Navigating Local and Regional Food Systems in Dynamic Times

Presentation to the Kansas Food Summit: Painting a Vibrant Future
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Overview of Today’s Talk

* PEOPLE: National Consumer and Food Market Dynamics
* COVID and supply chain impacts catalyzed changes across many dimensions
* Food and Ag as a focus

* PUBLIC ATTITUDES AND POLICY: Ag and Food Visible and Salient

* Some Perspectives from your Neighbors in Colorado
* A Look at the US

* PLACE: A Closer Look at the Changing Food Market Landscape

* Important linkages to Ag, Entrepreneurs and Communities

* USDA Regional Food Business Centers as a Response to Regional Needs...and
what Next with New Federal Priorities?

0D SYSTEMS REDI@CSU

COLDRADO STATE UNIVERSITY

EXTENSION



Consumer Price Index (CPI)

L)

L)

Up 2.7% June 2024 to June 2025
* Food prices were 3% higher

Food at home now below historical average
Biggest pressure remains for proteins

Consumers may confuse slowing inflation

with an expectation for lower prices

RADO STATE UNIVERSITY

htww ers usda. ov/data roducts/food-price-outlook/summary-findings
) &
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Food Inflation is top of Mind

Annual inflation for major U.S. food
categories, 2024 and 2023

LISD,  Economic Research Service
LS. CEMRTYENT SFASRAICITLSE

Food at home (all categories)
Eggs

Beef and veal

Sugar and sweets

Fats and oils

Monalcoholic beverages
Park

Fresh vegetahles

Foultry

Other foods

Cereals and bakery products
Frash fruits

Other meats

Dairy products

Fish and seafood

‘ -2 0 2 4 6 8 10 12
¥ .

Annual percent change in price

m 2024 m2023 o Historical average (2004-2023)

——
Mote: Food at home is typically bought from grocery stores or other food stores, Other foods include soups,

frozen and freeze-dried prepared foods, snacks, spices and seasonings, condiments, baby food, prepared
salads, and other miscellanecus foods,

Source: USDA, Economic Research Service using U.S, Department of Labor, Bureaw of Labor Statistics
Consumer Price Index data.
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Retail Sales: Total and Food, Fall 2024

Monthly State Retail Sales
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Price Inflation Persists: A Look at Beef

Beef prices soar

Consumer costs for steak and ground beef have risen to record highs

June, Average Hourly Wage to All Fresh Beef

= All uncooked beef steaks -~ Ground beef

Ly ¥ gm.u

$114
® 2025
e R”=0.8681 o

800.0 . -
750.0 e apas

Average cost per pound

)

700.0 ' 2021

650.0

All Fresh Beef{cwt

600.0
e 2018 2019
550.0

500.0
25.00 27.00 29.00 31.00 33.00 35.00 37.00

13010 J3n'15 Jan '20 n'25 Average Hourly Wage BLS, USDA-MASS, Terrain

AP

Drovers https://www.drovers.com/news/industry/why-arent-high-beef-prices-causing-sticker-shock-consumers?utm_medium=email&_hsenc=p2ANqtz-
_kUsOSfkN2H7_rIP12xa539GFaNoplvwXsDOx_Y5R1TnrVrqyPb5Hx0eINx2qKalGunsBM5jysX5N8ykmwL1D29g Tah9TJVjBGrdu79zrqGnRi60& hsmi=372651682
&utm_content=372651682&utm_source=hs_email 5



The pandemic drove record supermarket sales as
consumers were forced to eat more meals at home.

That drove accelerated acceptance of online grocery
shopping, bringing 5 years of anticipated growth in a span of
just a few months.

Grocers that up until then had little or no web presence were
forced to offer online shopping, pickup or delivery to meet
the demand from people hesitant to shop in person, despite
grocery being declared an essential business during the
pandemic.

Grocers have invested aggressively in the fresh perimeter to
enhance the shopping experience. Despite inroads by e-
commerce, fresh areas remain a draw for in-person shoppers.

While the pandemic stalled in-store dining, grocers pivoted to

NATIONAL offer restaurant-quality meals in pre-packaged formats (grab
wa GROGERS & go, heat & eat).

ASSOCIATION

Rural Grocery Succession Planning: Beyond Grocery Webinar, Kansas State
University Rural Grocery Initiative Webinar. Spring 2022



Food Spending Priorities Favor “Fresh Zone”

New SensaPay Study Reveals Top 14 Spending Priorities for
Americans in 2025
S

@ & O & Net Intent Purchases/ Inflation
—— L{o3 @ Category ') mo % YoY Notes
#3

Strong intent,
#1 #2 #4 1 Fresh Produce 15 4.300 0.90% essential,
frequent
FRESH PRODUCE : MEAT & DAIRY  BABY SUPPLIES GASOLINE T
2 Meat & Dairy 13 4.300 7.00% but strong
4.3 Purchases Per Month 4.3 Purchases Per Month | Purchase Per Month 2.2 Purchases Per Month intent

inflation: 0.90% YoY Infiation: 7.0% YoY Inflation: 10.3% YoY Infiation: 11.8% YoY

Higher inflation,

3 Baby Supplies 13 1.000 10.30% but essential
Deflation,
4 Gasoline 10 2.200 11.80% frequent
necessity
. Pet Fm.::d & 6 1.000 0.20% High stlal:rill'ty,
Supplies essential
Center-store Stable
6 G . 6 4.300 2.00% spending,
roceries )
essential
https://www.drovers.com/news/education/what-americans-wont-give-2025-spending-priorities-
revealed?utm_medium=email&_hsenc=p2ANqtz-8rrs_mRodzA_ xvyxxncA9vJ8AH1d-t4|IPBHeDomhcySUXupxX80aa33RtF- 7

N5I_MCoArnIMnbfHNHCuTazAg9b45 8P6M_8el4yelMT4jCjTwOhZw& hsmi=372651682&utm_content=372651682&utm_source=hs_

aemail



Weight Loss Medications’
Ripple Effect

e Estimated 9% of Americans on these drugs

* More likely to purchase whole, nutrient-dense
foods, including fresh fruits and vegetables, lean
proteins, whole grains, and low-fat dairy, and to
avoid snack foods, sugary drinks and alcohol.

