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Problem Statement: With increasing energy constraints, the importance of developing
local food markets is essential. There is a need to compile an estimate of local produce
market needs within Humboldt County restaurants, to facilitate market awareness for
local small farmers to increase their share of those potential markets.

Background:

Our expansive food market in the United States leads to an average meal traveling
an average of 1500 miles from farm to plate. It takes approximately ten calories of energy
to produce one calorie of food energy, through production and transportation. These
practices contribute to our global warming issue. Such long travel distances also
contribute to unnecessary addition of preservatives to the produce we consume as well as
extra packaging. Such shipping, packaging and preservation of our food contribute to
serious environmental and health issues such as global warming, food security and
excessive waste production.

Long transportation distances have been an issue since the start up of
industrialization to the emergence of the global economy and “free trade”. “Corporate
agribusiness manufactures and markets over 95 percent of the food in the United
States”(Mander & Goldsmith, 123). Corporations have a competitive edge because they
have access to capital which facilitates the use of technology that leads to the ability to -
farm large areas. The political arena gives corporations large tax benefits and subsidies
which allow such practices to continue. This corporate advantage led to the
disappearance of 35,000 farms/year in the mid 1990’s. (Mander & Goldsmith, 397)

The current trend in the US food economy is reliant on large-scale farms and
cheap transportation prices, which keeps small farmers constrained to a small percentage
of the market. Within our current food market, farmers only make 35 cents of the food
dollar spent in the grocery store; the rest of the money goes to shipping and packaging.
The food market is not only detrimental to our environmental health but also to farmer’s
livelihoods as well.

With our oil supply declining and transportation prices in turn increasing, our
economy must take another path. Relocalization of our food economy will help reduce
the transportation that is currently causing environmental and health issues.
Relocalization will also rejuvenate the socioeconomic status of rural and small-scale
farmers that have currently been held down by our current food market.

There are socially pre-adaptive movements currently gaining momentum in our
community that will help build resiliency in our local systems. These programs help
build ties between small farmers, ranchers, local producers, and local merchants. A few
good examples of re-localization type organizations here in Northern California are
CAFF (Community Alliance with Family Farmers), NCGA (North Coast Growers’
Association), and Humboldt Grassfed Beef.

CAFF was founded in Yolo County, California in 1978. They are a California
based organization with a mission supporting the movement of rural and urban people
associated with family-scale agriculture. The Humboldt chapter of CAFF was formed in
2006. They help create ties between small farmers/ranchers and local buyers in a variety
of ways, including their Farm-to-School program, Buy Fresh Buy Local campaign, and
the Growers’ Collaborative. The Farm-to-School program works to help in distribution,
specifically to supply local schools with efficient distribution from local small-scale



farms (Humboldt State University recently signed on to this program). The Buy Fresh
Buy Local campaign works to strengthen regional markets for family farms and promote
localization, by connecting farmers to markets and the community with local food.
(www.caff.org)

NCGA was started in 1979 by a small group of farmers. As one of California’s
first Certified Farmers’ Markets, they now have over 90 members throughout Humboldt
County. Providing awareness and availability of locally produced goods to the
community definitely helps build social resiliency. (www.humfarm.org).

Humboldt Grassfed Beef is a co-op of ranchers that was founded in 1998.
Humboldt County has a long feed season and ideal natural pastureland for producing
quality grass-fed cattle. By raising, butchering, and distributing quality local beef, this
organization helps maintain a more localized economy.
(www.humboldtgrassfedbeef.com)

In addition to the current movements in Humboldt County, there have been
similar studies and efforts taken in other parts of the United States. A study from
Colorado State University looks at the methods for “connecting farmers with food service
buyers (for restaurants and institutions) in Colorado” (Starr et al). Where farmers
markets and CSA’s are doing well across the country, this link between farmers and
restaurants is “one of the less-developed areas of the local food system” (Starr et al).
This study found through a telephone interviews that Colorado restaurants were
interested in quality, freshness, and specialty product. They concluded that the buyers
were “not aware of the higher quality” local farmers could provide and that it is a “clear
opportunity for farmers to ‘show buyers the goods’” Starr et al). Their final
recommendation on encouraging restaurants to switch to local goods was to promote the
local food idea through a transitional process instead of a total commitment. This
transition could include integrating a few local products into the menu, buying a few
local products year around or adding on a year around menu item made solely from local
products (Starr et al).

The Leopold Center for Sustainable Agriculture looks at this problem of bringing
food distributers and farmers together in lowa. They acknowledge that the demand for
local produce is increasing, but the distribution system in place still relies on out of
region supplies. This project’s focus was on the question, “What will it take to bring
small and midsize producers together with retail and food distributors”
(www.leopold.iastate.edu)? From the interviews performed they found that consistency
and predictability were important factors for customers. They also found that producers
would benefit from contacting individual customers to learn how their products match up
with the customers’ preferences (www.leopold.iastate.edu). The key message we can
take from this project is that creating links between farmers and restaurants is
communicating the wants and needs of the restaurants and product availability of the
local farmers.

The United States food market is quite detrimental to our environment, as well as
the health and economic welfare of small farms. A push to relocalization will combat all '
of these issues. Many organizations and movements have already been established to help
ease the transition into a local food market, such as farmer’s markets and CSA’s. In
addition there have also been many successful efforts by companies to supply food
products in a local market, such as Humboldt Grassfed Beef. There is still much to do to



connect local food suppliers with local food buyers and our project will help to strengthen
this link.
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Goals/Objectives:

e Find sources of potential demand from all local restaurants

e Communicate demand for local produce local farmers.



Brainstorm of Possible Solutions:

Phase 1
Objective: Find sources of potential demand from all local restaurants-

o Survey Restaurants
Excel Sheet of Buyers/ Info

Schools
Prisons
Hospitals

¢ 0 0 0 O

Arcata
o Eureka

Solution

Pros

Cons

Work with HSU food
programs

Easy access

Already has a program
started

Hospitals and Prisons

Large facilities

Possible they don’t want
to/cannot participate

Eureka Restaurants

(Survey)

Large # of restaurants

Talbig of an area for our
resources

Arcata Restaurants

(Survey)

Manageable number

Possibly diverse data

Smaller # of restaurants

To find the possible demand we decided to survey all of the restaurants in Arcata.
We will tabulate this information in spreadsheet form to present for the next

phase.

Phase 2
Objective: Communicate demand for local produce to local farmers.

o Networking websites ---- Already started

O 0 ©C

Lists of available agriculture products
Agreement Contracts ----- not enough time, resources
Send out letters to farmers with survey results ---- don’t feel that it would

be as effective without CAFF’s backing

Ag tourism

© 0 O O

Mapping of distribution/ Farms.

Distribution warchouse --- out of our reach
Ranchers --- A good example of a local market (Humboldt grass fed beef)




o Restaurant level CSA ---- Out of our reach

o Meeting/ event where buyer and sellers can exchange info. ---- Not
enough time resources (Could put this in our suggestions to CAFF)

o Political/legislative measures --- To lengthy

o Tabulate Data and present findings and recommendations to CAFF

Reasons for decision
- Due to our limited time and resources we decided that tabulating and

presenting our findings to CAFF would be our most effective solution.



Implementation Strategy:

Sixty restaurants in Arcata, CA were chosen to survey (see appendix A). A brief one-
page survey is to be handed out to each of the sixty restaurants starting March 25. The
survey (see appendix B) was designed to be brief five minute surveys of the restaurants
total produce demand and the percentage of which they currently purchase locally when
in season. The surveys will then be collected between April 1 and April 13. They will be
analyzed and transformed into a readable report to communicate primarily with CAFF,
the Community Alliance of Family Farmers.

Survey Distribution:

The restaurants were divided between the three group members by their location in
Arcata. Jacob distributed the survey to the restaurants located in the northern part of
Arcata. Jaqui distributed the survey to restaurants located in the downtown area. Ben
distributed the survey to the restaurants located on Guinitoli Lane, Samoa Blvd and the
other restaurants located in Arcata that were not accounted for. One week was allotted
for distribution and three weeks were allotted to pick up the surveys (see appendix C).

Data Analysis:
The group members together will compile all of the information found by the surveys in

graphical and spreadsheet form (see appendices D-F). April 320"

Communicate Findings with CAFF:

The analyzed findings from the survey will be communicated with two representatives
from CAFF in a meeting. The strength and weaknesses of the data will be discussed as
well as possible implementation strategies of Phase II. Meeting Time: April 21%, 2009

Publication of research:

Outreach Program:

The Buy Fresh Buy Local Campaign will be contacting the 13 restaurants that requested a
farm referral list. This will happen by June 2009.

The farms that have signed up for the Farm to Institution programs will be immediately
contacted with the demand compiled from the twenty-one restaurants that would like to
buy from local farmers. The preliminary presentations will occur at the end of April,
2009 by Melanie Patrick of CAFF. Throughout the growing season, additional farms will
be given the restaurant demand information as they sign up to work with CAFF. The
demand information will continue to be distributed to farms until Local Food Month,
September, 2009,

*For more detail on timetable see appendix H and L.



Monitoring and Evaluation Plan:

Goal: Find sources of potential demand from all local restaurants
The sources of potential demand were found using survey data. See implementation plan
for details of monitoring and evaluation plan.

Goal: Communicate demand for local produce to local farmers.

The data collected in the first phase of our project, the potential sources of local demand,
will be used by the Buy Fresh Buy Local program and will help facilitate communication
between the restaurants that would like to buy more local goods and local farmers (See
Appendix G).

Evaluation: :

The Community Alliance of Family Farmers will remain in contact with local restaurants
and farmers. Monitoring and evaluation of the communication of demand for local
produce is built into the Buy Fresh Buy Local program because the program is dependent
on grant funding. The grant renewal process for the Buy Fresh Buy Local program
requires an annual follow-up of total local food sales.

Melanie Patrick, the Humboldt Market Development Coordinator for CAFF compiles the
data and writes the evaluation report for the grant renewal. Restaurants that are working
within the Buy Fresh Buy Local project submit summaries of total local food sales, as an
indirect indicator of the changing amount of local food each restaurant purchases from
local farms. The increase in communicated demand is shown by the increase of local
food sales.

Monitoring:

The amount of farms that received the restaurant data will be calculated at the end of the
Buy Fresh Buy Local Campaign in September, 2009. Melanie Patrick of CAFF will have
a list of the total number of farms that received the information.



Results:
The following section lists and analyzes the results from the nitial suweymg and final
publication and distributions of the findings.

Survey Results:

Out of the sixty restaurants surveyed, twenty-eight responded (see appendix C). We had a
47% respondent rate.

Of the twenty-eight responses:

21 showed interest in buying more local products.

13 asked for a referral list of local farmers that could cater to their needs.

The restaurants that did not show interest in buying locally had common reasons of why
they will not buy locally:

e Local food is too expensive compared to the food they currently buy

e Customers to the restaurant did not want to pay the extra cost

e They use a distribution company that orders all of their food for them

e They did not want to change between their current distributor and local farmers

seasonally
e The seasonal availability of local produce made placing orders less convenient

Primary reasons why a restaurant did not fill out or return the survey:
e [t was lost ;
e The owner did not receive it
e The owner was unavailable for surveying
e The survey was filled out, but the staff could not find it
e The hours of the restaurant and the available hours of the students did not match
e The restaurant did not want to release the information

Collected information:

The data compiled in the survey portrayed the 1ep01ted total amount of certain produce
that all twenty-eight respondent restaurants bought locally and non-locally (see appendix
E).

During the growing season the restaurants purchased an average of 62% of their produce
locally (see appendix D).

When making an estimated year round percentage of local food usage, the restaurants
generally assumed that the percent of local food they bought was much lower than the
data assumes. The range of reported percentage purchased local was from 0% - 100%.
Certain restaurants said they purchased 20% local in the winter, and 75% in the summer.
Other restaurants claimed they purchased 50% of their produce locally year round. The
mean percentage found within the twenty-eight surveys was 20%.

There were obvious inconsistencies in reporting estimates, which can be explained by
inefficient surveying methods and inaccurate reporting by the restaurants. This
percentage is high because much of the data compiled from the restaurants was only
about their local purchases and they left the amount they purchased non-locally out. The
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survey was interpreted differently by each person who filled it out, some just shared the
amount of local produce they purchases while others explained how much they purchase
generally, no matter where the produce is from as well as how much they purchased
locally. The high percentage of local produce purchase found through the data is found to
be too high due to the inconsistencies in interpreting the survey.

The following graph (appendix D) breaks down the amount of each product the
restaurants were asked about, and shows how much of the product is purchased generally
and the amount that is purchased locally.

