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Twenty ways farmers can improve their marketing chops 
By David Becker, Friend of the Farmer 

 
Farmers are business people, alchemists, scientists, 
economist and stewards of the land. But sometimes 
they need help with that most basic and necessary of 
skills; marketing. I recently sat in on the 2009 Cornell 
Strategist 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 
in 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 Contact 
Margo 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. 
 

4. 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.” 
 

5. 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!). 
 

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

7. 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. 
 

8. Provide (easy) Recipes 
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There 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 range of well-tested recipes. Print 
them out. Offer to provide a recipe with every 
purchase. Group together items that go into the recipe 
into preparation (like a Butternut Soufflé that includes 
squash, onions and thyme). 
 

9. 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. 
 

10. 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. 
 

11. 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 form the brink of extinction. Assure 
the consumer that he or she is now playing a role in 
preserving this heritage breed. And then price 
accordingly. 
 

12. 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. 
 

13. Knock Something Off a Big Buy 
Amazing how rounding down by 50 cents from 
$20.50 to $20 make people feel like they’re getting a 
deal- and you don’t have to spend time making 
change. 
 

14. Give Free Samples 
Get 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. 
 

15. Offer Paper Bags and Helping Hands 

I sometimes find myself balancing a half dozen 
butternut squash when a worker comes over and 
rescues me. Grateful, I turn around and buy something 
else. 
 

16. 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. 
 

17. 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). The smell will 
pull in buyers – who will be reassured by visual 
access to the goods. 
 

18. Show Where You Live 
If you show a map with a pin in it, people begin to get 
the idea of how much time it took for you to get to the 
market to start setting up tables at 6 this morning. 
Customers will leave with a greater appreciation for 
your hard work. 
 

19. 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 rate potato, tell her you’ll try growing it 
for her next season. You’ve won a customer for life – 
if you follow through. 
 

20. 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 customers will respond 
with a smile and bigger purchase. And next week 
they’ll search out your table. 
 
This article was reprinted with permission from David 
Becker and the Website Friends of the Farmer 
(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 Nov 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.com/, or contact 
David directly at 917-664-9752 or 
davidandrewbecker@gmail.com 
 
Reprinted with permission from Country Folks Grower, 
January 2010. For subscription information call 1-888-
596-5329. 
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We have some exciting Spring offerings for our 
farmers markets this year. Our partnership with 
Premier Marketing and the NYS Dept of Agriculture’s 
Farmers Market Nutrition Program has allowed us to, 
once again, offer cloth tote bags on a cost share basis. 
 
The totes come in a variety of colors to choose from 
and include your market logo on one side, with the 
Farmers Market Federation logo and the NYSDAM 
Farmers Market Nutrition Program on the reverse. 
The totes are a great opportunity to help you 
customers reduce the use of plastic bags in the 
marketplace. But it is also a low cost marketing tool. 
As customers purchase your totes and carry them 
through the market and around the community, they 
are constantly advertising your market. Think of each 
tote bag as a walking billboard! 
 
If you are interested in ordering tote bags for your 
market, please contact the Federation office. But 
hurry, the offer ends mid April. 
 
Another partnership with Premier Marketing and with 
funding from the NE First Pioneer AgrEnhancement 
Program, we are able to make market banners 
available. The Federation board has designed a banner 
that can be used statewide to promote your market. 
Each banner has a unique design to “brand” New 
York’s farmers markets, but also has the ability to 
switch out information to make it personal to your 
market – your name, location and times. You can even 
add your logo. 
 
The banners are available in a variety of sizes to 
accommodate your needs. These are also available to 
you on a year round basis. Review the banner 
information on page __ and contact Rick Desedlo at 
Premier Marketing to place your order. 
 