* Morgan Stanley study revealed that monthly grocery
spending fell by up to 9% in households with GLP-1
users, confirmed by a recent Cornell study.

* Major food and beverage companies have
experienced a marked decrease in sales of snacks
and sweets.

at least
1 serving of fats

https://progressivegrocer.com/embracing-ozempic-boom-how-food-and-beverage-

companies-need-adapt

;.
B

V4
protein



Public Attitudes
And Policy

COLORADO STATE UNIVERSITY
EXTENSION

https://www.ers.usda.gov/data-products/charts-of-note/chart-detail ?chartld=1096 18



Q7. How important would you consider...

by the percentoge of respondents (excluding “not provided™ responses)

Colorado’s food and agriculture industry to be to the state’s future

economic resiliency? 14%  10% =

The presence of ranches, farms, and agriculture to the guality of life in

11% 9% =
Colorado?
0% 10%% 208 30% 40% 50%% B0%e 705 30% 90% 100%
mVery Important Somewhat Important Important Mot Very Important W Not At All Important

clorado State University



MARKETING AND PRODUCT BRANDING | fiens momcoe-® 7o

in Food Markets

Respondents care more about WHERE their food is grown,
instead of HQW their food is grown

’ MORE THAN believe farmers markets, farm stands
= MARKETING CLAIMS THAT 0 and CSAs are very supportive of
INFLUENCE FOOD PURCHASES 9 0 / Colorado farms and CO Proud, and
0 2/3 purchase some of their food there

Grown or raised

in Colorado Pueblo Chilis' growth in
awareness and placements in
stores/restaurants is one

Colorado Proud successful example of
2 0”09400 72% ’ origin-based marketing
O

'09000 would buy more Colorado

products if available, COLORADO
branded and affordable o@D cororare () mimenm




Q20. What is your level of agreement with the following statements?

by the percentage of respondents (excluding “don’t know” responses)

Developing local food systems is important 67% 29% a%

Public funds should be used to protect soil and water
resources

39% 45% 12% =

The United States should invest in alternative energy
technology

55% 24% 11% 6%EL

Agriculture generally provides food at a reasonable price in
Colorado

21% 52% 2% 5%

Agriculture is an industry that can help mitigate the impacts
of climate change

25% 42% 22% 6%

Colorado farmers and ranchers are responsible in their care
for agricultural workers

26% 39% 25%  1%%

Colorado ranchers with grazing permits treat public lands

0, ) o,
appropriately 20% 39% 27%  10%

Agriculture is a contributor to climate change 15% 30% 25% 15% 15%

Current agricultural practices in Colorado conserve the state’s
water and soil resources

11% 32% 33% 19% 5%

The United States should increase ethanol/biofuels

y i,
production 14% 26% 26% 16%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

W Strongly Agree Agree Neutral Disagree M Strongly Disagree

(38 Colorado State University



WHAT FARMTYPES DOES THE PUBLIC THINK
US GOVERNMENT FUNDING SHOULD PRIORITIZE?

% af participants who indicated each farm type was a high, medium, or low priarity for financial support

High Priority = Medium Priority = Low Priority

ZEFM
z3
By
e

m i
a

GARDNER FOOD AND AGRICULTURAL POLICY SURVEY (MAY 2022)

0% 25%

Gar

79.5%

A NATURAL DISASTER
(E.G., HURRICANE, TORNADO)
HARMS FARMER'S CROP(S)

73.4%

TO MAKE CROP INSURANCE
PROTECTION MORE
AFFORDABLE FOR FARMERS

COLORADO STATE UNIVERSITY
L\ EXTENSION

LEGEND: - ves [ n~o

US
Perspective

45.9% 69.8%

WHEN FARMERS ADOPT
SUSTAINABLE
PRODUCTION PRACTICES

WHEN CROP PRICES ARE
CONSIDERED TOO LOW

49.7% 57.1%

DURING AGRICULTURAL TO PROVIDE
TRADE OR EXPORT INCOME
RESTRICTIONS TO FARMERS

I DON'T KNOW/NO OPINION

farmdoconiy
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IMPACTS of COVID On Market Channels:
A 2023 National Consumer Study of Households
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Food At Home 6

Local Markets
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September 2019

‘?

The Before
Times

Survey 1.0
Oct. - Nov. 2020

rd

Survey 2.0
Nov. 2021 - Jan. 2022

Survey 3.0
Dec. 2023 - Jan. 2024

April 2020 September 2020
Py '.A
> ' -d
A\ l )s
> °. |
) AU 4
Pandemic The New
Begins Normal
October 2020
- -3
Vv
Mask on.
Mask off.
October 2022

Food Prices & Purchases
on the Rise....

