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SITUATION & OUTLOOK: 
FARM TO FORK



SWOT for SW Florida Specialty Crops 

Strengths
Long-term success in 
production and marketing

Access to credit markets 

Weaknesses
Limited public investment in 
production/post-harvest 
research

Increasing pest and disease 
pressure

Little to no incentivization of 
local food systems

Threats
Increased international 
acreage/operations

Lack of access to affordable 
farm labor

Continued food safety 
concerns

Opportunities
Improved access to crop 
insurance

New varieties

Alternative production 
methods (organic, irrigated)

Growing global demand for 
fresh produce



What do customers want??
Source: M. Maples, K. Morgan, M. Interis, and A. Harri. (2013). Who 

Buys Food Directly from Producers in the Southeastern United States? J. 
of Agricultural & Applied Economics 45(3)



Over the past six months have you purchased any food/food products 
directly from a grower/rancher/farmer/fisherman?

Respondents 
per city

YES, I have purchased direct from 
grower in past 6 months

---n--- ---n--- ---Percent---

Atlanta* 206 78 37.9%

Austin 208 73 35.1%

Birmingham 202 73 36.1%

Houston 205 49 23.9%

Nashville 202 100 49.5%

TOTAL 1023 373 36.5%
* Atlanta was used as base scenario



Where do you buy direct?

Farmers 
Market, 50%

Roadside 
Stands, 28%

CSA, 6%

On-Farm 
Sales, 5%

U-Pick, We-Pick, 
Internet Sales, Mail 
Order, Other, 11%



How many times have you bought direct in last 
six months?

HOW MUCH DID YOU SPEND PER TRIP?

5.88

$21.73



Why don’t you buy direct?

Not aware of 
any growers 

selling 
directly to 
consumers

36%

Inconvenient 
location

27%

Lack of 
availability, 

variety, other
11%

Takes too 
much time

10%

Limited 
payment 
options

9%

Too expensive
7%

Poor quality
0%



How likely are you to consider buying direct in the next 
six months?

HOW LIKELY ARE YOU TO CONTINUE BUYING DIRECT IN THE NEXT 
SIX MONTHS?

VERY UNLIKELY VERY LIKELY

0 31 42

3.62

2.11



Who are customers?
Source: Morgan, K.L, and M.G. Interis. 2017. Who Buys MORE Directly from 
Producers in the Southeastern United States? Journal of Food Distribution 

Research 48(2): 22-34.



More concerned about US food safety… 

AND AVERAGE TOTAL EXPENDITURES…

$0.14/trip 

$3.59/trip



Greater incidence of family health issues… 

AND AVERAGE TOTAL EXPENDITURES…

$0.04/trip 

$0.65/trip



Greater knowledge of agriculture… 

AND AVERAGE TOTAL EXPENDITURES…

$0.07/trip 

$1.57/trip



Walk 3+ miles per day… 

OR WALK LESS THAN 1.5 MILES PER DAY…

$0.26/trip 

$0.30/trip



How much will customers pay?
Source: Maples, M.C., M.G. Interis, K.L. Morgan, and A. Harri. 2018. Consumer 
Willingness to Pay for Environmental Production Attributes of Fresh Tomatoes. 

Journal of Agricultural and Applied Economics 50(1): 1-21. 



CHOICE EXPERIMENT ATTRIBUTE LEVELS

PURCHASE OPTIONS:

FARMERS’ MARKET TOMATO

GROCERY STORE TOMATO

NEITHER

Attribute Levels used

Distance travelled Fewer than 50, 50-274 miles, (275-400 miles)

Water per pound 2.8 gallons, 3.4 gallons, (4.0 gallons)

Uses petroleum-based fertilizer No, (Yes)

Pesticide residue
60% below maximum set by Environmental Protection 
Agency, 40% below maximum, (20% below maximum)