Distribution of Information:

The information and data found through the survey process was compiled and presented
to the Community Alliance of Family Farmers. Through the CAFF organization, the
restaurants that requested additional information about the availability of local farms will
receive it and farmers will become more aware of the local demand for their project.

A campaign called “Buy Fresh Buy Local” is currently on its first round of
implementation, the basic restaurant outreach program. The 13 restaurants that requested
referral lists to farms will be contacted with this campaign in order to link the restaurants
up to local farmers. The restaurant outreach program is only one part of a wide spanning
campaign that includes farmers, retailers and community members. See appendix G for
more information about the campaign.

The demand data from the 21 restaurants that expressed interest in buying more local
products was compiled into a chart (see appendix E) that has been passed on to CAFF,
which will be passed on to local farmers. This chart shows the total demand of certain
produce products that restaurants use. It communicates the types of products restaurants
in Arcata use as well as the quantity of these products. This data has not been available to
local farmers in the past, but now a percentage of the information is available because of
this survey and cooperation with CAFF.
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Conclusion:

The problem we described was that there is a need to compile an estimate of local
produce market needs within Humboldt County restaurants, to facilitate market
awareness for local small farmers to increase their share of those potential markets. We
met the project’s objectives to find local demand and communicate potential demand to
farmers by surveying Arcata restaurants and compiling the information into documents
that we shared with the Community Alliance of Family Farmers (CAFF). CAFF then
used this information to communicate demand to local farmers. In addition, CAFF
contacted the 21 interested restaurants with the Buy Fresh Buy Local campaign
information. This campaign directly links farmers with the restaurants in accordance with

‘their produce needs. Communicating local demand to local farmers is a large objective to
complete, and this project help spread useful knowledge. Additional projects and
continuing efforts from CAFF will help to increase market awareness between farmers
and local buyers.

What We Learned:

This project has taught us many things about data collection and local food
markets. Surveying has proven to be a very difficult task. If we were to do it again we
would change our collection processes. We picked up the surveys exactly where we
dropped them off, which worked in certain cases but in other circumstances the surveys
were lost or put somewhere that staff was not able to find. In other situations, the
restaurant owners were not physically at the restaurant at any specific time. This made it
difficult to get the survey to a person who was qualified to fill it out. If the owner did fill
it out, it was difficult for them to return the survey to the restaurant for us to pick up. For
hard to reach owners it would have been better if we left a self addressed stamped
envelope so that the owner would be able to return the survey more directly. The way we
split up the surveys for distribution between the group members was based on geographic
location. In retrospect, it would have been more efficient if restaurants were also split up
by their hours of operations. When one group member had restaurants to contact that
were only open for lunch and then had to contact restaurants that opened at 5, it proved to
be very time consuming.

In addition to survey distribution changes, the way the survey was designed
would be changed as well. What we thought was a straight-forward quick survey turned
out to be widely opened to subjective interpretation. Some restaurants filled out the
survey correctly but others only recorded their local produce demand, not their total
produce demand. There were four questions in addition to the table we asked the
restaurants to fill out. Many restaurants filled out the table but did not answer the
questions. If this project was to be done again, all four questions would be grouped
together and the font would be much larger so the questions would be more apparent to
the reader. The process of surveying restaurants was much more complex than expected.
In evaluating the results that were returned, many alterations to the design, wording and
distribution of the surveys would need to occur.

Overall, working with an organization has its upsides and downsides. The upside
is that what ever efforts are put forth by the individual project, the efforts will be
continued through the organizations work. However small the project is, it is contributing
to a much larger whole. The downside is that there is a very limited and structured
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contribution an organization requires. Since the organization generally has the decision
making power, creativity is less important than definite necessity. There are limitations
for what projects one is able to contribute to the organization.

Future Projects:

Looking back at the results and responses that the restaurants offered us, it seems
more areas of the market can be explored to promote the local food economy. Many
restaurants were worried about having to pay extra for local produce and in turn raising
the prices of the meals they offer to customers. A public outreach campaign may make
consumer awareness a useful tool to promote buying local produce. If customers are
willing to pay more, restaurants are willing to buy more locally. Also, many local
restaurants get their produce from local distribution companies that are reliable and
convenient, If these local distribution companies were targeted and asked to start
distributing local produce when available, it would be more convenient and available for
restaurants to purchase the local products. There are many different stakeholders in the
local food economy, targeting consumers and/or distribution companies would increase
the total amount of local produce consumed locally.
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P\esmurmc Contoct LSt

Name Phone Number Address Contact Best Time

3 Foods Café 822-9474 835J St

Abruzzi 826-2345 780 7th St

Agogo 601-1000 H St Kalindi Rogers Tue & Fri 11-3
Alibi 822-3731 744 9th St Judd Starks Fri 2-6
Arcata Pizza & Deli 822-4650 1057 H St

Big Blue 826-7578 846 G St Jeff 1-3pm
Blondies 822-3453 LKWood Blvd Johanna/Darren 4:30pm
Big Pete's 826-1890 1504 G St Pete Scott 10am
Blue Max Pizza 822-4841 1116 11th St

Bon Boniere 822-6388 791 8th St

Café Brio 822-5922 791G St Serge 10am-2pm
Carls Jr 822-9058 4900 Vally West Blvd

Carmela's 822-5200 1288 G St

Chan's 822-3922 359 G St

Coffee Break 825-6685 700 Bayside Rd Carlos

Crosswinds 826-2133 860 10th St

Don's Donuts 822-6465 933 H St Kim

Fiesta Café 822-5820 850 Crescent Way Fernando Cabrera Mon-Sat 10:30-8pm
Folle Douce 822-1042 1551 G St Peter Jones

Fortune 822-3993 1390 G St

Golden Harvest 822-2990 1062 G St

Hey Juans 822-1549 1642 G St Stormy McMakin leave message
Hole in the Wall 822-7407 590 G St Cori Ball M-F 9-11am
Humboldt Yogurt

Humbrews 826-2739 856 10th St Brain Gibson M-F 10-5pm
Hunan 822-0277 752 18th St

Japhie's 826-2594 1563 G St Josh

Jambalaya 822 4766 915 H St Aaron Richie Tues 3-9
Kebab Café 826-2121 5000 Valley West Blvd

La Barca

La Trattoria 822-6102 30 SunnyBrae Ctr

Live From New York  [822-6199 670 9th St Mark Noma

Los Bagels 822-3483 ext307 1085 1 5t Ste 101 Bill Prescott

Luzmilla's 822-5100 5000 Valley West Blvd

Mazzotti's 822-1900 773 8th St Graham Miller afternoon
Moonstone Grill 677-3106 100 Moonstone Grill Rd Colin Wed-Sun 9-4
Mosco's 622-2275 Chelsea Dove Tue/Wed/Fri 11-6
Muddy Waters

Oriental buffet 822-2286 5000 Valley West Blvd Mike Zhao 1lam-7pm
Pacific Rim 826-7604 102115t Ryan Hayes 4pm-on
Papa Murphy's 822-6220 600 F St

Philly Cheese Steak  [825-7400 1811 G St

Porter St BBQ 826-7304 665 Samoa Blvd. Scott Mon-Th 10:30-3:30
Plaza Grill 826-0860 Jacoby's Storehouse Josh Wiley before Spm
Que Grande 362-0876 K & 7th Joe 9-5pm
Redwood Yogurt 826-7677 1573 G St




Rentata's Creperie 825-8783 1030 G St

Rico's 826-2572 686 F St

Rita's Margaritas 822-1010 855 8th St

Round Table 822-5158 5000 Valley West Blvd

Smug's Pizza 822-1927 1034 G St Rachael Mae Mon-Sat 3-4
Stars 826-1379 1535 G St.

Subway 822-0155 11731G St

Sushi Spot 822-1221 670 9th St

Tomo 822-1414 708 9th St

Tranquilitea 822-0153 1540 G St

V&N Burger 822-4997 4601 5t

Village pantry 822-6141 5000 Valley West Blvd

Wildflower Café 822-0360 1064 G St Partick Quinn Fri-Tues
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Local Food Survey

HSU Env. Sci. Department

2/27/2009
Jacob (jrp35@humboldt.edu), Jaqui (jis53@humboldt.edu), Ben (bcc23@humboldt.edu)

Hello,
Thank you for taking the time to look over this local-food survey. With increasing energy

constraints, the importance of developing local food markets is essential. There is a need to
compile an estimate of local produce market needs within Humboldt county restaurants, to
facilitate market awareness for local small farmers and help them increase their share of those
potential markets. We hope that with this survey, you and other restaurant managers in Arcata
will help strengthen our local markets through awareness and community ties. Please fill out this
survey and we will come back in about a week to collect it (if more time is needed or you have
any questions, please fill free to e-mail one of us).

Thanks again,

Jacob, Jaqui, and Ben




Survey

1) About what percentage of your produce purchase are local?

Local Food Survey

2) Would you be willing to buy more local food if it was available? Yes/No

Please fill in an estimate of average # cases/week of products that you normally purchase
from April to November: '

PER WEEK LOCAL PRODUCT
Lettuce 24 ctlcs YES NO
Spinach 24 ct/cs YES NO
Mixed Greens 24 ctlcs YES NO
Basil, specialty herbs | Bunch YES NO
Broccoli 20%#/cs YES NO
Bok Choy 30#/cs YES NO
Brussel Sprouts 20 Ib box YES NO
Cabbage 40# box YES NO -
Carrots 15#/cs YES NO
Cauliflower 20#/cs YES NO
Cucumbers - green 36 ct/cs YES NO
Cucumbers - lemon 36 ctlcs YES NO
Green Beans 30# YES NO
Squash, zucchini 20Ib/cs YES NO
Squash, yellow 20Ib/cs YES NO
Wax beans 20#/cs YES NO
Mushrooms 5 Ib/flat YES NO
Onions 20#/cs YES NO
Parsley 6 bunches YES NO
Cilantro 6 bunches YES NO
Peppers - Red 20#/cs YES NO
Tomatoes - Heirloom | 10#/cs YES NO
Tomatoes - Sun Gold | 12#/cs YES NO
Potatoes - Yukon 50# box YES NO
Fruit YES NO
Apples 30# YES NO
5-8# Watermelon Full bins YES NO
Strawberries Y2 flat YES NO

3) Do you want a referral list to local farms to help you purchase locally?
4) Are you aware of www.caff.org/humboldt ?

Name of Restaurant:

Kitchen Manager/ Buyer:

Phone

Fax

Email

Best time to contact: day

hours
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Local Food Survey

Survey _
1) About what percentage of your produce purchasc are local? _’@%é’

2) Would you be willing to buy more local food if it was available? Yes/No

Please fill in an estimate of average # cases/week of produects that you normally purchase

from April to November:

PER WEEK LOCAL PRODUCT

Lettuce 24 ctlcs (YES) | NO
Spinach 24 clics (YESH NO
Mixed Greens 24 ct/cs (YES) NO
Basil, specialty herbs | Bunch (YES, NO
Broccoli 20#cs YES (NO )
Bok Choy 30#/cs B YES NO
Brussel Sprouts 20 Ib box YES, | NO
Cabbage 40# box LYES® NO
Carrots 15#/cs \XES.) NO
Cauliflower 20#/cs B YES (NO.~
Cucumbers - gréen 36 ct/cs YES (NO)
Cucumbers - lemon 36 ct/cs (YES .| NO
Green Beans 30%# YES) NO |
Squash, zucchini 20Ib/cs YES QNOY
Squash, yellow 20lb/cs YES (NOy
Wax beans 20#/cs YES (NOY
Mushrooms 5 Ib/flat XES) NO
Onions 20#/cs | <YES) NO
Parsley 6 bunches o (YES D> NO

| Cilantro 6 bunches CYES™ NO
Peppers - Red 20#/cs C YES NO
Tomatoes - Heirloom | 10#/cs ] YES) NO
Tomatoes - Sun Gold | 12#/cs = (YES) NO
Potatoes - Yukon 50# box i YES> NO
Fruit - B YES NO |
Appies 30# - - (YESy NO

| 5-8#Watermelon | Fullbins | YES | (NOJ
Strawberries veflat | B (YES )| NO |

3) Do you want a referral list to local farms to help vou purchasce locally?

