
Edited by
Neva Hassanein,
Scott Kennedy,
Beth Neely, and  
Paul Hubbard

 Executive Summary 

Introduction
On a crisp, clear afternoon in March 2006, 
a group of researchers from the University of 
Montana pulled our van into the lot of Monto-
la’s oilseed crushing plant in tiny Culbertson, 
some 650 miles away from Missoula.1  We had 
crossed the state to learn about Montola, which 
produces all the cooking and salad dress-
ing oils used in our university’s dining halls. 
Despite the physical distance between Missoula 
and Culbertson, we were there to learn about 
the social and economic connection between 
the two places, a bond forged by the Univer-
sity of Montana’s Farm to College Program. 
And learn we did. Our trip was part of a larger 
study we conducted to find out about the pro-
gram’s impacts on the state and to explore ways 
to strengthen Farm to College.2

The University Dining Services initiated Farm 
to College in the spring of 2003, with the help 
of four graduate students from the Environmen-
tal Studies Program. Although the idea was new 
to Montana at the time, such “farm to cafete-
ria” programs have surfaced nationwide during 
the last decade, serving local and/or regional 
ingredients in schools and on college campuses 

and educating students about food and farm-
ing. At least 200 colleges3 and an estimated 
950 schools4 (K-12) in more than 35 states are 
now part of a dynamic movement that aims to 
support local economies, improve food quality, 
and reduce the amount of fuel used to transport 
food, among other objectives.

At the UM, Dining Services’ mission for the 
program is to “support agricultural economic 
development through the purchase of local 
and regional food.”5  Dining Services defines 
“local” as food products from the state of Mon-
tana, while “regional” is defined as foods from 
nearby states.6 Farm to College products are 
those that: (1) are grown, processed, value-
added or manufactured; and (2) originate in 
the program’s defined geographic area; and (3) 
contain local and/or regional products when 
seasonally available. Foods considered unique 
to the region may also be considered Farm to 
College products. 

The UM program has grown rapidly. In fiscal 
year 2005, Dining Services purchased about 
$403,000 worth of Farm to College products, 
approximately 13% of its $3.1 million food 
budget.7 Of the Farm to College purchases, 
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82% were from Montana’s farmers, ranchers, 
and food-related businesses.

Since the program’s inception, the University has 
gotten a lot of positive publicity because of Farm 
to College, but the research team wanted to dig a 
little deeper and learn more about what’s really 
involved. We wanted to trace the food supply 
chain associated with the program, and identify 
some of its social, economic, and transportation-
related benefits and challenges. In other words, 
we were interested in what the program means 
to vendors who sell into it, to the staff who run 
the Dining Services, and to the consumers who 
get a taste of Montana. We also looked at the 
transportation-related impacts of the program, 
and how local foods reduce fuel use and pollu-
tion. The final goal of our research was to make 
recommendations for improving Farm to College 
and for broader policy change. What follows is a 
summary of the major findings and recommen-
dations emerging from the study.

Findings
Dining Services Goes Local 
Buying and handling local and regional prod-
ucts has created new opportunities and chal-
lenges, according to the nine members of Uni-
versity Dining Services’ staff interviewed for 
this study. As repeatedly became clear to us, 
the commitment of Dining Services has been a 
key to the program’s accomplishments. As one 
staff person put it: “We went into this going, 
‘we’re going to do this and make sure it’s suc-
cessful and works.’”

Dining Services’ employees support Farm to Col-
lege for two primary reasons. First, the valuable 
links it has created with rural Montana have led 
to “positive public relations” for the UM. Accord-
ing to one employee, Farm to College demon-
strates that: “We do in a direct, absolute way 
have something to do with rural Montana.” Staff 
members stress the value of supporting local 
farmers and ranchers and keeping dollars circu-
lating in the state’s economy. And, on a personal 
level, many report that they “feel good” about 
what they are doing and that they enjoy the per-
sonal relationships formed with vendors. Second, 
nearly every employee we spoke with feels that 
local food is often higher in quality, fresher, and 
more nutritious for students. 

