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Indicators of increased procurement and consumption of healthy, fresh, community-based foods in 
the five county region of NE Iowa, including Allamakee, Clayton, Fayette, Howard and Winneshiek 
Counties: 

Two new restaurants, 5 established restaurants and 2 institutions have begun buying and serving local 
food that were not serving in the past.   
T-Bocks Bar & Grill  -- After six months of casual negotiation and philosophical conversation, we were 
able to work with Mike and Dominique Bockman at T-Bock's in Decorah to offer the "local burger" 
beginning in June 2007. This option allows the customer to substitute a grass-finished, local 1/3-lb 
burger patty for the conventional burger on any menu sandwich for an extra $1. This represents the first 
"local" item advertised as such by T-Bock's, and we've already heard anecdotally that customers hope 
this is a first step toward the incorporation of more local ingredients. 
 
The burger has been selling consistently at three times the rate the Bockmans initially anticipated, 
serving approximately 90 people a week, and staff have received positive feedback regarding taste and 
consistency.  
 
This relationship also results in increased net profit per burger for T-Bock's (based on the relationship 
between the cost of the meat and the premium they can charge per burger). In addition, T-Bock's does 
not have to pay an employee to press the patties (they're packaged in patties in processing). 
 

 Increase in the number of local food events or activities where local food has been served and 
the number of people served.  

 Waukon Sweet Corn Days has served local sweet corn 

 GROWN Locally held its Vegetaball this year and tasting two tasting fairs 

 Fayette County 4H foodstand served local food for the first time 

 Winneshiek County Fair held its first “Eat Local Cookoff” contest with over 20 
entries and it will now become an annual event with local sponsors.  The event had 
coverage in several local newspapers. 

 Oneota Co-op hosted a new store kick-off party and served “Sloppy Local Joes” to 
more than 400 people. 

 Oneota Co-op will host their annual “Taste the Local Harvest”, expecting around 250 
people to come to meet the farmers/producers and taste their products.  

 Howard County Fitness walk served local food at what they hope will be an annual 
event for their county to promote their walking trails. 

 The vendors at the Harpers Ferry and Waukon Farmers Markets has tripled 

 Calmar has a new Farmers Market and vendors are selling out of their produce each 
week. 

 Ladybug Landscape in Decorah opened their own fresh food market at the back of 
the store.  They have undergone the state's inspection and have secured pork, eggs 
and beef from local producers.  In addition they will have some baked goods.  They 
are also seeking produce, cheese and dairy products.  

 BFBL was an entry in the Allamakee Dairy Parade (visibility) 



 BFBL was an entry in the Fayette Dairy Parade (visibility) 

 We have 8 new BFBL farmer members than last year 

 Soon a new restaurant, Rubyat will open and they plan to feature local foods. 

 A new winery, Winneshiek Wildberry Winery is flourishing. 

 The Decorah Farmers’ Market started a Food Pantry where extra produce was made 
available to low-income families. 

 

 Increased the number of producers expanding and/or growing food and fiber enterprises in 
Northeast Iowa by awarding $2,940 in grants to 14 producers throughout the 5 county region 
that was used as capital to leverage $134,723.60 in funding for the following projects: 

 New hoop house for production expansion of vegetable crop with expected 
production increase of 2-3 pounds of mature greens per week. 

 Seed, fertilizer and gas for a city vegetable garden  

 New greenhouse for production expansion for 100 trays of onions, leek seeds, 
tomatoes, peppers, broccoli and egg plant  

 Lighting for an existing greenhouse  

 Farmer’s market signage and advertising for new market  

 Marketing for new production facility for artesian bottled water  

 Purchase of 168 additional seedless table grape plants that are anticipated to 
produce 2,000 to 3,000 pounds of grapes annually. 

 Purchase of 8 Filbert trees (hazelnuts), 2 Pear trees, 2 Peach trees, and 2 Persimmon 
trees. 

 Purchase of 100 apple trees to start an orchard.) 

 Purchase of asparagus roots to sell fresh asparagus at W. Union Farmer’s Market  

 New greenhouse for starting vegetable plants (tomatoes)  

 Build several hoop house structures for starting vegetable plants 

 Marketing and promotion of locally produced goat meet to end users  

 Purchase of grape plants for wine production.  
 

 Increase of local food sales and increased membership by Co-op and Grown Locally, CSA 
totaling over $146,736 in total gross sales from August 2006 – July 2007: 

 Oneota Co-op is in time of tremendous growth, as local residents seek foods that fit with 
their changing understanding of health as it relates to food. At the same time, more local 
producers are coming forth with products to sell through the Co-op, even as they refine 
their ability to take in and sell their goods. Oneota Co-op membership has grown by 350 
members in the last 12 months.  

 Oneota Co-op buys from  18 major local vendors. This includes beef, produce, pizza, turkey, 
honey, bison, nuts, grains, and more.  

 From August 2006 to July 2007, Grown Locally had 13 producers in their CSA.   
 

