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EXECUTIVE SUMMARY 
 

[To be completed last] 

VISION AND MISSION 
 

Mission & Vision 

The Solano County Community Food Hub is committed to building a vibrant, active and efficient 

localized food system in Solano County by linking farmers with consumers and consumers with high 

quality, locally produced food.  [These are placeholders for you to use as starting point.] 

 

Our Values 

• Authenticity: we are committed to honesty, trustworthiness, and transparency in our 

relationship to our members, our buyers, and our community. 

• Quality: we are committed to meeting customer expectations regarding excellent service and 

dependability, and the uniformity, consistency, and safety of our products. 

• Resilience: we are committed to supporting the legacy of agriculture in our communities and 

are committed to embracing and upholding the values of cooperation to sustain that legacy. 

 

 

Our Principles 

• Local Economy: We believe that participating in localized trade energizes our immediate 

economy and nourishes the people who live and work in our community and enables them to 

flourish and sustain their endeavors. 

• Environmental Sustainability: We believe in advancing sustainable and organic production 

practices that conserve soil and water, protect wildlife habitats and biodiversity, and reduce 

greenhouse gas emissions. 

• Concern for Community — Inspire and educate people about how to locally grow, 

regionally source, cook and enjoy healthy food. 

• Animal Welfare: We believe all farm animals have value beyond economic measure and are 

entitled to moral and ethical consideration. As such, we uphold high standards for their 

humane treatment including preventative wellness care, rehabilitative care, access to pasture 

and a substantial percentage of their time spent on grass, living conditions and shelter that 

promotes their physical and social health, and slaughter practices that minimize suffering. 

• Valued Work Force: We believe all people working in the food chain deserve safe and 

healthy working conditions and fair compensation. 

 
 



Solano County Community Food Hub 
 

STRATEGY FOR IMPACT 

An USDA study by economists Stephen Vogel and Sarah Low found that although small local-food 

farms are the most numerous, larger farms accounted for the greatest share of local food sales. As 

measured by gross cash farm income (GCFI), farms with less than $75,000 in annual GCFI account 

for 85 percent of all local food farms but generate only 13 percent of all local food sales. In contrast, 

farms with $350,000 or more in GCFI represent only 5 percent of local food farms while generating 

67 percent of total local food sales.1 
 

 
 

 

They also found that although most local food farms use DTC marketing outlets, the majority of the 

value of local food sales comes from intermediated marketing channels, such as sales to restaurants 

and grocers. Seventy percent of local food farmers use DTC marketing channels exclusively but these 

farmers earn only 19 percent of all local food sales, whereas the 14 percent of farmers who rely 

exclusively on intermediated marketing channels for local food sales earn 59 percent of all local food 

sales. 2 

 

Farmers’ use of particular local food marketing channels is correlated with the size of farm 

operations. As the size of local-food-sales farms increases, the frequency of selling through DTC 

marketing channels declines and the frequency of sales through intermediated marketing channels 

increases. Small local-food farms are three times as likely as larger local-food farms to rely 

exclusively on DTC channels, while over half of all large local-food farms marketed only through 

intermediated channels.3 

 

Small and medium size farmers in Solano County face these same challenges.  They generally lack 

the resources (time, money, people) and infrastructure (distribution, marketing, organization), to 

                                                      
1 Vogel and Low – USDA: The Size and Scope of Locally Marketed Food Production, 2015 
2 Vogel and Low – USDA: The Size and Scope of Locally Marketed Food Production, 2015 
3 Vogel and Low – USDA: The Size and Scope of Locally Marketed Food Production, 2015 
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effectively grow their markets and distribute their goods, resulting in: 

 

1. Limited Market Options and Revenue Opportunities - Many small farmers lack the 

volume and consistent supply necessary to attract retail and foodservice customers. Most rely 

on DTC channels to market their goods.  They also lack the time, people and resource to 

effectively market their goods  

2. Limited Distribution and Processing Infrastructure - Small farmers often lack the 

available capital or access to facilities to store, process, and distribute their products and thus 

are challenged by lack of distribution and processing infrastructure of appropriate scale that 

would give them wider access to retail, institutional, and commercial foodservice markets. 

3. Lack of a Single “Contact Point” for buyers - Wholesale buyers often find it too costly to 

purchase products directly from numerous farms and prefer to reduce transaction costs by 

buying product from distributors. 

 

4. General lack of awareness of local farms within the community – many local residents 

have little awareness of the Solano farm community 
 

 

Strategy to Help Solano Small Farmers 
 

Regional food hubs are key mechanisms for creating large, consistent, reliable supplies of mostly 

locally or regionally produced foods. At the core of food hub is a business management team that 

actively coordinates supply chain logistics. Food hubs work on the supply side with producers in 

areas such as sustainable production practices, production planning, season extension, packaging, 

branding, certification, and food safety—all of which is done to enable these producers to access 

wholesale customers, such as buyers for foodservice institutions and retail stores. Simultaneously, 

food hubs also work on the demand side by coordinating efforts with other distributors, processors, 

wholesale buyers, and even consumers to ensure they can meet the growing market demand for 

source-identified, sustainably produced, locally or regionally grown products. 
 

The Solano County Regional Food Hub will be designed to address the key systemic issues faced by 

small and medium farmers in Solano County by:  

   

1. Expanding market options and revenue opportunities by proactively marketing to local 

institutions, businesses and government agencies to purchase local food through the hub. 

2. Increase distribution and marketing capacity by improving planningworking collectively 

through the food hub, small farmers can “pool” their resources to more cost effectively store, 

process, and distribute their products. It would be the role of food hub management to  market 

and advocate for members of the Food Hub. 

3. Act as a Single “Contact Point” for buyers for wholesale buyers often find it too costly to 

purchase products directly from numerous farms and prefer to reduce transaction costs by 

buying product from distributors. 

4. Improve awareness within the county by educating consumers about local farms and 

advocating with government agencies and institutions to support local farmers. 
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Benchmark Models 
 

As part of our planning, we have studied similar regional food hubs, both in California and elsewhere 

around the U.S. to formulate our strategy as well as identify lessons learned and best practices. 
 

Capay Valley Farm Shop 

Location: Esparto, CA Organization:  

S-Corp Personnel: 10 

Est. Sales: $1,000,000 Est.  

