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The Farmers Market Federation of New York
announces its annual Professional Farmers Market
Managers Training Program Confererfggrowing
Market Opportunities” scheduled for March 4-6,
2010. The conference will be hosted by the Seneca
Falls Development Corporation and Seneca Falls
Farmers Market. It will be held at the Holiday Irfn o
Seneca Falls/Waterloo.

Seneca Falls will honor farmers market managers with
Mayor Diana Smith welcoming conference attendees
to the village at the opening of the conference. The
welcome extends to a very special evening for
conference goers. The village will open their
museums for a local wine and cheese reception and a
chance to learn the rich cultural heritage of the village
of Seneca Falls. In addition, many of the local
restaurants and shops will open to conference
attendees to stroll the village, view the historical
landmarks and enjoy the company of fellow market
managers.. The Village will be providing continuous
shuttle bus service between the village and the hotel
for the convenience of conference attendees.

The Village of Seneca Falls, located in the heart of a
bountiful agricultural region, understands the valuable
role that farmers markets play in the community and
the local economy and looks forward to showing its
appreciation to those managers, educators, and
supporters who help keep our markets across the state
thriving and growing.

Building on the foundation of our previous
conferences, the mission of the program is to increase
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the professionalism of market managers, facilitate
each market’s current and long-term sustainability,
and promote the growth of local markets. Having
high-quality, professional market managers in place
makes all this possible.

Opening the conference with a visioning session,
facilitator, Burke Keegan, will lead conference
attendees through a discussion of the opportunities
and challenges facing market growth. This session
will be the opening volley leading into the following
session, all focusing on growth potential for farmers
markets — whether internal growth potential through
management structure, innovative methods for
increasing management structure or techniques for
expanding our markets in season, location or reach.

Our featured guest speaker will be Fidel Delgado of
the USDA Agricultural Marketing Service. Fidel will
discuss site selection considerations and national
trends for both seasonal and year-round farmers
markets. This session will also address opportunities
for accessing potential funding sources and
partnerships to secure market sites. For those markegs
that are relocating, considering expanding the seasonj
through the winter, adding a new market to their
organization, or who may just be in the start-up phase
of establishing a market, this session will offer
extensive valuable information.

New this year will be regional roundtables. This is an
opportunity for farmers market managers to come
together in regional meetings to discuss their commor
interests, mutual needs and ways they can work




together on a regional basis. Markets are encouraged
to come together and develop regional networks or
use this opportunity for existing networks to come
together for a brief meeting.

Conference will wrap up with a day long tour of farms
of the Finger Lakes, including a local dairy, Muranda
Cheese House, known for their artisanal cheeses, Red
Jacket Orchards, Montezuma Wines, makers of both
fruit and honey wines, and Hoover Farms, a
diversified vegetable farm featuring high tunnel
production.

For further information on the Professional Farmers
Market Managers Training Program, call the Farmers
Market Federation of NY at 315-637-4690 or log on
to www. nyfarmersmarket.com/workshops.himview
the workshop program and download the registration
form.

Wanted:

Host for the 2011 Farmers Market
Managers Conference

The Farmers Market Federation is seeking a Host
partner for the 2011 Farmers Market Managerp
Training Conference. The host partner will asgst
the board of directors to locate a local site to
hold the conference, assisting with setting up $ite
visits and contract discussions. The host partrer
will also help to secure local foods for the
conference meals.

The Board of Directors will be responsible for
the conference programming, but the host
partner will have the opportunity to provide
input in programming and add local flavor to t
event
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With the increased interest
in local foods and the
growth in farmers’ markets
(FM), it is important to
evaluate input from vendors and market managers on
current market and vendor operations and
characteristics and how they relate to performance and
market success. Despite the strong growth in FMs,
recent research shows high failure rates of new FMs
and that market success varies significantly across
geographic areas and economic market conditions.

FM success depends on a host of vendor, market, and
customer factors. In addition, non-financial factors
often matter a great deal in assessing performance, and
proper assessments need to consider all factors
simultaneously. In summer 2008, the Northern New
York Direct Marketing/Local Foods Team looked at
these issues in an assessment of 27 FMs operating in
Jefferson, Lewis, St. Lawrence, Franklin, Clintong an
Essex. FM managers and vendors completed written
surveys, while customers participated in Rapid Market
Assessments (RMA).

