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Farmers Market Federation of New York ~ Programs aml Services Committee Report
John Ameroso, Committee Chair

The board of directors of the Farmers’ Market Fatien of
New York meet in Rochester on March @nd agreed to
continue or develop the following projects for 2@08 year.

NYS Farmers Market Wireless EBT Project

The Federation and the NYS Dept of Ag and Markatssh
contracted with a new service provider for termsrehd
wireless service for the program. The provider,refsu
Corporation, will provide us with an upgraded, thgterminal
that will operate on a cellular system. This offansider
coverage area, giving access to a larger portigheo$tate. It
also means that there will be fewer cases of nobecting to
a signal, dropped signals, or sales that do notertak
completely through the system and do not show upen
merchant’s checking account. The opportunity faregting
debit and credit exists with eFunds Corporatiornh\ai
simpler, more affordable discount fee structuree(Bebit
and Credit FAID Project below.) eFunds Corporatitso has
a 24 hour technical support hotline. This meansdhgtime
there is a problem with the terminals, no matteemvbr
where, market managers and farmers can call thiefree
number for immediate assistance for resolution.

As part of the 2008 program, we are developing m&is to
assist markets in promoting EBT functionality agith
markets. The media kit includes a new campaignufed a
new logo and slogan — Choose Fresh, Buy Local!Xise
Card! The kit will distributed to each market irethrogram
and will also be delivered to county Extensionad§. The
media kit will be a CD that will include:

Market specific posters in both English and Spanish

Consumer brochures in both English and Spanish
Press releases

Print ads

Instructions for the effective use of the media

Along with the kit, each market in the program vod
receiving a new banner to display at their EBT nggn'a
booth. This will feature the new logo and slogad il

replace the one that has been in use for the pasydars. We
will also distribute new signage for the farmerslteplay at
their tables to allow customers to recognize whieeg can
use their EBT tokens. These signs will also reflaetnew
logo and image of the program.

NY Fresh Checks

The NY Fresh Checks program is a coupon incentiggram,
funded by the Humpty Dumpty Institute with a doaatfrom
the New Wave Foundation. The program will allow kegds in
the upstate region to provide a $5 coupon to EBauers
who come into the market and purchase a minimuboh
EBT tokens. The customer can receive only one coeo
market day, but can come back each market dayesivie
another coupon. The goal of the program is to mmeehe
consumption of fresh, locally grown fruits and viades. We
will be tracking the number of times each custotakes
advantage of the NY Fresh Check program and hofiedo
that this coupon incentive helps to draw more fetmmp
customers to the farmers markets and makes themareg
farmers market shoppers. The Federation will previc
coupons for distribution, logs for tracking theuaace of the
coupons, and the redemption services for the farmveo
accept the coupons at the participating markets.

This program is set to begin Jurié Training for the program
will take place at regional meetings to be schetlide early
April.

Food Bank Projects: (Project Fresh)

The NYS Association of Food Banks has asked tmpastith
the Federation to develop a program to connectdesm
markets with food banks to bring local foods irte food
banks and food pantries. The project will cregtpastunities
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for farmers to sell their quality products to fooanks at the
end of the market day. This will give them a efithe
market day, guaranteed customer. Could be a tpekip
encourage farmers to participate in markets sinedlitake a
little of the marketing challenge out of the eqoativith a
guaranteed customer. The project will pilot in @nea of the
state, either the Albany area or the western amhthen
rollout as the program becomes successful.

Rural Health Network Project:

To create a mechanism for allowing access to fasmearkets
for homebound senior citizens and limited mobititgabled
residents to increase consumption of fresh, lamad$ and
improve food choices and diets while increasindifability
of local farmers. Connections would be made combiEBT
and a delivery mechanism. The Rural Health Netvadrk
South Central NY is the lead agency for the projeth
assistance from the Federation. The project is lt-gear
project to develop models for use in various comitesthat
will connect volunteer organizations with senidrzens
organizations, disabled citizens advocacy groupls an
partnering farmers markets.

