowed about one hour for each of the three activities.

The first Georgia Mountains Farm Tour was held in June 2012, just five months after
the network’s first meeting (the organizer had spent a few months prior to that first
meeting laying the groundwork for the network by interviewing participants about what
they would want to achieve through forming a local network, and coming prepared with
a list of possible network goals and activities). By all accounts this first Georgia
Mountains Farm Tour was a success. The tour was modeled after a long-established
annual farms tour, organized by the Carolina Farms Stewardship Association (CFSA).
However, GMFN adapted and modified the event to better suit their networking goals.
Farms would only host on one day of the two-day event, thereby allowing farmers to
visit one another’s farms on the day they weren't hosting.

The GMFN experience planning and hosting the Farm Tour was the basis for a webinar
that was designed to share their experience and lessons learned. It was presented by
the GMFN organizer several times during this project.

Drawing on the lessons learned from the first tour, and with the continued support of
FMPP funds to plan it, a second Farm Tour was held in June 2013. It was an even
bigger success. The results of both Tours are recorded below.

GMFN Farms Tour June 2012 June 2013
# of Participants Touring 150 250

# of Host Farms 18 16
Gross Revenue — Sales $1,400 $2,500
Sponsorship Revenue None $800
Total Gross Revenue $1,400 $3,300
Net Revenue $600 unknown
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Revenue from the first Farm Tour helped underwrite the up front costs of the second
tour. The revenue from the second tour — while not earned during this project period —
is significant as an indication that the network can be self-sustaining. In this case,
revenue generated from the seed money provided by FMPP will ensure the GMFN
activities continue. Some of this year’s funds will be used to hire an organizer for next
year’s tour.

In addition, and as an example of our network organizers taking inspiration from each
other, some of the Farm Tour revenue be used to purchase liability insurance for the
GMFN (after the network becomes a legal corporation) so its members can access new
markets in a fashion similar to the Chattanooga Sustainable Farmers. GMFN has
secured a contract with a local school district, and ten farmers in the GMFN are
planning to participate in a farm-to-school program, for which they’'ll need liability
insurance.

In addition to these quantifiable benefits, there are the undeniable but less easily
quantified benefits to farmers that arise from sharing experiences and insights at farm
tour/potluck gatherings that happened regularly at each of the five networks discussed
here. During this project, the Georgia Growers Network held nine gatherings typically
consisting of a farm tour followed by a potluck. Turnout was consistently good, with a
core group of eight or ten attending each event, with a variety of several additional
folks joining as well. In their second winter they organized a group order from Johnny’s
Seeds.

The Athens Area Network also organized nine gatherings, but these were a mix of farm
tours and informational sessions. Several information sessions focused on developing
new economic opportunities for local farms — eg selling to local restaurants,
participating in wholesale opportunities facilitated by one of the larger local farms —
while another focused on under-utilized resources for local farmers such as NRCS grants
and assistance, Extension services, and a land-match service offered by the Athens
Land Trust, a local nonprofit organization. Turnout to these events was high (typically
more than 20 farmers) and afterwards several noted they wished they'd had the
information when they were beginning farmers.

Lastly this FMPP grant has helped Certified Naturally Grown by allowing us to serve the
farming community in a new way that is really appreciated. Our engaging in network
development has generated goodwill toward the organization, and inspired us to
continue supporting networking activities even after the grant funds have ended.
Another way that the FMPP grant has benefited CNG is that it has enabled us to
generate the enclosed educational materials that will help us more effectively support
farmers networks. It's worth noting too that CNG membership in Georgia increased
from 60 to 131 (more than 60%) in the three years since the proposal was written. We
suspect this is due to several factors, but one of them surely is the goodwill and
additional exposure for CNG generated by this project.
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CNG, through our network organizers, was able to leverage outside resources as a
result of this grant. First and foremost the farmers who hosted farm tours were
generous with their time and didn't charge a fee for the use of their farm to host
events. Also, the GMFN, following their first successful Farm Tour in 2012, received
early enthusiasm from the Chamber of Commerce and other companies eager to
sponsor this year’s Farm Tour with financial contributions totaling $800,

Lessons Learned

Going into this project we had assumed that the best organizers would be farmers.
After all, they stand to benefit the most, and they tend to know the other farmers in
their area. However, our experience suggests otherwise. There was very high turnover
among our initial set of farmer-organizers. Given the characteristics of the organizers
who did work out, our conclusion is that in general, farmers are actually not good
candidates for this role. Their primary commitment is, and should be, running their
farm, a highly demanding and unpredictable occupation. The responsibilities of a
network organizer almost never demand immediate attention. This role is very part-time
and the work required is rarely urgent, so what we found was that farmers would end
up putting off network organizing when his or her farm responsibilities demanded
immediate attention — which turned out to be nearly every day once the growing
season started.

We found the best network organizers were people who were involved with and familiar
with the local farming community, but not primarily responsible for running a farm
themselves, Ideal candidates might work part-time on someone else’s farm, have some
past experience running a farm, or be a market manager and therefore familiar with a
lot of farms, or they might work at a local non-profit organization that is involved with
local farming issues. Of all the farmers we hired to be network organizers (there were
nine) only one ended up being capable of filling this role (an exceptionally organized
individual who also had a good amount of on-farm help).

Once we recognized that farmers weren't necessarily the best network organizers, we
still were faced with the challenge of identifying capable non-farmer network
organizers. This was the biggest challenge of this project — finding good network
organizers who had time and the ability to play this role.

Similarly there were very few people who could serve as advisors to our network
organizers. We did have a few experienced organizers join a couple calls in the early
days, but their experience and interest in serving as an advisor didn't seem quite strong
enough to merit a contract. We ended up using two of our more advanced network
organizers as advisors in their particular arenas of expertise. They served their advisory
role primarily through webinars, and also by being available for individual consultations
by phone. Ultimately, we ended up not entirely spending the budget for Advisors. By
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the same token, all the turnover among our organizers ultimately meant we were
unable to spend all the funds allocated on these budget lines.

We also gained a deeper appreciation for the importance of seasonal timing when
organizing anything requiring the participation of farmers. To make progress in network
development in any given year, organizing must begin promptly as a growing season
winds down and make the most of the slower months so that once the growing season
picks up steam the schedule is in place, and the expectations for farmers to do any kind
of planning or meeting is minimized.

Because it is more difficult to get farmers together during the growing season, some
incentive beyond socializing is sometimes necessary. Our networks have found it useful
to bring in a guest speaker to provide timely and valuable information on a) challenges
farmers are likely to be facing or b) affordable or free resources available to them. For
example, in summer of 2012, which followed an unusually warm winter that resulted in
uncommonly difficult pest pressures, the Athens Area Network hosted a gathering in
which a local extension agent gave a brief presentation about pests farmers were likely
to see and how to deal with them using organic methods. A good deal of time was
spent on questions and discussion afterwards, and participants felt it was a valuable use
of their time during a busy part of the season. It was also a smart strategic move to
hold informational gatherings at a time and place that coincides with the drop-off point
of the online farmers market.

We found the most valuable way for CNG to offer peer support to developing networks
was through webinar presentations. The webinars enabled us to have network
organizers deliver information about other networks’ experiences via well-organized
slides and also allowed for informal discussion among participants as questions arose
during the presentation. We made an effort to arrange for our webinar presentations to
be delivered to groups of farms from a particular region, but even when delivered to a
geographically diverse audience the discussion was valuable.

We held more than 13 conference calls with the network organizers we contracted with.
On occasion some other farmers would join in and share their experiences. These calls
were especially valuable in the beginning as a way for organizers to share ideas and
address challenges.

In an end-of-project debriefing with Justin Ellis, organizer for the GMFN, he said I
really feel that the networks that will succeed in bringing change in their communities
are the ones who are able to define who they are and what they're doing... But I'm also
trying to remind myself that networks are valuable even if they are just to get-
together.” Indeed he found that farmers expressed that just “getting together” to
exchange ideas is what they appreciate most about the network, especially in the early
stages of network development. '
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Additional Information

Following this report are the resource materials developed during this project.
- Local Farmers Networks ~ Resource Pages
o Local Farmers Networks 101
= Qverview of Local Farmers Networks
» (oals and Activities, Matrix of Possibilities
o Registry of Local Farmers Networks
» Listing for each of the following regions: Northeast, Southeast,
Midwest, Northwest, Southwest
o Interested in Starting a Network?, Tips
* Why Get Involved in a Local Farmers Network?
Organizing a Network: What you Should Consider Before You Begin
Organizing a Successful First Gathering
Prompting Discussion
Financial Benefits of Local Farmers Networks
General Tips
= Making the Most of a Potluck and Farm Tour
o Network Profiles: “Voices from the Field”
= Chattanooga Sustainable Farmers, Tennessee
Athens Area Farmers Network, Georgia
Georgia Mountains Farmers Network, Georgia
Mid-Hudson Valley Growers Network, New York
Ad Hoc Network in Southwestern Wisconsin
The Center for Honeybee Research, North Carolina
An Expansive Network in Southwestern Colorado
- Don't Farm Alone bookmark
- CNG Network Organizers — Short Bios
- Photo: CNG Network Coordinator (Program Assistant) in action
- Webinar presentations
o You Too Can Organize A Farm Tour
o Multi-Farm Collaborations: Challenges and Rewards
o Liability Insurance for Farmers Cooperatives

Contact Person

Alice Varon

Executive Director

Certified Naturally Grown

845 687 2058
alicevaron@naturallygrown.org




Main Network Page at the CNG Community Site

URL: http://community.naturallygrown.org/networks
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Local Farmers Networks 101

URL: http://community.naturallygrown.org/networks overview

Home — Networks —

Local Farmers Networks 101

Still not quite sure what we mean by 'local farmers network'? The resources below
offer an overview of networks and descriptions of projects a network might take
on.

Overview of Local Farmer Networks

An intro to some of the most common kinds of networks and activities. Please

note that this is meant to be a useful starting point; you should always feel free to
mix and match, adapt, and come up with new activities that best meet the needs of
your nemwvork.

Goals and Activities Matrix
A quick reference to compare the kinds of activities that a network might take on,
and their likely outcomes.



LOCAL FARMER NETWORKS:
AN OVERVIEW OF COMMON ACTIVITIES

Before you begin, evaluate what you and your group of farmers want from a local network.

Organizing a network usually means a degree of extra work, but often the benefits from participating in a
local network outweigh the costs. So what are the benefits you’re looking to gain? To help you think about

this question, take a look at this Goals x Acfivities Matrix.

Below is a brief guide to some of the kinds of activities that farmer networks might take on. This list is not
meant to be exhaustive or definitive, but a brief overview of some of the most common activities. Each
activity has slightly different goals, benefits, and level organization required.

As you read, consider on your own and with fellow farmers:
e  What are some of the obstacles (big and small) that face farmers in our area?
e Where is there room for cooperation that will lead to mutual benefit?

SOCIAL AND INFORMAL NETWORKS
Example: Calling neighboting farmers for advice; a group of farmers takes turns hosting potlucks

Many farmers have found it valuable to have a group of other farmers that they could call on for advice on
topics ranging from weed and pest control to equipment to record keeping. This could be a very loose ad
hoc network, based on one-on-one interactions, or it could be more organized, maybe with an online list-
serve, or a directory or phone tree for everyone to keep in touch.

Hosting a farmer potluck can be a good way to get farmers together. Potlucks are an opportunity to have
fun, relax, and enjoy the fruits of your labors (literally!). Additionally, it can turn into a time to swap
information and tips that can help your farm run more smoothly.

Benefits
®  You can learn from the successes (and mistakes) of others.
e This information is likely to save you time and money.
e  Itisinformal, flexible, and dynamic. There is no expectation of a certain level of participation, and
farmers can give or get as much out of it as they want.
Farmers say they gain an important sense of community and mutual support
It can be a source of fun and inspiration.
Having a social network makes it easier to coordinate CNG inspections

Tips/Things to keep in mind
Take the initiative, start talking! Communication is essential.
Email is often the easiest way to keep in touch, but be sure to reach out and include the folks who rely
more on the phone or face to face interactions.

e Don't be afraid to talk with farmers that have slightly or even quite different production practices than
you. Many solutions and approaches to problem-solving can be transferable.



EDUCATIONAL NETWORKS
Examples: Farm tours, seminars, workshops, discussion groups, conferences

Organized educational activities can be good opportunities for growers to learn new information and
concepts, and gain new skills. Activities could include on-farm tours, presentations from local experts on
specific topics, round-table discussion groups, and/or conferences. Some models, such as the Collaborative
Regional Alliance for Farmer Training (CRAFT), focus specifically on providing additional training for farm
apprentices or new farmers. Topics can range from soil fertility to equipment selection to administrative
tools and business management.

Benefits

e  You can gain knowledge that will save you time and money.

e You can learn from the mistakes of others: “Networking with other farmers is key to success, especially
because beginning farmers can learn from the mistakes of others — although they should expect to
make plenty of their own.” From Tom Larson, SARE profile.

e Educational events can be great networking opportunities; contacts made here can become the basis
for new business relationships or other forms of cooperation.

When experienced growers share their knowledge, it contributes to the viability of new farmers.
All of this helps to strengthen the sustainable farming movement, promotes local food security, and
contributes to a sense of community.

Things to Consider

o  This will likely require some investment of time and/or money. Consider: Is there a way these costs can
be shared? How much can I invest?

e  Talk to the relevant state and local agencies and local agriculture groups in your area (Extension,
NRCS, ete.). You maybe be able to get their help to organize, publicize, or fund presentations.

e Ifyou're leading a farm tour, don't be afraid to talk about things that you've tried that have no# gone
well. This can be even more valuable learning opportunities than the successes. Furthermore, this could
be a chance for you to get advice from others and do some group problem-solving.

Get together in the slow-season to plan the events for the rest of the season.
Many growers combine potlucks with formal educational activities, to make them informative as well as
fun and sociable.

s  Consider how to balance inclusivity and focus. How do you and other farmers want to focus your
group: CNG and organic growers? Any farm in the area? Only vegetable operations or livestock too?
Depending on your scale and style of production, there may be more to learn from/share with a
conventional farm than an organic backyard gardener OR the other way round.

e Try to get both new and established growers involved. New farmers bring fresh energy and may have
new ways of approaching problems, while established growers have time-tested experience to share.

JOINT-PURCHASING
Example: Three farms combine their orders for potting soil and seed potatoes.

‘Transportation costs for things like soil amendments, animal feed, cover crop seeds, and other supplies can
be enormous. Sometimes they are as much or even more than the cost of the order itself. In addition,
suppliers often offer a better price per unit for larger volume orders. So there can be a big financial benefit
to placing multi-farm orders. Usually, one person must volunteer to collect everyone’s orders, be the contact
person for the supplier, and serve as the delivery and pick up site. Communication and timeliness is essential
for it to run smoothly.