The FMs represented a broad size range, with vendor
numbers ranging from 4 to 52 per market, and a 13-
vendor average. Based on the data collected, the FMs
generate around $1 million in sales per season. Even
so, customer spending was relatively modest, with an
average purchase amount per visit of $17. Vendors
selling fruits and vegetables made up the largest
proportion of vendors (57%); however, those selling
plants and nursery products (33%), processed foods
and beverages (29%), and arts, crafts, jewelry products
(28%) were relatively prominent. Vendors selling
meats and eggs (18%) and dairy products (2%) were
found in the least numbers.

Drivers of Vendor Satisfaction and Performance at
Farmers’ Markets
Todd M. Schmit, Miguel I. Gémez, and Bernadette Logozar

Applied Economics and Management and
Cornell Cooperative Extension of Franklin County

Since vendors may consider both financial and non-
financial performance factors, vendors were asked
about their levels of sales, as well as lsatisfiedthey
were with their profitability at FMsThis distinction is
important. For example, vendors that utilize FMs
primarily as a way to advertise their farm/products of
appreciate the opportunity to interact with customer
may well be satisfied if they cover their costs or heac
some minimal level of sales. The success of any FM |s
predicated on the satisfaction of its vendors aI
d

v

evaluating performance in terms of just ‘dollars-an
cents,” may miss important factors and give misleadi
implications and recommendations.

Vendor Profit Satisfaction

Very
Satisfied

32.18% >
Not .

Satisfied
8.05%

Satisfied
59.77%

We investigate the effect of various factors on vend
performance and satisfaction to serve as a valualjle
planning tool for vendors and managers. Market-levél
factors included: manager employment status, numbjer
of vendors, market age, number of amenities, vendpr
composition by production practice, and minimu
percent requirement of selling own-vendor productg.
Vendor characteristics included: years of sellin
experience, number of FMs attended, percent of tothl
sales from FMs (a measure of channel diversification
farm employment status, and product types solg.
Customer factors included the average purchage
amount per visit and customer travel distance (from tII:E
RMA) to measure customer disposable income a

population density, respectively.




Elasticities or Marginal Effects of Significant Fact  orson
Sales per Customer
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The primary drivers olvendor sales performancere
shown above. The figure measures the percentage
change in sales per customer for a 1% change in each
driver (denoted as elasticities in the figure). For
example, a 1% increase in years of sales experience
leads to a 0.52% increase in sales per customer. The
binary product-type variables are interpreted as the
change in sales per customer if that particular type of
product is sold relative to all products on average.

The primary drivers ovendor profit satisfactiorare
shown below. The odds ratios are interpreted as the
odds of being in a higher satisfaction category when
that factor is increased by one unit. An odds ratio
greater than one implies that the odds of being in a
higher category increase with a higher value of the
variable, while an odds ratio between zero and one
implies that the odds of being in a higher category
decrease when that variable increases. For example, for
each additional year of selling, the odds of being in a
higher satisfaction category are reduced by 10% (1-
0.90).

Odds Ratios of Significant Factors on Profit Satisfa  ction
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Generally, our results show that vendor satisfacti
depends on more than just sales performance and that
when considering changes in market or vend

operations, both factors should be considered. We
summarize the overall findings below.

Summary of market, vendor, and customer factors

on vendor performance:
Sales experience led to higher sales per customer
but lower satisfaction.
Both sales per customer and vendor satisfaction
decreased with number of markets attended.
Vendors selling meats & dairy products were less
satisfied, even though sales per customer were
lower for fruit &vegetables, processed food &
beverage, and plants & nursery vendors.
Vendors selling more exclusively at FMs tended td
be more satisfied, but sold less per customer than
those more diversified.
Vendor satisfaction increased with market size
(number of vendors), even though sales per
customer were the same (total sales were higher).
While not affecting customer sales, vendor
satisfaction increased with the number of market
amenities.
Older markets tended to have lower sales and
lower vendor satisfaction.
Markets with more organic vendors had higher
vendor satisfaction, even though markets with
more non-certified organic vendors had lower
average sales.
Markets with management’s employment status a
less than half-time had more satisfied vendors on
average.
Neither average consumer purchase amount nor
travel distance affected vendor performance or
satisfaction.