Price per pound ($/lb) $0.95, $1.15, $1.35, $1.55, $1.75, $1.95

Note: Levels in parentheses serve as omitted base levels in the regression



No petroleum-based fertilizer and purchased at grocery store… 

NO PETROLEUM-BASED FERTILIZER AND 
PURCHASED AT FARMERS’ MARKET…

$0.31/lb

$0.51/lb



Traveled <50 miles to grocery store… 

TRAVELED <50 MILES TO FARMERS MARKET…

$0.38/lb

$0.19/lb



Pesticide residue <60% EPA standard at grocery store… 

PESTICIDE RESIDUE <60% EPA STANDARD AT 
FARMERS MARKET…

$0.23/lb

$0.27/lb



WHY do customers want IT??
Source: Thapaliya, S., M.G. Interis, A. Collart, L. Walters, and K.L. Morgan. 2017. 

Are Consumer Health Concerns Influencing Direct-from-Producer Purchasing 
Decisions? Journal of Agricultural and Applied Economics 49(2): 211-231.



Customers are….

….driven by higher level of 
concerns about the safety 
of US foods, NOT US food 

price trends

…searching for food 
relationships in response 

to diet-related disease 
incidences in themselves 
and their family members



Repeat Customers are also….

…immigrants
…prepare more 
meals at home

…obesity of respondent 
and/or spouse/kids 

increase likelihood of 
purchasing at farm stands 
and number of purchases 

at farmers market



SOLUTIONS: 
RESILIENCY DRIVES DECISION-MAKING

: ability to recover from disruptions & adapt to changing circumstances.



Monitor financial metrics

Diversify supply chain and monitor inventory

Improve soil health & water efficiency

Workforce adaptability

Greater connection with local community and brand 
awareness

61% vs. 55.7% farm survival



TAX INCENTIVES FOR 

URBAN AND PERI-URBAN 

AGRICULTURE

1 0 / 2 7 / 2 0 2 5

Encouraging Urban Farming

Tax incentives reduce costs, encouraging 
productive land use for agriculture within cities and 
peri-urban areas.

Detroit Urban Agriculture Ordinance

Detroit’s ordinance offers tax breaks for urban 
farms, revitalizing vacant land and boosting local 
food production.

Florida Greenbelt Law Benefits

Florida’s Greenbelt Law provides tax relief to 
commercial farms, preserving agriculture and 
supporting farmers financially.



AGRICULTURAL MICROGRANTS AND MINI-

GRANTS

1 0 / 2 7 / 2 0 2 5

Purpose of Microgrants

Microgrants and mini-grants provide small financial support to new and beginning farmers 
for growth and stability.

Uses of Grants

Grants help farmers with infrastructure, equipment purchases, and training programs to 
build their operations.

Impact on Agriculture

These grants foster innovation, resilience, and economic growth in agriculture, particularly 
for disadvantaged farmers.

Example: Vermont Farm Fund

The Vermont Farm Fund offers quick-turnaround loans and grants supporting farmers 
recovering from crises or scaling up.



LOCAL FOOD PURCHASING PREFERENCE POLICY

1 0 / 2 7 / 2 0 2 5

Government Procurement Strategy

Policies prioritize purchasing foods from local farms and businesses to strengthen local 
economies.

Environmental Benefits

Reducing long-distance food transport lowers environmental impact and carbon footprint.

Community and Sustainability

Local purchasing fosters community ties and supports small-scale producers for resilient 
food systems.

Policy Impact Example

Oregon requires state agencies to buy locally grown foods, boosting demand and 
sustainability.



LOAN GUARANTEE PROGRAMS FOR FOOD 

ENTERPRISES

1 0 / 2 7 / 2 0 2 5

Definition of Loan Guarantees

Loan guarantees reduce lender risk by backing loans through government or nonprofit 
organizations.

Support for Small-Scale Farmers

These programs benefit socially disadvantaged and small-scale farmers by improving loan 
accessibility.

