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Chapter XV: Marketing~

Note: Several types of information are needed to develop a business plan. To keep the
volume of information in a manageable form, the material has been divided into Chapter
XII-Decision Making and Business Planning; Chapter XIII- Regulations and Legal
Concerns; Chapter XIV-Liability Insurance; Chapter XV-Marketing; and Chapter XVI-
Funding and Assistance Programs. It is necessary to review all of the chapters when
developing a comprehensive business and marketing plan.

Check with your local county cooperative extension agent or Resource Conservation and
Development Council Coordinator to see what is available in your state and to identify
local or state leads.
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A. General

Marketing Strategies for Farmers and Ranchers

SARE, USDA, CSREES.

This publication provides information about alternative value-added marketing strategies,
case studies, and a list of resources that include websites, books and periodicals. The
publication offers insight into marketing through farmers’ markets, community-supported
agriculture, and new cooperatives. It also has several success stories.

Available online at: http://www.sare.org/market99/index.htm

Hardcopies available by calling, (202) 720-5203

Reap New Profit: Marketing Strategies for Farmers and Ranchers

Sustainable Agricultural Network, SARE

Power Point Presentation for educators. Overview in Resource Manual

To view a preview go to: http://www.sare.org/htdocs/events/pr/oct252000.htm
To order:

Ph: or (301) 504-6422

Email: san@nal.usda.gov

Profitable Pork: Strategies for Hog Producers

This publication contains information about low cost and pasture based hog production
and marketing niches and options.

Available at www.sare.org/bulletin/hogs or

Hardcopies available by calling 202-720-5203

Profitable Poultry: Raising Birds on Pasture

This publication contains information about low cost free range poultry and egg
production and marketing niches and options.

Available at www.sare.org/bulletin/poultry or

Hardcopies available by calling 202-720-5203.

Direct Marketing and Related Topics, January 91-December 96, OB 97-02
Compiled by Mary Gold

Quick bibliography of 235 citations from AGRICOLA.

Compiled by Mary Gold, October 1999

Alternative Farming Systems Information Center, NAL

This publication provides information on and resources on CSA.

Available online at: www.nal.usda.gov/afsic

Ph: (301) 504-6559

Email: mgold@nal.usda.gov

Organic Agricultural Products: Marketing and Trade Resources
This is a CD of resource information.




Available online at: www.nal.usda.gov/afsic or to order
Ph: (301) 504-6559

Email: mgold@nal.usda.gov

Farmer Direct Marketing Program

USDA/AMS

A list of publications and information available at the Agricultural Marketing Service
web site. This program facilitates cooperation and collaboration among agencies and
organizations that promote direct marketing and help small farmers benefit from the
growing consumer interest in direct marketing. Their website provides information, news,
and publications that deal with direct marketing. For more information go to
Website: http://www.ams.usda.gov/directmarketing/

Email: Errol. Bragg@usda.govFor more information go to

Errol Bragg, Associate Deputy Administrator

Marketing Services Branch - USDA

1400 Independence Ave., S.W.

Room 2646 - S, Stop 0269

Washington, DC 20250-0269

Ph: 1-800-384-8704 or (202) 720-8317
Email: Errol. Bragg@usda.gov

Farmers Market Coloring Book

USAD/AMS

Download and modify this coloring book to meet the needs of your farmers market or
your own market.

Only available on the web at www.ams.usda.gov/directmarketing

“How to Buy” Guides!

USDA/AMS

Free copies of how to fruits, vegetables, meat and poultry. What is available is in the
Resource Manual. ’

Contact 202-690-0531

Fresh Grown Publicity: An Easy Guide to Getting News Coverage (even if you know
nothing about public relations or writing.)

By Jane Eckert and Diane Kline

This is a 115 page publication on how to get..”Fresh Grown Publicity” as easy as planting
seeds with the media and watching them bloom. The steps outlined gained Eckert’s
Orchards $80,000 of free publicity. Cost is $39.95 plus $5.00 S&H.

Available from

Eckert AgriMarketing

8054 Teasdale Avenue

St. Louis, MO 63130

Ph: 314-862-6288

Emai: jane@eckertagrimarketing.com

www.eckertagrimarketing.com




2000 Ohio Fruit and Vegetable Growers Congress and North American Farmers’ Direct
Marketing Conference Proceedings.

Proceedings covers production, marketing of crops and livestock. Available at a cost of
$10.00 from

Ohio Fruit and Vegetable Growers Congress

PO Box 479

Columbus, OH 43216

Know Your Market: How To Do Low-Cost Market Research

By David Frigstad

Book is designed to take any individual serious about conducting market research
through all the necessary step to complete a research project.

Available from

Oasis Press/PSI Research

300 North Valley Drive

Grants Pass, OR 97526

800-228-2275

Wholesale and Alternative Markets Publications
USDA/AMS

Send, email or fax order to

Velma Lakins

Wholesale and Alternative Markets Program
ROOm 2644- South

Washington, D.C. 20250

Ph: 202-720-8317

Email: valma.lakins@usda.gov

Marketing Tips for Sustainable Agriculture: a practical way to support sustainable
agriculture

USDA/NRCS

This publication addresses basics of marketing and presents the points and processes
needed to develop a marketing plan. It presents four entrepreneurs and how they applied
the principles of marketing.

Available by on the web www.wsi.nrcs.usda.gov/products/sustainable-agriculture.html or
USDA/NRCS Watershed Science Institute

402-437-5578

Smart Marketing Bulletins

This newsletter is published by the Cornell Extension Service and contains articles that
deal with farm marketing. An index of the “Horticultural Business Management and
Marketing Program” is included in the Resource Manual.

Available online at: http://aem.cornell.edu/special_programs/hortmgt/pubs/smartmkt/
Some examples are:

o Developing a Dairy Marketing Plan




By Mark Stephenson
Smart Marketing Series
May 2002

o  Understand Your Milk Check First
By Craig Alexander
Smart Marketing; April 2001
Available at:

o Smart Pricing Strategies
By Wen-fei L. Uva
Smart Marketing; March 2001

e Farm to Retail Price Relationships for Fluid Milk
By Charles F. Nicholson
Smart Marketing Series July 2001

o Knowing Your Market: The Most Challenging Part of a Business Plan
By Charles Schlough
Smart Marketing Series
February 2001

This Is Not Your Father’s Farm: Marketing Ideas pg. 20-21
PASA Passages Newsletter; Fall 2001

By Brian Moyer

This article provides marketing tips and ideas for farmers.
Available in the Resource Manual or at

www.pasafarming.org
Ph: 814-349-9856

Marketing 101: Cattlemen as salesmen, not!
Cowboy Logic by Ryan Taylor
News article in Capital Press, March 29, 2002

15 Foolproof Ideas For Promoting Your Company
Available online at: www.bizoffice.com/library/files/fool.txt

How to Use Marketing and Sales to Explode Your Home Business

By Sean M. Lyden

This article discusses what you need to know to launch and maintain a winning sales and
marketing campaign.

Auvailable online at: www.bizoffice.com/library/files/marketing_sales_explode.txt

Food Marketing Institute (FMI)
The FMI conducts activities in research, education, public information, industry relations,
and public affairs. Their website contains a store where you can purchase research



reports, books, videos or CD-Roms. It also provides news, statistics, food safety
information, marketing information, and announcement of their conferences.
Website: http://www.fmi.org/

Ph: (202) 452-8444

Email: fmi@fmi.org

Marketing Resource Guide

Pennsylvania Association for Sustainable Agriculture
Web site: www.pasafarming.org

Ph: 814-349-9856

Select! Sonoma County: A Long Lived Marketing Program Faces Hard Times

A case study analyzing the effects of a public-private marketing organization, Select!
Sonoma County’s whose stated goal is “improving the economic well-being of Sonoma
County agriculture and stimulate consumers to purchase local products.

By Maria Powell & Greg Lawless

Available at: http://www.farmprofitability.org/research/sonoma/index.htm

USDA Agricultural Marketing Workshops

This webpage contains announcements of USDA marketing workshops geared towards
farmers. The announcement includes information on lodging and registration for the
workshops.

http://marketingoutreach.usda.gov/info/index.htm

Evaluating Marketing Strategies for Small Farms in Mid-Atlantic Region

This is a 4-year collaborative effort among public and private organization to improve the
viability of small fams in the Mid-Atlantic region. Study is looking at successes and
challenges of “producer only” farmers’ markets and CSA including a survey of
shareholders. Check the web site for status of study and success stories.
www.smallfarmssuccess.info

The United States Market for Organic Foods and Beverages

Published by the ITC

This publication is based on a study on the market for organic products in the U.S.
Available at: http://www.intracen.org/mds/sectors/organic/foodbev.pdf

Market Research

US Small Business Administration (SBA)

This publication provides information on how to conduct market research.
Available online at: www.bizoffice.com/library/files/mktres.txt

Marketing Research for Entrepreneurs and Small Business Managers

By David J. Snepenger

Montana State University-Bozeman

This publication identifies and discusses the four key steps to successful marketing.
Available online at: http://www.montana.edu/~wwwcommd/marketin.htm




Marketing Research and the Small Business

This publication provides information on the importance of market research for small
businesses.

Available online at: www.bizoffice.com/library/files/marketb.txt

Sell What You Sow: The Grower’s Guide to Successful Produce Marketing

By Eric Gibson

This book has 32 chapters plus appendices and resources on high-value produce
marketing. The book delivers hands on type information.

Order by

New World Publishing

11543

Quartz Drive, #1

Auburn, CA 95602

Ph: 530-823-3886

Were Gonna Be Rich! Growing Specialty Cut Flowers for Market
Frank and Pamel Arnosky, See Chapter VIII for table of contents.
Fairplain Publications

P.O.Box 3747

Lawrence, KS 66046

Ph: (785) 748-0609

Email: growing4market(@earthlink.net

Backyard Market Gardening, The Entrepreneur’s Guide to Selling What You Grow

by Andy Lee See Chapter VII I for table of contents.

Good Earth Publications (April 1995)

1702 Mountain View Road

Buena Vista, VA 24416

ISBN: 0962464805;

This book discusses how to sell quality garden produce to the public for fun and profit.
The production side is discussed in less detail. The book is available from the publisher
as well as from other common booksellers.

Marketing for Success: Creative Marketing Tools for the Agricultural Industry
By Robert J. Matarazzo with the assistance of Melissa F. Matarazzo

Doe Hollow Publishing (January 1998)

ISBN: 0965338509

This book, written by a direct marketing farmer, provides tools and techniques to
aggressively market you agricultural products.

Cost: $18.95 (shipping and handling included)

Available from:

Doe Hollow Publishing

10 Doe Hollow Lane

Belvidere, NJ 07823




Ph: (908) 475-4460
Email: rjm@world2u.com

A New Look at Marketing

By Alan Barefield

Agricultural Extension Service (University of Tennessee) S) 351-C

This publication discusses how to successfully market a product or service to a highly
discriminating public.

Available online at: www.utextension.utk.edu/spfiles/SP351C.pdf

Know Your Market: How to do Low-Cost Market Research

By David B. Frigstad

The Oasis Press/PSI Research Grants

Pass, Oregon 1995

This book is designed to assist small businesses or beginning business owners and
executives in conducting their own market research.

Doing Your Own Market Research: Tips on Evaluating the Market for New Farm-Based
Enterprises

Farming Alternatives Program, Cornell University (1988)

This is a six-page tip sheet on steps to follow when evaluating a new business.
Hardcopies available from:

Ph: (607) 255-9832.

Successful Marketing Research: The Complete Guide to Getting and Using Essential
Information About Your Customers and Competitors

Edward L. Hester

John Wiley & Sons, Inc (October, 1995)

ISBN: 0471123803

This book is discusses cost-effective way to gather essential information about customers
and competitors.

This book is available from its publisher and other additional booksellers.

New Crop Opportunities Center

The New Crop Opportunities Center provides farmers with production and marketing
information on new crops and value-added versions of current crops.

Website: http://www.uky.edu/Ag/NewCrops/aboutus.html

N-324 Agricultural Science Center

University of Kentucky

Lexington, KY 40546-0091

Email: newcrops@ca.uky.edu

Agricultural Marketing Resource Center (AgMRC)

The AgMRC is an electronically based center that collects and interprets information
about value-added agriculture. The center, which is a website, provides research,
information about events and business development, directories, and has a website search



engine. They provide independent producers and processors with information that will
help them build a successful value-added enterprise.

http://www.agmrc.org/

Ph: (866) 277-5567

Email: AgMRC@iastate.edu

Organic Marketing Resources

This publication is a resource list that includes general sources of information and
sources that deal with the market for organic food and fiber products, and certified-
organic products.

Available online at: http:/attra.ncat.org/attra-pub/markres. html

Pricing Your Products

US Small Business Administration (SBA)

FM-13

Available online at: http://www.sba.gov/library/pubs/fm-13.pdf or
http://www bizoffice.com/library/files/price.txt

Developing Effective Brochures

By Nancy Riggs

Illinois

ID: IL-IN-SG-95-8

This tip sheet is geared towards small businesses and provides information on how to
develop low-cost, effective brochures and posters. It discusses audience, purpose,
message, graphics, layout, and printer talk.

Available online at: www.msue.msu.edu/msue/imp/modtd/33720002.html

Customer Aftercare: How to Spend Less and Sell More
By Ernest W. Nicastro
Available online at; www.bizoffice.com/library/files/customer aftercare.txt

Relationship Selling: The Path to Sales Success
Available online at: www.bizoffice.com/library/files/path.txt

Good Customer Relations with Improved Personal Selling

By Dale Zetocha

North Dakota State University Cooperative Extension Service (1986)
EC814

Available online at: www.msue.msu.edu/imp/modtd/33209601.html

Creating Advertising that Sells: Eliminate the Most Common and Costly Errors in
Advertising

By Thom Reece

This publication takes a look at various profit-producing ideas.

Auvailable online at: www.bizoffice.com/library/files/advertising_sells.txt




Advertising a Small Business

By Edmond A. Bruneau

This publication looks at the how-to and benefits offered by various forms of advertising.
Available online at: www.bizoffice.com/library/files/adver.txt

Adavertising-Better Business Bureau Code of Advertising
Better Business Bureau (BBB)

This website contains the BBB’s code of advertising.
Available online at: www.bbb.org/advertising/adcode.asp

Advertising Your Business

Yellow Pages Publishers Association (YPPA) and U.S. Small Business
Administration (SBA)

This publication provides information on the fundamentals of advertising planning.
Available online at: http://www.bizoffice.com/library/files/obd13.txt

Direct Marketing: Business Management Series

Appropriate Technology Transfer for Rural Areas

By Katherine Adam, Radhika Balasubrahmanyam and Holly Born

November 1999

This publication contains information on direct marketing alternatives that emphasizes
niche, specialty and value—added crops. It features farm case studies, as well as
information on enterprise budgets and promotion/publicity.

Available at: www.attra.org/attra-pub/directmkt.html

Direct Marketing: Resources

ATTRA

This publication contains information about where to locate direct marketing resources
throughout the United States.

Available in Resource Manual and at

www.attra.ncat.org/attra and click on publications

Resources for Organic Marketing

ATTRA

Publication contains information about various organizations throughout the United
States.

Available at www.attra.ncat.org and click on publications

Direct Farm Marketing and Tourism Handbook

Available online at: http://ag.arizona.edu/arec/pubs/dmkt/dmkt.html
Available from: Russ Tronstad, Extension Economist

Ph: (520) 621-2425

Email: tronstad@ag.arizona.edu




Direct Marketing of Ag Products to Tourists

By Dennis B. Propst, Patricia S. Newmyer, and Thomas E. Combrink
Michigan State University (1986)

Extension Bulletin 1960

Available online at: www.msue.msu.edu/msue/imp/modtd/33839811.html

Farmer Direct Marketing Bibliography
This publication is a 75-page bibliography of publications, reports, guides, surveys,
production issues, marketing and small business manuals. Available online at:

To order, call (202) 690-0531

Legal Guide for Direct Farm Marketing

By Neil Hamilton

And funded by the USDA-SARE

This guide addresses legal questions producers might have about engaging in direct farm
marketing and liability insurance. See Chapter XIII for table of contents.

Cost: $20

Available from:

Drake University Agricultural Law Center

Des Moines, 1A 50311

Ph: (515) 271-2947.

Ranchers Learn Direct Marketing Techniques from Professional Hustler Pg.33
The Grassman Farmer May 2001 Vol 58 #5
By Alice Valenzuela

Barriers and Opportunities for Direct Marketing in the Philadelphia Region
Farmers’ Market Trust; April 1999

Copies available from the Trust at:

1201 Chestnut Street 4™ Floor

Philadelphia, PA 19107

Ph: (215) 568-0830

Fax: (215) 568-0882

Email: fmtrust@liberynet.org

Ace Components of Good Direct Marketing: Sales Coaching for People Who Don’t Like
Direct Selling

By Hilton Johnson

Available online at: www.bizoffice.com/library/files/ace direct marketing.txt

An Analysis of Vegetable Farms: Direct Marketing Activities in New York State
This publication is a report on the direct marketing activities in New York State.
Available online at: http://www.iatp.org/labels/envcommodities/index. htm




Developing New Markets to Support Local Agriculture, Resource Packet
Farming Alternatives Program, Cornell University

This publication contains information handed out at the Farming for the Future
Leadership conference.

Available by calling: (607) 255-9832.

Establishing a Shared Use Commercial Kitchen

NX Level

This book details the planning, design, and budgetary considerations for developing an
FDA approved, multi-tenant commercial kitchen.

More information available at: www.nx.level.org/ag.htm (you can also order the book
here)

Available from:

University of Colorado at Denver

Colorado Center for Community Development

NxLeveL™ Training Network

Campus Box 128

P.O. Box 173364

Denver, CO 80217-3364

Understanding Cooperatives: Agricultural Marketing Cooperatives, Cooperative
Information Report 45, Section 15

This publication is a four-page information sheet about marketing cooperatives functions,
organization, operations and the new flexibility.

Available online at: http://www.rurdev.usda.gov/rbs/pub/cir4515.pdf

Cooperative Information Reports

This is a series of reports that provide information on cooperatives. A list of the reports
and links to their PDF files is available at:
http://www.rurdev.usda.gov/rbs/pub/cooprpts.htm

Cooperative Research Reports

This is a series of research based reports that deal with cooperatives. A list of the research
reports and links to their PDF files are available at:
http://www.rurdev.usda.gov/rbs/pub/research.htm

Rural Cooperative Publications

This website contains a list of all USDA and Rural Development cooperative
publications, their prices, and ordering information.
http://www.rurdev.usda.gov/rbs/pub/cir4/cir4.htm

Better Board of Trade Website

This website contains an inexpensive, simple classifieds bulletin board system where
organic and sustainable producers and buyers can meet.
http://www.mybbot.com/index.htm



Organic Trader Website

This website provides options for suppliers and buyers to buy and/or market their organic
products. '

http://www.organictrader.net/

AgExporter
USDA Foreign Agriculture Service

The Monthly Magazine for Food and Agriculture Exporters

This magazine provides tips on exporting, descriptions of markets with the greatest
potential, and information on export assistance available from the U.S.D.A.
Available electronically at: http://ffas.usda.gov/info/agexporter/agexport.html

To receive a sample issue, call: (202) 720-7115

Email: info@fas.usda.gov

Horticultural Business Management and Marketing Program

This program offers curriculum-driven educational programs designed to enhance the
competitive position of the New York fruit, vegetable, and ornamental horticultural
industry.

Website: http://aem.cornell.edu/special_programs/hortmgt/about.htm

456 Warren Hall

Cornell University

Ithaca, NY 13743

Email: WL32@cornell.edu

All of the fact sheets from the Operating a Small Farm series are available online at:
http://www.agnr.umd.edu/users/frederick/pubs/

e Operating a Profitable Small Farm Fact Sheet 17
Advertising and Promoting your Products
Published by the Maryland Cooperative Extension, University of Maryland
College Park, Eastern Shore
Available online at: http://www.agnr.umd.edu/users/frederick/pubs/Opfarm17.pdf

e Operating a Profitable Small Farm Fact Sheet 15
Marketing Skills
Published by the Maryland Cooperative Extension, University of Maryland
College Park, Easter Shore
Available online at: http://www.agnr.umd.edu/users/frederick/pubs/Opfarm15.pdf

e Operating a Profitable Small Farm Fact Sheet 13
Direct Marketing
Published by the Maryland Cooperative Extension, University of Maryland
College Park, Eastern Shore
Available online at: http://www.agnr.umd.edu/users/frederick/pubs/Opfarm13.pdf




Fact Sheets for Managing Agri-tourism and Nature-Tourism Operations
University of California, Small Farm Center

e Marketing Equals the Four Ps

e Marketing Your Enterprise

e Tips for Building Marketing and Community Partnerships

e Top Marketing Ideas for Agritourism Operations
Available in Resource Manual or
www.sfc.ucdavis.edu/agritourism/factsheets

Gift Manufacturer’s Marketing Association: 7ools for Rural and Small-Scale
Entrepreneurs

This marketing association provides how-to information on the marketing of “gift
products” (specialty foods, jewelry, woodcrafts, soap, herbals, etc). Their website
provides related classifies, newsletter and information on their services.

Website: http://www.giftmarketing.org/

PO Box 709

Orofino, ID 83544

Fax: (208) 476-7238

Email: ruralocity@msn.com

Marketing Crafts and Tourist Products

North Central Regional Publication #445

Available online at: http://www.sfc.ucdavis.edu/pubs/SFNews/archive/93092.htm
Hardcopies available by calling, (402) 472-3023

Marketing Crafts and Other Products to Tourists

By Sherri Gahring, Shirley Niemeyer, Rae Reilly, and JaneAnn Stout
North Central Regional Center for Rural Development (1992)

ID: NCR445

Available online at: www.msue.msu.edu/imp/modtd/33809809.html

The art, science of market displays
Growing for Market, May 1996.
Available in Resource Manual

Mini-Farm, Maxi-Profits: Diverse crops and savvy marketing give these high-value
growers the edge

By Ward Sinclair and Cass Peterson, published in “The New Farm,” March/April 1994
Available in Resource Manual.

Farms.com

This company offers software tools and marketing services. Their website contains
information on the company and its services and also serves as an information portal. The
website features news, weather, a section on various agricultural markets and other
resources that include a search feature, newsletters, and classifieds.



Website: http://www.farms.com
Ph: 1-877-438-5729

Email: Jennifer.jones@farms.com

Market Farm Forms: Spreadsheet Templates for Planning and Organizing Information
on Diversified Market Farms

by Marcie A. Rosenzweig with Bill Kaye-Blake Available as CD Rom and hardcopy.
This publication, which has earned praise from ATTRA for being user friendly, contains
simple, non-linked spreadsheet templates for recordkeeping. This might be particularly
helpful to producers who are trying to comply with the recordkeeping requirements for
organic certification.

Cost: $49.95

Available from:

Full Circle Farm

3377 Early Times Lane, Auburn, CA 95603

Ph: (530) 885-9201

Email: fullcircle@jps.net

Or from:

Back40Books

26328 Locust Grove Road

Creola, Ohio 45622

Ph: (740) 596-9983

Email: locustgrove@ohiohills.com

Produce Handling for Direct Marketing, NRAES-52

By James A. Bartsch and Roger Kline

Publication addresses harvest, transport, storage, and display of produce.
Available from

Northeast Regional Agricultural Engineering Service

Ph: 607-255-7654

Facilities for Roadside Markets, NRAES-52
Northeast Regional Agricultural Engineering Service

Publication addresses site considerations, market layout, market structure and facilities.
Ph:607-255-7654

www.metrofarm.com

An electronic magazine of metropolitan agriculture showing numerous types of resources
and marketing opportunities. It is worth a look!

Merchandising Education to Employees

The PMA video’s and written material are used to increase farm market employee skills
and development efforts. This material makes for a nice kernel of information around
which much discussion can occur according to John Berry, Ag. Mkt’g Agent.

Available by contacting

John Berry




Penn State Cooperative Extension-Lehigh County
4184 Dorney Park Road

Alltentown, PA 18104

Ph: 610-391-9840

email: jwb15@psu.edu

Hudson Valley Network, Inc.
The organization operates a huge data base and presents information to the public via
web site www.hvnet.com. Check it out!

The Agricultural Marketing Resource Center (AgMRC)

Being developed by Jerry DeWitt, ISU with a USDA value added grant. Here is the web
site to check it out at a later date:

WWW.agmrc.org

FoodMAP

A comprehensive clearinghouse of marketing and processing information on identifying
new markets, learning about alternative agriculture opportunities, locating processing
equipment, understanding processing requirement and ingredients and finding
information on large variety of other topics.

www.foodmap.unl.edu

Approaching Food Service Establishment with Locally Grown Products

North Central Initiative for Small Farm Profitability-A USDA Funded Project
The report summarizes the initial findings of a survey of members of the Chefs
Collaborative organization.

Available from

Food Processing Center

Institute of Agriculture and Natural Resources

University of Nebraska,

143 Filley Hall, East Campus

Lincoln, NE 68583
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Reap New Profits

Marketing Strategies for
Farmers and Ranchers

CATTLE RANCHER PEGGY SECHRIST (IN PLAID SHIRT), AND HUSBAND, RICHARD, INTRODUCE NEW CUSTOMERS TO PASTURE-

RAISED BEEF BY STAGING TASTINGS AT MARKETS AROUND THE AUSTIN, TEXAS, AREA. PHOTO BY JERRY DEWITT

RICHARD AND PEGGY SECHRIST RAISED BEEF ON PASTURE
without chemicals for four years — selling it to restau-
rants, at farmers markets and to visitors at their Freder-
icksburg, Texas, ranch — before they improved their
meat sales by pulling them under one roof.

In June 1999, they opened Homestead Healthy
Food Store on the edge of their small town. There, they
sell their organic beef, chicken and eggs—as well as
organic produce raised by neighboring farmers in the
Texas Hill Country west of Austin. Customers have
responded, supporting the farmer-led venture with
local dollars.

“We decided to be a really good source of high
quality, very nutritious and very healthy food,”
says Peggy Sechrist. “That means locally grown food

without any synthetic residuals—and a good selection
of those foods.”

The Sechrists did not open the store and right away
pile the shelves high with tempting treats. Instead, they
set out meats in refrigerated cases and asked their cus-
tomers, many of whom had been driving 90 miles to
Austin health food stores, what else they wanted. The
store now includes organic produce, cereal, pasta,
juices, dairy products and even certified organic
condiments, most purchased locally. Between August
and September, store sales jumped by 30 percent, and
the Sechrists expect the store to break even in the
coming months.