Distinct differences in satisfaction and sales
performance across products sold highlights the
difficulty for managers in providing a wide range of
products to customers, while maintaining vendor
satisfaction. Overall vendor performance would
appear to be enhanced by considering FMs within a
broader marketing strategy, and concentrating on a
limited number of larger markets, with higher numbers
of amenities, and a variety of production-based
vendors. Finally, growth in new FMs in the region may
be having a competitive effect on established markets
emphasizing the need for effective market advertising
and consideration of new market features or activities
to maintain and improve market attendance. A
complete study report is available at




‘The Produce Lady’ makes growers better salesmen

By Dick Lehnert, Managing Editor

Do you know how to prepare those fruits and
vegetables you sell?

In North Carolina, many produce growers are former
tobacco growers who've had to learn to grow
something else — and learn to sell it in ways more
complicated than a tobacco auction. Now, many of
them are grow3ing things they don’t know much about
— and selling them directly to customers through farm
or farmers markets.

So, what do they say when a shopper asks, “What’s
this and how do | eat it?”

That's when it's time to check in with The Produce
Lady. She inspires producers to add a piece of
knowledge that'll help eggplant and okra move off the
market display and into a shopper’s basket.

Brenda Bryan Sutton is The Produce Lady, the star in a
new series of videos — 12 of them so far, with 13 more
coming — directed at farmers who sell directly to the
public at farm and farmers markets. She helps the
growers by giving them information and advice they
can use in their sales pitch to customers.

Consumers today are looking for variety as well as
nutrition, she said. Besides offering them eggplant in
four colors, it might help if a seller can tell curious
shoppers what to do with it after they buy it.

The videos can be viewed directly by consumers as
well, but the promotion is aimed at growers, who can
learn and use information or tell their customers how to
find the videos. “The Produce Lady” videos can be
viewed at "
" # . They can also be found on
$ % &

The videos are from the North Carolina State
University Program for Value-Added & Alternative
Agriculture at the new research campus in Kannapolis,
N.C. They're aimed at North Carolina farmers and
marketers, and while there’s some slant toward
Southern cooking and Southern vegetables, Sutton can
enlighten marketers anywhere — and charm them as
well with her warm Southern style and voice.

“The Produce Lady” video series tells farmers and
consumers something about a fruit or vegetable’s

history, its nutritional value and how to prepare it in a
meal or snack or freeze it for use later in the year.

Sutton grew up on a family farm in Wake County and
knows from experience about gardening and food
preparation, storage and preservation. Until recently,
she was the Extension family and consumer sciences
agent in Rochingham County. She’s now the county’s
Extension director. As a family and consumer sciencep
agent, she taught cooking skills to others. She works
closely with local farmers markets and raises Steita
mushrooms and blueberries to sell at the markets,
which gives her more firsthand knowledge of what
farmers market vendors experience.

“Local farmers and their contributions to our

communities are so important,” Sutton said. “I'm
delighted to have a chance to help provide helpful tips
so people can enjoy the wonderful local foods we're sp
fortunate to have in North Carolina.”

Sutton teamed up with Leah Chester-Davis,
coordinator of communications and community
outreach for the North Carolina State University
Program for Value-Added & Alternative Agriculture.
The two work with NCSU videographer Ken Elizey to
produce the videos.

Chester-Davis said she visited several farmers markefs
last year. When she asked farmers for a good way to
prepare their produce, several times the response wa
“l don’t know. | just grow it.”

“Many farmers have wonderful suggestions for how tc:L
prepare their products, but | realized that many of the
could use help in providing information to their
customers to keep their customers coming back,”
Chester-Davis said.

“It's tough to sell a truckload of stuff you've never
eaten yourself,” Sutton said.

The North Carolina Tobacco Trust Fund Commission
was key source of funds for “The Produce Lady” vided
series, reflecting the need to replace a crop théitlis s
the leading cash crop in North Carolina, with a farm-
gate value of $689 million in 2008.

Sutton focuses on a different vegetable or fruit in each
video. She explains the nutritional value, when to
expect the item at the farmers market, what to look fon
and how to prepare, store and preserve the item. She




always reminds viewers to wash their hands before
handling produce and when and how to clean fruits and
vegetables. She incorporates fresh produce safety
guidelines in all the videos.

In some cases, she offers modern alternatives for old-
fashioned vegetables like okra. Noted for being
somewhat slimy when served in the usual Southern
way — battered and deep-fried or presented in gumbo —
it's “a lot like popcorn” when it's roasted, she said.

