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INTRODUCTION:  The Big Picture 
 

NAVIGATING THE TRANSITION: FROM WEEDS TO FORESTS 
 
Our society is at a crossroads, a tipping point, what systems thinkers call a 
�“discontinuity.�” The next 10-15 years will look nothing like the last 50 years. This 
guidance document is about how we, in Addison County, might brightly navigate that 
10-15-year transition and quickly adapt our strategies and our behaviors in the direction 
of strengthening our communities, and growing our food security and the prosperity 
and sustainability of our farms. 
 
For the big picture, we need to take nature�’s perspective. If sustainability is where we 
want to go, nature is the only working model we have. As Wes Jackson notes, we need 
to go back to the fundamentals and study nature�’s economy, bring ecologists and 
agronomists together and reconnect our culture to soil and water. 
 
Janine Benyus, founder of the Biomimicry Institute (AskNature.org) (biomimicry is the 
practice of borrowing nature�’s design principles to create more sustainable products 
and processes), shines a light on the road ahead (The Sun, September 2009): 
 
�“Ecologists often speak of different stages of ecosystems. Say you take a field and plow 
it up completely. The first species that comes in �– called �“type one�” �– are weeds. Our 
economy is what you might call a �“weed field.�” These small annual plants put all their 
energy into seeds and very little energy into roots, because next year those seeds are 
going to blow away and seed another field. Type-one species are pioneers, and we 
humans have been a pioneer species, going from open field to open field instead of 
learning how to live in one place, recycle everything and develop symbiotic 
relationships. We just keep moving�… 
 
A type-three ecosystem is a mature forest that will last for hundreds of years, or until 
the next big fire. A forest�’s material resources are mostly limited to what�’s in the soil. 
The forest learns to adapt because it is not going anywhere; it doesn�’t race off to the 
next open field. Organisms in type-three ecosystems become very efficient. They make 
the most of limited resources and develop cooperative relationships. 
 
When we humans were a small population in a large world, it made sense for us to be a 
pioneering species and keep moving on to the next horn of plenty. There were always 
virgin environments to be had. Now things have changed.  We are a large population in 
a crowded world with limited resources. Our strategies have to shift. We have nowhere 
else to go.�” 
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Our food and farming strategies need to shift. Production agriculture, in general, and 
dairy, in particular, face a financial and structural crisis of diminishing returns. The 
economic assumptions that made possible the fantastic productivity of industrial 
farming, namely, minimal resource costs in the way of abundant land and water, 
leverage in the way of cheap credit, subsidies and energy, and inputs in the way of 
cheap fertilizers and pest control, are no longer sustainable.  
 
As a society, we are depleting and consuming our natural capital, polluting our 
groundwater, streams and lakes and mining our farm communities for the sake of short-
term advantage. Cheap food is NOT sustainable �– it is being borrowed from the future at 
a terrible cost to farmers, to nature, and most importantly, to our health. Sadly, these 
costs are invisible, avoided and passed on to our grandchildren to pay. 
 
John Jeavons estimates that using current farming practices, we have 40 to 80 years of 
arable soil left (Ode, March 2010). For every unit of food we consume, six times that 
amount of topsoil is lost �– that works out to 12,000 pounds of topsoil per person per 
year. We are literally consuming soil. On average, it takes about 500 years for nature to 
create an inch of topsoil. However, Jeavons�‘ carbon-intensive composting  systems allow 
him to grow food and increase topsoil at 60 times the rate of nature. 
 
The transition will be a period of returning back to the basics, to our communities, back 
to nature to experiment and design a new agricultural model that builds value for the 
long-term, for the health of the whole system �– this is the true sense of sustainability. A 
local, fair and sustainable agriculture will reward our farmers to regenerate our soils, to 
rotate crops, to be good stewards of our water and to care for our animals.  
 
Why should we do this? Because we care �– we live here. We love this beautiful valley 
nested between the lake and the mountains - it will feed and sustain us and our 
grandchildren if we take care of it. In a world that has lost its way, investing in our soils, 
in food security, in our communities, in our local economy in order to have fresh, 
healthy food is a win-win proposition. It�’s common sense. �“We have nowhere else to 
go.�” 
 
For the first time in 50 years, the number of farms is increasing. The tide is shifting as 
change wells up from the grassroots. People want more control over what they eat, they 
want to know WHO grew their food, and HOW they grew it and processed it. They want 
to support their local growers and keep their dollars in the community. We are 
witnessing the spring of a great agricultural renaissance. 
 
Addison County is blessed with water and productive farmland, a rich agricultural 
heritage, and with people experienced in growing food. It is also gifted with Middlebury 
College and the Hannaford Career Center, with young, intelligent students and many 
entrepreneurs. The county is also endowed with great social, intellectual and financial 
capital. Our challenge is cultural �– can we overcome our Yankee independence and work 
together for the benefit of the whole? We have all the pieces - let�’s connect them and 
get to work! 
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HISTORY 

Background 
Addison County is the leading agricultural county in Vermont.  It accounts for 24% of all 
agricultural sales in the state. Agriculture, not including food processing, represented 
approximately 18% of Addison County�’s revenues or $161 million in 2007 (see statistics 
in Appendix C).  
 
The county is also the largest market in the state for direct sales of local foods with 12 
CSAs and 4 farmers markets. It serves four primary food sheds: Middlebury, Bristol, and 
Vergennes in Addison County and Brandon in Rutland County and a variety of food 
markets in Burlington and Rutland. Addison County is a hub for dairy and dairy 
processing, apples and apple processing, grains, meat production and processing, 
vegetable production as well as a producer of beer, wine, cheeses, bread, honey and 
maple syrup.  To its credit, the Champlain Valley was once known as �“the breadbasket of 
Vermont.�”    
 
ACORN and the Addison County Local Foods Collaborative 
 
In 2005, a non-profit, ACORN, (the Addison County Relocalization Network) was founded 
to respond to the anticipated impacts of peak oil on the local economy and community.  
The ACORN Network�’s mission is �“to revitalize our local economy to help our 
communities provide sustainable sources of food, water, energy, employment and other 
essential resources, and to promote conservation and a healthy environment.�”  
 
Since its inception, ACORN has primarily focused its efforts on developing local sources 
of food and energy. In 2006, Addison County celebrated its first annual Eat Local 
Challenge and hosted a variety of local food potlucks and festivals. In 2007, the ACORN 
Localvores started work on the online Addison County Farmers�’ Directory and 
developed an online Addison County Farmers�’ Market.  Book discussion groups, 
community forums and speakers were organized to educate citizens about the value of 
local foods and how to eat locally year-round.   
 
In 2008, the ACORN Localvores launched the Middlebury Winter Market, and the first 
annual Tour de Farms and Shoreham AppleFest. ACORN also co-sponsored the Addison 
County Conservation Congress in October 2008 which developed VISION 2020, a 
community vision for �“Food and Farming�” in the county in the year 2020.  
 
In March 2009, a major local food system summit was organized in Middlebury by the 
Middlebury Natural Foods Co-op, the Addison County Organic Growers and the ACORN 
Localvores . These series of meetings were attended by hundreds of Addison County 
stakeholders. ACORN was invited to join the VT Regional Food Centers Collaborative. 
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The ACORN Localvores and a group of area growers subsequently formed the Addison 
County Local Foods Collaborative (ACLFC). They met with the Addison County Economic 
Development Corporation to seek help in applying for a planning grant to develop the 
findings of the March summit.  In September, the ACLFC received a $4,000 grant from 
the Vermont Housing and Conservation Board Farm Viability Program to develop this 
strategic food plan for the county.   
 
In December, ACORN co-hosted the regional Farm-to-Plate meeting for Addison County, 
part of a statewide initiative to evaluate and identify opportunities and weaknesses for 
increasing the production and distribution of local foods.  
 
In March 2010, ACORN co-produced the first edition of the Addison County Guide to 
Local Foods and Farms with the Addison Independent and distributed over 10,000 copies 
throughout the county. In April, in collaboration with VT FEED (Food Education Every 
Day), ACORN sponsored Stone Soup, the first county Farm-to-School summit of school 
teachers and administrators, foodservice personnel and farmers. 

Mission 
The purpose of the Addison County Local Food Collaborative (ACLFC) is to network the 
key stakeholders in our local farm and food economy, to coordinate needs and to 
identify strategic gaps and opportunities. Our point-of-view is the whole food system 
which extends horizontally from the soil to plants to animals to humans to compost, and 
vertically from our farms and food processing plants to stores, restaurants and to 
markets near and far. The food system also includes our schools and senior centers, the 
college, hospital and the foodbank.  
 
We want to identify opportunities to optimize our ability to grow much more food in 
our region, to help our producers make a sustainable living from a truly sustainable 
agriculture, and to feed our community with fresh and healthy local foods. Our mission 
is to serve as a catalyst to help our community and our producers capitalize on these 
opportunities.   

Vision 
Our vision is to foster an integrated, thriving local food system that enhances the long-
term health of our soils and waters, the prosperity of our local economy, and the well- 
being of our whole community. 
 

METHODOLOGY 
ACLFC views the whole food system as a dynamic, living ecosystem, that is continuously 
cycling nutrients and energy from nature, through the various stages of the food system 
and back to the soil.  Farm-to-Plate created a good visualization of this concept as 
follows: 
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This plan has emerged from the seeds sown at the first local food summit held in March 
2009.  The research phase for the strategic plan began at the Farm-to-Plate meeting in 
December 2009 in Middlebury. ACORN helped to organize a focus group to bring 
together many of the foodservice managers from local institutions to better learn about 
their needs.   
 
Through the course of the winter and spring, ACORN conducted purchasing surveys with 
these institutions and grower surveys with 40 Addison County producers, processors 
and retailers.  The purchasing survey results can be found in the Appendix.    
 
The final phase of the planning process was to research new models - from wholesale 
market models such as Red Tomato, Deep Root, Two Rivers, and Windham Farm and 
Food �– to Farm to School programs, to alternative land tenure and financing models.  

GOALS 
1. To increase the share of local food expenditures by Addison County by 10%, from 

5% to 15% or from approximately $3.5 million to $11 million. 
2. To improve access and distribution of local foods to all residents through our 

county institutions, including the college, hospital, senior centers, schools and 
foodshelves. 

3. To increase and stabilize the profitability of Addison County farms with an 
emphasis on improving the viability of our mid-scale growers. 

4. To develop new export markets for Addison County growers and processors 
through market research of VT Seal of Quality grass-fed milk and beef. 

5. To transition Addison County farms to sustainable and regenerative agricultural 
practices using local and renewable inputs like composting and biofuels. 

6. To develop �“slow�” pools of community capital to finance projects of food system 
entrepreneurs to ramp up production and expand markets. 

7. To protect prime agricultural land in Addison County and improve access to land 
for the next generation of growers. 

CONNECTING THE FOUR PIECES OF THE PUZZLE 

Some key questions are: 

Who are our producers and what are their immediate needs? 

What markets offer the greatest opportunity to grow more food? 

How do we get more local foods into our schools and institutions, and to low income 
populations? 

How do we cultivate the next generation of eaters and growers? 

How do we mobilize local capital to build infrastructure for long term prosperity? 
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ACLFC needs to be at the intersection of these four elements 

 

 

 

Markets 

 

 
 

Capital 

 Growers 
Community  

ACLFC 
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A) GROWERS AND INFRASTRUCTURE: Four 
tiers/Needs/Opportunities/Resources 
 
1) Introduction: Growing a crop is getting riskier and more expensive. Our climate is 
getting warmer and wetter, more volatile and subject to more frequent extreme 
weather events and to invasive pests and diseases. Growers are responding by building 
hoophouses, installing drainage and irrigation as well as planting new varieties of crops 
and extending seasons.  
 
Our agriculture is currently powered by cheap fossil fuels such as diesel, synthetic 
fertilizers and pesticides. The combination of petroleum supply chain constraints, 
growing Asian demand, US dollar devaluation, carbon caps and possible carbon taxes 
argue strongly for higher energy costs and higher food prices in the years ahead. This 
will pose operational challenges to growers but also open doors to new opportunities. 