Promoting Local Food Businesses

Loan guarantees encourage investment and entrepreneurship in local food businesses, 
enhancing food system resilience.

Enabling Sustainable Practices

Increased capital access helps farmers expand, adopt sustainable methods, and boost 
local economies.



REDUCED FEES FOR FARMERS 

MARKETS AND FOOD 

VENDORS

1 0 / 2 7 / 2 0 2 5

Lower Financial Barriers

Reducing or waiving fees helps local food entrepreneurs participate more easily in 
farmers markets.

Support for Underserved Neighborhoods

Policies target underserved areas to improve access to fresh, healthy food for 
residents.

Growth of Local Food Networks

Lower operational costs encourage mobile markets and stronger local food 
distribution networks.



COST-SHARE FOR INFRASTRUCTURE AND 

LOCAL FOOD INVESTMENT FUNDS

1 0 / 2 7 / 2 0 2 5

Collaborative Cost-Share Programs

Public and private entities collaborate to fund essential food system infrastructure through 
cost-share programs.

Critical Food Infrastructure

Shared kitchens, cold storage, and food hubs are vital for efficient food processing and 
distribution.

Successful Regional Food Hubs

Programs like Appalachian Sustainable Development launched regional food hubs using 
grants and local funds.

Investment in Local Food Economy

Large funding initiatives support producers and food banks to strengthen the local food 
economy.



AGRICULTURAL 

ENTERPRISE ZONES

1 0 / 2 7 / 2 0 2 5

Incentives for Food Enterprises

Agricultural zones offer tax abatements, infrastructure support, and zoning 
flexibility to food businesses.

Economic and Community Impact

These zones stimulate economic growth, create jobs, and support community-
based food initiatives.

Urban Planning and Resilience

Integrating food production into city planning enhances self-sufficiency and urban 
resilience.



LAND LEASING AND 

ACCESS PROGRAMS

1 0 / 2 7 / 2 0 2 5

Affordable Land Access

Programs provide affordable land leases to new and minority farmers, promoting 
greater agricultural participation.

Farmland Preservation

These programs help preserve farmland by supporting sustainable use and 
preventing land loss to non-agricultural uses.

Promoting Equity and Diversity

Access initiatives promote equity by helping underrepresented groups enter 
farming, enhancing diversity in agriculture.



DOUBLE/MATCH SNAP 

INCENTIVE PROGRAMS

1 0 / 2 7 / 2 0 2 5

Enhancing SNAP Purchasing Power

Programs double SNAP benefits to help low-income families buy more fresh, 
healthy local produce.

Supporting Local Farmers

Incentive programs increase demand for locally grown produce, boosting the local 
agricultural economy.

Building Resilient Food Systems

Aligning social support with economic growth to create inclusive and sustainable 
food systems.



Find
YOUR 
“WHY”



Kimberly Morgan
SWFREC

Associate Professor
70% E, 30% R

Position focus statement: Agribusiness Marketing and Farm Risk Management

❖Next Steps: My future plans feature the development of a web-based, holistic farm 
risk management certificate program designed to inform diversification strategies for 
specialty crop producers





SPECIALTY CROP AG OUTLOOK 37

Out of Balance

In 2019, 12.3% and 

10.0% of surveyed 

adults met fruit 

and vegetable 

intake 

recommendations, 

respectively (CDC)



38

Out of Balance

The 2020 Produce 

for Better Health 

State of the Plate 

research shows 

that Americans 

decreased their 

fruit and 

vegetable eating 

by nearly 10% 

since 2004.



Direct 
marketing 
strategy

Focus on engagement

Cost effectiveness of sale 
promotions to influence 
expenditure levels and 
frequency of existing 
customers are related to 
consumer willingness to 
engage with product



Direct 
marketing 
strategy

Three-way promotion

•Attract new consumers

•Adopt sales promotion tools 
that encourage existing 
customers to purchase more 
frequently

•Encourage consumers to 
spend more per visit
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