Our marketing season is rapidly approaching, so have 
a safe and happy Spring! 
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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 
 

President 
Robert Buccieri 
315-568-6894 

bbuccieri@senecafalls.com 
 

Eastern Region: 
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, Treasurer 

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 
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My Resume 
Submitted by Fred Cole, Capital District Farmers Market 
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Reputation as Your Brand 
 

Brian M. Henehan 
 

 
Many marketers of 
agricultural products are 
small businesses owned by 
individual producers or 
entre-preneurs. Customers 

typically associate the products marketed or services 
delivered with an individual or small group of people. 
Their individual or group reputation can become a key 
reason for doing business with them. And so their own 
names become, in many ways, the “Brand” for their 
products. 
 Most small businesses have limited resources to 
promote and build a brand name. But given that your 
reputation can be a key element of your brand identity, 
it is worth giving some thought to how your customers 
view your reputation. This becomes more important for 
food marketers operating in small or local markets 
resulting in a “small world” of contacts and 
relationships. Word can travel fast about transactions 
that didn’t turn out well for buyers. Reputations can be 
quickly enhanced or tarnished in markets with a small 
number of players. This market reality creates both 
challenges and opportunities. Your positive reputation 
can give you a competitive advantage over those seen 
in a less positive light. 
 In fact, more publicly-traded firms are reviewing 
strategies to build their “reputational capital.” With the 
recent flurry of ethical breakdowns of firms like Enron, 
Tyco, or World Com, companies are realizing that 
building reputational capital can result in improved 
investor or lender relations as well as creating a more 
positive work environment for managers and 
employees. 
 Small businesses with limited resources for 
conventional approaches to building a brand name like 
promotion and advertising might give some thought to 
relatively low-cost approaches to building your 
reputation. A starting point can be gaining a better 
understanding of how your customers view your 
reputation. Do your customers view you and your 
employees as conducting business in an honest and 
ethical way? Are you reliable and consistent in 
delivering the services or products that you market? 
How do you address complaints from customers about 

not being treated fairly? When customers think about 
your business, would the words “dependable,” 
“sincere,” or “trustworthy” come to mind?  
 Some strategies to consider when building or 
maintaining a positive reputation: 

• When conducting customer surveys, incorporate a 
question or two about how they perceive your 
reputation. 

• Develop a values statement for your business that 
all staff understand. 

• Set and practice high standards for ethical 
behavior. 

• Establish fair terms of trade that are transparent 
and understood by your customers to minimize 
misunderstanding. 

• Gain a better understanding of business practices 
that might have a negative impact on your 
reputation. 

 Your reputation is an integral part of the “story” 
that you tell to customers or consumers. Some 
segments of consumers are very interested in how you 
produce a product or the values you adhere to in 
conducting business. Some examples include: the 
ethical treatment of animals, utilizing environmentally 
sound practices, or how employees are treated. 
Highlighting your reputation or the standards you set 
for conducting business can be a productive marketing 
strategy. 
 In many situations, there are relatively low-cost, 
effective ways to build your reputation that can add 
value to your brand. Being perceived as a reliable, 
trustworthy business that treats customers fairly can 
yield increased sales as well as a more fulfilling work 
environment for you or your employees. Nice guys 
may indeed finish first as smart marketers!  
 
Reference: 
From Smart Marketing (February 2005), a monthly 
marketing newsletter that reviews the elements critical to 
successful marketing in the food and agricultural industry, 
published by the Department of Applied Economics and 
Management at Cornell University. Brian M. Henehan is a 
Senior Extension Associate in this Department. 
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Farmers Market Manager Mentoring Blogs 
 

We all enjoy our local Farmer’s Market, but few of us 
realize the challenges that our local Farmer’s market 
manager need to overcome to deliver this community 
gem each week. The challenges posed by local rules, 
food handling guidelines, consumer preferences, safety 
and traffic, not to mention fundraising and community 
support can discourage even the best prepared among 
us. 
 
“We found a lot of exasperated managers,” explains 
Diane Eggert, Executive Director of the Farmers’ 
Market Federation,  “and we set out to help them better 
manage their markets by sharing information, and 
resources to help get the job done.” Chief among these 
ideas is Mentoring, and now the Federation has built a 
whole new approach to the problem. 
 
To allow all farmers market managers to benefit from a 
peer-to-peer mentoring program, the Farmers Market 
Federation of NY, with funding from USDA AMS 
Farmers Market Promotion Program, has set up a series 
of Farmers Market Mentoring Blogs. Each blog is tied 
to a specific skill set and will give managers access to 
expertise on a 24/7/365 basis. Each blog will have one 
dedicated blogger who has recognized expertise in the 
skill defined by the blog. Readers will have the 
opportunity to respond and ask questions to each 
blogger, receiving answers, suggestions and tips as 
appropriate, on a timely basis. 
 