In order to significantly impact the volume of food grown in our region, we need to first 
understand what our soils have the capacity to grow.  So we began our survey with a 
quick study of county soils and the growers who work them.  

What we found is that our soils are by and large poorly drained clay soils that can be 
improved with drainage and soil-building.  These soils do not readily support extensive 
vegetable production.  However, we have several pockets of well-drained soils in 
Weybridge, New Haven, Monkton and North Ferrisburgh and a line of gravely loam that 
extends from Starksboro through Bristol down to East Middlebury. The remainder is 
Vergennes clay.  Clay soils are particularly well-suited to growing grasses. 

2) Four tiers: We identified four important tiers of growers in our local food ecosystem - 
each tier is critical to the health of the community�’s food system and �“feeds�” the tiers 
above it: 
 

a.    The grassroots and local communities �– the foundation of food security.       
 

Who: Households: gardening and animal husbandry, school gardens and 
kitchens, community gardens, church kitchens, hunting and fishing, fish 
ponds, medicinal plants and herbs 
 
What is happening:  1) growing food, fuel and fiber for household 
consumption, 2) neighborhood pods: barters and exchanges, 3) school 
gardens and hoophouses and 4) community gardens, gleaning farms and 
church kitchens- primarily summer/fall fresh production and some 
processing for winter storage.  
 
What infrastructure is needed:  Storage: Community coolers, root cellars, 
freezers, custom meat cutters. HOPE and Middlebury churches are looking 
for light food processing and storage capacity. 
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Opportunities: Launch a Lawn-to-Garden/Victory Gardens campaign 
(victory gardens in WWII supplied 40% of the nation�’s direct food needs).  
Expand the �“Grow an Extra Row�” program. School gardens. Incubator farms 
in Bristol, Middlebury and Vergennes. Start a seed-saving bank. 
 

          Resources: 1) Gleaning blog: http://www.acornvt.org/projects/gleaning 
         2) Gleaning contact: gleanaddison@gmail.com  

                      3) VT Community Garden Network: http://www.burlingtongardens.org/ 
 

b. Small-scale growers 
 
Who:  Small-scale farms, small-scale CSAs 
 
What is happening:  Growing food for sale direct to consumers through 
farmstands and farmers markets, or direct to stores and restaurants.  Direct 
marketing relationships and diversification are the keys to success. 
 
What infrastructure is needed:  A marketing model to overcome production 
and distribution inefficiencies. Many of these operations have their own 
small delivery vehicles, but multiple, small deliveries are an issue on the 
receiving end. Additional storage and processing capacity. 
 
Opportunities: Improve efficiency in distribution model by looking at a 
county multi-farm CSA to encourage increased specialization and volume.  
Growing grass-fed rabbits. 
 
Resources: 1) Fresh Connections: 
www.vitalcommunities.org/agriculture/connections.htm 
2) Intervale Food Hub: 
http://www.intervalefoodhub.com/ourmarkets/csa 
3) Local Harvest: 
http://www.sare.org/publications/csa.htm 
4) Penn�’s Corner Farm Alliance: 
www.pennscorner.com 
5) Pete�’s Greens: http://www.petesgreens.com/ 
6) Fresh Tracks Game and Poultry: http://www.vermontqualityrabbits.com/ 
7) VT New Farmer Network: 
http://www.uvm.edu/newfarmer/?Page=resourceguide.html 
 

c. Commercial mid-scale growers: 
 
Who: Commercial growers larger in size and scale specialized in specific crop 
production.  Examples include Misty Knoll with poultry, Maple Meadows with 
eggs, Monument Farms with milk, Ben Gleason with wheat and flour, Hank 
Bissell with carrots and potatoes, Eric Rozendaal with winter squash, Bill Suhr 
with apples, onions and tomatoes and Kimball Brook Farm which is 
developing a local, organic creamery. 
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What is happening:  These farms have developed on-farm capacity and       
infrastructure needed to specialize in growing, storing and processing specific 
crops or animals.  They must be adept at managing labor and technology and 
distributing to a wide variety of markets, including some wholesale accounts.  
These farms are vulnerable because specialization is risky, so they want to 
remain moderately diversified while still benefiting from specializing to gain 
operational efficiencies.   
 
What infrastructure is needed: These growers need new markets to grow 
and capital to invest in their operations to increase efficiencies and their 
scale. Many are value-adding to build margins and market leverage. As farms 
get larger, the need for importing fertility from local sources becomes more 
important.  County-wide composting systems become both a critical need 
and an opportunity. 
 
Opportunities: Direct delivery: Create relationship-driven market 
mechanisms through which specialty crop growers can sell more directly to 
institutions.  If these specialized farms can secure volume contracts and 
minimize distribution expenses, it can help keep these operations viable - 
otherwise they are not competitive.  How can we reach the lowest cost buyer 
and still be profitable?   
 
Another opportunity connected to the emergence of a wholesale market 
jump-started by institutional buying is the development of a local food 
processing industry that could supply Vermont markets. As grower volumes 
and efficiencies increase, opportunities for light processing, freezing and 
value-adding will present themselves.  
 
Finally, although volumes are small at this time, there is keen interest among 
bakeries around the state for Vermont-grown and milled grains and flours. 
These specialty crops, as well as barley and hops for Vermont breweries hold 
promise for successful grain growers. The Lakeview Organic Grain Co. in Penn 
Yan, NY might also serve as a cooperative grower model for developing the 
emerging market in regional organic feeds. 
 
Resources: 
1) Deep Root Organic Cooperative: http://www.deeprootorganic.com/ 
2) New North Florida Cooperative Association: 

www.farmtoschool.org/state-programs.php?action=detail&pid=32 
3) Lakeview Organic Grain: http://www.lakevieworganicgrain.com/ 
4) Northern Grain Growers Association: http://northerngraingrowers.org/ 
5) Adirondack Organic Grain: www.adkorganicgrains.com/wordpress/ 
6) Golden Crops: www.produitsdelaferme.com/goldencrops/indexa.html 
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d. Large-scale Growers: 

 
The challenge for large-scale Vermont growers is that they are surrounded by 
a region with producers with access to extensively developed acreage of flat 
and fertile lands well-suited to production agriculture. Growers in upstate 
New York are now consolidating after years of decline and those in southern 
Quebec are actively developing markets in Boston and New York after 10-15 
years of strategic public investment in farms and infrastructure. 
 
In the face of these realities, we believe that the future success of Vermont 
export agriculture is directly linked to its ability to differentiate itself as a 
niche producer of premium, high-quality food products grown to high-quality 
standards. 
 
Who: Addison County�’s comparative advantage in agriculture is rooted in our 
ability to grow great grass and apples. These large farms supply regional and 
national markets. Examples are dairy farms and processors, apple orchards 
some beef producers and an emerging mid-size meat processor, the Vermont 
Livestock Slaughter and Processing Company. 
 
Other emerging opportunities that should be mentioned are fiber and fuel 
crops. Fiber crops include wool, hemp and flax. Industrial hemp production 
has been demonstrated to be a viable feedstock for bio-plastics, textiles and 
upholstery. Fuel crops for on-farm use include various oilseed crops like 
sunflower and canola as well as grasses like switchgrass and canary grass for 
fuel pellets. 

 
What is happening: Margins are razor-thin and many farms have leveraged 
debt and operations to increase volume and to stay competitive.  
 
Infrastructure needs: A �“green�” Vermont Seal of Quality program that 
establishes meaningful and enforceable standards of sustainable production 
is a key need. Investment capital is also needed to develop the infrastructure 
to build up the slaughter and processing capacity for a grass-fed beef and 
pastured meat industry that could produce ground beef (85% carcass), prime 
cuts and smoked meats for the Boston and New York markets. 
 
Primary market opportunities: Vermont grass-fed milk, grass-fed beef and 
pastured meats and eggs. 
 
Resources:  
Carbon Farmers: http://www.carbonfarmersofamerica.com/ 
Highfields Center for Composting: http://www.highfieldscomposting.org 
Grass pellets: http://www.reap-canada.com/bio_and_climate_3_2.htm 
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B) MARKETS: Four tiers/Opportunities/Next steps/Resources 
Introduction: The USDA�’s Economic Research Service published the first authoritative 
overview of local food systems in May 2010 titled �“Local Food Systems: Concepts, 
impacts and issues.�” It provides an excellent analysis of the supply and demand-side 
barriers and opportunities for local foods. The link to the report is: 
http://www.ers.usda.gov/Publications/ERR97/ERR97.pdf 
 
According to US Census data, the amount spent on food in Addison County in 2008 was 
$73 million. The food market is organized into the four tiers: 

 
1. Grassroots and local community needs 

 
Opportunities: Gleaning provided 8,478 pounds of food to the HOPE  
foodbank last year. That number is expected to double in 2010. 
 
A  private/public community food storage network connecting Shoreham, 
Middlebury, Bristol and Vergennes would accelerate the growth of local 
foods distribution for both commercial and institutional customers. 
 
Growth of home-based agricultural and food enterprises. A community 
kitchen in the county. 

 
2. Direct Local Markets: These markets include CSAs, farmstands and farmers 

markets and a variety of local retailers and restaurants.  
 
The 12 CSAs, the 4 farmers markets, farmstands, local restaurants,  
Middlebury Natural Foods Coop (MNFC), Mountain Greens Market and 
Greg�’s Meat Market have historically been the key drivers of the local foods 
movement in the county. However, after years of fast growth, many of these 
channels are maturing. 
 
A) CSAs: This direct marketing model of local food production and sale is 
continually evolving as growers develop new capacity to supply a greater 
variety of their customers needs.  A growing trend is to offer one-stop, year-
round shopping, from meat to dairy to vegetables or to specialize in a 
product such as a bread CSA. Some CSAs are exploring supply relationships 
with other growers to complement their product lines.  

 
An emerging marketing opportunity might be the development of a county 
multi-farm CSA run by a market manager using the locallygrown.net (a site 
originally developed by ACORN but currently inactive) or Harvest to Market 
platforms. Such a market would permit growers to build on their 
strengths/soils and to grow their volume and deliveries. The logistics of 
distribution in a demographically dispersed county are challenging. However, 
distribution might be facilitated through a combination of farmers markets, 
CSAs and a variety of interested businesses. 
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Resources:  
Addison County Locally Grown: 
http://www.addisoncounty.locallygrown.net/market 
Harvest to Market: http://harvesttomarket.com/ 
CSA/CSK: http://www.capitalpress.com/AP-eating-off-the-grid 
 
 
B) Retailers: a) MNFC (Glenn Lower and Kira Winslow): The 3,000-member 
Co-op estimates that 25-30% of their sales are now local. The Co-op has been 
a locomotive in driving the local foods market and is beginning to hit some 
capacity limits. It has played a leadership role in educating the community 
about food choices and the board wants to step up their involvement as a 
community partner in developing the next stages of the local food economy. 

Importantly, MNFC is a founding member of the Neighboring Food Co-op 
Association (NFCA), a New England-based alliance of 15 food co-ops focused 
on fostering a thriving regional economy. (The 10 Vermont-based food co-
ops have now grown to become one of the top 25 employers in the state.) 
One of the NFCA�’s primary activities will be to better measure the local food 
economy and to optimize regional food sourcing through cooperative 
purchasing power and targeted investments in infrastructure. Erbin Crowell 
is the new Executive Director. 

b) Greg�’s Meat Market (Bart Litvik) is looking to expand their local offerings 
and to meet professional new growers, especially of fresh seasonal produce, 
beef and chicken able to make frequent deliveries. Bart notes that the 
quickest growing segments in grocery are prepared foods and frozen 
products 

c) Mountain Greens Market (Timmi Moffi): A key local foods retailer in the 
five-town foodshed but limited by capacity. 

d) City Market (Meg Klepack):  Meg is the local foods coordinator at City 
Market in Burlington and a member of the Local Sourcing Committee for 
NFCA. She has compiled a list of 50 products by department that they are 
looking to source locally, including dairy products like organic cottage cheese 
and sour cream to oats, barley and specialty flours to late-season greens, 
garlic, onions and squash to frozen fruits and vegetables.  