# Producers: 45  

Established: 2007 

Capay Valley Farm Shop is a direct-to-consumer and wholesale food hub in the Capay Valley of 

Central California. Established in 2007, the food hub does wholesale business with independent 

specialty retailers, restaurants, and corporate cafeterias. A CSA-style “FarmShares” program is 

available to individuals and families. FarmShares members choose a size (bushel, peck, or bite) and 

receive a mix of seasonal fresh fruits and vegetables. The food hub website offers a wide selection of 

pasture-raised meats, eggs, and value- added products, including olive oils, jams, honey, nuts, and 

herbs. These products are sold as “add-ons” to the FarmShares or as a stand-alone purchase. Website 

purchases can also be bundled into monthly mixes called “MeatShares” and “PantryShares.” 

The fastest growing portion of the food hub is the wholesale program, which surpassed CSA sales in 

2013. The food hub prepares a list of aggregated and source-identified products three times a week 

for wholesale customers. As of October 2013, the food hub operates in 3,000 square feet of a 4,000-

square-foot dedicated warehouse adjacent to a USDA-inspected meat facility. Plans call for a retail 

store to be established in the remaining space. Previously, the food hub used space provided by 

member farms for storage and aggregation activities. 

The food hub makes deliveries using its own two refrigerated box trucks: a 14-foot and a 16-foot 

truck. The food hub originally considered leasing the trucks, but found that the rural location made it 

difficult to schedule regular truck maintenance, due to the distance from where the trucks were 

leased. California’s emissions rules and other regulations affecting the use of refrigerated trucks have 

resulted in added costs for the food hub. 

The hub’s wholesale business grew out of its CSA program. Many of the CSA pickup sites were at 

corporate or commercial cafeterias in the San Francisco Bay Area. So, it was a natural extension of 

the business to begin selling in wholesale quantities to these entities. 

The CSA portion of the food hub relies mostly on CSAware software to manage orders and 

inventory. However, the food hub also relies on a mix of Excel and Google documents, as well as 

Quickbooks online, for internal tracking. Management is considering other software options to 

determine the best program to upgrade the current software system. 

Capay Valley Farm Shop’s employees are all paid staff of the food hub. The hub currently operates 

with a staff of 10. These include: a president (who functions as the general manager), operations 

manager, assistant operations manager, packing crew, delivery driver, and a purchasing manager who 

communicates and coordinates with growers to determine availability and product flow. 
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Sales staff consists of a director of business development, sales manager, sales associate, and 

marketing and communications coordinator. Administrative functions are handled by a bookkeeper 

and office manager. 

The food hub works with 45 producers, with product pickup from member farms 5 days per week. It 

uses a “just-in-time” system to purchase products from member farms, pick up products, and deliver 

them to customers. Member-farmers set their own prices for products, with a markup percentage 

added to the cost, based on product availability and demand. 

The food hub manages some inventory items, such as dry goods and shelf-stable value-added 

products. But these items represent a small portion of overall sales. Meat sales are generally handled 

through a brokerage arrangement with a nearby slaughter facility. Producers drop off their animals 

for processing, with the slaughter facility handling the delivery of the packaged meat. 

The hub does not experience significant demand from customers requiring GAP certification, but it is 

preparing for GAP and other food safety certifications related to the Food Safety Modernization Act 

(FSMA). The hub is currently reviewing the requirements for GAP certification and working with 

member farms. 

Prior to receiving a Wallace Center Food Hub Development grant in 2014, the food hub had not used 

any grants in its operations. It has instead used private funding for startup and operations. Sales for 

2014 are anticipated to approach $1 million. The wholesale operation will continue to be the primary 

driver for growth of the food hub. 

 

Sandhills Farm to Table Cooperative 

Location: Whispering Pines, NC 

Organization: Cooperative (Multi-Stakeholder) 

Personnel: 8 

Est. Sales: $460,000 (2013) 

Est. # Producers: 30-38 

Established: 2009 

Sandhills Farm to Table Cooperative is a multi-farm, community supported agriculture (CSA) 

cooperative organized in late 2009. The goal of the cooperative was to create an entity to meet 

demand for locally produced food while also benefiting the producers, consumers, and workers. They 

also wanted to focus on strengthening the community through the cooperative by connecting the 

people who were buying the food to the people producing it. The cooperative is now exploring the 

idea of a commercial operation focused on providing locally grown food to commercial kitchens. 

Sandhills Farm to Table Cooperative (SF2T) has been formed as a multi- stakeholder cooperative. By 

including three different stakeholder groups (producers, consumers, and employees) in the decision- 

making structure of the operation, SF2T has been able to expand the scope of benefits and help 

address some issues present in a traditional cooperative. It is one of the first local food cooperatives 

in the country in which the farmers, consumers, and staff are all equal owners. 

The main products sold are produce-box subscriptions. For 18 weeks in the spring and summer, and 

10 weeks in the fall, SF2T members can receive a weekly or bi-weekly box of produce. These feature 
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a variety of between seven and nine local products, depending on the season. Two sizes are offered: 

standard, intended to serve two people, and family, which serves four. 

The co-op also sells bulk produce in standard case lots and specialty produce, such as heirloom 

tomatoes, spring salad mix, etc. Along with fresh produce, the cooperative also sells shelf-stable 

items, such as honey, jams, dry pasta, and bread. It also handles meats, eggs, and dairy products. The 

cooperative has about 1,400 consumer-subscribers. 

The subscription business model benefits both the consumer- and producer-members. It helps 

producers plan future production so that they are able to meet demand and determine if they will need 

to sell through additional channels. Consumers are guaranteed a consistent supply of fresh, in-season 

product. By allowing members to subscribe for a season, the cooperative receives a monetary 

commitment, creating a more stable market for both member classes. 

The cooperative relies on a strong pool of producers to provide a wide variety of high-quality, local 

products. It sources products from producers and farmers within Moore County and eight surrounding 

counties. Prices are comparable to those of farmers’ markets and quality grocery stores. 

Value-added products are priced according to their local retail price. 

Although the produce boxes tend to be the main source of revenue for the cooperative, the other 

services provided by the business are often the most important to the success of SF2T. These services 

include producer and consumer education, product delivery, aggregation, training, and community 

outreach. 

