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Presenter Notes
Presentation Notes
The regional partnerships connects community innovators in Greater Minnesota with University of MN resources.

Four focus areas:
Sustainable ag and food systems
Clean energy
Natural resources
Resilient communities

How this works:
People working on sustainability with ideas about how to improve their community submit idea forms to their regional director. 
The ideas are reviewed and refined, and ultimately voted on by a regional board made up of citizens and University representatives. 





SMALL TOWN GROCERS PROVIDE A PUBLIC GOOD

= Main Street Vitality

Food Access

Opportunity to

/" Hometown Pride
| 1

strengthen local food

systems
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2007 - THE SPARK

What Are Grocers Buying?
Selected Results from the 2007 Minnesota O
Gigi DiGiacomo, Senior Fellow, Endowed Chair in Agri

st Nomberof i«

LS

“1J'S COUNTRY CORNER &,

TJ’s Country Corner
(Mahtowa, MN) owner
Tom Bislow joined NE

RSDP board

Gigi DiGiacomo’s greater
Minnesota survey - rural

grocery organic food/local
food purchases
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2010 - RURAL GROCERY SUMMIT(s)

= 2010 + 2012: RSDP Staff
attended

= 2014 + 2016: RSDP Staff +
funded bus load of rural
grocery store owners
attended

+ 2018: RSDP staff attended

+ (2020 canceled due to
COVID)
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2015 — SW RURAL GROCERY PANEL

= Rural grocery
panel in Granite
Falls in
conjunction with a
SW RSDP board
meeting

= 4 rural grocers

= |dentified need for
survey to explore
needs of grocers

M UNIVERSITY OF MINNESOTA EXTENSION




2015 - UMN RURAL GROCERY SURVEY

* Rural Grocery Stores in towns with
population less than 2,500

RURAL GROCERY STORE SURVEY

* 171 (69%) Grocery stores responded

* Rural grocer needs

Grocery Stores are a
“Public Good”
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Presenter Notes
Presentation Notes
Everything from: when are you open, how many employees do you have … to 
Do you buy food from farmers? How old is your equipment, what are your biggest challenges, do you have a transition plan, and more. �Became a wealth of information about the state of rural grocery stores. 


2015 RESULTS
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REGIONAL SUSTAINABLE DEVELOPMENT PARTNERSHIPS
Rural Grocery Store Survey: At-a-Glance
Rural Grocery Energy Use
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hors: Dr. Kathe ) thier, hr, and Nich -
Authors: Dr. Kathryn Drasger (PI), Karen Lanthier, Caryn Mohr, and Nich Tremper May 20: Fresh Produce and Farm to Rural Grocery Rural GrOCery Store SUNey. At-a-Glance
INTRODUCTION Authors: Dr. Kathryn Draeger (PI), Karen Lanthier, Caryn Mohr, and Nich Tremper April 21 Business characteristics and environment
Support for the study was provided by the Minnesos INTRODUCTION

Rural grocery stores are a Main Street anchor business Authors: Dr. Kathryn Draeger (P1], Karen Lanthier, Caryn Mohr, and Nich Tremper February 2016

that, once closed, are very difficult to reopen. In our
‘Work with communities across Greater Minnesota, the
University of Minnesota Extension Regional
Sustainable Development Partnerships (RSDP)
‘observed that the neds of rural grocery stores have
not been adequately identified and supported. For
example, sged infrastructure and refrigeration
equipment transtates into high energy usage and thus
high costs for fruits, vegetables, and dairy products. At
the same time, there is increasing interest in healthy
food access, one example of which is the recent
establishment of the Minnesota Food Charter in 2014.

To correct a lack of information sbout this sector,
RSDP partnered with the Minnesota Center for Survey
Research to conduct a statewide survey of
Minnesota’s rural grocers. In July 2015, a
questionnaire was mailed to grocery stores in
Minnesota communities with populations less than
2,500. The survey was designed to better understand
rural grocers’ business condtions, fresh produce
availability and challengss, interestin and sales of
locally produced products, infrastructure conditions,
energy usage, and energy efficiency needs and
priorities

Mailing and dats collection took place from July to
October 2015. The survey garnered a 69% response
rate, with 175 out of 254 eligible grocers completing
the survey.