Meg is consulting with the Farm Viability Program, UVM Extension and the 
Women�’s Agricultural Network to collaborate with growers to develop 
business plans, to quantify volumes/pricing and to identify infrastructure and 
knowledge gaps. There is a real concern that growers might rush to make 
investments and then suffer the consequences of oversupply or lack of 
market. City Market is considering investing in a mobile meat processing unit 
and in cold/freezer storage. 
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e) Rutland Area Food Co-op (Cian Dalzell): Cian is looking for a wide range of 
local produce (carrots, beets, peas, cabbage, celeriac, berries, parsnips 
winter squash, greens, garlic and onions) outside of the traditional harvest 
season. 

C)  Restaurants: The VT Fresh Network has successfully marketed local and 
fresh to the area�’s restaurants for a decade.  Supply relationships with 
growers and distributors like Black River Produce are well-established. 
Opportunities are still available to niche growers and to larger producers who 
can supply accounts like American Flatbread and Farmers Diner.                  

3. Local and Regional Wholesale Markets:  

A) Supermarkets: The majority of Addison County residents purchase the 
bulk of their food at an area supermarket or convenience store. Hannaford 
Supermarket (Scarborough, ME)  has stores in Middlebury and Brandon and 
Shaw�’s Supermarket (West Bridgewater, MA) owns stores in Middlebury, 
Bristol and Vergennes. Rumors are circulating that Supervalu Inc. which owns 
Shaw�’s, is possibly interested in selling its 3 Addison County stores to 
Hannaford�’s or Price Chopper (Schenectady. NY) which already owns stores 
in South Burlington and Rutland. 

Both Hannaford and Price Chopper are still majority family-owned medium-
sized grocery chains. Hannaford has been a market leader in the premium 
segment pioneering organic, fair-trade and now local foods with their �“Close 
to Home�” program. Hannaford�’s Local Sourcing Specialist for Vermont is 
Wendy Ward at (207) 885-2711. 

 
Price Chopper is a strong regional player with the merchandising success of 
their �“Best in Fresh�” at low prices campaigns. They feature local produce and 
use loss-leader pricing to attract shoppers. Earl Cronk is the Produce 
Category Manager at (518) 379-1891. 
 
Both chains meet with growers in the early spring and fall to respectively set 
plans and review performance. Growers must be GAP-certified (Good 
Agricultural Practices �– see Appendix) or in industry-speak: �“food safety-
certified.�” This requires an annual audit and some record-keeping. 
 
A number of county producers currently supply these chains. Market entry 
requires investment in specialization and scale and the ability to deliver 
direct to stores with consistent quality, volume and pricing. 
B) Institutional Markets: The county�’s other food businesses and institutions 
are currently serviced by a host of food distributors including  Black River 
Produce, Provisions, Reinhart Foodservice, Squash Valley, C&S Wholesale, 
Sysco, Sodexho, PPNE, Associated Grocers of New England, Macauley�’s, and 
Capitol Candy. 
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C) Direct Delivery to Community Institutions: Local institutions like 
Middlebury College (Dining Services), Porter Medical Center, Elderly Services, 
public schools and school foodservice providers like Café Services and Abbey 
Group and senior foodservice providers like Fitz Vogt have expressed strong 
interest in purchasing more fresh and local foods. What if these institutions 
could commit 10% of their food budget to local growers? 

To capitalize on this opportunity, we need to identify a handful of mid-scale 
growers who can deliver a given volume at an agreed price point. To start, 
growers must have their own on-farm packing and storage capacity. In order 
to keep distribution costs as low as possible, the key to a wholesale direct 
strategy is minimizing logistics and the costs of handling. Partners might 
include Black River Produce or a lead grower with an existing delivery route. 

D) Food processing: Addison County is a strong candidate for food processing 
for local and Vermont markets given its strong commercial culture, existing 
businesses and history. Opportunities are available in dairy processing, meat 
processing, milling and baking and value-added fruits and vegetables.  

Potential infrastructure is available at several sites in the county, including 
the Vermont Refrigerated Storage facility in Shoreham and the former 
Autumn Harp facility in Bristol.  

Resources:  
1) Hannaford Supermarket 
www.hannaford.com/content.jsp?pageName=ClosetoHome&leftNavArea=Fo
odLoveLeftNav  
2) Red Tomato: http://redtomato.org 
3) Windham Farm and Food Network 
www.harvesttomarket.com/farmers-market/Windham-Farm-and-Food-
Network 
4) Farm-to-Table 
www.foodworksvermont.org/programs/farm-to-table/  
5) Intervale Food Hub 
http://www.intervalefoodhub.com/ourmarkets/wholesale 
 
6) Vermont Refrigerated Storage Company (VRS), Shoreham 

 
VRS owns a controlled atmosphere produce storage facility in Shoreham. 
Parts of the facility in its current, as well as in modified, form could 
further the development of local food processing and storage in Addison 
County. 
 
Since August, 2004 VRS has operated a 70,000 square foot refrigerated 
warehouse facility at 3442 Route 22A in Shoreham.  The facility was built 
as an apple storage facility over a 40+ year period (the former Shoreham 
Apple Co-op), and continues to operate as such with a capacity of 
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225,000 bushels of controlled and regular atmosphere storage.  Since 
acquiring the building, VRS has invested in facility and equipment 
upgrades, steadily improving the quality of storage available to the area�’s 
apple farms.  VRS has provided other types of refrigerated and frozen 
warehousing services on a limited basis including:  storage of palletized 
ice, short term storage of beer, cheese, grapes and other types of 
refrigerated and dry storage.   
 
VRS is currently exploring the feasibility of converting part of the facility 
into a site for storage of a variety of crops, for bulk and valued-added 
processing and for frozen products. 
Contact: Barney Hodges III 
(802) 989-0255 
 

7) Autumn Harp Industrial Park (AH), Bristol 
 
The campus is located in a Mixed Use Zone, (light commercial and 
residential) on 6+ acres of land. The buildings total about 55,780 square 
feet, with all but one of the smallest buildings being fully fit up and fully 
occupied over the last 20 years by Autumn Harp, a natural cosmetics 
manufacturer. 
 
There is a free standing, 10,000 sq/ft, building on the south end of the 
property which is fit up with 5,500 sq/ft of modern and attractive office 
space and about 4,500 sq/ft of warehouse/manufacturing space.  There 
are three loading docks servicing the warehouse portion of the building. 
 
The rest of the fit up spaces are connected in some way or another but 
could easily be divided into a variety of spaces, each with their own 
entrance. These spaces range from 3,000 sq/ft, to 14,000 sq, for a total of 
38,000 sq/ft. 
 
The previous tenant was approved for a 12,000 gal/day industrial 
discharge permit but developed only 6,000 gal/day. The industrial 
discharge system has been disconnected and would need to be 
reengineered specifically for any new uses. There are several grey water 
systems on the property which have serviced over two hundred 
employees daily. There is a vast amount of primary power at the site, 
both single-phase and three-phase. 
 
The property is currently owned by Vermont Industrial Parks, LLC, (JP 
Carrara and Sons). Kevin Harper has an option to purchase the site and is 
the contact person for any inquiries. 
Contact: Kevin Harper 
(802) 233-0938   
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4. Regional and National Markets:  

As previously stated, participation in these markets will require significant 
capital investment in terms of time, management and infrastructure.  

The key opportunities in dairy products and meat will only be realized when 
coupled with a �“green�” VT Seal of Quality branding program with 
enforceable, high-quality standards.  

Joe Smillie, Senior Vice President of Quality Assurance International, one of 
the largest third-party certifiers of organic standards, provided his 
recommendations for a successful VT seal of quality program as follows: 
 
• Successful seal exposure is built on 3 main principles 

1. Clear, transparent  criteria (not a simple purchase a la Good 
Housekeeping) 

2. Enforcement by a third party (not a good old boys club) 
3. An attractive but meaningful proposition: food from Vermont does 

have cachet and stands for something real like organic or fair trade 
• A task force should be organized by the state to: 

1. Review and re-work the criteria  
2. Conduct a marketing survey (or review existing data) to show the 

dollar value of a VT Seal of Quality 
3. Get buy-in from B& J, GMCR etc. et al 
4. Create a fee structure 
5. Decide on desk or on-site verification of compliance to criteria 
6. Offer program to verification or certification agencies that collect 

their fee and the state fee. 
7. Limit marketing dollars to funding a creative social networking 

campaign. 

Resources: 1) VT Ground Beef Marketing Study: 
http://www.vhcb.org/pdfs/viabilitygroundbeefmarketingstudy.pdf 

2) Hardwick Grass-Fed Beef: http://www.hardwickbeef.com/ 

3) Natural by Nature Milk: http://www.natural-by-nature.com/ 
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C) CAPITAL: Slow Money/Project Selection/Opportunities 
 
When ACORN was established in 2005, the three legs of relocalization were identified as 
food, energy and money.  The work on local currency and capital was put on the back 
burner as a longer-term goal to be pursued once food and energy initiatives were in 
place. In 2009, the ACORN Energy Co-op was spun-off as an independent business from 
the ACORN Network. In a similar fashion, a number of food initiatives like the online 
county CSA market or the direct delivery market to community institutions are likely to 
be spun-off.  
 
These entrepreneurial and collaborative initiatives will need local and sustainable 
sources of funding. More importantly, as local food system priorities are identified, 
investment capital will need to be pooled to finance key supply chain infrastructure 
which traditional sources of financing find too risky. 
 

 
A) Slow Money: BusinessWeek calls Slow Money �“one of the big ideas of 2010.�” In 

2008, Woody Taasch wrote a ground-breaking book entitled �“Inquiries into the 
Nature of Slow Money: Investing as if food, farms and fertility mattered.�” His 
seminal ideas have energized a national movement dedicated to: 

  
�• investing in small food enterprises and local food systems 
�• connecting investors to their local economies 
�• building the nurture capital industry 

 
�“Soil fertility, carrying capacity, sense of place, care of the commons, cultural, 
ecological and economic health and diversity, nonviolence -- these are the 
fundamentals of nurture capital, a new financial sector supporting the 
emergence of a restorative economy.�” For more about the Slow Money 
Principles, see the Appendix. 

 
Slow Money's goal is to get one million Americans investing 1% of their assets in 
local food systems within a decade. 

 
On June 9-11, 2010, the Slow Money Alliance held their second annual gathering 
at Shelburne Farms, partly in recognition of the rapid emergence of local food 
systems in Vermont looking for long-term, low yield investment capital. 
 
The next step in Addison County is to quickly develop our local processing 
capacity to both flow community-based slow money funds and attract regional 
slow money funds. Options include working with a VT Community Development 
Finance Institution (CDFI) like the VT Community Loan Fund or partnering with a 
local CDFI to develop an Addison County Slow Money Fund.  
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Once objectives and priorities, missions and expectations about risk/returns and 
exit strategies have been clarified, capital can be mobilized through a range of 
debt and equity offerings, be they revolving loan funds, zero interest loans or 
venture funds. Every effort should be made to open participation in these funds 
to non-accredited investors. Key will be to identify the investment manager and 
investment board members to structure the funds and develop transparent 
standards for due diligence.  
 
Resources: 1) Slow Money: www.slowmoneyalliance.org 
2) Micro-finance: www.kiva.org 
 
 
B) Project selection criteria: How will projects be screened and selected for 
investment? Steve Getz who is the owner of Dancing Cow Farm in Bridport has a 
recommendation based on his experience raising capital for small businesses.  

 
First, identify a few willing grower partners across a portfolio of products who 
are candidates for scaling up for distribution to mid-tier markets and start 
modeling their businesses. Second, meticulously track costs using life-cycle cost 
analysis and develop their business plans to bring transparency to the best 
models. Third, pick a couple of products for prototyping and invest seed capital 
in the needed infrastructure. Fourth, contract with a local institution to produce 
and deliver a pre-set volume.  Fifth, document the results and review them with 
all parties �– how did it work? Sixth, test and tune. Seventh, scale it up and go 
live. 

 
C) Opportunities:  Capital is energy. If we can mobilize an �“Invest 10% of your 
savings directly in your community�” capital campaign in the next 3 years to 
support local food system projects, then funds can flow quickly to small-, mid- 
and large-scale commercial growers, to infrastructure needs like storage and to 
food processing plant and equipment.   