The co-op’s business is growing, with steady sales increases. In 2011, its second year in operation, 

sales had already increased by 48 percent, to $425,000. In 2013, the cooperative delivered 22,000 

boxes of fresh produce to 1,500 members. Of the 2013 sales, about $320,000 went to farmers and 

artisans, with $40,000 contributed directly to schools, churches, and community organizations. 

Farmers typically receive about 70 percent of retail price for their products. Although this payment is 

less than they would receive at a retail outlet, the cooperative still pays about 20 to 25 percent more 

than most wholesalers. 

 

North Carolina 10% campaign 

Launched in late 2009, North Carolina's 10% campaign is aimed at stimulating economic 

development, creating jobs and promoting the state's agricultural offerings. The campaign is a 

partnership between The Center for Environmental Farming Systems (CEFS), with support from N.C. 

Cooperative Extension and the Golden LEAF Foundation. More than 4,600 individuals and 543 

businesses, including 76 restaurants, have signed on to the campaign through the website 

nc10percent.com, pledging to spend 10 percent of their food budget on locally sourced foods. 

Participants receive weekly emails prompting them to record how much they have spent on local food 

that week. Currently the campaign reports that more than $14 million has been recorded by 

participants. "The $10 million mark is a true testament to the commitment of our agricultural 

community and the quality of North Carolina-grown products." 

 

The Center for Environmental Farming Systems estimates that if all North Carolinians allocated 10% 

of their food expenditures to locally produced food, $3.5 billion would be generated for the state's 
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economy. Brunswick, Cabarrus, Chatham, Guilford, Forsyth, Onslow and Rockingham counties have 

adopted resolutions in support of the campaign. Stores are advertising local products with buy-local 

food labels. CEFS' co-director Nancy Creamer explains: "North Carolina is uniquely positioned to 

capitalize on the increased consumer demand for locally produced foods ...Agriculture is the 

backbone of our economy. The state's climate, soils and coastal resources support production of a 

wide variety of produce, meats, fish and seafood." 

Observations from Benchmark analysis 

• Forming partnerships with institutions, businesses, government agencies and within the 

communities is critical. 

• Logistics partnerships can help offset high transportation costs. 

• If producers have already established direct marketing relationships, it may be harder to 

convince them to participate in aggregated distribution. The hub may have to work to 

educate producers as to the need or benefit of joining the food hub. 

• While vision and passion are important, make sure decisions include a solid business-

oriented viewpoint. 

• Be willing to change. No matter how well you think you know your market, you will very 

likely have to be flexible in order to meet the actual demand.  

• Lack of funding will constrain growth. 

 

LOCAL FOOD MOVEMENT TRENDS 
 

National Trends 
 

Recent growth in local food sales nationwide has been very rapid, with California leading the way.  

According to the 2007 Census of Agriculture, direct farm sales were $1.2BB nationwide in 2007.  In 

the USDA’s 2015 Local Food Practices Marketing Survey, the USDA reported direct farm sales grew 

to $8.7BB – an increase of 625%!  California accounted for 33% of this amount, with $2.9BB in 

direct farm sales. 

 

Nationally, the $8.7BB of 2015 direct farm sales across segments broke down as follows:4 

 

Consumers - $3.0BB (35 percent of direct sales in 2015) 

Includes sales through farmers markets, onsite farm stores, roadside stands, CSA (Community 

Supported Agriculture) arrangements, online sales, pick-your-own operations, mobile markets, and 

other means. 

 

Retailers - $2.4BB (27 percent of direct sales in 2015) 

Includes supermarkets, supercenters, restaurants, caterers, independent grocery stores, and food 

                                                      
4 2015 Local Food Marketing Practices Survey – USDA 2016 
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cooperatives. 

 

Institutions and Intermediary Businesses - $3.4BB (39 percent of direct sales in 2015) 

Includes institutions such as schools, colleges, universities, and hospitals as well as intermediary 

businesses such as wholesalers, distributors, processors, etc., that market locally or regionally 

branded products. 

 

Demand Drivers Among Consumers 

The growth in demand for locally grown foods is driven by greater awareness on the part of 

consumers about the environmental, social, health and economic aspects of the food they eat and how 

it is produced.  Shoppers perceive that local food purchasing gives them the opportunity to: 

 

• Obtain food items with superior quality characteristics--freshness, flavor, ripeness, enhanced 

shelf life 

• Learn about farming practices used -- often directly from growers -- which engenders trust in 

the integrity and quality of the food they purchase amidst a backdrop of food safety concerns 

• Support agriculture and small business development in their local communities 

• Preserve local farmland/open space by supporting economically productive use of land 

• Have access to unusual/heirloom varieties 

• Addresses their environmental concerns (sustainability, organic farming, minimizing carbon 

footprint) 

 

Potential Drivers of Future Demand 

Large institutions, such as schools, hospitals and government agencies, have shown growing interest in locally 

based foods.  Some see it as a heathier way of eating while others see it as an opportunity to partner with their 

local communities.  Evidence of this trend is highlighted as follows:5 

 

Schools 

• Growth in farm to school programs. From a handful of programs in the late 1990s, farm to school 

programs now exist in more than 10,000 schools in all 50 states. This trend has been bolstered by: 

• 2008 Farm Bill clauses and subsequent interpretation by USDA/FNS that provided greater flexibility 

in taking geographic preference into account in the bid process 

• Creation of formal USDA farm to school grant program in 2012 

• Creation of State funding programs (e.g., Oregon in July, 2013) 

 

Hospitals 

• Growing number of farmers markets operating at hospitals and health care facilities 

• 115 reported in 2013 USDA National Farmers Market Directory 

• Kaiser Permanente lead in early years 

• Recent campaign to introduce them at Veteran’s Health Administration facilities 

 

Military Bases 

• New DoD “healthy base initiative” aims to expand farmers markets on base, local food in 

commissaries 

 

                                                      
5 Why local food matters:  The rising importance of local grown food in the U.S. food system – D. Tropp 2014 
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MARKET ANALYSIS 
 

Agriculture in Solano County 

Solano County produces over 80 different agricultural commodities and is home to the world’s largest 

organic walnut producer and the largest producer of Belgian endive in North America.6  The gross value 

of Solano County’s agricultural production for 2017 was $362,822,000. 7  Roughly 64% of the land and 

water area in Solano County is dedicated to agricultural production.   

