Ravalli County Community Food Assessment - - - Value-Added Producer Survey 


Summary
Background and Production

The value-added producer survey was added after we realized that there are some people in the valley who create food and beverages to sell, without growing the ingredients themselves.  Like other consumers, they purchase ingredients.  Like other producers, they have to find markets for their products.  Thus, the survey was a combination of the producer and institutional consumer surveys.  Most value-added producers were found at the Farmers’ Market or using the Sustainable Living Systems Producers’ Directory.  In all, 11 value-added producers were surveyed in the fall of 2008.  Three are located in Stevensville, two in Victor, one in Corvallis, three in Hamilton, and two in Darby.  Their products include bottled honey, wines, meads, pies, chocolates, brownies, various confections and candies, glazed nuts, a variety of baked goods of the sweet and savory kind, jams, and cookies.  The producers are categorized by product type in Figure 1.  
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      Figure 1


One producer just started, seven have been producing for three to eight years, and a few have been doing so for even longer.  They all said they intend to keep producing.  Four hope to maintain current levels while seven intend to increase production, indicating they may expand into pastries, cakes, desserts, nut rolls, pumpkin rolls, and sweet dessert-y things for holidays, pizza at farmers’ market, ice cream, cookies, cider, and coffee. 


For those who make a variety of products, the most profitable are the cinnamon rolls and sweets, chocolates, and various fancy breads.  The mead producer and wine maker are working on a large scale and have lots of big equipment.  The other producers use some basic equipment such as food processors, mixers, and ovens.  Some of the fancier breads, chocolates, sweet rolls, double crust pies, and turnovers were mentioned as requiring the most labor and hand processing.


Perceived barriers of increased value-added production are the lack of a commercial kitchen, restrictions regarding ingredients (like cheese) which are temperature sensitive, the labor involved, and the cost of ingredients. 

Purchasing


More than one value-added producer buys some ingredients from Costco, Super1, Walmart, or Rainbow’s End.  Other main ingredient suppliers are Bakers, Spokane Bakery Supply, IGA, Sconsa, and the Good Food Store.  The mead producer and honey bottlers use honey from local beekeepers when available.  Additional suppliers include The Food Guys (Portland), Bakery and Restaurant Foods Inc. (B & R, Missoula), California Nuggets, Honeyville Grain Company (Calif.), Azure Standard, Farmers’ Produce Store, local farmers’ markets, Calico (Canada), Alvey, a Hutterrite Colony, and Huckleberry Haven (Kalispell).  About half of the producers indicated they have flexibility in their choice of suppliers, but also some have only one supplier for a particular item.


Increases in food prices over 2008 have been large for sugar, butter, eggs and flour.  All suppliers have increased prices somewhat.  When asked what has caused the price increases, fuel and shipping costs were mentioned by several; also the increased use of corn for ethanol has driven up grain prices overall.  And, the colony collapse problem has reduced honey production.  Higher supply prices would make some producers decrease the variety of their products, and possibly decrease the amount they produce.  About half of the producers have begun to increase prices for their products and have found that their customers understood and were still buying.  They would be forced to continue to raise their prices if the cost of supplies continued to go up.

When asked if prices from distant suppliers are comparable to local food prices, there was an even split on the answers, and making a fair comparison was difficult because the same items are not available locally.  Often, larger suppliers from further away can offer better prices, or sometimes they are the only source for the item, or the only source for the quantity of the item that is needed.   


Regarding choosing to purchase local ingredients, some would do so if the product was available locally, and some feel very tightly constrained by their budgets and would only buy local if the price was the same.     

Thoughts on Local Food 


Seven of the eleven producers surveyed currently use local food
 in their value-added products.  For most producers, about 10-20% or less of purchases are local.  The percentages are displayed in Table 1.  One wine maker grows his own grapes but not in this valley, as he can grow them better in California.  The mead maker gets his honey locally or regionally (if the closer to home production has a bad year), so he uses 60% or more local ingredients.  Another producer also uses about half local ingredients. 
	Producer
	Percent of Local Ingredients
	Producer
	Percent of Local Ingredients

	1
	20-25% (depending on year)
	5
	10-20 % (depends on time of year)

	2
	60%+ (and more from state at large)
	6
	1-2%

	3
	Maybe 5-10%
	7
	50% (and more from state at large)

	4
	Not even 10%
	
	


Table 1


The local items that this group uses are: honey, cherries, chokecherries, elderberries, blackberries, raspberries, strawberries, rhubarb, eggs, onions, garlic, plums, apples, spinach, pumpkins, carrots, squash, milk, and butter.  Most would use more local foods if more were available.  The suppliers of these items are Morris Honey, other beekeepers, own gardens, local cherry producers, Homestead Organics, Roaring Lion Organics, Bitterroot Organics, the farmers’ market, Yourganic Farm, Lifeline Farms, Frost Top Orchards, and Rainbow’s End store.  


Four of the seven producers that use local ingredients advertise that they do so.  Four said that there has been interest expressed by some of their customers about using fresh, local foods, but only three producers think their customers (or some of their customers) would be willing to pay a higher price if they used local ingredients, except for a few really dedicated customers.  In general, producers were split on whether using more local foods would benefit their business.  Two of the producers would likely advertise the fact more if they used additional local products.  There was not a need expressed for a source for organic foods.  Some already have their organic sources; others are not interested. 