 
Alternately, slow money and zero-interest funds could also be a vehicle to 
finance important community initiatives in our schools like improving children�’s 
diets, growing gardens, hoophouses and composting programs or restoring 
home economics and the culinary arts in the curriculum.  
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D) COMMUNITY: Stone Soup/Opportunities/Next Steps/Resources 
 
The Farm-to-Plate summit in Middlebury highlighted the urgent need to connect 
the local food system with our schools and the next generation. It may take 5-10 
years to transform our schools so that every student once again masters some 
basic life skills: to know and enjoy their locally-grown foods, to garden and raise 
their food and to cook several meals from scratch.  
 
Through the Stone Soup summit (see Appendix) held in April 2010, we 
discovered strong interest from public schools in Addison County in increasing 
the amount of local foods they purchase for their breakfast/lunch programs. 
They are also interested in increasing agricultural education and hands-on 
gardening and cooking opportunities in the curriculum. Goals for 2015 include 
getting a garden and vermiculture composting program established and 
supported at every elementary school in the county and to build a hoophouse at 
every high school. Middlebury Union High School will be erecting the first 
greenhouse in 2010-2011. 
 
The three school districts in the county (Addison Northeast, Addison Northwest 
and Addison Central) want to hire a �“Farm-to-School�” coordinator for their 
district to promote these programs.  ACORN is helping organize the effort to staff 
a part-time county coordinator for 2010-2011 and to develop an action plan for 
how to secure funding to expand the role into three staff positions by 2012. See 
the Appendix for a job description of the coordinator position courtesy of Green 
Mountain Farm to School. 
 
Another opportunity identified through these summits is to re-design the 
Hannaford Career Center�’s (PAHCC) Agriculture Program to become VT�’s leading 
sustainable food and agriculture training center. PAHCC would be the 
cornerstone of a �“School-to-Farm�” track for high school students interested in 
agriculture and food processing.  
 
The hands-on program would start in high school with on-farm internships and 
classes in biology and agro-ecology, agronomy and business planning and 
finance. Then students would take additional classes at PAHCC focused on the 
type of farming or food processing they wished to pursue, be it dairy and cheese-
making, pastured meats, fruits or vegetables, grains and milling, meat 
processing, composting or agro-ecological research. The foundation of their 
education would be experiential, working in the field of their interest with a 
seasoned practitioner and mentor. The last stage of the program would connect 
them to a starting position at an employer or to land where they can start 
farming financed by 10-year interest-free loans from a �“slow�” money community 
fund. 
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On the foodservice side, Stone Soup attendees concluded that there were 
opportunities to better aggregate school purchases of local foods, to better 
connect foodservice personnel with growers and their availabilities and to share 
menus and recipes. Addison Northeast (ANESU) decided on June 18 to establish 
the Addison Northeast Food Cooperative to consolidate district purchasing and 
increase the buying of local foods. A new district food services manager will be 
hired this summer. 
 
A major opportunity that warrants further study is the development of a county-
wide marketing campaign to promote school breakfasts and lunches and local 
foods to students and families. If participation rates in these school foodservice 
programs can be boosted, budgets will be healthier and allow for more 
purchasing of local foods. 
 
According to our research, over 10,000 institutional meals are served every day 
in Addison County: 
 
Middlebury College: 7,000 
Porter Medical: 350 
Schools (lunches only): 2,600 
Meals on Wheels: 150 

 
Next Steps:  Organize the second annual 2011 Stone Soup summit. Hire a part-
time Farm to School coordinator. Develop a 2010-2011 workplan based on 
district needs and on where the energy/enthusiasm is manifesting. Start with a 
single district and work from there outwards. Develop county directory of school 
foodservice managers and master gardeners. Collaborate with PAHCC about re-
designing their Agricultural Education Program. 

 
Resources: 1) Vermont FEED: www.vtfeed.org 
2) Green Mountain Farm to School: www.greenmountainfarmtoschool.org 
3) Farm to School: www.farmtoschool.org 
4) FoodCorps: www.food-corps.org 
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GOVERNANCE: The Local Food System Council 
 
A local foods system is by nature a web of interconnected relationships - it is the most 
fundamental collaboration between the ecosystems of nature and of humans. And yet 
each human player, be it a farmer, a processor, a distributor or retailer, a cook or an 
eater, typically only relates to a handful of players in the food web.  
 
A local foods system requires that each player take a whole systems view of the food 
web rather than as separate individuals that are compartmentalized and in competition. 
As the key players of the system emerge and self-identify as cooperators, it will become 
appropriate to transform the local foods collaborative into a community food council 
where all members of the food system have a voice at the table. Establishment of the 
council will institutionally acknowledge and restore the primacy and value of the grower 
in our community.  

COMMUNICATIONS: Farm Book 
 

Farm Book is an online social network designed to get everyone in Addison County 
interested in local food and agriculture on the same page. The site will be a catalyst to 
increase the size, efficiency and coordination of our community-based food system.  
 
While there is strong interest in local foods and farms, there is a lack of coordination, 
communication and cooperation. Farms, businesses and community organizations are 
culturally disposed to work alone which often results in duplication, inefficiencies and 
missed opportunities.  
 
From an economic development and social ecology perspective, we are wasting time, 
money and effort. We are missing potential opportunities for synergy and collaboration. 
There is an abundance of intellectual, financial and social capital in Addison County �– 
but unless you happen to run into the right person, you are unlikely to ever learn about 
a resource that might have made make a difference.  
 
Addison County needs a one-stop, online source for resources, information and 
connection �– a communications and social networking hub that connects and networks 
the county into a higher level of integration.  Farm Book is a catalyst that will accelerate 
cultural change. 
 
Farm Book�’s vision is to serve as a social and market exchange where farmers and all the 
participants in the commercial food chain and the greater food community can meet, 
raise funds or find a grant, search for information and resources they need, and make 
connections. A full description can be found in Appendix D.    
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IMPLEMENTATION PLAN 
 
1) Projects:  
 
While there are many projects the collaborative could embark upon, ACORN, the 
institutional member of ACLFC, is currently a volunteer-driven organization so it will 
utilize its volunteers�’ time and talents as strategically as possible.  To this end, the plan 
has identified three projects that will help to catalyze the large-scale momentum 
needed for the expansion of the local food system.   
 
A)  Launch ACORN Wholesale Collaborative (AWC): To jump-start the development of a 
wholesale market for local produce by creating and coordinating a low-cost, direct 
order/delivery service from large growers to institutional and school foodservice 
accounts in Addison County. 
 

i) Phase 1: 2010-2011: To get the wholesale market launched, AWC will work 
with a few mid-scale growers who already have the on-farm capacity to wash, 
pack and store produce. A common carrier must be identified to keep logistics 
and delivery costs at a minimum. AWC  will develop an online market platform 
for ordering, marketing and billing, connect growers and foodservice buyers and  
coordinate logistics and delivery. Potential customers include Middlebury 
College, Porter Medical Center, Abbey Food Group, Café Services and the 
Addison Northeast Buying Cooperative. 
 
ii) Phase II: 2012-2013: Expansion of market through integration of selective new 
growers by piggy-backing smaller growers with larger ones with capacity, adding 
new crops and products and new customers like Greg�’s, MNFC, NFCA, Fitz Vogt 
and Hannaford. VRS and AH complete feasibility studies to build out food 
processing plant and equipment and storage infrastructure. 
 
iii) Phase III: 2014-2015: Completion of infrastructure capacity for washing, 
processing and packing at VRS and AH finally allows more small and mid-scale 
growers to participate in supplying the volumes and pricing needed by 
institutional and commercial markets. This phase will also open up market 
opportunities for additional new products through value-adding. 

  
B)  Hire an Addison County Farm to School Coordinator: To coordinate initiatives and 
resources in the three school districts to develop and support gardens and hoophouses 
as well as cooking and composting programs. To explore foodservice marketing 
opportunities. To organize Stone Soup II to highlight pioneers and successful initiatives 
in the county. To secure funding for three district farm to school coordinators for 2012. 
 
C) Develop an Addison County Local Food Index: To create a baseline metric for the local 
food market to be able to measure growth. Basket might include local food sales 
reported by MNFC, Middlebury Farmers Market, Greg�’s, Mountain Greens, AWC, and 
the Addison Northeast Buying Cooperative. 
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2) Action Items and timeline: 
 
ACORN Wholesale Collaborative: 
 
1. Develop a position description and budget for the AWC coordinator  July 2010 
2. Submit a funding request to High Meadows Fund for this project  July 2010 
3. Hire a part-time coordinator       Sep 2010 
4. Create an order delivery system with the goal of reaching average   2010-2011 
5. sales of $4,000 per week by 2012. Market to launch May 2011    
 
Farm to School: 
 
1. Develop a position description and budget for a part-time Farm to School  June 2010 

coordinator 
2. Secure funding for the position                   Summer 2010 
3. Develop an action plan and budget to build the position out into   2010-2011 

three full-time staff for 2012. 
 
Local Food Index: 
 
1.   Partner with ACEDC, MNFC and Addison Independent to develop index Winter 2010 
2.   Publicize index         Spring 2011 
 
Additional Activities: 
 
1. Attend the Slow Money National Gathering      June 2010 
2. Organize match-making event at Middlebury College 9/9/2010   June-Sep 2010 
3. Collaborate on Hannaford Career Center Hoophouse Program   2010-2011 
4. Start a �“slow�” money circle in Middlebury     Winter 2010 
5. Fund and launch start-up of Farm Book      Winter 2010 
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3) 2010 Operating Budget 
 
ACORN is not planning on any program income until the AWC is established by 2012.  For the 
2010 year, income and expenses are as follows: 
 
Income 

Program Income:        $0 
 

Capital Contributions:  
 ACORN  funds (committed)      $  4,500  

VCF Grant (committed) Farm to School Coordinator   $  4,500 
High Meadows Fund (uncommitted) AWC Coordinator  $25,000 
 

  Total Income   $ 34,000                    
 
Expenses 
 Farm to School Coordinator       $  9,000 

ACORN Wholesale Collaborative  
Coordinator        $16,000 
Fringe @ 8.7%        $  1,392 
Development and transaction costs of online ordering system $  2,800 
(Harvest to Market) 
Transportation expense      $  4,808 

Subtotal    $25,000 
 

Total Expense              $34,000 
 
Net Income  $0 
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Appendix A - Food Hub/Multi-Farm CSA models 
 
1) Intervale Food Hub 
Intervale.org 
The Food Hub is a collaboration between the Intervale Center and local farmers. We 
aggregate, store, market and distribute local foods to local people.  Our goal is to 
provide the greater Burlington community with convenient access to good, local food 
while returning a fair price to farmers.   
 
We make it easier for buyers to access high quality, locally grown products 
through one order, one delivery and one bill. 
 
For 2010 the Food Hub has contracted for most of its shares to be delivered via a bicycle 
delivery service. 
 
2) Red Tomato 
Redtomato.org 
Red Tomato markets produce for a network of over 40 farms, and apple orchards 
(through its Eco Apple�™ program). Over 200 retail stores in New England, New York, and 
the mid-Atlantic carry Red Tomato produce, as well as a few select markets outside the 
region. Their marketing and education efforts now reach thousands of consumers, and  
produce sales grow steadily each year. 
 
3) Windham Farm to School Network- Delivery and Order Fulfillment 
The Windham Farm to School Network (WFSN) delivery and order fulfillment program is 
a collaborative effort among local farms seeking to expand nearby wholesale markets, 
local schools seeking to improve the quality of food served to students, and non-profit 
organizations providing administration and outreach to help build these relationships. 
University of Vermont Extension serves as the fiscal agent for this project.  
a) Background 
The first goal of the delivery program is to strengthen the local food economy and 
promote farm profitability by increasing direct sales of food from producers to 
consumers, reducing transportation, marketing, and environmental costs through 
building viable business relationships between school dining services and local farms 
with the ability to supply the food they need at prices they can afford.  
 
The program focuses on building a sustainable system of supplying local food to schools 
in the Windham County area.  Few schools in the area have made a consistent 
connection with local food producers that can offer wholesale volumes and prices. 
 