4)  Arc you awarc of www.callorg/humboldt ? ot
b= 3 7

Name of Restaurant: ol e \Weve.C
- - N N\
Kitchen Manager/ Buyer:  ¥retl2v )
Phone "207¢ @ ¢ V28T o
Best time to contact: day ~ _howrs
~> & \'!
Cyes, — Sk

! -l !/s\\- i')c)

i P

R RIAL DN

Fax - Email

\
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Survey S&@ [",\c,gj—z\ ér"//

1) About what pcreentage of your produce purchase are local?
2) Would you be willing to buy more local food if it was available? Yes/No

Please fill in an estimate of average # cases/week of products that you normally purchase
from April to November:

PER WEEK LOCAL PRODUCT
Lettuce 24 clfcs YES NO
Spinach 24 ctlcs YES NO
Mixed Greens 24 ctlcs YES NO
Basil, specialty herbs | Bunch YES NO
Broccaoli 20#lcs YES NO
Bok Choy 30#t/cs YES NO
Brussel Sprouts 20 |b box YES NO
Cabbage 40# box ) YES NO
Carrots 15#/cs ] YES NO
Cauliflower 20#/cs YES NO
Cucumbers - green 36 ct/cs YES NO
Cucumbers - lemon 36 ct/cs YES NO
Green Beans 30# YES NO
Squash, zucchini 20lb/cs YES NO
Squash, yellow 20Ib/cs YES NO
Wax beans 20#/cs YES NO
Mushrooms 5 Ibfflat YES NO
Onions | | 20#cs . ~_YES NO
Parsley - 6 bunches - YES NO
Cilantro - 6 bunches ' YES NO
Peppers - Red 20#/cs YES NO
Tomatoes - Heirloom | 10#/cs YES NO
Tomatoes - Sun Gold | 12#/cs | YES NO
Potatoes - Yukon | 50# box YES NO
Fruit - - YES NO
Apples I ET i YES | NO
5-8# Watermelon Full bins I - YES NO |
| Strawberries [ Vflat - YES NO |

3) Do you want a referral list to local farms to help you purchasce locally?
4y Arc vou aware of www.caflorg/humboldt ?
Name of Restaurant:
Kitchen Manager’ Buyer:
Phone Fax. - Emuail i

~ hours

Best time to contact: day




CMaNTEgaL &S
Wbl
O{QWF’ Local Food Survey

WW With increasing energy constraints, the importance of developing local food markets is
essential. There is a need to compile an estimate of local produce market needs within

Humboldt county restaurants, to facilitate market awareness for local small farmers to

increase their share of those potential markets.

Survey wienN H\( §€=A§(DN/ W

BoadsiNe My X 1) About what percentage of your produce purchase are local?

'] ¢ My : (t
PR"% AL )0 2) Would you be willing to buy more local food if'was availablk 2/¥ed/No- W@%\";
,5?' MDH’ Ple‘ase fill in an estjmate of ave1'a%e # cases/week of products that you normally Hdﬁ?/mz_D
¢ purchase from April to November: PE'ZR—WEEK LOCAL PRODUCT
.o | Lettuce, romaine 24ctcs - - | - ] | _NO
gllb%g%‘"; Lettuce, red butter 24 ¢tics \~ 7 NO LZE F_s
O Lettuce, red oak 24 ctics e ves | No | ROMANERLCA
Basil, specialty herbs | Bunch * NO
Broccoli 20#/cs ] : NO \ra\ﬂ\[‘ﬁ
/ Bok Choy 30#/cs e YES NO Ck
WINTEE Brussel Sprouts 20 Ib box P YES | NO JPM"(P’GND
GQ.M'S%—\- Cabbage, Red 404# box % NO 316 \/’Vs
Cabbage, Green 40# box 2 /| NO
bl VLONG - ower 20#ics =5 = o | POOVAND
PelS Cucumbers- green 36 ct/cs i NO \‘J@((,bf H}W_,T
WW%“’ Cucumbers- lemon 36 ct/cs /. % NO
Green Beans 30# . / i NO W‘D
Squash, zucchini 20lb/cs g3 (33 NO
2 MFF Squash, yellow 20lblcs 7 P YEY | NO w PAN
M A S Wax beans 20#/cs L YES | NO
— | Parsley, cilantro 6 bunches 21/ - % NO %’@/‘—M
tt Mﬁ Peppers-grees=(ZED | 20#/cs 7\ ’ NO .26.P
RE Tomatoes 8% 1= s NO \-\'TF'
SUEAISD Tomatoes - rageet@rTy | SUN GALDS  [2pT \ 5 NO
- Nl Potatoes~sed-YJ)26 N 50# box v | 2 EQ| NO
NGE Fruit | YES | NO
WE}{ Apples - Gala | 30# ~ |\ Y, NO
M@‘ Apples - Mclntosh 30# s ‘ Y NO
o BS/ Apples - Golden 30# A/ ‘[ : 'NO
AN Kiwis- Organic 10Ib ~ % “NO
NEARS [ 5-8# Watermelon Full bins ~nN L YESo | NO
Strawberries _ ¥ flat N YES) | NO

?@S\MONS{cmwws | e e

WOLWQE 3) Do you want a referral list to local farms to help you purchase locally?
eS 4) Are you aware of www.caff.org/humboldt ?
*\ Name of Restaurant: PN S TNE L
i\ %Kitchen Manager/ Buyer: ColL Il N
w0 Phone_ 677 3I0b Fax 8205l  Email
Best time to contact: Y=—#&| day W —v hours

LACINKAD aE é\--_-_r....\/‘}\___m -



Local Food Survey

Survey
1) About what percentage of your produce purchase are local?

2) Would you be willing to buy more local food if it was availableo

Please fill in an estimate of average # cases/week of products that you normally purchase
from April to November: ‘ '

eus
T YAY €S by

LOCATL PRODUCT

eV

PER WEEK |
Lettuce 24 ctics qES° | CNO> ‘
Spinach 24 ct/cs CYES— @ M,h,v‘”
Mixed Greens 24 ct/cs % CNQ° b o |
Basil, specialty herbs | Bunch ) | cNO> _,é'oﬂMM ‘
Broccoli 20#/cs YES NO
Bok Choy 30#/cs YES NO
Brussel Sprouts 20 Ib box YES NO
Cabbage 407 box YES NO
Carrots 15#/cs YES NO
Cauliflower 20#/cs YES NO
Cucumbers - green 36 ct/cs YES CEQD
Cucumbers - lemon 36 ct/cs YES NO
Green Beans 30# YES NO
Squash, zucchini 20lb/cs YES NO
Squash, yellow 20lb/cs YES NO
Wax beans 20#/cs YES NO
Mushrooms 5 Ib/flat YES (—NG>
Onions 20#/cs YES -~ NO>
Parsley 6 bunches - YES NO
Cilantro 6 bunches YES &0
Peppers - Red 20#/cs YES /N0
Tomatoes - Heirloom | 10#/cs YES 0D
Tomatoes - Sun Gold | 12#/cs YES NO
Potatoes - Yukon 507 box _YES NO
Fruit ' ( YESO NO
Apples 30# ZYES NO
5-8# Watermelon Full bins “YES NO
Strawberries V2 flat YES NO

3) Do you want a referral list to local farms to help you purchase locally?

4) Are you aware of www.caff.org/humboldt %=— )/,e, < ' :
Name of Restaurant: Les WBAG-e2-5 W‘J
1 VMJ

Kitchen Manager/ Buyer: S
S0 4 Email

Phone Fax
Best time to contact: day hours
) o (Jo%
/wocp(v Hueklederrtd |
NS
P o OTHET ol

gex Norg ON BAJA :]/
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Local Food Survey TVLX - )Q Q\-n '

Survey
1) About what percentage of your produce purchase are local? 20 A (o) Sk

2) Would you be willing to buy more local food if it was available?@ és 0

Please fill in an estimate of average # cases/week of products that you normally purchase
from April to November:

4 PER WEEK LOCAL PRODUCT
\* \N Lettuce 24 ct/cs S YES (¢
[ Spinach 24 ctics 2 (YES™ NO
asil, specialty herbs | Bunch [D (ﬂ??) NO
“‘ ‘\%roccoli 20i#lcs 2~ CYES> NO
& Bok Choy 30#lcs e YES NO
(\ Brussel Sprouts 20 Ib box YES NO
s‘ Cabbage, Red 407 box YES NO
‘l\\ ‘.J Cabbage, Green 404 box — YES NO
Cauliflower 20#/cs 2. JYESS NO
& Cucumbers - green 36 ct/cs %8 (YESy NO
\\“ “ Cucumbers - lemon 36 ct/cs et YES NO
‘\\* Green Beans 30# e YES NO
WP \» Squash, zucchini 20lb/cs 2 (YES > NO
\)“ | Squash, yellow 20Ib/cs e YES NO
| o ‘ ) 3 Wax beans 204t/cs b YES NO
\ Parsley 6 bunches A YES> NO
g“"’ * Cilantro 6 bunches T YES NO
0" Peppers - Red 20itcs \ YES NO
o Tomatoes - Heirloom | 10#/cs YES NO
\j Tomatoes - Sun Gold | 124#/cs H MES> NO
Potatoes - Yukon 504# box YES NO
Fruit YES NO
Apples - Gala 30# YES NO
Apples - Mcintosh 30i# YES NO
Apples - Golden 30# YES NO
Kiwis- Organic 10lb YES NO
5-8# Watermelon Full bins YES NO
Strawberries 2 flat YES NO

3) Do you want a referral list to local farms to help you purchase locally? \/&6
4) Are you aware of www.caff.org/humboldt ? T weA movo
Name of Restaurant: A AZ 2T\ S
Kitchen Manager/ Buyer: o A /{/l At
Phone (757) §12-44¢G% Fax_ B2 oo Email f%m‘i\cw‘v”ﬂ\n@f‘ ro& hormad l.co
Best time to contact: day Wheseve  hours AFTR rges




Survey

)

2) Would you be willing to buy more local food if it was available? ()No wi W

Wedng 134a,>(

Local Food Survey

About what percentage of your produce purchase are local? 3(

rr)(

-gp‘\ n.-'\c‘)iw Q

\ '}b "‘ vS [ |(b\ "9' o 1\\0

Please fill in an estimate of average # cases/week of products that you normally purchase
from April to November:

PER WEEK LOCAL PRODUCT
Lettuce 24 ctlcs 2N YES NO)
Spinach 24 clics Y cs YES (NO)
Mixed Greens 24 ct/cs oN YES NO
Basil, specialty herbs | Bunch 3 Vuwches (YESD NO
Broccoli 20#/cs Ve ¢4 YES NGO
Bok Choy 30#/cs ) YES NO
Brussel Sprouts 20 Ib box L YES NO
‘Cabbage 40# box ‘s bow YES (NOD
Carrots 15#lcs Y2 ¢4 YES fﬂﬁj)
Cauliflower 20#lcs T YES
Cucumbers - green 36 ctics Vo e9 {YEs ) NO
Cucumbers - lemon 36 ct/cs o YES NO
Green Beans 30# O YES NO |
Squash, zucchini 20lblcs W es YES /NOY
Squash, yellow 20Ib/cs Y es YES C’NO )
Wax beans 20#/cs N YES NO
Mushrooms 5 Ib/flat | Thad YES (N
Onions 20#/cs R A YES NOD
Parsley 6 bunches o YES NO
Cilantro 6 bunches | Howen YEs ) NO
Peppers - Red 20#/cs vy ¢s (YEs )| NO
Tomatoes - Heirloom | 10#/cs w2 YES: NO
Tomatoes - Sun Gold | 12#/cs W YES NO
Potatoes - Yukon 50# box ) YES (No D
Fruit - YES NO
‘Appies B 30# ) _ Q o YES NO |
5-8# Watermelon | Full b|ns R YES __N‘O 7
lﬁtrawbernes Yoflat o _"_; ok YES £ NO )

3) Do you want a referral hist to local farms to help you purchase locally?

4y Are you aware of www.calf.org/ lmmboch 7

Name of Restaurant:
Kitchen l\/lcllhl“{:h Buver:
Phong gL 2 "51 %]

Best time to contact: (h\_} pidlay

v LA {‘ ) \ c(r’. R\‘

{ \/\J 0 ,), (\
1 \-5 @\\\(‘;—&(—-‘
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A
e v e
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1
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o
o [\ \g“T(\ \ Ut:

o

3@ G \1-”(.’