“We built our inventory based on what our cus-
tomers told us,” Sechrist says. “They can buy a nice




DENNIS AND SUE RABE OF
LAKE CITY, MINN., RECEIVED
A SARE PRODUCER GRANT
TO HELP THEM PROMOTE
THEIR BEEF AND PORK
PRODUCTS TO ROCHESTER-
AREA RESTAURANTS AND

SUPERMARKETS.

selection of food for every meal of the day. We have had
a healthy rate of growth, and it looks like it will be a
profitable enterprise.”

Good marketing is becoming a must for small agri-
cultural enterprises to be successful. Rather than
accepting non-negotiable prices offered by wholesalers,
direct marketers put the power to turn a profit back in
their own hands. Alternative marketing outlets offer
direct connections to customers, providing them an
opportunity to get fresh products and knowledge about
how they've been grown. Like the Sechrists, producers
can learn what their customers need.

The bottom line: Whether the product is beef or
fresh-picked vegetables, selling products directly to con-
sumers offers farmers a better price. This bulletin
profiles successful direct marketers across the country
and includes tips about how to start a number of alter-
native agricultural marketing enterprises. For more infor-
mation, use the list of resources on pp. 19-20.

Marketing Strategies

Direct marketing strategies are numerous and varied.
Before beginning to sell direct, identify markets with
special needs that offer large enough volumes to pro-
vide profitable returns.

One of the most commonly recognized niche mar-
kets is the growing demand for organically grown foods.
Range-fed beef and pastured poultry products also
appear to have a growing popularity among consumers.

Consider selling at roadside stands and farmers mar-
kets, opening a pick-your-own operation, creating a sub-
scription marketing service, offering on-farm entertai-
ment, marketing long distance or marketing to restaurants.
You can go it alone, or you can team up with others in a
cooperative. Most farmers use a combination of marketing
methods, finding that in marketing as well as in produc-
tion, diversity helps provide stability and sustainability.

FARMERS MARKETS

Between 1996 and 1998, the number of U.S. farmers mar-
kets grew from 2,410 to 2,746, reflecting an increasing
preference for farm-fresh produce. Many customers also
prefer to buy produce from farmers they know and

trust, especially the small family farmer who helps sup-
port communities. A group of Maine farmers market

customers responding to a 1999 survey indicated sup-
porting local farmers was their second major reason for
shopping there, behind product quality.

Farmers markets usually offer a secure, regular and
flexible outlet where a vendor can sell a wide range of

Consumers’ Most Important Reasons for
Shopping at the Orono (Maine) Farmers Market

Reason Percent
Quality of the products ............... ... 72.5
Support local farmers .............. . ..., 59.6
Friendly atmosphere .................... 38.2
Health and food safety concerns .......... 29.8
Convenience .......................... 13.5
Goodprice ....... .. i 10.7
Variety .. ... 8.4
Goodservice .......... ... . oo oL 5.0
Consistency .............o.ooiiii... 2.2

Source: Jolly, Desmond. 1999. “Home Made”—The Paradigms
and Paradoxes of Changing Consumer Preferences: Implica-
tions for Direct Marketing. Presented Feb. 22, 1999, Agricul-
tural Outlook Forum.




fresh produce, plants, value-added farm products and
crafts. Beginning direct-marketers may want to start with
farmers markets. To locate farmers markets in your area,
go to www.ams.usda.gov/farmersmarkets/ or call USDA's
Agricultural Marketing Service at (202) 720-8317.

Cass Peterson, who has direct-marketed vegetables
and herbs for 16 years, sells at two farmers markets in
the Washington, D.C., area. Peterson’s stand attracts a
large crowd of return customers. “We need regular cus-
tomers who seem willing to accept an eclectic mix of
produce so we can get to know their tastes and what to
grow for them,” she says.

Peterson can count on them to provide a reliable
source of income no matter what is doing well in the
fields. “Our customers are very loyal to our stand,” she
says. "We joke that if a drought wiped out every living
thing on the farm, we could still sell rocks from the field.”

Some vendors become known for having a wide
range of the most popular vegetables, others for a spe-
cialty such as cut flower bouquets or truckloads of
sweet corn. Selling at a farmers market may provide
contacts to develop additional markets such as sub-
scription sales (see p. 6) and selling to ethnic groups.

A group of Kansas produce farmers who wanted a
direct outlet for their fruit and vegetables took a small
grant from the SARE-supported Kansas Rural Center
and opened a farmers market in the rural town of
Peabody. Starting with 14 interested farm families, the
group met monthly to organize a market that would
attract people from the surrounding area. Each vendor
pays $20 per market, a fee that goes toward ads and
signs.

The group held a community pig roast for 100 peo-
ple to lure new supporters to the market.

“We wanted people to know how good things taste
when they are grown on local farms by local people,
says organizer Marylin Jones, a Peabody farmer.

Most growers enjoy interacting with other farmers,
and many say that cooperation is as important as com-
petition. Expect to have slow days when you do not sell
all that you bring, and be prepared to encounter hag-
glers. You may want to investigate gleaning possibilities;
many food banks and homeless shelters will pick up
extras directly from your stand or farm.

If you're interested in selling at farmers markets, keep
in mind:

- Successful markets are located in busy or central
places and are well-publicized.

%o The more farmers and farm products at the market,
the more customers.

s A good manager is necessary to promote the market
and enforce its rules.

s Make sure you don't run out of produce to sell to
late-arriving customers.

se- Colorful, layered displays of your products are
enhanced by signs, packaging, even the clothes you
wear.

se- A diversity of produce displayed in an attractive
manner will attract customers.

» Price in round numbers to speed sales and eliminate
problems making change.

‘> Be as friendly as possible. A big draw of farmers mar-
kets is the chance for customers to talk to farmers
about their operations.

s Don't deliberately or drastically undersell your fellow
farmers.

» Get feedback from your customers. You can learn a
lot about what they find desirable—and what to
grow next season.

- Selling at a farmers market may provide contacts for

other sales, such as special orders or subscriptions.

AN OCTOBER HARVEST
AT THE WEEKLY TAKOMA
PARK, MD., FARMERS
MARKET, WHICH HAS
BECKONED CUSTOMERS
FOR CLOSE TO 20 YEARS.
PHOTO BY VALERIE

BERTON




DRAWING FAMILIES TO
THE FARM USUALLY
RESULTS IN ON-FARM
SALES. VISITORS TO THIS
VEGETABLE FARM NEAR
GAINESVILLE, FLA., ENJOY
A STROLL AS PART OF

A GROUP TOUR. PHOTO

BY VALERIE BERTON

PICK-YOUR-OWN
Pick-your-own marketing turns the job of harvesting,
packing and transporting your production over to the
customer. While it can be a good way to offset labor
costs, many farmers find it most profitable when paired
with an on-farm tourism activity.
Earnie and Martha Bohner, who run a successful
pick-your-own operation in the Missouri Ozarks, created
a farm that draws visitors after beginning with no build-
ings, electricity or running water in 1983. Today, their 80-
acre Persimmon Hill Berry Farm attracts carload after
carload of customers.
They began with a long-term plan based on family
goals and values. Within 10 years of purchasing the land,
they were cultivating 3 acres of blueberries, 1 acre of
blackberries, 2,000 hardwood logs for shiitake mush-
rooms and 120 apple trees. In addition to the products,
they provide amenities: clean restrooms, a picnic table
and shade trees— along with tidy field edges.
“We create a place where people can enjoy them-
selves,” Earnie Bohner says. “People don’t come all the
way out here to get cheap food. They come because it’s
fun and the berries are absolutely fresh. As much as we
can, we give them contact with ‘the farmers! The more
we can do that, the more people go away with that
memory."
Although the popularity of pick-your-own farming
has declined since the 1970s and 1980s, it remains a
great marketing option for small growers with a good
client base. It reduces harvest labor needs and elimi-
nates most post-harvest tasks such as grading, washing,
packing, cooling and storing.
Before you proceed, however, consider what open-
ing your farm to the public means. You need liability
insurance, space for parking, ability to supervise cus-
tomers, and, perhaps most important, a willingness to
sacrifice your privacy. If you're not a “people person,’
pick-your-own likely is not for you.
The success of pick-your-own marketing is often in
the details, such as:
se- Having a phone with an answering machine that
gives prices, conditions and operating hours
* Maintaining evening and weekend hours
e Creating a pleasant and educational setting for fami-
lies, many with small children

s Providing ample parking, good roads and clean trails

e Supplying containers, even if customers are told to
bring their own

w Displaying clear signs indicating rules, prices,
hours, etc.

FARMS STANDS, ROADSIDE MARKETS AND ON-FARM SALES
While many people enjoy harvesting their own fruits
and vegetables, others prefer a quicker, more conve-
nient way to buy fresh produce. At Persimmon Hill Farm,
the checkout station also functions as a place to display
and sell pre-harvested fresh produce, along with the
farm’s many value-added products and accessories such
as cookbooks and berry cobbler baking dishes

Converting part of a barn for on-farm sales on
specific days also draws customers. By locating a farm
store right on the farm, producers can interact more
with customers, learning their preferences and gaining
their support.

“It creates closer communication with the customer
and, in our case, has created a ‘friends of the farm’
group,” says Skip Glover, an organic vegetable farmer in
Douglasville, Ga., who receives high prices for such spe-
cialty crops as edible soybeans. ‘It allows folks to be
more a part of their local farm.”

If you're interested in setting up a farm stand, consider:
8- From building materials to permits, establishing a

stand can prove expensive.

- Stands are sometimes most successful when they fea-
ture only one or two high-demand items such as fresh-
picked sweet corn, early watermelons or pumpkins.

s Location is very important; busy roadways or other




well-trafficked areas are almost essential. Consider,
however, the traffic speed and how to give motorists
a heads-up to slow down. You also will need to pro-
vide parking. Contact your state Department of Agri-
culture to find out whether you can set up a stand
along state roads.

s&- More elaborate roadside stands and small seasonal
markets often prove successful for direct marketers.
They commonly feature a wide variety of retail prod-
ucts along with those actually produced on the farm.

s Check your local extension office for information
about how to construct sales stands, small market
buildings and produce displays.

s State Departments of Agriculture and Departments of
Highways may be able to provide tourism signs.

ENTERTAINMENT FARMING AND AGRI-TOURISM
Pairing farms with entertainment can draw families—
and their recreational dollars. Seasonal festivals,
hayrides, petting zoos, on-farm classes and workshops
bring more potential customers to your farm. Another
option for recreational farming is leasing wooded land
or marginal cropland for hunting, fishing or hiking.
You can weave farm entertainment events with
regional tourism efforts. The Archway Regional Tourism

Association (ARTA) in eastern Kentucky links local

farmers with Natural Bridge State Park. For small farmers

looking for alternatives to tobacco, agri-tourism in this

region — known for its scenic resorts and parks— has
been a godsend.

Growers sell at a farmers market inside the park
each summer as part of the Mountain Market Festival.
Widely publicized by ARTA, the event features chef pre-
sentations and live music. Every farmer who partici-
pates sells out.

“We wanted to help the agri-tourism organization
become self-sustaining, and it has done that," says Karen
Armstrong-Cummings, who works with area farmers as a
staff member of the Commaodity Growers Cooperative.
The cooperative received a SARE grant in 1997 to help it
build markets for local farm products.

Tree growers have helped spawn popular “Christmas
in the Mountains” weekends. Participants receive
coupons for a Christmas tree from a local farm and a
gift from a local craftperson or artist.

The coupons were a strong draw, Armstrong-Cum-
mings says, bringing people from as far away as
Louisville.

The partnership, which includes Extension agents,
farmers, craftsmen and parks officials, helped the Com-
modity Growers Corporation create a statewide agri-
tourism award to recognize projects that bring together
farmers and tourism. The first $500 award went to
Owensboro orchardist Billy Reid, whose apple festival
brings 20,000 people to the city.

If you're interested in entertainment farming or agri-
tourism, keep in mind:
so Agritourism ends farmer isolation and offers the

opportunity to make new friends and build stronger

links to the community.

s Some disadvantages could include interference with
main farm activities, potential low financial return
and high liability risk.

*» In the tourist business, you are never really off duty.
Holidays likely mean a full workday. Be prepared for
late-night calls.

*o- Social skills and a scenic, clean, attractive farm are
crucial for success in agri-tourism and can overcome
a location that is less than ideal.

Call tour bus companies and your local or regional
tourism and convention bureau for information on
attracting tour buses to your farm.

i State Departments of Agriculture often offer assistance
in setting up farm festivals and similar activities.

State tourism bureaus also can offer a wealth of
ideas and information.

“People don’t
come all the way
ouf here to get
cheap food. They
come because

it'’s fun and the
berries are
absolutely fresh.”

Earnie Bohner

Lampe, Mo., farmer




“We want our
customers (o be
more sensitive
fo the farm situa-
tion. The more
they undersiand
the connection
of family farms
to healthy
counmnities,
the betier for us
and farmers
everywhere.”

Molly Bartlett

Hiram, Ohio, farmer

SUBSCRIPTION MARKETING AND CSA FARMS

The concepts of subscription marketing and community
supported agriculture (CSA) are still new to most farm-
ers and consumers. However, since CSA first premiered
in the U.S. in the late 1980s, it has revolutionized think-
ing about how farmers and consumers can participate
in a local food system based on mutual trust.

Subscription marketing describes any of a variety of
arrangements in which the farmer agrees to deliver a
certain quantity of produce to the consumer on a regu-
lar basis throughout the season for a set price. CSA is a
more organized and defined form of subscription mar-
keting in which consumer-members invest in the farm
operation by paying up-front for the harvest. They share
in many of the risks of crop failure, but also share the
bounty of a good year. Many CSA farms ask members to
commit time and labor to the operation. This not only
lowers costs, but also allows members to learn more
about what it really means to grow food.

Ohio farmer Molly Bartlett, who has run a CSA opera-
tion for seven years, expanded community participation
with an enterprising mix of projects involving her non-
farming neighbors. She publishes a weekly newsletter to
generate interest in the harvest, along with a recipe
sheet. When members expressed interest in preserving
foods harvested from the farm, she started an on-farm
canning center with the aid of a SARE grant. Bartlett has
offered sessions on making dilly beans, herbal vinegar,
canned tomatoes and beer.

Underlying all this effort is Bartlett’s desire to help
people understand more about farming and her deep
sense of community. “We want our customers to be
more sensitive to the farm situation,” she says. “The more

they understand the connection of family farms to

healthy communities, the better for us and farmers
everywhere.

Connecting neighbors to the farm dovetails nicely
with Bartlett’s need to keep her 70-acre certified organic
farm profitable. “I think CSA can be more profitable
than farmers markets,” she says. “They not only allow
farmers to stay on the farm, but also give shareholders a
chance to participate in the production of their food”

No two CSA farms are alike. Most supply all the
produce. They also might provide other items, such as
flowers, berries, nuts, eggs, meat, grains or honey. Farm-
ers may ask members to come to the farm to pick up
their shares, or they might deliver them to centrally
located distribution sites. Some CSA farmers provide
shares in bags; others let members choose from bulk
displays. Families run some CSA farms, while some
team with other producers to supply additional goods.

Like Bartlett, many CSA farmers produce weekly or
biweekly newsletters describing the current harvest and
featuring recipe ideas. Others reach out electronically
through list servers or Internet sites.

Terrafirma Farm, a 99-acre certified organic farm
whose CSA serves 380 members at 24 drop-off sites in
the San Francisco Bay area, uses a web site,
www.terrafirmafarm.com, to tell current and potential
members all about their CSA. A look at the web site will
give you answers to questions such as “What do I get?”
and “How do I join?”

“For city-dwellers, CSA provides a connection with
nature, a convenient, safe and reliable source for
healthy, high-quality vegetables,” says Valerie Engelman,
Terrafirma Farm CSA coordinator. “For us, it provides a




buffer from rapidly fluctuating market prices while pro-

viding a secure source of income.”
When evaluating subscription marketing as an

option for your farm, consider:

> Your location. Can you find enough members? Can
they drive to your farm? ‘

& Your tolerance for hosting members on your farm.

s& Your willingness to sponsor events on the farm, pub-
lish a newsletter and provide other services that cus-
tomers demand.

se- Your resources for distributing produce to drop-off
sites or at your farm.

CSA informational resources abound. See p. 20.

COOPERATIVE MARKETING
Some direct marketers go it alone, but many find that
profitability comes through working with others.

Terry and LaRhea Pepper grew their first crop of
organic cotton near O'Donnell, Texas, in 1991, contract-
ing with a single buyer to purchase the entire crop. Later
that season, the buyer reneged, and they found them-
selves with bales of raw cotton and no buyer. Scram-
bling for an alternative, the Peppers decided to try con-
verting the raw product into denim. LaRhea Pepper,
who had majored in fashion merchandising in college,
contacted companies interested in finished fabrics and
secured a new buyer.

“We realized, then and there, that security and
profitability depended on our assuming responsibility
for processing and marketing our cotton,” La Rhea Pep-
per says. “We don't rely on anyone else.

The Peppers joined forces with other organic and
transitional cotton growers to form the Texas Organic
Cotton Marketing Cooperative. Through the co-op, they
shared marketing expenses and risks, then dealt with
buyers as a team.

“We were realistic,” LaRhea Pepper says. “We realized
we couldn't deliver a consistent supply as the only
producer.”

When the cooperative was formed in 1991, it brought
together 40 farm families who sought to market their
organic and transitional cotton. The cotton co-op sells
raw, baled cotton or an array of processed products
such as personal hygiene aids and a diversity of fabrics
through their web site, www.organictexas.com.

As more members of the co-op were drawn into mar-
keting decisions, they also saw the need to create new
products, expand markets and promote themselves.
They diversified the product line to include chambray,
flannel, twill and knits. Lower grade, shorter staple cot-

ton, not suited to clothing, is used to make blankets and
throws. Most recently, an "Organic Essentials” division
was created to manufacture facial pads, cotton balls
and tampons. The co-op board continues to look for
other opportunities to add value to their cotton, and for
partners in the industry who are willing to share the
cost and risk.

At first, it was difficult for farmers who had been
independent all their lives to make decisions together.
“When a group decides to work together, people need
to be willing to sacrifice their individual rights,” LaRhea
Pepper says. “Most growers shy away from marketing and
processing, preferring to sell raw cotton rather than get
involved in more complex aspects of the industry. That
attitude was hard to change”

The benefits of marketing agricultural products with
others also appealed to Janie Burns of Nampa, Idaho,
who raises 30 ewes, 40 lambs, 70 chickens and assorted
vegetables on 10 acres. A relatively small farmer, she is a
large-scale promoter of local food systems. Burns used a
SARE grant to investigate whether a growers’ coopera-
tive would help area farmers become more efficient
and profitable while offering their community access to
fresh, sustainably grown vegetables.

“We went to every list of people involved in direct
marketing,” Burns recalls. They surveyed 150 people
within the Boise/Twin Falls area, which shares a similar
climate and crops, about their interest and production
capabilities. Then, they identified markets, such as restau-
rants, natural food stores, a cafeteria, a hospital and a
school, to learn their interests, habits and constraints.

A workshop with representatives from successful co-

ops developed in other regions—including the Georgia

OPPOSITE: WHEN WARD
SINCLAIR AND CASS
PETERSON LEFT WASHING-
TON, D.C., TO START
FARMING, THEY MADE
THEIR FIRST VEGETABLE
SALES AS SUBSCRIPTIONS
TO WASHINGTON POST
EMPLOYEES. TODAY,
FLICKERVILLE MOUNTAIN
FARM'S MAIN MONEY-
MAKER 1S FARMERS’
MARKETS. PHOTO BY

VALERIE BERTON

THIS PAGE: THE TEXAS
ORGANIC COTTON MAR-
KETING COOPERATIVE'S
COTTON, SHOWN HERE
BEFORE PROCESSING, IS
SOLD TO CLOTHING COM-
PANIES LIKE PATAGONIA.

PHOTO BY JIM CHILDRESS




BUENA, N.J., VEGETABLE
PRODUCER JIM QUARELLA
IMPROVED PROFITS BY
SELLING SPECIALTY CROPS,
SUCH AS THESE ASIAN
GREENS, TO MARKETS IN
NEW YORK CITY. PHOTO BY

VALERIE BERTON

Grown Organic Cooperative and Pennsylvania’s
Tuscarora Organic Cooperative—presented Idaho grow-
ers with information about forming and operating a
cooperative. They agreed to form their own co-op under
the name Idaho Organics Cooperative, Inc.

To be a member, growers must be certified organic.
Their product line ranges from early herbs and lettuces
to “virtually everything” by mid-season. Some growers
are relatively small-scale, while others plant several hun-
dred acres of potatoes and dry beans and market only

part of their crop through the co-op.

Every Sunday, co-op growers provide lists of what
they will have for delivery on Thursday, including quan-
tity, description (such as “first of the season”), and price.
The list is compiled and faxed to customers. By Tuesday
evening, growers receive “pick” lists that tell them how
much of each item they need to pack for each cus-
tomer. On Thursday morning, growers bring produce to
a central location to divide up boxes for delivery. Cus-
tomers are billed at the end of each month, and growers
get paid once a month.

In Costillo, N.M., where Lonnie Roybal farms, there is
plenty of land and water, but little industry and eco-
nomic development. With funding from a SARE grant,
members of a local co-op demonstrated that area farm-
ers could not only grow wheat organically, but also mar-
ket it locally under their own label. Eight growers
belong to the three-year old organization.

First, they began sharing equipment: a tractor, a
plow, a disc and a leveler. “Last year we only sold
wheat,” Roybal says. “This year, we have gone to the sec-
ond step—milling” The co-op sends the wheat to a mill
in Denver, then the flour is sold to Cloud Cliff Bakery in
Santa Fe. The bakery bought 38,000 pounds of flour and
asked for more. The bread is sold under the brand name
“Nativo,” meaning “native.”

The co-op, which also sells grains to organic live-
stock farmers, acquired grain bins and are close to
securing a mill. “This will add value to our product, and
allow us to market the complete grain in varying forms
such as rolled wheat, bran and flour in 2- and 5-pound
bags with our own logo,” Roybal says. Another potential

CONDUCTING ETHNIC MARKET RESEARCH

Ethnic groups tend to form
close-knit communities with
strong cultural ties to their
homeland. Food remains a
strong connection for

many new U.S. residents,
who present a potentially
concentrated and lucrative
market for farmers.

The New York City-based
nonprofit Just Food received
a SARE grant in 1997 to
connect area farmers with
communities inside the city

seeking ethnic food.

"We know 8 million
people are here buying
food, but most of it is not
locally grown," says Kathy
Lawrence, Just Food execu-
tive director. "We want to
create New York City-
based support for regional
farmers so they can stay
in business.”

Farmers growing for the
Just Food project produce
Italian and traditional Latin
vegetables and herbs, goat

meat and live poultry.




marketing strategy is to sell whole-wheat berries, for

which demand is growing.

Cooperative marketing can be a great opportunity—
or a headache. Here are some tips on how to make it
work for you:

s The USDAs Rural Business-Cooperative Services pro-
gram offers information and assistance in setting up
and managing a cooperative marketing effort. It's a
great place to start (see Resources, p. 19).

s Consider a marketing club, an informal cooperative
that relies on using member marketing skills. Many
extension offices offer training programs and assis-
tance in setting up marketing clubs.

& Join a nonprofit farmer network group to share ideas
and inspiration.

se- As always, adequate market research and business
planning are keys to successful cooperative market-
ing. It pays to research well ahead of time. Factors
such as inadequate market demand and undercapi-
talization are danger signs for a cooperative.

‘s~ The club or cooperative should be made up of mem-
bers who have common goals, or boredom and frus-
tration can ensue. Member commitment is crucial
for success. Members have to be able to give up a lit-
tle individuality to work together.

SALES TO RESTAURANTS AND SPECIALTY FOOD STORES
Restaurants and specialty stores such as health food
outlets long have been prize markets for many growers,
as they and their customers often are willing to pay pre-
miums for quality, freshness and reliable delivery.

Cass Peterson, who raises vegetables and herbs in
south central Pennsylvania, sells to some of the finest

restaurants in the Washington, D.C., area. For Peterson,
cultivating relationships with chefs is worth the effort.
Once they know her produce is fresh and tasty, they cre-
ate dishes around what is fresh that week.

The communication goes both ways. “Get to know
how the chef wants the produce picked, which will
depend on how he or she intends to use it,” Peterson
says. “If squash soup is on the menu, larger ones are
okay. If the squash is to be steamed and presented
whole on the plate, they can't be longer than 3 inches.”

At her web site, www.flickerville.com, Peterson gives
other reasons for her success: “Our varieties are chosen
carefully for flavor, not ‘shippability. Many of our
favorites are so-called heirloom varieties, treasures from
a time when vegetables were grown for their taste, not

CRAIG MAPEL (LEFT), A MAR-
KETING SPECIALIST FROM
THE NEW MEXICO DEPART-
MENT OF AGRICULTURE,
USED A SARE GRANT TO RE-
START AGRICULTURAL
PRODUCTION IN COSTILLO.
MAPEL TAUGHT GROWERS
LIKE LONNIE ROYBAL (RIGHT)
AGRICULTURAL PRODUCTION
AS WELL AS PROCESSING,
PACKAGING AND MARKET
POSITIONING. PHOTO BY

JEFF CAVEN

Bridging the cultural
gaps between consumer
and producer is both a
challenge and an opportu-
nity. Just Food, in coopera-
tion with the Farming Al-
ternatives Program at
Cornell University and Cor-
nell Cooperative Extension
of New York City, brought
together farmers and resi-
dents of the Williamsburg
neighborhood in Brooklyn
to plan and implement a pi-
lot marketing project. The
community is home to

’ many ethnic groups, such

as Latinos, Hasidic Jews,
Italians and Poles.

Through interviews con-
ducted with approximately
65 restaurants, retailers,
and wholesalers serving
the area, the group sought
to learn what foods people
bought, where they bought
them, quality and supply
needs and their willingness
to buy from regional grow-
ers. The study turned up
valuable information for
farmers.