The Produce Lady Web site currently contains videos
on blueberries, cabbage, cantaloupe, corn, eggplant,
green beans, greens, okra, peppers, Southern pears,
squash and strawberries. Another eight have been
taped an five more are planned. Besides produce, some
will focus on North Carolina goat cheese, grass-fed
beef and seafood.

The Farmers Market Federation has contracted
with  memberclicks.com to upgrade its
membership management database to an online
system. While this will help streamline our office
and create much needed efficiencies, it is also an
added benefit to our members.

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.

You'll be able to do the following, from the
convenience of your own computer.

- Apply for or renew your Federation
membership

- 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

Federation upgrades to Web-based membership system

“The Produce Lady” debuted statewide on UNC-TV’s
“Almanac Gardener” this spring. She also joined the
blogosphere. Twice each month, at

, Sutton offers
timely tips for using produce in the kitchen.

The news has escaped beyond the confines of her
northern North Carolina county, whose farmers Suttor
originally set out to help. Posting the videos on
YouTube allows her to reach a national and
international audience.

Reprinted with permission from The Fruit Growers
News, October 2009. For subscription information, ca
(616) 887-9008 or visitvww.fruitgrowersnews.com

- Search an events calendar, including postin
events for others to see

Each market manager, farmer member and all
Federation members will be given a password
that will allow access to your information. This
password allows you to make changes to your
market listing, your farm listing, as well as
change what information you want made
available on the web. You have control over wh
is published and when it is published!

When will this service be ready?

This has been a very long process to convert
this online system and it has taken much lon
than we had hoped. However, we anticipate t
it will be ready sometime in late January. Anyo
currently on the Federation membership list wi
a valid email address will receive an introducto
email with a password to get you started. F
those of you not yet in our email database or

yet wired to the internet, we’ll still offer pape
membership forms and registrations.

If you would like to be sure your email address
current with the Federation office, send an em
to diane.eggert@verizon.nevith your updated
contact information.
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N Mark Your Calendar!

January 22 — 24
NOFA NY Annual Organic Gardening &
Farming Conference, Saratoga Springs, view the
conference program at:
http://www.nofany.org/events/2010conference/no
fa-ny2010confbrochure.pdf
For more information, contact Greg Swartz at 570-
224-8515 conference@nofany.omy Del Ippolito
at 585-479-799&onference.reg@nofany.org

January 24 — 27
Empire State Fruit & Vegetable Expo & Farmers
Direct Marketing Conference, ““Growing for the
Health of NY”, Syracuse OnCenter
For more information contact Jeff and Linda
Kubecka at 315-687-5734 or email
nysvga@tweny.rr.com

January 27
Food Stamp Summit for Farm Direct Marketers
Held in conjunction with the Empire State Fruit &
Vegetable Expo and sponsored by the Farmers
Market Federation of NY and the NYS Dept of
Agriculture & Markets in cooperation with the
Office of Temporary and Disability Assistance,
Syracuse OnCenter. For more information, contact
Diane Eggert at 315-637-4690 or email
diane.eggert@verizon.net

February 2-4
PASA, “Farming for the Future”
State College, PA

March 4-6
Farmers Market Managers Training Conference,
“Growing Market Opportunities”, Seneca Falls.
For more information, contact Diane Eggert at
315-637-4690 or emailiane.eggert@verizon.net




Farmers Market Managers Training Manual

Over the last three years the Farmers Market
Federation of NY has been developing a Farmers
Market Managers Training Manual with funding

from the NE SARE Professional Development

Program. The Farmers Market Manager Training
Manual was developed using a mix of classroom
style training, market experiences and research,
to incorporate into the written document. The

manual offers a series of chapters that provide
indepth descriptions of a managers role, along
with corresponding appendices providing more
hands-on detail such as checklists, samples,
worksheets and policies. The manual is divided
into sections of increasing skill sets, beginning
with Basic Market Manager Roles, followed by

Building a Farmers Market Community and

finally, Building Systems for Sustainable Farmers
Markets.

While a few of the appendices are geared toward
New York farmers markets, the chapters, and
most appendices, are relevant to markets all
across the country. Those appendices that apply
only to New York will serve as an example to
those beyond NY to use in their own states and
regions and as such will still be useful tools.