Sourcing food locally often represents a depar-
ture from Dining Services’ typical methods of 
ordering from SYSCO, the world’s largest food 

services distributor. SYSCO has a prime vendor 
contract to provide about 90% of what the Uni-
versity needs. Although SYSCO does carry some 
Farm to College products, Dining Services also 
works with many other local vendors to meet the 
aims of the program. According to the Dining 
Services’ staff, they face four major challenges:

Many local vendors cannot deliver as 
frequently as the institution needs.

The large quantity of products neces-
sary is not always available locally. 

Institutional food services have grown 
accustomed to using prepared foods 
(e.g., washed, chopped lettuce, not 
heads of lettuce). Those value-added 
products are often not available from 
local sources.

Some vendors seem unwilling to learn 
the process of how to effectively work 
with an institutional market. When 
the vendors and Dining Services have 
sought to learn from one another about 
their needs, that has proved to be 
mutually beneficial and led to success-
ful partnerships.

Making Farm to College work has been a learn-
ing experience for many of those involved. Din-
ing Services’ employees have tried to maintain 
a positive attitude towards the challenges that 
do arise and to create solutions, like planning 
menus around local food availability and doing 
some processing in-house. They have also part-
nered with a few vendors— such as the Western 
Montana Growers Cooperative—to develop the 
capacity to process raw products.

Dining Services would like to see Farm to Col-
lege continue to grow. Right now, however, 
Montana’s food supply chain often lacks the 
capacity to meet that goal. A major finding of 
this study is that more value-added processing 
in the state could greatly expand the ability of 
our food-related businesses to serve the needs 
of public institutions and extend the availability 
of local products throughout the year.

Eating and Learning:  
Consumers’ Views
Dining Services’ website describes student 
demand for higher quality food and a desire 
to know where their food comes from as major 
reasons for launching Farm to College. Also, 
as noted below, many of the vendors who sell 

•

•

•

•

Instead of  

seeing barriers, 

we need to see 

solutions.”   – Dining 
Services Employee
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into the program see it as an 
opportunity to expose students 
to the quality of their prod-
ucts. Yet, before our research 
began there was little assess-
ment of student demand for 
and knowledge of local food 
at the UM. That’s why we 
sought to learn through a “dot 
survey”8 about what consum-
ers—particularly those on 
meal plans who eat regularly 
in the main dining hall—think 
about Farm to College. 

The vast majority of the 380 
students surveyed value Farm 
to College, with 84% report-
ing it is very or somewhat 
important to them as consum-
ers in the dining halls. The 
most frequently mentioned 
reasons are that they like sup-
porting Montana’s farmers and 
ranchers (42%) and keeping 
more money in Montana’s 
communities (21%), along with other benefits  
(see pie chart). 

Despite the aims of Dining Services and the 
vendors, the survey revealed that there is a lack 
of information about the program among stu-
dent consumers. Specifically, here’s what they 
want to know about:

Whether there are economic benefits 
for Montana communities: 28%
How the food is grown or processed: 23% 
Whether the food is healthier: 21%
Who the producers are: 11%
Whether there are environmental  
benefits: 11%
Nothing: 6%

While our survey showed strong support for 
Farm to College among student consumers, 
there is clearly a need to increase the educa-
tional component of the program by targeting 
the priorities they identified. Education and 
marketing can increase demand for local food 
and help young consumers cultivate under-
standing of the food that sustains them.

Vendors’ Experiences:  
Reaping Benefits
According to Dining Services and many con-
sumers on campus, Farm to College presents 

•

•
•
•
•

•

an important opportunity to support rural Mon-
tana and its food and farm-related businesses. 
What do the Montana-based vendors—that is, 
those who sell into the program—think about 
it? A major portion of this research focused on 
answering that question and on learning from 
them about their businesses, their relationship 
with the UM, and more.

