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Rochester’s Biz Kid$ Partner with Federation 
to Bring Farmers Market to Fair  

 

The Farmers Market Federation partnered with the 
City of Rochester’s youth entrepreneurial program, 
Biz Kid$, to bring the freshness and excitement of a 
farmers market stand to the Great New York State 
Fair.  Located across from the Pride of New York 
Marketplace, adjacent to the main entrance, the stand 
enjoyed a brisk business throughout the Fair’s 12-day 
run, averaging over $1000 a day in sales.  This is the 
fourth year that the Federation has been at the Fair 
promoting Farmers Markets as the place to shop for 
the freshest New York State-grown produce.   
 
For the past several years the Federation has set up a 
mock farmers market to spread the word about the 
great network of farmers markets in the State and to 
introduce fairgoers to the bounty of New York-grown 
produce available throughout the state.  Two years 
ago, due to requests from customers, the Federation 
started selling produce at the Fair.  Many folks were 
searching for an alternative to the deep-fried cuisine 
available at other venues.  People purchased berries, 
apples, pears, etc. to eat while visiting the Fair, as well 
as produce to take home.  Another steady source of 
customers was the thousands of Fair support staff and 
vendors for whom the Fair becomes home during the 
twelve-day run. 
 
Last year participants from the Rochester Biz Kid$, a 
youth entrepreneurial program, helped staff the market 
booth at the Fair.  Not only did this provide great 
hands-on sales and customer service experience but 
also gave organizers an idea for expanding the 
program.  This year, a select group of Biz Kid$ 

graduates were challenged to actually develop and 
market a healthy product that could be sold at the Fair. 
The youth met with advisors throughout the winter 
and spring, brainstorming ideas that would feature 
NYS produce, offer healthy alternatives to fairgoers, 
and also be a viable product that would actually sell.  
The Biz Kid$ also traveled to Nelson Farms—a 
division of SUNY Morrisville that helps small 
processors bring products to market, interacted with 
Rochester Institute of Technology graduate marketing 
students, met with health department and Fair 
officials, completed financial training in cost analysis 
and profit projections with representative of the 
Community Credit Education Bureau, and piloted 
their product at several local Rochester markets. 
 

 
 

The Biz Kid$ have lined up a bountiful display and are ready for a 
busy day of fresh, local produce sales. 
 

After months of preparation, participants developed a 
product line called “Vive,” which exemplifies the 
healthy nature of the selections.  Two Vive offerings 
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were introduced at the Fair: a fruit kabob and an all-
natural juice blend.  The juice is being produced and 
private-labeled by Red Jacket Orchards, who provided 
the product at cost to the young entrepreneurs.  The 
kabobs, which feature all New York produce, with the 
exception of pineapple that the participants felt was 
vital to keeping the true kabob taste, were be produced 
by the youth at the kitchens of The ARC of Monroe 
County. 
 

 
 

A family enjoys some healthy Vive fruit kabobs while heading off 
to see the Fair. 
 
“This real-life experience that covers every facet of 
product development will hopefully provide 
motivation for the participants to continue with their 
own personal business dreams. The Biz Kid$ program 
is itself a great experience but this partnership turns 
theory into a real-life business,” said Charles Reaves, 
Commissioner of Recreation and Youth Services for 
the City of Rochester. 
 
The youth learned that long hours are part of starting a 
small business as they staffed the booth from 9 am 
until 8 pm daily.  “They also learned customer service 
skills, pricing strategies, marketing, and the myriad of 
regulations that entrepreneurs must comply with,” 
stated Mike Porter, one of the adult advisors to the 
Program. “The kids worked hard, but they also 
learned a lot and had a great time.  We are already 
debriefing and planning new products for next year.  I 
can’t tell you how much this partnership with the 
Federation has meant for our program.” 
 
“I am so glad I could be a part of this program.  It 
gave me something constructive to do with my 
summer,” said Jessica Seward, program participant. 
“The project with the Federation has helped open my 
eyes to what really goes on in the business world.  The 
experience at the Fair and making the kabobs was 
hard but it gave me a much better idea as to what is 

really involved with operating your own business.  I 
feel more comfortable with who I am and more in 
control of my future decisions.” 
 