October 2021

Another Day,
Another Variant

October 2023

And Era of New
Shopping Habits?



Did you purchase from a market for the first time,

since October 1, 20207

Food Box (sourced
from farms)
5%

Local, independent
restaurant
9%

Artisan Food (Bakery,
Deli, Meat, Fish)
11%

Direct from Producer
T%

Farmers Market
10% —

CSA

5%

Among those who rated Locally Grown among top 3 motivations when buying food

How has your food purchasing behavior changed since
early 2020 ?
(before the COVID-19 pandemic, check all that apply)

| am paying more attention to shopping with food

and beverage product brands that align with my _ 15.4%

preferences and values

| am paying more attention to shopping with food
markets and stores that carry products that align
with my preferences and values

| am shopping at a higher variety of food markets
. . 12.9%
(whether in person or through online purchases)

22.6%

577 out of 1271 (45%) of those

motivated to buy locally grown

tried at least one new local or
regional market outlet/

These values-driven customers
tried more markets with over
half trying more than one new

market channel




Market Channel Aggregations

Full Selection
Supercenter/
Wholesale
Supermarket
Diverse, Full-line
Selection
National
presence

Limited Selection

Small-format
Grocers

Health Stores
Niche, moderate
selection
Regional or
national
presence

Discount and
Convenience
Discount Stores

Convenience/
Corner Stores
Limited selection
Local, regional or
national presence

Local & Regional Stores

Direct Markets
Farmers Markets
Gourmet/
Artisan Sellers
Niche, limited
selection

Local or regional
presence

Seller-based Limited

Selection
* Food Boxes
*  Meal Kits
* Niche, limited
selection

* Local, regional or
national
presence




Natural and Wellness Products Are Driving Apt?1 ttl;\ey shop
Growth Across All Channels 2030  wviththeir

. o values, favoring
Zennials” will

hold 47-60%  People and

of buying power planet as well

as health

Natural Expanded Regional & Independent Conventional Convenience
Channel Grocery Channel MultiOutlet Channel

+3.7% Total Growth -1.9% Total Growth +1.6% Total Growth +1.0% Total Growth

NATURAL . v NATURAL . v NATURAL = o/ NATURAL
PRODUCTS """ PRODUCTS 7" PRODUCTS PRODUCTS

SPECIALTY & SPECIALTY & SPECIALTY & SPECIALTY &
WELLNESS : WELLNESS : ) WELLNESS : WELLNESS
PRODUCTS PRODUCTS PRODUCTS PRODUCTS

CONVENTIONAL CONVENTIONAL CONVENTIONAL CONVENTIONAL
= V) = ) 0 » 0
1.1% PRODUCTS 3.1% PRODUCTS +1.1% PRODUCTS 1.3% PRODUCTS

https://www.spins.com/resources/report/2025-industry-update-trends-predictions/ COORADD STATE UNIVERSITY



Value and Fresh-Format Grocery Stores Outperform Traditional and Ethnic @ Placer.ai R May 2025
Groceries = P y
Q12025

Freshgf;:;f; _$105-9K Grocery in 2025:
v [ Visitation Trends and

Ethnic Grocery _ $80.8K >
s I Consumer Behavior
Visits Average Visits Per Location Grocery
ul n i *
Year-Over-Year Change Median HHI Dive into the data to see the trends shaping the grocery space in 2025

[ Download data [ bownload data and uncover actionable insights for strategic decision-making in the

*Based on STI: PopStats Combined With Placer.ai Data for Captured Trade Areas. competitive fOOd-at'home markEt’

@ Placer.ai

Fresh Format Grocers Lead in Midday Visits and Serve Trade Areas With

Smaller Format Grocery Store Locations Outperformed Other Formats Largest Share of Remote Workers
Visits, Q1 2025 Compared to Q1 2024 Q12025

+3.2%
valL‘IEGrccerY _ 25'0% 20-2%
14.1%
Ethnic Grocery _ 24.5% 11.7% 12.9% .

+0.7% +0.4%
. Traditional Grocery _ 22.6%

-0.5% Fresh-Format ) )
Grocery 264%  value Grocery Ethnic Grocery Traditional  Fresh-Format

Grocery Grocery
Smaller Format (<30K Sg.  Mid-Size (30K to 60K Sq. Ft.) Larger Format (60k to 90k Mega-Stores (90K Sq. Ft.)

-
Ft) Sq. Ft) Share of Daily Visits, 11AM-2PM Worked From Home
[}] pownload data [*] pownload data [}] Download data
Based on the 40 largest grocery store chains in the United States. *Based on Census 2023 (ACS) Combined with Placer.ai Data for Captured Trade Areas

20



Top 3 motivations of food purchases, 2022 (N = 5,024)

Share of Households Key Motivators of Food Purchases
(Share of 5024 total households naming these in their top 3 motivations)

80% 75%
70% 63%
60%
50% 46%
40%
30%
20%
10%
0%
&6 . {3“? %a,@
*b,sa & &
(5] QF? @‘?*
s &.z,
ée- &z,
(43 &
&




Fig. 3. Source for information about new local market channels between

October 2020 and October 2021.

