
North Central Regional Food Business 
Center  - Kickoff Meeting

and Wealth Creation Training
August 2023

Sponsored by USDA and EDA



Agenda 
9am Introductions and icebreaker

10am Introduction to Wealth Creation Principles

12 noon Lunch

12:45pm Value Chains

2:45pm Identifying and filling gaps

3:30pm Measuring progress– NC RFBC Evaluation Plan

4pm Share and gain input from all partners on:  
•Communications every other month calls hosted by Farmers 
Unions, website, etc.
•Action Plans
•Next 12-month timeline
•Business Builder subaward framework



Wealth creation… 

is an approach to economic 
development that connects a 
region’s assets to market 
demand in ways that build 
rooted wealth for local people, 
places and firms. 

 brings together a range of public, 
private and non-profit sector 
partners who have self-interest 
in the outcomes and an openness 
to discovering shared or common 
interests. 

 focuses on building a sector 
rather than individual and 
unrelated businesses. 



Principles of Wealth Creation

#2 – Root wealth in local people, 
places and firms through local 

ownership, control and influence.

#1 – Create wealth, 

broadly defined, and 

aspire to do no harm.

#3 – Build lasting livelihoods 

by intentionally including 

people and firms on the 

economic margins.
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#1: Investing in and Building 8 Capitals

Wealth is not just 
money.

Wealth is the reservoir of 
all assets that can 

contribute to the well-
being of people, places 

or economies.

Every place has wealth.



t Wealth Components: Eight CapitalsKey Concept

Intellectual • Knowledge and innovation

Individual • Skills, education, health

Social • Trust and relationships

Natural • Natural resources

Built • Infrastructure

Political • Influence on decision makers and shapers

Financial • Savings and investment

Cultural • Traditions, customs and ways of doing

Assessment
Design

Measurement



#2: Wealth without Ownership isn’t Rooted

Capitals that are “owned” locally build wealth.

• Ownership means you capture and control the 
flow of benefits from the capitals over time. It 
creates enduring, stable benefits.

• Benefits – e.g., income,  know-how, better 
technology – flowing from local ownership of 
capitals can be re-invested and re-circulated 
locally, enriching many.

• Preserving local ownership or control over your 
capitals can increase the chances of preserving 
local jobs.

• Local ownership is an anchor that helps wealth 
and change to stick.



Making Wealth Stick: Local Ownership 
and Control

Buy Local Campaigns

Cooperatives

Resident Owned 

Communities

Regional branding



#3: Build Lasting Livelihoods

“Lasting livelihoods” means…

• Ability to overcome vulnerability, 
maintain dignity and control, take 
risks to seize opportunities. 

• People at the margins are earning 
(and saving!) more. 

• They have improved skills to qualify 
for higher-paying jobs and to build 
their careers. 

• They are putting something aside for 
the future, e.g., building assets, so 
they are more resilient.



Inclusion – What Does it Mean?

8/22/2023

Explorers and planners Producers or suppliers

Employees Owners of 

assets

Consumers Beneficiaries



Exercise:
What Makes a Community Great?

What are the positive assets in your 
community? What would land your place on a 

“Top 10 Places to Live” list?
These are the assets you can build upon.

• Take a few minutes to ponder this.

• Write your two strongest ideas on post its – one per 
post it.

• Place your post-its on the form of community capital 
it most closely represents.

E



t Remember Our Goal: Rooted wealthKey Concept

Intellectual • Knowledge and innovation

Individual • Skills, education, health

Social • Trust and relationships

Natural • Natural resources

Built • Infrastructure

Political • Influence on decision makers and shapers

Financial • Savings and investment

Cultural • Traditions, customs and ways of doing

Assessment
Design

Measurement



Discussion Questions

• Look around at the flip chart sheets. 

• Did anything surprise you? Are you stronger in 
one form of capital than you thought?

• Were there any assets that you struggled to 
place into one of these categories?

• What about ownership? Are there areas where 
there’s not much decision-making control over 
the assets in the region?
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A Continuum for EDDs

CEDS

• SWOT

• Measuring outcomes

Sector-specific

• Collaboration

• Coopetition

Value chain development

• Value chain mapping

• Filling gaps in the chain



Focus on Assets – 4 ways

• Asset inventory and 
mapping

• Consider capitals in the 
CEDS through the 
SWOT/SOAR analysis

• Evaluate progress in the 
CEDS

• Area marketing and 
promotion.