A variety of types of vendors sold products 
through Farm to College during fiscal year 
2005, the year we focused on for this study. For 
example, a few agricultural producers sold indi-
vidually and directly to the UM (e.g., Terrapin 
Farms, Wee Sprouts). Other farmers and ranch-
ers pooled products for delivery and sale. Some 
vendors sold prepared foods directly, such as 
salad dressings from Viki’s Montana Classics 
in Bigfork, granola from Churn Creek in Sid-
ney, and salsa from Brentari Foods in Missoula. 
Other foods came through a distributor, such 
as Pasta Montana products through Bakery and 
Restaurant Foods and Wheat Montana products 
carried by SYSCO. Distributors are also con-
sidered vendors. Thus, despite the program’s 
name, only a fairly small portion of the vendors 
are actually farms and often only indirectly.

Based on Dining Services’ data, we identified 
45 vendors who sold Farm to College prod-
ucts in FY 2005.9 Of these vendors, the dollar 

Students’ Perceptions of the Most Important Benefit of Farm to College (N=383)

Students' Perceptions of the Most Important
Benefit of Farm to College (N=383)

Supports Montana 
farmers and ranchers

42%

More money stays in 
Montana communities

21%

I know where my food
comes from

11%

Don't know
10%

Food is higher quality
than other food

9%

There are no benefits
1%

Less shipping distance
means less pollution

6%

Eighty-four 

percent of 

the students 

surveyed say Farm to 

College is important to 

them as consumers.
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Meadow Gold, on the other hand, had been 
selling to the UM long before 2003. This dairy 
illustrates how a corporate giant—Dean Foods—
can supply an institution with large quanti-
ties of locally-produced food. The milk, sour 
cream, and cottage cheese are all processed 
in Kalispell, where the company gets most of 
its milk from dairy farms in the Flathead Val-
ley, as well as several Hutterite colonies. Inter-
estingly, even though Meadow Gold sold more 
than any other business to the UM as part of 
Farm to College, the creation of the program 
itself has been of minimal consequence for the 
dairy (although they stress that the UM’s busi-
ness is significant and important to them). 

Unlike Meadow Gold, Mexitana is a relative 
newcomer to the food scene in Montana. They 
make their tortillas just 45 miles south of the 
UM in Corvallis. Only 30% of the flour in a 
Mexitana tortilla, however, is grown on a Mon-
tana farm. As the owner explains, “The wheat is 
actually too good here…. It just doesn’t spread 
out very well.” For some small businesses, 
meeting the UM’s required volume can be a 
challenge. Mexitana, however, gladly embraces 
the University, as 8% of the tortilla company’s 
annual sales are through Farm to College.

For years, Montana Natural Beef filled a 
gaping hole in western Montana’s agricul-
tural infrastructure by finishing and process-
ing beef.12  After spending most of their lives 
grazing on eight Mission Valley ranches, the 
cattle made their way to Dixon for finishing, to 
Ronan for slaughter, to Missoula for processing, 
and finally to the UM, offering the eater a true 
happy meal. Montana Natural Beef’s manager, 
Will Tusick, appreciates Farm to College and 
the partnership that formed as a result: “I’d 
like to see that Farm to College Program keep 
going. I think it’s a whole process of cooperation 
and finding common ground for the good of all 
instead of someone getting an inferior product 
and somebody making a lot of money.”

Another important Farm to College partner is 
Montola, which is now a division of Sustain-
able Systems LLC (a business relationship that 
actually has roots in Farm to College). In Culb-
ertson, Montola presses safflower oil from seeds 
grown by some 300 farmers (mostly from Mon-
tana and the Dakotas). The company claims 
that the oil is a healthier product because of its 
high-oleic, monounsaturated fat levels. Dining 
Services has been buying Montola’s oil since 
Farm to College’s inception. As a result, SYSCO 

amounts of sales per vendor ranged from $24 
to over $148,000. Just nine of the 45 vendors 
accounted for over 90% of the Farm to College 
purchases that year. Overall, 31 vendors from 
FY 2005 participated in either a phone survey 
(n=23) or in-depth interview (n=8).10