The specific aim of the WFSN is to create and cultivate a local food distribution system 
to support the �“cafeteria side�” of farm to school programs. Providing a reliable, 
affordable, convenient, and varied supply of year-round local food will allow school food 
service personnel to offer a menu that is consistent with, and enhances, the classroom 
information being delivered about the importance of a healthy diet.  
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b) Project Activities and Goals 
The WFSN started operating as of September 2009, and is in a pilot phase, with Hans 
Estrin serving as volunteer coordinator. Currently, three fruit and vegetable farms and 
one dairy processor supply products: Westminster Organics and Old Athens Farm in 
Westminster; Green Mountain Orchards in Putney; and Grafton Village Cheese 
Company in Brattleboro.  In the first two months of operation, seven area schools have 
purchased local food: Brattleboro Union High School/Middle School; Leland and Gray 
High School, Gilford Central School, Hinsdale School, Putney School, Putney Central 
School, as well as the Brattleboro Memorial Hospital. Deliveries are made twice a week, 
and total sales have averaged $1,000 per week thus far. The goal is to make an average 
of $5,000 worth of deliveries each week during the 2010-2011 school year, for a total of 
$175,000/year in sales of local foods to schools. 
 
To accomplish that goal, the next step is to expand participation of additional schools 
and farms in the WFSN. There are 18 additional local schools that have been identified 
to be contacted, cultivated, and engaged in the WFSN. These include public schools 
(Dummerston, Grafton, Saxtons River, Westminster) as well as private elementary 
schools (Austine School, Greenwood School, St. Michael's School) and colleges 
(Landmark College and the School for International Training).  Additional wholesale 
farms that have a good supply of school-season crops, and the necessary storage 
facilities, will also be recruited to participate on a regular basis. These include Dutton 
Berry Farm, Newfane and and Dwight Miller Orchards, Dummerston, among others. 
 
c) How WFSN Works 
WFSN will organize product offerings from local farms and processors so as to offer the 
best supply and price to schools while avoiding competition among suppliers. In other 
words, each vendor will be responsible to providing key local products at reasonable 
wholesale prices throughout the school year.  Using cold storage and greenhouse 
production there will be a good variety of products available for an extended period of 
time, including: 

�• Apples (all year) 
�• Blueberries (Sept) 
�• Lettuce (Sept-Dec and April-June) 
�• Broccoli and other greens (fresh thru first frost) 
�• Beets, carrots, onions, potatoes, and other root crops (Sept-March) 
�• Winter squash (Sept-January) 
�• Fresh and frozen fruit (apples and blueberries) 
�• Fresh herbs and specialty crops (Sept-Dec and April-June) 
�• Cheese and other dairy products (all year) 

 
Deliveries of food are made twice-weekly, made possible by a coordinator/driver, a 
reliable ordering system (FAX, web, and phone), and a fully-insured, refrigerated 
delivery truck.  The truck is owned by Westminster Organics, and is used in conjunction 
with local deliveries to other commercial customers such as food co-ops and 
restaurants, this keeping the cost to WFSN quite low.  Paul Harlow is the owner of 
Westminster Organics, which is one of the largest vegetable farms in Vermont. In 
addition to delivery trucks, he has a large refrigerated storage, loading dock, and 
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wholesale accounting capacity that are being utilized by WFSN with minimal additional 
overhead.  
 
d) Connection to Curriculum 
By providing an ongoing supply of local food with specific farm identification, and 
production information upon request, the WFSN can enhance educational efforts in the 
schools around nutrition, economics, environment, and more. The direct connection to 
farmers means that specific food items can be provided to support menu planning and 
healthy snack programs. Ultimately, the quality of food provided to students should 
improve as more fresh ingredients are included in meals and snacks, but WFSN is 
cognizant of the challenges posed by limited school food budgets and kitchen facilities.  
The long term hope is that an effective farm to school program that links curriculum and 
food service will result in measurable improvements in student health and academic 
performance.  
 
e) Connection to Dining Services Partners 
Few schools have independent cooks that buy food and prepare meals. Rather, schools 
have contracts with dining service companies, which in this area include Abbey Food 
Group, Cafe Services, Fitz Vogt, and Compass-USA. These companies must meet 
minimum nutritional standards and increasingly must respond to public concern about 
the diet and health of young people. For WFSN to be successful, it will need to build on 
the initial interest expressed by dining services to purchase local foods on a regular 
basis.  
 
While WFSN prices are low enough to be competitive in the marketplace, challenges are 
created when free food is available from government programs. In addition, food 
preparation time may add costs (e.g. preparing salads on site compared to buying pre-
mixed salad) and there may be a need to adjust lunch pricing to accommodate the use 
of higher quality local foods. A key ingredient to success over the long term will be 
support in dealing with these issues from school administrators, students, parents, and 
School Health Action Committees.   
 
f) Economics and Sustainability 
WFSN seeks funding to support a coordinator and delivery costs while schools and farms 
are recruited to build sufficient participation to allow WFSN to be economically viable 
without external funding. 
 
First year costs during start-up of the WFSN include 24 hours/week for a Coordinator 
who will work for 48 weeks to recruit additional schools and farms, coordinate farmer 
supply and product ordering, make deliveries twice-weekly, and track sales and 
invoicing. At $20/hour the position will cost $23,000/year to support. The coordinator 
will be hired as an hourly employee by UVM Extension and guided by a contract 
developed in consultation with current WFSN partners.  
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We request $16,000 for funding 70% of this position for one year. The remainder will 
come from a delivery charge of 10% over the base wholesale price charged by/paid to 
farmers, generating $7,000 (based on $2000/week sales average over the 35 week 
school season in year one). 
  
In the second year and beyond, when the market is well established, the Coordinator�’s 
job will require an average of 20 hours/week over the 35-week school year.  At 
$21/hour this will require about $15,000 to support, or about $430 per week of school. 
Based on the delivery charge of 10% over wholesale, the coordinator salary will be paid 
by average WFSN sales of $4,300/week.  
 
Use of the insured, refrigerated truck owned and maintained by Westminster Organics 
costs $70 per day and there will be 65 deliveries per school year for a total cost of 
$4,550/year. Half this cost will be subsidized by Westminster Organics in the first year of 
WFSN operation. We request $2,275 to cover the remainder during year one. In year 
two the cost is estimated at $5,200 per year (given a fuel price increase) or about 
$150/week.  
 
Thus, weekly sales of $4,450 would be sufficient to support the coordinator and trucking 
expense. This level of sales can be achieved once 20 school dining services in the area 
order an average of just $223 of local food per week over the school year. 
 
Funding Request 
WFS Coordinator   $16,000 
Fringe @ 8.7%    $  1,392 
Transportation expense  $  2,275 
Subtotal    $19,667 
UVM Extension indirect (@14.3%) $  2,812 
Total request    $22,479 
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Appendix B - Green Mountain Farm to School Model 
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Appendix C - Addison County Local Statistics 

Number of Students in Addison County Schools 
 
1) ADDISON NORTHEAST: 
 
Beeman Elementary (New Haven):   111 
Bristol Elementary:    301 
Lincoln Community School:   116 
Monkton Central School:    163 
Robinson Elementary (Starksboro):  160 
 
Mt. Abraham Union HS   804 
 
TOTAL STUDENTS:            1,655  
 
2) ADDISON NORTHWEST: 
 
Addison Central School:   110 
Ferrisburgh Central School:   210 
Vergennes Elementary:               255 
 
Vergennes Union HS:           603 
 
TOTAL STUDENTS:            1,178 
 
3) ADDISON CENTRAL: 
 
Bridport Elementary:      82  
Cornwall Elementary:      86 
Mary Hogan Elementary (Middlebury): 389 
Ripton Elementary:      44 
Salisbury Community School:                 95 
Shoreham Elementary:                 78 
Weybridge Elementary:     67 
 
Middlebury Union HS:    955 
 
TOTAL STUDENTS:                                           1,796 
  
GRAND TOTAL STUDENTS:                       4,629 
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Addison County Senior Meals, FY09 
  
1) Community Meals: 
 
Restaurant Programs - 1,500 (Mary's, Rosie's, Cubber's, Glass Onion) 
Community Meals (provided by Fitz Vogt of Rutland), for Bristol, Bridport, Middlebury 
and Vergennes - 9,400 
Community Meals (catered by Hannaford Career Center in Middlebury) - 210 
Community Meals at Project Independence (Elderly Services) - 8,000 
Bristol Masonic Lodge - 670 
Russ Sholes Senior Potlucks �– 440 
 
Total Community Meals: 20,220 
  
2) Total Meals on Wheels (all provided by Fitz Vogt in Rutland):  37,600  
  
Note: To quantify how many Meals on Wheels are delivered daily, that would be 
approximately 150.  Community meals are more difficult to compute, as some sites offer 
meals just once a month, others once or twice a week. 
 
3) Fitz Vogt: Contact: Doug Jones: (800) 540-8957 
 



ACLFC Wholesale Market 
Study 2-17-2010
Institution Chicken Beef

What is the meat product 
you purchase the most?

What volume do you go 
through on a weekly 
basis?

Does this volume vary 
seasonally?

What do you currently pay for 
this product?

What are the product and packaging 
specifications (does it come 
fresh/frozen, in patties or ground bulk, in 
bags, what weight per bag/box, etc.)

What volume do you go 
through on a weekly 
basis?

Does this volume vary 
seasonally?

What do you currently pay 
for this product?

What are the product and 
packaging specifications 
(does it come 
fresh/frozen, in patties or 
ground bulk, in bags, what 
weight per bag/box, etc.)

Porter Medical Center Chicken breast 60# No $31.22/10# case                      
$3.12/#

Individual frozen, 4oz boneless, skinless 
chicken breasts, 40 - 4oz breasts per 
case

60# No $31.22/10# case                
$3.12/#

Individual frozen, 4oz 
boneless, skinless chicken 
breasts, 40 - 4oz breasts 
per case

Middlebury College Beef Patties 420# Yes $21/case                            
$2.10/#

40/4ounce per case 
frozen 80/20 mix. 

Middlebury Coop Chicken & Ground Beef 600# not so much Misty Knoll (local) 
natural/hormone-free

chicken is a mix of 75% parts or 25% 
whole.

120# ground beef  and 
chicken 600#

not so much organic grass fed ground 
beef $3.99/#  

ground beef in one # 
bags,                  chicken 
is a mix of 75% parts or 
25% whole.

legs of chicken 2.12 lb Misty Knoll (local) 
natural/hormone-free

boneless breast 6.40 lb legs of chicken 2.12 lb
bonelss thigh  4.00 lb boneless breast 6.40 lb

whole chicken 2.55 lb bonelss thigh  4.00 lb
Poultry products (not local) .... 
natural/hormone-free

whole chicken 2.55 lb

boneless breast 4.29 lb Poultry products (not 
local) .... natural/hormone-
free

split breast 2.98 lb boneless breast 4.29 lb

We don't sell organic chicken split breast 2.98 lb
We don't sell organic 
chicken

Elderly Services Chicken & Ground Beef 20# Yes $1.89 # chicken Fresh only 20# chicken, 40# ground 
beef

Yes $1.89 # chicken; $2.49# 
ground beef

Fresh only

Abby Group Ground Beef 75# No $2/lb when we buy them they 
come fresh, but from the 
goverment they come 
frozen........

Results 4 out of 5, 80% said 
ground beef; 3 out of 5, 
60% said chicken

Chicken Breast Ground Beef

Volume Variation Price Product Specifications & Packaging Volume Variation Price Product Specifications & 
Packaging

High 600# $6.40/# varies widely, see above 420# $4.99/# varies widely, see above
Low 20# $1.89/# 40# $2/#
Median 227# 50% say volume varies 

seasonally
$3.92/# 164# 50% say volume varies 

seasonally
$2.64/#

Outlier
Total Weekly Volume 680# 655#



ACLFC Wholesale Market Study 2-17-2010 Small grains 
and legumes

Institution Flour Barley Oats Dried 
Beans

What do you 
currently pay 
for white flour?

What do you 
currently pay for 
whole wheat 
flour?

How much 
white flour do 
you use on a 
weekly basis?

How much 
whole wheat 
flour do you 
use on a 
weekly basis?

