DAVIS FOOD CO-OP

Strategic
Plan

Preface
Since this plan was written the ravaging effects
of COVID-19 descended on all of us. We are
grateful for the co-op’s management team who
are continually developing ways to keep customers and staff as safe as possible, while continuing to provide a source of fresh, wholesome food
from local sources. We are equally appreciative
for staff who have continued to work to ensure
that the community can shop and take advantage
of the co-op’s offerings.
The effects of COVID-19 will be lasting, and will
impact the co-op’s finances. This fact makes
implementation of this plan even more important. We look forward to days when we can come
together, in person, to enjoy community events,
festivities and cooperating with fellow members
and shoppers of the Davis Food Cooperative.
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Executive Summary
The roots of the Davis Food Co-op (DFC) date
back to 1972 when a group of community
change-makers started a buying club to access
healthy, natural food. The store gradually grew
from a 600 square feet space to today’s store
of 17,000 square feet, serving 11,000 shoppers
each week, with annual sales of $18 million.
Throughout this growth, Davis Food Co-op has
maintained our core characteristics: we are a
consumer cooperative governed democratically

Data in hand, the 2019/20 strategic plan committee used the findings to generate a fiveyear strategic plan. This report presents a forward-thinking plan designed to maintain the
co-op’s core characteristics while preparing for
a rapidly changing marketplace—and of course,
a priority was on improving our beloved co-op.

by our owners, our core products are healthy and
natural, and we prioritize community and local
initiatives in a wide variety of ways.

plan. Our success in meeting the strategic goals
is likewise dependent on core stakeholders. We
hope one or more of the priorities presented in
this report will resonate with member-owners,
staff and customers and stimulate participation
in working to meet them.

In 2018 a committee of board members and management was formed to discern the best path to
create a meaningful strategic plan to maintain
the consistent core of the co-op and plan for the
future, particularly in a rapidly changing retail
food environment. The committee’s first decisions revolved around gaining input from member-owners, shoppers, staff and community
members.

Input from the co-op’s core stakeholders: owner-members, staff, and customers fueled this

The plan identifies and discusses six strategic
priorities.
1. Improve DFC’s Financial Position is integral
to the strategic priorities in the report. Financial
health is essential in allowing us to reach our
employee compensation goals, to support community programs, to reinvest in our store, and to
create surplus to issue an annual patronage dividend to member-owners.
2. Support a Co-op Culture at DFC calls us to
make the most of our distinct business model,
and to integrate cooperative values into every
part of our operations.
3. Assure that Staff are Empowered as Partners in Store Success presents the importance
of staff in achieving strategic goals. This section
discusses the importance of empowerment and
staff partnership to success.

4. Position DFC for Success in a Rapidly Changing Marketplace this speaks to carrying forward the innovative origins of the food co-op
movement in the 1970s. The section discusses
the importance of responding to today’s rapidly
changing market by embracing our heritage of
innovation, being responsive to customers, and
working with local growers and stakeholders.
5. Be a Model for Environmental Sustainability
discusses the ways that DFC can play an active
role in helping to mitigate climate change and
the conservation of our precious natural resources.
6. Establish DFC as a Vital Community Resource
for the Promotion of Local, Healthy Food Access, Education, and Entrepreneurship highlights how DFC can deepen its integration into
the local community through strengthening
partnerships, offering programs, and promoting
education.

Introduction and
Historical Context
of DFC
The Davis Food Co-op (DFC) grew out of the
1970s environmental and organic agriculture movement to bring healthy, natural food
to the community. The vision of this movement was to establish a consumer-owned,
democratically governed business that offered wholesome food and produce with
minimal packaging, from local sources, and
at not-for-profit prices. Out of the efforts of
a group of community change-makers, the
cooperative began as a small buying club in
1972. Today, some 47 years later, DFC serves
the community with natural, healthy products in a full-service grocery cooperative.
The Co-op’s footprint, staff, membership,
and sales have grown substantially over the
years – from just 600 square feet in its initial
location on L Street to 17,000 square feet. Today, the Co-op is a community of over 10,000
committed Owners and 140 staff who serve
11,000 shoppers each week with an annual
volume of $18 million.
As the Co-op plans for the next five years,
DFC will continue to serve the community as
a trusted source of natural, healthy food and
products. The Co-op endeavors to continue
the “change maker” attributes of our founders as we strive to meet today’s challenges climate change, the rapidly evolving world of
e-commerce, and the true cost of food. The
future of the Co-op depends on its ability to
remain flexible in the face of these
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challenges while simultaneously continuing
to serve the needs and values of the Davis
community. The Strategic Plan plays an important role in guiding the Co-op’s direction
in order to achieve these goals. On an operational level, the Plan helps allocate funding
and people necessary to do both.
This Strategic Plan draws from a two-year
process that sought guidance from member-owners, shoppers, community leaders, and staff. DFC Board and Management
partnered throughout the process. Direction
from the following sources are integrated in
this plan:
•
•
•
•
•
•