  
 

Governor Paterson tours the Farmers Market and greets the 
Biz Kid$. 
  
“We certainly want to continue this collaboration in 
the future.  The kids were amazing and I had many, 
many comments and compliments on them—from 
Fair officials and from customers,” stated Diane 
Eggert, Executive Director of the Farmers Market 
Federation of NY.  “We also hope that the juice 
products will have a life beyond the Fair that will 
ultimately provide revenue for both the Federation and 
the Biz Kid$ program.  My sincere thanks to everyone 
involved.  It was a challenging project, but we all 
learned from it, especially, and most importantly, the 
young entrepreneurs who were the “stars” of the 
show.” 
 
Funding in part from the NYS Department of Agriculture & 
Markets’ Farmers Market Nutrition Program. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Thanks to our Fair Volunteers: 
 

Laura Biasillo 
Bob Buccieri 

Krys Cail 
Lisa DiRienzo 

Jim Farr 
Gail & Ned Goebricher 

Mary Gruszka 
Margaret O’Neill 

Joanne Stoll 
 

And a Special Thanks to 
The Biz Kid$ and All Their Chaperones! 
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Hopefully, we’ll seldom encounter an irate shopper (and surely we ourselves have never been one!), but for those rare occasions 
when a market transaction is less than harmonious, this might be of interest… 
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Steps to Diffuse Disgruntled Patrons 

[and turn them into happy regulars] 
 

by Michelle Brown 
�

 
 Whether it is folks quibbling over plant return 
policies or customers who get irked when you won’t 
cut them a deal, dissatisfied customers do not need to 
be a shadow hanging over your otherwise sunny 
business. 
 “If you discover that a customer is dissatisfied, 
take action immediately to win back their confidence 
in the services you provide,” says Ken Yancey, chief 
executive officer of SCORE Counselors to America’s 
Small Business. “People like to know that their opinion 
counts and if they feel like you care about what they 
think, they will think positive thoughts about you and 
your business.” 
 Here are some strategies you can use to help turn 
those upset customers into loyal patrons of your garden 
center [or market booth or farm stand]. 
 
Get Out of Earshot 
 At the first sign of an issue, try to guide the 
customer away from the hub of the action, such as the 
checkout counter.  “even if it means just moving off to 
the side, out of hearing range,” said small-business 
consultant Gene Fairbrother of MBA Consulting in 
Dallas.  “Truly angry customers will often be more 
loud and animated when they have an audience.” 
 
Listen to the Problem 
 Then, listen intently while the customer tells his or 
her side of the story.  “Listen carefully to your 
customer’s complaints without interrupting,” said 
Yancey.  “Don’t become defensive and get into a 
conversation,” added Fairbrother.  Make note of all the 
facts and clarify any information the customer did not 
give or wasn’t clear about.” 
 And don’t forget to consider nonverbal 
communication cues.  “This is not the time to be 
staring into the ceiling bored or thinking about what 
you are having for lunch.  Your body language and the 
tone of your voice should be polite and tactful,” said 
Yancey.  “Pay attention to your facial expressions, 
posture, gestures, and speech.” 
 

Stay Calm and Cool 
 Customers should sense that you are in control of 
the situation.  “Your attitude when dealing with upset  
customers should be professional, mature, pleasant, 
and reasonable,” said Yancey.  “Always treat your 
customers with respect.” 
 
Acknowledge the Concerns 
 Let customers know you appreciate their problems.  
“Whether they are right or wrong, acknowledge that 
you appreciate their position and that you want them to 
be a satisfied customer,” said Yancey.  “Recognize that 
there is a problem and empathize.” 
 
Take Action 
 In order to create loyalty, you have to calm down 
upset customers and ensure them that you will work to 
find an acceptable solution.  “Stress to customers that 
their business is important, said Yancey.  “Thank them 
for their patience and cooperation.  In many cases, it 
pays to reward upset customers in order to keep their 
business.” 
 Fairbrother has similar tactics.  “Let customers 
know what you can do for them and make them aware 
of all of their options.  Explain the options to resolve 
the situation and give customers a decision-making 
choice.” 
 