Benefits

#  Often, you can get a better price per unit when you order in larger volumes.

® Delivery costs are reduced.

» Everyone benefits.

_onsid

e Keep in mind that the person coordinating the order is taking on some extra work. Make sure that
person has the time and skills to do it well. Decide if some compensation (for example, bartering
services or giving them a larger percentage of the cost savings) is appropriate.

e DParticipating farmers should take special care to be on time with their orders, if they’re not they can hold
up the process for everyone.

e Check and re-check your order before it is finalized, to avoid miscommunication and mistakes.

BARTERING SERVICES OR EQUIPMENT
Example: A farmer swaps extra greenhouse space in exchange for the use of the neighbor’s potato digger

Having certain skills, infrastructure, and equipment can go a long way in improving farm efficiency and
productivity. But it’s hard and often cost-prohibitive for farmers to own all the infrastructure and tools they
could use. Bartering services, tools, and equipment from neighbors is a way for farmers to have access to
these time-savers, without having to buy everything up front. For example, a small grower might get a
neighbor with a tractor to do the first plowing in spring in exchange for a share of the vegetables; or a pair
of young farmers might volunteer to do some tomato trellising on their neighbors farm in exchange for the
use of some equipment. The possibilities are limitless!

Benefits
® Bartering can be particularly beneficial for beginning or smaller farmers, who might not have the capital
to invest in large equipment or infrastructure projects.

e Interactions can be dynamic and flexible, negotiated on an as needed basis or develop into a regular
understanding.

e DBarter agreements are often made easier by having an established social relationship already.

Things to Consider

e Make sure the trade is mutually-beneficial.

® Communication and having a clear understanding of expectations is very important.

e  When lending equipment, discuss what the understanding is if an implement is damaged while it’s being
borrowed.

STARTING A NEW MARKET
Example: Starting the first winter market in your area

If demand exists, new farmers market can be an added source of revenue for multiple producers. This could
be the first one in the region or perhaps at a new location or time during the week. As the demand for local
foods has increased in the last several years, some farmers have found that winter markets, online markets,
and local food storefronts have also been good channels to reach consumers. Sometimes farm enterprises
that already have an on-farm store will stock products from other local farms in addition to their own.



Benefits
s Having several different products and vendors available in one place is a bigger draw for customers.
e [t capitalizes on the heightened consumer awareness of locally and sustainably produced food.

® Provides new revenue. Some farmers have reported that sales at new winter markets were 2-5 times
higher than from regular summer markets.

Things to Consider

e Before beginning, conduct market research try to ensure that there is sufficient consumer demand to
support a new matket

» Running a market requires significant amount of organization as well as time and money investments.
Hiring market staff may be necessary.

» Make sure that you understand permitting process in your area, the fees that might be involved, and the
insurance necessary. There are many resources available on this topic.

POOLING PRODUCTS
Example: A fruit farmer and a vegetable farmer team up to supply a single CSA; three small farms pool their
heitloom tomatoes to offer a larger volume to the local health food store.

Two of the biggest hurdles for small farms that want to supply restaurants, institutions, or natural food
stores are limited quantity or limited variety. Pooling products can be a way for small farms to gain access
to these and other marketing channels. It takes some coordinating, but opening new markets can make it
worthwhile.

Benefits

e Offering a greater variety of products may attract new customers and accounts.

® DBy offering a larger volume small farms can access larger accounts.

® [t can save time and money by reducing the transaction costs for things like transportation, taking
orders, and organizing the deliveries.

® From the perspective of a buyer for restaurants or health food stores, it's much more attractive to

coordinate with one point person that can organize a larger volume order, instead of several smaller-
volume producers.

Things to Consider

®  Organizing this can take up a fair bit of time and running around. Make sure that whoever is
coordinating the orders knows what they are getting into, has the time and the skills to do it effectively,
and that they are compensated adequately.

COLLABORATIVE RESEARCH NETWORK
Example: Together five farmers choose 8 varieties of potatoes to grow and each keeps records on growing
conditions, yield, and taste to find the best varieties.

It’s clear that there is a need for agricultural research that is focused on small-scale sustainable farming, and
that addresses local challenges. In response, some farmers have formed groups to coordinate and conduct
randomized and replicated trials on topics ranging from crop varieties to soil amendments to cover crops to
pasture management practices.



Benefits

e Farmers can gain insights that can save time and money, and allow them to achieve higher yields.

e Share the burden of conducting the research with other farmers: “If you don’t make mistakes, you're not
trying hard enough,” he says. “T just don’t like to make big, ugly, expensive ones. We take the tactic of
trying very small-scale experiments and keeping track of the results.” Tom Larson, SARE profiles

e Get more accurate results by spreading the trials out over several farms.

® By sharing your results you can improve farm viability for everyone.

e This approach fills the need for rigorous research that is relevant to sustainable farming, and applicable
to your local conditions.

® As a group, this requires a fair amount of careful design and planning, be sure that you and your group
are prepared to take that on. It can be very useful to consult with academic researchers, especially during
the experimental design phase.

e [or the individuals conducting the trials, make sure everyone shares the same understanding of the
procedures and what the expectations are.

® How will you share your findings with others, maybe through hosting field days, give a presentation at a
conference, or simply talking with other farmers in your area?

*  Would your project qualify for a SARE grant to support your efforts?

PUBLIC AWARENESS EVENTS AND CAMPAIGNS
Example: Holding a public screening of Food Ing; hosting a locavore dinner

In teaching people why it’s important (and delicious!) to eat local, you can stimulate the market for all local
food producers. There is a wide array of possible activities that will raise public awareness about local food
and sustainable farming. These can include activities such as coordinating panel discussions, distributing
‘Buy Local’ bumper stickers and flyers, writng an op-ed for the local paper, publishing a directory of local
producers, and organizing farm-centered festivals and open houses.

Benefits

¢ Educating consumers increases their commitment to local food and sustainable farming movements,
and stimulates the market for all local producers.

Things to Consider
e It may be useful to partner with other institutions, such as the local library, public access TV station,
consumer organizations, churches, and/or non-profits to organize and host events and publicize events.

ADVOCACY / LOBBYING
Example: A campaign for local farmland preservation

The local food movement has made farmers its heroes. Farmers can leverage this distinction to draw
attention to issues that are important to them. They can play a unique role in motivating the public to push
for policies that benefit small, sustainable farmers at the local, state, and national level. This could include a
broad spectrum of issues like local farmland preservation or Food and Farm Bill reform.



Benefits

e By joining together, your voice becomes louder.

®  You can be a force for change that will benefit your farm, the farms of others, and the whole
community.

Thi Costigid
o  Farms that are nonprofits may not participate in direct advocacy; however, you may make your group
aware of any important events or new developments.

JOINT ADVERTISING
Example: Maple producers in the Adirondack region all pay into a fund for billboards advertising
Adirondack maple syrup.

Small producers may find it useful to band together and promote a specific products or products from a
particular region. Publishing a directory of local producers or hosting a weekend of local farm “open
houses™ are other ways to promote local food together.

Benefits

e It gets the word out about local food and builds a brand based on the repion. In this way it stimulates
the market for everyone in the region.

e By pooling resources for advertising, you may be able to afford more effective advertising.

Things to Consider
= How will you structure and organize the necessary funds?

® Consider if it would be beneficial to incorporate as a non-profit business association.

JOINT STORAGE OR PROCESSING FACILITIES
E.xamplc: Mulliplc farms raise the capital to construct a shared facility for cold storage

While storage and processing facilities can add a tremendous amount of value for a farm business, even
small infrastructure projects can be too expensive for some farms to take on themselves. These projects can
include things like a shared CSA distribution center, cold storage and/or root cellar storage for winter
marketing, a warehouse that can manage distribution to retail outlets, and a certified community kitchen to
prepare foods.

Benefits
e Allows more people access to facilities that can make your farm business more profitable because the
initial investment can be shared.

Things to consider

e  This is an advanced form of network. Good relationships, a high level of trust, and very clear
expectations are required to make this work.

e Depending on what project is chosen, it can be expensive. It will require serious amount of organization
and may even require a dedicated staff



COMMUNITY SERVICE ACTIVITIES
Eg. Farmers coordinate the delivery of unsold farmers market produce to a local food pantry or shelter.

Access to fresh and sustainably grown food is still out of reach for many in the US. Some farmers donate
the produce that is not sold at market to local food pantries. Others may coordinate with volunteer crews of
gleaners and donate the produce that would otherwise go unharvested.

Benefits
e  Helps to improve access to fresh healthy food in the local community
e It reflects well on whatever farms participate and may help cement customer support/loyalty.

Things to Consider
e When approaching institutions that are possible recipients of donations, try to estimate the volume and
type of food that will be available (or if it’s unpredictable, make sure they know that tool)

e Askif there are certain kinds of produce that they can/can’t use. (Better in your compost pile than in
the garbage dump)

e Make sure they have the facilides to handle fresh produce.
¢  Work out a rough schedule — when can they accept donations? Are there times when they cannot?

COORDINATING THE PRODUCTION OF INPUTS LOCALLY
Example: Several farms save seed from different varieties and then share their stocks the next season.

Small sustainable farmers may not need to buy large volumes of expensive chemicals like conventional
farmers do, but the operation of most farms still requires the purchase of inputs like compost, potting soil,
seed, transplants, feed or replacement livestock. Often these inputs are transported long distances and come
with a large fee for transportation. In the case of chicks and transplants, the long distances can result in
higher mortality. By coordinating and supporting the production of these inputs locally, farmers may be able
to save on transport fees, and will contribute to a greater degree of local food sovereignty.

Benefits
s Contributes fo a greater degree of food sovereignty, keeps money in the local economy
® Farmers could save money on transportation

Things to Consider

e Could be a natural outgrowth of a social or educational network. It’s useful to have a foundation of
good relationships and trust that the latter bring before coordinating this.

e Start small with one type of input and a few farms, and then expand from there.
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MATRIX OF POSSIBILITIES

Your local network will likely choose just one or a few activities to take on depending on the
interests and needs of your local farming community. Below are a few suggestions, but feel
free to come up with your ownl
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Registry of Local Farmers Networks

URL: http://community.naturallygrown.org/registry

Homez — Netwaorks —
Registry of Local Farmers Networks

Welcome to the Registry!

Locking to jein, build ar strangthan s farmers natwork in your gras? Wa
creatad this registry to helg farmers connact and learn fram e3ch othar. Find
your state in one of the regicns balow te sse if thare is 2 network listed neaar
yvaou, You can 2lso browss other st2tas to gat inspiration sbout strangthaning
or starting yeur gwn.

If vou kngw of = farmers netweork that izn't vat listed, we want to hear about it!
Tell us zll sbout it here,

Northeast

Mzine, New Hamgshire, Vearmont, Massachusetts, Rhode
Izland, Connacticut, Naw York, Naw Jersay, Pennsylvania,
Czlzwsars, Maryland, Wast Virgina

Southeast

' Yirgina, Kentuzky, lerth Caralina, South Carolina Tennesee,
Arkansas, Cklzhamas, Georgis, Alasbams, Mississippi,
Louisizns, Texzas, Florids

Midwest

Mi'chinarl. Wisconsin, Minnasotz, Nerth Dzketa, Scuth
Czkots, Chie, Indizns, lllingis, lows, Missguri, Nebrasks,
Kznszs

Northwest
WMontans, Wyaming, ldshe, Washington, Sregon

Southwest
Ceclorade, New Mexice, Utah, Arizans, Nevads, Cslifarniz




This is a sample of part of the registry listing for the Midwest region of the country.

(A complete listing can be found at: http://community.naturallygrown.org/registry)
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Midwest

iinolis, 'ndians, (ows, XSRsEs Michipsn, Minnesots,
Mizzourl, Oh'o, Mcbrasks, Morth Dakots, South
Dzkoiz, Wizsconzin

e Smm 208 P mEnYER VIS W iraat i Reem aEsor (v T O3 BECUT oot mEnRvEY Tata.

Hlinois

Loser Mimwast CEA ST inortnara lllinals and soutnarn Wisoonsin)
CEAFT (Collasarative Saglonal AlllRace Tor FRIMEST TTalAIAZ) Worss o 1rals our aaxt
genaration of arganiz, sledvnamils, an8 orsustainasis farmers.

SEAFT mamoars galt asoass 1o aaads-oa dralalng and laara sellls tagt il aglo
them sdvanss fram Farming mowlza 18 startiag a8 raanlng taslr o farm, TSAFT
affars on=farm tralalng and 225lness plgnnlng, Mald dav works»ons nostsd o
MEMSEr MArms 222 222855 to 2 wise variaty of rasourcas. All orovidss girssthy oy
tas sxparizaced rarmars. vou will 56 ax00ssd 10 & wids Shvarsity of farming
sraztizss and loln s supparthvs natvorg of Tarmars a2 farmars-ia=trainiag.

CRAFTNEIIomES trRlnERs Witn 21l IFvals ol sxDerlE e WRRSINET VI v avEr
farmas 2afora wol 2w SIgAMIZEnt SxoErianis 20 masl ATvantel tralning. or

WaJd ra &t estaslsaad Tarmar saaaing totransilion 1o sustalnanla agriclitora.
SRAFT tralness Inslogs raral anE wroan ragisents, rasaat Immigraats, 297 2 algh
oercantags of woman YVany gat Imvohisd tnroogh Intarnsnlns on SRAFT mamzar
farms. Y'ors t2an 70 sustalnasls Tarms n nortrarn llingls and soutnern Wissonsin
sslang ta TRAFT. Coardiagtion s srowidad oy Angalls Organizs Learnlng Cantar S8
wadsits Far mars Infarmgtion:

e lsRrngrevconnesharg wast 'training craft Contsck: fsbascs =aldamas,

Frogram Assistant. &t radaccaslsarngrowcontactong or 37 §-388-8255.

Indiana

":'-:*ﬂ“:'g“‘t SITNETS

WWears an Ialormal grown of Tarmars taal want 1o oron 128 Iodlly growa farm
prodasts tocurcommuonitics. ContZel-Tom & Lisa jongs, SaalTigid Candans,
tommvErssomosst st

Sreiers Netiore

Sortrvest indis

e ars asmall nateork of 2 D growars o ars Boking o So moarg Inour aras.
WEArE Chad Zard =ole Inthe Woods Farmy Brant Exclss (Crasn Acres Farm, and
Jona TAlEE [TAlES” FArTAL VWa SEER 10 20 MOrs CONRDOrRIVE WOrL 10 5ave 00
marastisp salpalag sosts at mardits 1A Talzagn, roopAly S0 MIlES

awas. Contsct: Chas Sard. chadsnalaintrawosdsfarmeoom




Starting A Network

URL: http://community.naturallygrown.org/getting started

Home — Networks —

Starting a Network

Want to help build your local network but not sure where to start? This package of
materials will help you get well on your way.