 Farmers Market manager mentoring is an ideal that 
brings managers with expertise together with less 
experienced managers. Managers participating in the 
program will increase their management skills, 
allowing them to advance their farmers market goals 
and missions to better serve their farmers, consumers 
and communities. Often mentoring relationships use a 
series of face-to-face meetings, phone calls and emails 
to work through the issues and needs of the mentee. 
 
But with the time crunch facing most farmers markets, 
the face-to-face component of mentoring does not fit 
their schedules, limiting a manager’s ability to 
participate in such programs and limiting their ability 
to improve their own skill sets and grow their farmers 
markets. 
 
Here is a description of each of the Farmers Market 
Manager Mentoring Blogs. Visit 
www.nyfarmersmarket.com to read the posts to each of 
these blogs. 
 

1. Promoting Your Market 
With a goal of building your market’s customer base to 
increase potential revenues for your farmers and 
vendors, this blog will focus on consumer outreach – 
paid advertising, promotional efforts, special events 
and other means of reaching your market’s potential 
consumers. 

 
2. Partnership and Community Relations 
Building your market community – working with local 
businesses, municipalities, government agencies and 
non profits to build stronger allegiances, better 
communications, serve to recruit Board Members or 
Friends, build market programs and fundraise for the 
market. 

 
3. Market governance 
A discussion of the infrastructure of farmers markets – 
governing bodies, such as boards of directors, their 
roles, the potential impact of their roles and how they 
interact with the market’s manager, the market’s 
farmers and their consumers.  
 
4. Market Operations 
Day to day operations of a market is the role of the 
market manager. This blog is broad in its discussion of 
those duties that are required of managers in carrying 
out the daily operations of their markets to fulfill their 
market’s mission. 
 
5. Farmer recruitment 
Often cited as one of the most difficult tasks in starting 
a farmers market, this blog will discuss the issues of 
finding farmers for your market, maintaining the 
balance of product diversity in the marketplace and 
building relationships with your growers, as well as 
other issues related to working with the farmers in your 
market. 

 
Farmer’s Markets continue to reflect the fabulous 
resources available in and around the communities they 
serve. The Farmers Market Federation is bringing 
together the knowledge and resources of hundreds of 
markets from across the state to help each market be 
more effective in their operations through programs 
such as this.  
  
For more information, contact the Farmers Market 
Federation of NY at 315.637.4690 or email 
diane.eggert@verizon.net.  
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Welcome to the Federation’s online membership system! 
 
To make membership enrollment and renewals 
more efficient, the Federation has instituted an 
online membership program through 
memberclicks.com. This allows markets, farmers 
and vendors, and anyone interested in supporting 
New York’s farmers market industry to complete 
a membership form online and have direct access 
to their online membership directory listing, as 
well as enroll in the insurance program and other 
events online. To access the online membership 
forms and begin the process, go to 
http://www.nyfarmersmarket.com/membership.ht
m and choose the application that is right for you 
– market membership or farmer/vendor 
membership. 
 
Log in to the site using your assigned user name 
and password and complete the online form. If 
you are a farmers market network and entering 
more than one location, you will need to 
complete a form for each market. Once you have 
completed the first form, your name and contact 
information will repopulate for you and you will 
only need to add the additional market 
information. This is a one-time process. Future 
membership renewals will automatically 
repopulate with all your information and you will 
only need to make any necessary changes. 
 
When you click on submit, you will be brought to 
a payment page. Click on the form of payment 
you are choosing (at this time the only option 
available is to mail a check). This will then give 
you the details to complete the transaction; i.e. 
address to mail the check. This is also your 
receipt. You can print a copy for your records. (If 
you have already sent your membership dues, 
please click submit and the payment option to get 
confirmation. But you can disregard remittance. 
Your payment is already recorded at the 
Federation office.)  
 
Edits to your directory listing can be made by you 
at any time. Go to the Federation website, 
http://www.nyfarmersmarket.com and click on 
the Markets and Vendor section of the navigation 
bar. Click on “Log In” in the upper right hand 
corner above the navigation bar. Enter your 
username and password and enter your market 
name/farm name in the search box. This will 
bring up your profile. Click on View Profile to 
see full listing. (Markets will need to use the 
Season 1 and Season 2 tab on the profile view to 

see full listing information.) To edit, click on the 
edit button at the bottom of the page. On the next 
screen you can make any adjustments to your 
listing as needed. In addition, you have the option 
of clicking on the privacy button next to any of 
the items and this will hide this information from 
being made public on the online directory. 
 