Follow Up 
 Fairbrother suggests getting in touch with the 
customer after three business days to gauge 
satisfaction.  “Follow up with disgruntled customers to 
determine their satisfaction with how the problem was 
resolved,” he said.  “Reiterate the importance of your 
business’s commitment to customer satisfaction.” 
 
Learn From Mistakes 
 Once you determine the problem and how it 
originated, take the appropriate steps to make sure that 
it does not happen again. 
 “Learning about a problem can actually help 
improve your business if you make sure that the 
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problem is avoided in the future,” said Yancey.  “Don’t 
make the same mistake twice.  In dealing with upset 
customers, you also learn about human behavior and 
become better at resolving similar situations in the 
future.” 
 
When Customers Are Toxic 
 Fairbrother said that sometimes you have to fire a 
customer. 
 “For just about every business there are customers 
you just can’t make happy,” he said.  “No matter what 
you do, including giving them everything for free, they 
aren’t satisfied.  While every business wants to take 
steps to keep its customers, there are the rare occasions 
when a bad customer will continue to do more damage 
than they are worth.  If a business has numerous issues 
with a customer or there is nothing that will satisfy a 
customer, cut your losses and invite them to shop with 
the competition.” 
 Yancey agreed.  Repeated complaints from a 
customer and terminal dissatisfaction are signs that you 
cannot please him or her.  Your business is better off 
without such customers.” 
 
Reprinted with permission from Garden Center Magazine, 
February 2009; www.gardencentermagazine.com.  For 
more:  SCORE Counselors to America’s Small Business, 
(800) 634-0245; www.score.org.  MBA Consulting, (972) 
267-7700; www.mbaconsulting.com. 
 

 
Board of Directors 

 
Metro Region: 
John Ameroso 

Cornell Cooperative Extension, NYC 
212-340-2946 

jma20@cornell.edu 
 

Tom Strumolo, Greenmarket 
212-788-7476 

Tstrumolo@greenmarket.cc 
 

Northern Region : 
Dolores DeSalvo, Cornell Cooperative Extension 

315-437-3541 
Dbd6@cornell.edu 

 
Secretary 

Bernadette Logazar 
Cornell Cooperative Extension 

518-483-7403 est. 312 
Bel7@cornell.edu 

 
Central Region: 

Laura Biasillo, Cornell Cooperative Extension 
607-584-5007 

LW257@cornell.edu 
 

Robert Buccieri 
315-568-6894 

bbuccieri@senecafalls.com 
 

Eastern Region: 
Treasurer 
Krys Cail 

607-273-2865 
Krys.cail@gmail.com 

 
Steve Feeney 

Schenectady Farmers Market 
518-386-2225 

Steve.feeney@schenectadycounty.com 
 

Western Region: 
Chuck Couture, REAP Markets 

716-942-3710 
cpcouture@hotmail.com 

 
John Parise 

Clinton Bailey Farmers’ Market 
716-822-2466 

 
At Large Director 

James Farr, Rochester Public Market 
585-428-6907 

farrj@cityofrochester.com 
 

At Large, Vice President 
Gail Goebricher, Oswego Farmers Market 

joshcat@verizon.net 
 

At Large 
Jane Hodge, Just Food, NYC 

212-645-9880 ext. 228 
jane@justfood.org 

 
Executive Director 

Diane Eggert 
315-637-4690 

diane.eggert@verizon.net 
 

Farmers Market Federation of NY 
www.nyfarmersmarket.com 

 

 
�

��������
�

��	
� ��
� �
�
�	
�� ���
��� ����� ���
��
����
��� ���� ����
�
�� ���� ��
��
� ������
����
���	
���
������
���
�
��	
����
�����
���������

����������
��
�����
����
�
 ���
� ��
� ���� 
!�����
� 
���� ���
����
���
��"� ��
� ���� ����� ����
��� ��
� �����
�
����"� �
�
����
� ��
�� �
��
��
�"� �����
�	
�� ���

�� ����� ����
"� ���� �
�
���� �����
��
��������
��
������
���

��#�

 



5 

 
World’s First Drive-Thru Farmers Market a Success! 