The training manual is a resource for market
managers, management teams such as boards of
directors and management committees, ¢
market sponsors all across the country. It v
developed as a response to the spiraling nun
of market start-ups that were happening acr
New York State, as well as across the coun
New farmers markets were experiencing a 5!
success rate due to management inexperie
lack of training and inadequate support systel
The manual, delivered not only to managers
increase their skill level, but to county Extensi
Educators, will help to increase the local supp
for farmers market managers. The goal of |
training manual is to increase the professionali
of the market management and increase
success rate of farmers markets.

Funding from the NE SARE Profession
Development Program allowed the Farme
Market Federation of NY to use a broad appro:
to developing the manual. From the classrou...
style training, we incorporated manager and
Extension educator training into the development

of the manual. Speakers from around the country,
with expertise in a variety of management issues
were able to provide input into the manual
development. Writers for the manual included
many of the speakers, Federation staff, board
members, market managers and others identified
within the manual. Editing for each chapter and
appendix was provided by Federation board
members and staff. Funding from the NE SARE
Professional Development Program also provided
for professional editing for the final version of
the manual, resulting in a downloadable version
with an interactive table of contents.

The manual has now been completed and will be
released in December 2009. The manual will be
published in pdf format on the Federation
website, www.nyfarmersmarket.comAs part of
the NE SARE funding, CD’s of the manual will
be distributed to all farmers market managers in
New York State, as well as all Cornell
Cooperative Extension offices in New York.
Anyone wishing a copy of the manual on CD,
with both a pdf and word document file, can
obtain one by contacting the Farmers Market
Federation of NY office.




20 Ways Farmers Can Improve their Marketing Chops

David Becker, Friend of the Farmer

The following article was re-
printed with permission from
David Becker and the website
Friend of the Farmer
(accessed at

http://friendofthefarmer.com/2009/11/20-ways-
farmers-can-improve-their-marketing-chops/)
David was a recent attendee of the Agricultural
Marketing and Management Program Work
Team’s 2009 Strategic Marketing Conference
held on November 2-3. His recent posting
weaves in many of the ideas he heard during the
conference. For more information on Friend of
the Farmer, please go to their website at
http://friendofthefarmer.combr contact David
directly at 917-664-9752 or
davidandrewbecker@gmail.com

Farmers are business people, alchemists,
scientists, economists, and stewards of the land.
But sometimes they need help with that most
basic and necessary of skills: marketing. Last
week | sat in on the 2009 Cornell Strategic
Marketing Conference organized by the
Agricultural Marketing and Management
Program Work Team
(http://marketingpwt.aem.cornell.edu) on the
power of storytelling. Herewith a modest partial
list of ways for farmers to craft a story around
their products, personalities, and people more
effectively, especially at farmers markets.

1. Create a Narrative. The story should be real
and worth repeating: How you got into
raising sheep when a farmer left a flock on
your pasture and never came back to reclaim
them. (That one’s true.) Weave in details that
create an image. People want—desperately
need—the connection with the farm and an
honest day’s work.

2. Smile and Make Eye ContactMargo Sue
Bittner of The Winery at Marjim Manor
found that if you smile and make eye contact
within the first 10 seconds of greeting a
customer you reduce theft by 20%. Is that a
scientific fact? Could be. But even if its not,
it's a great start. You're not running an art
gallery that gains its cachet by turning away
traffic.

3.

Identify Staffers Who Like to Talk:
Sometimes customers want a simple answer.
Is this easy to cook? How should I store that?
The kind of questions most workers who staff
farmers markets should be able to address
gracefully. But not all workers at farmers
markets also work on the farm. Have a
designated staffer who enjoys talking about
the difference between sustainable and
organic. What exactly is Integrated Pest
Management? Why you grow kohlrabi or
celeriac.

Be Honest If someone complains that “these
carrots are long and stringy” you can respond
“Oh God. Can you imagine what they're like
to wash and harvest? They taste perfectly
fine, but next week we have Spanish Blacks
that are gorgeous and very rare.”

Presentation is Everything Show

abundance when you have it. When you
don't, display products as if they were
featured in Martha Stewart’s magazine.
Spring for wicker baskets or wooden boxes
lined with burlap. You have 10 tomatillos
left? Put them in a small basket and highlight
them at checkout as an impulse purchase
(Make a great salsa verde!).

Tell a Story about Your Area: The largest
producer of cabbage and sauerkraut in
America. Best known for artisanal Munster
cheese. Benedict Arnold slept there. Pamela
Anderson was born up the street. (Actually
Pamela Anderson was born in Ladysmith,
British Columbia.)

