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A Comprehensive Approach to Building
North Carolina's Local Food Economy

From Farm to Fork

• Brief background on CEFS

• Developing a Statewide Action 
Guide and the Importance of 
Partnership 

• North Carolina’s 10% Campaign

Presenter
Presentation Notes
I’m convinced we can’t get their rapidly enough by just a research approach, even if the approach is comprehensive and systems orientedI say this because of where we’ve been over the last 25 years, and how incrementally change has occurred as compared to what we needI do believe that now, we are in an incredibly exciting time, where we have the opportunity to make such change.So what I’m going to talk about is:
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Center for Environmental 
Farming Systems

• Partnership initiated 
in 1994

 NCSU

 NCA&T SU

 NCDA &CS

www.cefs.ncsu.edu

Mission:  To develop and promote agricultural systems that 
protect the environment, enhance rural and urban communities, 
and provide economic opportunities in North Carolina and 
beyond

Presenter
Presentation Notes
Many of you are new to the Center for Environmental Farming Systems so just want to say a few things about us so you understand why we are taking this on and why it’s important to us.  Our mission is to develop and promote agricultural systems that protect the environment, enhance rural and urban communities, and provide economic opportunities in North Carolina and beyond.  We are a partnership that has been in place since 1994 among NCSU, NC A&T SU, and the NC Department of Agriculture and Life Sciences. We have a long history of partnering with other agencies and entities including many of the states leading agriculture NGOS as we have conducted research and many different types of outreach programs. We believe one of our key strengths is the collaborative nature of our work, and we also believe that collaboration is what will make this effort so successful.
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Our approach…
• 2000 acre field facility provides for 

collaborative and interdisciplinary 
research

• Demonstration site for farmers, 
extension agents, educators,  and others

• Engage young people through farm 
apprentice program, internship program, 
agroecology program, food policy council, 
food corps and more

• Developing a Sustainable Local Food 
Economy. Connecting industries, 
business opportunities, consumers, 
farmers. Farm-to-Fork approach



WEBSITE

Retail and Food Service

Bringing Sustainable Pork to Market
Plenty of Farmers….Plenty of Markets

Infrastructure
Processing
Value-Added
Aggregation
Distribution
Supply Chain

Presenter
Presentation Notes
Our focus until recently has been on increasing direct market opportunities for farmers because profits are more than double.  Website—profiles each of our farmers and where to purchase their products; resources & tools for farmers & agents; Farmers Markets—Our farmers sell their meat at 18 different farmers’ markets, through CSAs and direct to numerous Buying Clubs—this is a fast growing adaptation of the CSA model for meats that involves direct-to-consumer purchases of bulk frozen meat products; we’re targeting neighborhoods, churches, work-places; we’ve had the greatest success thus far locating them in retail establishment such as A Southern Season; they want to differentiate themselves by telling the farmer’s story but don’t sell fresh meat, only condiments & wine; they provide free freezer space, coordination of payment (but take no cut), special in-store promotions and the farmer delivers.Retail—while most of our farmers sell their products direct, this is the rare breed.  Most farmers want to raise animals or crops or both and don’t want to mess with marketing; and we help them get into local markets, as best we can given the challenges there.



Local Foods
• Many see local foods and 

sustainable agriculture at the heart 
of rural revitalization, economic 
development,  job creation, better 
health and nutrition, and food 
security

• It is also one of the fastest-
growing, most entrepreneurial 
area of agriculture today

Presenter
Presentation Notes
My goal today is to let you know about the growing importance and opportunities that are developing across the state around Local Foods and Sustainable Agriculture systems and how NCSU, through the work of the Center for Environmental Farming Systems, is out front on this issue.Many different types of groups and organizations are now valuing local food systems as a way for the state to grow its economy and jobs, and address several other important issues in the state including rural revitalization, food security, and better health and nutrition. The public is enthused and so are state agencies and organizations that deal with these issues.  Over the past year I’ve been invited to speak to the County Commissioners Association, the NC Planning association, several health organizations, land conservation organizations, county government groups, and more because they all see local food systems as part of the solution to the major issues of the day. Nationally, we are seeing local foods/sustainable agriculture and organic agriculture as a real bright spot as it’s viewed as the largest growth segment in agriculture today.