 

Solano County has one of California’s most economically diverse agricultural industries, which helps 

insulate it from economic shocks. Unlike many other counties in California, Solano County’s economic 

diversity score has not declined over time.8 

 

Figure 1 shows the various categories that make up Solano County farm production value (based on 2015 

data). For 2015, Fruit & Nut Crops was the single largest production category by dollar value ($87.7 

million), comprising 25% of the county total. Three products dominated this category: Walnuts ($45.4 

million), Almonds ($23.6 million), and Wine Grapes ($15.0 million). At 23%, Vegetable Crops was the 

second largest category ($81.0 million), consisting mostly of tomatoes. At 22% and $78.5 million, Field 

Crops was third largest, with alfalfa hay being the largest contributor, followed by wheat. Together, these 

three categories accounted for 70% of the county's direct farm production values. 

 

The combined, total dollar value for all products has risen 55.4% over the past decade, from $233.5 

million in 2006 to $362.8 million in 2017.  

 

Figure 1:  Distribution of Solano County Farm Production 

 

 
 

 

The total number of farms in Solano County in 2017 was 860 farms, of which 462 were full time farms 

                                                      
6 Source: Solano Grown  
7 Source: 2017 Solano Crop Report 
8 Agricultural Impact Associates LLC: Economic Effects of Solano County Agriculture 2017 

Source: 2015 Solano County Crop and Livestock Report 
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and 398 were part time.  Total land area dedicated to farming was 407,101 acres and the average farm 

size was 473 acres.   

 

Farms distribution by size is illustrated in the following graphics.  Approximately 61% of all farms in 

Solano County are less than 50 acres.  Roughly 71% (631 out of 890 farms) of farms reported annual 

sales less than $50k, with 259 farms (29%) reported sales greater than $50k.9  [What do we define as a 

small farm?  Are we targeting helping all Solano farms or only those of a certain size?] 

 

 
 

 
Economic Characteristics Quantity 

Farms by value of sales:  

Less than $1,000 214 
$1,000 to $2,499 57 
$2,500 to $4,999 72 
$5,000 to $9,999 60 
$10,000 to $19,999 90 
$20,000 to $24,999 34 
$25,000 to $39,999 47 
$40,000 to $49,999 27 
$50,000 to $99,999 64 
$100,000 to $249,999 62 
$250,000 to $499,999 40 

$500,000 or more 93 

Total farm production expenses ($1,000) 269,439 

Average per farm ($) 313,302 

Net cash farm income of operation ($1,000) 53,204 

Average per farm ($) 61,866 

 

 

Employment 

In 2015, agricultural production directly employed about 2,699 people in Solano County.  When 

multiplier effects are considered, agriculture related employment rises to 4,454. 

 

"Multiplier Effects" of Solano County Farm Production10 

A study performed by Agricultural Impact Associates LLC in 2017 outlined the economic "ripples" that 

Solano County Farm production farm production creates in the local economy.  These “ripples” take two 

forms: indirect effects and induced effects. The first consist of "business to business" supplier purchases. 

For example, when a grower buys farm equipment, fertilizer, seed, insurance, banking services, and other 

inputs, the grower creates indirect effects. 

                                                      
9 2012 Census of Agriculture 
10 Agricultural Impact Associates LLC: Economic Effects of Solano County Agriculture 2017 
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The second ripple type, induced effects, consist of "consumption spending" by owners and employees of 

agriculture business and their suppliers. They buy housing, healthcare, leisure activities, and other things 

for their households. All of this spending creates ripples in the economy. The study only reflected induced 

effects within Solano County. 

 

Table 1 shows agriculture's direct, indirect, and induced economic effects within the county, across major 

production categories. The numbers use IMPLAN multipliers for each sector, which are rooted in 

U.S. Bureau of Economic Analysis production data and other sources. 

 

For example, the IMPLAN sector called “Grain farming” has an indirect effects multiplier of .3469 in 

Solano County and an induced effects multiplier of .1026. This means that each dollar’s worth of direct 

output generates and extra 34 cents in supplier purchases, plus approximately 10 cents extra in 

consumption spending by agriculture owners and employees. Individual sectors all have different 

multipliers for induced and indirect output as well as for employment. 

 

 

 

Table 2: Economic Effects of Solano County Farm Production11 

 

 

 
 

                                                      
11 Agricultural Impact Associates LLC: Economic Effects of Solano County Agriculture 2017 

FARM PRODUCTION SECTOR DIRECT INDIRECT INDUCED TOTAL 

 O utput Effect ($ Millions) 

Animals and animal products $93.5 $14.6 $10.4 $118.5 

Tree nut farming $70.7 $12.8 $18.9 $102.4 

Vegetable farming $74.2 $10.5 $16.6 $101.4 

All other crop farming $43.0 $10.8 $9.9 $63.7 

Support activities for agriculture $33.6 $1.0 $10.2 $44.9 

Fruit farming $30.4 $5.2 $7.7 $43.2 

Greenhouse, nursery & floriculture $30.5 $3.5 $6.8 $40.9 

Grain farming $6.7 $2.3 $0.7 $9.7 

Oilseed farming $4.0 $1.1 $0.6 $5.6 

Forestry & forest products $0.4 $0.2 $0.2 $0.8 

TOTAL ECONOMIC OUTPUT: $387.0 $62.0 $82.0 $531.0 
 

Employment Effect (# Jobs) 
 

TOTAL EMPLOYMENT: 
 

2,988 
 

762 
 

704 
 

4,454 
 

 
Dollar values are in $ millions. Figures are for 2015 and come from IMPLAN, annual Crop and Livestock 

Reports, and U.S. Bureau of Economic Analysis. Not all columns and rows add due to rounding. 
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Solano County Demographics12 

Solano County is situated midway between San Francisco and Sacramento and is home to rolling 

hillsides, waterfronts and fertile farmland. County residents can enjoy day trips to the San 

Francisco Bay area, Lake Tahoe region and the Napa and Sonoma Valleys. Thanks to a mild climate, 

residents not only can enjoy year-round outdoor recreational activities but they also have ready access to 

some of the most fertile and productive agricultural regions in the world. 