 

 
FRANKENMUTH, MI – From 4pm to 7pm 
Wednesday, August 12, Frankenmuth, Michigan bore 
witness to the world’s first drive-thru farmers market.  
A steady stream of traffic, growers selling out of 
items, and tremendous excitement surrounding the 
event spelled a huge success for the Frankenmuth 
Farmers Market (FFM) Board of Directors, creating 
demand for future recurrences.   
 
In the parking lot of McDonald’s of Frankenmuth, a 
town of 5,000 and one of the state’s largest tourist 
attractions, over 250 shoppers drove through a lineup 
of farmers and artisans.  Shoppers and vendors were 
thrilled to be part of this world premier event.  Heavy 
rains the previous regular Market day, generous 
publicity, and huge community buzz energized the 
entire region, drawing many new visitors to the 
Market.  FFM President Dietrich Bronner said, “We 
aimed to introduce the Market to new clientele, those 
who live 40 miles away but work in Frankenmuth, the 
mobility-challenged, and people unfamiliar with the 
joys of the regular Market due to convenience, ease, 
or scheduling. The drive-thru succeeded on many 
fronts, creating a huge buzz for the Market and greatly 
increasing its awareness for everyone.  In fact, 
questioning how the drive-thru access would work, 
many customers came just for the fun of it,” reported 
Bronner, also president of the Michigan Farmers 
Market Association.  “Slow food in the fast lane—a 
super success!”   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Tony and Geri D’Anna, Frankenmuth McDonald’s 
owners and active community supporters, were 
gracious hosts, providing space, publicity, hospitality, 
and more.  Drive-thru customers received coupons for 
free McDonald’s fruit smoothies using some of the 4 
million pounds of Michigan blueberries McDonald’s 

purchases.  McDonald’s spends $443.5 million per 
year on Michigan agricultural products, creating an 
additional 51,680 jobs, $645 million in in-state 
spending, and $40.6 million in taxes.  Geri D’Anna 
reported, “We were so happy to be a part of this!  We 
hoped it worked out well enough to do it again very 
soon!”   
 
Signage promoted the event from Main Street in front 
of McDonald’s, at the restaurant’s back entrance, and 
on the electronic marquee.  Approaching the drive-
thru lane, drivers viewed the “drive-thru menu” of 
Market offerings.  Greeters welcomed drivers, 
explained the process, and handed out smoothie 
coupons and brochures directing them to the regular 
8am-2pm Saturday Market in downtown Frankemuth. 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
Inside the Market, drivers viewed large printed menus 
of farmers’ offerings and fresh produce laid out on 
tables.  Farmers exchanged produce and dollars 
through windows on both sides of drivers’ vehicles.  
Getting creative, farmers even packaged up Value 
Meal Deals and pre-bagged items for ease, speed, and 
efficiency as vehicles funneled through the Market in 
a steady stream the entire duration of the event.   
 

 
Creating excitement, media coverage by The Saginaw 
News, Oldies 96 WHNN, WSGW Newsradio 790, 
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ABC-12 Television, The Frankenmuth News, and the 
Frankenmuth Chamber of Commerce spread the 
word.  Vendors with near empty tables, drivers with 
produce-filled vehicles, Market organizers, and 
McDonald’s owners and hosts all left this 
unprecedented event thrilled and eager for the next 
one.   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
At five years old, the Frankenmuth Farmers Market is 
one of Michigan’s “10 Great Farmers Markets” as 
declared by Michigan Travel Ideas – Official State 
Travel Guide, operating 8am-2pm Saturdays, May-
October in downtown Frankenmuth.  Other Market 
events include a Food Collection Day for the hungry 
August 22, a Pig Roast by Zehnder’s of Frankenmuth 
August 29, a Christkindlmarkt on Thanksgiving 
Weekend November 27-29, and a Learn Great Foods 
Tour & Dinner Nov. 28 (www.learngreatfoods.com).   

