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Year 4 Wks 7/17/1
Market Report Ago Ago 5
Livestock and Products,
Weekly Average
Nebraska Slaughter Steers,
35-65% Choice, Live Weight. . . . .. . 156.86 150.00 148.20
Nebraska Feeder Steers,
Med. & Large Frame, 550-600 Ib. . . .. 268.00 288.28 266.86
Nebraska Feeder Steers,
Med. & Large Frame 750-800 Ib. . ... 270.55 240.46 228.69
Choice Boxed Beef,
600-750 Ib. Carcass. . ............ 250.15 249.87 234.85
Western Corn Belt Base Hog Price
Carcass, Negotiated. . ............. 127.60 75.57 75.53
Pork Carcass Cutout, 185 Ib. Carcass
51-52% Lean..........cccouvunn.. 135.23 83.59 81.69
Slaughter Lambs, wooled and shorn,
135-165 Ib. National. .. .... 154.38 153.86 158.92
National Carcass Lamb Cutout
FOB. ...ttt 358.21 349.15 360.64
Crops,
Daily Spot Prices
Wheat, No. 1, H.W.
Imperial,bu.................... 5.72 4.50 4.92
Corn, No. 2, Yellow
Nebraska City, bu............... . 3.53 3.43 3.90
Soybeans, No. 1, Yellow
Nebraska City, bu................. 12.37 9.57 9.85
Grain Sorghum, No.2, Yellow
Dorchester,cwt. . ................ 6.18 6.84 7.05
Oats, No. 2, Heavy
Minneapolis, Mn,bu............... 3.76 2.79 2.85
Feed
Alfalfa, Large Square Bales,
Good to Premium, RFV 160-185 « «
Northeast Nebraska, ton........... 207.50
Alfalfa, Large Rounds, Good «
Platte Valley, ton................. 100.00 85.00
Grass Hay, Large Rounds, Good «
Nebraska, ton................... 100.00 130.00
Dried Distillers Grains, 10% Moisture
Nebraska Average................ 105.00 129.00 130.00
Wet Distillers Grains, 65-70% Moisture
Nebraska Average................ 35.00 45.50 42.50

* No Market

UNL does not discriminate based upon any protected status.
Please see go.unl.edu/nondiscrimination

The local food “movement” has gained strength na-
tionwide as well as right here in Nebraska. The pro-
duction and consumption of nearly table ready food
has gained popularity and has an important economic
impact for those farmers and businesses involved in
that segment of agriculture. The past decade has seen
substantial and growing interest in the promotion of
local food systems throughout the United States. The
increasing consumer demands for fresh local produce
and other farm products are driven by the beliefs that
local food production systems are more sustainable,
healthy, and supportive of local economies. As a testa-
ment to rising consumer demands, sales of local food
through direct markets have grown tremendously —
annual direct-market sales in the U.S. increased from
$511 million in 1997 to $1.2 billion in 2007 (Martinez
etal., 2010)".

The Nebraska Cooperative Development Center
(NCDC) in the Agricultural Economics Department
at UNL has hosted the Buy Fresh Buy Local Nebraska
(BFBLN) program since its inception in Nebraska ten
years ago. The Nebraska Sustainable Agriculture Soci-
ety partnered with NCDC to gather resources to get
the program started, and NCDC has been responsible
for its management since that time. Buy Fresh Buy
Local Nebraska brings awareness of the local food sys-
tems in Nebraska.

IMartinez, S., Hand, M., Da Pra, M., Pollack, S., Ral-
ston, K., Smith, T., & Newman, C. (2010). Local food
systems; Concepts, impacts, and issues (Economic
Research Report No. 97). Washington, DC: Economic
Research Service, U.S. Department of Agriculture.
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BFBLN is a membership based program that includes farm- The BFBLN program promotes members by featuring a
ers, but also farmers markets, businesses, and institutions “member of the week”. This feature on both the
that utilize and feature locally grown webpage and the BFBLN Facebook page
foods in their operations. Grocery #BUY FRESH allows consumers to take a more in-depth
stores, wholesale businesses and in- L“' P look at a farm or business.

stitutlor?a'l users such as UNL utilize Mg “Encouraging the purchase and enjoy-
the positive asp ects of food grown 3 ment of locally grown food” is the simple
close to where it is consumed. yet impactful mission statement of the
Buy Fresh Buy Local Nebraska program.
Locally grown and produced foods are
exceptionally fresh, delicious, and are be-
coming more abundant. Local food is
fresher and tastes better than food
shipped long distances from other states or countries,
so it often reaches you with- _

in 24 hours of harvest. Lo-
cal farmers can offer pro-
duce varieties bred for taste

For example, UNL Housing has the
Good, Fresh, Local (GFL) program
that features special monthly meals
at the Cather/Pound/Neihardt din-
ing center as well as in the East Campus Union. The Cater-
ing Department offers a Good, Fresh, Local menu as an op-
tion, and a few GFL items are offered at Abel/Sandoz, Har-
per, and Selleck dining centers. The GFL program sources
locally grown foods from 70 farms and food businesses in
Nebraska from Scottsbluff to Omaha and everywhere in
between. The BFBLN program and NCDC were involved in and freshness rather than
the start-up of the GFL program in 2005.

life.
A primary effort of the BFBLN program is the continuing
education of consumers and connecting them to local farm-

ers. Coordinator Billene Nemec promotes the BFBLN pro-

gram and appears at numerous venues each year, promot-

ing the use and enjoyment of the foods grown by BFBLN

farmer members. She also promotes the Nebraska busi- Jim Crandall
nesses such as grocery stores and restau-
rants that source Nebraska grown foods
in their operation. BFBLN annually pro- University of Nebraska
% duces 10,000 copies of a local food guide
that helps consumers all across our state
source the locally grown foods they want
to purchase for their family.

Nebraska Cooperative Development Center

jcrandall@unl.edu

“BUY FRESH
BUY LOCAL

% Additionally, the BFBLN website http://
food.unl.edu/localfoods/home is a source

of up-to-date information on such things as eating season-
ally, food security, supporting Nebraska farms, and the eco-
nomic impact of eating locally.

Buy Fresh Buy Local Nebraska provides educational infor-
mation to farmers as well on topics such as how to get start-
ed, the benefits of selling local food, selling to restaurants,
selling to institutions, direct marketing, selling online, sell-
ing wholesale, and selling at the farmers market. BFBLN
has information for farmers on using social media to mar-
ket their business, utilizing high tunnels for production and
season extension, good agricultural practices, business and
enterprise planning, and requirements for marketing pro-
duction at a farmers market.
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