1. Reflect on what you're ready to take on.
Click here for some important things to consider before you start.

2. Bring people together for the first event.
Here are some ideas to help make sure it's a success.

3. Come with some ideas of your own,
and be ready to hear those of others.
Click here for examples of discussion prompts to get thoughts flowing.

4. Set some realistic goals.

Choose activities to take on in the short and long term. It's often helpful to start
with small projects to build trust and momentum before moving on to larger
goals. Here's a list of examples of activities.

5. Divide up the responsibilities.
It's critical that everyone is on the same page about who is responsible for doing
what, and if/how they will be compensated.

6. Make it happen!
it can take some effort to keep up the momentum, but it’s worth it!
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Q WHY GET INVOLVED IN A
@f’l@ LocAL FARMERS NETWORK? N 6.,

With your long hard hours, and the dozens of priorities you juggle at once, you may ask “Why add an-
other thing to my to-do list?”

According to those who have made the efforts to connect with other nearby farmers, a vatiety of bene-
fits more than justify the time commitment involved. The list below is to give you some idea of the
rewards in store for those who choose to form a local farmers network.

Gaining new knowledge and skills
Farming is incredibly knowledge intensive, and farmers are an innovative bunch. Sharing innova-
tions prevents each farmer from having to reinvent the wheel on their own. Exchanging knowl-
edge and ideas can be rewarding on a personal level, and when that learning is put into practice it
can mean better yields and more efficient systems.
» An Indiana farmer achieved much higher potato yields based on a tip from a local farmer
on how to get a better handle on the Colorado potato beetles.
« Farmers in Wisconsin got together for a roundtable discussion to share their experience in
labor management and crew leadership.
»  LEastern Massachusetts farmers got together to hear from an extension agent and share their
approaches to dealing with fungal diseases during the particularly wet year of 2009.

Improving the bottom line
New knowledge gained from a network can mean time and money saved. Pooling products and
joint marketing can increase revenues and provide access to new markets. Bulk ordering on things
like soil amendments or animal feed translates into major cost savings. Here are a few examples,
but there are many other options!
« A New York farmer organized a bulk order for harvest bins that saved an average of $720
for each of the 15 participating farmers.
+ Five farmers in Colorado pool their products each week to supply several local restaurant
accounts. Alone they could not supply this profitable market.
+ Three farmers in New York teamed up to purchase and share a new potato-digger that they
wouldn’t have been able to afford individually. They estimate the investment will pay for
itself in 2-3 years.

A sense of community
Even the most independent-minded farmers can enjoy the social aspect of participating in a net-
work. It's meaningful to connect with a group of people engaged in similar work, and we’ve heard
from lots of farmers that the biggest benefit they get from their network is plain old fun! Aside
from the fun though, many farmers point to the value of having a network of folks you can count
on for advice and assistance when you most need it.
« A Wisconsin farmer says “it feels good to see others doing similar work, you could feel out
on the fringe if you didn't have a network.”
« A New York farmer adds that being able to borrow supplies or equipment from neighbors
when equipment breaks or he runs out of something is literally priceless.




'C)rganizing a Network: ‘
Rep( What you should consider before you begin Xa.

Otganizing a local farmers’ network can be very rewarding, It can also take some time and effort, This sheet is
meant to highlight some of the things to consider before deciding to start organizing a network, and help you
start thinking about when, how, and with whom to start it.

Making time
There’s no hard and fast rule about how much time it takes to coordinate a network. It depends on the kinds of
network activities you're secking to take on, and how willing folks are to participate. For example,

= Arranging farm tours: if folks are reluctant to participate, it may take some coaxing and explaining; on the
other hand if a few folks are ready to host a gathering, all you may have to do is set up the times and adver-
tise. Taking time to make individual phone calls just prior to the event makes a huge difference in increas-
ing turnout. It not only reminds people, it let’s them know that it matters to someone if they come,

= Setting up an email list serve: This isn’t difficult, but takes some up-front investment of time to gather
email addresses and invite fellow farmers to subscribe to the list.

» Coordinating a bulk order: depending on how many farms are participating and how complicated the order
is, placing the order and coordinating the pickup can take some significant time, but the cost savings can
make it worthwhile.

+ Multi-farm events or wholesale accounts: depending on the scale this can be many hours/week for long
periods of time or perhaps even a full-time commitment.

Many organizers have found that the largest investment of time and energy comes at the beginning 1o get the
ball rolling and decreases as time goes on.

Sharing the responsibility

One way to make the time commitment more manageable is by finding ways to share the responsibility with
others. In fact, in some farmer networks a work component is a requirement to be a member. This works best
when there are discrete tasks and clear expectations. For example, one person maintains the email list, another

person is in charge of sending out reminders for events, several different people coordinate separate bulk orders,
etc.

Compensation

If you're committing dozens of hours a week to network activities, consider finding a way to build in compensa-
tion for yourself that everyone can agree on. For example, if you’te organizing the bulk order, maybe you get a
slightly bigger discount. Tf you're arranging multi-farm sales to restaurants, perhaps you get a percentage of the
sales. Making sure that the organizer is fairly compensated for their time when possible is important to making
the arrangement sustainable over the long term.

Timing
It's often best to get started in the off-season when everyone has a little more time. That way you can build mo-
mentum before the peak of the season.

Welcome New Members
If you're not the social type, but you want to make this happen, consider partering with someone who enjoys
talking with others so they can help with reminder calls and creating some social glue. For example, it’s valuable

to have at least one or two people at each gathering who will greet people as they attive and make them feel wel-
comece.




ORGANIZING A SUCCESSFUL
o (! FIRST GATHERING N6

The main goal of any first gathering is primarily to get everybody in the same room and talking to
each other. What it looks like exactly will vary depending on the lay of the land in your community,
but the focus should be to provide a forum for farmers to talk about what they might want from a net-
work. Here are a few suggestions —from logistics to discussion topics— to help make your first event
successful. Feel free to adapt these ideas to what you think will be the most effective for your particu-
lar situation.

Gage interest

¢ Talk to farmers or beekeepers in your area about starting a local network. This will be useful to feel
out their interests and concerns, and tailor the first event to address these.

¢ Talk with the people you know and reach out to new folks as well.

Plan the event
¢ What: Could include a discussion, potluck, and/or farm tour. Be sure to make time for mingling.

¢ When: It will be impossible to choose a time that will work for everyone, but there are ways to
maximize the likelihood that people will be able to make it by considering.. ..

0 Time of year: early and late in the season as well as the off-season usually work the best.
0 Day of the week: try to avoid farmers market or CSA pick up days.
0 Time of day: late afternoon and evening often work well.

¢ Where: Choose a spot that is centrally-located and easy for most people to get to. It could be at a
community center or library or better yet at a farm. An on-farm location may draw more participants

if'it's combined with a farm tour. (If you go that route, see Making the Most of a Potluck and Farm

Tour for tips specific to those events.)

Get the word out

¢ Advertise in as many different ways as possible, including email, mail, flyers, facebook, phone, in
person.

¢ Make it personal: The more personal the invite (eg. phone, in person) the better the turn out.

¢ Send multiple reminders, including one a day or two before the gathering.

¢ Include clear directions so folks know how to get there, where to park, and where to meet.

Logistics

¢ If your gathering will be outside, consider whether the host has indoor space in case of inclement
weather or set a back-up date.

¢ Consider: are there enough tables? Chairs? Hay bales? Or are folks okay sitting on the ground?

At the meeting

¢ Ask one or two people to act as “greeters” to make people feel welcome as they arrive.
¢ Start by having each person introduce themselves to the group.

¢ Pass around a sign-in sheet to collect names, email addresses, phone numbers, etc.

¢ Be sure to include social time. In areas where there has been little or no networking, face-to-face
social time is critical to building relationships and trust.




¢ The social time could be free-form mingling, structured mixing, discussion groups, or some

sort of combination. Consider what people would be most comfortable with or enjoy the most.
¢ Make time to brainstorm together about a what people want from a network, what activities or
projects a network could take on, and what people’s concerns are. It's often useful to come with some

of your own ideas to get the ball 1'0]1ing, but the emphasis stay on getting everyone's ideas on the ta-
ble.

¢ See the Discussion Prompts for examples of questions that might be helpful.

¢ If there is a large number of people, try breaking into small groups for some of the time.
This might help folks who are on the shy side share their ideas.

¢ If'it turns out to be a big list, identify priorities by a show of hands or asking people to rank
their top three. Also, consider dividing the list into short and long term goals.

¢ Based on comments and interest from your fellow farmers, identify some next steps and who can
help.

¢ Take notes! (Or ask someone to take notes for you)

¢ Make sure everyone is on the same page as to what the next steps are, what the goals and likely
outcomes are, and who is responsible for what. (Make sure that you take on only what you are able to
manage successfully.)

Afterward

¢ Stay in touch with the group: collect comments and feedback, share the notes from the gathering,
¢ Follow up with folks who are in charge of taking the next steps.
¢ Start planning the next one!




h@j{% PROMPTING DISCUSSION “%y g

As one large group or multiple smaller groups, spend some time exploring people’s
thoughts about forming a local network. Below are some examples of questions that
might help prompt discussion. As a facilitator, don’t be afraid to add your thoughts to,
but make sure that you give everyone a chance to think and share. It may be helpful to
write down people’s responses on a chalkboard or large piece of paper for everyone to
see (and to have a record of later). Feel free to pick and choose from these examples, or
come up with your own!

« What are the biggest challenges that you face in your operation?

« What are ways that farmers in our area can collaborate to our mutual benefit?

« What are some activities/projects you'd like to see a network take on in the
next year? In the next five?

« What are some concerns you might have about forming a network? What
might make it difficult for you to participate in a network?

«  What do you want to get out of a network personally? (eg. sense of commu-
nity, learning, professional networking, business partnerships.....)

« What do we want/need in order to have a more resilient and profitable farm-
ing community?
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o Financial Benefits of Local Farmers Networks H@y O

There are many ways that farmers can work together to realize cost savings for everyone involved. Here are

a few examples that we've collected from farmers with experience.

Bulk Orders
By combining orders of inputs and supplies, farms can often save on shipping and get a better per unit cost.
Eg. Quincy Farm in NY needed sotne new harvest bins (also called totes or lugs). Instead of placing an
individual order for 120 bins they organized a bulk order with 15 farms for 1,200 harvest bins. By
combining the orders, it reduced the price per bin by 35%. That turned out to be an average of $512

in savings for each farm!

Cost per Bin Total Cost
Individual rate $18.40 $22.080
Bulk rate $12.00 514,400
Cost Savings $6.40 $7,680

The farmer organizing the order estimates he spent ~10 hours contacting suppliers, collecting orders, and
organizing the delivered bins for pick up. It was his first ime organizing a bulk order, and he feels confi-
dent that he’ll be able to streamline the process the next time. He may also claim a slightly larger percentage
of the discount next year.

Sharing Equipment
Splitting the cost of new equipment can lessen the burden of the upfront investment for each farm, allowing
small farms to purchase tools to improve effidency and save time.
Eg. Three farms in NY’s Hudson Valley teamed up to buy a Potato Harvester together. Doing so saved
each farm over $3,000 dollars on the initial investment, and allowed them to purchase a higher quality
model than any of the farmers could've afforded on their own.

Emergency Supplies

Sometimes a piece of equipment breaks or it tutns out you have less of a supply than you thought, and the
things that need doing won’t wait. If you have an established network to rely on, it’s likely that another
farmer has some extra supplies that you can use in the moment, and then replace at a later time. It’s hard to
put a dollar value on getting what you need, when you need it!

Eg. During one season, Hugenot Street Farm (NY) ran out of row cover for their brassica crops. They
ordered more rolls, but they took 7 days to arrive, by which time they would’ve lost their crop to
ferocious flea beetles. Luckily, the farmers were able to get several rolls from others in their network
in the meantime, and save the crop.

Getting Past Minimum Order Requirements

Several inputs, like some organic pesticides or soil amendments, are only available in amounts that are sev-
eral times greater than many small farms can use. Splitting an order among many producers gives each ac-
cess to supplies that wouldn’t have been unavailable otherwise.




LOCAL FARMER NETWORKS: GENERAL TIPS

The number one biggest challenge to developing a local network is TIME. So, consider:

o lay the foundation for the network in the winter when folks are likely to have the time to get involved
o find ways to share the responsibilities, and/or adequately compensate and thank network organizers
o get help from non-farmer organizations that support local farmers

Start small. Don’t take on more than you can handle at first, and then grow from there.

Communication is essential, keep the lines open! Consider what ways are best for the farmers in your area
to keep in touch.

Engage your neighbors, even if they farm in a different way

If your network activity requires funds, consider different ways to raise funds (membership dues,
sponsorship/partnerships with local business, extension office, etc)

Find ways to balance inclusiveness with focused membership -everyone has something to share, but you
want to get the most out of your time as possible.

Farmers may find it most useful to form networks based on shared characteristics, for example having
similar practices or using similar marketing strategies such as CSA or farmers markets.

Discuss competition and develop an understanding. One farmer said about his local network ‘we all
understand that it’s an open market, but we try not to step on other people’s toes too much, we don’t
purposefully undercut each other’s prices or directly target other people’s customers.”

Think carefully about what a) you, b) other farmers, and ¢) consumers need/want.
Be open: there is a broad spectrum of possible activities you can take on
Be patient: organizing a network will take some time and resources

Think carefully abour the leadership and succession. If the network is largely sustained by one or a few
people, what happens if they must stop for somme reason? For the network to be sustainable, make sure
you share the work or have a plan for the next person/people to take on more responsibility.

Involve well-established farmers as well as newer ones. The established farmers have valuable knowledge
and experience to share, and newer ones can bring energy and fresh perspectives.

Find ways to make your network fun and enjoyable, as well as efficient.



Afterward

MAKING THE MOST OF A
POTLUCK AND FARM TOUR oOR

Planning

Ask a well-known farmer, someone who will be a “draw” to
host the farm tour.

Choose a date and time that is likely to fit with farmers’
schedules. The best day of the week may depend on the mar- f
ket or CSA pick-up days in your area.

Advertise widely using as many different ways as possible!
That means email, mail, flyers, phone, in person.

Usually, the more personal the invite, the better the turn out.
Ask people to RSVP or sign up to bring a dish. If people
commit in some way, they are more likely to come.