Solano County’s population as of January, 201813 was 436,023, with a median household income of 

$69,227 (as of 2017).  Populations by city are shown in table x1 below. Household income and education 

level by city is shown in table x2. 

 

Solano County is ethnically diverse (demographic DETAIL IN APPENDIX)  

 

Table X1: Solano County Population by City as of January 1, 2018 

  

Vallejo              118,280 

Fairfield            114,157 

Vacaville            98,456 

Suisun City          29,295 

Benicia              27,695 

Dixon                19,298 

Unincorporated 19,823 

Rio Vista            9,019 

County Total 436,023 

 

 

Table X2:  Income, Household Size, and Education By City14 

 

 

                                                      
12 Source:  U.S. Census Bureau 
13 Source: California Department of Finance, E-1: City/County Population Estimates as of January 1, 2018 

 
14 Index of Solano and Solano Economic Development Corp – Solano County 2016 (published April 2017) 

Factoring in indirect and induced effects, Agricultural production created $531.0 million in total 

economic output within Solano County, of which $144.0 million were multiplier effects. Indirect and 

induced spending supported an additional 1,466 jobs within the county, bringing agriculture‐related 

production’s total employment to 4,454. 
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Place 

 
Median Household Income 

(2009 Dollars) 

2010 2014 2015 

 
Average 

Household Size 

2010 2014 2015 

 
Percent of Residents with 

HS Diploma or Better 

2010 2014 2015 

Percent of Residents 
with Bachelor’s Degree 

or Better 

2010 2014 2015 

Solano County $68,409 $67,341 $66,828 2.83 2.87 2.89 85.8% 87.5% 87.5% 24.0% 24.3% 24.9% 

United States $51,914 $53,482 $53,889 2.61 2.63 2.64 85.0% 86.3% 86.7% 27.9% 29.3% 29.8% 

California $60,883 $61,489 $61,818 2.93 2.95 2.96 80.7% 81.5% 81.8% 30.1% 31.0% 31.4% 

Benicia $87,018 $89,094 $88,394 2.53 2.54 2.55 94.7% 95.5% 95.7% 41.2% 41.1% 43.3% 

Dixon $69,742 $66,818 $72,188 3.00 3.09 3.22 82.1% 82.0% 78.1% 19.6% 20.9% 21.8% 

Fairfield $68,009 $66,190 $67,364 3.00 3.03 3.10 84.8% 85.6% 85.6% 22.2% 23.2% 24.1% 

Rio Vista $54,568 $62,616 $62,079 2.04 2.21 2.11 93.1% 91.8% 92.1% 25.3% 24.2% 26.9% 

Suisun City $71,795 $71,306 $66,452 3.23 3.28 3.28 86.1% 88.6% 87.5% 19.3% 19.8% 18.8% 

Vacaville $70,838 $74,207 $74,001 2.71 2.75 2.76 85.4% 88.1% 88.4% 21.0% 22.5% 22.2% 

Vallejo $61,481 $58,472 $57,028 2.85 2.85 2.85 84.7% 87.0% 87.4% 24.7% 23.5% 24.5% 

Source: Census Bureau (factfinder2.census.gov) 

 

 

 
 

 
 

Competitors 
The primary competition to our small local farmers are large agricultural producers, primarily 

from the California Central Valley, that ship their produce to local farmers markets and other 

food outlets in Solano County.  Their competitive advantages are price, scale and distribution 

Population Growth Estimated Percent Change from the Previous Year, Selected Areas, 2010–2060 

Source: California Department of Finance, Demographic Research Unit (www.dof.ca.gov), Dec 2014 
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because they are large, sophisticated and well organized.  [Other competitors????] 

 

We believe that organizing Solano County small farmers into a co-operative will help give them 

the scale to more effectively go after some of these local markets.  This needs to be done in 

combination with growing local demand for their products by forming close community ties 

between local farmers and consumers.  Finally, we need to leverage leading edge marketing, 

logistical, distribution strategies that will help us differentiate our brand and provide “value” to 

our customers.  

 

 

SWOT Analysis 
 

In 2017, Sustainable Agriculture Education (SAGE) together with the American Farm Trust 

(AFT) produced a comprehensive economic development study for the Association of Bay Area 

Governments entitled “The Bay Area Food Economy: Existing Conditions and Strategies for 

Resilience”.  The purpose of this study was to highlight the economic and other contributions of 

Bay Area food economy and propose strategies and investments needed to protect and strengthen 

its contributions, and encourage increased investment in the agricultural resources and food 

supply sectors.  As part of this study, they performed an extensive SWOT analysis of the Bay 

area food economy, which we have adapted for our purposes. [We can add to/modify this but this 

gives us a really good framework to start with.] 

 

Strengths 

• Food economy of growing importance for jobs. The 468,000 food jobs represent 13 

percent of all jobs in the region. The 42 percent rate of growth for food jobs is almost 

double the rate of growth for all jobs in region.  [Of this, Solano County represented 

21,380 jobs related to the food sector, 4,454 (21%) of which are directly and indirectly 

related to agriculture.] 

• Food economy has substantial revenue. Annual revenues are over $113 billion for food 

sector businesses in the Bay Area.  [Of this, Solano County represents a relatively small 

proportion (1.4% or $1.6BB) due to its smaller relative population, however Solano 

County has higher concentrations of establishment sales in the Food Manufacturing and 

Wholesale Trade sectors, which account for 62 percent of the total Solano Countywide 

food system revenue.] 

• Solano County has a strong distribution sector. Generating $2.5 billion in 2009, Food 

Chain activities represent 10 percent of total Solano and Yolo regional output. 

Distribution accounted for nearly one third of food chain output and has tripled in value 

since 1990. 

• Expanding markets for Bay Area goods. Markets for several of the top crops in Solano 

and Yolo Counties are expanding not only regionally, but also internationally. As 

consumer demand evolves and new markets emerge, there are opportunities for 

development in production and vending. 

• Ag tourism. The prevalence of agricultural land and food production provides ample 

opportunity for growth in agricultural tourism and recreational services. 
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• Bay Area is well known for being a leader on many food issues, including sustainable 

agriculture, municipal composting and small to mid-size food manufacturing. 