Three Focus Groups
Canvassing shoppers outside the Store
Member-Owner Survey
Staff Survey
Interviews with Department Managers
Strategic planning board inviting post-it
stickers with ideas and the opportunity
to place a starred sticker next to items of
top interest

The Davis Food Co-op Board tasked the
Strategic Planning Committee (composed
of board members and management) with
leading and drafting the Strategic Plan. The
framework of the plan was guided by DFC
Ends* and priorities. The Strategic Priorities
in the report connect back to the Ends. The
results of the various sources of input were
vital in forming the plan.
*The Ends concept—unique to Policy Governance—is a very special
type of goal, one that designates the results for which the organization
exists, the recipients or beneficiaries of those results, and their value
for particular recipient groups.

DFC’s ENDS & Strategic
Priorities:
The Davis Food Co-op Ends

A) Exists to serve as a community store and
gathering place for current and future owners, so they have:

How the Strategic Priorities Align with
DFC Ends
1. Improve DFC’s Financial Position (B)

2. Supporting a Co-op culture at DFC (A & E)
B)

A thriving cooperatively owned business

3. Assure that Staff are Empowered as Partners in Store Success (E & B)

C) Access to healthful, local and high-quality food.
4. Position DFC for success in a rapidly
changing marketplace (A -E)

D) A store that makes environmental sustainability a priority.

5. Be a model for environmental sustainability
(D)

E) Staff who are valued, educated and motivated.

6. Establish DFC as a vital community resource for the promotion of local, healthy
food access, education and entrepreneurship
(A, C, E)
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The Cooperative
Difference
Cooperative structure is guided by seven international cooperative principles:
I.

II.

III.

IV.

8

Voluntary and open membership.
Cooperatives are voluntary organizations and membership is non-discriminatory by gender, social, racial,
political or religious beliefs.
Democratic member control. Cooperatives are controlled by members
who actively participate in setting
policies and making decisions.
Economic participation. Members
contribute equitably to the capital of
their cooperative.
Autonomy and independence. Cooperatives are autonomous, selfhelp organizations controlled by
their members.

V.

VI.

VII.

Education, training and information.
To foster the development of a cooperative, education and training
for members, elected representatives, managers, and employees is
provided.
Cooperation among cooperatives.
To serve their members most effectively and strengthen the cooperative movement, cooperatives work
together.
Concern for community. While focusing on members’ needs, cooperatives work for the sustainable
development of their communities
through policies accepted by their
members

Strengths and
Opportunities

In order to translate the findings heard from
various sources into an action plan for the
Strategic Plan, the Strategic Plan committee
began with DFC’s strengths as well as the
areas that need improvement. The DFC 2019
Owner Survey found that Owners feel welcome in the Co-op environment and support
the Co-op’s community-driven work. Those
same Owners also noted, however, that they
find co-op prices are often high, which causes them to shop selectively at DFC, rather
than doing the majority of their shopping
there.
In 2019, the store underwent a redesign
that included construction and changes to
the layout. The redesign sought to attract
more shoppers and to highlight the most
cost-effective and environmentally sustainable products: bulk. Focus groups, store
canvassing, and survey results revealed
that shoppers value the high-quality, local,
and varied product selections that meet the
needs of varying diets as a co-op asset. Another listed asset was DFC’s friendly staff.
Survey respondents favored improved sustainable practices and community service
initiatives. The same sources listed the need
for quality improvements to our in-house
deli, enhanced dining space, and a desire
for new bakery items, healthy entrees and
smoothies. More grab-and-go-food was also

requested.
The staff survey revealed a recognition of
good employment practices and the co-op
model. They noted a need for updated technology systems and more community gathering space.
The six strategic priorities that follow were
developed based on an exploration of Owner satisfaction and priorities, the local food
market in Davis, and staff input gathered
over the last two years.
1. Improve DFC’s Financial Position
2. Support a Co-op Culture at DFC
3. Assure that Staff are Empowered as
Partners in Store Success
4. Position DFC for Success in a Rapidly
Changing Market
5. Be a Model for Environmental Sustainability
6. Establish DFC as a Vital Community Resource for the Promotion of Local,
Healthy Food Access, Education and Entrepreneurship
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H ow the
Strategic
Priorities
Align with
DFC Ends