Logistics

Consider whether the host has enough indoor space for everyone in case the weather is a problem.
As an alternative, set a rain date as a back-up.

Ask people to bring their own plates, silverware, and cup. It's important to make it a good experi-
ence for the host-farmer and minimizing the cleanup that they have to do goes a long way.
Consider the seating options: Are there tables and chairs? Hay bales? Or are folks okay sitting on
the ground?

. Content

e Have each farmer introduce themselves to the group in case some farm-
ers don’t know each other.

s Consider having a theme for the farm tour: what is unique or special
about the host farm?

* Remind the host not to be afraid of pointing out the biggest challenges
on the farm: you can learn as much or more from what has gone poorly
as you can from what’s gone well.

» The social time could be free-form mingling, structured mixing, discus-
sion groups, or a combination. What do you think people would be most
comfortable with? What would they enjoy the most?

Stay in touch with the group: collect comments and feedback, and
ask for volunteers to host the next gathering.

Based on comments and interest from growers, identify the future
hosts and potential topics.

Start planning the next onel




Tipsheets

URL: http://community.naturallygrown.org/tipsheets

Home — Networks —
Tipsheets

Interested in starting or improving your local network? Check out these tip sheets
for helpful ideas.

= Why Cet Involved in a Network

Things to Consider Before You Begin Organizing
Financial Benefits

General Tips

Potluck & Farm Tour Tips

Voices from the Field

URL: http://community.naturallygrown.org/network profiles

Voices from the Field

Check out these snapshots of local farmer networks. They run the gamut in terms
of their focus, their activities, and the challenges they face. Collect tips and get
inspiration!

= Chattanooga Sustainable Farmers, Tennessee

= Athens Area Farmers Network, Georgia

= Ceorgla Mountains Farmers Network, Georgia

= Mid-Hudons Valley Growers Network, New York

» Ad Hoc Network in Southwestern Wisconsin

» The Center for Honeybee Research, North Carolina
s An Expansive Network in Southwestern Colorado

(The 7 networks, listed in green text above, are ‘clickable’ live links)



The following pages include “Voices From The Field’ intended as snapshots of local farmers networks.
These are available on the CNG Community Site at the following URLs:

Chattanooga Sustainable Farmers, Tennessee
http://www.naturallygrown.org/documents/Chattanooga Sustainable Farmers 1.pdf

Athens Area Farmers Network, Georgia
http://www.naturallygrown.org/documents/AthensAreaFarmersNetwork.pdf

Georgia Mountains Farmers Network, Georgia
http://www.naturallygrown.org/documents/GeorgiaMtnFarmersNetwork. pdf

Mid-Hudson Valley Growers Network, New York

http://www.naturallygrown.org/documents/MHVGN-Final.pdf

Ad Hoc Network in Southwestern Wisconsin
http://www.naturallygrown.org/documents/AdHocNetwork. pdf

The Center for Honeybee Research, North Carolina
http://www.naturallygrown.org/documents/CenterForHonevbeeResearch.pdf

An Expansive Network in Southwestern Colorado
www.naturallygrown.org/documents/M.Vozar - Expansive Network.pdf




é CHATTANOOGA SUSTAINABLE FARMERS
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Chattanooga Sustainable Farmers
(CSF) describes itsclf as “a non-profit
cooperative of farmers who are work-
ing to increase the supply of fresh,
locally produced foods.” CSF was
formed in 2009 by a group of farmers
in the Chattanooga-area who won a
grant from the Benwood Founda-
tion’s Food System Ideas Competi-
tion, The grant allowed the group to
hire Butch Tolley as a Project Coordi-
nator, and we wete lucky enough to
hear what Butch had to say about the
espetrience.

GETTING STARTED & SETTING GOALS
Butch’s first task as Coordinator was
to learn more about the specifics of
what the farmers in the area wanted
and needed from a network. He cre-
ated some web-surveys using Survey-
Monkey and while this proved to be
somewhat useful, he also took the
time to go to members’ farmers and
sit down for a chat. Butch says

It's a huge investment of time and
energy, but it pays off. You get differ-
ent answers when you're at the din-
rier table or sitting on the front
porch. Plus, you see things you
wonldn't see othervise. Maybe you
notice a piece of old equipmient that's
not being used, but that someone else
mientioned that they need, and you
can start making those cannections,

The next step is figuring out how to
balance what is wanted and need
with what can be accomplished con-
sidering the resources at hand. Butch
emphasized that it’s important to set
reasonable goals, and to start with
something small and achievable.
Once the network builds some mo-
mentum, it can take on larger and
more complex projects.

The Chattanoo-
ga Sustainable
Farmers had to
play this balanc- |
ing act from the
outset. One of
the main objec-
tives starting off
was to find loeal §
options for
chicken pro-
cessing. Cur-
rently, the near-
st processing
facility is in Kentucky, which means
adding about 8 hours of driving time
to a farmer’s already long day. Cleatly
this is a very important challenge to
address. Equally clear, is the fact that
finding a solution will be a long pro-
cess and take collaboration with a
number of other institutions. While
working on this in the background,
the group has in the meantime tack-
led projects that can be accomplished
more quickly and build momentum.
These include bulk orders, education-
al meetings, and perhaps most inter-
esting, setting up product liability in-

surance for members.

Chicken at Butch Tolley’s Clover Wreath Farm

NETWORK ACTIVITIES

Many retailers and institudons require
producers to carry product liability
insurance to protect against the risk

Chattanooga Sustainable Farmers farm tour and discussion

of harm to customers from the prod-
uct. For many farmers this puts some
of those larger markets further out of
reach, so setting up a group policy
becate one of CSF’s objectives.

According to Butch, the most diffi-
cult part was simply finding 2 compa-
ny that was willing to work with CSF.
As luck would have it, a CSF member
mentioned that their policy already
included product liability insurance,
so Butch contacted the policy under-
writer, Cotton State. Several farmers
were interested in marketing to
Whole Foods in patticular, so Butch
also contacted the managers there
about the level of coverage that they
require. It turns out they require $1
million coverage for most produce
and $5 million for anything ready to
eat (such as bag salads or cut spin-
ach).

Once Butch had a company to work
with and knew the requirements, it
took about a month to hammer out
all the details with the underwriter
and to process the paperwork with
Whole Foods. Now, CSF members
are covered by the policy for any ac-
count set up by CSF and the cost for
coverage of the network and each of
the farmers is $350 per year. Current-




ly, CSF has 28 members, and 3-4 are
actively selling their produce to
Whole Foods using this account.

The educational meetings, held
monthly on topics ranging from bee-
keeping to butchering, have been a
smashing success. They are designed
with farmers in mind, but many are
also open to the public for a small fee
for non-members. The butchering
workshop was particularly well-
received. It gave farmers a better
sense of what to ask for to get the
highest cutting yield, and what cuts
they need depending on their mar-
kets.

at the University of Kentucky

Another particularly useful meeting
focused on crop planning. By design,
they held the meeting it in the winter,
right when farmers where thinking
about their seed orders. Each partici-
pant received an electronic copy of
the spreadsheet developed by Crab-
tree Farms set up so you could plug
in the number of plants you wanted
to end up with and it would tell you
how many seeds to order. Butch un-
derscored how valuable a resource
this was. “That spreadsheet is the
result of an incredible amount of ex-
perience, record keeping, and hard
work to set those up — it could take
years to do on your own ot cost hun-
dreds of dollars to buy the commer-
cially available one.”

CSF organized a Fundamentals of Butchery workshop was led by
Gregg Rentfrow, Assistant Extension Professor of Meat Science

Several members of the CSF joined
together on a bulk order of supplies
from Seven Springs. The savings
from the bulk price was roughly
$1.00-0.50 per unit, not counting sav-
ings on shipping. But, as Butch
pointed out, the savings are difficult
to measure — without ordering in
bulk, it would’ve been so costly it
would’ve been prohibitively expen-
sive for most items. “It’s not so
much a question of savings, so much
as being able to get it or not.” While
the bulk order provided savings and
access to new products, it did not run
as smoothly as it could have. For ex-
ample, there was a miscommunica-
tion with the com-

M the delivery. It was
|l not until last mi-

| nute that the CSF
farms discovered
that there would
be a fee of several
il hundred dollars
for the use of the
forks, so they had
to scramble to find
some last minute.
Overall, the bulk
order was a good
learning experience
this year.

In addition to all of these activites,
CS5F has a number of other ambitious
initiatives on the horizon, including a
directory of open land available for
grazing, a directory of non-GMO
grain producers, health insurance for
farmers, and, of course, the chicken
processing challenge.

DOLLARS AND SENSE

Because the Chattanooga Sustainable
Farmers is somewhat unique when it
comes to funding, we’ll make a quick
note here on the finances. As men-
tioned above, the initial investment
for the group came from a grant
from the local Benwood Foundation.
The grant gave the network $75,000

over three years, which covered
Butch’s salary and other expenses. At
the time of this writing in summer of
2012 the term of the grant is coming
to a close, so the group is transition-
ing to new strategies both to generate
revenue as well as share the leader-
ship responsibilities more broadly.

T'o raise revenue, CSF has annual
dues of $100, though the member-
ship drives to encourage sign up of-
fered discounted rates. Additionally,
the educational meetings, while free
to members are also open to the pub-
lic for a fee and generate some funds.
They are also planning a summer
fundraising event. Recendy, Butch
has been reducing his hours, while
the Board and some members have
become more active in governing the
organization.

Advice

When asked if he had any words of

wisdom for others secking to organ-

ize their own local farmers network,

Butch was emphatic:
Persistence! There are times when you're
ont there beating your head against the
wall, no one is responding to your
emails, and it feels like you're not mak-
ing any progress, But then you bappen
to say the right thing to the right per-
son, and yoi draw thew in, and they
draw in others. 1t’s about networking,
and connecting with the right peaple
whe will influence others. 0

For more information see ‘
www.chatranoopasustainablefarmers.org
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Athens has a vibrant local food and farming scene. The
community boasts weekly farmers markets, a growing
farm to school program, top-notch restaurants specializ-
ing in local food, and a strong community of farmers.
Notwithstanding, bringing a bunch of busy farmers to-
gether for professional networking is always a challenge.
Some attempts to host networking events had been made
in the past, but they were for the most part poorly at-
tended.

In late November 2011, Kate Munden-Dixon was hired
part-time by Certified Naturally Grown to facilitate a net-
work in the Athens area. The position as network organ-
izer fit well with her other positions as the Program Di-
rector of the nonprofit P.L.A.C.E. (Promoting Local Ag-
riculture and Cultural Expetiences) and as the SARE Pro-
gram Assistant at the University of Georgia .

Setting a direction

Kate took advantage of the slower winter months to host
the first network gathering at her house in eatly Decem-
ber 2011. The kickoff event was designed to get folks in
the same room, to socialize and network over a potluck
dinner, and to outline out what they wanted from a farm-
ers network.

From that initial meeting emerged the general consensus
that the farmers were most interested in topic-driven ed-
ucational gatherings. The farmers felt that the meetings
would be more useful if they had a focused theme and
that they would be more motivated to attend than if the
gatherings were more general farm touts.

Meetings
The first meeting was hosted by Native Sun Farm and

Mative Sun Farm hosted the firat mee

ATHENS AREA FARMERS NETWORK

ting of the Athens Area Farmers Network as well as a crop mob event to

had a double focus on (1) high tunnel construction and
(2) using crop mobs to complete large projects. If you've
never heard of crop mob, you're not alone — none of the
farmers in the network had either. Crop mobs are orga-
nized events where a farmer hosts a mixed group of vol-
unteers, ranging from experienced farmers and gardeners
to green-as-can-be wannabe farmers, who all pitch in to
complete a work project. In this case, the project was
crecting a high tunnel and planting potatoes. The farmers
were impressed by the amount of work that the crop
mob accomplished; the 100-ft high tunnel was completed
in an hour and a half flat!

Kate got a lot of requests for a meeting focused on pests
so for the next meeting she invited extension agent
Amanda Tedrow to discuss Integrated Pest Management.
Kate chose to hold the meeting on a Thursday afternoon,
after the drop-off for the Athens Locally Grown Market.
Scheduling the meetings then capitalizes on the fact that
farmers are already off farm and at the same place at the
same time. Amanda gave a brief presentation to start off
and then opened it up to questions and a lively discus-
sion. Kate said of the meeting “We had a nice turn out,
including four new people who I’d never met before so it
was nice to sec them. People seemed to enjoy and appre-
ciate it, and had a ton of questions about what’s going-on
on their farm.”

Looking ahead

The network is fairly young and is still taking shape. The
next two meetings may help determine the direction for
the future.

The first is another Thursday afternoon meeting that

build a high tunnel. (Photo courtesy of Grandma Brock’s Country Farm)




Crop mob and Athens Area Farmers Network in front of newly constructed high tunnel at Native Sun Farm
(Photo courtesy of Grandma Broclk’s Country Farm)

aims to bring together farmers who have excess produce
to discuss the possibility of forming a food hub. Asifa
food hub discussion weren’t enough of a draw, the meet-
ing will also feature food from the Veggie Patch pre-
pared by a local chef.

The impetus for the discussion came from the farm
manager at the Veggie Patch, who approached Kate for
help to organize a preliminary discussion. The Veggie
Patch, one of the biggest Certified Naturally Grown
farms in the area, already has some of the necessary in-
frastructure to manage the storage and distribution, in-
cluding a large cooling center and multiple refrigerated
trucks. As a first step the Veggie Patch is interested in
purchasing excess produce after farmers markets. Later
on, they would potentially seek to work with farmers to
include wholesale markets in their crop plans before the
season begins.

By consolidating produce from multiple producers, the
Veggie Patch could land larger accounts for restaurants
and regional grocery markets, and smaller farms could
access those markets. There are many challenges to de-
veloping a food hub as well. It requires a tremendous
amount of communication and planning, and strong and
trusting relationships. Furthermore, participating farmers
would likely need to sort out product liability insurance —
a headache on its own.

The following meeting will focus on matketing to restau-
rants. At earlier meetings, many farmers had mentioned
their frustration over how difficult they found it to sell
excess produce to local restaurants. Similarly, many chefs
who want to purchase local food found parts of the pro-
cess challenging. To start off the meeting, Kate has invit-
ed some chefs who purchase local food to give a brief
presentation on what they look for in terms of volume,
quality, price, and time of the week they ate able to re-
ceive deliveries. Kate explains that “it’s meant to be an

opportunity for open discussion between the chefs and
farmers so they both get a better idea of the needs and
limitations that the other is facing.”

Lessons learned (so far)

When asked about what she’s learned that might be use-
ful for someone interested in getting their own network
started, Kate had a few thoughts.