The relationship between vendors and Dining 
Services has been fairly strong, according to 
our phone survey. For the 23 survey respon-
dents, Farm to College is “very important” 
(61%) or “somewhat important” (17%) to their 
business. Over 60% of the survey respondents 
learned about Farm to College from Dining Ser-
vices, which illustrates the institution’s commit-
ment to developing the program. Also, 52% of 
the survey respondents felt that Dining Services 
had sought to meet their needs as a business, 
26% said the institution had not done so, and 
22% did not know. Vendors identified a num-
ber of benefits of the program (see side bar for 
the most frequently mentioned). 

The eight in-depth interviews with Farm to 
College vendors provide further insight as to 
how some businesses have worked with an 
institutional market, as well as how the UM 
has affected each company. In general, many 
of these businesses agreed on a few common 
benefits of working with the UM. Many more 
impacts of Farm to College, however, came to 
the surface through the interviews. Highlights 
are presented below; see the full report for a 
rich description of each case. 

Bausch Potato grows and processes spuds in 
Whitehall and ships fresh-cut fries and hash 
browns to the UM.11  Bausch exemplifies how 
processing helps the business meet the Univer-
sity’s need for convenience, while reaping the 
profits of the value-added sector. Before the 
launch of Farm to College, however, Bausch 
was not able to get their potatoes in the door 
at the UM. Owner, Mark Bausch is clear, how-
ever, that Farm to College is no subsidy system. 
He asserts that when it comes to his potatoes,  
Dining Services actually saves money.

Vendors’ Perspectives on the Top  
 Benefits of Farm to College

  •   The positive image for the company and  
consumers’ exposure to their products.

  •   Increased sales.
  •   Personal benefits, such as pride in selling 

to the UM.

I like the fact that 

the students are 

eating a good 

product up there, and 

that the Univesity 

cares about it. Plus, 

it’s helping local busi-

ness. I employ seven 

people, so it’s kind 

of a snowball effect 

when a University of 

that size takes on a 

product.”   – Jonathan 
Whiting, Mexitana
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now delivers and sells the oil to the UM. Thus, 
direct feedback about the product, which has 
helped many Farm to College vendors adapt to 
an institutional market, is lost. Montola’s Gen-
eral Manager, however, views this delivery sys-
tem as vital; and now that SYSCO carries their 
product to other venues, sales are increasing.

With $14 million worth of inventory turning 
over every 17 days, SYSCO Montana may 
seem like an improbable part of Farm to Col-
lege. In FY 2005, however, they provided over 
$100,000 worth of local and regional products, 
making it the second largest vendor in terms of 
sales that year. From their warehouse in Bill-
ings, SYSCO ships pallets of local, national 
and global products to the UM and across the 
region. In the CEO’s words, “That’s what we do: 
we move boxes.” This illustrates a challenge for 
Montana companies that would like to sell to the 
UM: how do they get their product into an insti-
tution’s doors in a way that is convenient and 
efficient? Accessing markets through SYSCO 
requires, at a minimum, that local producers 
and businesses maintain $1million worth of lia-
bility insurance, have enough volume to keep a 
warehouse stocked, and use hefty packaging. 
Still, SYSCO is willing to work with Montana 
producers and businesses; and according to 
Montana CEO, Pat Burton, “If it will sell and 
our customers want it, we’ll inventory it.”