The purchasers were
satisfied with the quality

and variety of produce
they received through con-
ventional channels. Low-
income ethnic groups such
as those surveyed were not
willing to pay more for
higher quality produce.
Thus, chain supermarkets
were clearly the hardest to
crack as a possible market,
due to consolidated deliv-
ery and the perceived ad-
vantages of lower prices
with high-volume pur-
chases. However, middle-
men who buy for resale—

called “jobbers”"—who

serve smaller-scale buyers
showed some interest.
Restaurants appeared
more interested than gro-
cery stores in buying re-
gional produce because of
its freshness and better
quality. “The process [of
securing a market] is slow,”
says Lawrence. “Restau-
rants are reluctant to place
an order from the farmers
unless they see the prod-
uct. The farmers are reluc-
tant to raise the crop until
they have a commitment

from the buyer. A lot of

what we're working on is
relationship-building."”

The Just Food project
kicked off by creating a
farmer-ethnic community
connection through El
Puente, a community-based
organization that is becom-
ing a hub for multiple mar-
ket outlets. By spring 1999,
El Puente had helped an
area farmer start a 25-mem-
ber CSA, expanded farmer
participation in a farmers
market and cultivated
about 10 restaurants that

now place weekly orders.




Starting with
small sales of
specialty grain to
a few regional
bakeries, the
Folkvords have
ransformed
their wheat Farm
fnto Wheat
Montana, selling
packaged raw
grain and grain
mixes, Howurs and

bakery goods,

their ability to withstand cross-continental truck rides.”
Peterson advises that small, diversified farms do best

selling to restaurants that change their menus daily, or at

least weekly. “Restaurants with ever-changing menus will
be happy to feature whatever is abundant and in season.

It's a good idea to let them know a week or two in

advance of when something is likely to be ripe and ready

to harvest. They need time to dream up those menus.

An Indiana grower's use of integrated pest manage-
ment and shrewd marketing attracted a bevy of new cus-
tomers to his consumer-oriented crop farm. In 1992,
Brian Churchill began using integrated pest manage-
ment on some of Countryside Farm’s 100 acres of sweet
corn, melons, tomatoes and other produce. In 1994, with
a SARE producer grant, Churchill began scouting for
pests, withholding routine spraying and building better
habitat for beneficial insects. He cut insecticide costs
drastically, then decided to use that as a marketing hook.

That summer, Churchill held an “expo” for 50 chefs
from top restaurants in nearby Louisville, Ky. “We
showed we can produce the volumes they need in as
good or better a quality as they can get anywhere,”
Churchill says.

Two chefs now use the farm's name on their menus.
Another has given out free ears of Churchill’s low-input
popcorn as a promotion. Other specialty marketing
efforts to promote Countryside Farm’s low-pesticide
crops include a customer newsletter, farm tours for
school groups, talks at regional horticulture conferences
and serving as a location for a television station’s gar-
dening show.

Here are some considerations for the prospective
restaurant supplier:

s Upscale restaurants and specialty stores pay top dol-
lar for quality produce and hard-to-get items.
According to Eric Gibson's Sell What You Sow! grow-
ers can expect a minimum of 10 percent over whole-
sale terminal prices for standard items at main-
stream restaurants.

:»- Most restaurants buy in limited quantities, and sales
may not justify the necessary frequent deliveries.
Growers should start lining up buyers a year in
advance and develop secondary outlets such as pro-
cessing or selling at lower-end markets.

s Call buyers for appointments and bring samples.

s Major selling points include daily deliveries, special
varieties, freshness, personal attention and a
brochure describing your farm and products.

s Chefs often prefer to buy semi-prepared food, since
they usually have a hard time finding affordable

labor. These include pre-sliced vegetables, pre-
peeled potatoes, pre-washed greens, or tomatoes
and potatoes sorted according to size and variety.

& When planning your crop mix, talk with chefs and
specialty buyers, who are constantly looking for
something new. Many growers just plant what sold
well last year, but successful restaurant sales depend
on meeting the changing needs of your buyers.

MAIL ORDER AND INTERNET

As mail order and Internet sales continue to grow, cre-
ative farmers are jumping on board. Both spell conve-
nience for busy people looking for unique products.
The good news: You don’t need to be a copywriter or a
computer expert to tap into millions of potential buyers,
although maintaining a successful web site is time-con-
suming and challenging. You may want to hire a helper
or find a friendly computer whiz to help you.

If you have a good customer base, these strategies
offer good ways to diversify and expand marketing out-
lets. Earnie and Martha Bohner, who have a pick-your-
own farm and farm stand in Missouri, spread their reach
from one state to the rest of the nation through a Christ-
mas gift mail-order catalog. Previous customers and gift
recipients can count on receiving a folder describing
mouth-watering packages. The catalog cover features
the farm’s black Labrador retrievers watching St. Nick's
sleigh heading off into the Ozark night.

The Hartzler Family Dairy in Wooster, Ohio, uses its
web site to tell customers more about their farm and
how they produce their special cream-topped milk in its
many iterations: skim, low-fat, whole and chocolate.
Product pictures show milk in glass bottles with colorful
labels accompanied by lively text to encourage sales.

“2% Reduced Fat: This is a good, flavorful choice for
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many families,” the description reads. “You will see a
small cream line inside the top of these red-labeled bot-
tles. Gently shake the bottle to spread the creaminess
throughout the milk before serving it.”

Those interested in how their milk is produced can
click on “The Process” and learn about how the family
produces milk from cows raised on grain grown without
commercial fertilizers and pesticides.

Links lead to you to one of 66 Ohio stores. Check out
www.hartzler.eyemg.com

Bring customers back to your web site by sending e-
mail announcements about new features. Maintain an
electronic list of customers, then send them weekly or
monthly announcements that beckon them back to
your site.

The main disadvantage to mail order and Internet
marketing is fierce competition. Attracting buyers can
be difficult when hundreds of other farmers offer similar
products in catalogs or web sites. Keep in mind that you
need to budget time to maintain a good web site. If it’s
not current, a customer will zip away with a click of the
mouse.

If you're interested in investigating the potential of
mail or Internet marketing, keep in mind:
s~ The proliferation of web sites can make navigating

the Internet difficult. Make sure your customers
know how to find you.

o Link your page to web sites that strive to connect
farmers and consumers, such as www.localfarm.net,
www.upick.com and www.smallfarms.com

s Update your catalog or web site often with new prod-
uct information and uses.

s Make sure the site is secure for credit-card users, and
provide regular and toll-free telephone numbers for
customers who prefer to call in orders

* Find reliable and cost-effective shippers who will
deliver products on time in good condition.

For more information about Internet marketing, see
Resources, p. 20.

New Paths for Commodities

DIRECT MARKETING MEAT AND ANIMAL PRODUCTS
Decades ago, most meat and animal products were sold
directly to customers, but all that changed with the
advent of the modern feedlot-to-wholesale system.
Recently, consumer concerns about food safety and ani-
mal welfare have spurred renewed interest in buying
directly from the source. Producers, meanwhile, see the
value of re-connecting to consumers.

For farmers facing an increasingly concentrated
market with a few large processors controlling prices,
direct marketing offers the opportunity to retain a
greater share of product value. Marketing meat and ani-
mal products, however, means making food safety
issues paramount.

Meat producers address consumer safety concerns

| through inspection. Before launching a direct meat-

selling venture, decide where and how you want to mar-
ket your meat. With the exception of poultry, the type of
inspection you choose limits where the meat can be
sold. Then, identify a processor to meet your needs.
Meat producers can choose from three processing
options: in a federally inspected facility, which checks
meat that can then be sold anywhere in the U.S. as long
as labeling requirements are met; in a state-inspected
facility, which certifies meat that can only be sold in that
state; and customn processing at a local meat locker.
Custom processing exemptions usually allow you to
pre-sell parts of the live animal, then process and deliver
the meat without being subject to inspection. Most states,
however, attach special conditions, which vary widely.
Small poultry producers may be exempt from some
federal and state inspection regulations, depending on

n
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the number of birds marketed annually. Egg sales are

also subject to exemptions. Contact the American Pas-
tured Poultry Producers Association for more informa-
tion. (See Resources, p. 19)

Dairy products are usually heavily regulated by
state officials. Check with your state Department of
Agriculture.

For more information about meat inspection regula-
tions, see the newly published Legal Guide for Direct
Farm Marketing. Using a SARE grant, author Neil Hamil-
ton answers common questions about laws on market-

ing meat — and other products — directly to consumers.

(See Resources, p. 20.)

Educate yourself about processing. Learning about
the various cuts of meat and approximate yields from a
carcass will help when dealing with both the butcher
and your customers. Food science departments at most
universities can offer invaluable information.

Develop a relationship with your butcher to get your
animals processed the way you want and to ensure that
the meat is hung to age for an appropriate amount of
time.

With less volume, small producers will want to mar-
ket quarter, half or whole carcasses rather than specific
cuts. Be prepared to tell customers how many steaks,
roasts and other cuts they can expect from a half or

whole carcass. Certain cuts are more popular than oth-

ers, particularly the hind portions. It may be necessary
to sell “split halves” which include equal portions of
both front and hind, to avoid filling a freezer or meat
locker with unsalable meat. Freezer meat that is sold by
the cut will have to be inspected.

You may want to develop labels describing how you
produce your meat, such as without drugs, organic or
grass-fed. Check with USDA’s Food Safety Inspection Ser-
vice (FSIS) at www.fsis.usda.gov or (202) 205-0623.

Provide cooking instructions, especially for grass-fed
meats, which require much less cooking time than con-
ventionally produced meat. Many people today are
unfamiliar with how to cook items such as roasts. Let
them know how simple it is, and you may find it easier
to move some of those larger cuts. If possible, provide
samples. With a quality product, sampling can be the
most effective form of marketing.

Herman Beck-Chenoweth, who has direct-marketed
meat and eggs for years, co-owns the first farm in Ohio to
market fresh meat at an outdoor farmers market. An avid
marketer, Beck-Chenoweth sells meat, eggs and vegeta-
bles to two restaurants, through a CSA operation and at
farmers markets under his Locust Grove Farm label.

“We prefer to tell customers exactly what we do to
our products,” he says. “We tell people that we kill the
chicken using the kosher method. We tell them what the
chickens eat, and how old they are.”




At the farmers market, Beck-Chenoweth takes care to
create an attractive display: a folding table, umbrella,
and fiberglass trays with ice and a clear cover to display
fresh chickens packaged in plastic bags.

Jim Goodman of Wonewoc, Wis., began selling
organic beef directly not only to increase profits, but
also to talk with his customers. After 16 years of selling
to packing companies, Goodman now brings beef to
three restaurants, a farmers market and directly to
friends and neighbors.

“Traditionally, farmers never see their customers,”
says Goodman, who regularly drives 75 miles to Madi-
son to deliver beef. “It's nice to be able to hand your cus-
tomers a package of burgers with tips on how to cook it
and be able to tell them how the animals are raised.”

When he takes a 1,500-pound steer to the packing
plant, he receives about $800. That same animal brings
$2,000, minus about $400 in processing costs, when he
sells it directly. Selling meat himself means more time
on the road, including waking at 3:30 a.m. on farmers
market days, but Goodman is gratified that he now sells
one or two animals a month through his own carefully
cultivated channels.

“People are willing to pay more for direct-marketed
organic beef;” he says. “Once you get regular customers,
you develop a friendship with them. Then people start
talking about buying meat from ‘my farmer.”

ADDING VALUE THROUGH PROCESSING

It was 1986 when Earnie and Martha Bohner began mak-
ing jam in rented facilities near their farm in southern
Missouri. Since then, Persimmon Hill Berry Farm has built
its own processing kitchen for value-added products. To
create special treats that would appeal to customers, the
Bohners worked with a chef to perfect recipes for jams,

shiitake mushroom sauce, dried shiitakes and barbecue

sauce. Today their value-added foodstuffs account for 50
percent of the farm’s gross income.

“From the first, we were committed to quality, and
quality entails a lot of time and cost,” says Martha
Bohner. “Our jam recipe is simple: fresh, ripe fruit; sugar;
natural pectin; a bit of lemon juice—and nothing else.
We want our product to have a distinctive, berry taste.”

Processing fruits and shiitake mushrooms allows the
Bohners to use produce “seconds,” extend the marketing
season and diversify their marketing outlets.

The notion of adding value to crops to improve
profitability is not limited to horticultural ventures. A
team of grain producers launched a value-adding food
business for organic oat farmers in Vermont.

The fledgling Vermont Cereal Co. was paying high
transportation costs to process food-grade rolled oats in
Ontario, Canada. A SARE producer grant paid part of an
engineering consultant’s fee to design a local production
line in Cabot, Vt,, cutting processing expenses in half.

Company co-founder Andrew Leinoff banked on a
product that would impress a growing health-conscious
market. After a family member designed the logo,

Eric and Andy’s Home Grown Rolled Oats was off and
running.

“We wanted to tell people that the oats are home
grown,” Leinoff says. “We think our buyers really respond
to our label”

The oats are sold through distributors to food co-ops,
health food stores, specialty stores and mail order cata-
logs. In addition, the partners do demos at stores that
carry their product. Not only do demos promote the
product, but they also offer a great way to get customer
feedback and recommendations about taste, texture
and appearance.

In one three-hour demo, they sold six cases of oats,
which are packaged in cotton muslin bags, ziplock plas-
tic bags and 50-pound bulk bags, depending on cus-
tomer needs. The “"Oat Tote” offers 10 pounds of rolled
oats sewn into a sturdy tote bag.

Value-added opportunities abound. Examine your
product and brainstorm about how processing it might
increase its value. Fruit growers can dry their product or
make wines, juices, vinegars, spreads, sauces, syrups
and preserves. Grain growers might create cereals and
baking mixes. Dairy operators can bottle milk or make
cheese, while livestock producers might sell dried meat
or specialty cuts.

When you add variety to your product line, you
increase the choices presented to your customers and
your chances for expanding your sales volume.

Provide cooking
Instructions,
especially for
grass-fed meats,
which reguire
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ALTERNATIVE MARKETING FOR COMMODITIES GROWN IN
REMOTE LOCATIONS

While farmers located near population centers have a
variety of opportunities to connect with consumers,
farmers in very rural areas have to be more creative.
Those in remote locations, usually producing grains,
oilseeds and livestock products, face special marketing
challenges. Yet, changing tastes and an increasingly
“wired” world offer new options.

Diversification. One of the keys to broadening mar-
keting strategies is diversification. Diversifying your
operation can increase your returns and spread risk.
Today’s consumer-driven market offers new opportuni-
ties for marketing a wide variety of products tailored to
the end user’s needs. Consider growing edible soybeans,
high-value horticultural crops or organic beef. Or
branch out: New technology is creating a growing mar-
ket for non-food, non-feed uses of agricultural products
and byproducts, many based on nontraditional crops.

While some alternative crops are grown almost
exclusively under a contract arrangement, many do not
have well-established markets. Be certain you can sell a
crop before planting it. For more information, see SAN's
“Diversify Crops for Profits and Stewardship” at
www.sare.org/san/htdocs/pubs/.

Adding Value. While adding value through process-
ing can be profitable for face-to-face marketing, it can
be even more valuable to farmers who market at a dis-
tance. Dean and Hope Folkvord of Three Forks, Mont.,
found that conservation tillage and recycling not only
protect natural resources, but also increase profits.

Starting with small sales of specialty grain to a few
regional bakeries, the Folkvords have transformed their
wheat farm into Wheat Montana, selling packaged raw
grain and grain mixes, flours and bakery goods. Wheat
Montana products are marketed on-farm, through stores
in five states and on the Internet, bringing in $3.5 mil-
lion a year. The Folkvords tell their story on their web
page, www.wheatmontana.com.

“Until the early 1980s, the Folkvords would sell their
grain to distant markets as other wheat farms do, but
they were getting hammered by price fluctuation as
they watched most of the other farms in the area discon-
tinued. Rather than getting slowly sucked under, they
decided to make changes. ‘We looked for a way to make
lemonade out of lemons. We can't grow a lot of wheat
but we can grow high quality milling wheat—the best
milling wheat in the country, Dean Folkvord says.

“They diversified their operations and added value to
their farm by focusing on their strengths. It now includes

a bakery with their own brand-name bread and a thriv-
ing business selling their high-protein grain to 110 spe-
cialty breadmakers around the country. ‘Our farm now
generates 10 times the gross income it did when we
shipped grain as a Plain Jane wheat farm, Folkvord says.”

A key to their success lies in their bread bag recy-
cling program, where customers receive a free loaf of
bread with every 13 bags returned. The program has
helped Wheat Montana build an identity and inspired
interest from a very diverse group of consumers.

Mail Order and Internet Marketing. Mail order and
the Internet offer farmers new ways to form long-dis-
tance relationships with consumers. Newsletters, cata-
logs and web sites offer customers a personal introduc-
tion to the farmer and the farm. They tell, in words and
with pictures, about your operation and the community
as well as the product. Consumers can learn about the
issues facing sustainable farmers today and how to sup-
port efforts to protect the environment.

The Internet is also a great way to research potential
markets or connect farmers in remote areas with
buyers all over the nation and even overseas. Web sites
such as Kansas National Farm Organization's www.tri.net/
farmnet/markets offer databases for producers and buy-
ers of specialty grains to connect.

Maggie Julseth Howe of Prairieland Herbs
(www.radiks.net/~mhowe/) relies on Internet marketing
to expand sales of herb and body products beyond her
small Jowa town. Not only does the web site offer an
easy way for people to re-order their favorite products,
but it offers her small shop a more cosmopolitan
cachet.

“Many people are excited to hear we have a web
page—I think it lends us credibility,” she says. ‘I can
keep it more up to date than our print catalog—it’s a lot
easier to change a web page than a print catalogl—and
use the web site to show color pictures of our products.
As our catalog business grows, the web site will grow to
be more of an asset.”

Do not rule out agritourism even if you own a farm
in a remote location, especially if some other basis for
tourism, such as parks or historical sites, already exists.
Harvest festivals, dude ranches, fee hunting, and bed
and breakfast operations all integrate well with wider
regional efforts.

Attracting consumers to remote areas may require
communities to work together to develop tourism. Local
farmers could band together to offer a wide variety of
farm products and agri-entertainment activities, based
on unique local attributes.
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Evaluating New Farm Enterprises

GOALS AND VALUES

Before undertaking new farm enterprises or making
major changes to an existing business, set some well-
defined farm goals. Those goals should go beyond profit
objectives to include available resources as well as
personal and family values.

“When asking for assistance with farm planning, peo-
ple always ask ‘What should I grow? What market should
I be using? " says Mike Hogan of the Ohio State Univer-
sity Extension Service. “They should take a step back
and ask: ‘Why do we want to buy a farm? Why do we
want to grow this crop?”

Hogan works with farm families to develop a mission
statement and goals based on their core values as part of
a whole-farm planning process. With SARE funds, Hogan
and Ohio State’s sustainable agriculture teams have
developed an information packet helping individuals
and families set personal goals. (See Resources, p. 20)

“Financial returns generally are not at the top of rea-
sons why people want to farm,” Hogan says. Rather, the
quality of life available on a farm, independence, envi-
ronmental stewardship and spending time with the fam-
ily often lead people back to the land.

EVALUATING YOUR RESOURCES
New marketing strategies can help enhance farm
profitability, but you need to identify methods that will
help you reach your specific goals. To achieve them, it
helps to base decisions about new farm enterprises on
existing resources.

Individual and family strengths and weaknesses.
You and your family will have to decide how you feel
about taking on the extra work, time and risk involved in
direct marketing. Who will be involved in the new enter-
prise and how can various tasks reflect each person'’s
abilities and interests? Some family members may be
highly skilled in production or record-keeping, for exam-
ple, but not enjoy dealing with people. Identifying some-
one who can build relationships with customers is cru-
cial to successful direct marketing.

Natural resources. Think about what resources you
have and how to use them in a new enterprise. Consider
your acreage, the quality of the land, and current and
possible land uses as well as water, woodlands and

| wildlife habitat.

On-farm infrastructure. Buildings and machinery
are important resources to consider. You might turn
existing buildings into on-farm stores or packing sheds.
Possibilities for using machinery and other equip-
ment may be limited by condition, size or other
features, so take those into account as you mull over
alternatives.

Byproducts. Culls or seconds from a produce enter-
prise might be turned into processed foods like jams,
fruit roll-ups, dried foods and more. Byproducts from
livestock slaughter could be turned into pet food. Get
creative—some farmers are marketing buckwheat hulls
as pillow stuffing!

HERMAN BECK-
CHENOWETH AND HIS
WIFE, LINDA LEE, HAVE
RAISED POULTRY ON
PASTURE SINCE 1991.
A SARE GRANT ALLOWS
THEM TO TEACH FARM-
ERS AND OTHER AG
PROFESSIONALS HOW
TO PRODUCE AND
MARKET FREE-RANGE
POULTRY. PHOTO BY

JEFF FRIEDMAN




Labor resources. Cost and availability of both on-
and off-farm labor play a part in evaluating your
options. If labor is limited to the farm family, your
choices should be based on how much the family is
willing and able to contribute. If you plan to hire others,
a nearby town with a school or university might provide
a pool of workers available in the busy summer season.

Off-farm infrastructure. Offfarm infrastructure
includes a variety of important resources including
local processing and storage facilities, potential markets
and market outlets, paved roads and high-speed Inter-
net connections.

Financial resources—cash, savings and credit. Your
choice of enterprises will depend on the availability of
investment funds, as well as your family’s ability to risk
losing those funds. While it is possible to minimize
financial risk through careful planning, there is no way
to guarantee your new enterprise will succeed. Even
thriving enterprises usually take time to begin showing a
profit, and that time will be increased if debt service is
added to other operating costs. If research shows a par-
ticular venture will require substantial credit or loans,
consider other enterprises.

CREATING A BUSINESS PLAN

If new goals are your destination and the resource base
is your means of getting there, a business plan serves as
a kind of road map. A business plan sets objectives and
priorities, providing a format for regular review and
course corrections. Useful business plans contain con-
crete programs to achieve specific, measurable objec-

ELEMENTS OF A BUSINESS PLAN

A full business plan in-
cludes a standard set of

five main parts.

Business Description
Marketing Plan

Production Plan

H W N =

Human Resources
Description

5 Financial Plan

Anyone planning a new
business should consider a
holistic management course
or publication. See p. 19.

Many software packages

will help you write busi-
ness and marketing plans.
As you begin to think
about new enterprises, try
organizing notes, ideas,
catalogs and other informa-
tion in a divided notebook.
If the plan indicates out-
side financing is required,
your report can demon-
strate credit worthiness to
the lender. Bankers want
borrowers who have a clear
vision of where they are

going and how they will get

there. Be aware that direct
marketing and specialty
products may be new areas
for the lenders, who may
need some background to
fully understand the plan.
The plan must show ways
to pay back any necessary
loans and alternative plans
with and without outside
financing. A business that
relies on continual injec-
tions of funds from the
outside will not be sustain-

able for long.

tives, assign tasks to appropriate people, and set mile-

stones and deadlines for tracking implementation.
Begin by developing a mission statement, critical

factors, market analysis and break-even analysis. This

kind of plan won't tell you how to run your business, but

it can indicate whether an enterprise is worth pursuing.

Try the following:

s> Write a mission statement that addresses why your
business should exist, who your customers will be
and how the business will benefit them.

> Determine what factors are critical for the enterprise
to survive and whether those requirements can be
met. Adequate parking, hours or seasons of opera-
tion and location of market outlets are all examples
of critical factors.

ss- Conduct a simple market analysis. Define what char-
acteristics make someone a potential customer and
think about where those customers are shopping
now. Estimate how many customers you may have
and how many you will need. Simply observing
traffic flows and the types of products people buy at

farmers markets or specialty stores, and attending
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farm tours or farm-related community events can
provide needed information about who your cus-
tomers might be and ways to target them. “Find out
how the market works,” advises Herman Beck-
Chenoweth, who direct-markets poultry and vegeta-
bles in Ohio. “Research a farmers market to learn
what sells and for how much. You don’t want to take
40 dozen eggs hoping to sell them at $2 a dozen
when someone else is already selling eggs for 50
cents a dozen.”

‘& Analyze basic break-even scenarios. Project sales
volumes and prices, and complete a preliminary
production plan to figure out the costs of producing
the goods. Knowing the costs of production will tell
you whether prevailing market prices will cover
those costs. Many direct marketers set their prices
too low. Prices should be based on what the market
will pay to ensure a reasonable return over the costs
of production.

5

%o Assess how many units of sales are needed to cover

costs. Be realistic: Add up costs for rent, advertising
and other overhead, figure out how much money

you'll make for every unit you sell after its specific
costs of production and calculate how many units
you need to break even. Estimating profitability
under best, expected and worst-case scenarios for
yield or sales, costs and prices can provide a better
feel for the risks. While higher-risk activities tend to
generate the highest profits, you will have to decide
how much risk you are willing to accept.

Once you digest this information, the potential viability
of the enterprise should be apparent. If it seems worth

pursuing, the creation of a full-fledged business plan is
warranted.

CONDUCTING MARKET RESEARCH

Failure to judge the true demand for a product is a com-

mon cause of failure in many business ventures. To

improve your odds, thoroughly research your ideas.

Market research includes ferreting out potential busi-
ness, competition and consumer trends. Good research
also entails finding out as much information as possible
about your planned products or services.

Gather information on demographics, consumption,
and current and future trends from libraries, govern-
ment agencies, chambers of commerce, universities and
trade publications.

Pinpoint trends that would most likely affect your
enterprise, such as customer preference toward specialty
shops, existence of local direct marketing associations,
attendance and sales figures for farmers markets, popu-
larity of farm tours for school and senior groups, and so
on. Local and regional sustainable farming and direct
marketing associations are also good sources of advice.

Collecting data yourself can help fill the gaps. You
may want to do the following:

s Talk to other farmers. Ask them what kinds of buyers
they attract, what kinds of service they offer and how
they promote their products. Most small-scale farmers
are happy to offer such information. Visit market out-
lets at different times to see what they have to offer.

s> Evaluate marketing methods and consider new
approaches that put a new twist on an existing prod-
uct. Not only might you produce homemade jam, but
you also could offer it in cases. Hook up with com-
munity centers or jam-making groups, or offer to
teach the old art of canning.

& Design surveys to find out about customers’ buying
habits and preferences, and whether there is a
need that you can fill. Personal interviews are
time-consuming but will yield valuable information.

