
Situation 
Redesigning the way food 

is grown, stored, packaged, 
and transported is critical to 
addressing our current pre-
dominant food systems’ con-
tribution to climate change, 
global financial instability, 
social injustice, high demand 
on fossil fuel inputs, and pol-
lution of land, water, and air. 

The current food system’s 
way of doing business yields 
the following unsustainable 
equation in which, on aver-
age, 10 calories of energy are 
used to produce 1 calorie 
worth of nutritional value. 
Comparing the energy input to 
the energy or nutritional bene-
fit leaves little doubt that the 
predominant food system is 
not sustainable. Our food 
production and distribution 
systems cannot continue this 
way indefinitely. Instead, new 

food production and 
distribution models must 
lead the way to a new 
and more sustainable 
food system. 

Specifically, the distri-
bution of food must be-
come more locally fo-
cused, replacing old 
models that rely heavily 
on the movement of 
food over long dis-
tances, requiring more 
packaging and refrigera-
tion, and creating a tre-
mendous dependence 
on fossil fuel inputs. 
Where food is available 
from local sources, new 
systems must emerge to 
simplify and make direct 
the connection between 
local eaters and local 
farmers. 
Objectives 
1. Promote stewardship of 

natural resources by 
directly supporting small, 
local, and sustainable 
family farms 

2. Promote and improve the 
economic viability for our 
member producers 

3. Support a direct connec-
tion between customer 
and farmer, which in-
creases the  investment 
on both sides to support 
quality products and 
sustainable practices 

4. Encourage product/crop 
diversification by increas-
ing direct market oppor-
tunities for farmers to 
provide new products to 
educated customers 

5. Improve our understand-
ing of the economic, 
social, and environ-

mental implications of 
adopting sustainable 
practices by demonstrat-
ing the economic and 
environmental benefit of 
purchasing from local 
farms 

Actions 
Our model, Farm to Fork, 

delivers locally and sustaina-
bly produced products and 
provides education to local 
institutions, while creating 
direct market opportunities 
between local and sustain-
able food producers and 
neighboring institutions. To 
accomplish this, we have 
worked on the following: 
1. Research distribution 

systems: Marin Farmers 
Markets (which merged 
with non-profit 501 (c) 3 
Agricultural Institute of 
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Professional + Producer 
Grant 

 

Title: Farm Direct Distribution 
 

Project Number: FW07-303 
 

Principal Investigator:  
Brigitte Moran 
76 San Pablo Avenue 
San Rafael, CA 94903 
(415) 472-6100 
brigitte@agriculturalinstitute.org 
 

Producer Advisor: 
Jim Eldon, Fiddlers Green 
Farm, 18265 Country Road 
70, Brooks, CA 95606 
(530) 796-2184 
jimreldon@frontier.com 
 

Cooperators: 
Andrew Brait, Full Belly Farm, 
Yolo County 
Dennis Dierks, Paradise Val-
ley Produce, Marin County 
Ellen Rilla, UC Davis Coop-
erative Extension, Marin 
County 
 

Amount Funded: $25,444 

Xiong Farms selling at the Marin 
Farmers Market. 

 

Western SARE  

Phil Rasmussen, Coordinator 
Utah State University 

Agricultural Sciences Building 
Room 115 

4865 Old Main Hill 
Logan, Utah  84322-4865 

phone: (435) 797-2257 
fax: (435) 797-3344 

 

Professional Development  

Program 
 

Jim Freeburn 
Coordinator 

2753 State Hwy 157 
Lingle, Wyoming  82223 
phone: (307) 837-2674 

fax: (307) 837-2963 
 

Find Western SARE online at: 
www.westernsare.org 

▪▪▪ 
Western SARE Grant  

Categories 

• Research & Education 
• Professional Development 
• Farmer/Rancher 
• Professional + Producer 
• Graduate Student 

▪▪▪ 
Western SARE is supported by the 
National Institute for Food and 
Agriculture and the U.S. Department 
of Agriculture. The Western Region 
SARE program is hosted at Utah 
State University, and the Western 
Region SARE PDP program is 
hosted by the University of Wyo-
ming. 



phase of Farm to Fork, 
about $100,000 of lo-
cally grown and produced 
foods were purchased by 
and delivered one day a 
week to local institutions. 