Wealth Creation 
in Action



Asset Mapping Using the Spider 
Diagram



Acadiana Planning Commission (LA) – 
Strengths in the SWOT

Individual - Skilled labor for oil and gas extraction, manufacturing, and ancillary support services.

Intellectual - Presence and output of Acadiana’s University and Technical Colleges including the research 
capacity of higher educational institutions.

Social - Availability of job opportunities.

Cultural - Acadiana’s food, traditions, sporting culture and heritage are highly valued among natives.

Natural - Large amount of natural resources and natural environment for recreational opportunity.

Built - Capacity of electric and natural gas service. Non- traded economic drivers to include medical 
facilities, restaurant and retail, air service, and ports.

Political - Strong support and systems for community planning efforts.

Financial - Low cost of doing business and tax-friendly business climate. Entrepreneurial development.



Land of Sky 
Regional 

Commission 
(NC) – 

Evaluating 
progress 



Acadiana Planning Commission - 
Marketing the Community

• Acadiana Planning 
Commission in 
Louisiana markets its 
communities using 
prospectuses that are 
organized around the 
eight capitals. 



Southeast Ohio: Capitalizing on 
Assets 

Cultural Capital - Rich culture

Natural Capital - Amazing natural resources

Cultural/Built/Natural Capitals - Rich history of agricultural production.

Social/Political Capital - Multiple organizations 
in southern Ohio and Central Appalachia – 
leaders in supporting agricultural sector growth. 

ACEnet

Rural Action



SWOT using community capitals
Strengths:
• Capitals we have, use, could use more
• Energy and enthusiasm
• Partnerships between business, government, and 

organizations

Weaknesses:
• Capitals we are missing, or are weak
• People, firms, and organizations on the economic 

margins
• Lack of partnerships between business, government, 

and organizations

Opportunities:
• Underutilized capitals we can invest in
• Upward mobility for all
• Emerging Markets/Demand
• Gaps in activities needed to meet demand for 

products and/or services in specific emerging 
markets where investment will have the greatest 
impact (leverage)

• Repurposed by-products or residuals
• Local, broad ownership
• Potential to go to scale

Threats:
• Policy barriers
• Ownership by those outside of the region
• Negative opinion shapers and parties unwilling to 

collaborate





Exercise: Opportunities

• Underutilized capitals we can 
invest in

• Upward mobility for all

• Emerging Markets/Demand

• Gaps in activities needed to meet 
demand for products and/or 
services in specific 
emerging markets where 
investment will have the 
greatest impact (leverage)

• Repurposed by-products or 
residuals

• Local, broad ownership

• Potential to go to scale

This Photo by Unknown author is licensed under CC BY-SA-NC.

E

https://www.nagpurtoday.in/opportunities-and-limitations-of-ai-in-indian-banking/01071209
https://creativecommons.org/licenses/by-nc-sa/3.0/


#4: Tie wealth to place and connect 
regionally

Wealth Creation Value Chains connect local production to 
regional demand to bring fresh money into rural 

communities, defined as:

A network of people, businesses,

 institutions, and non-profits 

who collaborate to meet market demand 

for specific products or services – 

each advancing individual self-interest  

while together creating greater local wealth.



Relationships…Relationships…
Relationships

• Build relationships with other community partners to focus 
on a sector

• Build relationships with demand

• Build relationships with other producers, suppliers, etc. 

• Build relationships with support partners (e.g., educational 
institutions, financial institutions, Cooperative Extension)

• And many, many others!

Coordination role is central and critical! 



• Start with market demand! 

• Choose market opportunities with the greatest “wealth-
building” potential

• Connecting community assets to real market demand

– Start by serving local demand – it may be more flexible

– Find regional customers / demand partners to bring 
initiative to scale

• Map process and partners from input to end customer (value 
chain is a great tool) 

• Identify the gaps – create opportunities for new 
entrepreneurs

Strategies to Sustain Wealth Building



Defining a Market 
Opportunity

Market Opportunity - Great potential to 
generate multiple forms of wealth locally

Tourism – 
rural bicycle 

tourism

Grains – 
malting barley 

for beer

Biofuels – 
camelina 

based fuels

Textiles – high 
end “green” 

Clothing 
production.