\ 9(4(‘ (\ﬂll

~

g '\ (') \\f\() "- W t)(\“ 3 (: YOy O ‘ f‘)x‘

'1\\1\-‘1 VARY; \\\{\\“ ) [\U G awW e _} Wy T WA "\ ‘\H"
\ \f) f\ NN !\\’ VS ANeY o e At e e
< . 4 \

, !
['\((’
‘\\‘ f;\r l\(\.‘qfa‘(’r
Peg }'/

e ISYIe (1 . ![(’ ‘(’ C 65 Al

Wt

J



Local Food Survey

Survey
1) About what percentage of your produce purchase arc local? 59

2) Would you be willing to buy more local food if it was available?@o

Pleasc fill in an estimate of average # cases/week of products that you normally purchase
from April to November:

PER WEEK ~_ LOCAL PRODUCT
Lettuce 24 clles YES NO
Spinach 24 clics " YES NO
ixed Greens 24 ctlcs Loven e ecled YES NO
FBasil, specialty herbs | Bunch \O*x YESD . NO
| Broceoli | 20#es N YES NO
Bok Choy 30#cs YES NO
| Brussel Sprouts 20 Ib box YES NO |
Cabbage 40# box I , YES NO |
Carrots 15#/cs ) YES NO
Cauliflower 20#lcs YES NO
Cucumbers - green 36 ct/cs YES NO
Cucumbers - lemon 36 cl/cs _ ] YES NO
Green Beans 30# - B YES NO
Squash, zucchini 20Ib/cs _ SL6 weekl when needed YES NO
Squash, yellow 20lb/cs _ YES NO
Wax beans 20#/cs - YES NO
Mushrooms 5 Ib/flat 1P2Y8 e | YEs NO
Onions 20#/cs - YES NO
Parsley 6 bunches whewn neeched YES NO
| Cilantro 6 bunches B I b YES NO
Peppers - Red 20#t/cs YES NO
Tomatoes - Heirloom | 10#/cs o YES NO
Tomatoes - Sun Gold | 12#/cs YES NO |
Potatoe_s; - Yukon 50# box o YES NO
Fruit S | YES NO
Apples 30# YES NO
oe8f Watermelon | Fullems |1 YES | NO |
Stawberdes Y[ | YES | NO

3) Do vou want a referrel list to local farms to help you purchase locally?
4y Arc you aware of www.caff.org/humboldt ?
Name of Restaurant: 7\\ vmotd) PRews
Iitchen Manager/ Buyer: @88 Deaaa et
Fhone G2 2738 ~Fax Sgde VD)% o HmnT_%\bb\()gi&@_ﬁ\qm‘rmemA s v
Best time to contact: day_ W\ - ~ hours \O — 5 -

e woowtd\ \ove Yo Contin moRe \oc\ - i-)”‘('-‘-(ﬂ\\’“e-*

ot The corteont coar of sar produdis  nees
Fa’-’(\wo\ us Yo ot el e WneY we HPLn rf\
@ e camop and otie \aez) grocers,



[ocal Food Survey

Survey
1) About what percentage of your produce purchase are local? %0

2) Would you be willing to buy more local food if it was available(‘? Yé}VNo

Please fill in an estimate of average # cases/week of products that you normally purchase
from April to November:

- ~_PER WEEK LOCAL PRODUCT
Lettuce 24 ct/cs L Cene YES Ao ) |
Spinach 24 ctlcs P YES NO
Mixed Greens 24 ct/cs — YES NO
Basil, specialty herbs | Bunch S YES NO
Broccoli 20#cs Ve tD~e ZHESY NO
Bok Choy 30#/cs I YES NO |
Brussel Sprouts 20 Ib box e YES NO
Cabbage 40# box _ R YES ~_NO
Carrots 15#cs 2.6 Vihe (YESH NO
Cauliflower 20#/cs | — YES NO
Cucumbers - green 36 ctics _ e YES NO
Cucumbers - lemon 36 ctics — YES NO
Green Beans 30# B = YES NO
Squash, zucchini 20Ib/cs -— YES NO
Squash, yellow | 20Iblcs Vi s CYESD NO
Wax beans 20#/cs — YES NO
Mushrooms 5 Ib/flat 2N N\a - (YER) NO
Onions 20#/cs 7 2 N YES CNO )
Parsley 6 bunches . = YES NO
Cilantro 6 bunches 29 \oudelnts YES WNO D
Peppers - Red 20#/cs " YES NO
Tomatoes - Heirloom | 10#/cs - YES CNOO
Tomatoes - Sun Gold | 12#/cs B —_— YES NO
Potatoes - Yukon 50# box Yo \ o5 | _YES | £FNO™
| Fruit g YES. NO
| Apples _ 30# — e YES | NO
5-8# Watermelon Full bins 7 e B ~YES | NO
S_Qrawberrieg_ 7 | Ve flat o it - J(ES ~ _NO

3) Do you want a referral list to local farms to help you purchase locally? 0 %
4y Are you aware of www.calf.org/humboldt ?
Name of Restaurant: = Qu¢ _ Craade
Kitchen Manager/ Buyver: Jec¢
PhoneQoP Sp o He Fax S _Email ¢ ridheighds oyl @ -L((x/'kd‘f' aa ¥
Best ime to contact: day >(7 hows 4.9



Survey

Local Food Survey

1) About what percentage of your produce purchase are local? Juat Baast ot

2) Would you be willing to buy more local food if it was available? No

Please fill in an estimate of average # cases/week of products that you normally purchase
from April to November:

3) Do you want a referral list to local tarms to help you purchase locally”

4) Arc you awarc of www.call mw‘htholdl 7" NoOW I ‘amn .

%_) f\)\ Qm)r\e/\ Mae /Mike

Nanme of Restaurant: Sm
Katchen Manager/ Buver:
Fhone

fest time to contact: day

FOr =822 -142+
) ,D__O_"\L(_)O hours

M

Email

JV\D_I&:_ SoA” |

PER WEEK LOCAL PRODUCT
Lettuce 24 ctlcs or YES NO
Spinach 24 clics ) YES (NO )
Mixed Greens 24 ctlcs = YES NO
Basil, specialty herbs | Bunch 26 < H2. buvhe CYESD NO
Broccoli 20#/cs & YES NO |
Bok Choy 30#/cs = YES NO
Brussel Sprouts 20 Ib box & YES NO
Cabbage 401 box Vg YES NO
Carrots 15#/cs (= YES NO
Cauliflower 20ft/cs = YES NO
Cucumbers - green 36 cl/cs y=2 YES NO |
Cucumbers - lemon 36 ctlcs Sr YES NO
Green Beans 30# = YES NO |
Squash, zucchini 20Ib/cs & YES NO
| Squash, yellow 20Ib/cs =5 YES NO |
Wax beans 20#cs y=a YES NO
Mushrooms 5 Ib/flat H YES NO
Onions 20#/cs 1-9 YES <N
Parsley 6 bunches @’ YES NO
Cilantro 6 bunches o YES NO
Peppers - Red 20#/cs = YES NO
Tomatoes - Heirloom | 10#/cs _ 5-6 YES CNOD |
| Tomatoes - Sun Gold | 12#/cs B = YES NO
| Potatoes - Yukon 504 box & YES NO
Fruit - YES NO
Apples 30# - r=s YES | NO
| 5-8# Watermelon | Full bins B B __g S _ﬁ i,ﬂ) N
| Strawberries A - S YES NO

Qe thanx.




Local Food Survey

Survey
1) About what percentage of your produce purchase are local? 2(7/0

-
2) Would you be willing to buy more local food if it was available?@o

Please fill in an estimate of average # cqseslweek of products that you normally purchase
from April to November: | dod- %\{ Wiy 'cuyls'

) PER WEEK LOCAL PRODUCT
Lettuce 24 ct/cs YES NO
Spinach 24 ct/cs YES NO
Mixed Greens 24 ctlcs YES NO
Basil, specialty herbs | Bunch 2. YES NO
Broccoli 20ft/cs YES NO
Bok Choy 30#/cs YES NO
Brussel Sprouts 20 Ib box YES NO
Cabbage 40# box ) YES NO
Carrots 15#t/cs _ YES NO
Cauliflower 20#/cs YES NO
Cucumbers - green 36 ct/cs YES NO
Cucumbers - lemon 36 ct/cs YES NO
Green Beans 304 7 YES NO
Squash, zucchini 20lb/cs YES NO
Squash, yellow 20lb/cs i YES NO |
Wax beans 20#/cs __YES NO |
Mushrooms 5 Ib/flat ) YES NO
Onions 20#/cs . YES NO
Parsley 6 bunches | YES NO
Cilantro 6 bunches YES NO
Peppers - Red 20#/cs YES NO
Tomatoes - Heirloom | 10#/cs YES NO
Tomatoes - Sun Gold | 12#/cs YES NO
Potatoes - Yukon 50# box YES NO
Fruit ) ) ) ) - YES NO
| Apples | 304 ' - 7 - YES | NO
5-8# Watermelon | Full bins ' | YES | NO
 Strawberries Vaflat T 1 yes | NO

3) Do you want a referral list to local farms to help vou pmch ase locally? j’Q >
4) Arc vou awarc of wwiw.cafforg/humboldt 7 \) O

Name of Restaurant: MQ_’)S

Kitchen Manager! Hn\u ‘<O\\\V\(l ?OJ @\/5

Phonc O 1O~ (600  Fax ~ Email

Best time to contact: day [ #4 \/_“:____ B homs_ R ["9)




Local Food Survey

Survey ‘ 7 ?
1) About what percentage of your produce purchase are local? 1/5 .
2) Would you be willing to buy more local food if it was available? E}egNo

Please fill in an estimate of average # cases/week of products that you normally purchase
from April to November:

PER WEEK LOCAL PRODUCT
Lettuce 24 ctics | YES (NO )
Spinach 24 ctlcs YES NO
Mixed Greens 24 ctlcs YES - NO
Basil, specialty herbs | Bunch _ y P YES (NQ)
Broccoli 20#/cs YES NO
Bok Choy 30#/cs YES NO
Brussel Sprouts 20 Ib box YES NO
Cabbage 40#box YES NO
Carrots 15#/cs YES NO
Cauliflower 20#/cs YES NO
Cucumbers - green 36 ctics YES NO
Cucumbers - lemon 36 ctfcs ' YES NO
Green Beans 30# YES NO
Squash, zucchini 20Ib/cs YES NO
Squash, yellow 20Ib/cs YES NO
Wax beans 20#/cs YES NO
Mushrooms 5 Ib/flat oy YES NO_
Onions 20#/cs % YES (NO
Parsley 6 bunches YES “NO .
Gilantro 6 bunches \ YES No | 7/
Peppers - Red 20#/cs YES NO
Tomatoes - Heirloom | 10#/cs YES NO
Tomatoes - Sun Gold | 12#/cs YES NO
Potatoes - Yukon 507 box ' YES& NO
Fruit YES NO
Apples 30# YES NO
5-8# Watermelon Fullbine | | YES NO |
Strawberries | %:flat . _YES | NO_

3) Do you want a referral list to local farms to help you purchase locally?
4y Arc you aware of www.callTorg'/humboldt ?

Name ol Restaurant: Porter Sx/ B F;U\

IKitchen Manager/ Buver: Scot ‘ N € ' 51
Phone  ¥VLG - vYYo o o Fax H4qh . oled Fmail e t”/L/e' h,) Sudden ‘”l [ e 7
Best time to contact: day M ST hours  [0ito -4 ‘4o fMm

A



Survey

1) About what percentage of your produce purchase are local?

Wed M%c&a/xﬁ/

Local Food Survey

_alb

2) Would you be willing to buy more local food if it was available(@l\lo

Please fill in an estimate of averag

from April to November:

e@feek of products that you normally purchase

PER WEEK LOCAL PRODUCT

Lettuce 24 ctlcs Z YES NO
Spinach 24 ct/cs 2. YES NO
Mixed Greens 24 ct/cs - YES NO
Basil, specialty herbs | Bunch y 3 J T YES NO
Broccoli 20#/cs - YES NO
Bok Choy 30#/cs = YES NO
Brussel Sprouts 20 Ib box YES NO
Cabbage 40# box YES NO
Carrots 15#/cs S YES NO
Cauliflower 20ftlcs i A YES NO
Cucumbers - green 36 ct/cs YES NO

| Cucumbers - lemon 36 ct/cs YES NO
Green Beans 30# YES NO
Squash, zucchini 20lb/cs L YES NO
Squash, yellow 20Ib/cs YES NO
Wax beans 20#/cs - YES NO
Mushrooms 5 Ib/flat b YES NO
Onions (Z0%ycs J YES NO
Parsley 6 bunches j YES NO
Cilantro 6 bunches | YES NO
Peppers - Red | 20#/cs : Fom YES NO
Tomatoes - Heirloom | 10#/cs o & YES NO
Tomatoes - Sun Gold | 12#/cs < 7 - YES NO
Potatoes - Yukon | 50# box ) YES NO
Fruit - YES NO
Apples - 3o# 8 YES NO |
5-8# Watermelon Full bins ] ' L YES NO

| Strawberries 2 flat - 3 e _j’_ES NO |

3) Do you want a referral list to local farms to help you purchase locally? ho 4 l“"“’" “‘ 3 X

4)  Are you awarc ol www.cafl.org'humboldt ?