Department of Agriculture, AgCountry Farm Credit
Services, AgriBank, AgStar, and United FCS,
Researchers at Kansas State University provided
additianal review of the survey instrument.

“This s the third in a series of fact sheets sharing “at-|
glance” findings from questions relsted to what itis
like to run a grocery store in rural Minnesota. This f
sheet examines energy usage and related needs in
rural grocery stores. Throughout the fact sheet,
sample size (N) reflects only those who answered a
particular question rather than all 175 survey
respondents.

BUILDING
The majerity of respondents (§7%) said that their
grocery stores are located in buildings that are olde
than 16 years. Many of these (43%) are in buildings
that are more than 50 years old

How ok is the building whers your grocery

store is located? (n=171]

045 years 125

‘ 1650 years 4%

Ware than 50 yer
a3

Rural grocery stores are a Main Street anchor business
hat, once closed, are very difficult 1o reopen. In our
‘Work with communities across Greater Minnesota, the
University of Minnesota Extension Regional
Sustainable Development Partnerships (RSDP)
‘observed that the needs of rural grocery stores have
not been adequately identified and supported. At the
same time, there is increasing interest in heathy food
access, one example of which is the recent
establishment of the Minnesota Foed Charter in 2014,

To correct a lack of information about this sector,
RSDP partnered with the Minnesota Center for Survey
Research to conduct a statewide survey of
Minnesota’s rural grocers. In July 2015, a
questionnaire was mailed to grocery storesin
Minnesota communities with populations less than
2,500. The survey was designed to better understand
rural grocers” business conditions, fresh produce
availability and challenges, interest in and sales of
locally produced products, infrastructure conditions,
energy usage, and energy efficiency needs and
priorities

Mailing and data collection took place from July to
October 2015. The survey garmered 3 69% response
rate, with 175 out of 254 eligible grocers completing
the survey.

Support for the study was provided by the Minnesota
Department of Agriculture, AgCountry Farm Credi
Services, AgriBank, Agstar, and United FCS.

Researchers at Kansas State University provided
additional review of the survey instrument,

This is the second in a series of fact sheets sharing
aglance” findings from questions related to what|
like to run a grocery store in rural Minnesota. Thi

sheet shows results highlighting how grocery storf
buy and sell fresh produce and locally grown prod)
Throughout the fact sheet, sample size (N) reflect]
only those who answered a particular question raf
than all 175 survey respondents.

FRESH PRODUCE SUPPLY

Almostall surveyed stares (32%) sold fresh produ
underscoring the importance of understanding
challenges and successes with handling and seli
fresh produce in Minnesota

In those stares that do sell fresh produce, the maj
of respondents (79%) said that it accounts for 6%
more of sales for their grocery store.

INTRODUCTION

Rural grocery stores are a Main Street anchor
business that, once closed, are very difficult
10 reopen. In our work with communities
across Greater Minnesota, the University of
Minnesota Regional Sustainable Development
Parmerships (RSDP) observed that the needs
of rural grocery stores have not been.
adequately identified and supported. At the
same time, there is increasing interest in
healthy food access, one example of which is
the establishment of the Minnesota Food
Charter in 2014
To correct a lack of information about this
secter, RSDP worked with the Minnesota
Center for Survey Research to conduct a
statewide survey of Minnesota’s rural
grocers. In July 2015, a questionnaire was
mailed to grocery steres in Minnesota

with less than

¥
produce? (=150}

%
s 24
. . l
-
0 Bwlty  1lwiSE  Modnd]

Note: 92% of respendents indicated they sell frash
produce {N=175). Chart reflects anly that group.

© 2021 Regents of the University of Minnesota. All rights reserved.

2.500. The survey was designed to better
understand rural grocers’ business
conditions, store characteristics, fresh
produce availability and challenges, interest
in and sales of locally produced products,
infrastructure conditions, energy usage, and
energy efficiency needs and priorities.
Mailing and data collection took place from
July to October 2015. The survey garnered a
69% response rate, with 175 out of 254
eligible grocers completing the survey.