Failure (o judge
the true demand
for a product is a
COMPO CALSE
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Combined with samples or other promotional mate-
rials, surveying doubles as advertising. Be careful
when you interpret the responses. What people say
about how they spend their money is often very dif-
ferent from what they actually do. You want to get a
realistic idea of whether people will in fact spend
money on your product.

+o- Talk to store owners to assess your potential to sell
your product. Compare stores to determine which
ones best meet your strategies and needs.

Investigate as many marketing options as possible and
identify several that look promising. The more ways and
places you have to sell your product, the better your
chances of success.

Using the results of your market research, you can
target the customers or businesses you want to attract
and pinpoint your strategy. Estimate the number of cus-
tomers in your target market and how often they buy
similar products. Your target market may already be
satisfied by the competition, and you will need to
rethink your strategy.

Promotion and customer relations must be part of
your marketing plan. A common rule of thumb for

promotional expenses is 3 percent of projected sales.

Some ideas:

s Network, then rely on word of mouth.

s> Make attractive, eye-catching signs for your displays,
to direct traffic, to advertise your stand, etc.

s Offer promotional items and don't be shy about pass-
ing them out to interested visitors.

s Advertise in local or state guides to organic foods.
Contact your county extension agent or selected
state Departments of Agriculture for suggestions.

¥

Offer school and other group tours of your farm or
facilities. Contact schools to encourage visits and
tours.

s Conduct cooking demonstrations.

Offer samples (if health laws allow), at farmers mar-
kets and stores.

&

LEGAL CONSIDERATIONS FOR DIRECT MARKETERS
Marketing activities are guided by a wide variety of
laws and regulations at federal, state, county and city
levels. Some regulations vary by type of enterprise and
location, while others are more general. Legal consider-

ations include the type of business ownership (sole

proprietorship, partnership, etc), zoning ordinances,
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small business licenses, building codes and permits,
weights and measures, federal and state business tax
issues, sanitation permits and inspections, food proces-
sors’ permits and others. See Legal Guide for Direct
Farm Marketing, p. 20.

If you plan to employ workers, you must meet more
requirements, such as acquiring an employer tax
identification from the IRS and getting state workmen's
compensation insurance. Environmental laws also are
becoming increasingly important to farmers.

Adequate insurance coverage is essential. Every
operator should have liability insurance for your prod-
uct and your premises, employer’s liability insurance
to protect you if employees are injured, and damage
insurance to protect against loss to buildings, merchan-
dise and other property. General comprehensive farm

liability insurance often does not cover on-farm market-

ing operations such as agri-tourism businesses. Check
with your local insurance agent about liability and
loss insurance specifically designed for direct-market

EXECUTING THE PLAN

The best-laid plans go to waste without good manage-
ment. Track actual spending and sales, then compare
the results against the plan projections—a technique
called variance analysis. Once you have the variance,
follow up with course corrections, new plans, revisions
and more follow-up.

Holistic Management begins with the assumption that
every plan is “wrong"—a safe bet when you consider
future weather, capricious markets and other unforesee-
able factors. Managers engage in a repeating cycle of
planning, monitoring and re-planning that adjusts the
course of the business as circumstances change.

Earnie Bohner of Persimmon Hill Berry Farm in
southern Missouri recognizes the road-map value of a
plan. Every year, he reviews production and marketing
records and adjusts his long-range plan. He sets goals
for the next 12 months, then breaks down jobs by two-
week periods. “In an ideal situation, I would look at
these goals monthly” Bohner says. “Every day I carry a

farmers.

list of jobs that supports the overall plan.”

Resources

GENERAL INFORMATION

Appropriate Technology Trans-
fer for Rural Areas (ATTRA),
PO Box 3657, Fayetteville, AR
72702, (800) 346-9140;
www.attra.org. Provides assis-
tance, publications and re-
sources free of charge to
farmers, Extension educators
and other ag professionals.
Ask for "Adding Value to Farm
Products: An Overview,” and
“Fresh to Processed: Adding
Value for Specialty Markets."

Sustainable Agriculture Re-
search and Education (SARE)
program, U.S. Department of
Agriculture, 1400 Indepen-
dence Ave. SW, Stop 2223,
Washington, D.C. 20250-2223,
(202) 720-5203, www.sare.org.
Administered by USDA-
CSREES, SARE studies and

spreads information about
sustainable agriculture via a
nationwide grants program.

Sustainable Agriculture Net-
work (SAN), Hills Building,
Room 10, University of Ver-
mont, Burlington, VT 05405-
0082; www.sare.org/san/
htdocs/pubs. As SARE's
national outreach arm, SAN
disseminates information
through electronic and print
publications. Call (802) 656-
0471 or email nesare@
zoo.umv.edu for questions
about bulk discounts or rush
orders.

North American Farmers’
Direct Marketing Association
(NAFDMA), 62 White Loaf
Ruad, Suuthampton, MA
01073, (413) 529-0386 or
(888) 884-9270;
www.nafdma.com

American Pastured Poultry
Producers Association pub-
lishes a quarterly newsletter
about production practices,
processing equipment, mar-
keting, legal issues and more.
A database networks produc-
ers and customers. Member-
ship is $20. APPPA, 5207 70th
Street, Chippewa Falls, WI
54729, (715) 723-2293;
dkaufman@discover-net.net

Office of Commodity Develop-
ment and Pron‘)otion, 1688 W.
Adams, Phoenix, AZ 85007;
http://ag.arizona.edu/AREC/d
mkt/tabcontents.html

BUSINESS PLANNING AND
MANAGEMENT

Allan Savory Center for Holis-
tic Management. A network
that exchanges information
about HM. (505) 842-5252;
www.holisticmanagement.org

NxLeveL. The Agricultural
Entrepreneurs Program mod-
ule is a SARE-funded project
offering training and materi-
als for farmers seeking mar-
keting opportunities. (800)
873-9378, www.nxlevel.org

Service Corps of Retired Exec-
utives (SCORE), 409 Third St.,
SW, 4th floor, Washington, DC
20024. Call (800) 8ASK-SBA
for SCORE office near you.

LISDA Rural Buginess
Cooperative Services. Helps
cooperatives learn to market
and distribute agricultural
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products. (202) 720-7558;
www.rurdev.usda.gov/rbs/
coops/csdir.htm

Whole Farm Planning Re-
source Packet: Mike Hogan,
Ohio State Extension Sustain-
able Agriculture Team,

(330) 627-4310

WEB SITES

Agricultural Direct Marketing
E-mail Discussion Group,
direct-mkt@reeusda.gov
Information about agricul-
tural direct marketing. Send
“subscribe direct-mkt” as a
message to majordomo@
reeusda.gov, with the subject
line empty.

Agricultural Marketing Service
Farmers Market Directory.
Lists hundreds of farmers
markets across the country.
www.ams.usda.gov/
farmersmarkets/map.htm or
(202) 700-8317

Alternative Farming Systems’
Information Center. CSA
Resources for farmers & con-
surners. www.nal.usda.gov/
afsic/csa or (301) 504-6449;
afsic@nal.usda.gov

Farmer/Consumer links
www.localfarm.net and
www.smallfarms.com

link farmers and consumers

Internet Marketing Center.
Offers marketing tips and
strategies, research resources,
a free monthly newsletter and
more. www.marketingtips.
com/index.html

Sustainable Farming Connec-
tion, http://metalab.unc.
edu/farming-connection .
Offers a forum for farmers to
find and share information,

including a diverse collection
of resources and links about
marketing. See "Net Market-
ing: How Farmers are Using
the Internet to Reach and Sat-
isfy Customers.”

BOOKS, PERIODICALS
AND VIDEOS

Direct Farm Marketing and
Tourism Handbook, by the
Arizona Department of Agri-
culture. A comprehensive
overview of direct marketing
options, available at
http://ag.arizona.edu/lc/
pubs/dmkt/dmkt.html

Direct Marketing of Farm
Produce and Home Goods,

by John Cottingham, et.al.
(A3062). Available from
Wisconsin Cooperative Exten-
sion Publications. Free.

(608) 262-3346

The Direct Marketing Re-
source Notebook by Nebraska
Sustainable Agriculture Soci-
ety. Includes case studies of
different direct marketing
enterprises, Midwestern state
and federal marketing
contacts and an extensive
resources section. $20.

(402) 254-2289

Dynamic Farmers Marketing:
A Guide to Successfully Sell-
ing Your Farmers’ Market
Products, by Jeff Ishee. Covers
the best ways for farmers to
display their products and
themselves, the best itemns to
sell and how to interact with
customers. $16.95. Bittersweet
Farmstead. (540) 886-8477.

“Farmers and their Diversified
Horticultural Marketing
Strategies,”by the Center for

Sustainable Agriculture. 50-
minute video, $15. (802)
656-5459 or susagctr@zoo.
uvm.edu.

Farming Alternatives: A Guide
to Evaluating the Feasibility of
New Farm-Based Enterprises.
$11.50, NRAES-Northeast
Regional Ag Engineering
Service, (607) 255-7654 or
nraes@cornell.edu. Catalog
includes relevant titles such
as Facilities for Roadside
Markets, $7, and Produce
Handling for Direct Marketing,
$7 at http://rcwpsun.cas.psu.
edu/NRAES

Food Consumption, Prices,
and Expenditures, 1970~97 by
Judith Jones Putnam and
Jane E. Allshouse. Economic
Research Service, U.S. Depart-
ment of Agriculture. (N0.965)
Describes U. S. consumer pur-
chasing habits from 1970 to
1997. Free. (800) 999-6779;
www.econ.ag.gov/epubs/pdf/
sb965/index.htm

Free Range Poultry Production
and Marketing, by Herman
Beck-Chenoweth. A guide to
raising, processing and mar-
keting chicken, turkey and
eggs. $29.50. (740) 596-4379

Growing for Market
newsletter, published by
Lynn Byczynski. $27/yr. (800)
307-8949. Marketing Your
Produce: Ideas for Small-
Scale Farmers is a collection
of GFM's best articles. $20 +
$3 s/h.

Internet Marketing for Farm-
ers (FS 510) by Washington
State University Cooperative
Extension, King County. Free.
(206) 296-3900

The Legal Guide for Direct
Farm Marketing, by Neil
Hamilton. Offers tips about
legal issues to consider when
direct-marketing farm prod-
ucts. $20. Agricultural Law
Center, Drake University,

Des Moines, 1A 50311. (515)
271-2947.

Making it on the Farm:
Increasing Sustainability

Through Value-added Process-

ing and Marketing, by South-
ern SAWG. Includes inter-
views with Southern farmers
and ranchers who are adding
value to their products, de-
scribes some of their prac-
tices and includes a list of re-
sources. $12. (501) 292-3714.

Marketing for Success:
Creative Marketing Tools for
the Agricultural Industry, by
Robert Matarazzo, Doe
Hollow Publishing, rjm@
interactive.net or (908)
475-4460.

Pastured Poultry Profits, by
Joel Salatin. This how-manual
offers information about
relationship marketing for
poultry. $30. ACRES USA.
(800) 355-5313.

FARMERS
MARKET
TODAY

€«

Salad Bar Beef, by Joel
Salatin. This guide explores
marketing beef in addition to
production methods to rasie
superior beef on pasture. $30.
ACRES USA. (800) 355-5313

Sell What You Sow! The
Grower's Guide to Successful
Produce Marketing, by Eric
Gibson. This 304-page book
specifies strategies from mas-
ter marketers around the
country. $22.50. New World
Publishing, (530) 622-2248.

Sharing the Harvest: A Guide
to Community-Supported
Agriculture, by Elizabeth
Henderson with Robyn

Van En. Lays out the basic
tenets of CSA for farmers and
consumers. $24.95. Chelsea
Green Publishing, (800) 639-
4099; www.chelseagreen.com

Small Farm Today magazine.
Six times/year for $21. (800)
633-2535.

The U.S. Department of Agriculture (USDA) prohibits discrimina-
tion in all its programs and activities on the basis of race. color,
national origin, gender, religion, age, disability, political beliefs,

sexual orientation, and marital or family status. (Not all prohib-

ited bases apply to all programs.) Persons with disabilities

who require alternative means for communication of program
Iinformation (Braille, large print, audiotape, etc.) should contact
USDA's TARGET Center at 202-720-2600 (voice and TDD).

To file a complaint of discrimination, write USDA, Director, Office
of Civil Rights, Room 326-W, Whitten Building, 14th and Indepen-
dence Avenue, SW, Washington, DC 20250-9410 or call (202)

720-5964 (voice or TDD). USDA is an equal opportunity provider

and employer.
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Reap New Profits: Marketing Strategies for Farmers & Ranchers
A PowerPoint Presentation for Educators

1 — Title image: Collage of marketing strategy
images

Presenter: For a small or medium-sized farm
operation, innovative marketing strategies may
mean the difference between a profitable,
successful enterprise and closing the farm gate
forever. Alternative marketing strategies have
become an important way for small and medium-
sized farms and ranches to prosper. Rather than
accepting prices offered by wholesalers, direct
marketers gain the power to turn a profit back in
their own hands.

2 — Text image:

*  Farmers markets

¢  Pick-your-own farms

*  Farm stands/Value-added products

*  Entertainment farming/Agri-tourism

Presenter: We will lay out some of the more
successful alternative farm marketing strategies.
You will probably pick up several ideas from the
successes of others.

3 — Text image:

e Community supported agriculture (CSA)
¢ Cooperatives

*  Restaurant sales

¢ Mail order/Internet

*  Direct marketing meat

~ Presenter: Farmers markets, farm stands,
agritourism, community supported agriculture
and adding value to farm products offer
producers direct connections to their customers
and allow them to sell a “farm experience” as
well as their goods.

4 - Text image: Knowledge of production
without effective marketing usually will not
bring a rewarding return. -

Presenter: Coming up with a great idea is just
the beginning. You still need to research your
proposed enterprise using sound business
planning and decide whether it makes sense for
you and your family. Use this accompanying
bulletin from the Sustainable Agriculture
Network for additional ideas and a list of helpful
resources.

5
e Greatidea
[ ]

[ ]
[ ]

Text image:

Planning
Implementing
Evaluating/Refining

6 — Title image: Farmers markets

Presenter: Farmers markets may be the most
common direct-marketing strategy. According to
USDA'’s Agricultural Marketing Service, the
number of farmers markets in this country
jumped from 2,410 to 2,746 in just two years.

7 — Text/Photo image: Farmers market photo
with “1996 — 2,410 markets; 1998 - 2,746”
super-imposed.

Presenter: That increase in farmers markets
reflects an increasing preference for farm-fresh
produce. This most popular form of direct
marketing perhaps has done more than any other
strategy to increase support for farmers and
farming. Many customers prefer to buy produce
from farmers they know and trust, especially the
small family farms that help support
communities.

8 — Text image: Maine farmers market customers
say supporting local farmers was their second
reason for shopping there, behind product -
quality. Source: University of Calif.-Small Farm
Program.

9 — Farmers market photo

Presenter: Farmers markets usually offer a
secure, regular and flexible outlet where a
vendor can sell a wide range of fresh produce,
plants, value-added farm products and crafts.
Beginning direct-marketers may want to start
with farmers markets.

10 — Farmers market photo

11 — Text image: Dynamic Farmers’ Marketing:

- A Guide to Successfully Selling Your Farmers’

Market Products by farmer Jeff Ishee

12 — Text image: Market tips

o  Colorful, layered displays of your products
are enhanced by signs, packaging, even the
clothes you wear.

e  Price in round numbers to speed sales and
eliminate problems making change.



e Don’t deliberately or drastically undersell
your fellow farmers.

13 — Text image: To locate farmers markets in
your area, go to
www.ams.usda.gov/farmersmarkets/map.html, or
call USDA’s Agricultural Marketing Service at
(202) 720-8317.

14 — Title image: Pick-your-own

Presenter: Pick-your-own marketing turns the
job of harvesting, packing and transporting to the
customer. While it can be a good way to offset
labor costs, many farmers find it most profitable
when paired with an on-farm tourism activity.

15 - Photo: Pick-your-own

16 — Text/photo slide: “People don’t come all the
way out here to get cheap food. They come
because it’s fun and the berries are absolutely

- fresh.”

Earnie Bohner

Persimmon Hill Berry Farm

Presenter: The popularity of pick-your-own
farming has declined since the 1970s and 1980s,
but it remains a great marketing option for small
growers with a good client base — especially
those located on the edge of urban areas. Pick-
your-own reduces harvest labor needs and
eliminates most post-harvest tasks such as
grading, washing, packing, cooling and storing.

17 — Text image: Producers considering pick-
your-own need will need:

e liability insurance

e space for parking

e ability to supervise customers

e awillingness to host the public

18 - Photo/text image:

The success of pick-your-own marketing is often
in the details, such as:

 Having an answering machine message listing
prices, conditions and operating hours

« Maintaining evening and weekend hours

* Creating a pleasant setting for families

19 - Title slide: Farm stands

Presenter: Producers opening stands on site can
sell freshly harvested produce that does not need
to be trucked beyond the farm gate. Key to
supporting such a venture is a location along a
busy road, with good, attractive signage.

20 - Photo: Farm stand sign

Presenter: A good farm stand also functions as a
place to display and sell value-added products.
Producers should examine their products and
brainstorm about how processing might increase
their value.

21 — Photo: Value-added product

Presenter: Fruit growers can dry their product or
make wines, juice, vinegar, spreads, sauces,
syrups and preserves. Grain growers might want
to create cereals and baking mixes. Dairy
'operators can bottle milk or create homegrown
cheese, while livestock producers might sell
dried meat or specialty cuts.

22 — Photo: Value-added product

23 — Text image:

o  Feature high-demand items, such as fresh-
picked sweet corn ' »

e  Pick locations on or near busy roads

o  Contact your local extension agent for more
information about setting up a stand

o  Familiarize yourself with regulations
governing food products

Presenter:

Local extension offices should have information
about how to construct sales stands, small market
buildings, and produce displays.

24 — Title image: Entertainment farming

Presenter: Pairing farms with entertainment can
draw families — and their recreational dollars.
Seasonal festivals, hayrides, petting zoos, on-
farm classes and workshops bring more potential .
customers to the farm. Another option for
recreational farming is leasing wooded land or
marginal cropland for hunting, fishing or hiking.

25 — Photo: Agritourism

Presenter: Social skills and a scenic, clean, |
attractive farm are crucial for success in
agritourism and can overcome a location that is
less than ideal.

26 - Photo: Agritourism

27 — Photo/text image: State tourism bureaus can
offer a wealth of ideas and information.
Increasingly, county and state economic
development boards offer expertise and/or
publicity.



28 — Text image:

e  Producers will need good “people” skills

e  Tourism offices can help bring customers

e Link to the state Department of Agriculture
for help with farm festivals, etc.

29 — Title slide: Community-Supported
Agriculture

Presenter: Community supported agriculture
(CSA) is still new to most people. But since it
began in the U.S. in the late 1980s, it has grown
tremendously as farmers and consumers have
seen the many advantages to this unique
partnership.

30 — Photo: CSA

Presenter: CSA is an organized form of
subscription marketing in which consumers pay
up front in the beginning of the growing season
in exchange for weekly supplies of fresh
produce. By paying in advance, they become
members of the farm who share in many of the
risks of farming, but also share the bounty.

31 — Photo: CSA

Presenter: Many CSA farms offer members
opportunities to volunteer at the farm. This not
only lowers costs, but also allows members to
learn more about what it really means to grow
food. No two CSA farms are alike. Some supply
such items as flowers, berries, eggs, meat or
honey in addition to standard produce.

32 — Photo: CSA

33 — Photo/text image: “We want our customers
to be more sensitive to the farm situation. The
more they understand the connection of family
farms to healthy communities, the better for us
and farmers everywhere.”

-- Molly Bartlett, CSA farmer, Hiram, Ohio.

34 — Text image: When evaluating community
supported agriculture consider:

* Proximity to customers

« Ability to host members

» Willingness to sponsor farm events
« Variety of products

« Ability to distribute produce

Presenter: Farmers may ask members to come
to the farm to pick up their shares, or they might
deliver them to centrally located distribution
sites. Many CSA farmers produce weekly or
biweekly newsletters describing the anticipated

harvest and featuring recipe ideas. Others reach
out through listservs or websites.

35 - Title slide: Cooperative Marketing

Presenter: Some direct marketers go it alone,
but many find that profitability comes through
working with others. Through a cooperative,
producers share marketing expenses and risks
and negotiate with buyers as a team. Co-ops
create all sorts of new opportunities, from
diversifying products to reaching new markets.

36 - Photo: Co-op

37 - Photo: Co-op

Presenter: Perhaps the most attractive aspect of
joining a co-op is the ability of a group to
diminish financial risks for indjviduals.

38 - Photo: Co-op product

Presenter: With start-up help from a SARE
grant, the farmer-owned Vermont Quality Meats
marketing cooperative is netting top dollar for its
products and providing 52 member farms with

. crucial income.

39 — Text image: Vermont Quality Meats
marketing cooperative has put $100,000 to
$150,000 extra profit into the collective pockets
of its member producers in less than a year.

40 — Text image: “Instead of throwing our
product away at the auction and supporting a
bunch of middlemen, we’re doing all those steps
ourselves.”

Lydia Ratcliff

Founder, Vermont Quality Meats

41 — Text image: To set up a marketing
cooperative...

Presenter: The USDA’s Rural Business-
Cooperative Services agency offers information
and assistance in setting up and managing a
cooperative marketing effort, as does the
National Coop Business Association.

42 — Text image: To learn more about
cooperatives and community development, visit
the National Cooperative Business Association
at www.cooperative.org/economic.cfm

43 — Title slide: Direct sales to restaurants

Presenter: Restaurants and specialty stores such
as health food outlets long have been prize



markets for many growers, because they are
usually willing to pay premiums for quality,
freshness and reliable delivery.

44 — Photo: restaurant photo

Presenter: In the competitive restaurant
business, chefs continue to seek innovative ways
to draw customers. Featuring fresh, unusual
produce straight from the farm has become an
increasingly popular way to do this.

45 — Restaurant photo
46 — Restaurant photo

Presenter: Growers need to cultivate
relationships with chefs and food buyers and stay
attuned to their needs. Maintaining good
communication about what will be available and
how chefs or buyers would like them harvested
is key to successful sales.

47 — Text image: Upscale restaurants and
specialty stores pay top dollar for quality
produce and hard-to-get items. Growers usually
can expect about 10 percent more than wholesale
prices for standard items at mainstream
restaurants.

48 — Text image: “Get to know how the chef
wants the produce picked. If squash soup is on
the menu, larger ones are okay. If the squash is
to be presented whole on the plate, they can’t be
longer than 3 inches.”

Cass Peterson

49 — Title slide: Mail order/Internet

Presenter: As mail order and Internet sales
“continue to grow, creative farmers are jumping
on board. Both spell convenience for busy
people looking for unique products. The good
news: Farmers don’t need to be computer experts
to tap into millions of potential buyers, although
maintaining a successful web site is time-
consuming and challenging. If farmers already
have a good customer base, web sites and mail-
order strategies offer good ways to diversify and
expand. )

50 — Image: Wheat Montana website

51 — Image: Hartzler Dairy website

52 — Text image:

* Visit web sites that connect farmers and

consumers. <www.localfarm.net>,
<www.upick.com> and <www.smallfarms.com>

« Update your catalog or website often
« Find reliable shippers

53 - Title slide: Direct Marketing Meat

Presenter: For meat producers facing an

- increasingly concentrated market, direct

marketing offers the opportunity to retain a
greater share of product value. One good selling
point is offering tastings for new customers.
Marketing meat and animal products, however,
means making food safety issues paramount.

54 - Photo: Meat tasting

55 — Text image: For more information about
meat inspection regulations, see The Legal Guide
for Direct Farm Marketing by agricultural law
professor Neil Hamilton.

56— Text image: For more information, check
with FSIS

57— Text image: Strategic planning

Presenter: Overall, new enterprises such as
agricultural direct-marketing strategies require
strategic planning. Not only do farmers need to
plan, but they also must consider ongoing
evaluation against stated goals.

58 — Text image: Where do you want to be in 10
years?

Presenter: It’s important to check in regularly to
measure progress against 5- and 10-year goals.
How do they fit with the farm family’s goals and
resources?

59 — Text image: Resources

Presenter: We’ve just laid out some alternative
marketing ideas. You may want to seek help
from your local extension agent and other
experts from your land grant university to help
make your idea a reality. Consult some of the
resources listed on the last two pages of “Reap
New Profits: Marketing Strategies for Farmers
and Ranchers” for more sources of information
about creating a strategic plan.

* 60 - Text image: Resources (continued)

61 — Photo/text image: Credits
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US , Farmer Direct gs

Marketing

Direct Marketing Publications

The California Agricultural Direct Marketing Study (.pdf format) New!
How To Direct-Market Farm Products on the Internet (.pdf format)
Farmers Market Fact Sheet
How to Establish a Farmers Market on Federal Property
A Citizen's Guide to Food Recovery
2000 National Farmers Market Directory
Farmer Direct Marketing Bibliography - 2001 - Online and .pdf version available.
Proceedings of the Farmers Market Development and Minority Participation Workshop (Santa Fe
Direct Marketing Today: Challenges and Opportunities - In English (.pdf format)
- In Spanish (.pdf format)
Farmers Market Coloring Book (.pdf format) (microsoft word)
o National Directory of Farmers Market and Direct Marketing Associations 2001
e Improving and Facilitating a Farmers Market in a Low-Income Urban Neighborhood: A Washing

Case Study (.pdf format)
e U.S. Farmers Markets--2000: A Study of Emerging Trends (.pdf format)

Some of the files contained here are in Adobe Acrobat [PDF] format. Visit the Adobe Aci
Website, if you need to download the adobe acrobat reader used to view PDF files.