• Increased demand. Bay Area trends show increased demand of local food, organic 

production, direct marketing, and agricultural tourism. 

• Employment growth and training. Agriculture supply support, distribution, and 

processing and packaging jobs in the Bay Area pay higher wages than any other region in 

the state. 

• Career advancement. Food businesses can provide a career ladder for workers who may 

have limited skills and experience, but can progress to higher skilled positions and even 

business ownership. 

• Support organizations. A variety of organizations exist to assist agricultural producers 

and food businesses with innovation, networking, business planning, and marketing, 

include UC Cooperative Extension, resource conservation districts, open space districts, 

county farm bureaus, small business development centers (SBDCs), economic 

development corporations, community colleges, county agricultural commissioners, and 

others. These resources have filled the role of economic development, training, and 

technical assistance expertise in the agricultural and food sector. 

• Remaining land base. Roughly 40 percent of the land in the Bay Area is comprised of 

farmland and grazing land. The region has 570,000 acres of farms (40 percent of this is 

irrigated prime farmland) and 1.7 million acres of ranchlands. 

• Provision of eco-systems services. Agriculture can be viewed as self-financing open 

space, providing important ecosystem service values to Bay Area residents, including 

flood control, ground water recharge, water quality, pollination, biodiversity, and open 

space. 

• Policy support. Existing planning, policy and strategy documents for many jurisdictions 

include references to the role of food and food-related activities in fostering public health, 

environmental stewardship, community economic development, placemaking, resilience, 

identity, culture and quality of life. 

 

Weaknesses 

• Labor challenges. Labor is one of the five top five challenges identified by food and 

beverage manufacturers in San Francisco. The issues are cost of labor on one hand, and 

availability of skilled, low-wage workers on the other.24 One of the region’s largest food 

service companies, with large operations in several counties, similarly reports that their 

biggest challenge is labor, from managers and chefs to hourly employees. There is also a 

shortage of skilled, low-wage labor in the agricultural and food service sectors. 

• Need for technical and financial assistance. There is a critical need for targeted technical 

assistance for newer start-ups in food related businesses (business planning, basic 

accounting, legal issues, cash flow management, bilingual general business counseling, 

etc.). Investors are reticent to lend to new businesses with unconventional business 

models or that do not exhibit basic business acumen. 



Solano County Community Food Hub 

18 

 

 

• Transportation infrastructure. Potential for deterioration of transportation infrastructure, 

if maintenance and expansion do not occur. The lack of convenient and well-kept roads, 

highways, airports, ports, bridges will deter new businesses and industries from 

establishing in the area. 

• Traffic challenges. Distribution businesses are affected by the traffic pressures facing all 

movement of goods in the Bay Area. 

 

Opportunities 

• The food story. The food system is evolving towards delivering the “story behind the 

food” and a full accounting about how food is produced, in response to growing 

consumer demand. 

• Opportunities at all scales. The region is receptive to food supply chain businesses across 

all sectors and is notable for having a wide range of businesses at scales that are 

economically feasible, from owner/operator start-ups to international corporations 

• Agglomeration of Food and Beverage P&D firms adds value. Geographic concentrations 

of interconnected food and beverage businesses, suppliers, service providers, and 

associated institutions create added value for the industry. 

• Growing demand for co-locating and co-packing operations. There are marketing, 

equipment, labor, and other efficiencies that come with co-locating for food 

entrepreneurs in operations such as brick and mortar incubator spaces; kitchens; and 

workforce development programs with physical food production/manufacturing 

locations.  Likewise, co-packing facilities help enterprises to scale production and can 

save on start-ups costs for equipment, rent, labor and certifications. 

• Institutional Purchasing Policy and Infrastructure. Large, “economies of scale” type 

purchasers such as schools, hospitals and jails have the potential to greatly impact the 

demand for local food. However, most are locked into low cost contracts through 

subsidized government programs. Unlocking the potential with these large purchasers 

through advocacy around “local purchase” targets can jumpstart investment in the entire 

value chain. Focusing on aggregators who can tap local supply to meet institutional 

demand for all food related products (not just produce) will provide stability for local 

food businesses. Better connecting farmers to local markets fosters increased revenue and 

diversified revenue streams, e.g. through direct marketing, food hubs, institutional 

procurement of local food, etc. 

• Consumer demand. The research firm Mintel produces U.S. Food Service Reports that 

study national industry trends in food service. In 2014, these reports suggested the 

biggest trends are customer demand for speedy service; healthy and ethically sourced 

foods and accommodation of dietary restrictions; incorporation of technology into the 

ordering, serving, and outreach processes; and appealing to certain customer niches. 

• A wide range of job opportunities. Occupations associated with these areas of business 

activity represent an array of fields, levels of training, and earnings potential. In every 

segment, training and requirements vary from on-the-job training to graduate degrees. 

For example, in distribution, jobs range from machinists to logisticians. Additionally, 
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with changes in agriculture technology, there is a growing need for horticulturalists and 

chemical engineers. 

• A wide range of educational opportunities. The region offers a variety of vocational, 

certificate and professional education and training programs that prepare for entry or 

transition into food sector employment. In Solano County, there is a strong educational 

infrastructure at each level of schooling to produce the workforce required by the 

county’s expanding food sector. Still, educational programs need to keep pace with the 

evolving skills needs of businesses and development programs to match those needs. 

• Better conditions and wages for farmworkers and food workers have potential to create a 

more stable food sector workforce. 

 

Threats 

• Competitive and expensive industrial real estate market. Food and Beverage P&D firms 

at all business stages face a challenging real estate environment when seeking to start, 

remain, or expand in the region’s largest cities. Industrial rents in San Francisco rose by 

13 percent in 2013, and are roughly double the asking amount for equivalent spaces in 

Alameda and Contra Costa Counties. Wholesale businesses often require 24-hour 

operations, large building footprints, circulation for large trucks and access to freeways. 

Space for wholesale and distribution businesses is being squeezed by low vacancy rates 

for industrial buildings, demand from tech industries which can afford higher rental rates, 

and conversion of some industrial zoned land to residential zoning. Vacancy rates for 

industrial land in San Jose are around 1%. 

