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Why have “food systems” been 
ignored in the USA?

o A view that the food system only 
indirectly touches the built environment.

o A sense that the food system isn’t 
brokenbroken

o A perception that the food system 
belongs to private interest.



What’s right with our food system

o Abundant supply for most people
o Contributes $1 trillion to economy
o 13% of GDP
o Employs 17% of labor force
o In 2000, top 5 corps control 43%?



What’s wrong with our food system?

o Increased obesity and chronic disease
o Loss or erosion of diverse culinary 
traditions

o Ecological  crisis- including loss of o Ecological  crisis- including loss of 
species, declining water and water 
quality, deforestation

o Loss of income and self reliance at 
the community level- both rural and 
urban



Initial Initiative Partners

o Michael Fields Agricultural Institute
o Center for Integrated Agricultural Systems (CIAS), 

University of Wisconsin
o Blue Planet Partners
o Agriculture Innovation Center, University of  Wisconsino Agriculture Innovation Center, University of  Wisconsin
o UW College of Agriculture (CALS)
o Extension, University of Wisconsin
o Wisconsin Department of Agriculture (DATCP)
o Broad set of other core / emerging partners – other 

NGOs, Illinois, Minnesota, Michigan, Iowa (Leopold 
Center, Fresh Taste Initiative)

o WK Kellogg – key project funder







Key Early Observations

o Enormous leg-work laid in rebuilding sustainable food 
systems over the last 20 years

o 2 - 3 % food produced and consumed within regions
o Consumer markets are evolving rapidly, human value 

shifts are reaching tipping pointsshifts are reaching tipping points
o Large sustaining economic & social drivers moving us to 

these new tipping points (= market opportunities, 
sustainable business models)

o Tension between sustainable, conventional and 
university



Key Early Observations 
(continued)

o Little to no strategic context for building, scaling up 
regional food systems.  
This is leaving a field where:

o Strategic leadership & direction is in scarce supply
o Scatter shot tactics primarilyo Scatter shot tactics primarily
o High probability for low leveraged investments 

likely
o Public and philanthropic investors have low levels 

of confidence in investing in the field
o Market confusion is high

o Enormous opportunity to create sustaining and 
sustainable impact quickly



Dimension 1: By Tiers of the Food 
System



Dimension 2: By Product SectorDimension 2: By Product SectorDimension 2: By Product SectorDimension 2: By Product Sector





Dimension 3: By Scale of NestingDimension 3: By Scale of NestingDimension 3: By Scale of NestingDimension 3: By Scale of Nesting



Dimension 4: By Strategic DirectionDimension 4: By Strategic DirectionDimension 4: By Strategic DirectionDimension 4: By Strategic Direction



What’s Next for Good to Grow
1. Help build product-based strategic frameworks  and strategies(embedded in regions, 

and owned by leadership within the region)
� E.G. Driftless region fresh apples
� E.G. Michigan fresh cherries
� E.G. Iowa organic pork

2. Fully delineate Tier 2 – nuances of aggregation, product development, branding, 
marketing, roles of NGOs and Universities, etc

3. Assist with strategies that accelerate movement toward aggregation at Tier 2
Help evolve strategic thinking of the field –to be able to tell a strategic story that 4. Help evolve strategic thinking of the field –to be able to tell a strategic story that 
holds together through the lens of Return on Investment (“ROI”) and allows all of us 
to understand our role and where there is leverage to create impact

5. What has Changed?



April, 2007 APA

Adopts the “Policy Guide on 
Community and Regional Food 
Planning.

www.planning.org/policy/guides/
adopted/food.htm









In Summary-

o Know the outcome or strategy your 
tactic fits into

o Partner across sectors
o Leverage market forces no matter o Leverage market forces no matter 
what your tactic

o Don’t waste time on distractions
o Choose partners that share principles.
o Questions?