Name of Restaurant:

Kitchen Manager/ Buver:

Phone 8 Ll - 59}_1,7 _Fax
Best time to contact: day__ Ly L hours___

ye aloedy cone WA oot [ocal vedoy ol ey
o we e Stayoq. |
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L.ocal Food Survey

Survey : &
1) About what percentage of your produce purchasc arc local?

=
2) Would you be willing to buy more local food if it was available? f/})/NO

Please fill in an estimate of average # cases/week of products that you normally purchase
from April to November:

- PER WEEK LOCAL PRODUCT

Lettuce 24 ctfcs ' ] | YES N2
Spinach 24 ctics ) YES
Mixed Greens 24 ctlcs YES NO
Basil, specialty herbs Bunch YES NO
Broccoli 20#/cs £ YES (NO>
Bok Choy 30#/cs ( YES ( NOD
Brussel Sprouts 20 Ib box B YESH NO
Cabbage 40# box 32 (ves’ NO
Carrots 15#/cs o YES @ 1
Cauliflower 20#/cs [ (YES)
Cucumbers - green 36 cllcs D “YES (’D)
Cucumbers - lemon 36 ctics YES
Green Beans 30# = YES (E))
Squash, zucchini 20Ib/cs : YES
Squash, yellow 20Ib/cs ' YES NO
Wax beans 20#/cs YES NO.
Mushrooms 5 Ib/flat & YES N’
Onions 20#lcs - 3 (ES NO
Parsley 6 bunches YES NO
Cilantro 6 bunches - YES NO
Peppers - Red 20#/cs YES NO
Tomatoes - Heirloom | 10#/cs YES NO
Tomatoes - Sun Gold | 12#/cs o D YES- NO
Potatoes - Yukon | 50# box o YES NO
Fruit - B YES NO
Apples or | [ | ves [
5-8# Watermelon Full bins - | YES | NO ‘
Strawberries Va flat T 7 YES NO !

3) Do you want a referral list to local farms to help you purchase locally? (9}<

4y Arc you aware of www.caftorg’humboldtl ?

Name of Restaurant: @q@rﬂﬁ( B\»*ffe—]t

‘\
Kitchen Ylanaggx/ Buyel ' [ L\M . P 1 ol i bl ﬂgf
Phone Cﬁ?,%ﬂ)j FFax %k), 2098  Email o enin/ébfﬁf“@,S;f jlob /

Best ime to contact: day a«»j hours 1 {200am — 7: oofﬁm



Local Food Survey

Sum rvey o
[) About what percentage of your produce purchase are local? | /o
- ity T W s
2) Would you be willing to buy more local food if it was available?@No Ocﬂ % elle chve
oS

Pleasc fill in an estimate of average # cases/week of products that you normally purchase
from April to November:

PER WEEK LOCAL PRODUCT

Letluce 24 ctfcs T YES NO
Spinach 24 ctics " cace YES (_No“\g ]
Mixed Greens 24 ctics \ts Cage YES NO)
B asil, specialty herbs Bunch i ¥YES NO
Broccoli 20#/cs YES NO
Bok Choy 30#/cs YES NO |
Brussel Sprouts 20 Ib box YES NO
Cabbage 40# box YES NO |
Carrots 15#/cs /a2 Case YES (NO)
Cauliflower 20#/cs YES NO
Cucumbers - green 36 ct/cs YES ~_NO
Cucumbers - lemon 36 ct/cs YES ~_NO ]
Green Beans 30# YES NO
Squash, zucchini 20Ib/cs YES NO |

| Squash, yellow 20Ib/cs YES NO
Wax beans 20#/cs YES NO |
Mushrooms 5 Ib/flat YES NO
Onions 20#/cs YES NO

Parsley 6 bunches YES NO
Cilantro 6 bunches YES NO
Peppers - Red 20#/cs /20 Case YES NO)
Tomatoes - Heirloom 10#/cs YES NO |
Tomatoes - Sun Gold | 12#/cs ‘2 onse YES NO

| Potatoes - Yukon 50# box YES NO

| Fruit B YES NO |
| Apples o NG ease (es> | nNO |
5.8# Watermelon Full b|ns _____ - | YES | NO
‘Strawberries | Yafat e YES | NO |

3) Do you want a referral list to local farms to help you purchase locally?

4} Arc you awarc of wwiw.calf.org/humboldt ?

Name of Restaurant: /%O(SOS

Buyer

Kitchen Manager!

Phone 7207 G72-

Chels
2275 1

Best time to contact: (!dy f“_j\,\gg)&_

ax_

Do (Vo 2%

2

S g__' T

C;) 09 gem

Email r‘(]osij(, .Co e @J{W\l

(oo} ¢



Local Food Survey

Survey :
1) About what percentage of your producc purchase are local? Z i ?0

2) Would you be willing to buy more local food if it was available? @/N’o

Please fill in an estimate of average # cases/week of products that you normally purchase

from April to November:

- PER WEEK LOCAL PRODUCT
Lettuce 24 ctlcs \ \l2. Qaped
Spinach 24 ci/cs YES NO
Mixed Greens 24 ctlcs YES NO
Basil, specialty herbs | Bunch YES NO
Broccoli 20#t/cs - YES NO
Bok Choy 30#/cs YES NO
Brussel Sprouts 20 Ib box S NO
Cabbage 40# box (0 deads QonWe ?@ oD
Carrots 15#/cs o pea wao ¥ YESD NO
Cauliflower 20#/cs YES NO
Cucumbers - green 36 ct/cs - YES NO
Cucumbers - lemon 36 cl/cs YES NO
Green Beans 30# L YES | NO
Squash, zucchini 20lb/cs YES | NO
Squash, yellow 20Ib/cs - YES NO
Wax beans 20#/cs YES - NO
Mushrooms 5 Ib/flat o , YES NO
Onions | 20#fcs SO \S v Dl YES NO
Parsley 6 bunches ' o YES NO
Cilantro 6 bunches b buwoshoDd ooaw@ @YES) NO
Peppers - Red 20#/cs - - ! YES NO |
Tomatoes - Heirloom | 10#/cs _YES | NO ,,_.___f#\UCfLQ
Tomatoes - Sun Gold | 12#/cs V2 COD0D Den W | £ YES $ T NO on\
Potatoes - Yukon 50# box : YES NO 2D
Fruit YES NO “’\\\“ %{éﬂﬂ
Apples 30# | YES ~NO
5-8# Watermelon | Fullbins - YES “NO
Strawberries ¥ flat B - YES NO |

3) Do you want a referral list to local farms to help you purchase locally?

\50)0

4) Are you aware ol www.c _@_H.ng,_%;:}bohll g NO
Name of Restaurant: HEW Swon oS
Kitchen Manager Buyer: ) (NQ[\[:;;_P AU D W‘CW‘OJC\V\
Phone (26)B22- 1549 Fax vl 'Sxormjmmw@‘?a\m Com

Best time to contact: day \\pau() YWO%Q



Survey

Local Food Survey

1) About what percentage of your produce purchase are local?

2) Would you be willing to buy more local food if it was available@No

Please fill in an estimate of average # cases/week of products that you normally purchase
from April to November:

PER WEEK LOCAL PRODUCT

Lettuce 24 ctics 'S YES NO
Spinach 24 ctlcs ) YES NO
Mixed Greens 24 cl/cs YES NO
Basil, specialty herbs | Bunch - YES NO
Brocceoli 20#/cs YES NO
Bok Choy 30#t/cs YES NO
Brussel Sprouts 20 |b box YES NO

| Cabbage 40# box YES NO
Carrots 15#/cs s i YES NO
Cauliflower 20#/cs YES NO
Cucumbers - green 36 ct/cs YES NO
Cucumbers - lemon 36 clics YES NO |
Green Beans 30# YES NO |
Squash, zucchini 20Ib/cs YES NO |
Squash, yellow 20Ib/cs - YES NO
Wax beans 20#cs iG] YES NO
Mushrooms 5 Ib/flat YES NO
Onions 20#/cs i YES NO
Parsley 6 bunches - @ 0\ YES NO
Cilantro 6 bunches 60 1ouvnhe 5 YES NO
Peppers - Red 20#/cs 7! YES NO
Tomatoes - Heirloom | 10#/cs o YES NO |
Tomatoes -Sarr€old | 12#/cs 2.0 YoxX YES NO
Potatoes - Yukon 50# box / YES NO
Fruit _ B YES | NO
Apples 30 - 7 YES ~_NO

5-8# Watermelon Fullbins - _YES | NO

‘%trawberne% 2 flat Y.E,S. | NO

3) Do you want a referral list to local farms to help you purchase locally?

4y Are you aw 11/@1 www.call.org/ g/humbgl
Nunic of Restaurant: “i (Css D\ 3(\\\ O\v\\ LN,
IGichen Manager/ ]%u\ i kﬁ Cbk«\/) Ve yf\\
Aot 2___( ( O() % ax Email

Best time to contact: da\ Hon -0 st homq

1030 am TO @ Q()"

6}4/\05 Foo  Feets ‘g"“’y Z/’A




Survey

Local Food Survey

v
1) About what percentage of your produce purchase are local? /O /li

2) Would you be willing to buy more local food if it was availableNo

Please fill in an estimate of average # cases/week of products that you normally purchase
from April to November:

- - PER WEEK LOCAL PRODUCT
Lettuce 24 ctlcs YES NO
Spinach 24 ctlcs YES .NO
Mixed Greens 24 cl/cs - < YES / NO
Basil, specialty herbs | Bunch ( YES O NO
Broccoli 20#/cs ~YES )| NO
Bok Choy 30#/cs YES NO
Brussel Sprouts 20 Ib box YES NO
Cabbage 40# box - YES NO
Carrots 15#/cs - (7 ES) NO
Cauliflower 20#/cs _YES_ NO
Cucumbers - green 36 clt/cs ( YES |- NO
Cucumbers - lemon 36 clt/cs YES | NO
Green Beans 30# YES NO
Squash, zucchini 20Ib/cs YES NO
Squash, yellow 20Ib/cs YES NO

| Wax beans 20#/cs YES ~ NO_
Mushrooms 5 b/flat YES (yﬁi
Onions 20#/cs B YES NO __
Parsley 6 bunches YES “NO
Cilantro 6 bunches - YES-, NO
Peppers - Red 20#/cs <YES.. NO
Tomatoes - Heirloom | 10#/cs CYES D NO
Tomatoes - Sun Gold | 12#/cs ) B YES NO
Potatoes - Yukon 50# box YES NO

Fruit - YES | NO |
Apples 30# - | YES NO |
5-8# Watermelon Full bins L YES ~ NO

_ Strawberries Yo flat YES NO

3) Do you want a referral list to local farms to help you purchase locally? Sov -

Name ol Restaurant:

~4) Are you awm‘c/%

Kitchen Manager Buyer:? fete

Phone €' p - (690

Fax
Best time to contact: day ;0 A n~

hours

['\\'\\/Z\O’Iza{'[’.orgr‘humboEdl‘.’ y( S
S

bmall



Survey

Local Food Survey

1) About what percentage of your produce purchase arc local? /L

2) Would you be willing to buy more local food if it was available? Ye@

Please fill in an estimate of average # cases/week of products that you normally purchasc
from April to November:

PER WEEK LOCAL PRODUCT
Lettuce 24 ctlcs YES ¢ NO_>
Spinach 24 ctlcs J vy YES CNO™
Mixed Greens 24 cl/cs b YES ( NO™
Basil, specialty herbs | Bunch =z ( VES\) “NO
Broccoli 20#/cs YES (NOy
Bok Choy 30#/cs YES (RO
Brussel Sprouts 20 Ib box ) YES MNOD
Cabbage 40# box YES Wo
Carrots 15#/cs ' YES NO>
Cauliflower 20#/cs YES (NO
Cucumbers - green 36 ct/cs V. YES (N
Cucumbers - lemon 36 ct/cs ! YES NG
Green Beans 30# YES (NOY
Squash, zucchini 20Ib/cs Vo | ¥ESS | NO
Squash, yellow 20lblcs. Vo~ (YES> NO
Wax beans 20#/cs YES ([eP)
Mushrooms 5 Ib/flat YV YES (NOy
Onions 20#/cs [ YES NGO
Parsley 6 bunches ) YES NO>
Cilantro 6 bunches [ YES (NOD
Peppers - Red 20#/cs V7 YES CNO>
| Tomatoes - Heirloom | 10#/cs i (YES) NO
| Tomatoes - Sun Gold | 12#/cs ] YES ey
Potatoes - Yukon 50# box YES (NOD
| Fruit L L | YES NO
Apples |0 - ,,[//Lf,, Q’\_E'S___F/? NO
5-8# Watermelon | Full bins | AENLAN | VYES @
| Strawberries | veflat - i | (TES |

3) Do you want a referral list to local farms to help you purchase locally? M ™
4y Arc you aware of www.cafl.org/humboldt ?
T )P AL N

\\IX‘{LO\\\ )

)
o

Name ol Restaurant:
Kitchen Manager/

"hone _7()& E‘)Z Z

RBest time to contact: d'\\

HU\U

~ hours

e

"

rg} (’(_?_

Lmall




Survey

1) About what percentage of your produce purchase arc local?