• High land prices threaten agricultural viability. Farmers may see greater gains by selling 

their land than by farming it. This often includes disinvestment in their farming 

operations – either as a farmer, by forgoing capital improvements or investment in high-

value crops, or as a landlord, by not renewing leases to tenant farmers. As a result, the 

profitability of a farm may decrease, selling the farm to a developer may become a more 

enticing option than before, and speculative land purchasing by developers seeking to 

convert farmland to other uses may increase. 

• Urban development continues to impact farmland. In the past two decades, more than 

two- thirds of the development in the Bay Area took place atop agricultural land, with 

losses of the best-quality cropland outpacing the loss of lower quality cropland. 

• Rural ranchette development. Agricultural Zoning (minimum lot sizes) has done little to 

dampen the infiltration of rural home sites and corresponding increases in agricultural 

land prices in the region. 

• Implications for shifts in climate. In the Bay Area’s wine grape and forage production 

areas (cattle ranching), climate change sensitivities will effect subtle nuances of 

production. In a future with higher temperatures and altered precipitation patterns, 

ranchers will need to consider management options for grazing shorter or less‐reliable 

seasons and for forage of questionable nutritional content. Winegrowers will need to find 

ways to reduce heat stress of their berries or face lower values for their product. 

• Be aware that if producers have already established direct marketing relationships, it will 
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be harder to convince them to participate in aggregated distribution. The hub may have to 

work to educate producers as to the need or benefit of joining the food hub. 
 

PRODUCTS & SERVICES 
 

Products 
 

The following list is of the major product categories we intend to sell through the food hub: 

 

• Fresh Fruits and Vegetables 

• Herbs and cut flowers 

• Baked Goods 

• Canned Fruits and Vegetables (shelf-stable items) 

• Meat and Poultry 

• Milk and Dairy Products 

• Other Products 

ex. local grains and flours, fair trade or organic oils and nuts, or locally finished items, such as 

locally roasted coffee. 

 

Market Seasonality 

 

Seasonality is an important issue for every agricultural venture because the customer expects orders to be 

filled as they are placed. All local produce has a specific cycle of production, and yet there is a need to 

furnish products for sale all year if a food hub is to remain viable over the long term. For the business to 

grow and thrive, the food hub must be prepared to supply what its customers demand. 

 

To combat seasonality, we may need to source products with storage potential so that they can be sold 

outside of the traditional seasons. We will look for the addition of off-season, shelf-stable, or non-

perishable items. Non-seasonal product lines — including local dairy products, eggs, and broilers — can 

significantly boost year-round sales totals. 

 

 

Services 

The primary functions of the Solano County Food Hub will include: [This needs reviewing.] 

 

 

 

Producer Services Operational Services Community Services 

Link producers to markets 

 

Aggregation & Distribution Buy Local” campaigns 

On-farm pick-up Brokering Distributing to “food deserts” 

 

Production and post-harvest 

handling training 

Branding and market 

development 

Food bank donations 

Business management services 

and guidance 

Light processing (trimming, 

cutting, freezing) 

Health screenings, cooking 

demonstrations 
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Value-added product 

development 

Product Storage Food stamp redemptions 

Food safety training  Educational programs 

Liability insurance  Youth and community 

employment opportunities 

 

 

OPERATIONS 
[Note:  This whole section depends on what form the Solano Food Hub will take based on the 

above chart.  The level of complexity, cost, legal implications etc. will vary dramatically 

depending if the food hub serves as an intermediary only vs. it takes responsibility for storage, 

transportation, processing etc..  This will also feed into the staffing and financials we need to 

decide on this in our next discussion.] 

 

Infrastructure 

 

Transportation and distribution 
 

Capacity & Inventory Management 

 

Warehousing and Distribution 

 

Equipment and Facilities 
 

Labor 

 

Quality Assurance 

 

Liability 

 

MARKETING 
 

Marketing Objectives 
 

Our marketing objectives are to: 

1) Increase the market options and revenue opportunities for Solano farmers 

2) Increase consumption of local food within Solano County 
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3) Increase awareness within the county of Solano of local foods and farms through 

education and promotion 

 

 

Marketing Message  

Our marketing message will reinforce vision, mission and values of the Solano Community Food 

Hub.  Our messaging strategy will address our demand drivers of our target markets by 

highlighting: 

 

1. Local foods and the connection to family farms and our community: 

Surveys show that the American consumer has compassion for farmers, especially local ones. 

The “locally produced by family farmers” connection is a valuable marketing tool. Most 

consumers support small- and medium-sized producers who add to the quality of their rural 

communities in many ways. 

 

2. Promoting flavor, freshness and nutritional benefits of locally grown: 

Because “local” is often viewed as a premium product that is fresher or more flavorful than 

grocery store varieties of the same item, promoting these attributes can result in higher prices 

for the food hub’s products. If a product is recognized for quality and taste, sales will 

increase. 

 

3. Preserving open spaces and responsible/sustainable farming: 

Small farms can help slow the rate of urban sprawl and provide “close in” educational 

opportunities for school field trips and other groups wishing to learn about how food is 

produced. 

 

Market Segments 

Our primary market segments will be individual consumers, retailers and institutions.  Our 

marketing strategy and approach for each segment will be based on the particular market needs 

and demand drivers for each segment.  

 

Individual Consumers 

• Includes sales through farmers markets, onsite farm stores, roadside stands, CSA 

(Community Supported Agriculture) arrangements, online sales, pick-your-own 

operations, mobile markets, and other means. 

 

Retailers 

• Includes supermarkets, supercenters, restaurants, caterers, independent grocery stores, 

and food cooperatives. 

 

Institutions and Intermediary Businesses  

• Includes institutions such as schools, colleges, universities, and hospitals as well as 

intermediary businesses such as wholesalers, distributors, processors, etc., that market 
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locally or regionally branded products. 
 

Market Needs 
 

Consumers 

• Desire convenience and accessibility 

• May be price sensitive but may pay a small premium if demand drivers are met and if 

they can get food easily and conveniently. 

 

Retailers  

• Need volume and quality 

• Dependability of supply 

• Likely to be price sensitive but this can vary based on the price sensitivity of their 

customers.  Larger grocery establishments likely to be more price sensitive than 

restaurants modeled on locally sourced meats and produce and farm to table. 