First, Kate says it takes more than a couple of emails to
get people to attend. “I’ve gotten much better turn out
when I've called people on the phone. Most of the time I
don’t even get a hold of anybody and I'm just leaving
voicemails. But even leaving a message strengthens the
invitation. It’s also nice to include drinks and/or food as
part of the event. It gives people a little extra incentive to
come out.”

Kate also emphasizes the value of in-person interactions.
Kate says “I try to make myself available, T go to the
farmers martkets and I'll bump into people. We'll talk
about the next meeting or we’ll discuss the last one we
had. 1 think the fact that 'm around and visible make
people feel more connected, and more likely to partici-
pate.”

But overall, the most important thing that she’s learned
is that “it’s essential to ask the farmers what they want. It
would've been a mistake to schedule all farm tours for
this group, that’s not what they wanted. They wanted
something more specific and focused. Also, farming is so
seasonal, what farmers want from a network may be dif-
ferent depending on the time of year, so it’s important to
not only ask them what they want at the beginning, but
to keep asking them what they want.” o
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Bringing people together to form any kind of network is
always a challenge, and the farming community in north-
east Georgia is no exception. According to one local
farmer “the biggest problem I see that small farmers have
in our area is we don’t talk with each other and we fecl
real isolated,” signaling both the challenge and oppot-
tunity in organizing a local farmer network.

Using federal grant funds, Certified Naturally Grown
hired Justin Ellis as a network organizer in fall of 2011
and since then he has been bringing farmers together to
lay the groundwork for the Georgia Mountains Farmers
Network (GMFN). At the time of this writing the
GMFN is still a young network (only 6 months oldl), but
it is clear that there is
already much to leamn
from a snapshot of the
network and its suc-
cess and challenges so
far.

GETTING STARTED
Justin wears a few dif-
ferent hats in his com-
munity: he is Execu-
tive Director of the
Soque River Water-
shed Association, a
PhD candidate in In-
novations in Sustaina-
ble Agriculture, and he
and his wife grow pro-

The process of calling each farmer individually and get-
ting their feedback is also likely to increase the connec-
tion each farmer feels to the network, and increases the
likelihood of participating. Justin added,
In my communications with farmers, 1 tried to echo what they
had said back to them.. It sends the message that I'm paying
attention. From experience in other work, I know that people
won't care what you're talkeing about if you don't both listen and
let them know that you are listening,

MEETINGS

So far the GMFN has hosted two meetings. The kick off
event, held in January, was well attended; 22 out of the
roughly 30 or so serious growers in the area participated.
| It began with a tour of
Burton Mountain
Farms focused on aqua-
ponic greenhouses. A
potluck dinner fol-
lowed, which turned
out to not only be deli-
cious but an essential
time for mingling and

|| networking as well.

Before closing, the
* || group brainstormed a

]| list of 15 goals that the
|| network might choose
to focus on. These in-
cluded a whole range of
ideas such as bulk or-

duce to sell at a farm-
ers market as well. In
a comimunity where
many of the farmers didn’t know each other, the contacts
and connections Justin has made in each of these roles,
put him in an excellent position to reach out to farmers
about forming a network.

Justin began by calling each farmer individually to ask
them first whether they wanted a network, and second
what they wanted from a network. Justin felt the process
was incredibly valuable:
I took: careful notes, and tried to write down exactly what they
said. From that, I really knew why they wanted a network. .. The
process belped to ontline the needs of the community. . .and it
belped me see how everything was connected.

The second GMFN farm tour at Woodland Gardens (Winterville, GA) in March
2012. Tour focused on cropping systems in high tunnels and greenhouses.

dering, cooperative
marketing, finding ways
to facilitate farmer
communication, organizing crop mobs, and sharing
equipment. Once the list was complete, they used the
sticky dot voting method (each farmer received 3 stickers
which they could place next to the item(s) they felt were
most important) to help identify priorities.

The second meeting was held in March at Woodland
Gardens, a farm known for their high tunnel and green-
house production. This was an unusual event as it was
out of the area, but farmers were interested in visiting
this particular farm because several growers had recently
put up greenhouses. Despite the 1.5 hour drive, attend-
ance was impressive, with 18 farmers making the trip.




The GMFN's April meeting was hosted by Chuck Taylor
at Taylor Creek Farm in Toccoa, Geotgia. The tour in-
cluded a CNG inspection, with participants going
through the inspection worksheets which provided a
guide for comprehensively reviewing the farm’s practic-
es. The group of 24 growers also got to sce the farm’s
bed shaper in action as well as Chuck’s detailed planting
and harvesting schedule.

BULK ORDERS

Justin organized a combined order of farm supplies from
Seven Springs. The basic premise of joint ordering is that
by combining many smaller orders into one, small farm-
ers can access bulk discount rates and/or the reduced
shipping cost per unit. The order included all sorts of
things such as cover crop seed, humic acid, row cover,
and natural fertilizer. In this case, the 10 participating
farmers ordered a total of 63 units, mostly 50-1b bags of
fertilizer or potting mix. To ship these using UPS
would’ve cost roughly $0.50/1b. By combining orders,
the delivery cost was reduced to $0.08/1b, a savings of
ncatly 84% on shipping alonel

Justin believes that the joint order was incredibly helpful

as an eatly network activity. It demonstrates the potential
financial value of having a network, and it was clear that

the farmers really appreciated it.

If you're considering organizing a bulk order, the follow-

ing are critical steps, according to Justin:

1. Choose a supplier: it’s important to have a good idea
of each supplier’s prices, quality, and reliability when
you’re putting all of everyonc’s eggs in onc basket.
Make sure you have enough orders to make a pallet:
that is where the savings on shipping can be realized,
at least for something like fertilizer and potting soil.
3. Collect the orders: this step should be done by one

very detail-oriented person. Excel skills help! Make
sure to confirm each order with cach farmer to avoid
any miscommunications.

. Figure out a payment system: you'll have a good idea
of what each person owes before ordering, but you
may not know the exact costs until it’s delivered.
You may have to adjust after the fact.

. Find a drop off location: the drop off must have a
picce of equipment with pallet forks to unload the
delivery, and there must be enough space for the
materials to stay, ideally protected from rain, until
farmers can pick them up (1-3 days).

6. Inspect and divide the order: Once the items were
delivered, Justin went over the delivery piece by
piece to confirm that the order was complete. As he
was doing this, he marked each bag with the farmer’s
name to avoid any confusion at pick up.

Photos from Taylor Creek Farm tour organized by the GMFN.
Above, Chuck Taylor explains his detailed planting and harvest
schedule. Middle, growers inspeet soil. Bottom, Chuek Taylor
demonstraies the farm’s bed shaper.

Justin estimates it took a total of approximately 8 hours
to organize for the first time, though he believes it could
take him 6 hours the next time around. Next year, he
also anticipates applying this experience to joint ordering
other items such as potatoes, strawberries and more.




STAYING IN TOUCH

It’s clear that the initial one-on-one phone calls made a
big difference, but since then the most efficient way for
Justin to stay in touch with the network has been
through group emails —there are 64 people on the email
list— as well as through the Georpia Mountains Farmers
Network blog that he maintains. The benefit of the blog
is that it serves as an attractive centralized place for
farmers to get information. There is an event calendar,
and farmers check out the notes, pictures, and even
some audio from past farm tours. And it’s getting good
traffic — roughly 8-12 views for each new post. The
main drawback is that it does not accommodate back
and forth dialogue between growers.

L.OOKING TO THE FUTURE

Currently, the GMFN is focused on gearing up for a
regional community event: a 2-day farm tour for the
public to raise awareness about local food and farming.
Farmers will volunteer to host an open house and tours
for one of the two days. Members of the public will pur-
chase tickets online or at the farmers market and receive
a pamphlet with a map and desctiptions of each farm.
They will also receive a bumper sticker, which serves as
their weekend pass and will continue to raise awareness
long after the event. Part of the ticket price will include
a gift certificate to the two main farmers markets in the
area to encourage people to visit the markets in the
weceks after the event. A customer can redeem their cer-
tificate at any farm stand at participating markets, then
the farmer gives the certificate to the market manager to

redeem for cash. Then the market manager submits to
GMFN for reimbursal.

The tour is modeled after well-established and very suc-
cessful farm tours in North and South Carolina orga-
nized by Carolina Farm Stewardship Association. In ad-
dition, for the past few years the Soque River Watershed
Association has held a smaller “Tour of Sustainable
Farms’ with three local farms. Attendance has been
bursting at the seams, so they knew there was a market
for it in the region.

Justin says that the decision to choose to focus on the
farm tour as a network
grew ont of peaple saying that we want to collaborate on sore-
thing that boosts the market for all of us. This is the collabora-
tive project with the most benefit —we'll be working together,
farmers will get a chance to promote their own farm and prod-
ucts, and we'll demonstrate to the public that we are a vibrant
and organized farming commnity.

Looking further into the future, the network will contn-

ue to meet regulatly, organize farm tours and facilitate
information exchange between local growers. As for
new projects, up for consideration are developing an
equipment cooperative (e.g. sharing equipment for ap-
plying compost tea), a production cooperative for niche
crops (e.g. sunflower oil), and/or pooling products for
the metro Atlanta market.

These ambitious goals signal a tension between dream-
ing big and the challenges of getting such large projects
off the ground. Justin says “I really feel that the net-
works that will succeed in bringing change in their com-
munities are the ones who are able to define who they
are and what they’re doing....But I'm also trying to re-
mind myself that networks are valuable even if they are
just to get-together.”

One of the biggest challenges the GMFN faces is the
leadership transition. The grant funding from CNG ena-
bled the initial ime investment from Justin to bring peo-
ple together, but the challenge will be to develop a strat-
egy to make it sustainable after the grant is completed.
It’s clear that farmers are interested in the network but
face serious time constraints. In responsc to suggestions
fot new network projects, Justin often heats ‘well surel
If you’re willing to do all that then let’s go for it!”

So that farmers feel greater ownership of the network
Justin has sought to develop a democratic environment;
all the priorities that the network has focused on have
been generated by the group. However, as the paid or-
ganizer, the responsibility to push things forward has
mostly fallen on Justin’s shoulders.

One option to transition leadership is to keep it very
grassroots, and ask each member to volunteer to take
responsibility for a particular aspect of the network, Jus-
tin also believes a more defined structure perhaps with
officers and a board could be beneficial in the future. By
planning events that might generate some revenue, there
is also the possibility of using some of the funds to com-
pensate a paid organizer. Justin is hopeful that a success-
ful first year collaborating as a group and developing a
sense of community “will set the stage for the leadership
to materialize from the folks who are at the table.” &

For more information visit the Georgia Mountains
Farmers Network blog at georgiamfn.blogspot.com




Matt Elkin and his wife Liz moved to
the Hudson Valley in 2002 with the
intention of working on a few farms
before starting their own. The farm-
ing community they’d come from in
California was characterized by
strong social ties and a considerable
amount of professional networking
and business collaboration amongst ||
farmers. They were hoping to find
something similar in their new lo-
cale.

At the time there were indeed some
twilight growers’ and CRAFT meet-
ings in the region, but it seemed to
Matt that they were “mostly a long

saw a need for more coordination
and support for a growers’ network,
and went about laying the groundwork
for what became the Mid-Hudson
Valley Growers Network (MHVGN).

That was in 2002. Thete were just a
handful of member-farmers. Now in
2011 there are more than 20 farms
that regularly attend MHVGN’s farm
tours, potlucks and other gatherings.
There are also around 110 members —
both current and former growers —
who belong to the group’s online fo-
rum.

GATHERINGS

Farmer gatherings are one of the core
elements of the MHVGN. Farm
tours are held regularly and host-farms
rotate. Matt tries to coordinate tours
on farms with a particular draw —

drive away, poorly attended, and, to [ S5

MID-HUDSON VALLEY
GROWERS NETWORK

whether it’s because the farmer is par-
ticularly charismatic or innovative, or
the operation is unique in some way.
Often the tours will have a particular
theme like fertility management, social
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be honest, a little bit awkward.” He  FiguRre 1 ~ Kate and Ron Kohlsa demonstrate their electric tractor and explain it's design to a
group of growers at Hugenot Street Farm, New Paltz, NY. (Photo taken by Ron Kohlsa)

media marketing, or on-farm innova-
tions (sce Figure 1). Potlucks almost
always accompany the tours as a more
flexible social time to meet and net-
wotk with other farmers. In the past,
the MHVGN held Tomato Tastings
where farmers would bring their fa-
vorite tomatoes varieties, both for the
fun of it and to sample new varieties
for next year (see Figure 2). The
MHVGN also tries to end each year
with a “What worked? What didn’t?”
meeting to continue to help and learn
from each other. Matt feels there has
always been a “good natural balance
between building social ties and devel-
oping professional camaraderie.”

As might be expected for a farmer
network, the level of activity varies
seasonally. For several years farm

tours have been held on a monthly
basis during the growing season. Turn
out tends to be high early and late in
the growing season, but low in the

middle part. On a suggestion from a

member, the MHVGN is testing out
holding fewer gatherings especially
during the height of the season with
the goal of improving turn out for

cach one.

It’s also worth noting that the
MHVGN no longer has meetings but
instead holds gatherings. Make no mis-
take, the word choice here is im-
portant; participation has increased
since they made the switch. Matt
thinks this is in patt because
‘meetings’ sound more like an obliga-
tion and in his experience incredibly
busy people (like farmers) tend to
bristle at anything that sounds like
something to add to their overcrowd-
ed To-Do lists. Matt says “It seems to
be more successful — at least with this
group of people — when it’s more laid
back.”




ONLINE FORUM

When Matt started a yahoo group for
the MHVGN in 2004 he says “it felt
like a blast into the future.” The
online message board has turned out
to be an incredible eommunication
tool for network members. Farmers
can make a post about anything farm-
related, such as soliciting advice on
choosing squash varictics best suit- |,
ed for local conditions, sourcing the ||
best local inputs, or troubleshoot-
ing irrigation pump issues. Then
anyone who wants to add to the
discussion can respond to the post
with their thoughts. In addidon, if a
member is getting ready to place an
order of cover crop seed (or green-
house trays or soil amendments or
livestock feed, etc.), they can use
the forum to see who else might be
intetested in combining orders to
get a bulk discount or reduce the
cost of shipping,

TIME COMMITMENT

Matt says the time he commiits to or-
ganizing the network varies seasonal-
ly, and has changed significantly since
the networks’ beginning. Initially,
Matt invited local farmers one-by-one
through phone calls and snail mail.
He did this at a time when he was
both apprenticing full-time on a farm
as well as helping his wife on another
farm. Needless to say time was at a
premium. While this early stage of
organizing was fairly time intensive —
he describes stuffing envelopes during
any spare time he could grab, includ-
ing in the car rides to visit family — it
proved to be effective.