Sector – A grouping of businesses in the 
economy that share related 

products/services.



Select market opportunity

Stakeholder decision making process.

Preliminary demand research

Compare market opportunities – 
criteria

Define target groups and goals  



Compare Market Opportunities
Rating

Criteria High Medium Low

Relevance to target 
market

# of people form target group with potential to be 
active in the sector/value chain

Potential for target group to own businesses

Wealth building 
potential

Market demand with potential for growth

# of new jobs or businesses that can be created.

Potential to increase ownership & control over local 
assets

Potential to build multiple forms of community wealth. 

Feasibility Demand partners identified

Willingness of market players to adopt new practices

Prospects for attracting investment



Preliminary Demand 
Research

Talk with businesses 

What are other sources of 
demand – scale, buyer 
types, added value, 
replacing imports.

Talk with current and 
potential buyers (demand 
partners) 



Stakeholder Decision-Making Process

Energy/Enthusiasm

Attainable: Next Steps

Scale: Scalable Business Opportunity. 

Competition: Porter’s 5 Forces. Existing Competitors, Bargaining 
Power of Suppliers, Bargaining Power of Buyers, Threat of New 

Entrants, Threat of Substitute Products/Services. 

Assets: Build on regional assets and businesses’ interests. 



Exploring Value Chains

Wealth Creation Value Chains connect local 
production to regional demand to bring 

fresh money into rural communities, 
defined as:

A network of people, businesses,

 institutions, and non-profits 

who collaborate to meet market demand 

for specific products or services – 

each advancing individual self-interest  

while together creating greater local wealth.



Connecting a Value Chain

Demand: Final consumers/end market - Buyers

Functions: Those things that have to happen to deliver the product or service

Transactional partners: Those people, businesses, or organizations that play a direct role in 
sourcing, aggregating, distributing, processing, purchasing the product, etc. 

Support partners: Those people, businesses, or organizations that provide the infrastructure, 
technical assistance and support that helps the transactional partners to produce

We are really talking about a Value Chain System!



Value Chain Example



Local 
consumers

Schools, 
Hospitals &   
Food Banks

Home 
Gardeners

Wholesalers

Farmers 
Markets

Local 
Farmers &    
Ranchers

Food 
Business 

Incubator

Local Food   
Processors

Value added 
products

Input Suppliers 
(Seed / Fertilizer)

Farming 
Equipment

Canning 
Equipment

High Desert Food 
and Farm Alliance

Banks and capital investors

OSU Extension Dept. of Agriculture

Seed Banks & 
Seed Research

Restaurant 
Supplies

Food Based   
Tourism

Marketing and Advertising

Restaurants

Transportation

OR Local Food Value Chain Map





6. Networking/Collaboration

7. Regional interpretive planning

8. Entrepreneurship

Through working groups those strategies are activated, progress is evaluated, then the strategies are

refined and repeated as needed. The purpose of this process is to build a network of collaborators who

can come together and reorganize as needed to continually address local challenges and pursue new

economic opportunities as they evolve.

6 Genesee Valley REDI Strategic Plan 2020-2025
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New Hampshire Recreation



Information/Marketing

Initial gap/low hanging fruit in information aggregation and marketing



Mapping and Analyzing a Value Chain

Step 5 Revise and revisit

Step 4 Identify and research challenges and opportunities

Step 3 Map the value chain

Step 2 Refine your goals

Step 1 Identify and engage market players



Identify & Engage Market 
Players

Take inventory of market players – start with 
demand (Customers), then Core Chain, then 

Support Partners, then Rules and Regulations. 

Who else should you talk to?

Understand challenges and opportunities.

Talk to local businesses and stakeholders



Refine your goals
Use wealth creation 
principles.

Examples:

• NH - not the # of tourists, but 
the amount of $ they were 
spending.

• OR – increasing incomes for 
small fishing businesses and 
livelihoods of crew members.