If finding large enough volumes of produce and 
getting it delivered efficiently are common chal-
lenges for Dining Services as it works with local 
producers, the Western Montana Growers 
Cooperative offers a unique solution. In 2006, 
thirteen producers (many of whom grow organ-
ically) were members of the Co-op, which has 
been selling fruits, vegetables and herbs to the 
UM since 2003. The University can “access 
more product from one place than they could 
before that,” as one grower explained, because 
the Co-op reduces the need for Dining Services 
to deal with many individual farms. And the Co-
op has been trying to address the institution’s 
demand for processed foods; for example, the 
Co-op began chopping romaine lettuce. Partner-
ing with Dining Services has reduced some risk 
associated with new initiatives to add value to 
the Co-op’s products. While Farm to College has 
had a positive economic impact on the Co-op, 
its representatives stress how much they have 
learned from working with the UM about how 
to sell to an institution and appreciate that the 
Dining Services’ staff seems to have a “genuine 
interest” in seeing the business succeed.

Wheat Montana of Three Forks is a farm, 
bakery and deli. The father-and-son opera-
tion decided to leave commodity markets, and 
began to focus on specialty flour made from 
hard wheat varieties which they test and claim 
are “chemical-free.” All of the wheat and honey 
in their bread is produced in Montana. Other 
elements—like dextrose—are difficult to source 
locally. Wheat Montana’s bread arrives fresh 
to stores but frozen to institutions because it 
gives food services more control over inventory. 
Wheat Montana began selling to the UM as 
soon as Farm to College got started. Since then, 
the company has signed a contract to provide 
most of the UM’s bread products, the majority 
of which are carried by SYSCO. 

Vendors’ Experiences:  
Facing the Challenges
Despite the successes with Farm to College, 
vendors in both the phone survey and the 
interviews identified a number of challenges 
that they face (which were similar to those 
expressed by Dining Services’ staff). In gen-
eral, however, the vendors did not have many 
complaints, which may reflect the fact that they 
have already figured out how to make this mar-
ket work for their business (as compared with 
those who may be considering entering institu-
tional markets).

Meeting the needs of an institutional market—
with its demand for large volumes and pro-
cessed goods—was the most frequently men-
tioned challenge that vendors face in relating 
with the UM. Communicating with Dining Ser-
vices can also be somewhat challenging (e.g., 
around ordering, understanding who to speak 
with about new products). As the relationship 
between a given vendor and Dining Services 
matures over time, however, communication 
problems have generally been overcome. A 
few vendors also mentioned that the contract 
UM has with its prime vendor can make it dif-
ficult for them to be price competitive and still 
make a profit. Although vendors probably face 
competition when selling into most markets, 
some said that the state-mandated bidding 
process, which requires that the lowest bid be 
taken, makes it difficult for them to compete 
with lower quality products because it places 
too much emphasis on price.

Distribution of goods in a state as vast as Mon-
tana emerged as an interesting and complex 
issue in this study. As mentioned above, there 

Whenever 

we’ve had 

a glitch 

or a problem, we get 

together; we work 

it out. We figure out 

what’s gonna be best 

and get people talk-

ing. Together, we’ve 

been able to get 

through all the little 

obstacles that have 

been thrown at us.”    
– Will Tusick, Montana 
Natural Beef
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are three categories of vendors selling Farm to 
College products: those who sell direct, those who 
sell through a distributor, and those who are a 
distributor. In the phone survey, 12 of the 14 ven-
dors who do not sell through a distributor thought 
doing so would make it more difficult for them to 
sell to the UM, while two thought it would make 
no difference. Of the five vendors already sell-
ing through a distributor, two felt that this makes 
it easier for them, while two thought it actually 
makes it more difficult for their business.

These results suggest that most vendors do not 
think that selling through a distributor would 
make it easier for them to deliver their products 
to UM. By contrast, some vendors we spoke with 
in-depth (which tended to be larger businesses) 
have gained efficiencies by selling through a dis-
tributor. Also, Dining Services has expressed a 
desire to have SYSCO, its prime vendor, carry 
more Farm to College products to simplify order-
ing and delivery. In some cases, Dining Services 
has helped connect local vendors with SYSCO, 
which has reportedly been beneficial for all par-
ties. For some vendors, however, this may not be 
a realistic or even desirable goal. They prefer to 
deliver directly because it is more personal for 
them or they are located near Missoula, while 
others may not produce sufficient volume to sell 
to a large distributor. As Farm to College expands 
and as fuel costs rise, it will be worthwhile to fur-
ther explore the role of distributors in supplying 
local food to Montana’s public institutions.