As the network became more estab-
lished and email became more com-
mon, the time required to keep the
group moving ahead diminished. The
yahoo group effectively decentralized

communication within the group. It
made it easier for folks to keep in
touch with each other with very little
time investment on Matt’s part. Now,
Matt estimates that it takes about 1-2

hours/month to set up farm tours and

to manage the forum.

have made it more than worthwhile.
By attending farm tours farmers can
exchange ideas and learn important
information from each other that can
help save time and money in their
own operation. The face-to-face inter-
actions at the gatherings create a space
for farmers to have fun socializing

with one another as well as develop
|| important social tes and in some

o || cases business relationships. Addi-
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wd| tionally, the MHVGN has facilitated

which provide a direct financial ben-

|| efit to participants.

| ADVICE
For farmers seeking to develop their

WSS own network, Matt says it's im-
&l| portant to make sure that hosting a

FIGURE 2 ~ Growers sample new tomato varietics
at the Poughkeepsie Farm Project, Poughkeepsie,
NY. (Photo taken by Matthew Elkin.)

CHALLENGES & BENEFITS

The biggest obstacle to getting more
farmers involved in the network is
time. Growers work long hard days,
and attending a farm tour may take a
back seat to one of the many other
priorities that farmers are constantly
juggling. Some growers just don’t see
the benefit to them, or they might be
interested, but are just hard to get
ahold of. The weather also imposes
some constraints as some farms don’t
have a space large enough to host
gatherings indoors in case of severe
weather. And in some years the fear
of spreading discases from farm to
farm, like late blight in 2009, has kept
farmers from attending gatherings.

Even with all of these challenges, it’s
been clear to Matt that the benefits

gathering is a good experience for
the farmer who volunteers to do it.
They’ll feel it’s more worthwhile if
there’s good turnout so the timing
should be planned to make good turn-
out likely and organizers should be
sure to send out reminders. Matt adds
“this may sound small, but if folks
bring their own plate and utensils for
the potluck, it makes a huge differ-
ence for the host farmer.”

Also, when planning the first gather-
ings, keep in mind that “farmers have
a lot going on already. Make it easy
for them to get involved, and keep it

simple.”




@AN AD HOC NETWOREK IN WISCONSIN

Meet Michael Noreen. He is the field producton man- l|
ager at Burning River Farm in Fredetic, Wisconsin, ;
The farm’s cight acres of Certified Naturally Grown
veggies supply a 200-member CSA as well as a bustling ||
Saturday farmers market. I

In Michael’s corner of northwestern Wisconsin, there
is a loose network of about 7 or 8 other farms who
take a similar approach to farming —they grow fresh,
healthy food without chemicals and sell it directly to
consumers. The number of like-minded farmetrs in the
arca has been growing slowly, but steadily.

These farmers get in touch mostly on an ad hoc basis
to share advice and equipment, or help each other on
projects that require extra labor or specialized skill. Of-
ten a few farmers will combine their orders for items
like potting soil or soil amendments to access a bulk
discount or to save on shipping. For Michael joining
with other farmers on something like a bulk order is
“kind of a no-brainer —~it’s faitly easy and there’s a fi-
nancial benefit for everyone.” The savings can add up
to several hundreds of dollars,

Occasionally, some farmers will organize public events
like screenings of films related to food systems and
local farming. These kinds of public-focused events
help raise awareness about local and sustainable food in the broader community and help to bolster the mar-
ket for all local farmers,

Local farmers also host events that are specifically for farmers. These include ficld days and farm visits, as well
as round-table discussions with focus groups on topics like seed variety selection, soil fertility, harvesting effi-
ciencies, and crew management and hiring. These kinds of events provide a forum for farmers to share and
learn from cach other.

Aside from the cost savings Michael gets from the knowledge sharing and joint ordering, he also feels he
gains an important sense of community. In his words, “it fecls good to see others doing similar work. You
could feel out on the fringe if you didn't have a network.” In an occupation that can be isolating, the value of
feeling part of a community should not be underestimated.

As for advice to others interested in forming their own local network, Michael says “it’s important to just get
out there and talk to people, and to take the time to see where ideas go.” And that goes for farmers using nat-
ural practices as well as those farming conventionally. Michael maintains that even if you have concerns about
some of their practices, “you’ve got to let them in, share what you're doing, but not in an aggressive preachy
way, just be a good neighbor. And then they'll have a better idea of what you're doing and might even try
some of it —they might even get to like your kale. You don't have to just be friends with organic growers.” B




‘TI—IE CENTER FOR HONEYBEE RESEARCH I@i@ﬂ

~A Local Network Laying the Groundwork to Expand~

North Carolina has one of the high-
est concentrations of beckeepers in
the country, mostly small-scale pro-
ducers and hobbyists. So it’s no sur-
prise that a grassroots organization
dedicated to natural beekeeping
would spring up in North Carolina.
Currently, the Center for Honey Bee
Research (CHBR) is largely local but
Carl Chesick, its President, along
with CHBR’s boatd is carefully lay-
ing the groundwork for their vision
of a national-scale research collabo-
rative.

Carl Chesick and his wife Joan have
been gardening and farming in
North Carolina for 27 years. Starting
in 1984 with a 4 acre garden, they
now have expanded to 7 acres dedi-
cated to vegetables, fruit, nuts, and
honey on Green Goddess Farm.
Honey bees first drew Carl’s interest
in 2003 after a conversation with a
neighboring beekeeper about the
alarming crash in bee populations.
Carl says

That's when I first really put two and
two together in terms of the pollination
that honey bees do and the affect it has on
crops. I had been noticing a large nuniber
of my crcumbers were deformed and nris-
shapen and I'd always assumed it was
Jron: disease or maybe something missing
from: the soil. But I learned that to be
properly pollinated, a cuctimber flower
minst be visited 11 different times by a
pollinator and if it doesn’t get that, the
Jruit won't be properly formed.

Each year the Buncombe County
Beckeepers Club offered free Bee
School for beginners, and Carl says
“so I figured I'd go to Bee School
and learn all there was to it!” Aftera
few months with his new hive, Carl

discovered that his hive had died and  After attending the same classes at

what he had proudly assumed was
the busy comings-and-goings of his
bees was in reality the comings-and-

the Bee School for several seasons,
Carl began to see the need for the
club to offer an advanced bee
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Beckepers brought nucleus colonies with mite-resistant stock to western North Carolina.
Photo taken by NC Master Beekeeper Diane Almond, 2011.

goings of bees from elsewhere who
were happily robbing his hive. He
realized that beekeeping might be
more complicated than he’d original-
ly thought.

In the Bee School classes Carl was
shocked by the emphasis on pesti-
cide treatments coming from the
instructors, Early on, Carl and Joan
decided to try out beckeeping with-
out pesticides, and all his mentors
predicted that the hive would die
within a few weeks or months at the
most. Despite mite levels more than
double the threshold that the experts
said required pesticide treatment,
Carl and Joan’s hive survived not
only the next few months, but the
next three years. With this success
and consistently low loss rates, he
drew other local beekeepers interest-
ed in natural methods.

school, and hopefully one with an
emphasis on natural beekeeping. He
envisioned inviting honeybee re-
scarchers, breeders, and experts from
the greater North Carolina region
and across the countty, from Arizo-
na to Wyoming to Florida and
France. There was some resistance
from parts of the Buncombe County
Bee Club, but with persistence Carl
won enough support to push ahead
and the first expanded bee school
took place in 2006.

The first obstacle to the advanced
beekeeping conference was cost. The
Bee Club asked local businesses to
buy sponsorships for $250. In return,
the company’s name would appear
on the conference’s website and pro-
grams. The sponsoring businesses
could count the expense as advertis-
ing and therefore deduct the expense
from their taxes, even though the




Beekeepers Conference did not yet
have their status as a 501(c)3 non-
profit.

With conference attendance reaching
175-200 people each yeat, it became
apparent that the conference was large
enough to become its own entity. The
Buncombe County Beekeepers Chap-

Ambassador, Lady Spirit Moon, trav-
eled to Italy in 2011 to establish rela-
tionships with the country’s major
beekeeping organizations, honey co-
operatives and bee experts working on
small-cell foundation and varroa mite
research, Having this national and in-
ternational network of contacts is es-

The panel of judges and the winning entries of the 2011 Black Jar Honey Contest.

ter appointed Carl to create and incor-
porate a full-fledged non-profit that
became the Center for Honeybee Re-
search. The CHBR was officially in-
corporated in December of 2010, and
was officially approved for 501(c)3 tax
exempt status in August 2011,

In 2011, the CHBR launched a Black
Jar Honey Contest where local honey
is tasted and judged by a panel of local
leaders of the local food movement,
including chefs, journalists, and non-
profit and business leaders. The hope
is that the contest will raise awareness
about local honey, and help expand
the market for small scale beckeepers.

The CHBR’s central activity remains
the annual conference in Asheville,
North Carolina —the theme for 2011 is
“What turns bees on™ — which contin-
ues to attract leading experts in the
field. The conference is both an op-
portunity for learning and chance to
build relationships with experts. The
CHBR is reaching out to bee experts
internationally as well. The CHBR’s

sential for the Center's larger goal of
establishing a collaborative research
network.

In a collaborative research network
several individuals and institutions
combine resources to conduct an
agreed upon expetiment that would
not be possible to conduct by any of
the participants alone because of time,
space or financial constraints. The
Center for Honeybee Research would
aim to address gaps in the honey bee
research by capitalizing on the re-
soutces available. Catl says “We have
600 beckeepers in Buncombe County,
that’s a lot of motivated people. If we
could mobilize even a fraction of
those, we’d have all the volunteer
manpower necessary.”

To begin with CHBR would select a
question to investigate, In Carl’s
words, the question chosen “should be
something basic, but novel. It should
be something important and relevant
to beekeepers.” Then in consultation
with their network of preeminent bee

researchers, the CHBR would design
an experimental model that could be
easily replicated and implemented by
volunteers. Volunteers would be
trained to appropriately manage exper-
imental hives at sites scattered
throughout the area, and to record
detailed data. This all would require
grant funding to supply the equipment
and materials (queens, combs, and
hives) as well as to hire a Project Co-
ordinator to train volunteers and over-
sce the research.

Though the Center for Honeybee Re-
search has made great strides already,
the Center continues to face many
challenges to establishing a research
collaborative. Among these challenges
are finding enough approprdate bee
stock and chemical-free comb for
large-scale trials, securing funding, and
coordinating and training a volunteer
labor force. However, Carl and the
CHBR’s board are carefully laying a
solid foundation to for a successful
endeavor. Catl says

Right now we are a local network, but that
is not onr final goal. We bape to expand to
the region and then nationally. We bave a
big vision, but we're taking small steps,
trying to put the building blocks in place.
We want to build credibility and grow
carefully, ta make something that will last.

For mote information, visit

www.CHER.org B
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SOUTHWESTERN COLORADO GROWERS

An Expansive & Dynamic Local Farmers Network

Networks are not static. They con-
tinue to evolve and change overtime,
sometimes in unexpected ways. That
is the case with the network of local
farmers in Southwestern Colorado.
We got a chance to hear about it from
Mary Vozar, who has lived and grown
vegetables in Montezuma County for
25 years. She is currently farming 2
acres of vegetables on Confluence
Farm along with her pattner, Paul
Bohman. Their local network has
taken many forms over the years, and

continues to grow and change.

ary Vozar and F
Confluence Farm.
Establishing Relationships

The initial impetus for a local network
came from a local organic gardener
named Nancy McGill who founded an
Organic Growers Club in 2005-2006.
To begin with, Nancy organized meet-
ings and potlucks once a month in the
winter, The gatherings attracted many
gardeners, hobbyists, and fartners. At
first the group was very loose and
informal. Mary says it was not “the

kind that kept minutes or
had officers. None of us
were interested in that.” :
However, there were clearly
big benefits early on. Ac-
cording to Mary, “The
meetings helped with net-
working between growers,
and it helped CNG farmers
connect with each other.

and knowledge shating -
that’s how I found out
about CNG and how 1
found Fedco- and a real

sense of community.”

From the connections formed during
these gatherings, farmers began to
collaborate in new ways. They organ-

| ized bulk orders of supplies together

and rotated pick-up responsibilities,
saving each farmer time and money.

il Farmers also began to host tours in
ll the spring and summer. Mary felt that

the tours were important
“opportunities to see what people
were doing, how they were doing it,
and really get into the nitty-gritty of
it.” Later on the group began collect-
ing membership dues to provide a
modest honoratium (usually in the
form of a gift card to the local nursery
or garden center) for guest speakers to
give presentations on topics such as
compaosting, cover crops, herbs, or
trees best-suited to their climate
southwestern climate.

As the group became more organized,
they took on bigger projects. For
three years they published a Local
Foods Directory, and offered it for
free at several locations around town.
The hope was that the tourism board
or anothet organization would take
over the project, but this didn’t hap-

Cortez Farmers Market.

pen. Though they were able to secure
funds from the county tourism board
for the printing, the actual develop-
ment of the guide itself fell to the
members of the group. Because of the
tremendous time investment this re-
quired, they decided not to continue
the guide.

Though their accomplishments were
many, being all volunteer put a large
burden on a few people. Nancy
sought to encourage others to take
active roles, however, when she
moved away after a few years later, no
one had the time or inclination to take
her place as the central organizer, and
the groups stopped meeting regularly.

Re-Focusing & Looking Ahead
After the Organic Growers Group
stopped mecting the group split
roughly between gardeners and farm-
ers. Many of the gardeners went on to
the Mesa Verde Gardeners Group,
which up until then had mostly fo-
cused on flowers but has now ex-
panded to reflect the interests of its
new members.

As for the farmers, based on the rela-
tionships they had formed within the




group, some farmers began to pool
their products to supply restaurant
accounts. One of the members of the
former Organic Growers Group, Lau-
tie Hall, operates a well-known bistro,
“The Farm” with her husband, Rusty.
Much of the produce they setve comes
from their own farm, Seven Meadows
Farm. With her restaurant and farming
cxperence, Lauric was in the perfect
position to bridge the gap between
restaurants and local producers. She
was marketing salad greens from
Seven Meadows Farm to other restau-
rants and began organizing a handful
of other growers to pool their prod-

easier for the farmers too; they can be
part of a group offering a preater vol-
ume and variety, and they don’t have
ta worty about communication or de-
liveries.