Farm to School Publications

o Innovative Marketing Opportunities for Small Farmers: Local Schools as Customers (.pdf format)

e How Local Farmers and School Food Service Buyers Are Building Alliances (.pdf format)

e Small Farm Bulletin No. 1 - "Marketing Fresh Produce to Local Schools: The North Florida Cooj
Experience" (.pdf format)

e Small Farm Bulletin No. 2 - "Cultivating Schools as Customers in a Local Market: The New Nor
Cooperative" (.pdf format)

¢ Small Farm Bulletin No. 3 - "Acquiring Capital and Establishing a Credit History: The North Flo
Cooperative Experience" (.pdf format)

e Small Farm Bulletin No. 4 - "Success of the New North Florida Cooperative: A Progress Report «
Producer Direct Sales to School Districts" (.pdf format)

Marketing Services Branch Publications: Selected Executive Summaries

e The Burlington Public Market: Phase I - Producer Survey and Analysis
o A Review of Little Rock's River Market Public Market and Farmers Market Operations (.pdf form

e Public Markets: Development and Management of Satellite Markets
in Philadelphia, Pennsylvania

e Boston Public Market: Facility and Business Development Plan

o Southwest Virginia Shipping-Point Market Project Cooperative Development
and Facility Design

http://www.ams.usda.gov/directmarketing/publications.htm 12/20/2003
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e Evaluation of the Feasibility of a Centralized Marketing Facility for

Maine's Agricultural Industries

Floral Product Marketing in Greater Los Angeles, California

Redevelopment Plans for the North Market - Columbus, Ohio

Horticultural Shipping-point Market Project for Southwest Virginia

The Feasibility of a Mid-Hudson Valley Wholesale Fresh Product Facility

Thomasville, Georgia, Regional Market Facility Feasibility Study

Farmers' Market Survey Report

Green Book/Produce Market Information Directory Updated 10/31/03

Survey of Interest in Creating an Agribusiness Park for

Selected Maine Resource-based Industries

New Agricultural Marketing Facilities for Northern Kentucky

e Toledo (Ohio) Fresh Food Public Market, A Feasibility Analysis

e A Model for Determining the Maneuvering Space Requirements for
Tractor-Trailers at Loading Docks

e Regional Farmers' Market - A Marketing and Design Study

Conducted for Springfield and Columbia, MO

The Importance of Wholesale Produce Markets

Refrigeration Systems for Wholesale Food Distribution Centers

The Southwestern Michigan Fruit and Vegetable Industry: A Marketing Facilities Analysis

Wholesale Food Distribution Center Grown and Development (Jessup, Maryland)

Revitalization of Marketing Facilities for Syracuse, New York

Feasibility of Establishing a Wholesale Farmers' Market in Upstate South Carolina

Feasibility of Establishing a Farmers' Market in Tupelo, Mississippi

Full Print version ordering instructions

Return to Direct Marketing Home Page

http://www.ams.usda.gov/directmarketing/publications.htm 12/20/2003
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. Direct
' Marketing

?ySD Fa.rmer ys

Resources and Links

Where can I get assistance for my market or project?

Ecolabels and the Greening of the Food Market

List Server and Internet Discussion Forum Information

USDA/Other U.S. Government Programs/Resources Related to Direct Marketing
Direct Marketing Resources by State

On-line Articles and Publications About Direct Marketing

Websites for Producers

Websites for Consumers

Websites for Kids

Websites About Community-Supported Agriculture (CSA's)

USDA Photo Library - Marketing

National Directory of Farmers Market and Direct Marketing Associations 2001

o NxLevel Training Network - Offers training on agricultural entrepreneurship, shared-use kitchens

& tourism

" Return to Direct Marketing Home Page

http://www.ams.usda.gov/directmarketing/resources.htm 12/15/2003
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“How to Buy” Guides!

‘Agricultural Marketing Service, USDA publishes a series of “How to Buy” guides which
are geared towards consumers. Some producers like to distribute them to their farm
direct marketing customers at the farmers market or at their farm stand.

The “How to Buy” guides are available free of charge. If you would like to receive copies
to distribute please indicate the quantity below and your mailing address.

How to buy fresh fruits

How to buy fresh vegetables

How to buy canned and frozen fruits
How to buy canned and frozen vegetables
How to buy meat

How to buy poultry

How to buy dairy products

How to buy butter

How to buy cheese

How to buy eggs

How to buy potatoes

i

Send your request to /fax/email it to:

Denny Johnson
USDA/AMS/TM/WAM

Room 2644 South

1400 Independence Ave., S.W.
Washington, DC 20250-0269
Phone: (202) 690-0531

Fax: (202) 690-0031

Email: denny.johnson@usda.gov



Wholesale and Alternative Markets Publications

Orders should be submitted by post, e-mail or fax to:
Velma R. Lakins

Wholesale and Alternative Markets Program - USDA
Room 2644 - South

1400 Independence Ave. S.W.

Washington, D.C. 20250-0269

Fax: (202) 690-0031

Phone: (202) 720-8317

Email: velma.lakins@usda.gov

Please check the publications that you would like to receive. All of them are available
free of charge:

__ Marketing Alternatives for the Revitalization of the Lynchburg Farmers Market,
Lynchburg, VA 5/1983.

___ Proposed Master Plan, Montgomery State Farmers’ Market, 12/1983.

__Virginia Wholesale Farmers Market. Feasibility Study, 10/1984.

___Improved Food Distribution Facilities for Southern New Jersey, 1/1986.

__Expansion Planning for the Connecticut Regional Market at Hartford, 12/1986.-

___Improved Wholesale Food Marketing Facilities for Buffalo, NY, 5/1987.

___Plans for Improved Wholesale Food Distribution Facilities for San Diego, CA,

8/1988.

__ Feasibility of Establishing a Farmers' Market in Tupelo, Mississippi, 9/1988.

__Feasibility of Establishing a Wholesale Farmers’ Market Upstate South Carolina,

12/1988.

___Revitalization of Marketing Facilities for Syracuse, New York, 1/1989.

___ Wholesale Food Distribution Center Growth Development (Maryland Wholesale
Food Center at Jessup, MD), 9/1989.

___ The West Harlem-Hudson Piers Meat Study, New York, NY, 1/1990.

___The Southwestern Michigan Fruit and Vegetable Industry, A Marketing Facilities

Analysis, 3/1990.

____ Wholesale Marketing Facilities for Maricopa County, Arizona, 9/1990.

__Refrigeration Systems for Wholesale Food Distribution Centers, 12/1990

__ The Importance of Wholesale Produce Markets, 1/1991

___Regional Farmers’ Markets, A Marketing and Design Study (Missouri), 1/1993.

~__ A Model for Determining the Maneuvering Space Requirements for Tractor-Trailers

at Loading Docks, 2/1993.

___ 1994 National Farmers Market Directory, 1994.

___ Toledo (Ohio) Fresh Food Public Market, A Feasibility Analysis, 1/1994.

__ New Agricultural Marketing Facilities for Northern Kentucky, 1/1995.

__ Survey of Interest in Creating an Agribusiness Park for Selected Maine Resource-
based Industries, 2/1995.

____ Green Book/Produce Market Information Directory, 1995.

___ Farmers’ Market Survey Report, 6/1996.



___Thomasville, Georgia, Regional Market Facility Feasibility Study, 6/1996.

___ The Feasibility of a Mid-Hudson Valley Wholesale Fresh Product Facility, 8/1996.

____Horticultural Shipping-point Market Project for Southwest Virginia, 8/1996.

____Redevelopment Plans for the North Market, Columbus, OH, 9/1996.

1996 National Farmers’ Market Directory, 12/1996.

___ Floral Product Marketing in Greater Los Angeles, California, 4/1997.

____Evaluation of the Feasibility of a Centralized Marketing Facility for Maine's
Agricultural Industries, 8/1997.

____ Southwest Virginia Shipping-Point Market Project Cooperative Development and
Facility Design, 1/1998.

____Boston Public Market Facility and Business Development Plan, 4/1998.

____How to Establish a Farmers’ Market on Federal Property, 4/1998.

___ Public Markets: Development and Management of Satellite Markets in Philadelphia,
Pennsylvania, 8/1998.

1998 National Farmers Market Directory

____ Farmer Direct Marketing Bibliography, 12/1998 _

____ A Review of Little Rock’s River Market Public and Farmers Market Operations,

8/1999

____The Burlington Public Market: Phase I - Producer Survey and Analysis, 9/1999

____ Brochure: Farmer Direct Marketing Program, 10/1999

___ Direct Marketing Today: Challenges and Opportunities, 2/2000

2000 National Farmers Market Directory, 7/2000

____USDA Farmers Market Coloring Book, Forthcoming
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Introduction

DRAFT

Producers who are working toward sustainability are
often interested in new enterprises, products, or ways
to market that can lead to greater profitability as well
as greater environmental benefits. Maintaining a
secure income is crucial for farmers and ranchers
who anticipate changing their practices. Effective
marketing can help ensure that the new enterprises
and products will meet the needs of both farmers and
their customers, providing the former with the income
necessary to sustain the farm and the latter with
goods and services they need and want. Sound
marketing strategies can help protect against losses
and enhance prospects for financial gain. Creative
marketing strategies are just as important as produc-
tion and conservation for a successful transition
toward sustainability.

This technical note provides general guidance for
developing marketing strategies and making market-
ing decisions in agricultural enterprises. It briefly
describes how to develop a marketing strategy and
explains a variety of techniques to increase net
profitability of farm or ranch enterprises. It also
provides numerous examples of marketing strategies
that producers have used to increase farm profits.

What is Marketing?

Kotler (1988) defined marketing as “a social and
managerial process by which individuals and groups
obtain what they need and want through creating and
exchanging products and value with others.” Market-
ing is more than just finding clever ways to dispose of
your products. It is the process by which one attempts
to determine what customers want, produce it,
advertise it, package it, distribute it, and sell it. Think
of marketing as a doughnut with the customer in the
center (fig. 1). The doughnut is comprised of four P's:
Product (goods and services to be supplied), Place
(how the goods and services will be distributed),
Price (the cost of goods and services to both farmers
and customers) and Promotion (how the goods and
services will be communicated to the customer).
Together they keep the producer focused on the
customer. Marketing starts and ends with the cus-
tomer. Understanding this concept is the first step
toward making your farm business more sustainable.

Historically, farmers grew crops and livestock and
brought them to market to sell. Marketing was
essential to the farming operation. Today, farmers and
ranchers are more specialized. Producers tend to

The four P’s of marketing

Figure 1

focus on production, while other specialists handle
processing, advertising, distribution, and sales. The
result has been a shrinking portion of the food dollar
going to the farmer and an increasing portion to
others. Farmers in the United States on average
receive less than $0.20 of each dollar consumers
spend on food. By refocusing some management
efforts on the marketing of farm products, you can
increase your share of the customer's costs and be
better positioned to meet financial goals. You also
assume the risk, inventory, and other costs associated
with marketing. '

The two basic marketing approaches are transac-
tional marketing and relationship marketing. The
transactional approach seeks to make the largest
number of sales possible, while the relationship
approach seeks to cultivate loyal, repeat customers.
Sustainable agriculture is best suited to relationship
marketing. Transactional marketers increase profits
by increasing sales or decreasing costs. Relationship
marketers increase profits by producing quality
products or services that command a higher price or
by cutting costs. To command a higher price for
products, customer values must be considered. The
customer might place value on freshness, processing,
packaging, environmentally sound or health con-
scious farming techniques, or improved product
quality. A higher price may also be obtained by selling
directly to the end consumer. By increasing involve-
ment in marketing, farmers and ranchers can poten-
tially increase profits and maintain a more sustainable
farm enterprise. Marketing your products should not
be taken lightly, however. Risks, additional time, and
other resource commitments will demand attention.
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Developing a Marketing
Strategy and Plan

" Marketing begins by following a logical comprehen-
sive plan. The plan should be straightforward and as
simple as possible. A marketing plan should be an
integral part of the overall farm plan. It should help
focus energy and resources where they are needed. It
should also help you adapt to consumer needs and
make informed production decisions or changes. This
note only touches on the development of marketing
plans by describing some of their most common
components. Additional resources on marketing plan
development may be found in the section on Resource
Materials and the list of references.

Goal setting

Overall goals for the farm or ranch should be clearly
defined before developing a marketing plan. Whether
lifestyle-oriented or financially-based, goals can help
you make more meaningful decisions about which
enterprises and markets are worth pursuing. To make
decisions about marketing and production, you must
also know your short- and long-term financial goals.
Most people are in farming to make money, but how
much, how soon, and at what personal and environ-
mental costs varies from individual to individual.
Sustainable farming operations often consider

DBAET

environmental protection as a major player along with
economic considerations in the decisionmaking
process. They focus on optimizing long-term income
and environmental goals rather than maximizing
short-term income. While producers may have an
overall financial goal for the farm, the financial goals
for individual enterprises on the farm may be differ-
ent. Enterprise goals should support the overall farm
goals, however Figure 2 illustrates the relationships
among farm goals, enterprise goals, and mechanisms
for achieving them.

Marketing plan components

A brief overview of the marketing plan follows. A
marketing approach generally starts from the outside
and works inward. It begins with an analysis of the

~ macroenvironment, the customer, and customer

needs. This information can then be used to formulate
strategies and actions and develop production plans
to meet these needs. A typical marketing plan should
include at least the following components:

¢ Market or situational analysis
Customers and customer needs
Strategies for achieving goals
Budget
Action plan
Monitoring plan

Figure2  Marketing goals

|

Situational analys-ls :
(prepared to identify and assess
each potential enterprise)

Each enterprise may have
separate social, ecological,
{ economic goals—all contributing
to the overall farm goals.
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Component #1—Market or Situational Analysis.
Marketing decisions are often shaped by external
forces. The situational analysis should evaluate the
external forces that may influence what products and
services you can produce. Changing demographics,
changes in family unit, aging populations, available
natural resources (water, soil, climate), and changes
in the ethnic makeup of populations may affect
farmer choices. Economic, political, and legal trends
may also influence decisions. What is the impact of .
new technology? What about people’s increasing fear
of contamination of the food supply? This component
of the plan analyzes strengths and weaknesses of the
current farming operation and considers economic,
social, and natural resource attributes and risks
associated with each enterprise.

Component #2—Customers and Customer Needs.
The purpose of the needs assessment is to identify
customers and their needs. This section of the mar-
keting plan should answer the following questions:

* Who are my customers?

* What do they want?

*  What can the competition provide them?

* What can I provide them that the competition

cannot?

Customers may be identified by age, income level,
gender, profession, or some other category such as
environmental concerns or health consciousness.
Each group of customers has values and special needs
that you may or may not be able to meet. Identifying
customers and their needs can help you focus on
effectively reaching them. You must also identify the
competition. Where are your customers shopping
now? Are they getting what they want? Again, simplic-
ity is the key. A comprehensive (i.e., expensive) needs
analysis is generally not cost-effective when consider-
ing small-scale enterprises. A variety of texts on
marketing research are available. For basic informa-
tion on how to conduct market research, see The
Marketing Research Guideby Stevens, Wrenn,
Ruddick, and Sherwood (1997), for example. This text
may be available through your local library. New or
used copies are also available through many of the
major booksellers. :

Component #3—Strategies for Achieving Goals.
A marketing plan typically includes one or more
broad strategies for achieving marketing goals.
Strategies are the link between objectives and ac-
tions. They help determine the actions needed to
accomplish your goals. Marketing strategy options
might include:

» Developing new markets for existing products

or services
« Improving products/services to reach new markets

DR AFT

Increasing customer satisfaction by improving

products or increasing product diversity

Providing new products to new customers

* Reducing the resources expended on a particu-
lar product or service

+ Terminating a particular enterprise

L]

Different strategies may be needed for different
products or services. Before deciding on strategic
approaches, consider all aspects of the potential
product that might affect its ultimate marketability.
For example, will the product be organically pro-
duced or will it be marketed blemish-free? Will the
product be distributed through brokers, wholesalers,
retailers, farmers’ markets, or sold directly on the
farm? How will the product be priced? Will low prices
be the aim or higher prices in return for some added
value in the product? Finally, what will the market
position be? For example, unique position might be
secured through marketing the product as flavorful,
exotic, nutritional, or environmentally sound.

Component #4—Action Plan. The action plan is the
“to do” part of the marketing plan. It describes how
the plan will be implemented, who will carry out the
various stages of the plan, and when they should be
started and completed. This section of the plan
usually benefits from detailed information so that it
will be easier to implement. An action plan should be
developed for each customer group-product combina-
tion.

Component #5—Budget. A budget needs to be
developed in conjunction with the action plan. How
much potential income can be derived from this new
way of marketing? How much of this can be made in
the first year? The first § years? Write down each step
of the thought process—how much it will cost and
how much income may be gained. Keep records of
actual expenses and revise the budget as accurate
information becomes available.

Component #6—Monitoring Plan. Finally, a
marketing plan should describe how progress toward
meeting your goals would be monitored and mea-
sured. The marketing plan may need to be revised if
goals are not being met. New strategies may be
needed or existing strategies revisited. Be prepared to
be flexible.

A worksheet to help entrepreneurs develop a market-
ing plan is available on the University of Nebraska
Web site at http://www.ianr.unl.edu/pubs/
consumered/nf283.htm. Marketing plan worksheets
have been developed in many other states as well.
Contact your local extension service for more
information.
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Techniques for Marketing

Your goals, resources, and products as well as local
customer needs and habits usually dictate how
marketing strategies are developed. Some of the many
marketing options suitable for farm or ranch opera-
tions are summarized here. An infinite number of
variations on these options exists—the only limitation
is one’s creativity. The four P's of marketing (Prod-
uct, Place, Price, and Promotion) are highlighted in
extensive case examples in this technical note.

Value added products

To a miller, the grain produced by farmers is the raw
material from which valuable primary products (flour,
cereals, wheat berries, bulgur, or bran) are made. To a
bakery, primary products include bread, cookies,
pastas, and tortillas. Very little of the retail price of
flour, cereal, or cookies actually goes to the farmer.
Yet, people are willing to pay high prices for these
products and services. Therefore, when farmers go
beyond the raw material and produce primary or
secondary products, they add value to their commodi-
ties. This increased value can potentially increase
farm income several-fold. However, adding value also
has costs.

Value can be added to farm products in many ways.
Packaging of products alone can significantly in-
crease their value to customers, whether wholesale or
retail. For example, a producer who assembles a
mixture of beans and spices with an attached recipe
for bean soup usually sells the “finished” product for
many times what the raw beans or spices are worth as
individual commodities. Jams, jellies, bread mixes,
salad mixes, juices, and sun-dried fruit are other
examples of value-added products. These additional
opportunities and benefits usually come with addi-
tional regulatory control, however, especially at the
State and local level. Permits, health inspections, and
special facilities may be required if foods are pro-
cessed on the farm.

For more information on value-added agriculture, see
NRCS Alternative Enterprises — Value-Added
Agriculture Information Sheet AE-4. It may be
obtained by calling 1-888-LANDCARE or by visiting
http://www.nrcs.usda.gov/technical’RESS/
altenterprise

Cooperative marketing

Donald Frederick (1997) defines a cooperative as
“business owned and democratically controlled by
the people who use its services and whose benefits
are derived and distributed equitably on the basis of
use.” Cooperatives differ from other forms of business
in that the people who finance and control the
cooperative are the same ones that use it. Coopera-
tives are popular in the agricultural community.
Through cooperatives, farmers can pool their finan-
cial resources and conduct business more efficiently
than they could as individuals.

Cooperatives exist in many forms. Supply coopera-
tives pool resources to purchase inputs for members.
By purchasing these inputs in large quantities, mem-
bers can reduce their costs through volume discounts.
Cooperatives may provide services to members that
other companies do not provide. They can also
provide farmers with access to markets where they
otherwise could not compete.

Most small, limited resource farms are not able to
produce sufficient quantities of their product to
realize gains from economies of scale. Greater
production gives the farmer more power to negotiate
better prices. By pooling the production of many
farmers, a marketing cooperative has more leverage
to negotiate the price received for its commodities.
All members of the cooperative benefit from the
higher price. The member who supplies 10,000
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bushels of corn will receive the same price per bushel
as the member who supplies 100,000 bushels, because
together they have furnished more product and thus,
achieved more control over price than either of them
had alone. Marketing cooperatives can also help find
buyers for the members’ product, a major concern for
producers of perishable crops.

Effective cooperation does not always involve formal
organizations with bylaws and regulations. Coopera-
tive activities among neighbors can occur at any level.
Communal harvesting (fig. 4) and barn building
(common among the Amish community) are examples
of cooperative ventures. One cooperative marketing
strategy used by farmers with small acreages is to
share the maintenance and supply of a produce stand.
While bigger is not always better, increasing the
variety of produce available in a direct marketing
outlet can encourage a larger customer base.

A cooperative approach works best when the produc-
ers live relatively close to each other geographically.
Consult local extension personnel about cooperatives
in your area or about forming one.

Figure4 Members of the New North Florida Cooperative
harvest collard greens and will wash, chop, package,
and distribute the vegetables to local school districts
(photo courtesy of USDA NRCS)

The Rolling Prairie Farmers Alliance is a farmer
cooperative established in 1993 to run a vegetable
subscription service. Eight farms supply fruits and
vegetables to 350 subscription members. The custom-
ers each pay a deposit at the beginning of the season,
which allows (and obligates) them to purchase a bag
of garden fresh vegetables each week for (at most)
$11.25. A portion of the deposit is used to run the
cooperative.

DRAET

By pooling their resources the farmers are able to
supply more customers with a wider variety of
produce, and more reliably than a single farm could
typically accomplish. Farmer members agree at the
beginning of the season what they will grow. Each
week they inform the production manager of the
amount of produce they can provide. The manager
determines how much will be needed and coordinates
delivery. Site coordinators distribute the food among
the customer members. Most of the cooperative
farmers sell through other outlets as well, but the
subscription service gives them a reliable baseline
income through the growing season.

Product: Locally grown fresh fruit and vegetables
Place: Customers come to central location
Price: Pre-set by cooperative

Promotion: Word-of-mouth, newsletter, flyers
Customers: Local urban consumers

The Hampshire County Feeder Calf Producers
Association in northeastern West Virginia was
established as a result of efforts by the local Coopera-
tive Extension Service, Natural Resources Conserva-
tion Service, and Farm Services Agency to strengthen
community interaction. Nine farmers joined together
to cooperatively market calves. The calves are sold by
the cooperative at a special board sale. Bidders are
connected to buyers over the telephone. The cattle
are bought sight unseen. As a condition of sale,
buyers must pick up the calves in 10 days. The calves
are assembled and weighed at a designated location
just before loading for transport to a feedlot.

Members of the cooperative strive to produce uni-
form, high quality cattle on each of their farms. They
use the same management practices for feeding,
vaccination, and weaning. All of the calves are
weaned 45 days before sale. The cooperative strives
to maintain uniform calving and genetics for their
respective herds and emphasizes safe and stress-free
handling of the animals. The animal handlers do not
use electric cattle prods.

Cooperative members visit the feedlots that purchase
their cattle annually. These visits help the producers
evaluate the performance of their cattle and deter-
mine what they can do to improve next year's calves.
This also shows the feedlot owners that the producers
are willing to work to meet their needs.

The cooperative recently started a limited liability
corporation called Headwaters Petite Beef that
markets beef directly to the consumer.

Product: Uniform, stress-free feeder calves
Place: Local pick-up
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Price: Commensurate with high quality, standard product
Promotion: Cooperative research, flyers, letters,
phone calls, site visits

Customers: Local (regional) feedlots

The New North Florida Cooperative was started in
1995 to help minority farmers in the Florida Pan-
handle increase their incomes through innovative
marketing. Unlike many cooperatives that require a
substantial membership fee, the New North Florida
Cooperative demands “sweat equity.” The cooperative
members help each other with harvesting and pro-
cessing, demonstrating the benefits of working
together.

The cooperative strives first to tap the local market
rather than the regional market. Not only are trans-
portation costs lower, but also the resources remain
in the community, helping the local economy. Another
cooperative objective is to provide the farmer mem-
bers with higher prices for their produce by taking the
crop from the field directly to the consumers. Mem-
bers help harvest, wash, process, package, and deliver
their fruits and vegetables to local markets. Currently
the largest customers serviced by the cooperative are
the public school systems in Jackson and Gadsden
counties in the Florida Panhandle. By purchasing
through the cooperative, the school systems are able
to support local formers without having to enter into
contracts with them individually.

Product: Processed fresh vegetables and fruit
Place: Local delivery

Price: Premium wholesale

Promotion: Cooperative function, direct contact,
flyers, Internet

Customers: Local institutions (schools), local
groceries

Direct marketing

Direct marketing is a rapidly expanding type of farm
marketing that is based on selling a product directly
to the consumer. It involves the elimination of one or
possibly several middle steps in the marketing
process. As a result, the percentage of retail price that
the producer receives is significantly increased.
Several ways of direct marketing are described in this
section. '

Farmers’ markets

The term farmers’ market is used to describe a
market where farmers sell directly to the consumer,
but this marketing system could also be called a
community market because of the benefits it provides
directly to the community (Marr and Gast, 1991).

DRAET

Farmers’ markets are among the oldest and most
effective forms of direct marketing for small-volume
producers. They allow farmers to increase their
income, reduce transportation and distribution costs,
and communicate directly with their customers. At
the same time, consumers are provided direct access
to fresh, locally grown produce and a chance to
interact with the farmer (Ensor and Winn, 1993).
Farmers’ markets also benefit the community by
bringing diverse customers and vendors together to
strengthen personal ties. Sponsorship of farmers’
markets may come from communities, state or local
community service agencies, extension or education
programs, and private citizens (Marr and Gast 1991).

Farmers’ markets continue to increase in popularity
(fig. 5). According to the 2000 National Farmers
Market Directory, more than 2,850 farmers’ markets
are currently in the United States as compared with
1,755 in 1994 (USDA AMS, 2001). In a 1994 survey, the
USDA determined that more than 20,000 farmers sold
products at farmers’ markets. More than 6,000 far-
mers used these markets as their sole outlet (Burnes
and Johnson, 1996). Estimates place fruit and veg-
etable sales through farmers’ markets at over $1
billion annually. More than a million customers visit
farmers’ markets every week. These markets prima-
rily provide access to customers for the small- and
medium-sized farm operations (Burnes and Johnson,
1996).

o3

Figure S Farmers’ markets are increasing in popularity across
the United States (photo courtesy of USDA)

Participating in farmers’ markets benefits sustainable
agriculture. Local farmers’ markets provide an
excellent forum for community participation and
interaction with customers as well as other farmers.
Farmers who are in contact with their customers have
an outstanding opportunity to do market research.
Consumers have the opportunity to get to know the
farmers who produce their food and to make their
desires and concerns known.
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To locate a farmers’ market in your area, see the
USDA Agricultural Marketing Service Web site:
http://www.ams.usda.gov/farmersmarkets/, or
check with you local extension service.