In 2008, revenues 
doubled to about 
$200,000 and the pro-
gram instituted a small 
markup to help recover 
program costs. 

In 2009, the program con-
tinued with moderately in-
creased revenue and with 
reported producer satisfaction 
even higher. 

In 2010, AIM began de-
tailed discussions with Verita-
ble Vegetable, an established 
organic produce distributor, 
who we began to partner with 
starting in spring 2010 to 
shift the logistical functions of 
the program to them, while 
maintaining the role of educa-
tor, customer development, 
and farm to fork advocate. 

During early development, 
the program remained small 
and manageable, growing in 
manageable increments. De-
spite the declining economy, 
sales grew steadily and the 
program maintained a posi-
tive and growing contribution 
to both customers and farm-
ers. Ultimately, AIM under-
stood that the growth neces-
sary to be financially sound in 
the long run was more than 
we were prepared to take on 
alone. Forging a partnership 
with an established distribu-

Marin in 2010) con-
ducted research on dis-
tributors Veritable Vege-
table, Marin Produce, 
and North Bay Produce, 
and did a general survey 
of other area distributors 
including US Foods and 
Sysco. 

2. Develop easy-to-use or-
dering and delivery sys-
tems: Marin Farmers 
Markets developed a 
simple system using 
Excel, Word, and Quick-
Books to process product 
availability and delivery. 
A consultant team then 
worked on developing a 
database order process-
ing system that is more 
integrated, automated, 
streamlined, and user-
friendly.  Use of efficient 
technology is key. 

3. Train producers: Partici-
pating producers re-
ceived individual mini-
trainings on how to par-
ticipate and improve 
packaging and labeling 
to match program quality 
and standards. 

4. Conduct educational 
outreach to producers 
and customers: Marin 
Farmers Markets devel-
oped and used hand-
outs, brochures, fliers, 
emails, presentations, 
and marketing tools to 
reach out to and provide 
information for producers 
and customers. 

Results 
For four years, Farm to 

Fork’s activities resulted in 
farm fresh products being 
purchased directly from farm-
ers markets by local hospi-
tals, schools, and restaurants. 
The program simultaneously 
created a new opportunity for 
small, sustainable farmers to 
add boxes of product to their 
farmers’ market-bound truck, 
which were then loaded onto 
a single truck delivering di-
rectly to local businesses and 
institutional customers. 

In 2007, during the initial 
startup and development 

tor with many shared values 
became the desirable next 
step in the program’s evolu-
tion. 
Potential Benefits 

This program focused on 
producer education and train-
ing; creating new marketing 
opportunities and changing 
the food purchasing practices 
of local schools, businesses 
and institutions; sharing find-
ings with other communities; 
and helping create a new 
local food sourcing paradigm, 
all guided by practical experi-
ence and effective systems. 
At only two days a week, the 
program demonstrated prom-
ise as an additional revenue 
stream for small to mid-size 
local producers. 

Farm to Fork brought addi-
tional income – about $4,500 
per producer a year for 70 
producers – during the time 
they participated. Local cus-
tomers are learning more 
about local food production, 
which generates long-term 
loyalties to purchasing from 
these local producers. 
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The goal of Western 
SARE is to foster sus-
tainability through 
grants that enable cut-
ting-edge research and 
education to open win-
dows of sustainability 
across the West. 
 

SARE’s vision is an 
enduring American agri-
culture of the highest 
quality. This agriculture 
is profitable, protects the 
nation’s land and water 
and is a force for a re-
warding way of life for 
farmers and ranchers 
whose quality products 
and operations sustain 
their communities and 
society.  
 

SARE’s mission is 
to advance — to the 
whole of American agri-
culture — innovations 
that improve profitabil-
ity, stewardship and 
quality of life by invest-
ing in groundbreaking 
research and education. 
 

www.westernsare.org 

 

 

Marin Roots Farm selling at the Marin Farmers Market. 