Value chain mapping

Supply Demand

Supporting Functions

Rules and Regulations

Coordinator

Shared Goals & Values



Fishing Aggregation Processing Distribution CustomerFlow Chart

Core Value 
Chain

Small fishing 
businesses

Large Wholesalers

Small Local Processors Farmers Markets

Institutions

Restaurants

Individual 
consumers

Supermarkets

Fishermen

Supporting 
Tasks

Cold Storage

TransportersBoat Sales/Repair

Supplies, ice, bait, 
fuel

Processing Equipment 
Suppliers

Financial Services Institutions

Waste Management

Port fees

Rules & 
Regulations

Fishing/Selling Permits

Food Safety Regulations

Waste Disposal Regulations

Tracking and Tracing – USDA, Dept. of Ag

Shared Goals & Values 
• Increase incomes for small fishing businesses
• Improve livelihoods opportunities for crew members



Network Map (Tourism)
Individual 

tourists
Recreation 

Clubs

Special 
Interest 
Groups

Lodging
Restaurants

Guide 
businesses

Festivals/
events

Artists
Farmers 
Markets

Ranch/
Farm 
Stays

Local 
food 

producers

Econ. Dev. 
Agencies

Financial 
institutions

Tourism 
Bureaus

Food Safety
Employment 

Laws

Building 
codes

Land Use 
Regulations



Uncovering Motivation for Engaging

What is their self-interest in engaging  further?  

What benefits can we/the product offer that they value? 

This is their “value proposition.”

Three levels of Interests:

Self:  What’s in it for me?

Shared:  What’s in it for us?

Common:  What’s in it for other 

people/the region?



Build Collaborative Networks That Flex

Forging and nurturing relationships between business, 
organizations, government, and people based on self-

interests

• Find your voice and talk to folks you’ve 
never talked to before, using language 
you’ve never used before.

• Identify people you think might 
“value” the product, service, or  
associated benefits created by your 
efforts.

• Explore their value propositions.



Opportunities to Build Partnerships
Community Capital Current committee 

members (or other 

leadership)

Potential partners working to 

build these assets

Why would they be 

interested in participating in 

your work?  How would you 

engage them?
Individual capital 

(health, wellness, workforce, 

education, other skills)

Intellectual capital 

(innovation partners)

Natural capital 

(businesses, organizations, or 

agencies focused on land, 

water, air, etc.)

Built capital 

(owners and operators of 

infrastructure, including 

private sector)



WealthWorks 
in Action

FOOD AND 
AGRICULTURE



Interventions

Producer capacity-building: Training, TA, certification, 
planning

Business development: Value-added processing, business 
planning, investment

Infrastructure: Aggregation & distribution

Market development: Branding, consumer education, 
institutional purchasing, wholesale retailers



What does it take?

An Intermediary/Coordinator

3 Examples…



Infrastructure for 
Processing, Aggregation & 
Distribution



Example 1: The Produce Auction 
Intermediary – Chesterhill Product Auction 

• Over 100 sellers including 
Amish and Mennonite 
farmers

• Over 1000 buyers – re-
sellers, household, 
commercial, institutional

• Rural areas

• Absolute auctions licensed 
and regulated by the Ohio 
Department of Agriculture

• Generally wholesale markets

• People come for the produce

• Shared use infrastructure



Example 2: The Processing/ 
Incubation Intermediary

• Value-added
• Retail-ready



Market Partnerships



Example 3: The Food Hub 
Intermediary• Volume

o Mixture of large and small scale farmers

o Understanding of market requirements
o consistent product and quality; certification and insurance requirements; 

traceability; packaging

o Support services
o organic/GAP training and certification; on-farm production support; 

coordination and planning

• Aggregation sites 
• Confirmed demand and planning/planting for it
• Distribution

o Reliable trucks
o Qualified and reliable drivers
o Clear understanding of the cost of distribution
o Distribution routes or corridors around which demand can 

be built



Local Food Value Chain -> Regional 
Economy 

• Regional collaboration and strategizing

• Developing corridor to connect WV, OH 
and KY aggregation points & provide 
access to large East Coast markets

• Leverage existing distribution corridors 
with access to grocery store chains and 
produce brokers from Atlanta, GA to 
Landover, MD

• Expand support services

– USDA GAP 

– Organic Growers Group

– Instructional videos



Sprout Minnesota

CSA
Receive an incredible box 
of seasonal, locally grown 

and produced goods.