Debit and Credit FAID Project:

The Federation received a grant ($60,000) from NDépt of
Ag & Markets to allow the Federation to developyatesm to
add debit and credit to the wireless terminals afkats that
are operating a token system and are currently acdgpting
food stamp benefits. The system will provide a saiga
debit/credit token and a means to recover thetfestsare
associated with accepting debit and credit trarmast This
program will help farmers markets to enter the tidas
economy and capture a growing potential for sales f
participating farmers. A conference call with mgees
throughout the State was conducted to discusslsiefahe
program. A second conference call is schedulethfer
March to finalize details. Training for the progravill take
place at regional meetings to be scheduled foy égtil.

Food Bank of Central New York: (CNY Health Bucks)
Food Bank of CNY (located in Syracuse) will condact
“CNY Health Bucks” program using monies ($5,00@nfr

their own budget, based on the model currentijaseby the
Health Department in NYC where two-dollar coupore a
issued for use at farmer’s markets. The Federatitbmact as
conduit for the coupons at no cost, with the iritenthat
when the program expands, will be able to receifeedor
service.

New York State Fair

The Federation will once again be exhibiting atkhé State
Fair. We will set up a farmers market display ia th
Horticulture Building that will showcase the vayiedf farm
products that are available at farmers markets.dig@ay is
open for the full 12 days of the fair and is anedbent
opportunity to promote farmers markets and helipdcease
customer traffic to local farmers markets. We hpagnered
with the Pride of NY program to develop a Guidé-aymers
Markets in New York State. The guide is handedtout
fairgoers visiting the display and identifies eathhe markets
in the state. The Pride program will be helpingvith this
brochure again this year. But we need your henture that
the Guide is complete and up to date. Please reyoew
market’s listing in the brochure and let the Fetlersoffice
know if there needs to be any corrections. We rieed
updates no later than May.1

We spend a great deal of time talking to fairg@érhe booth,
answering questions about markets, about agrieutind
food. It's our goal to educate fairgoers aboutiadustry and
hope that the appealing display of local foods ttued
information they are getting will encourage thenvist their
local farmers market once they return home fronfalive This
year we want to make sure that they understandmdwth
wateringly good NY produced foods are. We planeib Y
farm products at our farmers market display all, dasery day
of the fair. That's our challenge. And our challerig you is
to help us make that happen. We need voluntedrsipoman
the display, talking to fairgoers and selling prodiWe also
need farm product to keep the display well stookél a
variety of NY foods. We can offer entry tickets gratking
passes to volunteers. And while we do accept domaitf
product, we do have funding to purchase.

—— =
- -

=
.

New Farmers Market Customer Service Training DVD Aailable
“Shared Wisdom, Selling Your Best at Farmers Markets”

“Shared Wisdom, Selling Your Best at Farmers Mex'kis available for farmers’ market managers attoprofessionals who work
with Farmers Markets. This training video instrufeiamers and market managers on how improve displagrchandising and
customer service at farmers markets. Filmed orasiseveral markets, this 23 minute video inclurietomer and vendor interviews
views of excellent and poor vendor displays, arahgples of outstanding customer service. It is maabe used with
farmers/vendors who are already selling at a mdrieit is also a great tool for recruitment of nianmers. In addition to the video
there are several power point presentations, a skt, and many printable documents that can lzkins®ur spring vendor meetings
with positive impact for positive results. This DM®the result of a USDA, AMS Farmers’ Market Prdimo Program grant and was

produced by Steve Miller, Cornell’s FMNP educatamordinator at Cooperative Extension of Madison@giNew York.