Does this 
vary 
seasonally?

What do you 
currently pay for 
barley?

How much 
barley do you 
use on a 
weekly basis?

Are there any 
product 
specifications we 
need to be 
aware of (does it 
need to be 
pearled barley, 
etc?)

Does this 
vary 
seasonally?

What type of oats do you 
buy- what do the product 
specs need to be: quick, 
steel cut, whole, etc.)

What do you currently 
pay for each type of 
oats?

How much of 
each type do 
you use on a 
weekly basis?

Does this 
vary 
seasonally?

What do 
you 
currently 
pay for 
dried 
beans?

What variety of 
dried beans do 
you buy?

What 
volume of 
dried beans 
do you use 
on a weekly 
basis? 

Does this 
vary 
seasonally?

Porter Medical Center 14.71/50# bag 13.74/50 # bag 25# white No 20.50/24# 2# pearl No quick, steel cut, whole, etc. Quaker - $26.35 per 
12/42oz tubes  
(31.5#; $0.84/#)

 Rolled oats - 
5-6 # per week

No n/a n/a n/a n/a

6.5# wheat dry Quaker 100% natural, 
rolled oats

Maypo - $23.23 per 
12/19oz box

 Maypo - 1-2 
box per week

raw Maypo Cereal and 
Vermont Morning Cereal

VT Morning $35.73 
per 2/10# bags

 VT Morning - 
2-3 # per week

MUHS $30/50#s local 
source

60# wheat Yes 2 #s Yes Quick Oats 7.5 # Yes n/a n/a n/a n/a

Middlebury College bread flour 50# 
bag/13.75

850# white Yes 13.40/case each 
case = 24/1# 
bags

2 cases  =48 
#s

 Pearled Barley Yes Quick oats Quick Oats 26.50 per 
case, 12/42 ounce 
(31.5#; $0.84/#)

Quick oats 1 
case  

Yes Lentils 
16.75 per 
20# case

 Lentils, Navy, 
and a few 
others, but very 
sporadically.

40# Yes

Pastry flour 
  50# 
bag/16.00

100# pastry Yes Rolled oats Oats rolled #5, 50# 
bag 18.50 per bag 
(0.37$/#)

4 bags        

14.00/ww 50# 
bag 

50# wheat Yes Navy beans 
16.70 per 
20# case

20#

Middlebury Coop $20/50 #s. for 
King Arthur.

$29/50 #s or 
0.59/#

500# of KAF 
white flour

150# ww flour Yes, more 
during 
holiday 
baking 
season, and 
winter in 
general.  

1.18/# hullless 20 #s pearled barley is 
more popular

more during 
cold season

Rolled oats the most, but 
also whole oat groats, and 
steel cut oats.

Rolled = .61/#,  steel 
cut = .89/#    whole 
groats = .89/#

35 # steel cut, 
350 rolled, and 
10 whole 
groats 

Not much a little more 
than $1/# 
average

Black, kidney, 
cannelini, pinto, 
adzuki, 
blackeye, 
chickpea

10# kidney, 
12# pinto, 
25# black, 
smaller 
amount of 
others

more in 
cooler 
weather

> >> > > 
Elderly Services 50 #= $20 5#= $4.95 25 # white 5 # whole 

wheat
Yes- more 
baking in 
fall/winter/spr
ing

1 # or less Rolled oats 8-42 oz. We use mostly 
canned beans

Abbey Group 13.89 $ per 50 # 50# white 50# wheat No N/a Whole oatmeal- verify they 
mean oat groats?  What 
do they mean?

20.24/50# ($0.40/#) 50 # whole 
oatmeal

No N/a

Results White Flour Whole Wheat 
Flour

Barley Oats Dried 
Beans

Price Price Volume Volume Variation Price Volume Type Variation Type Price Total Weekly 
Volume

Variation Price Type Total 
Weekly 
Volume

Variation

Quick Oats
High 20 30 850 150 6 yes 20.5 48 Pearled Barley 3 yes 50%- 3 of 6 said quick oats 26.5 per 12/42oz 

($0.84/#)
39#/wk 3 no $1/# Lentils 40#/wk 2 yes

Low 13.75 13.74 25 5 2 no 13.4 1 1 no Rolled Oats 2 yes 16.70/20# Navy Beans 60#/wk 0 no
Median 16.89 20.23 290 54 75% say 

volume 
varies 
seasonally

16.95 14.6 75% say 
volume 
varies 
seasonally

67%- 4 of 6 said rolled 
oats

high: $0.84/#, low: 
$0.37/#, median: 
$0.61/#

556#/wk 60% say 
volume does 
not vary 
seasonally

$17.82/20# 
($0.89/#)

Kidney Beans 10#/wk 100% say 
volume 
varies 
seasonally

Standard Packaging 50# bags 50# bags  24 1# 
bags/case

33%- 2 of 6 said steel cut 
oats

$0.89/# 35#/wk Pinto Beans 12#/wk 3 do not use 
dried beans

Total Weekly 
Volume

1,450# 321.5# Total Weekly 
Volume

73# 50%- 2 of 6 said whole 
oats/oatmeal

high: $0.89/#, low: 
$0.40/#; median: 
$0.64/#

60#/wk Black beans 25#/wk

Standard Packaging case of 12 42oz 
tubes and/or 50# 
bags

Standard 
Packaging

20# case

Outlier 5# bag for 4.95 100# pastry 1.18/#- maybe 
bought in bulk?

dry and raw 
barley

Maypo, VT Morning Cereal



ACLFC Wholesale 
Market Study 2-17-
2010

Vegetables

Institution Potatoes Carrots Onions Winter squash Top 3 Produce 
Items?

What do you 
currently pay for 
potatoes?

What volume of 
potatoes do you use 
on a weekly basis?

Does this vary 
seasonally?

How are they 
packed?

What do you 
currently pay for 
carrots?

What volume of 
carrots do you use 
on a weekly basis? 

Does this vary 
seasonally?

How are they 
packed?

What do you 
currently pay for 
onions?

What variety of 
onions do you buy?

What volume of 
onions do you use 
on a weekly basis? 

Does this vary 
seasonally?

How are they 
packed?

What do you 
currently pay for 
winter squash?

What volume of 
squash do you use 
on a weekly basis? 

Does this vary 
seasonally?

How is the squash 
packaged?

If not in list above, 
what are your top 
three produce 
purchases?

What volume of each 
do you go through 
weekly?

Does this volume 
vary seasonally?

What product 
specifications for 
these do you have 
(do they need to be 
frozen, 
cut/diced/peeled, 
washed, etc.)

What do you 
currently pay for 
these veggies?

Porter Medical 
Center

Idaho Russet - 
$13.78 per 50#

Idaho - 25# No Idaho - 50 # case, 
120 count

Fresh cello pack - 
12/1# $13.99       
$1.17/#

Whole fresh - 6# No Listed Above Large Spanish - 
$5.47 per 10# bag;     
$0.55/#

Spanish Spanish onion - 10# No 10# bag $32.57 per 12/4# 
frozen buckets  
$0.68/#

4# No Frozen 4# buckets Green leaf lettuce 24 heads No Fresh, washed $26.26/24 hd case     
$1.09/head

Chef potato - $11.62 
per 50#

Chef - 50# Chef - 50 # bag Peeled baby carrots 
4/5# $19.23       
$0.96/#

Peeled baby - 12# Large red onion - 
$6.33 per 10# bag;     
$0.63/#

Red Red onion - 10# 10# bag Mesclun 6# No Fresh, washed $8.23/3# case   
$2.74/#

Red potatoes - 
$18.64 per 50 #

Red's - 25# Red, size A or B, 50 
# bag

Tomatoes 35# No Fresh, washed $18.75/15# case     
$1.25/#

MUHS $20-25/50 # bag 25# $20-25/50# bag 
$0.50/#

25# 2# Yes, average 100 # 
over whole year

MUMS and Mary 
Hogan

$20-25/50 # bag 50 # $20-25/50# bag 
$0.50/#

25# 2# Yes, average 100 # 
over whole year

Mary Hogan $20-25/50 # bag 50 # $20-25/50# bag 
$0.50/#

25# 2# Yes, average 100 # 
over whole year

Middlebury College Red b's,50#/15.75 
bag           

250# Yes $13.25/50#             
$0.27/#

650# Yes 50# bags Red, 25# bag/12.90 
per bag;              
$0.52/#

Red 300# Yes 25# bag Butternut whole 
28.25/case        
$0.63/#

180# Yes  45# case Mesclun mix 3#/case 276# Yes All should be fresh, 
washed.

7.75/3# case   
$2.58/#

Chefs,50#/7.20 bag 300# Spanish 50#/10.15 
per bag;             
$0.20/#

Spanish 1050# 50# bag Acorn whole 
30.00/case                
$0.67/#

45#  45# case Green peppers. 
Medium sized, 
22#/case

572# Yes All should be fresh, 
washed.

23.20/22# case   
$1.32/#

Yukon gold 
chefs,50#/17.70 bag

500# Baby spinach, 
4#/case

244# Yes All should be fresh, 
washed.

10.60/4# case   
$2.65/#

120ct russet 
50#/11.00 case   

150#

Sweet potato, 
40#/19.20 case

200#

Middlebury Coop .88/#average Red 200# more in winter 50 #/case;              
and 10 x 5 #. bags

1.05/#  loose or in 1# 
bag;                 $0.84 
per # in 5# bag

460# loose or in 1 # 
bags, and 100# in 5# 
bags.

More in winter 25#  plastic bag, and 
10x5# bag

.95/# big bags;           
2.25/3# bag 
($0.75/#)

Yellow                   
Red

yellow 210# least during the 
summer

40 or 50# mesh 
netting bags or 
cardboard cases. 
and 16 x 3# bags in 
mesh netting bag.

.90/# butternut 110# We sell most during 
Oct.-Dec., but 
decent demand for 
butternut continues 
throughout winter.

40# cases apples most in fall/winter 
and spring

5# totes, and wood 
bushels

totes = 4.60 each,  
wood bushels = $25  
$0.92/#

Russet 200# red 50#                  buttercup 
6#

Yukon gold 200# acorn 42#

Elderly Services 50# $10.40 50# Yes 50# bags $0.48/# 25# 50# bags Spanish 50#/$21.95   
$0.44/#;                      
Red  10#/$5     
$0.50/#

Spanish                 
Red

12.5# 50 & 10# bags Frozen 12/4# tubs 
$55.54              
$0.86/#

12# Yes frozen in 4# tubs Broccoli 17# cut and washed $28/12#                 
$2.33/#

Abbey Group  rutland local farmer 
11.00/50#

150# No 50# bags $0.40/# 50# Yes 50# bags 5.97/10#, $0.60/# Spanish 35# No 10# per bag summer squash 
1.10/#

15# No 2# bag Lettuce 72 
heads,romaine,green 
leaf

No fresh $23/24 hd count   
$0.96/hd

Tomatoes 40# No fresh 1.10/# local from 
rutland

Cucumber 40# No fresh 17.58/25# case   
$0.70/#

Green Pepper 25# No fresh 17.50/22#               
$0.80/#

produce prices do 
vary through the 
season

Potatoes Carrots Onions Winter squash Top 3 Produce 
Items?

Results Price Volume Variation Packaging Price Volume Variation Packaging Price Variety Volume Variation Packaging Price Volume Variation Packaging Product Volume Variation Packaging/Product 
Specs

Price

High $0.88/# 1400# 3-yes baking potato, 120 
ct, 50 lbs

$1.17/# 650# $0.95/# Red,                      
Spanish,         Yellow

1,350# 2-yes $0.90/# 225# 6-yes Mesclun 282#; 2 requests out 
of 5; 40% would like 
mesclun

50-50, I said yes, it 
varies one said no it 
doesn't.