Vendors offered their perspectives on ways to 
improve Farm to College, as well as specific pol-
icy and project ideas. Their ideas generally par-
alleled their observations about both the benefits 
and challenges discussed above (see sidebar). 
We also asked all vendors about two specific 
proposals:

Electronic database. According to 
our phone survey with vendors, 65% 
think that an electronic database that 
links Montana’s food and agricultural 
businesses with buyers at public insti-
tutions would be a useful tool for them; 

•

21% did not think it would be helpful to 
their business. Five of the eight in-depth 
interviewees also thought this tool would 
be useful. 

Preference for Montana products. 
We asked all of the vendors if they 
thought that public institutions should 
give a preference to Montana businesses 
as a matter of public policy.13  The vast 
majority felt that there should be a pref-
erence for Montana businesses, with 
74% of phone survey respondents and 
more than half of the in-depth interview-
ees agreeing with this idea. Some ven-
dors stressed, however, that quality of 
product should also be a factor in pur-
chasing decisions, not simply the fact 
that vendors are from Montana.

Not Going the Distance
In today’s global food system, what most North 
Americans eat travels hundreds or even thou-
sands of miles from field to table. Although the 
global food system provides certain benefits, 
a growing number of observers argue that the 
system has become far too dependent on fos-
sil fuels, citing concerns about the security 
of energy supplies and climate change. One  
analyst simply maintains we are “eating oil.”14

Accordingly, one goal of programs like Farm 
to College and other local food initiatives is to 
reduce food miles, a term that refers to the dis-
tance between the place where food is grown and 
where it is ultimately consumed. Our research 
focused on the basic ingredients in a hamburger 
and French fries meal served at the UM because 
these are produced and processed in Montana. 
In FY 2005, the following ingredients were 
among those sourced through Farm to College:

The hamburger buns came from 
Wheat Montana, traveling east from 

•

•

Recommendations from Vendors for 
Dining Services

  •   Purchase more local products.
  •   Increase student involvement.
  •   Expand promotion of the program and its 

vendors.
  •   Improve communication.
  •   Ensure the stability of Farm to College as a 

future market.
  •   Encourage other institutions to set up 

similar programs.

Vendors’ Perspectives on Challenges with Farm to College
  •   Meeting the needs of an institutional market (e.g., large volumes, 

processing products, packaging).
  •   Communicating effectively with the institution.
  •   Understanding the institution’s purchasing system.
  •   Competition from other businesses, especially the prime vendor.
  •   Transporting and delivering goods efficiently.
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Three Forks to SYSCO’s warehouse in  
Billings, and back west to Missoula.

The beef patties came from Mon-
tana Natural Beef, traveling from the 
slaughter facility in Ronan to Missoula 
for processing.

The French fries came from Bausch 
Potatoes, traveling from Whitehall to 
the UM.

The safflower cooking oil came from 
Montola in Culbertson, carried by 
SYSCO through Billings on its way to 
the UM. 

We gathered data on a year’s supply of these 
ingredients used by Dining Services, includ-
ing the amounts and weights of purchases, the 
number of deliveries, and the types of trucks 
and fuel used to transport them from points 
of processing to the UM. SYSCO provided 
the same information on where these prod-
ucts would have been sourced conventionally  
for comparison. 

Our analysis showed that a year’s supply of the 
conventionally-sourced products would have 
traveled an estimated 2.8 times further than 
they did when purchased through Farm to Col-
lege (393,930 vs. 141,252 miles). The conven-
tionally-sourced ingredients would have used 
43,000 gallons more fuel and emitted 2.9 times 
the amount of CO2 in a year (see bar graph).