Copies of the DVD are available from: USDA, AMSaNeting Services Branch.
See a list of available Publications latttp://www.ams.usda.gov/farmersmarkets




Board of Directors

Metro Region:
John Ameroso
Cornell Cooperative Extension, NYC
212-340-2946
jna20@cornell.edu

Tom Strumolo, Greenmarket
212-788-7476

Northern Region:
Dolores DeSalvo, Cornell Cooperative Extens
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Eastern Region:
Latiefa Abdu-Shahid, Latiefa Company, Inc.
607-265-3848
laabdushahid@mkl.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
315-343-7681
glg@oswegofultonchamber.com

At Large
Jane Hodge, Just Food, NYC
212-645-9880 ext. 228

jane@justfood.org

Executive Director
Diane Eggert
315-475-1101

diane.eggert@verizon.net

Farmers Market Federation of NY
www.nyfarmersmarket.com

SPRING TRAINING / REGIONAL MEETINGS
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~ We Have Moved ~

Please Make a Note
Of our New Address and Phone

Farmers Market Federation of New York
117 Highbridge Street, Suite U3
Fayetteville, NY 13066

Phone: 315-637-469(
Fax: 315-637-4691

Number




Building a Market Community ~ With Farmers, Customers and Community
A Thank You from Diane Eggert

Unity was the Key word at theé'Building a Market
Community” Conference, held March"6- 8" at the Armory

in Rochester. Over 100 participants from across the state

came together to learn effective ways of linkingyether
farmers, customers and community, and in the pso@zs
themselves united in the challenge of staying wiarthe cold
and snowy weather of Rochester in March. Althoalghost a
foot of snow fell on Friday most participants staykrough to
the bitter end and were rewarded on Saturday with
enchanting tour of the Rochester Public market Bgdtour
guide and market manager Jim Farr.

Panelists Chris and Vicki Hartman of South Wedgenfess

Market and Jane Hodge of City Farms, Just Food wete
thrown off a bit by their reassignment in speakarger and
opened the conference with an enlightening disonsabout
the needs for developing programs that tie the etarito the

surrounding community. Jane’s photos of the Brpokl
Markets fully illustrated her point that marketalyr are

community.

Dave Stockdale, the keynote speaker and dynamicuéxe

director of CUESA and the Ferry Plaza Farmers ntark€an

Francisco inspired the audience to think of farnmeskets as
leaders in our communities; leaders in uniting fawmers, our
customers and our neighboring businesses and coiti@sun
He illustrated his points with examples from therfePlaza
Farmers Market in San Francisco. Reaching the aamitgn

of restaurants and chefs in the Bay Area of Sandisao, and
addressing the parking issues along the waterftbetFerry
Plaza farmers Market instituted a valet system iding a

Drive up lane fro chefs only, where they could bwarra

wagon to collect their purchases and easily loamthnto

their cars and vans and head back to their resteutaaded
with farm fresh products. Customer, in turn, coialkle part in
their veggie valet, leaving purchases at the mabpketh for

later pick up and borrowing wagons to deliver thmirchases
to cars parked in nearby lots. CUESA, is an edocak

organization, promoting sustainable agriculture. heil

programs include working with the farmers to striesvard

sustainable practices and educating customers tande

mindful of the environment, sustainable agricultyreactices

and the importance of their support of these issUémy offer

farm tours to customers,
demonstrations, and a variety of activities thdphe tie the
Ferry Plaza Farmers Market and CUESA to the comiypas
stewards of their environment and responsible conityu
partners.

Other noted speakers shared Dave’s thoughts, adtigig

own touches. Charlotte Carter and her colleagBasan de
Navarette and Tiamesha Walker, led a workshop &onle
leadership negotiation and mediation skills. slimportant to
remember that other farmers and our market manageralso
customers, and with a bit of fun Charlotte instedct
participants in the finer points of handling marketnflicts.

classes and workshopsf che

One significant way to unite the market and the womity is
to develop a “Friend of the Market” organizationBetta
Helund and the Friends of the Rochester Public Kfar
showed how markets can be centerpieces for comynup
building, creating public gathering spaces and ecing the
communities. Jack Salo of Rural Health Network wask
again this year and speaking with Eric Denk therlCt# the
Legislature of Broome County. Jack and Eric enaged
participants to involve non profit organizationsdommunity
markets. It's an important tie-in to the communttglping to
fulfill the mission of the non-profit, but with threparticipation
comes additional publicity and customer traffic Hwey
promote attendance at your market. Steve FeendyEah
Tremblay presented some wonderful examples of nmtkat
have revitalized urban landscapes and downtownsansat
only bringing the farm into the city, but bringingrban
communities themselves together.