3# case, fresh, 
washed

high: $2.74/#,          
low: $2.58/#, 
median: $2.66/#

Low $0.14/# 25# 2-no 50 lb bags for all 
others

$0.27/# 6# $0.20/# 12.5# 2-no $0.63/# 2# 1-no Lettuce 96 heads;  2 requests 
out of 5; 40% would 
like lettuce

No, 100% (2 out of 
2) said this remains 
the same all year 
long

24 count case, fresh, 
washed

high: $1.09/head,       
low: $0.96/head, 
median: $1.02/head

Median $0.36/#;                     
$0.48/# for sweet 
potato

303# 60% say volume 
varies seasonally

5#bags, 10 per case 
optional

$0.66/# 172.25# $0.73/# 335.5# 50% say volume 
varies seasonally

$0.75/# 19# 86% say volume 
varies seasonally

Tomatoes 75#;  2 requests out 
of 5; 40% would like 
tomatoes

No, 100% (2 out of 
2) said this remains 
the same all year 
long

15# case, fresh, 
washed

high: $1.25/#,          
low: $1.10/#, 
median: $1.18/#

Standard Packaging 50# bag;                 
40# sweet potato

25# bags;               
50# bags;               
4/5# bags case; 
10/5# bags case;      
12/1# bags case

10# bags;               
40# bags;                
50# bags;               
16/3# bags case

4# frozen buckets; 
2# bags;               
40# cases;                
45# cases

Green Peppers 597#;  2 requests out 
of 5; 40% would like 
green peppers

No, 100% (1 out of 
1) said this remains 
the same all year 
long

22# case, fresh high: $1.32/#,          
low: $0.80/#, 
median: $1.06/#

Baby spinach 244#; 1 request out of 
5; 20% would like 
baby spinach

Yes, 100% (1 out of 
1) said it varies 
seasonally

4# case, fresh, 
washed

$2.65/#

Cucumbers 40#;  1 request out of 
5; 20% would like 
cucumbers

No, 100% (1 out of 
1) said this remains 
the same all year 
long

25# case, fresh $0.70/#

Apples 1 request out of 5; 
20% would like 
apples

5 # totes, and wood 
bushels

$0.92/#

Outlier check to see if Mid 
Coop really pays 
$44/50 lbs of 
potatoes

Summer Squash 
$1.10/#

15# No 2# bag Broccoli 17#; 1 request out of 
5; 20% would like 
broccoli

cut and washed, 12# 
bags

$2.33/#

Total Weekly 
Volume

2,425# 1,378# 1677.5# 405#
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Farm to Plate Research on Addison County Farm Statistics 
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Addison County 
Vermont 

  

  

 2007 2002  % change 

Number of Farms 773 676  + 14 

Land in Farms 187,482 acres 193,376 acres  - 3 

Average Size of Farm 243 acres 286 acres  - 15 

    

Market Value of Products Sold $161,417,000 $105,923,000  + 52 

Crop Sales $14,712,000 (9 percent) 
Livestock Sales $146,705,000 (91 percent) 
Average Per Farm $208,819 $156,691  + 33 

    

Government Payments $1,059,000 $6,308,000  - 83 

Average Per Farm Receiving Payments $4,135 $28,285  - 85 
    

  
  

 

  

  

 



  

  

  
Addison County  �–  Vermont 
 
Ranked items among the 14 state counties and 3,079 U.S. counties, 2007 

Item Quantity State Rank Universe 1 U.S. Rank Universe 1 
MARKET VALUE OF AGRICULTURAL PRODUCTS SOLD ($1,000) 
 
Total value of agricultural products sold 
  Value of  crops including nursery and greenhouse 
  Value of livestock, poultry, and their products 
 
VALUE OF SALES BY COMMODITY GROUP ($1,000) 
 
Grains, oilseeds, dry beans, and dry peas 
Tobacco 
Cotton and cottonseed 
Vegetables, melons, potatoes, and sweet potatoes 
Fruits, tree nuts, and berries 
Nursery, greenhouse, floriculture, and sod 
Cut Christmas trees and short rotation woody crops 
Other crops and hay 
Poultry and eggs 
Cattle and calves 
Milk and other dairy products from cows 
Hogs and pigs 
Sheep, goats, and their products 
Horses, ponies, mules, burros, and donkeys 
Aquaculture 
Other animals and other animal products 
 
TOP CROP ITEMS (acres) 
 
Forage - land used for all hay and haylage, grass silage, and greenchop 
Corn for silage 
Soybeans for beans 
Apples 
Corn for grain 
 
TOP LIVESTOCK INVENTORY ITEMS (number) 
 
Layers 
Cattle and calves 
Broilers and other meat-type chickens 
Pullets for laying flock replacement 
Pheasants 

 
 

161,417 
14,712 

146,705 
 
 
 

1,298 
- 
- 

952 
5,265 
2,651 

138 
4,408 
5,655 

13,197 
125,843 

47 
933 
(D) 
(D) 
(D) 

 
 
 

76,047 
22,727 
1,634 
1,083 

943 
 
 
 

(D) 
62,263 

(D) 
(D) 
(D) 

 
 

1 
1 
2 
 
 
 

1 
- 
- 
6 
1 
4 
9 
2 
1 
2 
2 
4 
1 
1 
4 
3 
 
 
 

1 
2 
1 
1 
3 
 
 
 

2 
2 
1 
1 
1 

 
 

14 
14 
14 

 
 
 

14 
- 
- 

14 
14 
14 
13 
14 
14 
14 
14 
14 
14 
14 
12 
13 

 
 
 

14 
14 
6 

14 
11 

 
 
 

14 
14 
14 
13 
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702 
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380 
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43 

1,615 
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(D) 
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(D) 
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47 
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(D) 
390 
(D) 
(D) 
(D) 

 
 

3,076 
3,072 
3,069 

 
 
 

2,933 
437 
626 

2,796 
2,659 
2,703 
1,710 
3,054 
3,020 
3,054 
2,493 
2,922 
2,998 
3,024 
1,498 
2,875 

 
 
 

3,060 
2,263 
2,039 
2,144 
2,634 

 
 
 

3,024 
3,060 
2,476 
2,627 
1,544 

 
Other County Highlights 
  

Economic Characteristics Quantity
Farms by value of sales: 
  Less than $1,000 
  $1,000 to $2,499 
  $2,500 to $4,999 
  $5,000 to $9,999 
  $10,000 to $19,999 
  $20,000 to $24,999 
  $25,000 to $39,999 
  $40,000 to $49,999 
  $50,000 to $99,999 
  $100,000 to $249,999 
  $250,000 to $499,999 
  $500,000 or more 
 
Total farm production expenses ($1,000) 
  Average per farm ($) 
 
Net cash farm income of operation ($1,000) 
  Average per farm ($) 

 
152 
81 
68 
75 
71 
21 
39 
18 
57 
67 
45 
79 

 
125,254 
162,036 

 
40,926 
52,944 

 
Operator Characteristics Quantity

Principal operators by primary occupation: 
  Farming 
  Other 
 
Principal operators by sex: 
  Male 
  Female 
 
Average age of principal operator (years) 
 
All operators by race 2: 
  American Indian or Alaska Native 
  Asian 
  Black or African American 
  Native Hawaiian or Other Pacific Islander 
  White 
  More than one race 
 
All operators of Spanish, Hispanic, or Latino Origin 2 

 
408 
365 

 
 

617 
156 

 
55.5 

 
 

2 
6 
- 
- 

1,257 
6 
 

20  
See "Census of Agriculture, Volume 1, Geographic Area Series" for complete footnotes, explanations, definitions, and methodology. 
(D) Cannot be disclosed.  (Z) Less than half of the unit shown. 
1 Universe is number of counties in state or U.S. with item.  2 Data were collected for a maximum of three operators per farm.  
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Appendix D �– ACORN Initiatives 
 
1) STONE SOUP SUMMIT: 
 
Report prepared for the funders who underwrote the April 6 event: 
 
May 6, 2010 
 
Over one hundred teachers, farmers, foodservice people and community members 
participated in this first-ever summit of Addison County schools to explore their 
connections to local food and agriculture. The event was received with great energy, 
enthusiasm and a desire to meet again next spring for Stone Soup II! 
 
As you may recall, the summit was organized into three parts: 1) short presentations by 
�‘pioneers,�’ 2) recommendations from the four working groups and  
3) an action plan from the four school districts (Addison Northeast, Addison Northwest, 
Addison Central and the Hannaford Career Center) where the real work will begin.  
 
The four working groups are: 
 
I) Foodservice: Re-integrating Education and Local Ag: How do we increase 
access/amount of local foods served in our schools? How do we increase the share of 
our tax dollars going to local farms? How do we integrate foodservice into the 
curriculum 
 
II) K-6: Reconnecting Children to the Land and Nature How do we better connect 
children experientially with nature, gardening, cooking and eating local foods? How do 
we celebrate food and the cycles of the seasons? 
 
III) 7-12: Re-skilling our Youth, Connecting Food and Community How do re-skill and 
reconnect our youth with local food through production gardens, hoophouses, 
composting, cooking? How do we re-value work and celebrate their contributions to the 
community? 
 
IV) Designing A School-to-Farm Track: How do we grow the next generation of farmers? 
What are the changes we need to make in our high schools and in the Hannaford Career 
Center Ag Program to attract students and get them on land growing food? 
 
The notes from the working groups and district groups have been posted on the ACORN 
website at www.acornvt.org. Click on "Discussion Forums" and scroll down to "Stone 
Soup." A log in protects the site from hackers. 
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A) NEXT STEPS:  
 
The district teams have been advised to meet before the end of the school year to set 
district priorities for 2010-2011. 
 
There will be a Fall 2010 meeting of the Stone Soup steering group and delegates from 
all the district teams to start planning for Stone Soup II in Spring 2011. We'd like to 
highlight success stories from around the county in connection with each of the working 
groups.  
 
B) DISTRICT ACTIONS:  
 
Here is a summary of actions agreed to by all four districts: 
 
a) Foodservice: Needs assessment to be carried out by each district in terms of buying, 
storage and distribution. Are there opportunities for aggregation and collaboration?  
 
Develop resource lists of farmers and foodservice personnel as well as a recipe 
database. 
 
b) K-6: Grow a garden in every school. Fund a Farm-to-School coordinator position for 
each district. Connect children with farms, cooking, foodservice. 
 
c) 7-12: Develop a hands-on working lab, be it a production garden, hoophouse, 
composting or cooking program, in every high school. Develop youth-to-youth 
mentoring programs. 
 
d) School-to-Farm: Develop a resource directory for young farmers (Farm Book). 
Coordinate Hannaford Career Center curriculum and schedule with high schools. 
Research new models of hands-on technical education. 
 
C) STEERING GROUP GOALS:  
 

1) Oversee and coordinate District teams. 
 
2) Fund part-time Farm-to-School Coordinator: The ACORN board has approved 

cost-sharing an AmeriCorps volunteer position with the Willowell Foundation 
for 2010-2011 to begin coordination.  

 
3) Fund District Farm-to-School Coordinators: The steering group has set a goal 

of finding funding for a Farm-to-School coordinator for each of the three 
school districts for 2011-2012.  

 
4) Support development of a pilot hoophouse program, including building, 

support and maintenance, at the Hannaford Career Center in 2010-2011 with 
the intention of siting a hoophouse at each district high school in 2011-2012. 
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2) FARM BOOK PROPOSAL 
 
EXECUTIVE SUMMARY: Farm Book is an online social network designed to get 
everyone in Addison County interested in local food and agriculture on the same page. 
The site will be a catalyst to increase the size, efficiency and coordination of our 
community-based food system.  
 
Start-up and build-out will take 12 months and cost $13,400. ACORN will host the site, 
serve as fiscal sponsor and provide management oversight. Once the model is optimized, 
we believe it could potentially be licensed and exported to other foodsheds. 
  
 1)  THE OPPORTUNITY: According to Vermont direct sales data, Addison County is 
the epicenter of the local food movement in the state. If Vermont is the epicenter of local 
foods in the nation, then Addison County is ground zero. 
 
2)  THE PROBLEM:  While there is strong interest in local foods and farms, there is a 
lack of coordination, communication and cooperation. Farms, businesses and community 
organizations are culturally disposed to work alone which often results in duplication, 
inefficiencies and missed opportunities.  
 
From an economic development and social ecology perspective, we are wasting time, 
money and effort. We are missing potential opportunities for synergy and collaboration. 
There is an abundance of intellectual, financial and social capital in Addison County – 
but unless you happen to run into the right person, you are unlikely to ever learn about a 
resource that might have made make a difference.  
 