Local Food Survey

09

2) Would you be willing to buy more local food if it was available? @;/No (F Cé“f“"’

Please fill in an estimate of average # cases/week of products that you normally purchase
from April to November:

Name of Restaurant: £Ljve H.}'-‘I /f/’w ﬁ ,

M{IV{( /(/n)n‘ Q

[<itchen MandUu/ Ru\u

Best time to contact: d: 1_\7777

Tarel

frax _

hom s

210,

Emal

PER WEEK LOCAL PRODUCT

Lettuce 24 cl/cs 2 YES N>
Spinach 24 cl/cs [ YES NO
Mixed Greens 24 cllcs ‘ YES NO
Basil, specialty herbs | Bunch 2¢  buuch YES CNO
Broccoli 20#/cs _— YES NO
Bok Choy 30#t/cs — YES NO
Brussel Sprouts 20 Ib box — YES NO
Cabbage 40# box —_— YES NO
Carrots 15#/cs 214 weede YES N>
Cauliflower 20#/cs — YES NO
Cucumbers - green 36 ct/cs g YES NO
Cucumbers - lemon 36 ct/cs — YES NO
Green Beans 30# — YES NO |
Squash, zucchini 20lb/cs [ [he wetlc YES AN
Squash, yellow 20Ib/cs L YES NO
Wax beans 20#/cs — YES NO
Mushrooms 5 Ib/flat 4 YES &
Onions 20#/cs -/ - YES N6
Parsley 6 bunches = B YES NO
Cilantro 6 bunches —_ YES NO
Peppers - Red 20#/cs ] YES NO
Tomatoes - Heirloom | 10#/cs 2 cate Pampe YES AE)
Tomatoes - Sun Gold | 12#/cs — YES NO
Potatoes - Yukon | 50# box B B YES NO

| Fruit A YES NO
Apples 30# - I YES | NO

| 5-8# Watermelon | Fullbins - YES | NO |
Strawberries 1 % flat . — | ves | NoO_

3) Do you want a referral list to local farms to help vou purchase locally? A0
4y Are you awarc of www.caff.org/ humboldt 2 A D



?V{ACV(

Local Food Survey

Survey
1) About what percentage of your produce purchase are local? d.:_j\;usots o Hiew ot
. eox ) (7% ] I/'-'\-MJ/(\.
2) Would you be willing to buy more local food if it was availabl@No as }') oot ble

create {'wM

Please fill in an estimate of average # cases/week of products that you normally purchase
from April to November:

) PER WEEK - LOCAL PRODUCT
é Lettuce 24 cl/cs 2. {yes/ NO
Spinach 24 ct/cs - . YES NO
d | Mixed Greens 24 cllcs YES NO
3 Basil, specialty herbs | Bunch 1-/-—5- QES) NO
Broccoli 20#/cs YES NO
g Bok Choy 30#/cs B YES NO
Brussel Sprouts 20 Ib box o YES NO
5 {  [Cabbage 40# box YES NO
ﬁ'\g Carrots 15#t/cs 5%  7ES) NO
— Cauliflower 20#/cs YES NO
Cucumbers - green 36 ct/cs YES NO
A Cucumbers - lemon 36 cl/cs /-2 @ NO
- 9 Green Beans 30# YES NO
O 8 [Souash, zucehin 20Ib/cs 5— o tE CYES) NO
_& Squash, yellow 20Ib/cs 5~ otk CYES) NO
ol & Wax beans 20#/cs YES NO '
3 Mushrooms 5 Ib/flat 2 YES | N0 | wle
3 Onions 20#cs B L CYESY T NO | aualeble
\ Parsley 6 bunches YES NO
4 g Cilantro 6 bunches f " YES D NO
Peppers - Red 20#/cs /=7 ES NO
§ Tomatoes - Heirloom | 10#/cs Lo B VYES\ NO
Tomatoes - Sun Gold | 12#/cs - [ e D . YES) NO
&— Potatoes - Yukon 50# box - S YES NO
Fruit _ YES NO |
Apples 30# | YES NO
| 5-8# Watermelon Full bins - - o YES ~_NO
_§_t_rawﬁberfi_é_§ 7_ 2 flat 7 -2 | YES) | NO |

3) Do you want a referral list to local farms to help you purchasc locally? da,s
4)  Arc you awarc of www.calllorg/humboldt 7 ~—wne

:\f@unc of Restaurant: BIG, BUE  CNTR
}Kll:(:lu:%!\fl}ulli'gi;é dtTFl\  Emil b;é!olgicgﬁ&@ s/zm@/DJocl et
Best ime to contact: dav Ty~ F\y hours 771:737777; =
s 44 PJ AL Qo A *?idt- 'C“\V“"‘b )
A foew | adrs ediloles ,
whaf T wbsd Q‘Nw e necor bt o
‘bﬁ‘twci‘gb o Peced,

S L e\ ol



Survey

Local Food Survey

| RV
1) About what percentage of your produce purchasc are local? (_’__OA TN L/' s

75 % S g}/mmdg

2) Would you be willing to buy more local food if it was available?No

Please fill in an estimate of average # cases/week of products that you normally purchase
from April to November:

PER WEEK LOCAL PRODUCT

Lettuce 24 ct/cs Z. QJESV NO
Spinach 24 ct/cs 7 ¢TESD NO
Mixed Greens 24 ct/cs =z JESD NO
Basil, specialty herbs | Bunch /2~ &ED NO
Broccoli 20#/cs . CYES D NO
Bok Choy 30t/cs —— YES NO
Brussel Sprouls 20 Ib box B — YES NO
Cabbage 40# box ‘/L/
Carrots 15#/cs 7
Cauliflower 20#/cs |
Cucumbers - green 36 ct/cs \i/
Cucumbers - lemon 36 clics Vi
Green Beans 30# \/1,'/
Squash, zucchini 20lb/cs i
Squash, yellow 20lb/cs {
Wax beans - 20#/cs -—
Mushrooms 5 Ib/flat 2
Onions 20#/cs R4
Parsley 6 bunches Z.
Cilantro 6 bunches 2
Peppers - Red 20#/cs |
Tomatoes - Kaiglepy | 10#/cs o
Tomatoes - Sun Gold | 12#/cs -
Potatoes - Yukon 504 box /:’

| Fruit _ -
Ap}?]eé - 30# V2
5-8#?__\1\}'@te__z£n1_e_lg-n_ | Full bins I L

| Strawberries Zflat B I

3} Do vou want a referral list to local farms to help you purchase locally? Suweg
4) Are you awarc of www.cafforg’humboldt?  Ne 1! Il ahget F ﬁu}"
Name ol Restaurant: WL/;:LQ/WA?:C,. C_‘,q,az z @,:.,éc‘x,/ '
Kitchen Manager’ Buver: Vate/ck @ i A ) -
Phone o 7- 23-gy4 </ Vax  Lmail Wﬂ/ouﬁ&,ZCl% 6.5‘/)(,‘//()474//5@/
Best ime to contact: day FEL ~ AoEC  hours /0 3p - SI30O



Survey

Local Food Survey

1) About what percentage of your produce purchase are local? 5&/%{)(%0

2) Would you be willing to buy more local food if it was available? Yg¢s/No

Please fill in an estimate of average # cases/week of produects that you normally purchase
from April to November:

) PER WEEK LOCAL PRODUCT
Lettuce 24 ctics = YES/ NO
Spinach 24 ctics ) YES /NQ
Mixed Greens 24 ctlcs 12, YES NO
Basil, specialty herbs | Bunch ) XYES NO |
Broccoli 20#/cs “T_ YES &Y —BUGS
Bok Choy 30#/cs — YES NO
Brussel Sprouts 20 Ib box P YES NO
Cabbage 40# box / YES/ NO SEL
Ly hobod Y
Carrots 15#/cs 50lb YES QY [ine enowh
Cauliflower 20#tcs e YES KNOJ quAnRTeRy
Cucumbers - green 36 cl/cs |/ U YES) NG RUg S
Cucumbers - lemon 36 clics A YES NO
Green Beans | 30# e — YES | NO
Squash, zucchini | 20lb/cs = YES NO
Squash, yellow 20ib/cs | e YES NO
Wax beans 20#/cs —= YES NO
Mushrooms 5 Ib/flat Vg T/2 YES No)
Onions 20#/cs - }/Al;_%\f NGO —whey)
Parsley 6 bunches 7/ ES NO QY QIVA bl
Cilantro 6 bunches 2 Apze YES ) NO
Peppers - Red 20#/cs / Yeg NO
Tomatoes - Heirloom | 10#/cs / NES NO
Tomatoes - Sun Gold | 12#/cs — YEE NO
Potatoes - Yukon 50# box / }(@ NO
Fruit ] o YES NO
Apples | 30 — YES NO
5-8# Watermelon | Fullbins _— YES NO
[ Strawberries rj/g flat . i YES NO

3) Do you want a referral list to local farms o help vou purchase locally?

4y Are you awarc ol www call.org/humboldt

Name of Restaurant: :)[«Pl\b]‘ﬁ,

Kitchen Manager’ Buver:
b) 5y o
f h(mLW?; 7)/”(9;7%’5@

Best tme to contact: day”

Il

Joshar o

Fax
X

hours

] _[‘:1]111i|__‘_‘“}_'(_:,k_.\2hy3@ ‘/"JL,"\‘,"W\'g’i'l;)[é{;{ j ’ COi’."‘L



Local Food Survey

Survey L
W —
1) About what percentage of your produce purchase are local? S /0

2) Would you be willing to buy more local food if it was available?&es[ No

Please fill in an estimate of average # cases/week of products that you normally purchase
from April to November:

PER WEEK LOCAL PRODUCT
Lettuce 24 ctlcs s YES NO
Spinach 24 ctlcs - o YES NO
Mixed Greens 24 clics — ' YES NO
Basil, specialty herbs | Bunch 70 paaes YES NO
Broccoli 20#/cs “" YES NO
Bok Choy 30#/cs ~ YES NO
Brussel Sprouts 20 Ib box = YES NO
Cabbage 40%# box — YES NO
Carrots 15#/cs — YES NO
Cauliflower 20#/cs YES NO
Cucumbers - green 36 cllcs ‘ 5 cutvmbe YES NO
Cucumbers - lemon 36 cl/cs — YES NO
Green Beans 30# — YES NO
Squash, zucchini 20lb/cs | e— . YES NO
Squash, yellow 20Ib/cs — YES ~_NO
Wax beans 20#/cs YES NO
Mushrooms 5 Ib/flat -— YES NO
Onions 20#/cs [O 0AwNS YES NO
Parsley 6 bunches L buaih YES NO
Cilantro 6 bunches \  \Lvncelh YES NO
Peppers - Red 20#/cs 7 pepptlsS YES NO
Tomatoes - Heirloom | 10#/cs 2 g YES NO
Tomatoes - Sun Gold | 12#/cs - YES NO
Potatoes - Yukon 50# box 5 poranteds YES NO
Fruit YES NO
| Apples EC S rep\ts | vEs | No
5-8# Watermelon _Full bins N | YES | NO |
| Strawberries Vs flat I \ S YES | NO |

3) Do you want a reterral list to local farms to help you purchase locally? =y ¢

4) Are you awarc of www.caff.org/humboldt ? -No
Name of Restaurant: Blpndes Lood + Drinle
Kitchen Managar/ Buyer:  Doweana ¥+ Darven \ ‘ . o
Phone &1r%& 34 3 Fax Email Ul u'\ul‘m—') (cxr.L a0y -..\tc@i".j ey L

Best time to Cnmucl:@ap;t{ig ~_hours




Survey

1) About what percentage of your produce purchase are local?

