
Female
Male

16.5%

33.1%

32.2%

18.2%

25 to 34

35 to 44 

44 to 54

55 to 64

40.1%

59.9%

Who Participated in the Survey

Farmer’s AgeFarmer’s Gender Farm Setup 

Partnership

Other 
(cooperative, 
LLC, estate, trust, 
institution, etc.)

Individual or 
family farm 
operation

63.7%25.5%

10.8%

Size of Farm 
in acres

< 1

4 to 6 

10 to 49

1 to 3

42.3%

28.8%

15.3%

13.5%

6 to 10

21 to 35

16 to 20

1 to 5

Farming Experience
in years

41.1%

24.1%

18.8%

16.1%

What Respondents Grew or 
Raised in 2013 [By Gross 
Farm Income]

Product

Why Producers Sell to 
Institutions

Where Respondents Sold 
Products in 2013 [By Gross 
Farm Income]

Market
Channel Benefit

Reduces
marketing
costs/time

Provides reliable/
advance 
contracts

Provides an
additional

local market

Provides fair,
steady prices

Relationships 
with the local

community

64%

58%

51%

48%

46%

Perishable
Vegetables

Storage
Vegetables

Fruit
(Non-apple)

Beef

Chicken

Eggs

Grains

Pork

Apples

56%

26%

24%

22%

22%

19%

19%

18%

16%

Farmers
Market

Restaurant

Community
Supported

Ag (CSA)

Co-op

On-farm Retail
(Farm Stand,
U-Pick, etc.)

Wholesale

Natural Food
Store

School

31%

22%

22%

21%

18%

17%

12%

42%

About the Survey
Aimed at improving access to and profitability from Minnesota’s farm to institution markets (i.e. schools, 
hospitals, child care centers, etc.) for Minnesota producers, the survey engaged 142 producers operating in 56 
counties in Minnesota, Wisconsin and South Dakota.  It was a joint project of the Institute for Agriculture and 
Trade Policy, the Sustainable Farming Association and Renewing the Countryside – with input from over 15 
organizations, agencies and farms.

Minnesota Farm to Institution Markets
A 2014 Producer Survey Snapshot



How Producers Want to Access Tools and Who They Want to Work With

Work with extension
educators

Work with
distributors

Work with non-profit
organizations

Work with Minnesota
Department of Agriculture sta�

67%

64%

50%

44%

44%

41%

Work directly with
public institution sta�

Work with other producers and
farmer networks to access

farm to institution tools

Desire informational
webinars

63%

59%

59%

56%

Desire farm visits/
field days

52%

Desire in-person
workshops

Desire an online
producer-seller

directory

Desire regional
farmer-buyer

networking events

What Barriers Makes Farm to Institution Sale Challenging for Producers

42%

19%

Seasonality
mismatch

28%
Volume needs

too large

Low purchasing
price

Major Barriers

34%
Establishing buyer

relationships

32%Delivery logistics

31%Seasonality

Moderate Barriers

45%

42%

Liability costs

42%
Food safety

requirements

Sizing/packaging
requirements

Mild Barriers

Approximately 29% of respondents reported 
institutional sales in 2013 – including schools, 
hospitals, universities/colleges, child care providers, 
& elderly care providers  

More than 75% were interested in selling their products 
to institutions in the future

nn 46% of those selling to institutions 
were selling to K-12schools – followed 
by universities/colleges (29%) and 
hospitals (23%) 

nn 34% of respondents were “very 
interested” in selling to universities in 
the future – followed by hospitals (31%).  
There was also “interest” in continued 
or future sales to K-12 schools (42%), 
adult/elderly care (34%) centers, child 
care centers (31%), hospitals (31%) and 
preschools (28%).

What Tools Producers Want to Improve  
Farm to Institution Sales

1. Business planning advice specific to 
starting or expanding institutional sales

2. Aggregation setup information and 
support (e.g. food hub, cooperative, etc.)

3. Food safety training and support 

4. Advance purchasing needs for regional 
institutions (i.e. what’s needed and when)

5. Regional institution contacts/ directories  

6. Institution-specific product specification 
sheets/checklists

Stay tuned for the full survey results in March 2015!
Visit www.iatp.org/FTI for more information and to share feedback