Gus Schumacher gave a personal glimpse of the ekaimg
farmers markets from the 1800’s to the presents fAimily

began their US farming experience in NYC in the [4800’s
— at 729 and Broadway and then Flushing, bringing truckiald
of produce to farmers markets at Washington Sqwee
Wallabout Farmers Market. He then contrasted Hamges in
the farmers markets through the 1900’s as his famdved to
the Boston area and into the*dentury. The Buy Fresh/Buy
Local Movement is a boon to family farmers and farsn
markets, with an estimated growth to 5,500 farmmesskets
with 75,000 participating farmers grossing an eated $1.5
billion in sales by 2015. Gus also showed the gngw
diversification of US agriculture with Hispanic ankian

farmers becoming an increasingly important secopplying

new farmers as well as new and interesting prodtccthe

marketplace. Gus also encouraged market managtrsk at

the impact of the Farm Bill on farmers markets -h&@xd

Lunch programs, changes in the WIC package, ttatdes

fruits and vegetables, expansion of the Senior FM&N® the
expansion of EBT use at farmers markets. Eachhesd
programs can add dollars to farmers markets andattmeers

who patrticipate.

On Friday afternoon, Ronnie Best, Manager of théeiga
North Carolina Farmers Market led an informativengla
discussion in regards to connecting to the conssiritetthe
community.
developing relationships with media contacts budt
promotional program for his market with a zero dolprice
tag. Television programs, including Oprah Winfrayd the
CBS Morning Program, use his market as a backdsoghgir
programs and highlight his farmers, their produatel his
special events while they are there. Local newsasts use
the market to do weather reports and showcase nepests
that focus on any ag-related stories. He doesathiyof radio
advertising, which he says gives him the most “b&orghis
buck.” Ronnie also does a weekly radio show, ‘Gerden
Report” that highlights what's new in the marketian
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Market Community, continued.

encourages consumers to visit the market.  Alongh wi
informing consumers, it sets the market up as the-tb”
place for information and expertise, a positiont thelps the
market build trust with the community which transk into
sales and profits for their farmers.

A very special thank you to Jim Farr, a man who regnany
hats — Assistant Director of Rochester Parks ancte@éion,
Director of the Rochester Public Market and Pretiad the
Farmers Market Federation. Jim was responsible for
organizing the conference this year — working wittie
Armory to keep renovations moving forward to allow to
meet in the historic site, sourcing the food fdraalr meals,
providing the transportation throughout the conies
hosting the tour of the Rochester Public Market playing
host throughout the conference. Jim had somefiterri
assistance from his special events coordinator,n Joa
Hildebrand. Many of the attendees never noticeshJbut
she worked tirelessly to serve all the meals, iclg the
breakfast foods and midday breaks. It is oftenidzthhe
scenes work that goes unnoticed, but it is critittalthe
success of every event.

We also owe a great deal of thanks to those whdkeabso
hard to provide the wonderful local foods. The Rester

Rochester Public Market 1905

Public Market provided lunch on opening day, asl ves
breaks during the conference and breakfast sandwidhring
the market tour. All food was grown or preparedthmsir local
farmers and vendors. Chris and Vicki Hartman, rgana of
the South Wedge Farmers Market, along with Michéel
Warren Thomas, Savor of Life Radio Show Host, piedi a
tremendous local foods banquet from the South Weadzpket
farmers. Not only was all the food from the lotaimers, but
the farmers came to the conference to help pregrdeserve
the foods as well. Finally, Tom Ferraro, Execuliesctor of
Foodlink, the regional Foodbank located in Rochestested
lunch on the final day. His lunch, again, featulechl foods
from local farmers, prepared by Fresh Wise Caterifg
Foodlink’'s own catering service specializing in dbdoods.
Following lunch, Tom gave a presentation on Foddkin
programs, which link local agriculture to the amtinger
programs of the food bank and various other progra
sponsored by Foodlink.

