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Roles and Responsibilities

Project Manager

• Contracts, grants, opportunities, 
systems development

• Farmer technical support

• Partner engagement

Prior roles at PSFHC:

• Operations Manager

• Logistics Coordinator

• Driver / Warehouse Staff



Additional Background
Other Food System Roles:
• RPCV Guinea ‘16 – ’18, Agroforestry 

Extension Agent
• WWOOFer – Volunteer on organic 

farms and intentional communities
Education:
University of Washington
• B.S. Astronomy, Earth & Space 

Sciences, Minor in Physics
Overview: Natural Systems



What is a food 
hub?
USDA Definition:

“A business or organization that actively manages 
the aggregation, distribution and marketing of 
source-identif ied food products, primarily from 
local and regional producers to strengthen their 

abil ity to satisfy wholesale, retail and institutional 
demand.”



Aggregation, Distribution, and 
Marketing

Regional 
Food Hub 

or 
Aggregation 

Site

Farmers, 
Fishers, 
Ranchers, 
Value-Added 
Producers

Central Hub

Wholesale Customers

Direct to Consumers

Traceability and direct relationships preserved



What is the appeal of a food hub?

For Farmers:

• Reduced invoicing – food hubs pay farmers for total weekly sales 
not just individual orders

• Reduced distribution costs – farmers deliver many orders to one 
location

• Shared marketing, technical, and logistical resources and support.

• Source-identity maintained – helps promote continued sales and 
direct relationships with buyers



What is the appeal of a food hub?

For Customers:

• Reduced invoicing

• Convenient mult i-farm ordering.

• Source-identity maintained – most of the value-add of buying local is 
knowing exactly where it came from.

• Direct relationship with farmers – great for marketing (for groceries), 
also great for menu development or commissioning dif ferent varieties.

• Delivery arr ives al l  at once (vs. many dif ferent farms arr iving throughout 
the day)



Diving Deeper – how to create a food 
hub

• Tax Designation

• Ownership

• Infrastructure

• Market

• Values

• Check out USDA’s “Running a Food Hub Vol.2” here: 
https://www.rd.usda.gov/publicationforcooperatives /sr-77-
running-food-hub-volume-2-business-operations-guide

https://www.rd.usda.gov/publicationforcooperatives/sr-77-running-food-hub-volume-2-business-operations-guide


Tax Designation

For Profit

• Money returned to 
owners /investors

• Taxed

• Money raised through 
investment usually in terms of 
% shares of business 
ownership

Non-profit

• Money returned to 
organization

• Not taxed

• Money raised through 
donations or grants



Ownership Structures

• Sole Proprietorships

• Partnerships

• Corporations (many different designations, usually defined by 
tax structure)

• Cooperatives (many different stakeholder models)

• LLCs (limited liability companies). 



Infrastructure Models

“Virtual”

• Subcontracts distribution or has minimal investment

• Few staff

• Often volunteer-run

“Physical”

• Self-distributes (if applicable)

• Maintains a space /facil ity

• Full or part-time paid staff 



Marketing / Order Models

• Fresh Sheet / Just-In-Time Pick and Pack

• Purchase Order / Inventory – Buy and resell

• Some combo – commissioned sales

• Production planning / planting + purchasing agreements or 
contracts

• Retail vs. Wholesale vs. Market vs. CSA

• Online order vs. product list / e-mail vs. phone vs. in-person



Potential Food Hub Services

From Chapter 10 of Ackerman-Leist, Philip. 2013. Rebuilding the Foodshed: How to Create Local, Sustainable, 
and Secure Food Systems. Chelsea Green Publishing. White River Junction, NJ.



Some local food hubs

• PSFHC (Mount  Vernon,  WA):  h t tps :/ /pugetsound foodhub.com/

• LINC Foods (Spokane ,  WA):  h t tp :/ /www. l inc foods.com/

• WIGC (Wh idbey I s land ,  WA):  h t tps:/ /www.whidbey i s landgrown.com/

• SJ IFH (F r iday  Harbor ,  WA):h t tps:/ /s j i fh . com/

• SW WA Food Hub (Tumwater ,  WA):  h t tps:/ /swwafoodhub.com/

• Farmstand  Loca l  Foods  (Seat t le ,  WA):  h t tps :/ /www. farmstand loca l foods.com/

Other  reg iona l  f ood  hubs and  food  hub  networks

• WMGC (Missou la ,  MT):  h t tps:/ /www.wmgcoop.com/

• Nor thwest  Food Hub Network:  h t tps:/ /www.nwfoodhubnetwork .com/

• Oregon Food Hub Network:  
h t tps :/ /extens ion.oregonsta te .edu/s i tes /defau l t / f i l es/documents /20291/ food-hub-gwin.pd f



Intro to PSFHC





PSFHC Specs

Establ ished: 2016 (Other  en t i t i es  ex i s ted  p r io r ,  bu t  our  bus iness  l i cense  i s  f rom 2016)

Tax Des ignat ion:  For-Prof i t

Lega l  Structure:  Farmers  Cooperat ive

Ownership:  Farmer-owned

• Farmers  are  members  o f  the  cooperat ive

• Members  vo te  fo r  board  o f  d i rec tors

• BOD h i res  GM and  approves  annua l  budget

• GM prepares  annual  budget  and  h i res  s ta f f

• GM + BOD onboard  new members  and  vendors .