Local Food Survey

(0§

2) Would you be willing to buy more local food if it was available? Yes/No

Please fill in an estimate of average # cases/week of products that you normally purchase

from April to November:

NP ANS €

CUSonsS

s PER WEEK LOCAL PRODUCT

Lettuce | 24cllcs S YES CNO—~
Spinach 24 ctlcs i, rs. YES NO |/ s Ve
Mixed Greens 24 clics 2< IE per week YES” NO

Basil, specialty herbs | Bunch A ' YES NO i/ 3’\/a_
Broccoli 20#/cs 2 YES «O)

Bok Choy 30#/cs YES NO

Brussel Sprouts 20 Ib box YES NO_
Cabbage Mappa 40# box ( YES (NO_J
Carrots B 15#/cs | YES CNOY
Cauliflower 20#/cs YES NO
Cucumbers - green 36 ct/cs Ceskn YES (NO-2)
Cucumbers - lemon 36 ct/cs YES NO

Green Beans 30# YES NO |V
Squash, zucchini 20lb/cs | YES NO I/Z
Squash, yellow 20Ib/cs | YES NO

Wax beans 20#/cs YES NO_
Mushrooms § los, | 5 Ib/lat | gt 2 prbs \Fgueels YES | CNOD)
Onions 20#/cs AT Ty YES @)
Parsley 6 bunches Y ' | YES | (NO
Cilantro 6 bunches Z. YES /ﬁOj
Peppers - Red 20#/cs YES NO
Tomatoes - Heirloom | 10#/cs YES NO
Tomatoes - Sun Gold | 12#/cs | YES | NO
Potatoes - Yukon 50# box YES NO
- Fruit YES NO

Apples 30# YES NO

5-8# Watermelon Full bins YES NO
Strawberries | %flat - YES NO

3) Do you want a referral list to local farms to help you purchase locally?
4) Arc you awarc of www.caff.org/humboldt ?
Namc of Restaurant: P(/.}'LA (_‘)rﬂ
Kitchen Manager/ Buver: Sosh (_/J,'_Lly’___ B
Phone 594 - 2444 Fax

Best time to contact: day  Aw s

: ~ Email Jas4 ,AT,@&W@Z:' Colec, 2 ,Ca)q
Chows O & )




Survey

1) About what percentage of your produce purchase arc local?

Local Food Survey

-e:\:C) 70

—

2) Would you be willing to buy more local food if it was available? Yes/No

Please fill in an estimate of average # cases/week of products that you normally purchase
from April to November:

PER WEEK LOCAL PRODUCT

Lettuce 24 ctlcs C wes NO
Spinach 24 ctics CYES—=[ NO
Mixed Greens | 24 ctlcs LYES - NO
Basil, specialty herbs | Bunch (YES D NO
Broccoli 20#/cs CYES O| NO
Bok Choy 30#/cs  YES- NO
Brussel Sprouts 20 Ib box - YES D NO
Cabbage 404 box A YESD ‘NO
Carrots 15#/cs YES > NO
Cauliflower 20#/cs ¢ _YES D NO
Cucumbers - green 36 ct/cs d~ YESD NO
Cucumbers - lemon | 36 ctics C_YES > NO
Green Beans 30# C_YES— NO
Squash, zucchini 20Ib/cs CYES__ NO

| Squash, yellow 20Ib/cs __YES|[ NO
Wax beans 20#/cs YES | NO >
Mushrooms 5 Ib/flat (YES | NO
Onions 20#/cs YES % NO |
Parsley 6 bunches - NO
Cilantro 6 bunches ¢~ YEB ) NO
Peppers - Red 20#/cs CYES b NO
Tomatoes - Heirloom | 10#/cs < YES” NO
Tomatoes - Sun Gold | 12#/cs CYES O] _NO__
Potatoes - Yukon 50# box YES ( NO -
Fruit N - B B C_YES 2| NO
Apples S0r =
5-8# Watermelon 7|7:7L7JH b|p§ - - YE NO
Strawberries | Vs flat < _YES | NO

3) Do you want a referral list to local farms to help you purchase locally?
4)  Arc you awarc ol wwyv.caff.org/humboldt ?

Name of Restawrant:fces #+ /Q( oy

Kitehen Manager/ Buver
Phone o L1t §Y4E  Lax

Best time to contact: day ,,?/7*,*,

Poan  twseS

;homs_; (/ cl()_'O_ _-:’7

Emai] _—



PER WEEK LOCAL PRODUCT
*~| Lettuce 24 ct/cs YES NO
Spinach 24 ctlcs YES /NO
Mixed Greens 24 ctlcs YES | NO
Basil, spemalty herbs Bunch YES ' NO
w | Broccaoli 20#/cs YES NO
w | Bok Choy 30#/cs YES NO
Brussel Sprouts 20 Ib box YES NO
»| Cabbage 40# box YES NO
» | Carrots 15#/cs YES NO
« | Cauliflower | 20#fcs YES NO
Cucumbers - green 36 cl/cs ~YES | NO
% Cucumbers - lemon 36 ct/cs YES NO
st | Green Beans 30# - YE§ NO
' | Squash, zucchini 20Ib/cs YES NO
Squash, yellow 20lb/cs ~ YES NO
Wax beans 20#/cs YES NO
Mushrooms 5 Ib/flat YES | NO
% | Onions 20#/cs B YES NO
Parsley 6 bunches YES NO
Cilantro 6 bunches YES | NO
Peppers - Red 20#/cs YES . NO
Tomatoes - Heirloom | 10#/cs YES | NO
¥ | Tomatoes - Sun Gold | 12#/cs e YES | NO
Potatoes - Yukon 50# box - YES | NO
Fruit 7 - YES | NO
Yo Apples 30# - YES INO
Al 5-8# Watermelon - | Full bins - YES | |[NO
| Strawberries | % flat - YES NO/

Survey

1) About what percentage of your producc purchase are local? B

2) Would you be willing to buy more local food if it was available? qu‘/NO

Local Food Survey

)

Plcase fill in an estimate of average # cases/week of products that you normally pmchasc
from April to November:

3) Do you want a referral list to local farms to help you purchase locally?

4)  Arc you awarc ol www.caff.org/humboldt ?
Name ol Restaurant:

LAYV >

[Kitchen Manager/ Buyer:

Phone

Best time 10 COH[dCl d y

 Fax_

homs

 Emall
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Local Food Survey

Survey
1) About what percentage of your produce purchase are local?

2) Would you be willing to buy more local food if it was available? Yes/No

Please fill in an estimate of average # cases/week of products that you normally purchase

from April to November:

PER WEEK LOCAL PRODUCT
Lettuce 24 ct/cs YES NO
Spinach 24 ctlcs YES NO
Mixed Greens 24 ct/cs YES NO
Basil, specialty herbs Bunch YES NO
Broccoli 20#/cs YES NO
Bok Choy 30#/cs YES NO
Brussel Sprouts 20 Ib box YES NO
Cabbage 40# box YES NQ
Carrots 15#/cs YES / NO/
Cauliflower 20#/cs YES | NO
Cucumbers - green 36 ct/cs YES (’Nd
Cucumbers - lemon 36 cllcs YES NO
Green Beans 30# YES NO
Squash, zucchini 20Ibfcs YES | NO
Squash, yellow 20lb/cs YES NO
Wax beans 20#/cs YES NO
Mushrooms 5 Ib/flat YES (NON)
Onions 20#/cs YES Sney
Parsley 6 bunches YES NO
Cilantro 6 bunches YES {NOD
Peppers - Red 20#/cs YES NO
Tomatoes - Heirloom | 10#/cs YES NO
Tomatoes - Sun Gold | 12#/cs YES NO
Potatoes - Yukon 50# box YES NO
Fruit B YES ~ NO
Apples 30# YES NO
7547&&7Wa_term_ek_)_r{____'_ | Fullbins o - YES ) NO
| Strawberries flal ' ] YES | NO

3) Do you want a relerral list to local farms to help you purchase locally?

4) Arc you awarc ol www.ca !r'l'.org.’humgpoldt 7
~ % \ A~
Name ol Reslzun'anl:__Qh(}l_\\_ ¢ @q(\\}vu 2 .
Kitchen Manager/ Buyer: )i \ M A

Phone %{99 GZ{QC,

Best time to contact: day

_Pax:

hours

~ Emaill




Survey

Local Food Survey

1) About what percentage of your produce purchase are local?

2) Would you be willing to buy more local food if it was available? Yes/No

Please fill in an estimate of average # cases/week of products that you normally purchase
from April to November:

PER WEEK

LOCAL PRODUCT

[ Lettuce 24 cllcs YES NO _~
Spinach 24 ct/cs YES _NO
Mixed Greens 24 ctlcs YES {7~ NO
Basil, specialty herbs | Bunch YES NO
Broccoli 20#lcs 1 YES NO
Bok Choy 30#/cs P YES NO
Brussel Sprouts 20 Ib box L - YES NO
Cabbage 40# box . o YES NO
Carrots 15#/cs N - YES NO
Cauliflower 20#/cs " YES NO
Cucumbers - green | 36 ct/cs ALY YES NO
Cucumbers - lemon | 36 cl/cs VI A YES NO
Green Beans 30# T YES NO
Squash, zucchini 20Ib/cs rd YES NO
Squash, yellow 20lblcs -~ YES NO
Wax beans 20#/cs” YES NO
Mushrooms 5 Jbfflat YES NO
Onions S0 cs B YES NO
Parsley | 6 bunches YES NO
Cilantro ~ 6 bunches YES NO
Peppers - Red 20#/cs YES NO
Tomatges - Heirloom | 10#/cs YES NO

%rga{oes Sun Gold | 12#/cs YES NO
Potatoes - Yukon 50# box YES NO
Fruit - YES NO
| Apples 7 304 ] B | (YESy| NO
o-8# Watermplqn | Full bins . N YE§ ~_NO
Slrawberrles | 7 flat N | YES NO

3) Do you want a referral list to local farms to help you purchase locally?

4)
Name ol Restaurant:

Arc you awarc g

[ w

AW cg

Kitchen Manager/ Buyer: !

Phone

Best ime 1o contact: d'w o

Fll\

Lorg, humbo](ll 2
.Q C{/
du, 05 =

Imutq

Emal




/'ch'er? dix D

Local Food Survey Results

Tota) Deprond Pesolts

Produce Count Per Week Local [Per Week Non-Local Total % Local
Lettuce 24 ct/cs 285 20.5 49.0 58.2
Spinach 24 ct/cs 14.8 8.0 22.8 64.8
Mixed Greens 24 ct/cs 14.0 3.5 17.5 80.0
Basil, specialty herbs |10 Bunch 14.5 3.9 18.4 78.7
Broccoli 20#t/cs 5.5 12.2 17.7 31.1
Bok Choy 30#/cs 1.0 3.0 4.0 25.0
Brussel Sprouts 20 |b box 2.0 0.0 2.0 100.0
Cabbage 40# box 12.0 3.0 15.0 80.3
Carrots 15#/cs 14.4 16.6 31.0 46.4
Cauliflower 20#/cs 6.5 2.3 8.8 74.3
Cucumbers - green 36 ct/cs 4.3 8.5 12.8 33.4
Cucumbers - lemon 36 ct/cs 4.8 4.0 8.8 54.3
Green Beans 30# 3.3 4.0 7.3 44.8
Squash, zucchini 20Ibfcs 10.3 4.0 14.3 72.0
Squash, yellow 20Ib/cs 5.8 1.8 7.6 76.8
Wax beans 20#/cs 6.0 2.0 8.0 75.0
Mushrooms 5 Ib/flat 8.5 30.2 38.7 22.0
Onions 20#/cs 235 21.5 45.0 52.2
Parsley 6 bunches 10.5 5.0 15.5 67.7
Cilantro 60 bunches 16.6 2.5 19.1 86.9
Peppers - Red 20f/cs 14.0 2.6 16.5 84.5
Tomatoes - Heirloom |10#/cs 22.0 16.5 38.5 57.1
Tomatoes - Sun Gold |12#/cs 37.8 1.5 39.3 96.2
Potatoes - Yukon 50# box 4.1 4.2 8.3 49.4
Fruit

Apples 30# 10.1 2.0 12.1 83.4
5-8# Watermelon Full bins 2.0 1.0 3.0 66.7
Strawberries e flat 10.5 0.5 11.0 95.5
Totals 307.0 184.6 491.6 62.4

Assumptions:

1) If circled yes/no but no quantity, assumed 1 unit.
2) 28 out of 60 surveys returned.




