


Health Facts 

 
 Food related chronic diseases have become a serious burden on our national 

economy, amounting to nearly $800 billion dollars per year in direct and 
indirect costs. 
 

 A Congressional Budget Office report from 2007 found that by 2080, up to 
50% of our entire GDP could be consumed by health care spending. This 
is almost entirely due to increases in chronic diseases (obesity, diabetes, 
cardiovascular disease), all of which have a dietary component. 
 

 The dismantling of regional food infrastructures  have made healthy food 
expensive and unavailable.  
 

The Urban Design Lab, The Earth Institute, Columbia University, “Regionalizing the Food System for Public Health 
and Sustainability”, Conard and Ackerman, 11/17/10 

 



 
 High intake of fruits and vegetables is linked to better cardiovascular health, 

including lower risk of stroke and coronary heart disease, and type two diabetes. 
 
 Our existing food system makes highly processed, unhealthy foods the default for 

consumption, in that such foods are often cheaper per calorie than whole foods.  
 
 16% of Americans are food insecure, (defined as having inadequate access to enough 

food for an active, healthy lifestyle), while in some Maryland counties food 
insecurity exceeds 33%.  

The Urban Design Lab, The Earth Institute, Columbia University 

 

Food Facts 



National Trend toward local and organic food 
 

 30% of consumers will change where they buy food in order to buy locally or 
regionally sourced food. 

 
 Local food sales reached $11 billion in 2011 climbing from $4 billion in 2002.   
 
 Organic food sales experienced 9.4 percent growth in 2011 outpacing total sales of 

comparable conventionally produced foods, which experienced 4.7 percent growth.  
  

As Americans rush to Fresh Food, Supermarket Chains Follow, CNBC Special Report, 10/8/12, 
Nutrition Business Journal 

 



 A regional food hub is a business or organization that actively manages the 
aggregation, distribution, and marketing of source-identified food 
products primarily from local and regional producers to strengthen their 
ability to satisfy wholesale, retail, and institutional demand. 

--Food Hub Center, National Good Food Network 

 

What is a Food Hub? 



1. Aggregation/Distribution- Wholesale 
Drop off point for multiple farmers and a pick up point for distribution firms and 

customers that want to buy source- verified local and regional food 
 

2. Active Coordination 
Hub business management team that actively coordinates supply chain logistics, 

including seeking markets for producers, and coordinating efforts with distributors, 
processors, and buyers. 

 
3. Permanent Facilities 

Provide the space and equipment for food to be stored, lightly processed, packed, 
palletized and possibly even sold under Hub’s regional label 

 

Core Components of Food Hub 

“Regional Food Hubs: Linking producers to new markets.   
Know your Farmer, Know your Food” 



 
While food hubs can have a wide range of positive and equitable impacts, starting and 
operating a food hub comes with obstacles, even if you are reconfiguring a current 
farmers’ market or wholesale distribution center into a food hub: 
  

 Start-up, administrative, and operational costs.  
 
 Site development.  
 
 Economic sustainability.  

Challenges to Establishing  
Successful Food Hub. 



 
 Rely on proven and documented business strategies.  

 
 Develop unique financing/funding packages for each specific food 

hub project.  
 
 Develop policies to support food hubs.  

 
 Build support among local partners.  

 
 Choose a space strategically.  

 
 Find your spot in the market.  
 

Key Strategies for Successful Food Hubs 



 Common Market, Philadelphia, Pennsylvania: With a mission of providing nutritious, affordable, locally grown 
food to all, including the most vulnerable communities, Common Market in Philadelphia, PA connects farmers to 
more than 150 public and private schools, colleges and universities, hospitals, workplaces, grocery stores, 
nonprofits, and faith institutions throughout the Delaware Valley. Common Market’s commitment to equity has 
been key to its growth: in the past five years, Common Market has sold more than $5 million in local, fresh food, 
25 percent of which has been sold to institutions specifically serving low-income communities and communities 
of color. 

 
 Intervale Food Hub, Burlington, Vermont: Based in Burlington, Vermont this food hub works with more than 20 

farmers in the Burlington area to distribute their goods in the region. Intervale Food Hub runs a year-round multi-
farm CSA that accepts SNAP benefits and uses 10 percent of all food hub sales to subsidize shares for low-income 
individuals and families. 

 
 Corbin Hill Food Project, New York City, New York: Based in New York City, New York the Corbin Hill Food 

Project gives residents of Harlem and the Bronx direct access to high-quality, fresh produce grown by local 
farmers from New York State. Corbin Hill partners with farms and community organizations to distribute boxes 
of freshly harvested produce, known as Farm Shares, once a week. By offering flexible membership terms, 
affordable prices, SNAP money matching, and items that reflect the community’s diverse cultural and culinary 
traditions, Corbin Hill Farm Shares meet the needs of the community’s low-income residents. 