Divorcing ourselves from the global food sys-
tem is neither likely nor desirable. What is 
clear from the analysis here, however, is that 
we can have a tremendous impact on reducing 
the amount of fuel used and pollution generated 
when we eat closer to home.

•

•

•

Conclusions and 
Recommendations
Although still in its infancy, the UM’s Farm to 
College Program has already kept nearly a mil-
lion dollars in our state, developed systems for 
working with local vendors (often filling holes in 
Montana’s food supply chain), and spared the 
atmosphere millions of pounds of CO2. In the 
spirit of continuing this progress and improving 
the program, our research team came up with 
several recommendations based on the study’s 
findings. The full report discusses each recom-
mendation in greater detail:

     1.   Ensure adequate communication between 
participants—Dining Services, vendors, 
distributors, and students.

     2.   Increase education about Farm to  
College on campus.

     3.   Focus the Farm to College Program 
on Montana only, rather than incorpo-
rating the larger region to reduce data 
tracking errors (see note 7 below), and 
preserve the identity of the program as 
Montana-based.

     4.   Create a values-based pledge of under-
standing signed by Dining Services and 
vendors to promote transparency, trust, 
and communication among the partners.

     5.   Continue to cultivate direct relation-
ships with farm- and ranch-based busi-
nesses. While SYSCO’s pallet yields cer-
tain efficiencies, valuable relationships 
and direct communication, which have 
been cornerstones to Farm to College’s 
successes, may disappear. 

Estimated Total CO2 Emissions for a Year's (FY '05) Supply of 
Ingredients in Hamburger and French Fries Meals
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Why put 

all that 

fuel into 

something that’s 

grown right here?”   

– Montana Rancher
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     6.   Further reduce the transportation-related 
impacts of all food purchases.

Beyond the University, Farm to College serves 
as a porthole to understanding the food supply 
chain in Montana. By tracing the chain asso-
ciated with Farm to College, we have high-
lighted many of the links between producers,  
processors, distributors, and consumers. In 
some places the chain’s links are strong; in 
others it is weak. Following food products 
from the field to the student dining hall thus 
illustrates key needs, questions, and policy 
changes that have to be addressed if Montana 
is to develop a secure and vibrant local food 
system. The following recommendations sug-
gest ways Montana’s public policies and pri-
vate sector initiatives might address some of 
these weak links and improve the ability of 

our public institutions to reap the benefits of 
Montana’s leading industry:

     1.   Develop new markets and similar  
programs at other public institutions. 

     2.   Expand the capacity of Montana’s food 
production and processing sectors  
to effect ively meet the needs of  
institutional markets. 

     3.   Amend the state’s procurement law to allow 
flexibility for public institutions that want 
to purchase Montana-produced food.

     4.   Create an electronic database to help con-
nect Montana’s food and agricultural busi-
nesses with buyers at public institutions.

     5.   Conduct additional research on the role of 
distributors in local food supply chains. 

The University of Montana’s Environmental Studies Program 
partnered with Grow Montana in this research endeavor. A 
coalition of groups dedicated to helping Montana produc-
ers meet more of our state’s food needs, Grow Montana 
identified the research questions focused on here and will 
use the results to promote community-based agricultural 
economic development. Grow Montana is a project of the 
Butte-based National Center for Appropriate Technology.

Learning More

•   To learn how you might become a Farm to College vendor, start 
by going to the University website:  www.umt.edu/uds

•   To get more information on the study, contact Neva Hassanein, 
Associate Professor, UM Environmental Studies, 406-243-6271 or 
email neva.hassanein@umontana.edu

•   To obtain a copy of the final report, contact Crissie McMullan  
406-531-5162 or email crissiemc@yahoo.com or visit  
www.growmontana.ncat.org
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with the fresh-cut fries, which they found did not hold up as well under heat 
lamps as frozen fries do after cooking. 

12.  Since conclusion of this research, Montana Natural Beef has converted from a 
wholesale distribution company to one that is web-based retail; thus, they no 
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for public institutions wanting to develop farm to cafeteria programs. 
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