Support for the study was provided by the
Minnesota Department of Agriculture,
AgCountry Farm Credit Services, AgriBank,
AgStar, and United FCS. Researchers at
Kansas State University provided additional
review of the survey instument.

This is the first in a series of fact sheets
sharing “at-a-glance” findings from questions
related to what it is like to Tun a grocery
store in rural Minnesota. Throughout the fact
sheet, sample size (n) reflects only those who
answered a particular question rather than
all 175 survey respondents

BUSINESS TYPE

‘Three-guarters of survey respondents (7
indicated their store is a privately owned
small business.

What is the type of ownership for this

erocery store?
(n=174)
Cooperatively Other
owned business 5%
Privately
Corporate e
franchise ot
business
5%

http://z.umn.edu/rsdprg
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Presenter Notes
Presentation Notes
Press releases, Lots of coverage. Brought plight of rural grocery stores to the general public. 


http://z.umn.edu/rsdprg

= Multiple hats

= Produce upkeep

= Aging equipment

= Competition

= Smaller customer base

= Stocking produce in an appealing way
= Marketing

=  Ownership transition

= Aging Buildings

= High energy costs
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Good Food Access Fund

= 2015 Rural Grocery Survey: used to
leverage funds

- For-profit and non-profit grocery

Office of the Revisor of Stafutes

GO Statutes Laws Rules CourtRules Constitution Revisor's Office~ Search Law by Keyword

e L S stores/small food retailers

4171015

2018 Minnesota Statutes - Purchase equipment/physical
17.1017 GOOD FOOD ACCESS PROGRAM. i m p rove m e n tS

Subdivision 1. Definitions. (a) For purposes of this section, unless the language or context indicates that a different F O O d D e S e rt S
meaning 1s intended, the following terms have the meanings given them. -
(b) "Account" means the good food access account established in subdivision 3.

(c) "Commussioner" means the commissioner of agriculture. - https ://WWW . m d a . State . m n . u S/g ra n

(d) "Economic or community development financial institution (ECDFI)" means a lender, mcluding but not limited to .
a community development financial institution (CDFI), an economic development district (EDD), a political subdivision tS / q ra n tS / q fa p e q u I p m e n tq ra nt
of the state, a microenterprise firm, or a nonprofit community lending organization that has previous experience lending to -’ -’ -
a food retailer. producer, or another healthy food enterprise in an underserved community in a low-income or moderate- . .
income area, as defined in this section; has been in existence and operating prior to January 1, 2014; has demonstrated the - ($20 O O OO N FY 2 02 O fo r eq ul p m e N t)
ability to raise matching capital and in-kind services to leverage appropriated money; has the demonstrated ability to !
underwrite loans and grants; and has partnered previously with nonprofit healthy food access, public health, or related
governmental departments or community organizations.

{2 "Tarmars! smarl-at! smannc an acscnniation nf theas ne smoes narcnne sithn ascammhls ot o dafinad lanatine that 40 Anan
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https://www.mda.state.mn.us/grants/grants/gfapequipmentgrant
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o the Regicas

Wy rm
Ditee Framded: The form has been in
the Family Ffor meardy 100 years (sinee
1918}, Corment operators have been
mannging the fars
Number of staffz
Acreage in cull
eme-guarter scres are cubtivated ol of
i 14fracre farm.

Revenne  sources:  Sals  of
ngricubtural produsts, Farm is puid off
50 n mortgnge. Kecsived grants from
Eesaurees  Conservafion
Region  Five Development
w, ond Koral Renewnl
Encrgy Alliance to build theee high
tunnils

Products: Diversified farm: oggs,
vegetnbles, herbs, flowers, starber
plamts, jams, jellies, salss, & meat
(pork, chicken and heef)

Markets: Three farmers markets
(Fine River, Ideal Corners, Croshy
tromton; Fillager School Disiricts
Furm-to-School program: 6 weekend
farm stand; an email-based C5A; &
Goach's Grocery store { Randall, BN
Growing Praciices: No pesticide
e (B0 insectickles or berbicides)
barsd weeding: natural fertilizers from
oo, pigs and poully: experimenting
with no-tll garden beds; use of
untrested well water, Diversified
cropa. Mo organie certification but use
of prganle praclives.