Feature Clear Labels Easy to read and
laminated. Describe the taste and some
potential uses. Not all apples make a great pie
but every apple has a use. Same is true for
potatoes.

Provide (Easy) RecipesThere are literally
millions of recipes available online. If you
don't cook often pick some and try them. Or
have your friends test a recipe. Product trade
groups often have a wide rangendll-tested
recipes Print them out. Offer to provide a




10.

11.

12.

13.

14.

15.

recipe with every purchase. Group together
items that go into the recipe into preparation
(like a Butternut Souffle that includes squash,
onions and thyme).

Promote Your Press If you've been
featured in any newspaper, blog (even this
one), radio or TV report, print it out and
laminate it. Make copies for journalists who
prowl! farmers markets looking for story
ideas.

Meet Controversy Head On When there is

a food-borne disease story in the news don'’t
be shy about explaining how your product is
different, or how raising your animals is
vastly different from a factory operation, and
what that means in terms of food safety.

Price for Rarity : Describe how the breeds
you choose are distinct from what you can
buy in the supermarket. More flavor, more
vitamins. If something is rare or really hard
to grow then narrate your journey of bringing
this potato, pig, turkey back from the brink of
extinction. Assure the consumer that he or
she is now playing a role in preserving this
heritage breed. And then price appropriately.

Get Good Pictures of Your Farm There

was a time in our history when almost
everyone spent some time on the farm.
Understanding what goes into raising plants
and animals can be translated with a single
photo. “There’s our herd of English Black
pigs running in a field. There’s a chicken
pecking for her favorite meal—grubs.” Show,
don't just tell.

Knock Something Off a Big Buy Amazing
how rounding down by 50 cents from $20.50
to $20.00 makes people feel like they're
getting a deal—and you don’'t have to spend
time making change.

Give Free SamplesGet people to try more
than one. A winesap vs. a Northern spy. If
you make sausages, get out a hot plate and
grill up a platter. The aroma will draw fans
and sales.

Offer Paper Bags and Helping Handsl
sometimes find myself balancing a half dozen

10

16.

17.

18.

19.

20.

butternut squash when a worker comes over
and rescues me. Grateful, | turn around and
buy something else.

Move Quantity: You don’'t want to bring
your bumper crop home. If it's getting late,
start telling people about making pesto that
will keep all year round in ice cube trays.

Selling Meat? Then Show It Don't just
surround yourself with ice chests and a price
list. If meat is vacuum bagged and frozen, get
trays of ice and put your meat on a tabletop.
Start up a small grill and give samples (see
#14, above). The smell will pull in buyers—
who will be reassured by visual access to the
goods.

Show Where You Live If you say your farm
is 4-1/2 hours north of Manhattan near
Seneca Lake it might as well be the moon for
some New Yorkers. Even Albany is a vague
location. If you show a map with a pin in it,
people begin to get the idea—and how much
time it took for you to get to the market to
start setting up tables at 6:00 this morning.
Customers will leave with a greater
appreciation for your hard work.

Ask Customers What They Want No, the
customer is not always right but they may
inspire you to try something new. If a good
customer is asking for a rare potato tell her
you'll try growing it for her next season.
You've won a customer for life —if you
follow through.

Maintain a Sense of Humor That’s not
always easy to do if you've already been up
for 10 hours and a hard rain is starting to fall.
But if you can pull it off then your customer
will respond with a smile and bigger
purchase. And next week they’ll search out
your table.

“Smart Marketing” is a marketing newsletter

for extension publication in local newsletters and
for placement in local media. It reviews elements
critical to successful marketing in the food and
agricultural industry. Past articles are available at
http://marketingpwt.aem.cornell.edu/publications.
html.
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Farmers Market Federation of NY
Annual Meeting 2010

The 2010 annual meeting for the Farmers Market FederdtiN avill be held during
the Farmers Market Managers Training Conference in &drats, March 4. The
meeting will bring Federation members, friends and supgonigito date on the
programs and services of the Federation and provide an opppfturniput into future
plans for the Federation. Among the highlights of the past geanmittee reports and
board of director elections, we’ll also be discussingdtiewing:

Bylaw change proposed:
The Board of Directors for the Farmers Market Fedaenadf NY has approved a changs
to the Federation bylaws. The change involves changing theyemafrom a calendar
year to July 1 through June 30. The change was determinechézéssary to follow the
program work, the funding streams of the Federation and &lomore accurate and
less cluttered financial reporting. The bylaw change lvalput before the Federation
membership for approval at the annual meeting at thedfararket Managers
Training Conference on March 4.