The online directory located on the Federation website 
under the Markets and Farmers section of the 
navigation bar includes all farmers markets and 
members. The directory is fully searchable by county, 
market name, farm name, and individual contact name. 
 
The site also features a new Events Calendar, 
located on the Federation website, 
http://www.nyfarmersmarket.com under the 
Events tab. While the Federation will update the 
calendar with events, markets may also add to the 
calendar. Open the Events Calendar, click on “log 
in” at the upper right hand corner above the 
navigation bar. Once you log in, the Events 
Calendar will give you two options: “Submit an 
Event” and “Add an Event.” Using Add an Event 
will put your event directly on the calendar. The 
Submit option will send your request to the 
Federation office. 
 
While all this may sound confusing, this system 
gives you many options, most importantly access 
to update your market and farm information 
directly and on a timely basis. Should you have 
any questions, please contact the Federation 
office at 315-637-4690 or email 
diane.eggert@verizon.net or 
joanne.s15@verizon.net.  
 
 

 
 “Customers and farmers have access 

to my market information and it’s easy 
for me to update my market 

information any time I need!” 
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WIC Vegetables and Fruit Check Program 
Training – via webinar 
 
April 8 – 7-9pm 
April 27 – 7-9pm 
May 10 – 7-9pm 
May 26 – 7-9pm 
 
Each webinar will be limited to 50 participants. 
Arrangements will be made to locate central sites 
where those without high speed internet 
connections can view the webinar through a 
central computer and phone link. 
 
To register for one of these training webinars, 
contact: 
Jonathan Thomson, NYS Dept of Agriculture and 
Markets: jonathan.thomson@agmkt.state.ny.us  
or call 518-457-7076  
Dtraecelle Carter, NYS Dept of Agriculture and 
Markets: Dtraecelle.carter@agmkt.state.ny.us  
or call 518-457-7076 
Diane Eggert, Farmers Market Federation of NY: 
diane.eggert@verizon.net or call 315-637-4690 

 
 

 
 
 
 
 

 

MMaarrkk  YYoouurr  CCaalleennddaarr!!   
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Growing Market Opportunities 
Farmers Market Managers Training Conference 2010 

 
It was a Wonderful Evening in Seneca Falls! 
Attendees at this year’s Farmers Market Manager 
Training Conference were treated to great 
speakers on informative and timely topics, 
camaraderie and networking with fellow 
managers, and a wine and cheese reception at the 
museums of Seneca Falls, sponsored by the 
Seneca Falls Local Development Corp. The local 
museums and restaurants opened their doors and 
their hearts to embrace New York’s managers 
and treated them to a wonderful, and flavorful, 
evening to cap their conference in Seneca Falls. 
 
This year’s conference centered on a main theme: 
Growing our Markets. The conference started 
with a visioning session, looking at the 
opportunities and challenges of growing our 
markets farmer base, consumer base, 
management structure and length of season. This 
session helped to draw out attendees and “break 
the ice” for discussions and networking 
throughout the conference. (Highlights of the 
session are listed below.) 
 
Helping market management to improve was one 
part of the central theme. A discussion of Boards 
of Directors or market management teams 
discussed the pros and cons of working with a 
board, from a managers perspective. While 
Boards or management teams can be described, 
sometimes, as a “necessary evil”, they do serve a 
very important function. According to Burke 
Keegan, a Board Training Specialist from 
Tompkins County, a Board of Directors or 
management team is there to guide the market. 
She offered 10 reasons Boards are important. 

1. You can’t do it alone. Market managers 
are sometimes “superhuman” in the 
quantity and quality of their work, but 
they need assistance and backup.  

2. Bridge to the community. A Board 
should consist of community members, 
along with market farmers. Each board 
member has their own connections to the 
community and should be able to draw 
their contacts to the market – as 
consumes and as support for the work. 

3. Raise capital. Fundraising is the function 
of a Board of Directors. 

4. Media connections. Similar to reaching 
out to the community, Board members 
should have media contacts that can be 
called upon to benefit the market. 

5. Target demographics. Part of the 
function of a board is to set guidelines for 
the market. Part of that is to fully 
understand who the market audience is 
and the characteristics of that 
demographic. Knowing this helps the 
market to target promotions and outreach 
efforts. It is also helpful to the farmers in 
the market to know who they are 
reaching and adjust production 
accordingly. 