Across the State We Saw: 
Community Leadership, Business 

Entrepreneurship, Regional Planning, Public Policy

Southeastern NC 
Food Systems Project

Southeastern NC Food 
Systems Project

Presenter
Presentation Notes
Part of it is the time is right
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But….
• Lack of coordination
• Piecemeal approach
• No “Strategic Plan” to move the 

state’s Local Food Economy forward
• No momentum
• Funders wanted to know where to 

put their money- what would be 
successful?



Statewide Initiative Launched in 2008

Goal was to develop a Statewide Action Plan for 
building the Local Food Economy

• Describe the current food system
• Highlight important successful models in the 

state
• Identify Barriers
• Prioritize policies and programs for the private 

and public sectors. 

Presenter
Presentation Notes
Goal: develop a statewide action plan that describes the food system, identifies individuals and organizations participating in and impacted by the food system, highlights efforts across the state that are engaged in this work and identify best practices, but MOST IMPORTANTLY, PRIORITIZES ACTIONS FOR policy and private sector at state, county, city, regional level.Funders: Z. Smith Reynolds, Agricultural Advancement Consortium, Kellogg, Golden Leaf (pending)Advisory: 70 people representing all sectors of the food systemMore on process later!



The Farm to Fork Local Foods Initiative
The Importance of Partnership

• Established advisory committee (80+)
• Regional meetings across the state (6)
• Working Issues Teams established (11)
• “Game Changer” Ideas Developed
• Sold out Statewide Summit (400+)



New Partnerships Geared Towards Action
Broad-based commitment from local government officials, 
nutritionists, farmers and farmer organizations, anti-hunger 
groups, faith based organizations, youth-based organizations, 
economic developers, funding partners, entrepreneurs, retailers, 
consumers, academic institutions and other agencies.



Some of our Sponsors

• Carolina Farm Credit
• Blue Cross and Blue Shield of N.C. Foundation 
• North Carolina Farm Bureau Federation
• Compass Group
• NC Association of County Commissioners
• Heifer International
• Carolina Farm Stewardship Association
• BRAC-RTF (Fort Bragg)
• Burch Farms
• Food LogiQ
• Grateful Grower Farm



Some Significant 
Outcomes to Date





Sustainable Local Foods Advisory Council

• Whole Farm GAP Certification
• Addressing regulatory framework
• NC statewide food assessment
• Improve access (EBT), increase snap-ed 

funding
• Farm to School
• Securing recurring funding for the NC 

Agricultural Development and Farmland 
Preservation Trust Fund ($2 million)

• Infrastructure Survey and Needs

Presenter
Presentation Notes
Advisory council is addressing things like GAP certification, opening up institutional markets, increasing access to fresh and local foods, addressing complex regulatory framework, uped poulty on-farm slaughter to 20,000 from 1,000Golden Leaf Foundaion funded 10% campaign, feed the forces initiative, infrastructure pieces



Golden Leaf Foundation $2.5 million Local 
Foods Initiative

• 10% campaign
• Feed the Forces Initiative
• Targeted Infrastructure Pieces
• Market Development
• Sustainable Local Food Policy 

Council

Presenter
Presentation Notes
Advisory council is addressing things like GAP certification, opening up institutional markets, increasing access to fresh and local foods, addressing complex regulatory framework, uped poulty on-farm slaughter to 20,000 from 1,000Golden Leaf Foundaion funded 10% campaign, feed the forces initiative, infrastructure pieces



Presenter
Presentation Notes
Describe site generally. 



Key Components of the 
Campaign

• Web based sign ups
• Partnership with Cooperative Extension
• Three Ways for Businesses to Partner
• Push people out to existing initiatives and 

information resources: “floating all boats”
• Energize business leaders, policy makers, 

organizations, college students, school kids, 
etc.

• Work to address associated barriers









Business/Organizational Partners

• Compass Group
• Both Land Grant Colleges of 

Agriculture
• NCSU Dining Services
• Restaurants
• Blue Cross Blue Shield
• Cabarrus County
• Conservation Trust of NC
• Slow Food Triangle
• UNC Wilmington
• Red Hat
• Rex Endowment
• Farmers Markets
• Burt’s Bees

• Carolina Farm Stewardship 
Association

• Eastern Carolina Organics
• NC Farm Bureau
• NC Department of Agriculture
• NC Fruits and Veggie 

Coalition
• NC Sea Grant
• NC Environmental Education
• UNC Asheville
• UNC Center for Health 

Promotion and Disease 
Prevention

• BRAC Regional Task Force
• Girl Scout Troup 734

Presenter
Presentation Notes
Also have other ways of partnering:  employee programs and outreach
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