Article IX — Operations
Section 1. Fiscal. The fiscal year for the Federatiatl le January 1 through
December 31.

To be changed to:
Section 1. Fiscal. The fiscal year for the Federatiafl sle July 1 through June 30

2010 Tote Bag Program

The Federation has partnered with Premier Marketirggpomsor a reusable tote bag
program to New York’s farmers markets. The programwadd the markets to purchase
tote bags through a cooperative purchasing program. Thisealltive Federation to
aggregate the orders and bring the cost per bag downdon&eket participating in the
program. We will once again be offering the program. détails will be announced at
the 2010 annual meeting.

Statewide Banner Program

The Federation is partnering with Premier Marketing to ldgve banner program. The
banners will provide a uniform design that can be modified eaich markets unique
logo, name, location, hours and season. The banners witfdved in a variety of sizes
to accommodate each market’s individual needs. The desigmitsvuniform look, will
help to brand New York’s farmers markets, as customelia begecognize the image
in communities across the state. The banners will beadl@ithrough Premier
Marketing on an ongoing basis. The details of the program widhbeunced at the
2010 annual meeting.

/
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8:00am

9:00am

9:30am

10:30 am

Noon

2:00pm

Professional Farmers Market Manager Training Program

Growing Market Opportunities

Thursday, March 4, 2010

Registration begins, coffee available

Welcome:
Jim Farr, President, Farmers Market Federatit
Diane Smith, Mayor, Seneca Falls

Visioning Session

Burke Keegan, Tompkins County

New York farmers markets have a very unique
spirit and perspective and together we will lool
the opportunities and challenges that face farr
markets as we forge ahead in planning their
futures. This visioning session is your time to
share ideas and experiences, setting the tone
the rest of our time together.

Business Planning for Farmers Markets
Chris Harmon, Southwedge Farmers Market
Robert Boyd, Southwedge Planning Committe
An introduction to business planning — the
research involved and the elements of busine:
planning for developing new markets and sea:
expansion of existing markets.

Lunch - local foods of the Finger Lakes regior
Farmers Market Federation of NY Annual
Meeting

Ten Good Reasons You Need an Active Boar
of Directors

Burke Keegan, Tompkins County

Board meetings should not be one more chore

that you need to organize. An active, educated

March 4-6, 2010

3:30pm

3:45pm

5:00pm

6:30pm

Board of Directors can open doors, connect with

the community and elevate the status of your
farmers market in the community. THast-

paced hour will give you some good ideas of hoy
to recruit and train an active Board and what
kinds of tasks are appropriate for them to tackle.

Coffee Break

Promoting Your Market Through Online

Social Networking

Jim Sinicropi, Fingerlakesl1.com

Is social marketing in your future? Learn how to
make this new and exciting form of
communication work for you. Hear the success
stories and learn from the mistakes of others.

Regional networking round tables

Regional farmers market networks are being
developed around the state to share common
issues, learn form one another or share in
management duties, such as EBT administration
This is an opportunity for new and emerging
networks to come together to discuss the benefits
of a regional network to the individual markets
and the benefits of the Federation to all.

“It's a Wonderful Evening” in Seneca Falls
Sponsored by the Village of Seneca Falls and thg
Seneca Falls Local Development Corporation.
Buses will provide continuous loop transportatio
from the hotel to the village of Seneca Falls
where you can enjoy a wine and cheese receptichn

at the Visitors Center, browse the museums ope
specially for our benefit, shop the local stores an
enjoy dinner on your own in the historic village o
Seneca Falls, the inspiration for the movie “It's a
Wonderful Life”.

12



8:00am

8:30am

9:45am

11:00am

Noon

1:30pm

Professional Farmers Market Manager Training Program
Growing Market Opportunities

March 4-6, 2010

Friday, March 5, 2010

Registration, Coffee Available
Considerations for Market Locations 3:00pm
Possible speaker: Fidele Delgado, USDA AMS

A look at site selection considerations and national trends 3:15pm
for both seasonal and year round markets. This sesdlon

also look at potential sources of funding and partnerships

to secure market sites. If you are considering relocating,

opening a new market or expanding your season through

the winter, this session will give you plenty to thinloab

Winter Markets: A growing trend in New York

Miriam Haas, Community Markets

Chris Harmon, Southwedge Farmers Market

Judson Reid, Cornell Cooperative Extension 4:30pm
A discussion of models of winter markets that have prove

successful. Judson will talk about his work with farmers o

season extension production and helping farmers prepare

for winter market participation.