Produce Usage in Arcata Restuarants

H Per Week Local

m Total
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Relined Kesvlts

Local Food Survey Results (the 21 that are willing to buy more local)

Produce Count Per Week Local [[Per Week Non-Local Total % Local
Lettuce 24 ct/cs 27.5 13.5 41.0 67.1
Spinach 24 ctlcs 13.8 3.5 17.3 79.7
Mixed Greens 24 ct/cs 12.0 1.5 13.5 88.9
Basil, specialty herbs |10 Bunch 12.9 2.7 15.6 82.6
Broccoli 20#/cs 4.5 8.2 12.7 35.4
Bok Choy 30#/cs 0.0 2.0 2.0 0.0
Brussel Sprouts 20 Ib box 1.0 0.0 1.0 100.0
Cabbage 40# box 11.0 1.0 12.0 92.1
Carrots 15#/cs 13.4 12.6 26.0 51.5
Cauliflower 20#/cs 5.5 1.3 6.8 81.5
Cucumbers - green 36 ct/cs 3.3 4.0 7.3 45.0
Cucumbers - lemon 36 ct/cs 3.8 3.0 6.8 55.6
Green Beans 30# 2.3 3.0 5.3 42.9
Squash, zucchini 20lb/cs 8.3 2.5 10.8 76.9
Squash, yellow 20lb/cs 3.3 1.8 5.1 65.3
Wax beans 20#/cs 6.0 1.0 7.0 85.7
Mushrooms 5 Ibfflat 7.5 26.2 33.7 22.3
Onions 20#/cs 22.5 16.5 39.0 57.7
Parsley 6 bunches 9.5 2.0 115 82.6
Cilantro 60 bunches 16.5 2.3 18.8 87.8
Peppers - Red 20#/cs 13.0 2.1 15.0 86.3
Tomatoes - Heirloom |10#/cs 20.0 16.5 36.5 54.8
Tomatoes - Sun Gold |12#/cs 36.8 0.5 37.3 98.7
Potatoes - Yukon 50# box 4.1 3.2 7.3 56.2
Fruit

Apples 30# 8.6 1.0 9.6 89.6
5-8# Watermelon Full bins 1.0 0.0 1.0 100.0
Strawberries ¥ flat 8.5 0.5 9.0 94.4
Totals 276.3 132.2 408.5 67.6

Assumptions:

1) If circled yes/no but no quantity, assumed 1 unit.
2) 28 out of 60 surveys returned.
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Arcata Restaurant Survey Results

Referal List

Willing To Buy

Name Response Request Locally Aware of CAFF
3 Foods Café N
Abruzzi N
Agogo Y X Y N
Alibi Y Y Y* N
Arcata Pizza & Deli N
Big Blue Y
Blondies Y Y Y N
Big Pete's Y Y Y Y
Blue Max Pizza N
Bon Boniere N
Café Brio Y N Y. N
Carls Jr N
Carmela's N
Chan's Y N N N
Coffee Break Y N N N
Crosswinds N
Don's Donuts Y N N N
Fiesta Café Y N Y N
Folle Douce Y Y Y Y
Fortune N
Golden Harvest N
Hey Juans Y X ¥ N
Hole in the Wall Y Y Y N
Humboldt Yogurt N
Humbrews Y Y Y* N
Hunan N
Japhie's b § N Y N
Jambalaya Y N N i
Kebab Café N
La Barca N
La Trattoria N
Live From New York Y N Yk N
Los Bagels Y N Y N
Luzmilla's N
Mazzotti's Y Y Y N
Moonstone Grill Y N Y N
Mosco's Y N Y* N
Muddy Waters N
Oriental buffet Y Y Y N
Pacific Rim Y N N N
Papa Murphy's N
Philly Cheese Steak N
Porter St BBQ N N Y N




Plaza Grill

=

Que Grande

=<

=

Redwood Yogurt

Rentata's Creperie

Rico's

Rita's Margaritas

Round Table

Smug's Pizza

Stars

Subway

Sushi Spot

Tomo

Tranquilitea

V&N Burger

Village pantry

Wildflower Café
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HUMBOLDT COUNTY

BUY FRESH

BUY LOCAL

WWW . CAFF.ORG

What is the Buy Fresh Buy Local campaign?

Community Alliance with Family Farms (CAFF) has developed the Buy Fresh Buy Local
campaign as a program to strengthen markets for family farms. These farmers provide the
essential knowledge, local expetience and farming ability to protect and manage natural resources
— soil, water, ait, land — in the most environmentally appropriate mannet. Humboldt county’s
CAFF Chapter is known for Farm to School programs and our September “Local Food Month”
campaign. CAFF is inviting schools, farmers markets, retailers and CSA’s to participate in the
BFBL campaign to educate their customers about their support of our local farms!

How does the BFBL campaign work? - Join at any level

1. Farmets sign up to participate, which means they use BFBL materials at Farmer’s markets and
in participating stores with specific farm information available.

2. Retailets sign up to patticipate — labeling local farm products in their stores and restaurants
with “local food options™ in their menu, for their tables, shelves, websites and advertising.

3. Community membets sign up to participate — helping CAFI’ get the word out about local
farms and farming. When you buy local food, you vote with your food dollar.

Why join the campaign? - Five reasons to Buy Local

1. Local produce taste better and it’s better for you. It’s fresher! Eating fresh fruits and
vegetables is critical for good health and fresher produce has more nutrients.

2. Local food supports local farm families. Fewer than one million Americans now claim
farming as primary occupation (less than 1%) due to corporate control of agriculture.

3. Local food protects genetic diversity. Local farmers are preserving heirloom varieties
selected fot best flavor, long hatrvest and diverse climates rather than shipping needs.

4, Local food preserves open space and supports a clean environment. Good stewards,
protect the land with low impact methods -cover crops that prevent erosion and
replace nutrients. The small family farm provides a patchwork for wildlife reducing
global warming and preserving resources.

5. Suppotting family farms in your community today will insure future generations will

have access to noutishing, flavorful, abundant and local food.

Look for the label, taste the difference!
Melanic Patrick, Humboldt CAFF Market Development, Melanie(@caff.org
['or more information, please call (707) 444-3255
www.caff.org/humboldt




Institutional Partner:
Authorized Representative:
Address:

Phone: Website:
Email:

Do vou want a link on our caff.ore site? Yes No

As an Institutional Partner committed to supporting local family farms, we invite you to share the
excitement of the “Buy Fresh Buy Local” Campaign with matetials to communicate your commitment to
your dining customers or retail shoppers.

Terms of Partnership:

e When at least 10% of your annual produce purchases are made with local family farms, we offer
you “Partner Status” with our mission to support local farms offering a range of marketing and
educational matetials.

®  Tach year, institutional partners are expected to increase their commitment to local family farms
by a further 5%, until reaching 25% of total produce purchases.

® The promotional materials can only be used in the particular site that is purchasing the minimum
amount. For example, if only one dining facility within an institution is purchasing the required
percentage of local food, the marketing materials can only be used within that facility and not
throughout the campus.

® A track record of at least two months of buying local is needed to determine progress towards
annual commitment. We want to help you progress towards increasing local purchases in your
annual goals.

® To renew the partnership each year, and gain access to promotional materials with updated year, a
partnership agreement form will be submitted. The annual fee is $500. The full amount goes to
marketing materials of your choice.

Please fill out the following information:
Dollar value of annual produce purchase including fresh, frozen, packaged produce:
First year goal of locally grown annual produce purchase:

We want to help you reach your goal and partnet with you in your $500 membership:

CD digital assortment of all campaign materials ($250 value)................ included with membership
Buy Fresh Buy Local Cards for produce display (520 value)............. 20. .included with membership
Please include the following additional Merchandising Materials —( no additional fee up to $300):
‘0 Full color banner (24”7 x 48”) $100 How many?
0 Full color Humboldt Logo (24’ x 30™) $50 How many?
0 Humboldt logo T-shirts (s,m,l) $12 How many?
0 Humboldt logo Tote bags §12 How many?
0 BFBL Tote bags §8 How many?
0 Buy Fresh BuyLocal Menu Cards (set 10) $10 How many?
O Buy Fresh Buy Local Bumperstickers(10) $7.50 How many?
Total order:
Signatures:
CAFE Name Title Date

Lnstitutional Buyer Title Dare
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Time Table for Local Food Project - Ben Cooper

Date Time (hours} Activity
2-Feb 1.5 Brainstorming/ e-mailing CAFF
4-Feb 1 Brainstorming
10-Feb 1 meeting with CAFF
15-Feb 2.5 research
16-Feb 1 research
16-Feb 1.5 group meeting, survey and problem statement, goals
18-Feb ' 2 research
21-Feb 1 survey outline
25-Feb 3 research
27-Feb 4 research/writing background paper
2-Mar 3 background and problem statement paper
3-Mar 2 Alternatives Solution and decisions
4-Mar 1 creation of survey
5-Mar 1 creation of survey/ email CAFF
6-Mar 2 goals and Objectives
9-Mar 1 Adjust survey to CAFF specs
11-Mar 1.5 Impimentation Brainstorm
12-Mar 1 timeline
23-Mar 1 finish survey
25-Mar 0.5 Catch up with group
25-Mar 4 distibution of surveys
29-Mar 1 Weighing Alternatives
30-Mar 2 Weighing Alternatives
1-Apr 3 collection of surveys
2-Apr 3 collection of surveys
3-Apr 2 collection of surveys
13-Apr 3 Survey/data compilation
15-Apr 2 Graphs and Data
20-Apr 2 E-mail CAFF/discuss results/Prepare for meeting
21-Apr 2 Meet with Caff
22-Apr _ 2 Copies/Monitoring/Rough Final Report
27-Apr 3 group meeting, outlined presentation, work for the week
29-Apr 0.5 Typed up time table
29-Apr 3 Presentation/Appendix/final paper
4-May 3 Presentation/Appendix/final paper

68



Time Table for Local Food Project - Jacob Pressey

Date Time (hours) Activity
2-Feb 1.5 Brainstorming/ e-mailing CAFF
4-Feb 1 Brainstorming
10-Feb 1 meeting with CAFF
16-Feb 2 research
16-Feb 1.5 group meeting, survey and problem statement, goals
18-Feb 2 research
23-Feb 2 research
25-Feb 2.5 writing background paper
27-Feb 3 background and problem statement paper
2-Mar 2 Alternatives Solution and decisions
3-Mar 1 creation of survey
4-Mar 1 creation of survey/ email CAFF
5-Mar 2 goals and Objectives
6-Mar 1 Adjust survey to CAFF specs
9-Mar 1.5 Impimentation Brainstorm
11-Mar 1 timeline
12-Mar 1 finsish survey
23-Mar 0.5 Catch up with group
25-Mar ' 4 distibution of surveys
25-Mar 1 Weighing Alternatives
29-Mar 2 Weighing Alternatives
30-Mar 3 collection of surveys
6-Apr 3 collection of surveys
8-Apr 3 collection of surveys
10-Apr 2 data compilation
13-Apr 2 Graphs and Data
15-Apr 2 E-mail CAFF/discuss results/Prepare for meeting
20-Apr 2 Meet with Caff
21-Apr 2 Copies/Monitoring/Rough Final Report
22-Apr 3 group meeting, outlined presentation, work for the week
29-Apr 3 Presentation/Appendix/final paper
29-Apr 3 Presentation/Appendix/final paper

4-May 62.5



‘Time Table for Local Food Project Yz \pQu\ \

Date Time (hours) [Activity
2-Feb 2|Brainstorming/e-mailing CAFF
2-Feb 0.5|Communication with CAFF
9-Feb 1|Preparing for Meeting
4-Feb 1|Brainstorming
11-Feb 1|meeting with CAFF
15-Feb 2.5|research
16-Feb 1|research
16-Feb 1.5|group meeting, survey and problem statement, goals
18-Feh 2|research
19-Feb 2|Reading documents from CAFF
21-Feb 1|survey outline
25-Feb 3|research
27-Feb 4|research/writing background paper
2-Mar 3|background and problem statement paper
3-Mar 1|researching surveys
4-Mar 1|creation of survey
5-Mar 1|creation of survey/ email CAFF
6-Mar 2|goals and Objectives
9-Mar 1|Adjust survey to CAFF specs
11-Mar 1.5|Implimentation Brainstorm
12-Mar 1[timeline
23-Mar 1{finish survey
25-Mar 0.5|Catch up with group
26-Mar 1.5|distibution of surveys
25-Mar 4|distibution of surveys
29-Mar 1|Weighing Alternatives
30-Mar 3|Checking in on Surveys
30-Mar 2|Weighing Alternatives
1-Apr 3|collection of surveys
2-Apr 3|collection of surveys
3-Apr 2.5|collection of surveys
4-Apr 2|collection of surveys
13-Apr 3|Survey/data compilation
15-Apr 3|Graphs and Data
20-Apr 2|E-mail CAFF/discuss results/Prepare for meeting
21-Apr 2|Meet with Caff
22-Apr 2.5|Copies/Monitoring/Rough Final Report
27-Apr 3|group meeting, outlined presentation, work for the week
29-Apr 1|Reviewed Results
29-Apr 3|Presentation/Results/Formatting
3-May 2|Conclusion
4-May 3|Proofreading/total hours used
Total 77