Wiebsite:

bibip: /v grampags com/

FARM TO RURAL GROCERY STORE SERIES

GRAMPA G’S FARM

2016 CASE 5TUDY

Awthor: Claire Stoscheck Eds: Karen Lanthier,
Kathryn Draeger, Shayne & Louise Johnson.
Developed from imendews with Shayee & Loube ichnsan, Ce-Operators

Introduction

This case study explores barriers and opportunities faced
by Grampa G's Farm in selling their products to lecal
Independently-swned rural’ grocery stores (hereby
referred to simply as “grocery stores™). It also provides a
summary of the benefits of these firm to rurl grocery
store supply chains

Ln-opmraton of Grampa s Lowss ard Shayne Jobnson
Phain by Kari Granbery

Overview

Grampa G3's is a small farm operate
Tohnsom, located in Pillager, MK, Tt is a sole-proprietor
business, The farm has been in Shayne's family for nearly
100 years. Shayne's grandfather foonded it and lved his
whale lie (BB years) on the farm. Grampa G's farm was
mimied after S ne’s Grandfuther, George Gerrels, and
his father, Grant. The farm produces a wide varicty of
vegetables, eggs, herbs, flowers, starter plants, jams,

by Lonsise and Shayne

indeparden iy wna: afined as singh owner of pannes who cen -4 gioes Pural defined as commusiie Sl hiree 3,500 resdents o leas

‘Connedting Gresier Mrnessiz omemanties i the Unkversiy of Minnesota
. oamier i heip Sl pmbiee. saf take AhaNTINGE 7 e DRSS NS

Ruwwarch condocted for e Regvosal Sustemable Developarest Racimersbips

QUICK FACTS

Eg@;@
MIILMII??- PRIMEE

Loention: Rondall, M3
Category: Rural, independent
Groeery Stare. Offers & full Fne of
groceres, meat and produce.
Date founded: poz. Current
owners have operated Gosch's
SInCE 2004,

Owmership: Lori and  Denny
Museller own Gasch's.
Number of staff: 20

Annoal Revenue: 2 5 million
Arens of Specialty: Fresh
prodduce, hakery items, and the
store’s own speciakty meats.
Numbher  of  customers:
Gaseh's had 116,370 customers in
zm5,  svernging  about  3=o
eustomers per day

Annmal Sales of Local Foods:
In zms5, Gesch’s had  over
Suis,on0 of hyper-lacal food sales
{defined by Gosch's as producis
bodh  grown  and/or processed
within a woo-mile mdius af their
store and purchased directly from
thie grower) processor]. They hisd
S58.000 of sils from 6 Toeal
hakery. They also sell MN-Grown
products  supplied by their
distrituator.

Number of lneal vendors: In
215, Gosch's purchased from 14

Pagiral atsnatie
Diwmicpzmmn! Farckoees® s
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FARM TO RURAL GROCERY STORE SERIES

GOSCH’S GROCERY

2016 CASE STUDY

Author: Claire Stoscheck Eds: Karen Lanthier,

Kathryn Draeger.

D'nlnp-dfmm an interviee with Locd and Denny Mueller

Introduction

Gosch's Grocery = an independently owned roral’ grocery store
Incated in Bandall, MN. This case study explones barriers and
opportunities faced by Gosch's in selling locally grown and/or
processed foods. It also provides a summary of the benefits of
direct farm to mral grocery store supply chains.,

Crwmens of Gosch's Grocery, Lov and Deny Puelior
Pirvstes irises Gesit's Fisebook page

Overview

Gosch's Grocery 1= a famil-owned grocery store that las served
the eommumity of Randall since 190z, They are a full service
stare providing a diversity of products, The owners of Gosch's,
Lori and Denny Mueller, value the health of their community,
the bocal econony, and the environment. Gosch's gives back to
its commumnity by giving donations and discounts to local
schools, churches, and other organszations. In 2015, they
reckived a ‘Medal of Merit Medallion' and & certificate of
appreciation for their dedication to the City of Randall

Local Foods at Gosch's

Gosch's plavs an important role in bringing fresh local products
o Randall. The newrest Brrmers market is 12 miles aoway in Litile