Spotlight on our Markets

Market managers share their experiences, successes and
stories from the past season. Sign up for a 5 minute
spotlight.

Lunch—Local foods of the Finger Lakes region

Weekday Markets — Strategies for Success

Bob Buccieri, Seneca Falls Local Development
Corporations, Seneca Falls Farmers Market

Patti Paine Battley, Cornell Cooperative Extensi@nega
County

Everyone wants a Saturday market, but a weekday market
can be just as successful. Bob and Patti will talk abowt

to approach vendors for a weekday market, effective
marketing and communication techniques, capturing a

unique audience during the week, and funding and
partnership opportunities that may be available to you.

Coffee Break

New Ways to Engage the Community

Reaching new audiences for your market can be both fun
and challenging. The panel will talk about new wayy the
have engaged their audience bringing new customers to the
market.

Amy Degus : Farmers Market Passport
James Woods Health Fair

Michael Hurwitz and

Liz Caroallo: Farmers Market Bingo
Conclusion

Dinner on your own
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Professional Farmers Market Manager Training Program
Growing Market Opportunities
March 4-6, 2010

Saturday, March 6, 2010

Finger Lakes Farm Tour
Buses to leave the hotel parking lot promptly at 8:30AM.

Stop 1: Muranda Cheese House

Host: Tom Murray and family

The Murray’s are known for the genetic superioritytdit registered
Holsteins. The quality of the milk is what makes theirdwafted cheeses
unique in texture and flavor. You've tasted their cheeskea quiches during
the conference lunch. Now you experience the cheesemgaidngss.

Stop 2: Red Jacket Orchards

Host: Brian Nicholson

The Nicholson family is known for their innovativedadiversified fruit
operation in Geneva and farm stands throughout New Yomesrnarket
system. Brian will tour us through the farm’s productiacilties, their new
processing facility and their farm stand. He’ll als& @bout the farm’s
operation in NYC, how they make it work from Centraf Bind their efforts
to help other farmers make Greenmarket a workable option.

Stop 3: Montezuma Winery

Hosts: George and Bill Martin

Located in the fruit belt, the Martin family opened Montea Winery in
2001 using the fruits of the region to create award winmings. The honey
produced in their apiary is used to create an array of @ntplineads and
Bee Vodka. This stop will feature their tasting roompaportunity to
purchase some of their fabulous wines to take home, aswle chance to
relax in their winery over a box lunch.

Stop 4: Hoover Farms

Host: Nelson Hoover

Season extension vegetable production will be featureld@ter Farms.
Nelson and his family have built a number of high tuaméiere they grow
winter greens and tomatoes. Nelson, and Extension Edulcaison Reid,

will talk about the advantages of season extension priodusmhd how it can
impact our farmers markets.

Returning to the hotel at 4:00pm

Conference Sponsors

Harris Seed

Michael Wells

355 Paul Rd.

Rochester, NY 14624
mwells@harrisseeds.com
www.harrisseeds.com

Managemymarket.com
Kathleen O’'Malley

1831 SE ¥ Ave.

Portland, OR 97225

Muranda Cheese House
Tom Murray

3075 Rt. 96

Waterloo, NY 13165
315-539-1103

Nan4@aol.com

Premier Marketing
Rick Dosedlo

PO Box 540

6 Rockwood Drive
Manchester, ME 04351
207-622-6767
207-623-2380 (fax)
rickyd@pmginc.biz
WwWWw.pmginc.biz




Professional Farmers Market Manager Training Program
Growing Market Opportunities
March 4-6, 2010

Hotel Information

Holiday Inn Waterloo/Seneca Falls
2468 NYS Route 414

Waterloo, NY 13165-0149
315-539-5011

Room Rate:$75 per night Please use the booking code for the FaMaket Federation of NY — “FMF” — when making your rga&ons to
receive this special conference rate.

Reservations must be made by February 11, 2010 to guarantee roomeaat

Directions:

To Holiday Inn:

Take the NYS Thruway to Exit 41 Waterloo. Follow Rt. 4b4th for 3.5 miles. The Holiday will be located on tight hand side just north of the
Route 5 interchange.
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