The more generous we are, the more
joyous we become. The more cooperative
we are, the more valuable we become.
The more enthusiastic we are, the more
productive we become. The more serving
we are, the more prosperous we become.
William Arthur Ward

1.
Improve DFC’s
Financial Position

The financial health of the socially responsible DFC is paramount to long term sustainability and growth. This plan includes goals
to support employee compensation, new
community programs, facility and systems
improvements, and regular annual patronage dividends (profit sharing) The DFC is fortunate to have reserves and strong financial
metrics to measure financial status. DFC
must, however, continue to increase sales
and net income (“surplus”) to reach our strategic goals.
A key component of sustainability is to reach
our employee compensation goal of providing a generous, equitable and industry
competitive compensation package for every
employee.
DFC’s current annual gross sales are approximately $18 million, with an achievable
potential of $24 million based on $1,400 per
square feet .To achieve this, DFC needs to
achieve an average annual sales growth of
6%, net income of 3% and 15% MML (margin
minus labor) over the next five years.

a reserve fund study for building and equipment replacement and maintenance. Finally,
DFC will improve systems to support maximum efficiency and effectiveness in human
resources, inventory, employee training, and
information and sales technology.
DFC will also explore financing mechanisms
for identified capital improvements such as
replacing the roof and existing solar system,
adding EV charging systems in the parking
lot for shoppers, and improving our community gathering spaces. Besides conventional financing, DFC will also be positioned
for member-financing mechanisms such as
member investment shares, and preferred
shares to support improvements.
Strategies to improve and expand DFC’s financial sustainability and growth will help
maintain our financial health, and allow
us to reach our employee compensation
goals, community programs, reinvest in our
store and create surplus to issue our member-owners an annal patronage dividend.

To determine the most prudent way to achieve
our goals and to be financially pro-active
DFC will conduct studies and analyses. DFC
will conduct a market study to assess strategies to maximize sales, assess our opportunities and maximize our community impact.
Additionally, DFC will prepare and maintain a
ten-year financial plan that includes all anticipated expenditures and capital improvements. The plan will integrate the results of
13

2.
Support a
Co-op Culture
at DFC

Cooperatives are distinct from traditional

DFC will continue to improve on opportuni-

investor-owned businesses. The differences

ties for member-owner engagement, includ-

between DFC and a traditional business in-

ing promoting participation and information

fluence almost every aspect of the business

sharing at the annual meeting, offering sys-

(see Cooperative Principles). As such, the

tems for member input, and providing ac-

structure of DFC is an asset, and we should

cess to financial and other information.

take as many opportunities as necessary to
educate owners of the cooperative differ-

Promote Respect and Kindness

ence. Described below are specific strate-

Creating and supporting a co-op culture

gies to integrate and support a co-op culture

requires us to look at DFC from the inside,

into every aspect of the store.:

at the social relationships among stakeholders, the way that we treat one anoth-

Cooperative Information and

er, and the way people feel treated. Co-op

Education

management, board, and staff will model

DFC will promote awareness and under-

velop strategies to encourage reciprocation

standing of the cooperative difference by

among all stakeholders.

respect, compassion, and gratitude, and de-

continuing, and expanding on, the innovative
information and education currently in practice. DFC will call out our distinct coopera-

Great Place to Work

tive business structure through store sig-

Staff are key to day-to-day operations of

nage, marketing materials, and actions. We

DFC. By making the co-op a great place to

will educate shoppers and the community

work, DFC demonstrates what it means to

about cooperatives by using logos, articles,

practice our cooperative values in a way that

social media and activities.

will attract staff who want to work at the cooperative because they value its uniqueness,

Whereas DFC currently promotes local

not just because they need a job.

products, it will expand this practice by identifying products that are grown, produced,

DFC will identify and implement systems

or otherwise come from a cooperative busi-

and policies that attract and keep commit-

ness. DFC will also identify and implement

ted, qualified staff. DFC will also provide all

approaches to increase the awareness and
understanding of cooperatives among members, shoppers, staff, and our community.

employees with equitable and industry competitive compensation and implement policies and procedures that communicate that
DFC values its staff.
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Respectful treatment encourages staff to see
themselves as partners in store success. To
support this partnership, DFC will continue
Open Book Management and practices that
encourage employees to share ideas for improvement and innovation.