One of the largest farmers’ markets in the country, the
Atlanta Farmers’ Market is owned and operated by
the State of Georgia. The facility was built on public
land in 1959. It is 922,000 square feet of permanent
warehouse space and is open 24 hours a day, 7 days a
week. The market supports both wholesale and retail
transactions. Farmers come from Georgia, Alabama,
Tennessee, South Carolina, and Florida to sell their
produce here. Each year the Atlanta Farmers’ Market
generates $4 million in revenue from rentals alone.
Wholesalers rent warehouse space while farmers rent
open-shed space. '

Product: Regionally grown, fresh produce
Place: Customers come to the market
Price: Wholesale, some retail
Promotion: Internet, state publications
Customers: Wholesalers, farmers, local
consumers

The Kittitas County Farmers’ Market is a rela-
tively small, privately run, nonprofit farmer’s market
in Ellensburg, Washington. It has been in operation
since 1994 when a group of farmers got together to
find an outlet for selling their produce directly to
consumers. Originally situated in a school play yard,
the market has moved to a bank parking lot near the
center of town, much to everyone’s satisfaction. The
market is run by an elected board of directors.
Vendors pay a nominal fee for space, the land is
donated, and nearly all labor is volunteer. Most of the
expenses associated with this farmers’ market involve
advertising.

Product: Local produce and homemade crafts
Place: Customers come to the market

Price: Competitive retail

Promotion: Flyers, media, word of mouth
Customers: Nearby residents and visitors

Community supported agriculture (CSA) isa
growing and purchasing partnership between farmers
and members of the local community. The farmer
grows food for a group of shareholders (subscribers)
who pledge to buy a portion of the farm’s crop that
season. The exact agreement between the farmer and
the shareholder varies.

DRAET

A share generally is targeted at providing a family
with a weekly supply of vegetables and fruits and
sometimes eggs, poultry, meat, and cheese for the
duration of the growing season (fig. 6). The shares are
paid to the farmer either before the growing season or
in installments during the season. These payments
provide the farmer with guaranteed income from the
beginning of the season and a market for the farm’s
products. Consumers share both benefits and risks
with the farmer. In good years they reap the bounty,
but in bad years they share the loss. CSA members are
typically families, but may also include restaurants,
farmers’ markets, or institutions. CSAs provide the
consumer a fresh, high quality supply of produce,
knowledge that they are supporting a local farm, and
a way to connect with their food source. Many CSA
enterprises operate as organic farms. '

Currently, about 1,000 CSA operations are in the U.S.
and Canada. Most are organized and run by individual
farmers, but some are organized and run by consum-
ers. Increasingly, CSAs may include more than one
agricultural producer. All build stronger farmer and
consumer relationships. For more information see
NRCS information sheet AE-2, Alternative Enter-
prises-Community Supported Agriculture.

-Figure 6 Typically,a weekly share of farm produce includes
a variety of seasonal vegetables (photo courtesy of
Common Good Farm CSA)
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The Hartford Food System is a nonprofit organiza-
tion whose mission is to help low income communi-
ties get better access to high quality, lower cost food.
In 1994, the Hartford Food System established the
Holcomb Farm CSA project in Connecticut as a way
to help connect lower income, inner city groups with
their food source.

The farm currently supports the equivalent of 400
household shares, 60 percent of which are sold at full
price to upper income families in the Greater Hartford
area. The remaining 40 percent is sold at a discount to
a variety of nonprofit organizations that distribute
food to low-income families. These groups range from
senior centers and housing projects to a group that
distributes food to low-income families. '

Of the direct farm operating costs, 90 percent are
covered by share sales. The remaining costs associ-
ated with recruiting, marketing, education, and
distribution are funded through individual contribu-
tions and grants. : ’

In addition to a weekly box of food, the CSA provides
cooking demonstrations, educational classes, field
trips, and other outreach programs for the low-
income and volunteer groups involved. Members may
work on the farm, but are not required to do so.

Product: Healthy fruits and vegetables

Place: Local delivery and pickup

Price: Based on income (charity price support)
Promotion: Education, field trips, cooking classes.
Customers: Low-income families; high income
families; non-profit organizations

The Covelo Organic Vegetables CSA is one of two
CSAs in Covelo, a small community of 1,300 residents
near the north coast of California. The CSA serves 80
regular subscribers in the county and 20 subscribers
in Berkeley, 200 miles to the south. In addition to
regular customers, they supply 100 extra boxes per
week for 15 weeks to the Round Valley Indian Health
Clinic. The clinic hopes to help diabetics on the local
Indian reservation improve their diet with fresh fruits
and vegetables. The farm also sells vegetables and
flowers at six farmers’ markets.
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The growing season in this area is 25 weeks. CSA
subscribers pay $12 per box picked up at the farm or
$15 per box delivered either to their door or to a
nearby drop-off location. Each box contains up to
eight types of fruit or vegetables and a weekly news-
letter. A 10-week payment is requested in advance.
Flowers are sold separately, but may be included with
the vegetable delivery at the customer’s request.

Product: Organic vegetables

Place: Home delivery, local pickup, farmers’ market
delivery

Price: Competitive

Promotion: Word-of-mouth, e-mail, newsletter
Customers: Local consumers

Internet marketing

The Internet has revolutionized how people communi-
cate and shop. For some farmers it has also revolu-
tionized the way they market their products. Many
farmers have started their own Web sites to distribute
information about their farm, transact sales, or both.
Opening this “digital storefront” allows them to
market to the entire world. The site is an advertise-
ment that tells the story of a farm, giving consumers
who are not familiar with a particular operation a
virtual picture. It is an easy way to expand sales
beyond conventional reach. Internet marketing is
particularly effective for farmers in remote locations
who cannot easily take advantage of more traditional
urban markets. In 2001 web sites could be hosted by
local Internet providers for $6 to $60 per month
depending on the amount of Web traffic anticipated.
Alternatively, some providers may host certain Web
sites free in return for advertising privileges on a site.
Setting up and operating a Web site does not require a
degree in computer engineering, but professional
graphics design consultants are widely available to
help with design, installation, and maintenance of
Web sites if needed.

Web site objectives should be considered before
setting up the site. Determine if the Web site will be
primarily used to advertise a product, provide infor-
mation, or mediate actual sales. Web sites intended to
sell seasonal products or keep customers informed
about the farming operations, seasonal prices of
goods, or when certain crops will be ripe must be
frequently maintained and updated. If the objective is
to save time, labor, money, or material and that
objective is critical, a Web site may not be appropri-
ate, and some farmers may find the maintenance
aspect too time consuming.
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A site must compete with hundreds of similar sites on
the Internet. Strategies for obtaining and increasing
Web site traffic follow:

1. Select a domain name that is easy to spell,
meaningful, professional, and sends a market-
ing message.

2. Register the site with a search engine.

3. Provide links to other sites of interest to
potential customers.

4. Personalize the Web site and make it interac-
tive.

5. Show the Web site address everywhere—on
business cards, labels, brochures, and
newsletters.

6. Keep the Web site updated and fresh.

Even if the objective is not to sell items through a
Web site, a site can still offer some advantages
including e-mail contacts for questions, concerns, or
even orders. However, if the objective is to sell products
online, a site that is secure for credit card purchases
is critical. A good Web site also provides contact
information for customers who wish to phone or fax
in orders (Sustainable Agricultural Network, 1997).

If you do not want to maintain a Web site, you can
communicate with customers via e-mail rather than
through a Web site. Commercial Internet directories,
such as smallfarm.com and localharvest.org, can
provide customers with access to farm Internet
addresses. Producer associations and State Depart-
ments of Agriculture may also provide directories.
Developing an e-mail mailing list of your own, send-
ing out e-mail newsletters, and leaving your e-mail

" address in community plans are other ways of getting
the word out about your farm.

Jeanie Dixon from Pasco, Washington, grows,
paints, and sells ornamental gourds. Her Web site,
http://www.gourdsbyJeanie.com, is full of informa-
tion and links to information about gourds. Her
purpose is not so much to sell gourds as to help
connect gourd enthusiasts with each other and locate
new sources of gourds for her craft. Her Web site
includes numerous links to gourd associations, gourd
growers, and information on growing and decorating
gourds. “The demand for gourds far exceeds the
supply,” she says. “They're easy to grow and can be
quite profitable. A farmer with a few acres of unused
land who wants to try something new should consider
growing gourds.” Jeanie hopes her Web site will help
prospective gourd growers get started.

DRAFT

Product: Gourds and gourd products

Place: Internet mail-order, local consignment

Price: Competitive

Promotion: Internet, newspaper, crafts organizations
Customers: Gourd lovers and users, gourd growers

Dunton Family Farms in Oregon sells heirloom
vegetable, herb, and wildflower seeds through the
Victory Seed Company at their Web site, http://
www.victoryseeds.com. At first it was difficult to
make sales over the Internet because they could not
accept credit cards. Once they invested in a secure
Web site and credit card processing, their business
doubled. Mike Dunton says the Internet has been far
more cost-effective for them than traditional advertis-
ing, allowing them to reach many more customers for
a much lower cost. However, he notes that it is only
cost-effective because the Web site is managed with
in-house resources. If management of the Web site
were contracted out, the costs would quickly mount.

Product: Heirloom seeds

Place: Mail order (national distribution)

Price: Premium

Promotion: Internet Web site, catalogs, word-of-
mouth

Customers: Organic growers, individual gardeners,
specialized nurseries

Joan Shaw and her husband grow “low spray”
heirloom apples on 20 acres in northern Utah. Joan
manages a Web site, http://www.dragongoose.com,
in which she publishes essays on gardening (espe-
cially roses) and growing apples. To pay for the Web
site, she has become an associate advertiser for
amazon.com. She receives a small percentage of any
book sales that occur through a link from her Web site
to amazon.com. The income is not great, but it paid
for the Web site three times over last year. “There are
other companies who offer similar options,” she says.

Product: Web site

Place: Internet links

Price: Percentage of book sales

Promotion: Promotes books through Web site
Customer: amazon.com

On-farm sales

The on-farm store or roadside stand (fig. 7) is a
common and traditional means of marketing farm
products. Like other means of direct marketing, on-
farm stores provide commodities from the producer
directly to the consumer, eliminating middle costs.
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The costs for establishing an on-farm store or road-
side stand can range from virtually nothing for a
simple stand to very expensive for an elaborate store.
However, the success of on-farm sales depends on
location, consumer preferences, and labor. Costs can
mount quickly if someone must be on duty at all
times. Profits will suffer if the location is too far from
a good customer base. Regulations, laws, and rules
vary by location, so it is important to contact local
and county authorities before establishing a roadside
or on-farm stand. In general, regulations tend to be
more complex when produce leaves the farm than
when it is sold on the farm (Tronstad, 1995).

Figure 7 Roadside stand or on-farm stand (photo courtesy of
Gizdich Ranch)

If on-farm sales are a part of your marketing strategy,
start by selling those items that you are good at
producing, then offer a few higher quality items. Ask
customers what other products they would be inter-
ested in purchasing, and build the product selection
based on their suggestions.

One strategy that has been successful for some on-
farm marketers is enterprise blending. A farm that
sells both fruit and crafts, for example, may sell more
of each than if only one of these items is available.
This purchasing phenomenon happens because each
enterprise attracts a different type of buyer, but the
buyer often discovers an interest in the other enter-
prise after arriving at the farm. One farmer who sells
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both sweet corn and peaches says that the people
who come to the farm for the sweet corn often leave
with a box of peaches, too.

Atmosphere is especially important to on-farm sales.
Keeping a store or stand neat and attractive will go

a long way toward gaining sales. Some farmers
emphasize the rural nature of the market by display-
ing old equipment or implements. Ultimately, the
personal touch is important in creating this atmo-
sphere. Simple things like a friendly greeting, provid-
ing useful information, and visiting with customers
encourages repeat business (Gibson, 1994). Maintain-
ing regular hours and a variety of products also
attracts customers.

Dan Shepherd and his wife raise buffalo, pecans,
sweet corn, and eastern gammagrass on their farm in
central Missouri. They have been selling buffalo meat
and pecans on-farm since 1990. Over time, the enter-
prise has developed into a full-fledged on-farm store.
In 1991, they constructed a building that houses
offices and a pecan processing area as well as the
store itself. Today, in addition to their own farm
produce, they sell products from elsewhere in Mis-
souri, including peaches, jams, jellies, barbecue
sauce, cards, and cookbooks. The store is open every
day until 6:00 p.m. During peak seasons, such as
Christmas and the summer months when sweet corn
and peaches are available, they may have 400 to 500
sales per day. During the slow seasons (September
and January) they may have only 10 visitors per day.
Since there is always someone at the farmstead, the
store remains open even when visitors are few.

Dan says that on-farm sales are not for everyone. You
have to like talking with people. “People come to the
store to buy something. It's my job to make sure they
walk out with something. It takes a certain personal-
ity to be a sales person,” he says. He also notes farms
that host visitors need to be kept neat and clean to
attract customers and encourage them to buy. “Ap-
pearance makes a big difference,” he says.

Product: Buffalo meat, sweet corn, regional pro-
duce, and gifts '

Place: On-farm pickup

Price: Retail

Promotion: Local media

Customers: Urban visitors
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Pick-Your-Own

Pick-your-own or “U-pick” operations offer several
advantages. First, they reduce labor costs involved
with harvesting, washing, and grading. Customers pay
lower prices and experience being out in the field,
harvesting the crop, and enjoying the country atmo-
sphere. Crops that are easy to recognize as ripe, such
as blackberries, blueberries, raspberries, and straw-
berries (fig. 8) are popular U-pick crops (Tronstad,
1995). These enterprises often work well when
combined with farm tours.

Figure 8 U-pick operations give customers fresh produce and
the experience of harvesting a crop'and enjoying the
country atmosphere (photo courtesy of Gizdich
Ranch) -

Before deciding on a U-pick operation, carefully
consider all that is involved with opening the farm to
the public. Some of the typical requirements are:
parking spaces, liability insurance, and a willingness
to deal with the public (Sustainable Agricultural
Network, 1997). Another risk associated with these
enterprises is spoilage, particularly, but not exclu-
sively, if bad weather keeps customers away during
critical times.

Agri-entertainment

Agri-entertainment is another dimension that can be
added to pick-your-own or other on-farm marketing
strategies. This is simply another means of attracting
additional customers to the farm. Agri-entertainment
can involve a broad spectrum of activities including
festivals, special events, hayrides, contests, mazes,
cooking classes, agri-educational tours, or recre-
ational hunting, fishing, or hiking (fig. 9). Agri-
entertainment may attract a different set of customers
than would otherwise visit the farm. If carefully
planned and advertised, it may be an effective means
of increasing your customer base and profits.

Agri-entertainment can be time consuming and may
involve liability and other legal issues, but it may also
be very rewarding. Some farmers find entertainment
production as enjoyable as food and fiber production.
Gibson (1994) recommends that anyone contemplat-
ing developing rural attractions on their farm for agri-
entertainment should start simply; for example, by
providing a shaded picnic area for visitors to the farm.
Use the rural setting as an advantage.

Ioka Family Farms in the Hancock Valley, Massa-
chusetts, was a dairy farm for over 60 years before
the family decided to convert to a visitor-oriented
farm. Located near the Berkshires, a year-round
tourist center, the farm is ideally situated for this

purpose.

The farm provides entertainment during all four
seasons. On weekends mid-February through mid-
April, visitors can visit the 2,400-tap Sugar Bush to
view the process of boiling maple syrup and enjoy
pancake meals with maple syrup in the Calf-A.
Summer activities include pick-your-own strawber-
ries, a petting zoo, a hay tunnel and hay pile, giant
sandboxes, Molly Milk Me (the mechanical cow),
pedal tractors, a book and game library, an outdoor
farm-theme playground, hay rides, and a picnic area.
Fall activities include hayrides on a giant pumpkin or
haunted house, pumpkin picking, spooky hay tunnel,
corn maze, and farm stand. In the winter, Christmas
trees may be selected in the field or from a pre-cut
selection at the farm stand. Hayrides are also offered,
and the second week in December, Santa visits the
farm for “Breakfast with Santa” at the Calf-A.
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Most of the visitor-oriented seasons are doing well
except the summer program. The family had hoped to
entice 10,000 visitors to the farm during the summer.
To date they are several thousand visitors short of
their goal. Customers are almost always pleased once
they arrive, but convincing them to come to the farm
and paying an admission fee has been a challenge,
especially for people that live locally.

The family is in the process of evaluating the reasons
for low attendance. Possibilities include weekend
weather conditions, farm located too far from a large
urban area, the entertainment may focus too narrowly
on young children ages 2-10, customers are not yet
comfortable with the idea of paying to visit a farm,
and there are too many farms doing the same thing,
saturating the market.

Product: Farm entertainment, maple syrup, Christ-
mas trees; berries, pumpkins, value-added products
Place: On-farm visits and pickup

Price: Under evaluation

Promotion: Tourist bureau, Internet

Customers: Local families with young children

Other forms of direct marketing

Other direct marketing strategies include mail order
marketing, delivery service, and rent-a-row or tree.
Mail order businesses allow the farmer to charge
premium prices for a product without having to face
the public directly. This may be important to those
who prefer privacy. Products sold must be storable,
ship well, and be relatively lightweight. Seed sales
often make effective mail order businesses. In mail
order businesses, organization, promptness, and
detailed record keeping are critical to success.
Another critical component of mail order marketing is
the mailing list. Developing an effective mailing list
can take several years. Lists developed by others
generally are not effective, as the customers you want
to target need to be customers interested in your
product(s).

Dunton Family Farms in Oregon has been
transitioning from local sales of seasonal produce,
nuts, hay, beef, and eggs to mail order and Web-based
- sales of heirloom seeds from their company, the
Victory Seed Company. Customers may order over
the Internet or through a standard seed catalog.
Mike Dunton says both are needed. The Internet
reaches a wider audience, and Internet customers are

more likely to be spontaneous buyers; but many
customers want a catalog in hand before they order.
A printed catalog also gives a sense of legitimacy to
the operation. Anyone can create a Web site, but
farmers who invest in printed sales materials give the
appearance of being serious about selling their
products.

Product: Heirloom seeds

Place: Mail order (catalog and internet)

Price: Premium

Promotion: Internet Web site, catalogs, word of
mouth

Customers: Organic growers, individual gardeners,
specialized nurseries

Farmers or groups of farmers who run delivery
services can command high prices for their products.
However, locating and retaining customers for deliv-
ery services can be extremely time-consuming, and
transportation costs can rapidly add up. Another issue
is reliability. Customers will remain loyal only if they
receive what they are promised when it is promised.
Still, if time and resources are available to implement
this strategy, the personal and financial rewards can
be great.

Seabreeze Organic Farm in San Diego, California,
has been operating a produce delivery service for local
customers for about 5 years. Produce was originally
sold through farmers’ markets, but as the number of
farmers’ markets increased, the customer base
became diluted. Stephenie Caughlin, general manager,
decided to bring the market to the customer instead of
asking the customer to come to the market. Seabreeze
customers prepay for weekly boxes of produce a
month in advance. Food is delivered to their door
along with a newsletter and recipes. Currently, 250
homes receive weekly boxes at a price of $20 to 40
each. Seabreeze has a Web site, but their most effec-
tive advertising has been through word-of-mouth and
fliers left on doorknobs throughout the delivery area.
A local marketing firm performs this latter task for the
farm.

Product: Organic vegetables and health products
Place: Home delivery in local neighborhoods
Price: Based on service

Promotion: Flyers left on doors (hired advertising)
Customers: Local urban consumers interested in
healthy foods and convenience
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Another direct marketing strategy that may work on
some farms located near urban centers is the “rent a
row, tree, or animal” strategy. Here the customer pays
to rent a plot of land, a tree, or an animal, suchas a
milk cow, at the beginning of the growing season. The
farmer provides labor and inputs needed to grow the
crop or produce the animal product. Then the cus-
tomer receives and sometimes harvests the crop or
animal product at the end of the year. This marketing
strategy could be considered a variation on the U-pick
strategy, but for the farmer it eliminates much of the
risk involved with U-pick, as payment is up-front. One
of the difficulties with this strategy is the need to
keep track of the management practices implemented
on each item rented. Another problem may be keep-
ing track of the renters, some of whom may wish to
visit their rental regularly. Scheduling public access to
the farm must be included in the up-front planning.

Steve and Diana Harris of Shiloh Fruits in Greenleaf,
‘Idaho, grow a variety of fruit trees and market both
fruit and cider through a number of channels. Some of
these include an on-farm store, a farmers’ market, and
a rent-a-tree program. An accessible portion of their
orchard has been set aside for individual tree rental.
Bartlet pear and five varieties of apple trees are
available for annual rent. Prices vary according to the
size of the tree. Most rental customers have been
individual families.

Steve notes that, while the rent-a-tree program has
not yet taken off, the concept is gradually becoming
more accepted. Those customers who do rent trees
often return to rent again. They are also likely to buy
other fruits, such as peaches, apricots, or cherries,
from the farm store.

Product: Apples, pears

Place: On-farm pickup, wholesale

Price: Retail, wholesale

Promotion: Flyers, letters, business cards, Web site
Customers: Local fruit-lovers, wholesalers

Rent Mother Nature is the trademark name for
Shared Harvest, a company operating out of the
Boston area since 1979. Customers can rent a maple
tree, beehive, cow (for cheese), sheep (for wool),
apple tree, and many other items. Upon purchase,
customers receive a personalized lease document and
an announcement folder describing the program.
Progress reports are mailed to lease holders through-
out the growing season. An action photo of the tree,
hive, sheep, or other leased item is also provided. The
harvested product is delivered at the end of the
season. '

The company was started in an effort to help smail
farmers market their products and bring urban
dwellers closer to the source of their food. It grew
from the idea that, while most farm products are
widely available, the farm experience is not.

Product: Trees, beehives, animals (for rent)
Place: Mail order

Price: Premium

Promotion: Web site, brochures, catalog
Customers: Urban dwellers

3D Wines, a company in England, offers the public a
chance to rent a row of grapevines from one of
several top vineyards in France. Renting a row of
grapevines gives customers the opportunity to
purchase up to 4 cases of wine from their chosen
vineyard at cost. :

Any marketing strategy has advantages and disadvan-
tages. Whether any of these direct marketing strate-
gies is suitable for a particular situation depends on
the size of the farm, the variety of crops grown,
available labor, and farmer goals and personality.
Many farmers use more than one marketing strategy
simultaneously, and others use different strategies at
different times.
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Niche markets

Niche markets target a specific customer base. While
mass marketers aim to supply the largest possible
number of customers with a product that everyone
can use, niche marketers seek to supply a smaller
number of customers with exactly the product they
want. Consumer tastes and preferences are not
uniform. The mass marketing approach overlooks
these subtle differences in demand in order to gain
the greatest number of customers. Of the millions of
people that make up the mass market, many are not
satisfied with what the market supplies. These
purchasers provide an opportunity for the niche
marketer (fig. 10): Discriminating consumers are
willing to pay a premium for high quality products,
hard to find or uncommon products, or products
produced in an environmentally friendly way.

Niche markets can take several forms. Specialized
ethnic foods are unique products that are not com-
monly found in mass-market grocery stores. Popular
ethnic market items include herbs, seasonings, and
cheeses—often hand-produced. Health conscious
consumers also comprise a significant niche market
opportunity for the producer. Products increasingly
marketed to this group include such items as organic
produce, organic or natural grass-fed beef, free-range
poultry, and organic milk.

The most important step in niche marketing is re-
search. Find out what people in the local area want.
Next, determine if the number of customers is suffi-
cient to make a particular product profitable. If so,
then plot a strategy on how to produce the product(s)
to meet their needs.

Headwaters Petite Beef is a limited liability corpo-
ration started by the Hampshire County Cooperative
in West Virginia to capture a niche market for environ-
mentally and health conscious individuals who want
tender, low fat, hormone- and antibiotic-free beef.
Ten-month-old calves that weigh approximately 750
pounds are sold directly to supporters of the Cacapon
Institute, a nonprofit, environmental organization
dedicated to protecting Appalachian watersheds.
These consumers want to feel that they are doing
their part to help the local environment. Petit Beef
allows them to contribute to the health of the
Potomac River by supporting agriculture that uses
environmentally sound management practices. They
are willing to pay a premium price for a product they
want produced in the manner they want.

Product: Hormone- and antibiotic-free, environmen-
tally friendly beef

Place: Local pickup

Price: Premium retail

Promotion: Flyers, letters directed at target
customers

Customers: Cacapon Institute (local environmental

group)
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Public Relations and
Marketing

Public relations and advertising are two aspects of
promotion (the fourth P described in the section on
marketing). No matter how good the product or
service is or how needed it is, it will not sell if custom-
ers do not know about it. Public relations makes
people aware of you and your farm operation. Adver-
tising makes people aware of and sells your product
or service. Both are powerful marketing tools

(Thayer, 1996).

Public relations uses local media to publish or broad-
cast newsworthy information about you or your farm.
It helps you gain credibility and visibility in your
market at little or no personal cost. Advertising
involves purchase of media time or space to draw
favorable attention to the product or service you are
selling. It can be effective, but also expensive and
should be planned carefully to efficiently reach your
target audience with a message that is memorable and
attracts favorable attention to your product or
service. Many references on public relations and
advertising should be available through your local
library. Two recently published books are Feeding the
Media Beast: An Easy Recipe for Great Publicity by
Mark Mathis and Advertising: Ideas and Techniques
from the World's Best Campaigns by Mario Pricken.

For More Information

Some resources for farmers who want to learn more
about innovative marketing for sustainable agricul-
ture are listed in this section. An extensive list of
resources is available in Alternative Enterprises and
Agritourism: Farming for Profit and Sustainability
Toolkit published by the USDA NRCS Resource
Economics and Social Sciences Division and Re-
source Conservation and Community Development
Division. The toolkit is on the Web page http:/
www.nrcs.usda.gov/technical/RESS/altenterprise,
or it may be obtained by calling (202) 720-0132.

Direct marketing associations

Direct marketing associations provide many benefits
to members including member and consumer directo-
ries, conferences, workshops, tours, newsletters,
certification, insurance, and government relations.
One of their main functions is to provide networking
opportunities and marketing information to members.

Currently, 41 farmers’ market and direct farm market-
ing associations are active in the United States
(USDA-Agricultural Marketing Service, 2001). One of
the largest of these, the North American Farm Direct
Marketing Association (NAFDMA), was established to
promote and foster “the growth of farm direct market-
ing by offering opportunities for education, network-
ing, and fellowship to its members.” For more infor-
mation about NAFDMA, visit their Web site, http://
www.nafdma.com/. NAFDMA encourages formation
of regional and local associations. Farmers consider-
ing direct marketing strategies may want to become
involved with one or more direct marketing associa-
tions.