Market ing/Order Model :  Wholesa le , Jus t- In-T ime /  On l ine  Order  Po r ta l  /  Lo ts  o f  except ions!



PSFHC Specs (Continued)

Membership:

• About 60 Active Member Farmers/Ranchers/Fisherpeople

• About 20 Active Vendors (Value-added producers and local 
companies selling food products)

• Average farm scale is less than 10 acres.



PSFHC Specs (Continued)

Infrastructure: “Physical”

• Facilities: 1 warehouse space leased + 1 aggregation site leased.

10,000 SF Dry Storage

2 Coolers (~100 pal let capacity) (grant to expand another 60-80 
pal lets)

1 Freezer (~20 pal let capacity)

• Trucks: Own 5, lease 3, plans for further purchases + lease as 
supply allows.

• Staff: 30 staff – 5 FT salary, 20 FT hourly, 5 PT hourly



PSFHC Specs (Continued)

Mission:

To support and champion local,  family scale farms by providing a direct 
connection with buyers in our region seeking high qual ity, local ly produced 
food.

Vision:

We share a vision of providing our region with direct access to local ly produced 
foods while supporting the sustainabi l i ty of our local farms.

Values:

Cooperatives are based on the values of self-help, self-responsibi l ity, 
democracy, equal ity, equity and sol idarity. In the tradit ion of their founders, 
co-operative members bel ieve in the ethical values of honesty, openness, social 
responsibi l i ty and caring for others.





PSFHC Markets

40%

28%

14%

9%

9%

Retail

Contract

Restaurant

Food Service

Business Direct



PSFHC Markets:

2022 Sales: ~$8.2m

Wholesale Markets:

• Retail Co-ops and Grocery Stores

• Institutions:

School Distr icts, Universit ies, Food Service Organizat ions

• Kitchens / Restaurants

• Business-Direct

Other Food Hubs, Farmstands, and Direct-to-Consumer Businesses

• Hunger Relief Organizations



Other Market Channels

Direct to Consumer:

• CSA Drop Sites (For member farms)

Contract:

WSDA’s We Feed WA Program –fresh produce boxes for hunger relief 
organizations.







PSFHC Services

• Distribution – both del ivery trucks, as wel l  as market channels that require an 
approved distributor.

• Sales Support – Ful l-t ime sales manager and sales lead generate 
opportunit ies for farmers, and work with buyers around the region.

• Customer Service – Ful l-t ime customer service team supports farmer-
customer interaction for shorts,  subst itutions, and qual ity concerns (also 
provides sales support).

• Simpli f ied Invoicing through Local  Food Marketplace (onl ine sales platform)

• Producers control  wholesale pr ice (but not our margin).

• Dry, Cooler, and Frozen Storage

• Leasable pack shed (currently subleased to a member farm)

• Receiving capacity – suppl ies can be cross-docked through our warehouse



How Do PSFHC Sales Work?

“Passive” Sales:

• Customers create an account in LFM, place orders as necessary

• Sales generated by word of mouth, and natural rotation of chefs 
and buyers throughout the local food system.

“Active” Sales:

• Sales team targets organization, works with lead buyer to create 
or expand local purchases.

• Sales team maintains customer relations – sales calls, extra 
service, purchasing plans, etc.



Order to Delivery

Regular Order Cycle:

• Two del iveries per week (Tuesdays and Fridays)

• Orders open Wednesday at 2:00PM for fol lowing week

• Farmers update their product availabi l ity Wednesday and Thursday

• Customers (or PSFHC staff ) place orders up unti l  order cutoff (12:00 
Sunday for Tuesday, 12:00 Wednesday for Fr iday)

• Farmers receive pick t ickets an hour af ter order cutoff, and have about 
24 hours to pick, wash, pack, and del iver to an aggregation location.

• PSFHC staff receive del iveries, aggregate by customer order, and wrap 
pal lets on Mondays and Thursdays.

• PSFHC Drivers arr ive at warehouse at 4:00 AM on Tuesdays and Fridays, 
load up trucks, and start del iveries



Competition

Broadline Distributors:

• Often mult i-state or international business – diversif ied offerings

• Commodity prices

• Inventoried Product

• Fast turnaround, (usual ly next day del ivery)

Large-scale Farms:

• Economy of scale on produce

• Already competitive in the marketplace

• Many longstanding relationships



Collaboration

Broadline Distributors:

• Provide additional sales channels for our member farms

• Expand demand for local and sustainably sourced produce

• Have expanded logistical networks that we can tap into.

Large-scale Farms:

• Great partners /members if values align.

• Collaborate on hunger relief programs

• Advocate for WA Agriculture



Key Stages of Growth

• Stakeholder Interest

• Non-Profit /For-Profit Partnership – NABC/Cloud Mountain Farm 
Center/21 Acres /Bow Hill Blueberries

• Development – Membership engagement

• Investment – Full-time staff + Infrastructure

• Continued Investment – Departments, Projects, Contracts



Questions?
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