* Inckep andenty-sramed: delined 83 Sngle owner of fainers who cen 14 slores. Rural: defined a8 communites that has 2,500 resdents o less

Fagiorail Sustmrable
N . _ 1 .
Lomrasting Lrumter Mvsnoha SoTETLD s 0 B Lrivenity @ Mamssot
1 vtk o bk b probees ard Lok advn Lage o i aoportunbe.
Rermarc codcted for the Ragional SNt Deveioaooes Facecaa
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TJ'S COUNTRY CORNER GROCERY STORE
AND FARM/STREET MARKET

2015 CASE STUDY

Authors: Katie Myhre, 5t. Olaf College; Karen Lanthier, Assistant Program Director of
Sustainable Agriculture and Food Systems

Dirveboped PO 4N PN with Tom Bisloe

Introduction

Enawn as “the wurst place around,” T.'s
Country Cormer is kocatesd on historic Highway
61 im Mahtowa, Minnesota, just a few minutes
west of Interstate 35. Tom and Joanne Bislow
Tharve ren the small grocery stone and gas station
for 38 vears, and over this time T's has becoimse
more than just a grocery store, The store is now
a prominent fixture of the Mahtowa community,
known (or their house-made sausage, special
events, and their ftarm/street market. A goest
ook at the front of the siore contains messages
from guests who traveded 15 minotes to shop at
T, to guests who travebed over 15 hours! This
caxse study will hightight some of the keys to success for both the grocery store and the farm,/street market,

History of TI's Country Market

Tom and Joanne Bishow ventured into the gropery store bosiness by purchasing the building for TJ's Country
Market 38 years ago. In the late 1930's the building had been o conperative with hardware in the basement, a
grocery o L main leved, anad feed sales i the back portion of the baald

A Specialty Product:

“You Never Sausage a Place!”

Early on Bishw and his wife decided to create a unigque
identity for TJ's built upon local culture and interests. They
determined that house-made sansage would be the main
attraction and chose to start with potato sansage becass of
the srong Scandinavian cullure i Lhe area. As the
popularity of their product has grown, Bislow has sdded
fesitures like a smokehonse and interstate hillboard
advertising. Billboard advertising is an expensive but vital
aspect of his marketing strategy, since a key portion of his
lbusiness comes from “out-of-towmners.” His advertising
cumbinues o draw th

erest of passersby with slogans like

M UNIVERSITY OF MINNESOTA EXTENSION
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2016 — PRODUCE HANDLING TOOLKIT

Storing, handling, and marketing fresh produce can be difficult in a small grocery setting. Information on how
to overcome these challenges and on how to incorporate locally grown fresh produce are available in the
] G Oa I - I n Crease p rOd u Ce resources below. One resource, the Example Grocery Store Policy and Vendor Application, is an editable
- document that can be used to create a store-specific purchasing policy and application for locally-grown,
fresh produce. (Project funding was provided by a Minnesota Department of Agriculture Specialty Crop

sales/access to fresh produce

= Free tools for rural grocers

Storing and Handling Produce Purchasing Locally Example Grocery
Fresh Produce (PDF) Merchandising Grown (PDF) Store Policy and
Techniques (PDF) Application for Local

Producers (Word)

= Funded by MDA Specialty Crop
Block Grant

. b by O
EXTENSION RSP Sey

Culling Fresh Produce

- >

Quick Reference High Maintenance Culling Fresh Produce Produce Aisle
Guide (PDF) Produce (PDF) (PDF) Checklist (PDF)

M UNIVERSITY OF MINNESOTA EXTENSION
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DEMONSTRATIONS
+ EDUCATION
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2018 — HEALTHY FOODS HEALTHY LIVES

D
Gy
o
TR
%N

GOT FRUIT?

u\

)

Amin and Ren - Amin Grocery LLC in Willmar, MN
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PIERZ EATS!
PARTNERSHIP w/ UMN PUBLIC HEALTH

Apples make
Jonny stronger

\ravis & Brady
\ove squash.

re squash with fish or

icken at dinner tonight!

Travis & Brad i .
WP Ly Ferm Laura g|ves berr,es
a thumbs-up.