Community Spaces, Events and
Prepared Foods
A cooperative culture can be nurtured by
offering welcoming spaces for people to
gather and by offering delicious and healthful food and beverages.
This goal includes facility improvements,
inside and out, that create places for people
to gather, dine on nutritious DFC food, and
socialize. DFC will increase our offerings of
prepared foods that reflect the co-op’s values and promote a healthy diet. The Co-op
will expand course offerings at the teaching kitchen to better educate people about
using co-op products to prepare diverse,
nutritious dishes. DFC can be a catalyst for
bringing the community together in a number of ways, including monthly community
meals that offer healthy, tasty meals at
minimal cost, thereby welcoming families
and households of all income levels, dietary
preferences and sensitivities. The Co-op
can also leverage our location near 6th
street, our patio, and our teaching kitchen
to provide communal spaces for food-andfarmer-centric educational, artistic, and social events which will further distinguish the
DFC from other local grocers. This could
16

lead to positive, residual effects, such as
increased demand by the community to use
these spaces, which in turn could justify and
finance their expansion. These spaces play
a vital role in the person-to-person interactions which will make the DFC a preferred
gathering place for community members
from all walks of life.

Labor can and will become its own
employer through co-operative
association.
Leland Stanford

3.
Assure that Staff
are Empowered as
Partners in Store
Success

Employees are key stakeholders that are vital to DFC. Maintaining the livelihood of this
group is essential to our long-term success.
Customer feedback and surveys shows that
our employees’ knowledge, helpfulness, and
commitment are a major element of why
customers love shopping at the Co-op. Although DFC currently provides the tools and
training to help employees successfully execute their core roles and responsibilities,
expanding those opportunities will improve
their partnership in store success. One way
to gauge that progress, in addition to each
department meeting its financial goals as a
key way to measure that success, is through
employee survey metrics related to employee engagement and retention and, thus, ensuring that it trends in the right direction.
DFC should provide a workplace where the
staff is empowered to answer questions of
owners and shoppers. Excellent customer
service can be a key differentiator for shoppers. Training in customer service is needed,
especially regarding natural products and
customers’ concerns about dietary preferences.
DFC should also provide training on technological advancements in store systems to
support efficiencies. Allocating these tools
will help staff manage their workload and
allow more time for positive and informative
interactions with store shoppers. By provid-

ical systems.
For DFC to deliver on the Ends of “Staff who
are valued, educated and motivated,” DFC
must:
1) Provide and prioritize staff trainings
and professional development on diverse topics, including customer service;
mindfulness; diversity, equity and inclusion; team building; financial literacy as
it relates to specific job responsibilities
and volunteerism in the communityPlan
improvement on systems and tools to
support efficiencies such as Information Technology, Database Management,
Point of Sale System, Human Resource
Information Systems, etc.
2) Plan improvement on systems and tools
to support efficiencies such as Information Technology, Database Management,
Point of Sale System, Human Resource
Information Systems, etc.
3) Offer generous and robust benefits, including bonuses when efficiencies are
exceeded.
4) Empower staff as business partners and
encourage them to share new ideas to
improve efficiencies and innovations.
5) Provide clear, open channels of communication between all employees and
management.

ing staff with these tools, the additional time
gained may inspire them to suggest innovative ideas based on their experiences that
could further improve the store’s technolog19

4.
Position DFC
for Success in
a Rapidly Changing
Marketplace

Cooperative grocery stores have a history
of innovation within the retail food industry.
Food co-ops were the first to offer organic,
locally sourced food, extensive grains and
beans in bulk, and minimally processed
foods. With time, though, major retail grocers have chipped away at these innovative
advantages that once differentiated food coops from their competitors. Effectively telling the story of local, organic farmers and
food producers, attracting a more diverse
group of customers who do not shop at the
DFC and curating a wonderful shopping experience must become strategic differentiators. The DFC must have the best customer
experience among its competitors to ensure
everyone feels welcome, informed, and delighted with their shopping experience. This
can only be achieved with staff whose interactions with customers is exceptional. All
staff should be knowledgeable about the
DFC’s ends, the products we carry, and our
community partnerships and draw upon this
knowledge when serving customers.
The majority of grocers now offer local, organic food and large retailers are able to
purchase in volume and offer products at
lower prices than co-ops. Not all organic,
locally grown products are created equal,
though. Many national chains do not have