35%

25%

15%

% of Responses by Market Channel

10%

5%

Word of Mouth Local Interaction Advertisement Internet Social Media

u Farmers Market  ® Direct from producer ®mCSA  mFood Box = Artisan Market Indep. Local Restaurant

https://Ifscovid.localfoodeconomics.com/wp-content/uploads/2022/08/LFS-CFI-2-04.pdf

Top Food Industry Trends of 2023:
31% 1. Changing definitions of “value”
1% by consumers
28% 2. Minimalist messaging
3. Catering to social media .
= 4, Weatherproofing provisions ~ ~
19%
1%
10%

22



Figure 2: New & Established Local Market Channel Users (% in October 2023)

70
Established
60 B New
50
40
7
700
30
20
10
1.7
0
Direct Specialty Farmers Independent
Markets Retail Market Restaurant

clorado SikeUniversity https://Ifscovid.localfoodeconomics.com/consumer-food-insights/



» Heartland region compared to the NW Rocky Mountain
Figure 3: Diversity of Local Market Channel Usage (% in each category for 2023) Figure 3: Diversity of Local Market Channel Usage (% in each category for 2023)
60
Eﬂ

50

40

30

20

10

Peripheral

50
40
30
20

10

0

Peripheral Mid-Level Core
Mlid-Lewe Core

F‘".r"_l Colorado State Lntversity

Core Local Consumers: purchased from at least four different local market channels in both 2022
and 2023

Mid-Level Local Consumers: purchased from at least three local market channels in 2022 or 2023

Peripheral Local Consumers: purchased from two or fewer local market channel in 2022 or 2023

https://Ifscovid.localfoodeconomics.com/consumer-food-insights/



» Core Local Consumers: purchased from at least four different local market channels in both 2022 and 2023
» Mid-Level Local Consumers: purchased from at least three local market channels in 2022 or 2023

» Peripheral Local Consumers: purchased from two or fewer local market channel in 2022 and 2023

Figure 6: October 2022 Expenditures by Market Channel Users, by Consumer Segment |$ per week by household) Figure 5: October 2023 Expenditures by Market Channel Users, by Consumer Segment [ per week by household)

B Total EPeripheral O Mid level B Core

B Total EPeripheral OMid level B Core a0

550
550
544 540
s40
534
530
30 528
» 5 525 22
$20 520 521 520
£30 .
14 o /
a5 512 ] 512 o o 2
m 3 1
s10 H
30 ‘ : : - l : : 2 50 ; ; i ~
Direct Farmers Specialty Food Independent Direct Farmetrs Specialty Food Independent
Markets Markets Retail Box Restaurant Markets Markeats Retail Box Restaurant

Nate, In this analysis, we exclede survey participants whoe inagicated that they alid not shop at these market chonnels sa these doliars
are anly representative of the share of respandents reparted using those channels,

The core group consistently spends more on food boxes and at farmers and direct markets, but
restaurant spending went down in 2023.

« Mid-level users had more stable spending between 2022 and 2023, but a notable increase in
spending at specialty retailers between 2022 and 2023 (increasing from $7 to $20 weekly) and a
drop in farmers market spending (from $14 in 2022 to $9 in 2023).

Colorado State Lntversity




How do CONSUMER VALUES VARY FROM SUPERMARKET to LRFS CHANNELS?

Food At Home Market Channels Food Away From

Home Market Channels
% LUUULL

gl

=




Yes, | am spending a higher
budget share on both
curbside pick-up and

delivery...

Yes, | am
spending a
higher budget
share on food
for delivery _
7%

Yes, | am
spending a
higher budget
share on food
for curbside
pickup
11%

No, | am not
spending a
higher budget
/ share on
online
purchases of
food
78%

Are you spending a higher share

of your budget on online
ordering for food?

For the heaviest spenders (and users)
of online food shopping...

= Delivery utilization at supercenters,
supermarkets, health food stores, and
small format grocers is higher.

= Reflect a decrease in delivery from farmers
markets and direct markets.
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Local Food Systems

Wave 3
e REGIONAL

FO0D

\

_ BUSINESS CENTERS
Rural places still give Meat Processor Expansion Connections & Collaboration
- : Build networks & hubs
incentives to larger VA Beginning Farmer/Rancher

Enterprise clusters:

3rd Wave synergies  lower transaction costs
« Aggregation

« Knowledge spillovers

With a decreased public role, who plays the role of network builder?

COLORADO STATE UNIVERSITY
\\ EXTENSION

businesses




Waves of Economic Development

2nd Wave

Small Business
Business Recruitment Development and
Entrepreneurship

Public-Private
Partnerships

Tax incentive Seed grants and small Networking
loans

Limited regulations Social capital
Business retention and

expansion

Cheap land (BR&E) programs Economic clusters

( COLORADO STATE UNIVERSITY
\ EXTENSION




Food Enterprise  Supply Chain Food Markets Community
Dynamics Environment & Consumers Outcomes

=5

Infrastructure Procurement practices Direct Markets
: Retail Stores
Regulations Transportation & Websites Health
Logistics
- Food Security
Cottage Foods/Shared Kitchens Consumer Characteristics

Cottage food laws, Women in workforce, Meat Processing Va I ues Environmental

Income (-) . . 5 ong
O Metro/adjacent, Scale, Retail/Wholesale Dieta ry Choices Sustainabil Ity
(McDonald, 2019; O’Hara et al., 2021) . . .
Sales/Diversification, Workforce

(Isley and Low, 2023) Food Justice,

Direct to Consumer S - i
overeignty & Equit

Food Hubs/Wholesalers State Grown, Fair Return to Producers, gnty quity

Local Economy, Freshness, Food Safety

(Low et al., 2015; Onozaka et al., 2015)

Food Manufacturing

Local/Organic Producers, Rurality,
Distribution Infrastructure, Amenities

(Low et al., 2021; Goetz, 1997) Population, Social Capital,
Complementary Food Businesses

(Cleary et al., 2019; Barham et al., 2012)

Community: State, Tribal and National Context
Social Capital, Institutions, Infrastructure, Policy

Goetz 1997‘ Ruasinha et || 2006; Van Sandt et al. 2022' Johnson et al. 2020
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BUSINESS CENTERS '

The growth in regional markets

<+ Kansas direct Sales grew from $9.9 to over $20 million in 2022 (over 100%!!)