Three of the farmers also became
founding members of a new initiative
in the region, the Ag Roundtable,
which started in the winter of 2011,
The Dolores Conservation District
initiated the first few meetings of the
Ag Roundtable by gathering stake-
holders and supplying a professional
facilitator to help the community
brainstorm what they need and want
for the region’s agricultural future.
Some of the ideas that were put for-
ll ward include sharing equipment,

| increasing mobile poultry processing
| capacity, and starting a farmers’ co-
operative. They chose to focus on
the farmers’ cooperative, and out-

il lined 2 preliminary vision that in-
cludes a year-round retail storefront,
shated storage and distribution fa-
cilities, a multi-producer CSA and
coordinating wholesale accounts.

The potential benefits of such a pro-
1 ject are similar to those of pooling

Al products to supply local restaurants,

1l but several times greater. The coop-

and volume for restaurants and gro-
| cery stores and a central pickup and
distribution center. The shared cold

Top: Rusty and Laurie Hall of Seven Meadows  storage space would also allow the
Farm. Bottom: Harvesting greenhouse lettuce  |arpe costs of infrastructure invest-

at Seven Meadows.

ucts to supply the restaurants as well.
Each week during the growing season,
the farmers email their crop availability
and price list to Laurie, who then con-
solidates the list for the restaurant buy-
ers. Once the orders have been placed,
Laurie also coordinates the pickups
and deliveries, fot which she charges
the farms a small fee for the gas and
her time. The arrangement simplifies
the process enormously for restaurants
who want local food, but not the
headache of dealing in small quantities
from multiple vendors. It makes it

ments to be shared among growers,
and help small growers reap the

benefits of economies of scale.

There ate several challenges though as
well, The upfront cost is the primary
one. Another is that the planning and
operation of a cooperative would re-
quire dedicated staff, rather than
farmer’s volunteering their time as
they can. More broadly, a cooperative
of this naturc would face the same
challenge that local food supplicrs face
across the country — how to ensure
consistent year round quality and avail-
ability for buyers.

As a first step, the group is conducting
a farmer’s cooperative feasibility study
with funds provided by matching
grants from one local/state organiza-
ton called LiveWell Montezuma, and
the Rocky Mountain Farmers Union
that has a regional reach. The funding
is primarily to hirc a part-time Coordi-
nator, Mary feels it’s an enormous
benefit to have someone conducting
the study that is not a farmer herself
and is paid for her time, and so can
dedicate the time to the project that it
deserves.

There is also a beginning Farm-to-
School program in the region, in
which LiveWell Montezuma is also
very involved (see article in the Cortez
Tournal). At least 10 local farms have
sold iterns such as lettuce, tomatoes,
melons, and ground beef to the school
district. As part of the program,
they’ve made posters with photos and
descriptions of each farm that supplies
the school to give the farmers a face
and a story. There are still many issues
to resolve, particularly the price that
schools are able to pay for food as
their budgets are squeezed as well as
the capacity of school kitchens to pre-
pare fresh produce. While the program
is just in its beginning stages and many
challenges remain, they are laying the
foundation for what will hopefully be
a lasting relationship between school
food programs and local producers.

The farmers network in Southwestern
Colorado has grown and changed over
the years, starting with social potluck
gatherings and discussion groups; ex-
panding to farm tours, bulk ordets,
and a local food guide; pooling prod-
ucts from multiple producers; and
now exploring the possibility of form-
ing a farmer cooperative. It scems it
will grow and change much mote in
the years to come! B




This bookmark was printed professionally on 8” x 2” glossy card. It was distributed at
events, and was sent to many of our CNG farmers along with new member welcome
packets and marketing material orders. It is intended to encourage farmers to become in
involved in their local networks and to provide access to the resource materials developed
under this grant.

./ Local networks help farms succeed
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) Contact Certified Naturally Grown to connect to a local network near you.

community.naturallygrown.org or 845-687-2058

Local Farmers Network \|6-kal fir-mars net- wark\ n. A group of
farmers linked together to exchange information, collaborate,
make joint purchases, and create a sense of community.

Save money.
Have fun.

Farm better.
community.naturallygrown.org or 845-687-2058

Farmers Network Bookmark (back)



CNG Network Organizer Bios

URL: http://www.naturallygrown.org/about-cng/organizers-hios
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CNG Network Organizers - Short Bios

Ir 2212, CNE received 3 grant from the Farmem Markst Promotion Program to hirg organizers in Georgiz 2ns Tannazsee 5o they ozuld

| Zevalop and stréngthen fsrmers netwarks in their commurnities. Through their sxeerignces, CNG hopss to lzarm zbout what it takss 12
Zevelop 5 sucoeas’yl netwark 3n2 spresd that knowlegs to farmers sseking to bulld their own loos! farmans network, VWe're proud of the

| smszing folks we found to work witk us! i

Tennessee Growers Consortium
David Schimp

David is a shiroprestis shysisien with an intarsat In the tharspautic and nutritional valus of whole
fovde. In 2005, David moved his family fram 3 comar iot In the 2ity t5 3 quaint f2rming

working togathsr in the =oil. Tedsy, Cavid and his & chiliren operate an organic CEA calis
Neourizhing Harvaat Farm. The family’s bold move from “gresn” ity slickers to sustzinzable
fzrmars wes 3ssizted by many king hesrts thet hed welked the path befors them, Todzy, from
hiz off-tha-zris solar farm, uzing ranmyable srergy souroes harvestsd by the Isbor of Riz family's
rEngs, Csvis hes becoms fzciiitzter of 2 aroup salled the Ternessse Growers Consortium, Trs
Consortivmn is sbout "giving Bsok™ and helping others “lezrn the ropes”. Qur mission, purpiss snd
gosl iz to 2nsourags and kelp one ansther 35 wa walk the psth of sustsinzbiliny by joining togethar in wantures, sharing rescurces snd
frasiy 2xshanging information and idsss. Ss= what's nepoaning on the Tenrezzzs Crowers Corsartiver Facsbook pags.

Georgiz Meuntzing Fzrmers HMetwork
Justin Ellis

Justin is 3 small 2sle grower for Soaus Lover Garderel, the szemarsgsr oF the Northesst
Georgis Looslly Growr orlirg fsrrers markst, 3nZ most resantly = Farmer Netwark Organizar for
Certifies Naturaly Grown. Has sl30 rsd the ooz forturs to kaip orezte Clarkesvils's Grasr
Way Commurity Gerden, serve on the Cannary Design Committes and sstablish velye added
prosessing 2= 2 ey uEs sllvwss st the fasility, viait over £0 farms during 3 4-manth, 5,000 mils
bizyslz fzrm tour of the U.S., and when he's ot too Busy, P& is tnying to gat Riz graduste dagras
fram the Uriversity of Geongiz rezsarching the role of innovations in the devaiopment o local
f023 systams.

Razd mors sbout the Besriz Mountzine Farmars Matyorc mrd chacik out the SKEN blog.




CNG Network Organizer Bios cntd...

Athens Arez Farmers Metwerk
Kztz lundzn-Dixen

Kats im 2 native of Savenreh, Georgis where she grew up esting fresh sesfood #nd pEddling the
Eufrounging ooeEn WElErvEYE. A trEnspisnt in Athens, Georgis since 2004 she has obtzinsd both
rer 2zchelor snc Master cegress st 1re Uriversity of Georgls fosusing on regionsl food systams
snd sustzinsble sgrctiturs. She currently works with F.LA.C.E. (Fromoting Logs! Agriculturs ard
Culturs! Experigross) 55 the Frogram Dirgctor whers shs SoorSinStas VErious programe that
ingresse sooess of loozl, zustainsilz food to 2l populstioee in Athers, Ene 3lso works 2L Tre
Uriversity of Gaorglz 22 the SARE [Sustzirzilz Azrizulturs Ressarsh 2rs Szusstion) Frogram
Agziztznt whars =he 332ists sxtension sgents sra fermers ¢ Georgis who sre mvalves or
intsrestes in sustsinstblE sgriculturs. It her spere tims, she loves Lo cook lrgs mesls with frignds,
rock ofimb, ang go camping with her brindled pup, Rajs.

#30 mors shout the Athsrnz Arez Farmars Matioork

Georgia Growers [northcentral Georgiz)
lichelz Gilman

Vickels iz originglly from the Carslings snf moved o Cumming, Georgiz in 1255, Her
grofzssions| beskground 12 in marksting =02 ss2i22, but she beoams passionats zbout
fraeh loozl foog after her husbang wae invelved in 8 oyoling ingident and orgenic &nd raw
fazss playss = By part in ki recovery. Curently, Vishele soiits her time betwesn 2
farme = Cxrs Cresk Farm anc Moss Hill Ferm = whare her primsry rols (s harvest
coordingtor. Sha also menages volunteers snd farm craw, participstes in the full ranga of
figl work, 303 helps with outresch snd marketing, Mishelz iz 3120 3 syslist; when 2he
gets harrs from wark 3t the f3rm =h2 =pands Rer time training sither on the ropg or in the

gy, Misrslle s3ys When | startes valuntesring 3ns then became 2r employes 2t zustzinzble farme | reslzes the importerce of the
lasslly grown movement srd that | sould ke 2 vaoize, kelping to spress the word. Growing without 3l of the “sides” mattsrs, supporting
lzz2l busirssz=2s matters, 23ting the fresrast 3rg most rutritiolE To20 mEtters.

Chattancoga Sustainabis Farmers
Butsh Tolsy

Euio DRZEY TErming wWhlle warking § work £YEmE &t S2uES e Covk Sarm N SRSueie TevTeese He TR
TavEd MIE BTl 925090 Slour ey Fanm 19 Clvelang Tammsazze e sEgEimoanetEm
3BIK |77 DM02.Ze 28210 WRT Eellig #2336 &0 Imer B0010] WRREE0RE SN0 08I 8RR AR Mg =
Chmr 'Ateet) Farm 5o 2150 woned 31 Greaniie Groseny ONsRanog3, Tantastea InTneir prosuce
CRIRMTET, WIErE 78 SETIE 17 COTEST WA MATY OTTTR 8RS 00E! ETEG. WETNG B InTET sURn TR sl
TEIMETE 870 700 Wiys 0 NSfease T2 Arolutinand SONSUMXON OV 0031000, At nala pua e
CoEmanooaR EUSTRITENE Farmers 1120710 Sice U0 N8 NEE D8R CREDIING SEF Bawanhg W ErmEE @
T i Wiis 0 SUR0T TR 03E100d s20%0 Ty e TSR0 ANSE




David Weisberger, CNG’s Network Coordinator, speaks with Margaret Schlass of One Woman Farm at
the PASA Conference in February 2013:
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You Too

Can Organize a Farm Tour
in five short months

CNG presentation
By Justin Ellis
February 2013
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Background

Began collecting information for formation of a
farmers network in October 2011.

Held first meeting January 25, 2012

Format is > FARM TOUR > POTLUCK > MEETING

Conducted phone survey of what farmers wanted to
see a farmer’s network accomplish. Used feedback to
populate a list of priorities.

Possible Activities for a Growers Network
or what would you llke a Growers Network to occomplish? 11 priorities

Cooperativa Marketing afforts (8 VOTES)
Example- Develop systems for bulk deliveries to ATL area, restaurants, etc.
Coordinating Bulk Orders (7 VOTES)
To Increase avallabllity and reduce shipping on amendments, supplies, seeds,
potatoes, onions)
Share up-to-date Contact Lists (6 VOTES)
That Includes ather farmers, but also restaurants who buy local, local suppliers,
technical experts, etc.
Host Farm Tours (5 VOTES)
Specifically for GROWERS (focused on sharing Information)
Acquisition and Sharing of Equipment {5 VOTES)
Such as compost tea sprayers, bed shapers, others?
Obtalning or Producing Organic Feed (5 VOTES)
It Is difficult and costly to obtain organic feed easily.
Organization of Crop Mobs (4 VOTES)
Labor assistance. Bringing volunteers ta your farm to have them work on a
project or weed for an afternoon.
Create Forums for more frequent Farmer Communication (3 VOTES)
! Passibly launch a Yahoo Group or website so that we can post infermation for
each other to see.
Developing Marketing as a Group (2 VOTES)
Co-branding regional products like a logo, identity
Organizing specific and technical workshops (1 VOTE)
Bringing in experts from other areas
Hosting Public Events (THIS WASN'T AN OPTION AT TIME OF VOTING)
Increase customer base / awareness

6/26/13
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Growers Network PRIORITIES
or what would you like a Growers Network to accomplish?

#1 - Host Farm Tours st
We've hosted 4 grower tours/potiucks.
#2- Coordinating Bulk Orders The Top 5
One bulk order — February 2012
#3 - Create Forums for more frequent Farmer Communication
The webslte / blogsite has baen keyl There have been over two dozen posts
often copies of e-mails | send out, Announce tours, events, post information.

_____Facebook not useful for most farms, but great for interaction with the public

it4 - Hosting Public Events — The Georgla Mountains Farm Tour helped create a sense
of unity of purpose and pride in our region. Goal is to increase customer base /
awareness

Little or No Interest In wholesale markets. Focused on internet market
expansion Into Gainseville (nearest urban market)

Share up-to-date Contact Lists
5till haven’t done this yet

o Acquisition and Sharing of Equipment

Still haven't done this yet. Discussed potato harvester

= Ohtaining or Producing Organic Feed

Still haven’t done this yat. No progress.
Organization of Crop Mobs

Still haven’t done this yet. No progress
Developing Marketing as a Group

‘5till haven't done this yet. No progress
Organizing specific and technical workshops

Still haven't done this yet. Most Interested in Business trainings.

Rl Sty
» ke

4
g

How to get started

g

* Steal every idea you can
« Started with Dates / Times

« Start a list of every Farm
you'd like to participate

* Number of Farms
= What to Charge?

» How to know they've paid

6/26/13
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80% of the event is
planned during the
layout of the brochure

Did all layout myself -
using Adobe InDe‘sign

Brochure, Poster, other
promotion pieces took
me close to 40 hours

Paid $150 for truck
farmer artwork
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FOCUS ON BROCHURE

Had farmers submit their
own descriptions,
directions, products, and

Edited to fit (might -
should give them a wnrd
count Ilrnlt)

Farms only did Satuf“dav
or Sunday alllowing them
to visit each others
farr_ns.

Had ‘problems with
accurata directirms.
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Georgia Mountains Farm Tour.
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HOW TOUR WORKS

530 per vehicle—get a
brochure and a sticker.

EAT ”“iﬂ BUY
WELL “§ LOCAL

p |
« Sold 15 of 50 passes in
advance through a web

payment system. (mailed
brochures)

* Partners are key for
advance sales. Farmers
markets, restaurants,
creamery distributed and
collected money.

Georgia Mountains. Farm Tour
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HOW TOUR WORKS

* Used 3 red balloons (w/
out helium) to hang at
farm entrance (need
signs).