3)  THE SOLUTION: FARM BOOK! Addison County needs a one-stop, online source 
for resources, information and connection – a communications and social networking hub 
that connects and networks the county into a higher level of integration.  Farm Book is a 
catalyst that will accelerate cultural change. 
 
Farm Book’s vision is to serve as a social and market exchange where farmers and all the 
participants in the commercial food chain and the greater food community can meet, raise 
funds or find a grant, search for information and resources they need, and make 
connections. 
 
Addison County is blessed with productive farmland and a rich agricultural heritage, and 
with people experienced in growing local foods. It is also gifted with young, intelligent 
students and many entrepreneurs. It is as though we are all sitting around a pile of dry 
wood that is arranged for perfect combustion. We believe that Farm Book can be the 
spark that ignites the fire. 
 
4)  HOW IT WORKS: The site is structured into two domains: the content and the users.  
Farm Book does not seek to duplicate existing services, websites or resources. Rather, it 
will seek to compile all the excellent resources and people that are already available in a 
way that is organized, easy, and fun to use.  
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To best accomplish this objective and to get everyone and everything on the same page, 
Farm Book will be set up as a social networking site. In this way, users can upload, share 
and gather information. Ideas and discussions will have a larger audience. For example, 
farmers could use the site to coordinate delivery routes, or post crops that need to be 
gleaned. Start-up farmers could find available funds, support systems, and land resources.  
 
Farm Book also has the potential to be a convenient and easy means of gathering data. 
County-wide data could be aggregated at very low cost. Farmers or businesses could set 
up profile pages without having to create and maintain a detailed and expensive website. 
Pictures, instructional videos and educational materials could be uploaded, providing an 
engaging means of education.  
 
Farm Book could be used by agriculture students to research crops and markets, to find 
apprenticeships, mentors and seasonal work opportunities and to locate land to farm.  
 
Food is for everyone, and everyone has a place on Farm Book. The possible applications 
are many, with the potential to dramatically increase the amount of food we grow in 
Addison County.   
 
5)  PROJECT OUTLINE: The start-up team will consist of many volunteers. Initial 
projects will include surveying growers, businesses and community organizations by mail 
and in person. The goals of these surveys will be to generate an interest in Farm Book, to 
find out what services are most needed and to find partners to help develop and publicize 
the site. Results from the surveys will lead to a design outline of the Farm Book site.  
 
Cataloguing land opportunities, sustainable agriculture funding and educational sources, 
websites, regional farming guides and networks, planning services and other resources 
will be essential to the viability of Farm Book.  
 
Good web site developers will also be essential throughout the entire process. Developers 
will design the way in which all information will be viewed, shared and organized to 
facilitate easy social interaction. This will include forums, blogs, messaging systems and 
privacy controls. Graphic designers and artists will work with developers to make the site 
visually appealing. Once the framework is in place, a pilot group of student users along 
with developers will explore and test Farm Book's efficiency, organization, and overall 
ease of use.  

In order for Farm Book to be successful, we must attract a large and diverse user base 
which will require good publicity and marketing. Once Farm Book is ready to accept 
users from the public, small workshops may need to be held (Hannaford Career Center) 
to teach less internet-savvy persons how to use Farm Book. Once a solid user base is in 
place, revenue may be generated from local businesses advertising on Farm Book.  

6)  PROJECT TEAM: Currently, the head coordinators and visionaries of Farm Book are 
Galen Helms of Monkton and Eric Elderbrock, a student at Middlebury College. Helms 
has worked at the Last Resort, an organic vegetable and berry farm in Monkton for four 
seasons and is an aspiring farmer. Elderbrock is a senior at Middlebury College and is 
interested in food justice and education. 
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We are teaming up with the Addison County Relocalization Network (ACORN) which 
has agreed to host Farm Book on its site, to incubate and to be the fiscal sponsor for the 
project. Jonathan Corcoran, President of ACORN will serve as a mentor for the project. 
Greg Smela, ACORN's webmaster, is providing IT support for the site. 

7)  START-UP TIMELINE:  

Month 1: Building the Farm Book team, raising funds, making contacts with possible 
partners, sending out surveys  

Month 2: Compile survey results, design an outline  

Month 3: Work with developers to build a pilot site, test it with a group of 100 test users  

Month 4: Launch first version of Farm Book, publicize, encourage and teach people to 
use it. Have 500 active users by Month 5.  

Month 5: Review Farm Book's first month. What works? What does not?  

8)  NOTES ON BUDGETS: First, Farm Book's start-up budget is built on the premise 
that most members of the team will essentially be volunteers. In order for a dynamic web 
site to be developed, many team members will be devoting significant amounts of time. 
Small stipends will be paid to individuals to partially compensate them for their time. For 
example, a web programmer may spend 40 hours a month on Farm Book, half on a 
volunteer basis, half at an agreed hourly rate.  

Second, we believe that free, open source software is the way to go. Using a social 
networking framework such as elgg, programming knowledge will be essential but not be 
nearly as expensive compared with the cost of ground-up website development.  

 

9)  START-UP BUDGET: $3000, over a 3-month period:  

Breakdown:  
Travel expenses (mileage):       300                 
Mailing surveys:           150  
Developers (key personnel over 20 hours a week):    1100  
Graphics and design costs:          700  
Marketing costs:             750 

TOTAL:        3,000 
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10) BUILD-OUT BUDGET: $10,400, over a 9-month period: 

Breakdown:  

Coordination Team:        1500                                              
(Compile lists of farms/food businesses, funding/land resources, contact/organize people)  

Development Team:         2500                                              
(Debug/improve site's framework and operating system) 

Webmaster:                                       1000 
 (Manage the user base, content, privacy settings etc.) 

  Advertising/Marketing Team:                                             1500      
(Bring users/local advertisers to the site, advertise Farm Book throughout the county, 
coordinate publicity/media outreach)   

Artistic director:                                               1200                                              
(Shape the look of Farm Book, Graphics)  

Team Coordinators:                                                            1100                                              
(Manage team's efforts, provide a general vision for Farm Book)  

Events fund:                                                                                     800                                        
(Fund for sponsored meetings, events, guest speakers) 

General Fund:                                                                                   800                                                
(Travel expenses, additional surveys, contributing artists, programmers not on Farm 
Book team) 

TOTAL: 10,400 

GRAND TOTAL FARM BOOK EXPENSE: 13,400 
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Appendix E - Slow Money Principles 
 
In order to enhance food security, food safety and food access; improve nutrition and 
health; promote cultural, ecological and economic diversity; and accelerate the 
transition from an economy based on extraction and consumption to an economy based 
on preservation and restoration, we do hereby affirm the following Principles: 
 
I. We must bring money back down to earth.  
 
II. There is such a thing as money that is too fast, companies that are too big, finance 
that is too complex. Therefore, we must slow our money down -- not all of it, of course, 
but enough to matter.  
 
III. The 20th Century was the era of Buy Low/Sell High and Wealth Now/Philanthropy 
Later�—what one venture capitalist called �“the largest legal accumulation of wealth in 
history.�” The 21st Century will be the era of nurture capital, built around principles of 
carrying capacity, care of the commons, sense of place and non-violence.  
 
IV. We must learn to invest as if food, farms and fertility mattered. We must connect 
investors to the places where they live, creating vital relationships and new sources of 
capital for small food enterprises.  
 
V. Let us celebrate the new generation of entrepreneurs, consumers and investors who 
are showing the way from Making A Killing to Making a Living.  
 
VI. Paul Newman said, "I just happen to think that in life we need to be a little like the 
farmer who puts back into the soil what he takes out." Recognizing the wisdom of these 
words, let us begin rebuilding our economy from the ground up, asking:  
 
* What would the world be like if we invested 50% of our assets within 50 miles of where 
we live?  
* What if there were a new generation of companies that gave away 50% of their 
profits?  
* What if there were 50% more organic matter in our soil 50 years from now? 
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Appendix F - Potential Sources of Funding 
 
1) HIGH MEADOWS FUND: Funds Sustainable food systems, Due July 26 
http://www.highmeadowsfund.org/ 
 
2) WALTER CERF COMMUNITY FUND: Funds Addison County community 
initiatives. Due June 1 
http://www.vermontcf.org/cerf 
http://www.vermontcf.org/storage/cerf-application.pdf 
 
3) USDA RURAL DEVELOPMENT: Community Facility Program: The program is for 
rural areas and rural towns with populations 20,000 and less.  Grants and loans are made 
to towns, counties, tribes, and NGOs for all types of community facilities.  Examples of 
food and agriculture items that may be eligible for funding are farmers markets buildings 
and renovations, community kitchens, school or adult or child care kitchen equipment 
and renovations (to be able to use fresh local food for example), food preparation centers, 
purchase of land or installation of water for community gardens, etc.  Grants would likely 
be in the $40,000-$60,000 range. Due ASAP 
http://www.rurdev.usda.gov/HCF_CF.html  
 
4) NATIONAL SUSTAINABLE AGRICULTURE COALITION: Guide to Federal 
Funding for Local and Regional Food Systems, April 2010 
http://sustainableagriculture.net/wp-content/uploads/2010/06/6.18-FINAL-Food-System-
Funding-Guide2.pdf 
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Appendix G �– GAP Audit Certification Application 
 
Below are the first 2 pages of the GAP application. For the complete 30-page form, go to: 
http://www.ams.usda.gov/AMSv1.0/getfile?dDocName=STELPRDC5050869 
Contact the VT Department of Agriculture (the auditing body in VT) for the latest news 
regarding the development of a GAP-lite program for VT producers. 
 
 
USDA Good Agricultural Practices & Good Handling Practices 
Audit Verification Checklist 
 
Firm Name: 
______________________________________________________________________________________
_ Contact Person: Audit Site(s): 
_____________________________________________________________________________________ 
Main Address: ________________________ 
____________________________________________________________ City: State: ________ Zip: 
_______________ Telephone No: ________________________________ Fax: 
_________________________ 
E-mail: ____________________________________________________________ Auditor(s): (list all 
auditors with the lead listed first) ______________________________________ _ 
________________________________________________ _ 
USDA or Fed-State Office performing audit: Date & Time Arrived: ________________
 Date & Time Departed: ____________ ________ __ _ Travel Time: 
_________________________________ Code: ______________________________________________ 
Person(s) Interviewed: (use back of sheet if necessary to list all persons interviewed) 
 
This program is intended to assess a participant’s efforts to minimize the risk of 
contamination of fresh fruits, vegetables, nuts and miscellaneous commodities by 
microbial pathogens based on the U.S. Food and Drug Administration’s “Guide to 
Minimize Microbial Food Safety Hazards for Fresh Fruits and Vegetables.” 
 
Did the auditee participate in GAP & GHP training? Yes No 
 
For Official Government Use Only 
AMS, FVP, Fresh Products Branch 
November 9, 2009 Page 1 
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Is there a map that accurately represents the farm operations? Yes No N/A 
Legal Description/GPS/Lat.-Long. of Location: 
__________________________________________________ Are all crop production areas 
located on this audit site? 
 
Yes No N/A Total acres farmed (Owned, leased/rented, contracted, consigned): 
____________________________ 
 
Does the company have more than one packing facility? Yes No N/A 
 
Is there a floor plan of the packing house facility(s) indicating flow of product, storage 
areas, cull areas, employee break rooms, restrooms, offices? 
Yes No N/A 
Is any product commingled prior to packing? Yes No 
 
Audit Scope: (Please check all scopes audited) General Questions (All 
audits must begin with and pass this portion) 
 
Part 1 – Farm Review.....................................................................................

Part 2 - Field Harvesting and Field Packing Activities ............... 
.........................
Part 3 - House Packing Facility 
....................................................................... Part 4 – Storage and 
Transportation .....................................................................
Part 5 – (Not Used) 
Part 6 – Wholesale Distribution Center/Terminal 
Warehouses.............................
Part 7 – Preventive Food Defense 
Procedures...................................................
Products: 
________________________________________________________________________________________________
_ 
Auditors’ Signature(s): 
 
For Official Government Use Only November 9, 2009 AMS, FVP, Fresh Products Branch Page 2 
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