 

Food Hub Models 

http://www.healthyfoodaccess.org/resources/library/common-market-case-study
http://www.intervalefoodhub.com/
http://www.intervalefoodhub.com/
http://www.intervalefoodhub.com/
http://intervalefoodhub.com/
http://intervalefoodhub.com/
http://intervalefoodhub.com/
http://www.healthyfoodaccess.org/resources/library/profile-corbin-hill-food-project
http://corbinhillfoodproject.org/
http://corbinhillfoodproject.org/


 New North Florida Cooperative Association, Inc., Marianna, Florida: This producer-driven food hub aggregates, 
processes, and distributes fresh, chopped vegetables from primarily African American, small-scale growers. 
NNFC has a streamlined approach: it sells a limited line of produce to school districts and grocery stores within a 
day’s travel of their Marianna processing facility.  This strategy enables NNFC to negotiate prices that sustain 
black farmers’ livelihoods and meet school districts’ needs. The coop serves more than 200,000 students in 30 
school districts. 

 
 Farm Fresh Rhode Island, Pawtucket, Rhode Island: This nonprofit’s Market Mobile Program, started in 2009, 

supplies products from 50 local farms and producers to over 150 customers, including a multi-farm CSA, 
restaurants, grocers, caterers, schools, and hospitals in Rhode Island and Massachusetts. Market Mobile has 
created 46 local jobs, and had an annual economic impact of over $1.75 million. Because Farm Fresh Rhode Island 
partners with a range of institutional, retail, and wholesale buyers, it can maintain profitability and financial 
growth while meeting the needs of the diverse communities it serves. 

 
 ALBA Organics, Watsonville, California: Based in Watsonville, CA: This licensed produce distributor supports 

the sales, marketing, and training needs of beginning farmers and sells locally grown, organic, farm-fresh produce 
at competitive prices. The ALBA Organics food hub offers customers the opportunity to support small-scale, 
limited-resource, and beginning farmers, many of whom are former farmworkers. 

 

Food Hub Models 

http://newnorthfloridacoop.com/index_files/nnfc.htm
http://www.farmfresh.org/hub/
http://www.albafarmers.org/index.html


 Largest contiguous block of 
farmland in the Eastern United 
States – 1.5 million acres. 
 

 Total Agricultural Output = $3.12 
billion 

 
 More than 50% of the Delmarva 

Peninsula’s farmland acres are 
small and mid-sized farms—could 
support high value vegetable, fruit 
and livestock production. 

 
 
 
 
 

Delmarva’s 
Agricultural Industry 

 



The Mid-Shore is ideally located for  
food production and distribution. 

 
 This area provides central access to producers and growers. 
 
 A network of transportation routes provide distribution 

access to 14 million people within 100 miles and 40 million 
within 200 miles of Mid-Shore. 
 

 The Delmarva has the largest tract of contiguous farmland on 
the East Coast suitable for food production. 
 

 The Chesapeake Bay is the largest estuary in the United States 
supporting a commercial seafood industry of $3.4 billion 
dollars. 
 
 



 
 A  5% shift in consumer demand would more than double Maryland’s local food 

economy. 
 
 If 5% of food dollars from southern MD households were spent on local food, local 

farmers would be selling almost $177,000,000 in product—over $110,000,000 more 
than they sell now. 

 
 Food sector employment is now growing at about twice the rate of the overall 

economy. 
 
 A wide range of jobs will be created providing career pathways in farming,  animal 

husbandry, greenhouse construction, warehouse operations, marketing and sales, 
transportation logistics, food processing and more. 

 
 
 
 

 
 

Managing Maryland’s Growth: Planning for the Food System,  
Maryland Department of Planning, September 2012. 

 

Economic Benefits for Maryland  
by buying local food 



Key Strategies for Successful Food Hubs 

• Rely on proven and documented business strategies. Similar to other forms of healthy food 
retail, food hubs can benefit from comprehensive business plans. These enterprises can tap into 
targeted technical assistance programs that advise participants about how to increase their 
earning potential. Existing small business development training programs can also help food 
hubs improve their marketing strategies to increase their profitability. 
 

• Develop unique financing/funding packages for each specific food hub project.  
 

• Develop policies to support food hubs. In addition to city and statewide financing initiatives 
that support fresh food projects across the country, there are also non-funding policies 
supporting food hubs in underserved communities.  

 

Herb’s Notes 



Key Strategies for Successful Food Hubs 

• Build support among local partners. Food hubs can work with various partners, including 
local farmers’ associations, schools districts, and established food distribution centers, to 
establish distribution agreements to increase their market footprint.  These partners can also 
help with advertising and marketing efforts. 
 

• Choose a space strategically. The location of a food hub matters for growers, buyers, and the 
communities it serves. Selecting a site for growing, processing, or distributing in a low-income 
neighborhood, or a community of color, will maximize the benefit for these residents.  In 
addition to improved food access, locating your hub in a low-income community will facilitate 
local hiring, workforce development, and, if done well, a commitment from the community to 
support the hub. 
 

• Find your spot in the market. Engage and remain engaged with residents of local 
communities, restaurants, and institutional buyers to find out which products are most 
desirable. Engaging the community will help you create a culturally relevant product line that 
attracts local customers, and creates a base of buyers who view themselves as partners in the 
food hub. The most profitable food hubs often reach a diverse customer base through a broad 
range of buyers, including small grocery stores, restaurants, and K-12 food services 

 

Herb’s Notes 
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