< In the US, largest growth between 2017 and 2022 was local foods sold directly to retail
markets, institutions, and food hubs for local or regionally branded products

“» US sales grew from $9 to $14 billion since 2017, an increase of over 55%
“+ For Kansas, grew from $4.2 to $6.9 million or 64%
< Why? Not certain, but as far back as the 2015 USDA report (Low et al)

< Key institutional buyer/market, school districts with farm-to-school programs,
increased by 430%

< Between 2006-2007 and 2015, the number of food hubs increased by 288%

“» Low et al (2015) also highlight that market intermediation is commonly an important part of
scaling up for direct sales enterprises to transition to more viable wholesale models

< Requires a shift in technical assistance and investments as local and regional
marketing strategies evolve



® Colorado Department of
Human Services (CDHS) Local

i Food Purchase Assistance

e B e Program (LFPA) through $12.5

TSI (oo - ""'Em.flkfwwm million in federal funds
-’ PETaRTT, A ‘./k \‘:-V'I_. -1 B, f’w‘.‘\-&-‘-\
N bﬂv f'\ :’4,10?2 X ‘1‘1 LY NEEps, OFPFesuekmies .
S A et TN —‘._f», e b o ® CDHS Food Pantry Assistance
cons : 'vw o - e e o nr~w#t_;f_5_m~ L-v-v'rv~: ::“”“
e e e Grant Program (FPAG) through
4‘091 o _—- ¢ - o

(f,?_ (f:’ Qﬁ (/\ et St Meads & A $4.5 million in state funds

w STTE \ﬂ\l' Sy ME T LANDVI\%

Tainsss wmmm.-—
Cv::s) . BW‘ e, ‘,,3:_“.. so
~—~ ez gy (8= ‘%":‘lm.s”‘““ %!Q\"" ® Colorado Department of
Coluwcramse ™y A4 cuer 4 eens . o/ o N §‘ .
(; o, IR T s ) o\ ) i Education (CDE) Local Food for
ColorADO r““ Wiy ————— ——r — Decraper 1,225 Vomer = . At .
Schools Cooperative Grant

Program through $2.6 million

Increasing Portfolio of Federal in federal funds
® CDE Local Food Pilot Program

and State PurChaSing (LFPP) through $1.5 million in
PI’Og rams state funds

COLORADO STATE UNIVERSITY
A\ EXTENSION
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Center purpose, design

& What's Next!

The USDA Regional Food Business Centers (RFBCs)
are established to drive economic opportunities across their region, creating
a more diversified and resilient food system.

RFBCs are designed to:

» Create opportunities for targeted, region-specific solutions.
* Maximize locally driven investment impact.

« Complement and support other USDA programes.

» Collaborate with USDA Agricultural Marketing Service to ensure ongoing,
regionally appropriate support and coordination.



L REGIONAL

FOODH

BUSINESS CENTERS

TA & Funding Opportunities
/- Building Meat Supply Chain\

Capacity
Creating Diverse Markets for

4 Climate Resilient Ag
« Colorado State Reg |Qna| Connecting and Scaling
« Oregon State Food Entrepreneurs
. USDA AMS Leads Supporting Right-Size
Investing and Infrastructure
N /

State Teams

* Colorado « Oregon
* ldaho « Washington
* Montana « Wyoming

J




e REGIONAL

F[][][]‘ Themes = cross-cutting focus areas

BUSINESS CENTERS

Supporting animal protein supply chains that Assisting food entrepreneurs in successfully
respond more nimbly to changes in demand or entering local, regional or national markets

supply

Expanding and diversifying markets for climate  Supporting right-sized, appropriately targeted
resilient agricultural products investment in food value chain infrastructure to
enhance business success and long-term
viability




Colorado Activities

Over 4000 contacts — some

outside region - F
Over 130 Biz Builder grants A 4 &
representing more than $2 Ny s ¥

million
Meat Summit and Meat School
(online)

Over 50 Businesses sponsored
at food shows

Grain Summit-Salida March Connections
2025



® 124 beginning operations
(<10 years of experience)
o 2017 average start date

80%
B0%
40%
20%
0%
White Hispanic Black or Asian  American  Middle  Prefer not
of Latine  African Indian Easternor tosay
Amerncan Morth
African

n=158

Business Type

Other

Distributor

Food Hulb ar

Manufacturer ar

Man-Profit Community

Retailer or Wholesaler

Farmer, Rancher, or

Fruit and Vegetable 109
Value-added Products 74
Meat 53
Poultry eggs 47
Grain/Forage 41
Dairy 26
Nursery 21
Tree nuts or Oil Seeds 12
Forage/Wild Harvested Foods 11
Seafood 5




Business Builder grant program support for new
markets for grains, pulses and pseudocereals

. TA: product TA: tech
New Markets grants received vs testing 1
funded, by state 2%

TA: regulatory

12 1%
TA: design
10 6%
TA: financial
8 decision-
6 Other costs ma;)l;/lng
9% ’
4
2 Supplies 4
1 1 1
0 Equipment
CcO ID MT OR WA WY 71%

M Applications M Funded projects New Markets funded grants, by
expenditure category



Technical Assistance

Si'artup
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BT ey @SBRSS
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NORTHWEST & ROCKY
MOUNTAIN



Shared Kitchens

Biz Development
Phases

Figure 2. How long have you been producing in a
shared kitchen?