Publications

Farming Alternatives: A Guide to Evaluating the
Feasibility of New Farm-Based Enterprises. Small
Farms Series, Northeast Regional Agricultural Engi-
neering Services, Cornell University, 152 Riley-Robb
Hall, Ithaca, NY 14853, telephone (607) 255-7654. This
publication is written for families and individuals
interested in developing a new farm-based enterprise
and is especially helpful for those considering nontra-
ditional enterprises. It is written as a workbook and
has worksheets to evaluate family goals, alternative
enterprises, marketing, production, profitability,
financial feasibility, and decisionmaking. It also has
an excellent list of resources.

Tilling the Soil Of Opportunity: Nx LeveL™
Guide for Agricultural Entrepreneurs. University
of Nebraska, US WEST Foundation and SARE. Call 1-
800-873-9378 or 1-800-328-2851 to find out where the
next course will be held in your area. This training
course was developed by more than 15 business
writers, producers, and consultants involved in
successful direct marketing agricultural businesses. It
covers assessing your resources, business planning
and research, marketing, business management, legal
considerations, budgets, and financial management.
During the course, each participant sets goals and
objectives and prepares their own business plan. The
goal is “Helping Producers Reach the Next Level of
Success....”

CaS$hing in on Business Opportunities: A Guide
to Building a Home-Based and Micro Business
Program. Southern Rural Development Center, (601)
325-3207. This curriculum is designed for educators to
use in working with home-based and micro businesses.
The curriculum is comprehensive and covers a wide
array of topics of interest to current or potential
business owners. It can be used by educators or
entrepreneurs. Overhead material and diskettes
accompany the manual. It comes in two 4-inch binders.
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Ideas for Alternative Agricultural Enterprises.
This 7-page fact sheet lists several alternative enter-
prise ideas and how they can be developed and has
three pages on developing a business plan. Contact
the Missouri Alternatives Center (573) 882-1905 or
http://www.agebb.missouri.edu/mac/ for a copy.

“Agritainment”—Farm & Ranch Recreation
Resource Directory. North Dakota Extension
Service. This notebook has information on creativity
and quality, marketing strategies; feasibility cash flow;
insurance; starting a business; North Dakota laws,
regulations, and telephone numbers; home business
ideas; grants; and resources. Contact Kathleen
Tweeten, (701) 328-5134 or e-mail
ktweeten@ndsuext.nodak.edu. Cost $25.00.

Reap New Profits: Marketing Strategies for
Farmers and Ranchers. This PowerPoint presenta-
tion for educators on CD-ROM may be obtained
through the Sustainable Agriculture Network Web
site, http://www.sare.org/htdocs/pubs/.

The Feasibility of Agricultural Alternatives
(Updated June 1996). Forrest Stegelin, Extension
Agribusiness Economist, University of Kentucky,
(606) 257-5762. This is an outline of what needs to be
considered in developing an alternative enterprise.
Twelve steps are presented in this detailed 11-page
outline. Successes or failures in the farm business
depend largely upon the soundness of managerial
decisions.

Web sites
http://www.nrcs.usda.gov/technicallRESS/
altenterprise/ provides access to a 950-page re-
source manual on alternative enterprises and
agritourism, information sheets, success stories, and
resource people listed by state, region, and national.

http://www.attra.org/, Appropriate Technology
Transfer For Rural Areas. This center has information
" on production and marketing of many products. The
information is also available by calling 1-800-346-9140.

http://www.usda.gov/oce/smallfarm/sfhome.htm,
Small Farms @USDA: Creating Opportunities, Pre-
serving Choices. This USDA Web site has council
information, a database, and lists of events and
people.

http://www.sare.org, Sustainable Agriculture Re-
search and Education. This site has information and
links to information on a variety of topics related to
sustainable agriculture, including the marketing
aspects of sustainable agriculture.

http:/www.ssi.nrcs.usda.gov/ssi/ Natural Resources
Conservation Service Social Sciences Institute. This
site has a wealth of resources on many aspects of
marketing and marketing research.

http://www.agebb.missouri.edu/mac, Missouri
Alternatives Center. This University of Missouri Web
site has alternative agriculture and agritourism
publications, links, and mailing addresses. The
information is also available by calling (314) 882-1905.

http://muextension.missouri.edu/xplor/, University
of Missouri Outreach and Extension. This Web site is
one example of what is available at Land Grant
Universities. Most Land Grant Universities devote
some resources to alternative enterprise assistance/
development and agritourism. Several states have
special centers, institutes, or economic development
devoted to work in these areas.

More case studies _

The New American Farmer: Profiles of Agricultural
Innovation was published by SARE. This publication
documents a growing reality across the United States.
It is stories about farmers raising and marketing crops
and livestock differently. Case studies for 48 farm/
ranch families are presented by the four SARE
regions. For a free CD or copy, call (301) 504-6422, e-
mail san@nal.usda.gov, or print it off the Web http:/
www.nal.usda.gov/afsic.

Renewing the Countryside: Minnesota was published
by the Institute for Agriculture and Trade Policy,
Great Plains Institute for Sustainable Development,
and the Northeast Minnesota Sustainable Develop-
ment Partnership, University of Minnesota. It has 39
case studies that address sustainable farming, market-
ing, product innovations, harvesting nature, conserva-
tion, tourism and culture, and community. To obtain a
copy, call (612) 870-3400, e-mail rtc@iatp, or go to
http://www.mncountryside.org.

For several farmer/rancher success stories of alterna-
tive enterprises, agritourism, and conservation, go to
http://www.nrcs.usda.gov/technical/RESS/
altenterprise/.
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Case Studies

The case studies that follow represent farmers who
have adopted different marketing strategies for
different reasons.
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Case Study 4-1:

Hampshlre County West Vu‘guua ;

955 acres

- “Original strategy

Products: ‘Traditional beef productxon"‘ EE
Marketing: Traditional outlets - "~

New strategy
Products: Rotationally grazed
environmentally friendly, hormone-
free beef, “Petit beef”
Marketing: Cooperative marketing
through traditional outlets, coopera-
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Marketing issues
Transition to rotational grazing,
cooperative participation, direct
marketing, social issues

For more information
Steve Ritz, District Conservationist
500 E. Main St.
Romney, WV 26757

Roy Milleson, ‘Headwaters Petite Beef

Site Description

Roy Milleson operates the 955-acre farm that has been
in his family for three generations. The farm lies along
the South Branch of the Potomac River near Romney,
West Virginia. The topography on his farm is typical of
farms along the South Branch. The narrow river
bottoms grade into gentle hills and then into steep
terrain. Much of the Milleson farm is woodland.

Objectives

Roy’s main objective for the farm is efficiency. He
wants to increase return and decrease workload and
expenses. Roy plans to meet his objective by focusing
on low-cost production and cost-efficient manage-
ment.

Transition to Rotational Grazing

Roy Milleson took over operations of the Milleson
farm from his father in 1990. He started out with beef
and corn enterprises typical of farms in the area. An
injury to his leg in 1996 and loss of the corn crop by
two major floods forced Roy to reevaluate his opera-
tion. He analyzed the time and money that was
involved with the corn and concluded that it was
unprofitable. His focus then shifted to developing the
pasture grazing system that his father had experi-
mented with years ago.

Roy decided to move to a rotational grazing system
for managing his cattle. Rotational grazing involves
moving animals through a series of fields or paddocks
on a regular basis. This system allows more animals
to be grazed on the same acreage. By having all
animals in the same paddock, the forage is consumed
evenly over the entire paddock area. This means more
consumption and more even utilization of forage.
Once cattle have thoroughly grazed one paddock,
they are moved to a new paddock with fresh grass.
The previous paddock is allowed to “rest” until cattle
come back to it in the rotation. By this time, the grass
has regrown and is ready to graze. By varying the
number and size of paddocks, farmers are better able
to cope with seasonal differences in grass growth and
prevent overgrazing. Key factors to successful
rotational grazing are adequate fences and a good
supply of water to all paddocks.

The transition sequence on the Milleson farm is still in
process. Roy prioritized the sequence to meet the goal
of becoming more efficient. First, he needed to
improve his handling facilities. He noted, “$2,000 in
facilities can save you $10,000 in medical bills.” Next,
he began fencing to make best use of the available
water sources on the farm. Water in the drought-
prone eastern panhandle of West Virginia is a limiting
factor on many farms. Roy's focus has been diversifi-
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cation of water systems as insurance against drought.
He believes that developing a variety of springs and
ponds and using a high-pressure system of pipes will
give him greater ability to cope with drought. With
financial assistance provided by a USDA-sponsored
drought relief effort, he has installed five watering
troughs and 2,300 feet of water line.

Currently, the Milleson farm is a 90-cow/calf opera-
tion. They raise predominately Angus cattle to provide
the market with the desired medium-frame calf. This
year they will retain 20 heifers as replacement stock.

Cooperative Participation and Direct Marketing
Roy Milleson markets his beef through the Hampshire
County Feeder Calf Producers Association, a home-
grown farmer cooperative that developed out of an
attempt to strengthen community interaction. Before
entering the cooperative, the Milleson'’s sold their
calves primarily through the local stockyards, al-
though some direct sales were made from time to
time. Now they strive to meet the cooperative's strict
standards of size and quality.

One goal of the cooperative is to produce uniform
cattle from different farms. All of the cooperative
members use the same management practices with
regards to feeding, vaccination, and weaning. All of
the calves are weaned 45 days prior to sale. The
cooperative also strives to maintain uniform calving
and genetics for their respective herds. The group
emphasizes safe, stress-free handling of the animals.

A second goal of the cooperative is to explore the
opportunities for direct marketing the beef produced
by cooperative members through a limited liability
corporation called Headwaters Petite Beef. The
development of a direct sales component along with
the calf pool represents a two-phased approach to
marketing. This will help the cooperative diversify
and spread its risk.

Petite Beefis used to describe a 750-pound animal at
S

el
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10 months of age. Because calves are young, the beef
is naturally lean and tender. The calves are raised on
grass, then marketed as naturally lean (less than 8
percent fat) and environmentally friendly. They are
hormone and antibiotic free. Removing the calves
early also reduces competition with the cows for late
season pasture. This extends grazing time for the herd
and reduces the cost of winter feed. Production costs
are further cut by not having to purchase and adminis-
ter expensive animal medications. Milleson’s goal is to
be able to gradually increase the number of calves he
can market directly to the consumer as petite beef.

Social Issues -

Direct marketing helps consumers understand where
their food comes from, puts a face on the farmer, and
helps bring the community closer together. This
marketing strategy puts the environmental commu-
nity and the farmers working together in a mutually
beneficial partnership to improve the environment,
help farmers improve their livelihood, and provide
consumers with a superior agricultural product.
Everyone in the Hampshire County Feeder Calf
Producers Association is like-minded about environ-
mental stewardship, and all want to see the Potomac
Valley and their way of life protected for the future.
Milleson is glad to be part of the process.

Conclusion

The marketing cooperative has provided many
benefits to Roy Milleson. Through the cooperative
Milleson has been able to improve both the quality of
the cattle and the management thought processes
involved in producing the cattle. “The positives went
well beyond the price,” says Milleson. Through the
cooperative the local farmers have learned to work
together. Roy notes, “Everybody has strong points in
different areas that everybody else has been able to
use.” This cooperative effort, sharing of talents, and
desire to see everyone who is involved benefit has
enabled the members of cooperative to increase their
profits and improve sustainability.

Local residents are concerned with protecting the
rural landscape and the small family farm. Consumers
are concerned with the environmental impacts of
agriculture and with healthy food. The Headwaters
Petite Beef project connects the concerns of the local
consumers with local farmers who want to produce
an environmentally friendly product in a sustainable
manner. It helps to preserve the rural landscape and
the family farm by making farms more profitable. It
also meets the demands of the consumers to have
healthy, and environmentally friendly products.
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Der Thao and Nikk Cha
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Marketmg Multlple farmers’ markets

N ew strategy -
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For more information -
Dakota and Ramsey County Field Ofﬁce
4100 220th St, W.
Farmington, MN 55024
(651) 463-8665

Site Description

Der Thao and Nikk Cha recently purchased a 65-acre
farm in Dakota County, Minnesota, about 35 minutes
south of St. Paul. Together with Der’s parents, they
grow a variety of vegetables and cut flowers, and they
have plans to expand their enterprises to include fruit
trees, berries, and perennial plants for floral arrange-
ments.

The climate in Dakota County is characterized by cold
winters and summers that are generally hot with
occasional cool periods. Winter precipitation fre-
quently occurs as snow. Summer precipitation occurs
as sporadic showers and thunderstorms that are
occasionally severe. The average low temperature in
the winter is 7 degrees Fahrenheit, while the average
summer high is 81 degrees Fahrenheit. About 70
percent of the annual precipitation (21 inches) falls
during the growing season (April through September).

The dominant soils on the farm are loams belonging
to the Lester, Le Sueur, and Cylinder series. Slopes
range from 1 to 6 percent, though most of the land is
less than 3 percent slope. Although some of the soils
are somewhat poorly drained, most are moderately
well drained to well drained, making them highly
productive. Most have moderately slow permeability,
moderate runoff, and a high available water holding
capacity. Some have a seasonal high water table and
are somewhat erosive. The soils are highly suited to
crop production.

Der and Nikk feel lucky that they were able to pur-
chase their farm, and they want to express thanks to
Greg Bengold, Farm Services Agency loan officer, and
Kham Yang, outreach coordinator for the Minnesota
Food Project, for helping them achieve their dream of
owning a farm.

Objectives

Both Der and Nikk love farming. “With farming,” says
Nikk, “the day is never so long that you have to look
at your watch.” It is also an occupation in which the
entire family. can participate and a way to keep the
family together. Farming is in their blood. Both Nikk's
and Der's parents farmed in Laos and Cambodia
before coming to the United States. The family’s
objectives include maintaining and improving the
farm, paying off the loan, and supporting the family
through farming. They want to meet their economic
objectives by growing quality flowers, vegetables, and
perennial crops to meet the needs of their customers.
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Markets

Der and Nikk market their produce at several farmers’
markets in the Twin Cities area. They sell produce on
the weekends at the St. Paul farmers’ market. Minne-
apolis has a farmers’ market that is larger than the St.
Paul market, but farmers at the Minneapolis farmers’
market must compete for customers with wholesal-
ers. At the St. Paul farmers’ market, vendors are
required to produce what they sell, so wholesalers are
not allowed. During the week, Der, Nikk, and Der’s
parents sell produce at several smaller farmers’
markets in and around St. Paul. After the markets
close, the family returns to the farm to harvest the
next day's produce.

Customers

The family has loyal customers at all their markets.
Over time they have developed relationships with
their customers. Der says they generally fall into two
categories. The customers who come early are
looking for quality. Those who come late are looking
for bargains. The family can generally accommodate
both types by lowering their price at the end of the
day. This way they can sell all their produce each day,
so produce is always fresh. The early customers can
get the highest quality possible, and the late custom-
* ers can get the bargain they want.

Customers can also be grouped according to veg-
etable preference, which is often correlated with
ethnicity. The family has loyal customers among
African Americans, Russians, various groups of
Asians, and Anglo Americans. Greens are popular
with all the groups, but hot peppers are a particular
favorite with the African American customers. The
family grows at least five kinds of eggplants, four
kinds of peppers, and two kinds of daikon radish.
Each kind is preferred by a different group of
customers.

DRAET

Dealing with customers involves more than monetary
transactions. Many customers need to be educated
about the produce for sale, how to cook it, and how to
eat it. Once customers become familiar with the
produce, they often come back for more.

Once a relationship has been established, customers
often make suggestions for what vegetables they
would like. Sometimes they bring seeds or plants for
the family to try propagating. Each group of custom-
ers has its own shopping style also. Der and Nikk
enjoy bargaining with their Russian customers. “They
love to bargain, but they're fun,” says Der.

Marketing Strategies

The family uses a variety of strategies to compete
with the other vendors at the farmers’ market. Cutting
prices (except at the end of the day) is not one of
them. “If you price too low,” says Der, “you will make
your neighbors unhappy and you won't necessarily
sell more.” A key in direct marketing is to find a niche.
You need something that sets your product apart from
the rest. Sell something others are not selling, sell it at
a different time, or package it in a unique way. You
also need to listen to your customers and find out
what they want. Der competes with other flower
growers by making small bouquets for her customers.
Her competitors generally sell either single flowers or
large bouquets. Der’s bouquets meet the needs of
customers who only want a few, pre-selected flowers.

Der is planning to grow more perennials in the future
as a way of getting an edge on the market. Perennials
are not as common at the farmers’ markets because
they require more time to grow, and many farmers
cannot afford to wait multiple years for a crop. Now
that they own their own land, however, Der and Nikk
are in a good position to grow perennials to fill a
customer’s needs that others cannot fill.

A third marketing strategy the family uses is listening
to buyers. They try to grow what will sell. When they
try growing a new type of vegetable or flower, they
offer free samples to their customers and educate
them about the vegetable. Mainly, though, they try to
grow what they know will sell or what they think will
sell based on past experience. “Growing the wrong
thing can cost you a lot of time,” says Der.

Their marketing advice to others: “Stay focused. Keep
your eyes open for what is selling best, but don’t try to
compete with others. You can grow the same thing,
but grow it at a different time to avoid competition.”
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Site Description and History

Nita Gizdich works on an 89-acre ranch near
Watsonville, California. The farm has been in the
family for 69 years. Her grandchildren are the fourth
generation to live there. Her son, Vince Gizdich, took
over the farm operation 7 years ago, but Nita still
manages the marketing.

Gizdich Ranch lies at the base of the California
coastal range foothills. The soils are nearly level to
gently sloping loams formed on alluvial fans and
terraces. With proper water and fertility management,
they can be highly productive (USDA SCS, 1979). The
climate in Santa Cruz County is characterized by
warm summers and mild winters. Mean summer high
temperature is often more than 80 degrees Fahren-
heit. Winter minimum temperatures average 35 to 40
degrees Fahrenheit. The average annual precipitation
is about 20 to 25 inches. Snowfall is extremely rare.
This area is good for growing apples.

The farm originally produced tomatoes, boysenber-
ries, and apples, but in 1950, when the ollalie berry (a
hybrid blackberry) was introduced to California, the
Gidzich family replaced their tomatoes with ollalies.
They sold ollalies to wholesale processors for several
years until the market dried up in the late 1950's.
Faced with a large crop and nowhere to sell it, they
decided to start a U-pick business. That business has
now grown to a multiple-enterprise, entertainment
farm that employs 28 full-time and as many as 70
seasonal employees.

To advertise their new U-pick business in 1950, the
Gizcich's placed a sign by the highway that read
PicYurSef Ollalies. They got only a few customers.
One day a woman showed up wanting to know what
ollalies were. When she found out they were blackber-
ries, she was delighted and said she would have been
there much sooner if she had known. When Nita and
her husband changed the sign to read, PicYurSef
Blackberries (Ollalies), business started to im-
prove. Berry picking lasted through June. Visitors to
the farm found they could also purchase two varieties
of prepicked apples in September, so some returned
for the apple harvest. Based on customers’ requests,
the Gizdich's gradually replaced some of their existing
pippin apples with more popular varieties. They
replaced some ollalies with other types of berries.
They also sold fresh squeezed apple juice and apple
pies. Then they started an antique store and later a
gift shop.
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Advertising

Advertising is a critical part of marketing. Nita
approaches advertising from many angles. “Some of
the best advertising is by word-of-mouth,” she says,
“but that is not enough.” She sends out notices to
former customers twice a year and advertises in the
newspaper. She is always looking for free sources of
advertising and seldom turns down an opportunity to
speak about farming or demonstrate how to make
apple pies. If something new is happening at the farm,
she’ll send news releases to TV stations, radio sta-
tions, and newspapers, and often they will pick up the
story. The farm has been highlighted in several
television shows and magazines. All of this advertising
has resulted in expansion of farm income-producing
activities. For example, Nita hosts farm tours for
school children and senior groups. The farm also
holds a successful Apple Butter Festival in October.
Families come from great distances to taste fresh
apple butter, purchase crafts, and participate in a
barbecue and other family activities.

Community Involvement

Nita says, “Being active in your community is an
important part of marketing.” She participates ac-
tively in a number of organizations including the local
chamber of commerce, the Farm Bureau, and the
Roadside Direct Marketers' Association. She makes
presentations and gives farm tours whenever they are
requested. She has even had tour groups from Japan.
Farm tours are particularly intense during the au-
tumn. For 2 months, every weekday morning is
devoted to school tours and every afternoon to adult
tours. Nita speaks at local clubs and is involved in
many activities that contribute to the community.
“Not only is it being a good neighbor, it's good adver-
tising too,” says Nita. '

Listening to Customers

Listening to customers is the primary reason that the
farm has evolved to the enterprise it is today. Custom-
ers requested new apple varieties and more types of
berries. The Gizdichs listened. They have 13 varieties
of apples and 4 kinds of berries for sale. Customers
asked to buy antique items from around the farm.
They listened again, and the antique store was
established. Customers wanted to buy gifts in addition
to fruit so they opened a gift shop. One customer
asked to have a birthday party at the farm. Now itis a
regular offering where a picnic table is reserved and
the birthday person gets a personalized birthday apple
pie. “To be successful you need to give customers
what they want,” says Nita. “This means you must
listen and respond.”

DBAGT

Other Markets

Although most of the farm income comes from
onfarm sales, the Gizdich family produces more fruit
than they can sell to onfarm customers. So they also
deliver apples, apple juice, apple pies, jams, jellies,
and syrup to restaurants and independent groceries
from Palo Alto to the Carmel Valley. They maintain a
consistent product line; that is, they do not produce
anything different specifically for off-farm sales. They
simply sell off-farm products at wholesale prices,
while the onfarm products are retail.

Challenges

One of the biggest challenges Nita faces is coordinat-
ing visitors. It is important that individual visitors to
the farm not feel overcrowded by bus tours, so the
groups are always separated. Even farm store sales to
tour groups occur in a separate location from the
main farm store that serves individuals. Nita also is
careful to not double-book farm tours. That way she
ensures each tour gets individual attention.

Nita suggests several reasons why more farmers are
not interested in onfarm, direct marketing. Insurance
for such operations is quite high, permits are also
expensive, and this kind of operation requires that a
number of people be available to assist visitors. This
means that not everyone can be in the field. Someone
needs to “mind the store.” One of the biggest issues is
personality, though. “You have to like people,” says
Nita. “If you don't have a people-oriented personality,
it won't work.”

You also have to recognize that it takes time to build a
customer base and be able to sustain the operation
while the base is building. The first year of their U-
pick operation, Gizdich Ranch had no more than 50
visitors all season. Now they can have as many as 300
visitors a day.

Summary

Gizdich Ranch has been a family farm for 69 years
and has included a U-pick operation for over 40 years.
The farm and its enterprises have evolved as a result
of responding to customer feedback. Nita Gizdich
believes that advertising, listening to customers, and
making customers feel welcome are three critical
elements in a successful onfarm sales operation, and
by almost any measure, Gizdich Ranch is very
successful.
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Site Description

Ruth Chantry and Evrett Lunquist, with their two
children Quin (12) and Eli (4), run the Community
Supported Agriculture (CSA) at Common Good Farm
near Raymond, Nebraska, 15 miles north of Lincoln.
In 1996, they started their CSA 5 miles south of
Lincoln in response to local interest. After borrowing
land for 3 years, the family bought a 20-acre parcel
near Raymond in 1999 and moved the CSA officially
to Raymond in 2000.

Common Good Farm is located on rolling terrain.
Slopes range from nearly level to 8 percent. The soils
are predominantly in the Sharpsburg series.
Sharpsburg soil is relatively fine-textured and fertile.
This soil's greatest limitations are slow permeability
and a tendency to erode if not managed properly. Only
2 to 3 acres are flat enough for vegetable production.
The remainder is primarily in bromegrass, clovers,

and natural vegetation of prairie grasses and riparian
woodland. The family has plans to convert some of
these areas to perennial fruit and flower production.

The climate near Raymond, Nebraska, is cold in the
winter and hot with occasional cooler spells in the
summer. Winter precipitation usually occurs as snow.
The average annual precipitation is about 30 inches.
Approximately 70 percent of this falls during the
growing season (from April through November).
However, precipitation varies significantly from year
to year. Two years out of 10, the growing season
precipitation is less than 19 inches. Tornadoes and
severe thunderstorms strike occasionally in the spring
and summer, causing localized crop damage.

Background/Goals

Ruth and Evrett have been managing the CSA in
Nebraska for 5 years. While neither of them grew up
on a farm, both had a keen interest in farming. Before
starting out on their own, they worked on a CSA in
Wisconsin for 2 years, learning as much as they could
about production techniques and how to conduct a
CSA. Evrett knew he wanted to produce food in a way
that supported the economics of food and farming. He
and Ruth recognized that culture is intricately tied
with food. Farmers are stewards of not only the land,
but of the community around them. Agribusiness
produces food, but often destroys the culture/commu-
nity around it by consolidating farms and displacing
farmers. Evrett and Ruth wanted to grow food and
foster the cultural elements of community as well.
Starting the CSA was a way to bring them toward
their goal.

How the CSA Works

Common Good Farm is set up so that individual
members pledge annually to pay a share of the
economic needs of the farm and in return receive a
share of the season'’s harvest. Shareholders pick up
their produce weekly from one of two dropoff points
in Lincoln or from the farm itself. Food is delivered
weekly for about 25 weeks, from May through Novem-
ber, depending on the growing season. An early hard
freeze can shorten the delivery period. Over 40 crops
are produced in season. Early crops include (but are
not limited to) head lettuce, chard, snow peas,
scallions, spinach, Chinese cabbage, baby turnips, and
radishes. Mid-season crops may include carrots,
onions, summer squash, tomatoes, cucumbers, beets,
beans, eggplants, peppers, sweet corn, melons,
cauliflower, broccoli, and herbs. Typical late season
vegetables include cabbage, potatoes, lettuce, winter
squash, rutabaga, parsnips, leeks, onions, garlic, and
kale. Pastured poultry broilers and eggs are sold
separately from the CSA share, but can be ordered by
CSA members.
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Cultural Methods

Common Good Farm is certified “In Conversion to
Biodynamic,” which meets all organic standards with
some additional requirements. Only 45 fully certified
biodynamic farms are in the United States. Biody-
namic farming goes a step beyond organic farming in
that it incorporates whole-farm nutrient cycling into

: the nonchemical concept of organic farming. While
organic farming strives to improve and not degrade
the solil, the goal of biodynamic farming is to improve
the soil, plant, and animal resources, paying particu-
lar attention to the living nature of the farm to be
environmentally sustainable.