the same personal relationship with local
farms that DFC does. DFC has definitions of
“local” and “organic” with higher standards
than competitors that should be clearly noted to shoppers. DFC should continue to carry locally sourced, socially responsible food
but should share with shoppers more of the
story of our local producers and farmers.
Additionally, DFC should provide an excellent personal customer service experience
to continue attracting shoppers to our brick
and mortar store.
Convenience and ease of shopping are current grocery trends that present a new challenge for food co-ops. Customers have very
little time, so convenience is a major competitive differentiator. Our co-op should offer freshly prepared, grab-and-go selections and chef made-to-order choices for
shoppers. At the same time, many members seek a unique, engaging, slower paced
shopping experience and an inviting space
to work, meet, socialize, and enjoy products
purchased from DFC. DFC must continue to
offer shoppers an inviting patio space when
they choose to spend time at the store in addition to providing all shoppers with excellent personalized customer service.
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Davis is a community rich in ethnic diversity.
DFC should provide products that reflect this
diversity. DFC has long catered to diverse diets and should continue to adapt to shopper
desires and proactively provide products that
will draw a diversity of shoppers. National
surveys report that most food retailers anticipate more space for items that are locally sourced and/or organic as well as more
products for managing health and wellness.
These have been guiding principles of the
DFC. Areas for improvement, however, include:
• Fresh prepared grab-and-go selections
• Items to cater to special diets (Paleo, Ketogenic, gluten-free, etc.)
• Meat Substitutes
• Freshly prepared chef made-to-order
choices
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Although our mission is to provide locally sourced products, we also carry national
and international products. Increasing tariffs may impact our ability to continue to provide international products at a competitive
price. Growing concerns by food retailers
regarding the impact of government regulations (federal, state, local) and international
trade and tariffs may have potentially negative impacts on sales. To minimize the potential risks from these factors, DFC should
maintain an awareness of possible changes
in the regulatory environment. DFC should
develop a robust, local supply chain of goods
and services needed for both DFC internal
operations and of food and products offered
to shoppers.

Nature is an incredible cooperative. When
things operate outside of that cooperative,
they die off. It’s a very simple rule that nature
operates under.
Tom Shadyac

5.
Be a Model for
Environmental
Sustainability

A recent report from the Intergovernmental Panel on Climate Change (IPCC) indicates the world community has limited
time to stop or reverse current trends in
rising global temperatures, greenhouse
gas emissions, and all the consequences these entail [1]. In addition, the quality
of natural resources such as water and
soil are being degraded, with soil nutrient loss occurring at rates much greater
than nutrients are being replaced [2]. The
Sacramento Valley faces several climate
risks including more intense droughts
and floods with less predictability, increased risk of wildfire, and loss of ecosystem habitat [3]. It is imperative that all
businesses and individuals work together to deal with the increasingly local impacts of climate change and degradation
of natural resources.
The production, transportation, sale and
consumption of food are significant contributors to global climate change and
the degradation of our collective land,
air, and water resources. For this reason,

it is incumbent upon DFC to become a local leader in sustainability and environmental stewardship. By implementing
changes in DFC’s business practices and
culture, developing practical educational
resources for members and customers,
and advocating, by example, for meaningful change at the regional level, the
DFC can play an important role in helping
mitigate climate change and the conservation of our precious natural resources.
In addition to goals related to utilities,
store infrastructure, appliance replacements, and water use, an important
component of DFC’s Strategic plan is to
develop an employee culture of environmental stewardship and sustainability. As
with all business decisions DFC makes,
“Is this a sustainable practice?” will be
a question to guide the decision-making process. Certainly, DFC cannot do it
alone and invites members and customers to help. DFC respects the decisions
of all members and customers regarding
how they purchase and consume goods