Puttmg produce front and center. Additional examples of cart signage used by the Pierz Eats Produce project.

M UNIVERSITY OF MINNESOTA EXTENSION
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2018 — “BACKHAUL” MODEL

Farmer delivers to EMPTY wholesale truck picks | //l E ..

local rural grocery store up garlic at rural grocery store Iy Ty

Pock T BACKHAUL N T e

0 Sl RURAL 55
"FAR GROCERY WHOLESALE o
FARM STORE @ &—— WAREHOUSE \\ g |

FULL truck delivers groceries from Wholesale trucks deliver garlic and groceries to
© 2018, University of Minnesota Regional Sustainable Development Partnerships

warehouse to rural grocery store hundreds of grocery stores throughout the region






LESSONS FROM BACKHAUL 1.0

v'Food Safety
v"Regulations

o Backhauling logistics

o Relationships (ongoing)
o Product packaging

o Pricing

M UNIVERSITY OF MINNESOTA EXTENSION
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2021 - 2024 - BACKHAUL 2.0

BACKHAUL 2.0

BACKHAUL 1.0

= Support from USDA AFRI grant
= Research and Extension

= One test crop: garlic

= One test location

= Food safety/regulations

ey

M UNIVERSITY OF MINNESOTA EXTENSION
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Support from USDA AFRI grant
Research and Extension

Food Safety/regulations
Analysis: scales of operation
Scaling up for wholesale workshops
New partners

Aggregation (?)

Three test locations

Different test crops

Consumer focus

Flexibility



2019-2020 RURAL GROCERY SURVEY

= 55% response rate (129 stores)
= z.umn.edu/RuralGroceryReport

= Themes:
1. Stores as businesses and community anchors
2.  Competition for food dollars
3. Grocering local food
4. Stores as food system innovators

T A S T S

4
f

|

MINNESOTA
= RURAL GROCERY
- 1 SURVEY REPOR®

222222222




79% 85%

(n=126) (n=128
Live in the same
community as
their store

44% = 17

Own/manage
just one store

e (Nn=126)
e Average
Are MN Grocers g
Aﬁi‘?ﬁ@gf’s” \ years worked
) at the store
(o)
1964 ) 33%
(n=123) (n=125)
Average bith - Identify as
year female
63% 76%
(n=125) (n=114)
Collak?orate vl\l/ith Fl?el a ste:ctewidltle
other sma alliance of small,
independently independently
owned stores o owned stores may
9 4 /o have value

(n=124)

Would like to spend more time with
family and friends, but often have
to put the business first

*83% of survey respondents were owners, 15% senior managers, 2% other

96% OF RURAL GROCERS
AGREE OR SOMEWHAT
AGREE THAT, AS A SMALL
BUSINESS, THEY HAVE A
RESPONSIBILITY TO THE
WIDER COMMUNITY



HAVE YOU TURNED AWAY ANY FARMER
SELLING LOCALLY GROWN AND/OR PROCESSED
FOODS BECAUSE YOU WERE UNCERTAIN ABOUT

THE REGULATIONS FOR PURCHASING FOOD

DIRECTLY FROM FARMERS?
(n=127)

. Yes (29%)

No, | already
purchase from local
farmers (45%)

No, | have not been
approached by local
farmers (22%)

Other (4%)

"I would like to be
able to sell locally
raised food and we
have access to such
but regulations

make that difficult <\ g
Al A a

for us to do"




co m G B

. Overview of Farm to

Grocery
Legality & Method (MN)
Legal Product Checklist

Building a Strong

Business Relationship
Farm Feature Template

Processing for Sale
Sample Product Labels

Invoice Template

UNIVERSITY OF MINNESOTA EXTENSION REGIONAL
SUSTAINABLE DEVELOPMENT PARTNERSHIPS PRESENT:

OPENING NEW FARM-TO-
GROCERY MARKET CHANNELS
TO HELP INCREASE ACCESS
TO MINNESOTA SPECIALTY
CROPS & LOCAL FOODS

Regional Sustainable
Devalopment Partnerships

UNIVERSITY OF MINNESOTA

EXTENSION @




RURAL GROCERY GRANT SUPPORT

= Rural Energy for America Program (REAP) - CERTs: Custom project
assistance and tools