Depending on the price and local availability, producers would use:  berries, grapes, dandelions, strawberries, peaches, apricots, plums, milk, butter, sugar, brown sugar, flour, goat feta cheese, spinach, and nuts.  The berries would need to be frozen, the wheat made into flour, some things washed and made ready for use. The producers currently pick up the items they need for the most part and are split on whether a centrally-organized local distribution system would help them to buy more local food.  They also tend to stock up with supplies for the winter by freezing, or other storage methods.  None of these producers feel that legal constraints interfere with them purchasing local food, although one producer does feel that legal requirements do constrain what products she can make to sell.
Obstacles and Benefits

The main obstacles identified for using locally grown food in their value-added products are availability (eight responses) and affordability (six).
  No one thinks that patrons’ choice, kitchen capacity, presentation of food, facility procurement policy, or liability/product insurance are concerns.  Producers also mentioned their own obstacles: consistency, keeping product fresh, and lack of sufficient markets (winter especially).  Please see Figure 2 for a full display of responses.  Producers think that the following can help overcome these obstacles: more commitment from, and information to, consumers; freedom to offer more baked goods at the farmers’ market; existence of a central store and a local granary; and food getting processed before coming to value-added producer.
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                                   Figure 2: 
Af=Affordability, 
Av=Availability, 
Quan=Quantity, 

Qual=Quality, 
PC=Patron’s Choice, 
L/PI=Liability/Product Insurance, 

Con=Convenience, 
LDS=Lack of Distribution System, 
LR=Legal Requirements, 

KC =Kitchen Capacity, 
PoF=Presentation of Food, 
FPP=Facility Procurement Policy, 

IRfP=Inadequate Receipt from Producer, 
CI/R=County Inspection/Regulations


Producers indicated the benefits of using locally grown food in their products.  All the producers think that supporting local farmers/economy and sustainable agriculture, and building community are benefits.  The least commonly cited benefits are variety (seven), food security (seven), and reduced toxins (six), though 60% or more of the producers think those are benefits.  See Figure 3 to see all the responses.  Commitment on the part of producers and the people who finance the producers (which might even include the state), availability of land for existing and new farmers, granary that mills flour, and a large Food Co-op in Hamilton are all ideas about how to improve the county’s food system. 
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                                                           Figure 3
SLF/E=Support Local Farmers/Economy, 
HQF=High Quality Food, 
SA=Sustainable Agriculture, SotL=Stewardship of the Land, 
RT=Reduced Toxins,
Fl=Flavor, 

Fr=Freshness, 
Var=Variety,
EC=Energy Conservation, FS=Food Security, 
BC= Builds Community, 
KSoF=Knowing Source of Food
Markets


The three chocolate companies sell most of their products in the valley from their own storefronts, sell some (up to 20%) to gift shops outside of the valley, and also take orders either by phone or from their websites for shipping to places outside of the valley.  The mead producer sells most of his product wholesale to stores outside of the valley, including the Good Food Store, but also sells wholesale to stores in the valley, and makes some direct sales from his tasting room.  The wine producer sells mostly via a distributor to stores both in and out of the valley in about equal amounts, plus some direct sales to individuals and restaurants.  The honey bottler sells mostly to stores out of the valley, though he/she also sells to some stores in the Bitterroot.  The bakers market nearly 100% in the valley and rely heavily on the farmers’ market, with special orders and catering filling in the rest of their market.   


Generally, the producers would like to sell more of their products in the valley.  The advantages of selling locally include: valley people pay bills, develops a loyal consumer base, builds community relations and spirit, freshness, convenience, avoid shipping, and builds local economy.  Producers think that the following things are needed to build a more robust and dependable local food system: perseverance and commitment, community making local agriculture a real priority and helping farmers to thrive, making local foods affordable to all, and having a storefront year round.  Also, several producers need more marketing connections and four would like to see more outlets.  Lack of public awareness or income, interest in branching out to other parts of the world, and a poor storefront location, also prevent producers from selling more locally.  One person is concerned about the cost to start producing more locally, but the rest of the producers see no disadvantages for selling locally. 

Just over half of the producers would encourage formation of a Food Policy Council in Ravalli County to promote local agricultural markets and production.  Two said no to this, and three said it would depend on what the council was trying to do. 
 
Conclusion

As both a producer and consumer, value-added producers are in a unique position.  Many already purchase local ingredients for their products and are interested in using more.  Producers do not see too many obstacles to using local ingredients, but some ingredients are simply not available locally (especially for candy-makers).  Cost is also a factor.  Producers are concerned that in general customers would be unwilling to pay a higher price for local ingredients.  Producers market both in and out of the county, although most sell a majority in the valley.  Eight of the 11 producers are interested in selling more locally as well.  Though producers could think of few disadvantages for selling locally, they did say that lack of outlets and lack of marketing are barriers.
� For this report, we are defining “local food” as food that is produced in Ravalli County.


� Please note that only 10 of the 11 producers responded to the two questions about obstacles and benefits.