6. Planning. Boards of Directors are 
charged with planning the growth of the 
market. They need to look out for the 
future of the maket, setting goals and 
charting a course to achieve those goals. 

7. Business and political connections. 
Again, the Board should have contacts 
with the business and political 
community that can be called upon to 
assist the market in accomplishing its 
goals. 

8. Site maintenance/expertise. While a 
Board member is not required to be out 
on the street with a broom after market 
closes, they are charged with making sure 
the market has everything it needs to be 
successful for its farmers and its 
consumers. 

9. Internet savvy. Sharing information, 
whether between board members, the 
board and the market manager or with the 
broader community, internet use is a 
must for today’s farmers markets. With 
the growth of social networking sites, it’s 
also an important avenue for marketing 
your market to the internet-savvy public. 

10. You’re not in this alone. The tough 
decisions, the challenged decisions, are 
not resting solely on the back of a market 
manager. The Board shares in those 
decisions, as well as the consequences of 
those decisions.  

 
Business planning for farmers markets was 
another subject designed to help markets grow. A 
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presentation by Robert Boyd from the 
Southwedge Planning Committee demonstrated 
the importance of planning for market growth and 
committing plans to paper. Robert reminded us 
that we don’t plan to fail, but we often fail to 
plan.  
 
Growing a market’s customer base is always a 
fun topic to explore. We heard a number of 
stories and approaches that could be replicated, 
either in whole or in part. It was interesting to 
note that many of the approaches could be 
accomplished in both large and small sized 
markets. We just need to be open minded and 
creative in the ways that we apply the stories we 
heard. Examples of consumer outreach and 
methods to build a customer base included: 

·  Using social media as a marketing tool. 
It’s only cost is time, and it is being used 
by millions of people looking to connect 
to people, businesses and, in our case, 
food and farmers. 

·  Email marketing to local business 
connections in an attempt to reach their 
employees. 

·  Partnering with local businesses and 
Local Development Corporations to 
develop joint marketing campaigns, 
including coupons, giveaways and other 
incentives to bring consumers to a 
downtown market. 

·  Partnering with a local hospital and 
health agencies to host a Health Fair. 

·  Coordinating with other local farmers 
markets to develop a Farmers Market 
Passport, encouraging consumers to visit 
all local farmers markets by offering a 
reward for completing the passport. 

·  Farmers Market Bingo – working in 
community centers to play Bingo using 
fruits and vegetables as the numbers on 
each Bingo card, and giving information 
about each fruit and vegetable as it is 
called. Winners are given coupons, EBT 
tokens or some other incentive to bring 
them into the market to shop. 

 
Many farmers market managers remarked on the 
difficulties of reaching farmers, especially with 
the growing numbers of markets for farmers to 
choose from. But Chris Hartman from the 
Southwedge Farmers Market talked about adding 
a CSA model to his market. Not only will he be 
able to reach a wider number of consumers, but 
he can use this as a carrot to entice more farmers 

to participate in his market. The CSA model, 
using the market’s farmers as a cooperative effort 
to fulfill CSA shares, gives farmers an added 
opportunity in his market to sell their products. 
 
Extending the market season by growing to a 
year round market is another opportunity to 
farmers. Cornell Cooperative Extension is doing 
an amazing job of helping farmers to expand 
production to year round. They’re training 
farmers on high and low tunnel production and 
increasing the varieties and production of storage 
crops. While some farmers markets across the 
state have delved into the challenge of a winter 
market in our cold climate, the numbers are still 
low. A panel talked about the challenges of 
operating year round, such as: 

·  Locating an affordable site with proper 
ingress and egress for both farmers and 
consumers; 

·  Budgeting for the extra costs of a winter 
market, while making it affordable for 
participating farmers; 

·  Educating consumers about the product 
availability during the winter months; 

·  Promoting to consumers who are used to 
the seasonality of farmers markets; 

·  Making an indoor market visible to 
consumers; 

·  Traffic flow and space planning for an 
indoor market. 

 
While these can all be challenges, they can be 
overcome. It takes a committed market manager 
and Board of Directors to organize, promote and 
operate a successful winter market. 
 