= Good Food Access Fund — Funding to make healthy foods available
affordable, accessible

USDA
Renewable Energy Rural
Greater Minnesota Development




2020 - COVID
sreision IR

COVID-19/EMERGENCY

14-DAY MEAL KIT

Developed March 2020: Kathy Draeger, U of MN Extension Regional Sustainable Develog Partnerships

PURPOSE

By developing, selling, and helping to deploy meal kits, Minnesota's rural grocery stores serve as a
critical source of emergency food access. This meal kit fact sheet will help grocers working in their
communities to prepare and deploy pre-made boxes with 14 days of emergency food that is healthy,
shelf stable, easy to prepare, calorie sufficient for vulnerable populations facing hardship due to
coronavirus.

People are practicing 'social distancing' in order to prevent the spread of the COVID-19 virus. Many of
our rural areas have elderly residents who may need to shelter in place.

This model is intended to allow community members, churches, nonprofit organizations, or others to
work with small town grocery stores to purchase kits from grocery stores while minimizing contact
among members of the public. These meal kits will allow communities to help each other while also
supporting local businesses that serve as a critical resource during times of crisis.

MEAL PLAN FOR ONE PERSON
Grocery availability will impact what is included in each 14-Day Meal Kit

UNIVERSITY OF MINNESOTA

EXTENSION

BREAKFAST LUNCH/DINNER/BRUNCH SNACKS
INSTANT OATMEAL “0 MEALS) CHICKEN NOODLE Sﬂ‘.::e,:lﬁs.?fxfgs, PEACHES (2-5 POPCORN
p.anc.nuoslf; 's::U; é:f;““'—f SPAGHETTI, SAUCE, GREEN BEANS (2-5 MEALS) NUT MiX
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COVID-19/EMERGENCY RURAL GROCERY

Tips for Small Town Stores: Curbside Pickup and Delivery Model

Developed March 2020: Kathy Draeger and Ren Olive, U of MN ion Reglonal inab Partnerships

PURPOSE

On March 18, 2020, Governor Walz declared grocery workers as emergency personnel. Grocery stores
are not only the backbone of our communities, they are also the frontline for community resources
during emergencies.

This tip sheet provides basic instructions for your grocery store to include a curbside pickup and
delivery model. Stores with smaller staff numbers may consider curbside pickup and delivery to both
protect worker safety and address COVID-19 concemns while still maintaining the movement of
groceries into communities for distribution.

SAFETY FIRST
¥ The MN Department of Health and MN Department of Agriculture put together a comprehensive
guide, Food Safety for Delivery and Pick-up Services (see zumn.edu/MDHfoodsafety), to help
food establishments.
¥ Volunteers: Many communities are seeing offers of volunteerism which could support a delivery
model.
¥ Ensure that everyone working in the store is healthy and not displaying any signs of iliness.

STEPS TO TRANSITION FROM IN-STORE SHOPPING TO TELEPHOME ORDERS WITH IN-STORE
SHOPPER (GROCERY STAFF)
. Put up sign with telephone number for customers (see sample on page 2).

2. Announce via soclal media, local newspaper, word of mouth, etc. that your store is open for
business and for the health and safety of all is moving to lelephone orders with curbside pickup
and delivery.

3. As calls come in, have a numbered list of customers who want to order groceries. When
customers call, take down their name and phone number, and inform them of the call-in rules
(see section below for suggested customer call-in “rules”).

4. Staff works through the customer call-in list one by one. Staff calls the next customer on the list
and walks through the store, with a cart, fulfilling the order and letting the customer know what
praducts are available in various categories and any limits that are in place (ex. only two pounds
of beef per family).

5. Once the order is finished, staff rings up the cart, with the customer still on the phone, and the
customer pays by credit card, SNAP, or check (to reduce COVID-19 spread, avoid cash if
possible).

6. Load grocery order into boxes or new bags (not reused) and put in food safe location for
curbside pickup or delivery.
1. Observe recommended 6 fool distance from customer
2. Grocers do not touch customer vehicle
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