* Tour Hours were ‘i-Gpm'-
(due to markets on Sat.)
* Encouraged tdibrlng |
coolers.

. MEaI-Stnps Each Day by
local chefs.

“+ No pets, no smoking, no
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Gaema Mquntama Farm Taur

* Qur tour had 18 farms

* Completed Map Last

Segmented Tour into

L]
southerly farms on
Saturday and northerly
el A farms on Sunday.
et - M
RLC Rt “"1\/7 ol S Each farm was require
Farm Locator & friassimm A==y == to have 3 Wlunteem_
| Saturday hine 3o R w G One person to help direct
N . P e a4 bbb cars and receive guests,
T another to welcome
| & nacsdetes Vasey Firm I Baries Maurifan farm
Hrutiyrade July 15t [ r———
¢ Sundey e AR them at a staging area
s i e < e e Bk . and one to give the tour.
R R = oty e e
j Gl of v "t rrrr Grorgis Mauntains Farm Tt
j';,..m.......-.-.. il - o
r
Georgia Mountains Farm Tour
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+ We had no liability
coverage. Each farm
_understood that they
were taking a risk.

= Did require a liability
waiver be signed at each
farm location (not sure
how well enforced that
was at each location)
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PROMOTIONS

Website with brochure PDF, photo slideshow,
press release and where to purchase.

HEXT GEF, TOUETHER

Kitsl Gel.Tegamner - O RaN twd
KETWORK mastgs wil bw o Tueadiy,
Fetrbary 100 #1 Ledybug Farms n
Rabyn County and Tusicy Marh 281
81 Loan Lakn Farme alsa in Rasun
County, Sew ha wriris Hif Seladh.

RTWERK CALTHIL

B —— T

l );.:._..* Liay/
gy
0 gl \

PROMOTIONS

'+ Sent Press Releases to close to 20 newspapers,
~ magazines and radlo outlets within a 10
county area. . =5

* Posted on Genrgla Tourism wehsite, and any
pi other onhne calendar | cnuld find.

. Sent to every e-mail list | knew exlsted .
Probably 10 or more. Also Facebook cross

~ postings with Chamber of Commerce, cttv‘s,.

etc. tiltEny ‘

* Printed 100 posters and put them everywhere
~ —asfar south as Gainsevllle 1
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PROMOTIONS

+* Press could come for free

= Had four articles — one front page, and one

front of Lifestyle section

Farm Imlrhlp,hllp,hb local agri-, .tqu.iullluru

Forniey by 1, PTLE

RESULTS

Sold 50 passes
Attendance was about 150

Gross income was 81,415
Expenses were S 780
TOTAL INCOME S 633

. Principal expenses were:
Artwork - 5150
Printing costs- 350
Bumper stickers- 5100

EarWedl

noRiugas Q.Eeﬁem

MAIOR POTENTIAL TO BODST
INCOME THROUGH
SF'DNSDHSHWS
Ceorgia Mmmalna ﬁl‘m TN-IT

O et
GIFT EER“FIGATE

b s 2d st | P Mharhts brve e e

i aa

i i s o e b o o ot 4

e
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ST S U T S 04 e T i
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P T AT — 4
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4

Only 7 gift certificates redeemed
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FOLLOW UP SURVEY

2012 Georgia Mountains Farm Tour - SURVEY RESULTS (n=13)

e

2. How did_ |3. Do you have |4. What aspacts What aspects. |6. Plcasa shara 3 |7, Describs
you HEAR racommandatio |of this year's of this year's supgestions of your
about the neon ways to  |[FARM TOUR did |[FARM TOUR did |ways to Improve |experience
Taur {please |SPREAD THE you ENJOY THE  |you ENJOY THE  |the FARM TOUR  |with the Tour
ba ss apacific |WORD fer this |MOST LEAST? naxt year. in ane
as possible)? |avant in the ssntanca
futura?

Linda Johnson|Justin Ellis and [use the local (acpla visiling ware [the weather, Justin, [maybe & meetng of [vary fun and
Chulck internat site: real the length of |ean do talk to God  |the farmaers before  |informative
Mashbum Rabun Town Crier [the tour was good  [about that for next |the event raally

inat tao long yaar?? ;) concize dirsctions to
lzach farm from mors
than one direction
possibly mora itams
for sale at the
individual farm
Incations
Janl Kannady |you [ thought you did [I lovad maating all [tha weeding and L.make It 8 coupls of|Wa eauldn't
la great job the paopls, it was  |the heat waaks latar to make |balieve this
getting the word  |such a diverse sure wa all have many paopla
out group, I actually tomatoss and wauld walk
learned a lot melons Z.can we do |around the farm
myself, it earlier in the day. |in 102 degrees

8o It's cooler? 3. see [and how kind
2 they all were.

) SurveyMonkey

FOLLOW UP SURVEY

Suggestions
Schedule in Early June

Concise directions to each farm from
more than one direction

More items for sale at the Individual
farm locations. Many farms had little or
no products for sale

Involve some restaurants in
Clarkesville.

Many suggestions for earlier in the day
(but this Is difficult)

Meal stops before or after tour hours.

Positve Feedback

"One of the best weekends I've
had in a long time.”

“Wonderful and wholesome way
to spend a weekend with our
family!”

“Great experlence. Looking
forward to seeing it grow and
succeed in the future.”

“Informative, Inspirational and
Fun.”
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LESSONS LEARNED

TOUR sponsored volunteer at each farm
location (handle money, describe event,
provide continuity) with T-shirts?

Help farms that have never given a tour
before. Some struggled a bit.

1-6 is five hours. Five volunteers may be
better especially at busy farms so folks

aren’t worn out.

Farms could have sold more onsite.

6/26/13

10



Multi-Farm Collaborations:
Challenges and Rewards

Presented by Lori 5ands, Silver Wheel Farm, PA

Rl

—-dw.‘-;_:‘ B L e A e S T T

Hi, my name is Lori!

Silver Wheel Farm, LLC
www.silverwheelfarm.net

AP S

o

A CNG farm in Western PA

e S R et R e e e
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Overview
Multi-Farm Collaborations: Challenges and Rewards

* There are many ways — big and small — farmers can work
together to benefit themselves and their communities

= One example: NWPA Growers Cooperative

» Includes several collaborative projects, brief overview

* Your questions and discussion tlﬁroughbu,t,

A multi-farm CSA

16 small, family farms
4 counties

CNG/natural/organic only

WWW.NWpagrowers.com

Produce, berries, mem ‘eBES, cheeses, mllk. grains, natural hodycare,
honey, maple syrup, artisan breads

J' :‘rmw-w
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= April 2007

" Initiated with help of grant and consultant
= 2009

~ ‘Initiated multi-farm CSA and webstare

= Sales to restaurants and schools

" Sold cooperatively at farmers’ market

B Lo e e i

( ._1ilc.|i-:'w,‘.‘:_1,|.\h‘5:_. ..‘-' i . e

Why have a Growers Cooperative?

Cooperating can reduce:
= LABOR
™ Less packaging for bulk sales
*+ TIME
~ Less time spent on the road
EXPENSES

~

Less gas, packaging, storage
*  ACCOUNTING
~ One invoice to the co-op replaces multiple smaller sales/invoices

e .  Tha S e s il e

' 5 i |
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Why have a Growers Cooperative?

Cooperating can increase:
= PURCHASING POWER
* Group orders for seeds, potting soil, fertilizers, livestock feed

« PRODUCT AVAILABILITY

" Easier for co-ops/groups to access products from specialty growers i.e.
winter produce, farm-raised trout, local grains

<« PRODUCT VARIETY
“ More growers means more product & more categories of product

e s I v T R~ DS e S 2
. ‘

N O HEHAER D DO IOTTE S -

First Steps

* Find farmers who share similar markets - could be the growers you
already know from farmers’ markets

* Find farmers who share similar outlook or growing practices.

« Scout out members of national or regional ag groups i.e. CNG,
NOFA, Farm Bureau

* Geographic proximity - scout out growers in your area and ask at
the stores where you sell

* Plan an Initial Meeting...

R Lam urt : S P i i Ry R - - _ RS Eee EE

i Ikm‘*‘!liml st S n R GO ETITRE : " -
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Be Sure to Discuss Goals

= Discuss, define and write a clear purpose

= Are you all on the same page?

*  Will we grow? How much?

= Cap membership? Accept new growers?

= What types of products or services to include
= Think ‘long range”

S | . —— s ey TR TTEN By

OO = o g

Structure: Formal or Informal?

= Informal
share transportation
share the responsibility
* Formal (Agricultural Cooperative Status)
“  alegal business/tax entity which requires:
Organizational Agreement
Articles of Incorporation
Bylaws

Marketing Agreement
“ EIN

= D T e s s el St
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Put it in Writing

To fulfill your purpose and goals you must have written plans for:

* Marketing

e Transportation
¢ Recordkeeping
» Payment

e Keepingit ‘legal’
e Site usage

IR Rl :
i) " -le-m-.-_n-'—-—_- 11“ - e m
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Whao will run the show?

Models include:

= Executive Board & Manager.

»  Rotation of Leadership among members

*  Qutside consultant hired by group or grant foundation
*=  Nobody - The group makes decisions by consensus.
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Board and Manager Model

Manager is paid a percentage to:

run the webstore

process CSA sign ups and payments
communicate with consumers
aggregate CSA and webstore product

collect grower Invoices and give them to
Treasurer

call restaurants, communicate with chefs

respond to inquiries from new growers,
consumers, buyers
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The Board Model
= The official voting body of the co-op.
* Includes: President , VP, Treasurer, Secretary At Large

= Growers vote on major decisions and expenditures:
= annual budget, new members, new procedures, changes to Bylaws.

Compensation and PUR
EITHER members are appointed to ‘run’ specific markets
OR
Manager is hired to run all markets
a PUR (per unit retained) of each sale is retained by the co-op
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Who Will Transport?

* paya grower or member to transport product

= rent a vehicle daily/weekly/monthly

* buy a co-op vehicle (where will you put it, who pays insurance, gas, etc?)
+ paya driver to make deliveries

—

Who Keeps Track of Financials?

= Hire an accountant or bookkeeper
* A member serves as “Treasurer”

* A member is paid a percentage to create monthly/annual
reports

It is critical to set up:
~ Spreadsheets
~ Flow Chart of responsibilities
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Insurance

* Insurance is required for all cooperative marketing

» Institutional accounts, schools and farmers markets require
liability of 2 million per incident

= Before making the first sale it is advised that the co-op
review and verify all insurance and legal requirements with
a professional (attorney and/or consultant)
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NWPAGC: How We Do It

= Growers offer C5A/webstore praducts weekly

= Thurs deadline (by phone or email to Manager)

=  Webstore open Fri- Mon, consumers order via website
= (CSA and webstore products due at aggregation site Wednesday 1pm deadline
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Webstore is by Small Farm Central, password protected...
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Potential Problems

* Storage

« Who grows what?

« Growers have too much
« Growing too big, too fast
* New Growers

* Transportation
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Keep a Calender!

< As you progress from your first steps, keep good records of
when things happen and create an annual calendar so
everyone knows:

Meeting dates

“ Due dates

~ Recurring bills

~ CSA start and end dates
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And Keep it Real!

= Behavioral Guidelines
* Pricing Policies

= Transparency

= TRUST in the system
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Remember the Big Picture...

= ..when you are mired in the Multiple Molehills!
not the co-op.
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* The cooperative exists to generate income that goes to the farmers,

* The co-op also plays a role in infrastructure, education, regional

DO:

+ Create transparent communication procedures with
consequences for disturbing the peace

= Work with community groups to increase visibility
* Work with other cooperatives

= Get input from all members

* Provide new members with written guidelines
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DON'T:

* Place too much responsibility on one person or the same
small group.

= Allow one person’s beliefs or opinions to influence decisions.
« Become closed to new ideas or opportunities.

= Become dependent upon the services provided by start-up
grant money.
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Finally...

Cooperating in business, much like marriage, is hard work that
requires excellent communication skills, willingness to share
money, goods and ideas, and tolerance for the ‘other’ in general
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The benefits are well worth the time and energy spent because:

Everyone Wins!
The grower wins
The consumer wins

The local economy wins

The cummunify wins
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Liability Insurance for Farmers Cooperatives

Beginnings...
= Chattanooga Sustainable Farmers began in 2010 with a
generous grant from Gaining Ground in Chattanooga TN.

* Our goal to put more local food on the plates of those in
the Chattanooga Area.

» First project was to open Whole Foods Market to farmers.

P B o b | ; bt .
= R T R . SRRl o s Sl

WebinariSeries ;l‘tfz:-f-jji_l,%.:_:e:;-:-_‘._,. 5




Chattanooga Sustainable Farmers

- A group of 30 farms working together to create new opportunities for
farmers to grow and sell more produce in the Chattanooga Area

* Monthly Educational
opportunities

* Relationships with local retailers
and restaurants

* Networking opportunities

* Monthly Newsletter

¢ Membership dues
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Our Future Plans
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Do | Need Liability Insurance?
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Yes! If you want to sell to....

sGrocery
*Restaurant
s|nstitution

What Level of Coverage Do | Need?

* Different products require different levels of coverage

« For most produce a $1 Million policy is all that is needed.
Examples — head lettuce, squash, tomatoes, etc

* For “ready to eat” products a $5 Million policy is required.
Examples — cut spinach, salad mix, cut broccoli, sprouts,
microgreens, etc.
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What is
Covered?

=

= Your farm is covered at Iocaﬂons where the relationship is
set up with the group

= Anything sold through the group
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What is NOT
Covered?

* On farm sales

* Most farmers markets

* U-Pick

* Any sale where the group is not included
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Whole Foods

» Setting up the account takes a little over a month.

* Once in the system you can sell at any Whole Foods

= Farmer sells the produce and delivers to Whole Foods
* Group Invoicing

* The group is paid and reimburses the farmer

* Certified Naturally Grown products are treated as

“conventional”
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Invoicing

= Each farm receives a bank of invoice numbers to be used for
each order delivered to Whaole Foods
= A generic invoice is used with the group information on it
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CSF Policy with Cotton States
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= 51 Million policy

= Includes a rider for health benefits

* The policy disperses up to 55,000 per person for medical
bills to anyone effected by the produce, This is before the

policy is touched.
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Things to Consider

* The fall and winter time is a good time to start talking about
establishing a coop.

* You will need to have one point person to set up the
relationships with retailers/institutions

* Agood idea to have a tour of the facility with the farmers.
This enables farmers to meet the receiving person and
clearly understand what they are to do on delivery day.
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Thank You!

butch@chattanoogasustainablefarmers.org

www.chattanoogasustainablefarmersiorg
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