 Key findings from a survey of institutional buyers in a 5 county region in NE Iowa: 
Approximately 140 institutions replied to each of the questions looking at product and 
purchasing attributes, advantages to local food purchases, and purchasing patterns of local 
food products.  (Approximately 60% of the institutional buyers self-classified themselves as 
full-service restaurants or “other”.  Another 25% were classified as public or private schools 
and hospitals or care centers.  The buyers are experienced in that they have an average 
tenure of 16 years on the job and are in their upper 40’s in age). 



o Forty-one percent of the respondents indicated locally grown food products would have 
an advantage in their appeal to their customers.  Producers and processors should ask 
institutional buyers if they see an advantage to using locally grown products and what 
those advantages are.  With that information, vendors can tailor their marketing 
message to match the need of the buyer.  Moreover, producers and processors could 
help in getting the marketing message to the consumers of the institutional buyers 
through a variety of marketing channels. 

o Fifty seven percent of respondents indicated they currently use locally grown food.   
o Of the respondents, 61 reported they are not purchasing or stopped purchasing locally 

grown products due to lack of access and/or availability, they had not been approached 
by a local farmer or processor, or they did not know whom to contact.  There appears to 
be potential for selling locally grown products to institutional buyers once they are 
made aware of the products that are available to purchase and how to make contacts.   

o One barrier to purchasing local products was state codes, regulations, etc. as noted by 
35 respondents.  Producers and processors need to find out the facts to determine if 
this is a real barrier or a perceived one.  If perceived, then educational programs and 
determining how to eliminate this barrier should be a high priority.   

o Another barrier was locally grown food being more expensive.  It may be possible that a 
focus on product differentiation based on quality, taste and the other attributes buyers 
feel are important may help resolve this barrier.  However, some buyers may be so 
focused on cost that solutions may be difficult to find to overcome this barrier.  Once 
the barriers are removed, however, 85% of the respondents indicated they would 
purchase locally grown food.  The types of products buyers would be willing to purchase 
were comprehensive and included most of the products that could be grown or raised in 
the 5-county area.  Buyers reported they would be willing to pay, on average, 12% more 
for locally grown products. 

 

 Key findings from a survey of household consumers in county region in NE Iowa: 
During 2007, Iowa State University’s CD-DIAL worked under contract with Northeast Iowa Food 
and Farm Coalition to conduct a survey of residents in five Northeast Iowa counties including: 
Allamakee, Clayton, Fayette, Howard, and Winneshiek.  Completed questionnaires were received 
from a total of 533 residents in the five counties.  

 2/3 of residents had heard of the concept “locally produced foods.” This knowledge was 
compared with their food purchasing habits. The top three factors influencing their food purchasing 
habits were: 

  “sells best tasting meat, dairy or produce;  

 offers fresh meat, dairy or produce and  

 competitive prices.” 
The factors that were least important were “displays are: 

 attractive;  

 I personally know the food producer and  

 has organic food available.” 

  

 When comparing households with and without knowledge of “locally produced foods,” those 
who had heard of locally produced foods gave higher importance ratings to: 

 “offers fresh meat, diary or produce;  

 supports my local economy and jobs;  



 offers fresh meats, dairy or produce grown in Iowa and  

 offers fresh meats, diary or produce raised in an environmentally supportive  way.” 
“Has lowest prices” was more important to those who had not heard of locally produced 
foods. Households with children also ranked “has lowest prices” as an important factor 
influencing their choices. Those without children gave higher importance to “offers fresh meat, 
dairy, or produce grown in Iowa and offers fresh meat, dairy or produce raised in an 
environmentally supportive way.” 
 

 A comparison between households with and without children showed that there was a 
significant difference between the two groups on food purchasing habits. Households without 
children were more likely to agree with the different food purchasing statements. An exception 
to this pattern was found in regard to buying “locally produced food” on the Internet. Households 
with children gave a higher mean rating to the statement than households without children. 

 There were also significant differences between those with and without knowledge of “locally 
produced foods” and their food purchasing habits. Those with knowledge of “locally produced 
foods” gave higher mean ratings to the statements: 

 “participates in a recycling plan,  

 will purchase locally produced food if it is convenient,  

 willing to pay more for locally produced foods and  

 willing to purchase locally produced beverages and wines.”  
Those without knowledge of “locally produced foods” gave higher agreement to the statements: 

 “wants to support local farmers, but can’t afford to spend more for our food,  

 can’t understand why locally produced foods costs more and  

 would purchase locally produced foods, but is unable to find them.” 

 When asked about foods the regional sample grew or raised, over one third of the respondents 
do not grow or raise any food. Over half of the regional sample respondents grow or raise 
vegetables.  

 As for regional interest in purchasing “locally produced foods” over three-fourths of 
respondents are interested in purchasing vegetables. The results showed that two thirds of the 
regional respondents were also interested in purchasing “locally grown” fruits and meats. 

 The distribution method also may impact people’s purchasing behaviors.  

 Over three fourths of regional sample respondents claimed, yes they would be more 
likely to purchase “locally produced foods” if they were available at their local 
grocery store. 

 Over three fourths of regional respondents reported no, they would not be more 
likely to purchase “locally produced foods” if they were available for purchase on 
the Internet.  

 The knowledge of “locally produced foods” also influenced which distribution method was 
chosen as acceptable. 

 Respondents who had heard of locally produced foods were more likely to respond 
yes or not sure if they would purchase locally produced foods “if they were available 
at the grocery store or if the locally produced food was offered as a restaurant 
menu item.”  

 Respondents who had not heard of locally produced foods, were more likely to 
respond yes, or not sure they would be more likely to purchase locally produced 
foods “if they were frozen, or if information on how to prepare the foods was 
included.” 