‘ More than 5 years

14% 0-6 months
17%

7-12 months
13%

3-5 years
26% \

1-2 years
30%

Mote: N=179, respondents could select one option.

Summer 2022

Figure 1. Business Type by Number of Years in Operation

More than Total

O-6 months  1-2 years 35years 7-12 years

12 years
3
Beverage 2 2 5 2 3 14
CPG & 21 15 9 9 &0
Food truck/ mobile vendor 5 11 8 3 4 33
Meal prep & 7 & 0 2 21
Other 0 & 8 3 1 18
Producer 0 3 2 0 0 7
Total 30 63 53 25 24
Note: N=179. Respondents could select all that apply, so totals may exceed 179, "Not applicable” is not shown.

Figure 4. Years in the Shared Kitchen, When

Operators Reported it Was Their Primary

Occupation

More than 12 years
19%
7-12 years 1-2 years
=\
3-5 years
23k

Note: n=105, ail respondents who chose “primany

occupation” to the quesiion on one's role in the business.

Other opbions includad: supplementary occupabion, hobly,

other, and don’t know:

Shared Kitchens 3 41



lifal

p: Affluent Estates

op Tier

Households: 2,113,000

Tapestry
Segment
Profiles

Average Household Size: 2.84
Median Age: 47.3
Median Household Income: $173,200

OUR NEIGHBORHOOD  SOCIOECONOMIC TRAITS

Top Tier is a highly educated, successful consumer market:
more than one in three residents has a postgraduate degree.

WHO ARE WE?

The residents of the wealthiest Tapestry market, Top Tier, * Married couples without children
earn more than three times the US household income. or married couples with older
They have the purchasing power to indulge any choice, children dominate this market.
but what do their hearts’ desire? Aside from the obvious
aaanesfor the upkeep of their lavish homes, consumers
scale salons, spas, and fitness centers for their
ell-being and shop at high-end retailers for their
ffects. Whether short or long, domestic or foreign,
ent vacations spare no expense. Residents fill
kends and evenings with opera, classical music
charity dinners, and shopping. These highly
professionals have reached their corporate career
th an accumulated average net worth of over
dollars and income from a strong investment
many of these older residents have moved
ulting roles or operate their own businesses.

4 TAPESTRY

SEGMENTATION

Annually, they earn more than three times the US median
household income, primarily from wages and salary, but also
self-employment income (Index 177) and investments (Index 251).

Housing units are owner
occupied with the highest home
values—and above average use
of mortgages.

These are the nation’s wealthiest consumers. They hire financial
advisers to manage tl S T
stay abreast of curren|

LifeMode Group: Uptown Individuals

Laptops and Lattes

Neighborhoods are older
and located in the suburban
periphery of the largest
metropolitan areas, especially
along the coasts.

Socially responsible cd
lifestyle, they are goal
time for their kids or g
group of friends.

Cozy Country Living

Green Acres

These busy consumers|
in the fine arts; read td
the Internet, radio, andg

They regularly cook i')
good nutrition and fre

Households: ,500
Average Household Size: 1.87

Median Age: 37.4 Households: 3,923,400

Median Household Income: $112,200 e R i -
e : R RN Average Household Size: 2.70

Median Age: 43.9

A

WHO ARE WE?

Laptops and Lattes residents are predominantly single,
well-educated professionals in business, finance, legal,
computer, and entertainment occupations. They are
affluent and partial to city living—and its amenities.
Neighborhoods are densely populated, primarily located
in the cities of large metropolitan areas. Many residents
walk, bike, or use public transportation to get to work; a
number work from home. Although single householders
technically outnumber couples, this market includes a higher
proportion of partner households, including the highest
proportion of same-sex couples. Residents are more interested
in the stock market than the housing market. Laptops and
Lattes residents are cosmopo]itan and connected—
technologically savvy consumers. They are active and
health conscious, and care about the environment.

TAPESTRY
SEGMENTATION

Colorado State Lntversity

OUR NEIGHBORHOOD

30-something single householders
(Index 174), with a number of shared
households (Index 246); low average
household size of 1.87.

City dwellers, primarily in apartment
buildings: with 2—4 units (Index 186), 5-19
units (Index 218), or 20+ units (Index 533).
Older housing, 2 out of 3 homes built
before 1970; 40% built before 1940
(Index 311).

Most households renter occupied,

with average rent close to $1,970 monthly
(Index 189).

Many owner-occupied homes valued at
$500,000+ (Index 533).

Majority of households own no vehicle at
36% (Index 390) or 1 vehicle (41%).

Median Household Income: $76,800

OUR NEIGHBORHOOD

Rural enclaves in metropolitan areas,
primarily (not exclusively) older homes
with acreage; new housing growth in
the past 15 years.

WHO ARE WE?