 
 

Reference: 
Dietrich Bronner, Press Release, August 14, 2009 (989-245-0806, 
dbronner@chartermi.net).   Frankenmuth Farmers Market: 
941 E. Genesee Street, Frankenmuth, MI  48734  
(989-295-9766, www.frankenmuthfarmersmarket.org). 
Market Mistress: Laurajeanne Safford Kehn  
(989-295-9766, kehn@speednetllc.com) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 
 
 

More Convenience for Our Members! 
 
The Farmers Market Federation is in the process of 
upgrading its membership management procedures 
and files.  We’re happy to announce that we’ll soon be 
using an online database management company to 
consolidate and streamline our member transactions. 
 
What does this mean for you? 
Simply, greater convenience, easier access to 
information, instantaneous market updates, and more!  
All our current member benefits and features will still 
be available as always—they’ll just be easier for you 
to access and process. 
 
Soon you’ll be able to do all the following online, from 
the convenience of any computer, anywhere: 
 

·  Apply for or renew your Federation membership 
·  Enroll in our vendor liability insurance program 
·  Update your own market web profile 
·  Update your own farm web profile 
·  Register for workshops and conferences 
·  Make direct dues and registration payments via 

your credit card or checking account 
·  Make immediate revisions to your contact info 
·  Quick-search our database for a market mentor or 

resource with expertise in your area of interest 
·  Post your own skills, market offerings, farm 

specialties, etc. so that others can readily find you 
 
What does this mean for us? 
More time to better serve you—the farmers markets of 
our state, the hard-working farmers who provide these 
markets with high-quality produce, and the 
communities that benefit from this grassroots 
relationship. The Farmers Market Federation is a non-
profit organization with a skeleton staff so time is 
precious.  This new data management system will free 
up countless hours of recurring paperwork processing 
and allow us to focus more directly on the programs 
and services that support New York State’s farmers 
markets. 
 
Is it easy?  Is it safe? 
Yes to both.  Many people already use computers 
extensively in their daily lives to transact business via 
the Internet—for online shopping, banking, travel 
planning, communicating with friends—so working 
with the Federation’s new interactive features will 
come as second nature to you.  Even so, we will 
always provide simple, step-by-step instructions for 
easy navigating through our online applications and 
services. 
 
And, rest assured, our data management service 
provider partners with the most reputable payment 

�
 

Coming soon… 
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processing companies so your member transactions 
will be safe and secure. 
 
You don’t use a computer? 
Not to worry.  We at the Farmers Market Federation 
appreciate and respect your situation, too.  Whether 
you’re in an area with limited Internet service or simply 
choose not to have a computer in your life, we will 
continue to offer you the same helpful services your 
fellow members enjoy. Good old-fashioned paper 
applications and registration forms will still be 
available.  As in the past, membership and insurance 
renewal notices, workshop announcements, etc. will 
be mailed to those without computer access.  And if 
you’re a member who’s opted to pay the nominal $5 
processing fee, we will continue to mail you a 
quarterly hard copy of this newsletter as well. 
 
Stay posted… 
Along with an abundance of apples, squash, and 
cranberries, autumn offers the promise of simplicity 
and convenience to our members—and like-minded 
website visitors who appreciate the value of farmers 
markets.  We expect to have this new system up and 
running within the next few months.  Come 2010, we’ll 
be in full swing for another season of doing our very 
best to support our farmers markets! 
 
 
 
 
 
 
 
 

 
Professional Farmers Market Manager  

Training Program 
“Growing Market Opportunities”  

 

March 4 - 6, 2010 
Holiday Inn, Seneca Falls/Waterloo 

 

Event co-hosted by the  
Seneca Falls Development Corporation 

and Seneca Falls Farmers Market 
 

We can look forward to all the informative, educational 
workshops and lectures, along with the networking 
opportunities that we’ve come to expect. 
 
The Village of Seneca Falls will be hosting a reception at 
the Seneca Falls Visitors Bureau one evening, 
highlighting local history, local foods, and local wines.  
Stroll through the village, visit the museums, and enjoy 
the company of fellow market managers. 
 
The Conference will be followed by a Saturday farm tour, 
including a variety of farm operations.  

MMaarrkk  YYoouurr  CCaalleennddaarr!!   