[1] IPCC, 2018: Summary for Policymakers. In: Global Warming of 1.5°C. An IPCC Special Report on the impacts of global warming of 1.5°C above pre-industrial levels and related global greenhouse gas emission pathways, in the context of strengthening the global response to the threat of climate change,
sustainable development, and efforts to eradicate poverty [Masson-Delmotte, V., P. et al. ]
[2] IPCC, 2019: Summary for Policymakers. In: Climate Change and Land: an IPCC special report on climate change, desertification, land degradation,
sustainable land management, food security, and greenhouse gas fluxes in terrestrial ecosystems [P.R. Shukla, et al.]
[3] Houlton, Benjamin, Jay Lund. (University of California, Davis). 2018. Sacramento Summary Report. California’s Fourth Climate Change Assessment.
Publication number: SUM-CCCA4-2018-002.
[4] https://leginfo.legislature.ca.gov/faces/billTextClient.xhtml?bill_id=201920200AB827
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but wants to provide information and education on practical measures that everyone can take to help.
Working together with our customers
and community, there are concrete steps
we can take to reduce our carbon footprint and transition to a business model
based on environmental stewardship.
1) Create and implement a plan to further reduce food waste, with a near term
goal to preempt California legislation [4],
and a long-term goal of zero food waste
practices
2) Improve water management in all operations and implement water conservation strategies
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3) Transition to increased use of renewable energy through a combination of renewable energy certificates and on-site
renewables installation
4) Improve energy efficiency through
well-planned replacement strategies of
appliances such as freezers, refrigerators, etc. and improved control of ambient heating/cooling
5) Develop educational resources and
host events for staff, owners, and the local community to understand what the
Davis Food Co-op has and is doing. Also
provide educational resources to help all
stakeholders adopt a sustainability mindset related to the DFC’s business practices and consumer purchasing habits

Curbing pollution and global warming takes a
global cooperative mindset. Development aid
needs to be rethought in this context.
Jens Martin Skibsted

6.
Establish DFC as a
Vital Community
Resource for the
Promotion of Local,
Healthy Food Access,
Education, and
Entrepreneurship

The DFCs strong connection to local farmers, food creators, and ethos of maximizing
access to and education about healthy food
for all make DFC an important stakeholder
in the future of local food policies and initiatives. Greater involvement of DFC in local
food policy, culture, education, and innovation will not only contribute to DFC’s financial success, but also help achieve several of
DFC’s stated ends and other goals highlighted in this strategic plan. The recent Food
and Economic Development (FED) report in
the City of Davis indicates many opportunities exist to improve culinary innovation and
diversity in the Davis market [1]. Some of
these opportunities have cross-over benefits
related to issues of food insecurity and climate change. Given this, DFC should further
embed itself as a cornerstone of local food
and culinary culture. DFC can also leverage
its relationship with local farmers and food
and beverage producers to further educate
the community about food, nutrition, and local farms.

DFC currently partners with several community programs and will continue to partner
with these types of community programs to
promote our mutual goals. DFC recognizes
that supporting and cooperating on such initiatives is an important part of our integration within the community. Aside from providing access to healthy, local products from

rectly to the people and places that produce
their food. More work can be done on this
by increasing member participation in existing store events and creating new events
to strengthen the interaction between local
food producers and DFC members, customers, and community members. DFC will collaborate with local educational and nonprofit institutions to promote local products and
food experiences. The DFC teaching kitchen
will continue to be a vital resource for these
education and outreach efforts.
Besides knowledge, cost can be a perceived or
real obstacle to healthful, local, high-quality
food. The Co-op will affect change by creating internal initiatives and programs for people on a fixed budget. DFC will offer healthy
and affordable food to community members
who have historically felt excluded from DFC
because of high product costs. This effort
will require more effective communication
about the affordable food products DFC already carries, as well as new programs to
lower costs on certain items that should be
accessible to all, such as targeted, seasonal
fresh vegetables and fruits.

farmers in our store, an important function
of the DFC is to educate the community
about local farmers and connect members,
customers, and the broader community di[1] bit.ly/davisfed
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DFC has the advantage of being a small, local business without excessive bureaucracy.
This nimbleness as a business and ability to
coordinate with other local resources, such
as commissary kitchens, could provide a
pathway for local food entrepreneurs to offer their products to the Davis community.
By doing this, DFC can also promote products which meet standards for being locally
sourced and sustainably produced and packaged. Local food entrepreneurs face many
challenges getting their product to market
owing to lack of resources and scale. DFC
can leverage its relationship with produce
suppliers and offer an established marketplace to help local food producers overcome
these challenges. This will diversify the portfolio of prepared foods offered at DFC and
provide a local resource to help local food
entrepreneurs overcome the primary barriers to offering their goods to the community.
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I think that our cooperative conservation
approaches get people to sit down and
grapple with problem solving.
Gale Norton
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