The Green Acres lifestyle features country living and
self-reliance. They are avid do-it-yourselfers, maintaining
and remodeling their homes, with all the necessary power
tools to accomplish the jobs. Gardening, especially growing
vegetables, is also a priority, again with the right tools, tillers,
tractors, and riding mowers. Outdoor living also features a
variety of sports: hunting and fishing, motorcycling, hiking
and camping, and even golf. Self-described conservatives,
residents of Green Acres remain pessimistic about the
near future yet are heavily invested in it.

Single-family, owner-occupied housing,
with a median value of $235,500.

® An older market, primarily married
couples, most with no children.




Our Target Segment Values and Priorities

» Top Tier
. Erofessional Pride trader .
* Boomburbs ShOp
» Savvy Suburbanites O rga n I C nutrition COI‘TlabUte
. Exurbanit living
rrbantes vegetables environmentally BArACNINg . owing
+ Urban Chic socially  prefer
* Pleasantville enJ Oy h | gOOd
» Enterprising Professionals fo Od a Ct I Ve whole
* Laptops and Lattes mea S tier home boomburbs
« Metro Renters oride attentive prOdUCtS
» Trendsetters
» Comfortable Empty Nesters fOOd - hea Ith
* In Style professional campiﬂg ﬁshing

* Green Acres

&".rl"_l Colorado State Lntversity



60%

50%

40%

30%

20%

10%

0%

Leveraging Tapestry Market Segments

Target Market Segments by Location Core Segments by Location
56% A0% 38%
35% 33%
30%
37% 37%
25%
20%

27% 20% e

o
15%
10%
5%
0%

Colorado us Larimer Boulder Colorado us Larimer Boulder

Meet 2 out of 3 of the following household criteria (Core Segments meet all 3):
High income (>$70,000),

Mention food/environmental values,

High HH budget indexspent on food (mostly>110)

Codorado State Lntversity



@ Find Data

location Search

view all

BUSINESS DEVELOPMENT INFRASTRUCTURE | COMPC v

L. Composting facilities, location =

L\ 7 |
(2023) L/

BUSINESS DEVELOPMENT INFRASTRUCTURE | FOOD HUBS

Food hubs, by location (2023) (7))

g

BUSINESS DEVELOPMENT INFRASTRUCTURE |
INSTITUTIONS

[0 Colleges and Universities, by AN
location (2022) L/

L. Correctional facilities, location )
(2023) \."/

v

» View Collections

© See Your Data

1T Map

Number of preducers, total (2022

Empowering
Communities

* Food Systems Data Explorer

» Stakeholder specific user
guides
* Suggested resources
* Extension Bulletins
* Extension Programs
* Funding resources

* Contacts for deeper
analyses

45



‘ FOOD SYSTEMS

COLORADDO STATE UNIVERSITY

EXTENSION Changing Priorities for Food Consumers and Policymakers

ag.N'ext * Food Market Dynamics were catalyzed by COVID but may be settling into a
new normal

COLORADDO STATE UONIVERSITY

* Ag, food and beverages are getting renewed policy attention in the context
of economic and community development

SUSTAINABLE SOLUTIONS
FOR ANIMAL AGRICULTURE

—

f‘

-  Resiliency, infrastructure, entrepreneurs, equity and access
SCHOOL OF GLOBAL

ENVIRONMENTAL * Resiliency is an evolving concept ....
SUSTAINABILITY

* Risk management in a new light

 Efficiency vs. stability

Family
.I.E;ldl!rshlp
Tralnlng

Institute
af Colaradn

* What are ag and food’s “shock absorbers”?

OOLORADO

COLORADO

Farm“’SchooI
gra N7 e L e,
BQIOEERmIlcgkgmm%stllt;g %;1 chain b \.’ =
& @ (7 csu ) NOUR J,SH
O omnmare sy > ONE HEALTH INSTITUTE J SPUR DOUBLE UP

COLORADO STATE UNIVERSITY FOOD BUCKS" Transforming Food Systems



Dr. Dawn Thilmany, Professor and Co-Director, REDI

Dept of Ag and Resource Economics

Northwest and Rocky Mountain USDA Food Business Center, Director
https://nwrockymountainregionalfoodbusiness.com/

Regional Economic Development Institute, https://csuredi.org/
Local Food Economics Community of Practice,
https://localfoodeconomics.com/

Dawn.Thilmany@colostate.edu
278 Nutrien, DARE, CSU

970-215-5502 2 recow )
@DawnTM FOODFE
https:/lwww.linkedin.com/in/dawn-thilmany-654131a r—

Business Centers

REDI@CSU

2 grumonsuace
Redional Economic Development Institute

University

@ﬂ Colorado Slate University


mailto:Dawn.Thilmany@colostate.edu

Appendices

COLORADO STATE UNIVERSITY
EXTENSION



HIGHLIGHTS FROM LRFS RESPONSE TO COVID-19: RECOVERY AND RESILIENCE CONSUMER STUDY

Consumer Trends and Developments in
the Regional Food System:

Highlights from A National Survey and Colorado Public Attitudes
Dr. Dawn Thilmany

Featuring
Work by:

Brought to you by:

US DA Agricultural
E Marketing

Service %ﬂo

%



ABOUT THE
PROJECT

Enrich and expand existing efforts across LRFS responding to
COVID

Document and disseminate innovations and adaptations
Cross-sector collaboration and learning

Strategize for long term resilience of LRFS

ANy
.....