Following the two days of workshops, conference 
attendees also had the opportunity to participate 
in a farm tour. Visits were made to:  

·  Muranda Cheese House, a dairy 
transitioning into cheesemaking;  

·  Red Jacket Orchards, who is expanding 
its production facility for apple cider and 
other fresh fruit juices;  

·  Montzuma Winery for a tasting of their 
farm wines; and  

·  Hoover Farms, where attendees were 
treated to a winter grown, high tunnel 
salad turnip and a discussion on the use 
of high tunnel production to bring winter 
greens and other products to our winter 
markets.  
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Attendees were treated to tours of each farm and 
facility, as well as an informal presentation by 
each, where they were able to get a glimpse into 

what goes on at a farm to bring locally grown 
foods to market. 
 

 
 
 

Growing Market Opportunities: A Visioning Session 
 
Below are the results of a conference visioning session, looking at the challenges and opportunities for 
market growth. Ideas and concerns are thought-provoking for every farmers market. 
 
Reaching farmers: 

·  Storefront posters with targeted message to farmers 
·  Seek assistance from county Extension office 
·  Internet promotions 
·  One-on-one approach – take a farm tour 

 
Challenges of reaching farmers: 

·  Word of mouth travels fast – negative comments by farmers will hamper growth 
·  Many farmers with farm stands consider farmers markets to be competition 
·  Some communities are experiencing an over-saturation of farmers markets; cannibalizing farmer 

bases and stretching customer base too thin 
 
Supporting market farmers: 

·  Use Friends of the Market volunteers to keep farmers informed about the market  
·  Feature one farmer each week in the market’s publicity 
·  Create a “family” feeling between vendors and the market management 
·  Share farmers contact information regionally, especially if you have a waiting list 
·  Create an opportunity for farmers products to be sold in the market when it is not feasible for the 

farmer to do so himself 
 
Outreach to consumers: 

·  Identify the population you are targeting. i.e. families, older folks, etc. 
·  Add targeted events at the market 
·  Use surveys 
·  Games, produce games and recipes can be a draw 
·  Events that draw targeted customers: i.e. health screenings, environmental issues such as recycling 
·  Let community organizations do fundraising at the market 
·  Link the market to local tourism efforts 
·  Create a market website 
·  Join the local business association 
·  Use e-newsletters and press releases to get the word out 
·  Write recipe article for the local newspaper 
·  Create a farmers market trail 
·  Create relationships with local senior centers 
·  Make arrangements with local transportation to put the market on their routes 
·  Offer market coupons 
·  Partner with local organizations that will provide you with contacts of new people moving into the 

community 
·  Challenge current customers to bring someone new to the market 
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Challenges to customer outreach: 
·  Volunteer or underpaid market managers with time constraints 

 
·  CSA’s are sometimes competition for a farmers market; others thought CSA’s using the market as a 

pickup location could be a draw 
 
Challenges to growing your market season: 

·  Site location is a problem 
·  Getting customers to follow to new winter location 
·  Indoor markets are not street visible; requires a great deal of signage 
·  Traffic flow in an indoor market can be difficult as customer base grows 
·  Advertise the winter market toward the end of summer season to get the word out 
·  Requires letting your farmers know early enough so they can grow product to accommodate a 

winter market 
·  Parking for vendor vehicles needs to be considered 
·  Winter dynamic seems to be different – people shop and leave since there is not enough room to 

stay and socialize. 
 
Opportunities to growing your market season: 

·  Many farmers have begun season extension production 
·  Consumers want to eat local year round 
·  Tie a monthly winter market to a holiday 

 
Market environment issues: 
Challenges: 

·  The idea that farmers markets are too high priced compared to other food sources 
·  How do you deal with farmers that set too low a price for their product creating tension with 

farmers seeking a higher price? What is a fair price for local food? 
·  Hiring a market manager and providing a reasonable salary 
·  Over proliferation of farmers markets 

 
Opportunities: 

·  The growing interest in buying and eating local has given rise to consumer and community interest 
in farmers markets  

·  With the current economic climate, farmers markets can be a “free” social experience for 
consumers 

·  Educate consumers on ag issues, costs of 
food,  
value of local 

·  Markets can be a lobbying force for their 
needs 

·  Markets within a region can work together:  
sharing ideas, resources 

 
The visioning session set the tone for the remainder of 
the two days of seminars. Sessions went into more 
detail about reaching farmers and customers and 
extending market seasons. It also helped to build 
audience engagement and created an atmosphere of 
sharing. 
 
 