FOOD HUB
One stop farm-to-table 
shop for local farmers, 
wholesale buyers, and

Mobile Market shoppers.

KITCHEN
Start or expand your 

business.
We'll get you licensed and 

ready to sell.
Host or attend classes.

https://www.sproutmn.com/csa.html
https://www.sproutmn.com/foodhub.html
https://www.sproutmn.com/kitchen.html


Exercise: Map a Value Chain

• Use whatever format works best for 
you. 

• BLUE - Start with demand – who is 
interested in your product/service? 
Consider aggregators of demand.

• GREEN - Work on the core value 
chain functions – how does the 
product/service get from supply to 
demand?

• YELLOW - Then map out the 
supporting functions. 

• Consider the rules and regulations.

E



Gaps and Opportunities

Gaps represent opportunities for local 
businesses to expand or new businesses 
to fill a function. 

What gaps, if addressed, will have the 
most impact?

Which challenges if addressed will have 
the greatest ripple through the chain? 

Which gaps/opportunities are feasible to 
address?

Where is the energy/excitement? 



 The Coordinator

Value chains do not self-organize.  
Coordinators often already have assets to support the goals of their 

value chains, but may need to deploy them in a different way.

• Hold and steward the vision of the value chain

• Build relationships among and between partners in the value 
chain

• Guide activities and partnerships to build multiple forms of capital

• Ensure low-income people, firms, and places participate and 
benefit

• Help create and deploy structures to manage risk

• Maintain flows of information to keep mutual benefit going and 
growing



Mapping YOUR Value Chain
• Focus on a specific product or service

• Identify demand, functions, transactional partners, 
and support partners on colored cards

• Arrange your map

• Where are the gaps, barriers, bottlenecks – 
Opportunities for Change?

• Strategies for addressing these?

Keep your eye on the wealth building prize – where 
are there opportunities to build more capitals, 

more local ownership, more inclusion for people on 
the margins. 



Remember our Goal

Build rooted wealth, community prosperity, 
lasting livelihoods.

Look for ways to build wealth by…

• Filling a gap in the value chain (e.g., creating a waste oil recycling 
business)

• Removing a barrier (e.g., providing GAP certification to minority farmers)

• Building multiple capitals that are rooted in place (e.g., creating a green 
building program at the community college)

• Finding ways to include residents on the economic margins in the activity 
(e.g., providing entrepreneurial training to self-employed, low income 
contractors to build green houses) 



Measuring Wealth Creation

Strategies Desired outcomes

How do the 
outcomes connect 

to community 
capitals?

Indicators - what 
needs to change to 

get there?
Measures

How to collect the 
measurement data? 

Who needs to be 
involved?

Baseline and future 
targets

Record and track 
information

Communicate 
results



WealthWorks 
in Action

FOOD & AGRICULTURE



Measuring Investment in Capitals

• Producers

• Revenue

• Buyers

• Purchases

• Acres of farmland

• Financial investment

• Employment



Region Five Development Commission





Sprout MN Metrics

Built Capital

Individual Capital

Financial Capital



Wealth Measurement Matrix
Name of Organization: Date:

Type

Strategy 

(What 

actions will 

you take?)

Indicator 

(What is the 

change you’re 

seeking?)

Measure (How 

would you measure 

that change?)

Baseline (This is the first time you 

measure.) and Target (What are you 

working toward?)

Methodology 

(How will you 

measure and 

use the data?)

Partners (Are 

there any key 

partners 

needed?)

In
d

iv
id

u
al

So
ci

al
In

te
lle

ct
u

a
l

N
at

u
ra

l



Next Steps

What are some logical next steps to move from 

discussion to action in your value chain?

• Who else has a self-interest or a shared interest in being 
engaged further?

• What else do you need to know before you can move forward, 
i.e., research needs?

• Are there gaps or barriers identified today that could be 
addressed next?

• What are concrete next steps you might take coming out of 
this meeting?



For More Information 

Melissa Levy
NADO
mlevy@nado.org
www.nado.org

mailto:mlevy@nado.org
http://www.nado.org/
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