Biodynamic certification may eventually allow
Common Good Farm to charge a higher premium
than organic farms for its produce. Currently, it serves
as a tangible demonstration of Ruth and Evrett's commit-
ment as stewards of the land and our food system.

Community Support -

Ruth and Evrett receive information and moral
support for their efforts from a number of sources.
Two of their greatest supporters are the local Menno-
nite church and the Nebraska Sustainable Agriculture
Society (NSAS). When they have questions or need
help, usually someone from one of these organiza-
tions can help them or lead them to someone who
can.

One of Ruth and Evrett's goals is to use their opera-
tion to give back to the community as well. They have
donated food to local shelters, hosted school groups
and scout troops to the farm, and held seasonal
festivals for members and the community. Common
Good Farm hosts several potluck dinners throughout
the season to give members an opportunity to get to
know each other and the farm.

Consumer Focus

A major focus of the CSA is educating customers
about food production and utilization. Many people
are not familiar with the seasonal nature of produce.
For example, in Nebraska snow peas and sweet corn
ripen at different times, so using both in the same
recipe is impractical. Customers often need to learn
how to prepare unfamiliar produce, too.

At the end of each season, customers are asked to fill
out a survey asking them which vegetables they
would have liked more of, which they could have
used less of, which vegetables they missed having,
and what could have been done differently to meet
their needs. The information from the survey is used
to plan the next year's crops.

Advertising

One of the challenges Ruth and Evrett face each year is
getting the word out to the public about the CSA. While
the local farmers’ market is popular, CSAs are a rela-
tively new concept. A 50 percent return rate is typical
for CSAs as a whole. Common Good Farm's retention

- rate fluctuates from 50 to 75 percent, sometimes higher.

Some members have difficulty adjusting to using
seasonally available produce in the quantities provided
rather than selecting their own produce, and others
have life changes that preclude their returning. One way
Ruth and Evrett advertise is by selling extra produce at
the farmers’ market so they can talk to customers who
visit their booth about the CSA and hand out brochures
to interested people. They have used free advertising on
a local radio station, made presentations at the local
library, and had a table at the Earth Day Festival, but it
all takes time.

Limitations

Time—Time is currently the greatest limiting factor
on Common Good Farm. Except during workdays,
which tend to involve only a fraction of the CSA
members, Ruth and Evrett provide all the farm labor.
They have had interns in the past and found that
training them was sometimes more time-consuming
than doing the work themselves. The minimal stipend
interns receive also limits the number of interested
and qualified applicants. Marketing is also quite time-
consuming, so downtime is hard to come by.

Land—Another limitation on Common Good Farm is
the amount of level land available for intensive
vegetable production. Much of the farm is too steep to
till without risking serious erosion. Ruth and Evrett
are planning to utilize some of the sloping areas by
planting perennial fruits such as apples, grapes, pears,
raspberries and strawberries, as well as perennial
flowers and rhubarb. Still the limited space will limit
the number of shares they can sell.

Financial resources—Limited time and limited
space could easily be overcome with unlimited
financial resources. Still, Ruth and Evrett continue to
develop an environmentally friendly farm and are
providing a valuable community service with the
resources they have.

Conclusion

The CSA started in 1996 provides many elements of
sustainable agriculture. It supports the family farm
while providing members with nutritious seasonal
food. It also gives members an opportunity to learn

~ how their food is produced and to develop a sense of

community with other members and with the farmers
who produce the food. As Evrett says, “The CSA is a
way to put culture back into agriculture.”

26 Ecological Sciences Technical Note 4: Marketing Tips for Sustainable Agriculture
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Is your farm or market garden grossing at least $4,000 an acre (or more)?
If pot, this is the book that shows you how to. . .

Sell What You Sow!

Why grow the good crop if you can’t sell it at a profit? Cash in on the consumer demand for luscious-
tasting fruits, vegetables and herbs with this how-to book that reveals the tricks of the trade from master
marketers around the country. The definitive book on high-value produce marketing—32 chapters plus
appendices and resources in an 8 1/2 x 11 inch, 304-page format—Sell What You Sow! delivers the kind
of hands-on information you need to sell what you grow. Whether you are a market gardener, small-
or medium-scale farmer, back-to-theland homesteader, or part- or fulltime grower, this is the book that
shows you how to make profits in produce!

l. Getting Started lil. Marketing To Retail Outlets VIl. Business Matters
1. Planning For Profits 13. Introduction 23. Business Smarts
2. Choosing Your Enterprises 14. Selling To Restaurants 24. Pricing For Profits
3. Deciding What To Grow 15. Selling To Retail Outlets 25. Rules & Regulations
4. Marl_<et Research IV. Specialty Food Products 26. Insurance
5. Making A Marketing Plan 16. Specialty Food Products Vill. Promotion
1. Direct To Consumer Marketing V. Marketing Skills 27.The Sales Call
6. Is Direct Marketing For You? 17. Merchandising 28. Promotion
7. Farmers Markets 18. Customer Service 29. Advertising

8. Roadside Markets 30. Group Promotion

e 3 Vi. Wholesale Marketing
9. Pick-Your-Own 19. The Wholesale Picture IX. Harvestime
10. Rural Attraction 20. Getting Your Product To 31. Sharing The Bounty
11. Subscription Farming M arkegt 32. Farm Festivals & Farm Humor

12. Mail Order :
aito 21. Making It Pay X. Resources

22. Cooperatives

“This book is far-and-away the outstanding farm produce | YSS!Pleases send Sell What You Sow! | am sending |
keting text. If , ine to sell what $22.50 + $3.00 shipping ($25.50 total). California resi-
mz.ir eting ‘? . youre "Y‘ﬂé’ Sf wiat you grow, | dents please add $1.63 state sales tax ($27.13 total). |
this book will quickly pay for itself. | Canadian residents add $1 extra for shipping ($26.50 |

—Small Farmer’s Journal | total). Foreign orders must be payable in U.S. funds. |
, , , “ W ishing.”
“Sell What You Sow! is purely practical from beginning | Make checks out to “New World Publishing |
d. filled with d-bolts k ledoe direct] | If for any reason | am not satisfied, my money will
to end, fille wzt. nuts:a{] -bolts nowledge irectly be promptly refunded! |
applicable to making a living from selling produce.” | : , |
Payment: [0 Check or Money Order 0 Visa or MasterCard
—Hortldeas | I
“Of all the books we've ever seen on marketing farm | Card# Exp.Date_ |
products, Sell What You Sow! beats them all, hands | Name |
down, for creativity, thoroughness and readability. Any | |
one of the ideas will pay you back the book’s investment |~ Address |
many times over.” I iy l
-New England Farm Bulletin | , I
) i ) | State Zip |
bzi(l)illfesources Section alone is worth the price of the | [J Include a bulk order discount schedule |
. . New World Publishing, 11543 Quartz Dr. #1, Auburn
~Craig Kolodge, U.C. Extension agent L CA 95602. Credit Card Orders: (530) 823-3886 _{
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January 1991 - December 1996

Quick Bibliography Series no. QB 97-02
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National Agricultural Library

Agricultural Research Service
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National Agricultural Library Cataloging Record:

Gold, Mary V.
Direct marketing and related topics : January 1991-December 1996.
(Quick bibliography series ; 97-02) '
1. Farms--Marketing--Bibliography. 2. Direct marketing--Bibliography.
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Washington, D.C. 20250, or call 1-800-245-6340 (voice) or (202) 720-1127 (TDD).
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United States Agricultural National 10301 Baltimore Blvd.
Department of Research Agricultural Beltsville, MD
Agriculture Service Library 20705-2351

Public Services
Division
Document Delivery Services to Individuals

The National Agricultural Library (NAL) supplies agricultural materials not found elsewhere to other libraries.
Submit requests first to local or state library sources prior to sending to NAL. In the United States, possible sources
are public libraries, land-grant university or other large research libraries within a state. In other countries submit
requests through major university, national, or provincial institutions.

If the needed publications are not available from these sources, submit requests to NAL with a statement indicating
their non-availability. Submit one request per page following the instructions for libraries below.

NAL’s Document Delivery Service Information for the Library
The following information is provided to assist your librarian in obtaining the required materials.

Loan Service -- Materials in NAL’s collection are loaned only to other U.S. libraries. Requests for loans are made
through local public, academic, or special libraries.

The following materials are not available for loan: serials (except USDA serials); rare, reference, and reserve books;
microforms; and proceedings of conferences or symposia. Photocopy or microform of non-circulating publications
may be purchased as described below.

Document Delivery Service -- Photocopies of articles are available for a fee. Make requests through local public,
academic, or special libraries. The library will submit a separate interlibrary loan form for each article or item
requested. If the citation is from an NAL database (CAIN/AGRICOLA, Bibliography of Agriculture, or the NAL
Catalog) and the call number is given, put that call number in the proper block on the request form. Willingness to
pay charges must be indicated on the form. Include compliance with copyright law on the interlibrary loan form or
letter. Requests cannot be processed without these statements.

Charges:
. Photocopy, hard copy of microfilm and microfiche -- $5.00 for the first 10 pages or fraction
copied from a single article or publication. $3.00 for each additional 10 pages or fraction.
. Duplication of NAL-owned microfilm -- $10.00 per reel.
. Duplication of NAL-owned microfiche -- $5.00 for the first fiche and $.50 for each additional
fiche per title.

Billing -- Charges include postage and handling, and are subject to change. Invoices are issued quarterly by the
National Technical Information Service (NTIS), 5285 Port Royal Road, Springfield, VA 22161. Establishing a
deposit account with NTIS is encouraged. DO NOT SEND PREPAYMENT.

Send Requests to: USDA, National Agricultural Library
Document Delivery Services Branch, PhotoLab
10301 Baltimore Ave., NAL Bldg.
Beltsville, Maryland 20705-2351

Contact the Head, Document Delivery Services Branch at (301) 504-5755 or via Internet at ddsbhead@nal.usda.gov
with questions or comments about this policy.

DDSB/FN-P-Individuals(6/96)

National Agricultural Library



USDA - NATIONAL AGRICULTURAL LIBRARY
ELECTRONIC ACCESS FOR INTERLIBRARY LOAN (ILL) REQUESTS

The National Agricultural Library (NAL) Document Delivery Services Branch accepts ILL requests from libraries via several
electronic methods. All requests must comply with established routing and referral policies and procedures. A sample format
for

ILL requests is printed below along with a list of the required data/format elements.

ELECTRONIC MAIL (Sample form below)

SYSTEM ADDRESS CODE

INTERNET.......occois lending@nal.usda.gov

Please use the following standardized one word subject line format as the first word in the subject line.

Start subject line with one word format: 3 letter month abbreviation day NAL # of request placed that day
jul25NALA (if this is the fourth request sent to NAL on July 25)

OCLC...eeeeeceeceeaee NAL’s symbol AGL need only be entered once but it must be the last entry.

SAMPLE ELECTRONIC MAIL REQUEST

AG University/NAL JUL25NAL4 1/10/95 DATE NOT NEEDED AFTER: 2/15/95

Interlibrary Loan Department
Agriculture University Library
Heartland, IA 56789

Dr. Smith Faculty Ag School
Canadian Journal of Soil Science 1988 v 68(1): 17-27

De Jong, R. Comparison of two soil-water models under semi-arid growing conditions

Ver: AGRICOLA Remarks: Not available at AU or in region.

NAL Call Number: 56.8 C162 Auth: Charles Johnson CCL Maxcost $15.00
Ariel IP=111.222.333.444.555 or Fax to 123-456-7890

TELEFACSIMILE - 301-504-5675. NAL accepts ILL requests via telefacsimile. Requests should be created on standard ILL
forms and then faxed to NAL. NAL fills requests via FAX as an alternative to postal delivery at no additional cost. When your
fax number is included on your request, NAL will send up to 30 pages per article via fax. If the article length exceeds 30 pages
NAL will ship the material via postal service. All requests are processed within our normal timeframes (no RUSH service).

ARIEL- IP Address is 198.202.222.162. NAL fills ILL requests via ARIEL when an ARIEL address is included in the request.
NAL treats ARIEL as an alternative delivery mechanism, it does not provide expedited service for these requests. NAL will .
send up to 30 pages per article via ARIEL. If the article length exceeds 30 pages or cannot be scanned reliably, NAL will deliver
the material via postal service.

REQUIRED DATA ELEMENTS/FORMAT

1. Borrower’s name and full mailing address must be in block format with at least two blank lines above and below so
form may be used in window envelopes.

2. Provide complete citation including verification, etc. and NAL call number if available.

3. Provide authorizing official’s name (request will be rejected if not included).

4, Include statement of copyright compliance (if applicable) & willingness to pay NAL charges. Library and institution

requests must indicate compliance with copyright by including the initials of one statement, either “CCL” for
compliance with Copyright Law or “CCG” for compliance with Copyright Guidelines or a statement that the request
complies with U.S. Copyright Law or other acceptable copyright laws (i.e. IFLA, CLA, etc.).

DDSB/FN-P-Individuals(6/96)




AGRICOLA

Citations in this bibliography were
entered in the AGRICOLA
database between January 1979
and the present.



SAMPLE CITATIONS

Citations in this bibliography are from the National Agricultural Library’s AGRICOLA database. An
explanation of sample journal, book, and audiovisual citations appears below.

Journal Article:
Title Publisher NAL Call Number
Citation
number "~ NAL Call No.: DNAL 389.8.SCH6
Author Arizona meets fast food marketing challenge.
Place of Morrison, S. B. Denver, Colo. : American School Food Service Association. School foodservice
Publication journal. Sept 1987.v.41 (8). p. 48-50. ill.
Date Volume  Issue  Pages Joumnal Title
Book:
Title NAL Call Number
Citation
number NAL Call No.: DNAL RM218.K36 1987
Author Exploring careers in dietetics and nut_rition /by June Kozak Kane.
Place of\Kane, June Kozak. New York : Rosen Pub. Group, 1987. Includes index. xii, 133 p. : ill. ;
Fublication 22 cm. Bibliography: p. 126.
Publisher Date Total no.
of Pages
Audiovisual:
Title Publisher Date NAL Call Number
Citation
number . | NAL Call No: DNAL FNC TX364.4425 F&N AV
Author All aboard the nutri-train.

- f\Mayo, Cynthia. Richmond, Va. : Richmond Public Schools, 1981. NET funded. Activity
ace o,
packet prepared by Cynthia Mayo. 1 videocassette (30 min.) : sd., col. ; 3/4in. + activity

Publication
packet. ' ’

Media Format  Length Description
(sound, color, size)



Direct Marketing and Related Topics: Search Strategy

1. ((MARKET* or SELL*) near (DIRECT or DIRECTLY))TI,DE,ID

2. (FARM DIRECT)TLDE,ID

3. ((FARM PRODUCE) or (PRODUCE TRADE) or (MARKET* COOP*)) and ((SMALL FARM*) or
(FAMILY FARM*) or BACKYARD or GARDEN*))TLDE,ID

4. (MARKET* CLUB*)TL,DE,ID
5. (NICHE near MARKET*)TLDE,ID

- 6. ((FARM* or RANCH* or (AGRICULTURAL LAND)) with TOURIS*) or (AGRITOURIS*))
TLDE,ID

7. ((U PICK) or UPICK or PYO or (PICK YOUR OWN))TLDE,ID

8. (MARKET* and (ROADSIDE or (MAIL ORDER*) or (SMALL FARMS) or (FAMILY
FARM?*)))TL,DE,ID

9. ((COMMUNITY SUPPORTED) near (AGRICULTURE or FARM*))TLDE,ID

10. ((FARM* or RANCH*) with ((MAIL ORDER*) or RECREATION* or HUNTING or FISHING or
HALLOWEEN))TLDE,ID

11. (FARM HOLIDAY*)TLDE,ID
12. (BED BREAKFAST)TI,DE,ID

13. ((FARM* or RANCH*) with (RESTAURANT* or (FOOD SERVICE*)))TLDE,ID

14. ((FARM* or RANCH*) and ((ANCILLARY ENTERPRISE*) or (VALUE ADDED)))TL,DE,ID
15. ((MARKET* or BUSINESS*) and (INTERNET or (WORLD WIDE WEB)))TL,DE,ID

16. ((HOME near3 BUSINESS*) and (MARKET* or ENTERPRISE*))TL,DE,ID

17. (FARMERS MARKET*)TI,DE,ID

18. (MARKET* near] ALTERNATIVE)TI,DE,ID

19. #lor#2 or#3 or#d or#5or#6or#7or#8 or#9 or#10 or#11 or#12 or#13 or #14 or #15 or #16 or
#17 or #18

20. #19 and LA=ENGLISH (Language)

21. #20 and PY=1991-1996 (Year of publication)



Direct Marketing and Related Topics

L. NAL Call No.: HD1773.A2N6
Agricultural adaptation to urbanization: farm
types in northeast metropolitan areas.
Heimlich, R. E.; Barnard, C. H. Northeast-J-
Agric-Resour-Econ v.21(1): p. 50-60. (1992
Apr.)

Includes references.

Descriptors: agricultural-adjustment;
urbanization; farm-enterprises; land-use;
traditional-farming; urban-areas; rural-areas;
farm-comparisons; farm- income; assets returns;
production-costs; productivity; northeastern-
states-of-usa; recreational-farming; adaptive-
farming

2. NAL Call No.: GV182.15.H562--1993
Agritourism in New York State :
opportunities and challenges in farm-based
recreation and hospitality. Opportunities and
challenges in farm-based recreation and
hospitality.

Hilchey, D. 2nd ed. Nov. 1993. 1 v. (various
pagings) : ill., maps. (Farming Alternatives

- Program, Dept. of Rural Sociology, Cornell
University, [New York ], 1993)

Cover title.

Descriptors: land-use,-rural-economic-aspects-
new-york-state; tourist-trade-economic-aspects-
new-york-state

3. NAL Call No.: TX1.H63

Alaskan direct-market consumers: perception
of organic produce.

Swanson, R. B.; Lewis, C. E. Home-econ-res-j.
v.22(2): p.138-155. (1993 Dec.)

Includes references.

Descriptors: organic-foods; consumer-
preferences; dietary-surveys; market-surveys
Abstract: Perception of organic produce among
Alaskan direct-market patrons (N =417) was
examined in a mailed survey. Response rate was
80%. Response frequency was tabulated, and
relationships were delineated using chi-square
analysis. Healthfulness of the food supply was a
concern, despite a perception that quality and
healthfulness of the food supply had improved
since 1987. These attributes were also important
in fresh produce selection. Organic produce
preference was related to both environmental

and personal-safety concerns. More than half of
these consumers had purchased organic produce
within the last year; supermarkets and direct
markets were the primary sources. Although
organic produce was not purchased exclusively,
previous purchase increased the likelihood of
future purchase. A certification process was
desired. Half preferred a government
certification agent; 28% preferred public and
private sector involvement. Information
dissemination should address (a) pesticide use
for cosmetic purposes, b) appearance and food
safety, (c) flavor and shipping characteristics,
and (d) production method and nutritive
content.

4. NAL Call No.: S1.M57

All natural soap at Evening Shade Farms.
Berg, P. Small-farm-today. v.11(3): p.52-54.
(1994 June)

Descriptors: soaps; manufacture; small-farms;
ancillary-enterprises

5. NAL Call No.: S494.5.A65A473--1993
Alternative agricultural enterprises :
production, management & marketing.
University of Idaho. College of Agriculture. 1
v. (loose-leaf) (University of Idaho, College of
Agriculture : Cooperative Extension System :
Agricultural Experiment Station, [Moscow,
Idaho], [1993])

Cover title. Minnesota."

Descriptors: alternative-agriculture-economic-
aspects-idaho; entrepreneurship-idaho

6. NAL Call No.: 290.9-Am32P
Alternative marketing methods for U.S. flue-
cured tobacco.

Donahue, D. W.; Sowell, R. S. Pap-Am-Soc-
Agric-Eng. St. Joseph, Mich. : American Society
of Agricultural Engineers. #917039: p.15 (1991
Summer)

Paper presented at the "1991 International
Summer Meeting sponsored by the American
Society of Agricultural Engineers," June 23-26,
1991, Albuquerque, New Mexico.

Descriptors: tobacco; marketing; computers;
simulation



Quick Bibliography Series

7. NAL Call No.: S37.F72

Aquaculture alternatives in Arkansas.

Stone, N.; Gray, D. L. FSA-Univ-Ark-Syst-
Coop-Ext-Serv. [Little Rock, Ark.] : Cooperative
Extension Service.. #9055: p.3 (1991 July)
Descriptors: fish-farming; ancillary-enterprises;
fish-culture; regulations; arkansas; fish-culture-
systems

8. NAL Call No.: HN79.W43C67
Assessing/evaluating/improving your potential
from wildlife. )

Byford, J. L. R-D-West-Va-Univ-Ext-Serv.
Morgantown, W.Va. : The Service. #.750: p.23
([19937])

In subseries: Natural Resources Management
and Income Opportunity Series: Fish and
Wildlife Management: Evaluating Habitat.
Descriptors: wildlife-management; farm-
income; fees; hunting; habitats; cost-benefit-
analysis; usa

9. NAL Call No.: S544.3.0505
Assessing group marketing alternatives for
livestock.

Ward, C. E.; Bliss, T. J. OSU-Ext-Facts-Coop-
Ext-Serv-Okla-State-Univ. Stillwater, Okla. :
The Service.. #525: p.6 (1992 Feb.)

Includes references.

Descriptors: livestock; cooperative-marketing;
telecommunications; oklahoma

10. NAL Call No.: HD62.5.A98-1991
Automate your business plan. Version 4.0.
Anatomy of a business plan. [Computer
program] 1991.

Title from disk label.

Productivity software for small business.
Descriptors: new-business-enterprises-planning-
software/ small-business-planning-software/
home-based-businesses-planning-software

11. NAL Call No.: HN79.W43C67
Back Roads Adventures: a private enterprise
model for nature study on private and public
land.

Elkinton, L. C. RD. (769): p.12-17. ([19937])
In subseries: Natural Resources Management
and Income Opportunity Series: Producers'

Experiences: Deer Hunting, Tree Farming,
Operating a Hunting Lodge, and Back Road
Adventures.

Descriptors: farm-income; recreation; crafts;
wildlife; finance; resource-management; west-
virginia

12. NAL Call No.: SB324.3.1.44-1993
Backyard market gardening : the
entrepreneur's guide to selling what you grow.
Lee, A. W.; DeVault, G. 351p. (Good Earth
Publications, Burlington, Vt., 1993)

Includes bibliographical references (p. 344-346)
and index.

Descriptors: truck-farming; organic-farming;
fruit-culture; vegetables-united-states-marketing;
fruit-united-states-marketing; new-business-
enterprises-united-states; small-business-united-
states

13. NAL Call No.: HD9225.A2V35-1992
Basic formula to create community supported
agriculture. Community supported
agriculture.

Van En, R. 1 v. (unpaged) (R. Van En, Great
Barrington, Mass. [1992])

Cover title.

Descriptors: vegetable-trade; consumer-
cooperatives; agriculture,-cooperative;
alternative-agriculture; truck-farming

14. NAL Call No.: S522.U5H37
The big show in big valley.

Fergus, C. Harrowsmith-ctry-life. v.10(59):
p.20-23. (1995 Oct.)

Descriptors: farmers'-markets; rural-
communities; pennsylvania

15. NAL Call No.: HD2346.USRS8
Boosting produce sales with speciality
brokers.

Gibson, E. Rural-Enterp. v.6(3): p.3-5. (1992
Spring)

Descriptors: vegetables; fresh-products; direct-
marketing; wholesale-marketing; specialization;
food-marketing



Direct Marketing and Related Topics

16. NAL Call No.: SB249.N6

A brief overview of naturally colored and
organically grown niche cottons: production,
marketing, processing, retailing.

Apodaca, J. K. Proc-Beltwide-Cotton-Conf-
Memphis, Tenn. : National Cotton Council of
America.. v.3: p.1403-1407 (1993)

Meeting held January 10-14, 1993, New
Orleans, Louisiana.

Descriptors: gossypium; color; organic-
farming; crop-production; retail-marketing;
processing; natural-fibers

17. NAL Call No.: SB457.3.F76--1993
Case studies of entrepreneurial community
greening projects.

Frohardt, K.-E. 14p. (American Community
Gardening Assn., [Philadelphia PA], [1993])
Descriptors: community-gardens-economic
aspects-united-states-case-studies; farm-produce-
united-states-marketing-case-studies

18. NAL Call No.: HD9007.M5F75--1995
Celebrate the harvests! : Michigan farm
markets, farm stands, and harvest festivals.
Frisch, D. 1.; Frisch, N. 1. xiv, 191p. (Wm. B.
Eerdmans Pub. Co., Grand Rapids, Mich. 1995)
Includes index.

Descriptors: farm-produce-michigan-marketing;
farmers'-markets-michigan

19. NAL Call No.: LC45.4.J682
Characteristics of farmer-to-consumer direct
market customers: an overview.
Govindasamy, R.; Nayga, R. M. Jr. Journal of
Extension (Online) v.34 (4): p.n/a (1996 Aug.)
Access info: http://joe.org/joe/

Descriptors: direct-marketing; consumer-
attitudes; new-jersey

20. NAL Call No.: aHD1751.A42

A close-up of changes in farm organization.
Hoppe, R. A. Agric-outlook. (227): p.2-4. (1996
Mar.)

Descriptors: family-farms; agricultural-
production; marketing; companies; usa;
nonfamily-farms

21. NAL Call No.: HN79.W43C67
Clubs: an income producing option for
recreational access.

Frantz, L.; Bromley, P. T. RD. (755): p.8-12.
(19937)

In subseries: Natural Resources Management
and Income Opportunity Series: Business
Management and Marketing: Recreational Clubs.
Descriptors: private-ownership; gliding;
hunting; recreation; farm-income; leases;
virginia

22. NAL Call No.: S544.3.A2C47
Commercial production: strawberry.
Himelrick, D. G.; Powell, A. A.; Dozier, W. A.
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