 

Institutions and Intermediary Businesses 

• Need volume and quality 

• Dependability of supply 

• Large, “economies of scale” type purchasers such as schools, hospitals and jails have the 

potential to greatly impact the demand for local food. However, most are locked into low 

cost contracts through subsidized government programs. Unlocking the potential with 

these large purchasers through advocacy around “local purchase” targets can jumpstart 

investment in the entire value chain. Focusing on aggregators who can tap local supply to 

meet institutional demand for all food related products (not just produce) will provide 

stability for local food businesses. Better connecting farmers to local markets fosters 

increased revenue and diversified revenue streams, e.g. through direct marketing, food 

hubs, institutional procurement of local food, etc 
 

 

Target Market Segment Strategy 

Our high-level marketing strategy for each target market will be based on the specific needs of 

each market: 

 

Individual Consumers 

• Directly address customer demand for speedy service; healthy and ethically sourced foods 

and accommodation of dietary restrictions; incorporation of technology into the ordering, 

serving, and outreach processes; and appealing to certain customer niches. 

• Effectively tell the “food story”.  Establish the connection between the farmer and the 

consumer. 

• Promote ag – tourism to bring more consumers to the farms, thus raising awareness among 
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consumers of Solano County farms and their products. 

 

Retailers 

[To be discussed.] 

 

Institutions and Intermediary Businesses 

• Focus on institutions that are not locked into low cost contracts or subsidized government 

programs.  

• Unlock potential through advocacy around “local purchase” targets 

• Focus on aggregators who can tap local supply to meet institutional demand for all food 

related products. 

• Empower them to tell the food story and derive “PR value” from partnering with community 

farmers 

• Potential to partner with schools in Solano County, where there is a strong educational 

infrastructure at each level of schooling to produce the workforce required by the county’s 

expanding food sector. 

 

 

Promotion Channels 
 

As part of our promotion strategy we will utilize the following channels: 

 

• 5 x 25 Campaign [We will need to build this out.] 

• Direct relationship marketing  

• Create fliers and brochures and distribute in community gathering places such as churches, 

community centers, farmers markets and other environmentally centric business.  

• Leveraging and strengthening the Solano Grown brand 

• Websites and Social Media 

• Word of Mouth  

 

Price 
 

As Warren Buffet famously stated “price is what you pay, value is what you get”.  Our pricing 

strategy will be to obtain a fair price for fair value.     For our target markets, value is not defined 

as “the cheapest price”, rather the demand drivers for our target markets also include a strong 

commitment to community, civic participation, health, and the environment.  They want food 

they know is fresh and was grown close to home. They care about supporting and strengthening 

the local economy.  While we believe it is essential to be price competitive; the emphasis of our 

pricing strategy will be to delivering value based on the value drivers of our target markets.  
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MEASURABLE GOALS & SUCCESS METRICS 
 

 

[TBD] 

 

What are the key goals and performance indicators of success against those goals that ensure 

we are having the impact we want and that Sustainable Solano is on path toward 

sustainability. 
 

 
Goals Yr. 1 Yr. 2 Yr. 3 Yr. 4 Yr. 5 

# of farmers in co-op      

# of institutional customers      

$ amount of goods sold thru co-op      

      

 

 

ORGANIZATION AND PEOPLE 
 

Leadership 
 

[TBD] 

 

 

Staffing 
 

[TBD] 

 

 

Job Descriptions 
 

[TBD]
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FINANCIAL PROJECTIONS 
 

Business Model and Sustainability Plan  
What is the business plan for the organization to sustain itself?  What is the revenue model and what are the 

critical factors for organization to reach sustainability? 

 

Budget Scenarios 
 
 

Impact Analysis 
 

Here we can provide a financial and perhaps a qualitative pro-forma on the  overall impact on the Solano 

Farmer market if we achieve our goals (ex. Incremental revenue, profit, jobs created etc.)
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OWNERSHIP 
Capitalization 
 

 

 

Organizational Structure 
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Solano County Demographic Detail 
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Solano County Map 
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City Populations and Agricultural Information 
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2017 Value by Crop Group 

 
  

ANIMAL 

PRODUCTION 50,756,000 

FIELD CROPS 64,474,000 

FRUIT & NUT 

CROPS 116,619,000 

NURSERY 

PRODUCTS 44,627,000 

SEED CROPS 21,459,000 

VEGETABLE 

CROPS 64,887,000 

2017 Value by Crop Group 

Value Summary 
YEAR  

ANIMAL 

PRODUCTION1 

FIELD 

CROPS 

FRUIT & NUT 

CROPS 

NURSERY 

PRODUCTS 

SEED 

CROPS 

VEGETABLE 

CROPS 

 
TOTAL VALUE 

 

2017 50,756,000 64,474,000 116,619,000 44,627,000 21,459,000 64,887,000 $362,822,000 

2016 37,259,000 59,006,000 127,228,000 39,754,000 16,478,000 67,447,000 $347,172,000 

2015 57,277,000 78,454,000 87,741,000 37,648,000 11,729,000 81,020,000 $353,869,000 

2014 62,387,000 98,672,000 86,624,000 35,594,000 16,900,000 78,468,000 $378,645,000 

2013 51,340,000 88,744,000 97,150,000 35,144,000 16,628,000 59,209,000 $348,215,000 

2012 63,425,000 84,604,000 87,368,000 32,707,000 17,680,000 56,911,000 $342,695,000 

2011 52,458,000 83,812,000 63,420,000 23,630,000 14,671,000 53,668,000 $291,659,000 

2010 46,011,000 57,072,000 54,874,000 23,352,000 14,391,000 63,698,000 $259,398,000 

2009 40,116,000 50,073,000 48,191,000 33,499,000 15,859,000 64,184,000 $251,922,000 

2008 49,873,000 89,365,000 44,037,000 43,056,000 10,828,000 55,624,000 $292,783,000 

2007 54,820,000 54,812,000 43,430,000 56,611,000 10,821,000 47,762,000 $268,256,000 

1
Includes livestock and poultry, livestock and poultry products, and apiary production.  

VEGETABLE CROPS 

18% 

ANIMAL PRODUCTION 

14% 

SEED CROPS 

6% 
FIELD CROPS 

18% 

NURSERY PRODUCTS 

12% 

FRUIT & NUT CROPS 

32% 
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