ABOUT THE
TEAM
Multi-agency, multi-sector collaborative initiative
Cooperative Agreement with USDA AMS
2 University Partners

Community of Practice Coordinating Organizations



Local and Regional Food Systems Response to COVID

Recovery and Resilience

Search 200 Resources

Resource Hub | Consumer Food Insights | Innovation Briefs | Sector Snapshots | Webinar Series | Partners | About

Latest Additions

I | Food Systems Respons
The Local and Regional Food System 3 T e p—
Recovery and Resilience Project 2.0 PR S

4 Novel methods for an interesting
A pro;ect led by the USDA Agrlcultural Marketing Service along with time: Exploring U.S. local food

Visit our website for more details about the projects, resources for LRFS, and upcoming
webinar information.

https://Ifscovid.localfoodeconomics.com/




Price changes for CPI food-at-home categories, 2021-22

Food at home (all categories)
Eggs -

Fats and oils

Poultry

Other meats

Cereals and bakery products
Other foods

Dairy praducts

Nonalcoholic beverages
Sugar and sweets

Fish and seafood

What is up with Eggs”?

Historical average (2002=21)
B Al food at home (2021-22)

Pork
Fresh fruits BBy category (2021-22)
Fresh vegetables
Beef and veal - S - E P -
T T T T T T
0 L] [ 15 20 25 30 urge ln gg rlces
Annual percent change in price 2022 rise of avg price for grade A dozen eggs in the U.S.

Mote: CPI = Consumer Price Index, $4.28

Source: USDA, Economic Research Service using U.S. Department of Labor, Bureau

of Labor Statistics, Consumer Price Index data. S

. $5.%0
Weekly Loose Shell Egg, Large, White, National Index (f.o.b. dock, cents per dozen)
500 LD
— $3.00
50 BRI o FDY e 2023 4 \ g
400 z $2.50
350 / )
o £ $2.00
300 \ P :
e 7~ o/
250 = d
s '/\ Vg ™\ // \ / s $1.50
200 ./ - \\ / .\ P
150 /‘ s A | $1.00
100 = _,/'/ﬁ\___‘_ af ‘ - ¥ - 4
50 Mo % e ————er : e et £\ i
\J
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Source: USDV AMS LEP [vestock, Foultry, ond Grods Market News A - =,
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( COLORADO STATE UNIVERSITY
\ EXTENSION




National survey including 5,000
households

Women Men Self identified
$150K or more Less than $10K
10% 6% $10K to $19.9K
Income 6%

$20K to $29.9K
9%

$100K to

$149.9K
20%

$30K to $39.9K
8%
HH have a
child under 18
$40K to $49.9K at home
$90K to $99.9K 8%
8%
$80K to $89.9K $50K to $59.9K H OUS eh Ol dS

4% $70Kto $79.9K $60K to $69.9K 7%
7% 6%




Yes, of Prefer not to
Hispanic,
Latino, or

Spanish Spanish origin?
Race “lex

Note: 3% of respondents chose not to respond.

Are you of Hispanic, Latino, o

Asian Native  American N
. _ oLl ot of
Multiple races 4% —— = Hawaiian Indian or

Hispanic,

3% or other Alaskan
Latino, or
Pacific native
Islander 1% Spanish

2% origin

83% Puerto Rican
22%

Mexican,/
Mexican
American/
Chicano
66%

Breakdown of "Yes, ™

of Hispanic, Latino,

or Spanish origin"



Prefernotto
answer

. . 2%
Household change in income
or job since the COVID-19 S
positive
Increased 259%
hoursor_
income at

job Lost job

No, tested
8% 13%

negative Probably yes,
46% not tested
8%

Reduced
hours or
income at
job
17%

Probably no,
never tested
20%

No changes
58%

Household exposure to

COVID-19

Furloughed
4%




% of Households using Online Platforms
by Channel and COVID implications, October 2021

25%
21%
M OnlineCurbPickUp  ® CurbPickUp-COVID m OnlineDelivery Delivery-COVID
20%
17% 17%
15%
12%
10%
10% 8% 8%
o 7% 6% 7% 6% 6% 6%
5% -I 4%
5%
0%
Supermarket Small/Indep. Farmers Direct from Food Box Meal Kit Artisan Food National Local/Indep
Retailer Market Producer (CSA, (butcher, Restaurant Restaurant
farmstand) baker, cheese)

Note: COVID implications include someone in the household having COVID or at high risk of implications if they were to get COVID



Overview of Start Up

Biz Development
Phases

Figure 2. How long have you been producing in a
shared kitchen?

‘ More than 5 years

14% 0-6 months
17%

7-12 months
13%

3-5 years
26% \

1-2 years
30%

Mote: N=179, respondents could select one option.

Summer 2022

Figure 1. Business Type by Number of Years in Operation

Figure 4. Years in the Shared Kitchen, When
Operators Reported It Was Their Primary
Occupation

Miore thsn 12 years

7-12 years 1-2 years

3-5 years
3%

Note: n=105, ail respondents who chose “primany
occupation” to the quesiion on one's role in the business.
Other opbions includad: supplementary occupabion, hobly,
ather, and dont know:

Shared Kitchens 3 57



Factors Influencing Establishment Location

Cost Considerations

T

.
Joplait Low
£lain

Figure from The Tale of Two Food Supply Chains:

Exploring the Emerging Bimodal Structure of U.S. Food and Beverage Manufacturing

National Brands,
& Mature Product

Lines

Startup, Craft
Food
Enterprises

Low
Customer Demand, Preferences and Loyalty

() cotloradoSmeumiversity  https://redi.colostate.edu/wp-content/uploads/sites/50/2019/12/REDI-report-food-manufacturing.pdf
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