The biggest thank you goes to all those who atinitie
conference. It was a truly inspiring experienceviich over
100 attendees battle the snow, the renovationgygwinin the
Armory and in the hotel, the cold dining area aathbooms,
yet unite in a spirit of sharing. The conversationere
endless, the friendships grew between attendeed antieve,
everyone left enriched by the experience. | kndnat tl
certainly did.




From Lard to Mustard

Making Value Added Products at the Battenkill Kitchen
By Paula Schafer, Ag Economic Development
Cornell Cooperative Exchange Saratoga and Washington Counties

Take a trip to a farmer’s market or a local fooorstand you
will see locally processed products. Have you evendered
how and where the product was made? Making a psece
food product for retail sale can be a long procéssre is
recipe testing, cost analysis, labeling, and premelcensing.
Then you need a place to process the product whagts Ag
and Market approval. As part of the Cornell Coagige
Extension Agricultural Economic Development (AED)
Program of Saratoga and Washington Counties, we
investigated the needs and identified a potentatgto have
a shared use kitchen available to food processors.

A shared-use kitchen is a kitchen shared by maffgrdnt
processors. In this case, a shared-use kitchendmmercial
equipment a processor can rent by the hour to rmgkeduct.
The model is ideal when a new business does nat bz
money to invest in building a full scale commerdiathen in
order to process their product properly and saf@y.renting
the kitchen, a producer can grow slowly and devetogir
business.

The Battenkill Kitchen

In 2002, the new jail in Washington County was gefuilt.
This meant the historic courthouse and jail in Bale
Washington County was going to be empty. Salem
community members with a forward thinking approach
decided to save the courthouse and jail and begisepvation

of this historic landmark. Today, the Historic &al
Courthouse Preservation Association manages thettiomse
complex (vww.salemcourthouse.org Part of the complex
was an 800 square foot kitchen. A group of volargecame
together and the end result was a new organizatiuh a
shared-use kitchen facility called the Battenkitidkien, Inc.

The Battenkill Kitchen, Inc. is a not-for-profit 50(c) (3)
organization and operates a commercially equippezhdn
available to farmers, individuals, businesses, emthmunity
organizations to process food products for indigiduse or
retail sale. The kitchen is also available to hethicational
programs, meetings, and special events.

The kitchen provides a space for individual prodsi¢e create
and process their food product. The kitchen has bespected
by the New York State Department of Ag and Marlaatd is
a perfect place to launch a small food businessowita large
capital investment.

BKI's goals include providing educational seminaasd
instruction in the areas of food preparation toaloarmers
and food producers; to provide area residents rindibion and
educational assistance in the creation and pacjagfirfood
products; to use the kitchen as a teaching platforeducate

local school children about food; to provide themoounity
with a kitchen to be used for community events.

The kitchen was equipped with the basic equipmertiad to
make meals for the prisoners, such as a six-bgaerange, a

convection oven, two gas fired baking ovens, a hifgh

temperature dishwasher, and a walk-in cooler. \Vdlthittle
paint and a lot of elbow grease, a group of dedita
volunteers began to transform the kitchen spaaeantisable
shared-use kitchen.

Fast forward to 2008, BKI has a fresh look and ne
equipment ready for any food processor to use. nH$do
funding from grants and donations, the kitchen tmasnew
commercial tile floor, 40-gallon steam kettle, 4@aq¢t stand
mixer, digital scale, commercial food processod atainless
steel food preparation tables

Who is Processing at the Battenkill Kitchen

The kitchen offers farmers an avenue to developevaddded
products to sell. Just talk to Jennifer Small, ewaf Flying
Pigs Farm, who renders leaf lard at the Batterkitthen.
Pork is Flying Pigs Farm’s major product sold a¢ tour
Greenmarkets in New York City they attend twice aelu
Their business goal is to maximize every cut of inleay sell.
Leaf lard is a special piece of fat from the pigttis processed
into the finest fat used for baking. By Flying Rigrarm
processing the fat into leaf lard, they now offaeady to use
product for their customers. Before, when theyd sble fat
unprocessed, it would have sold for $4.00 per pouriy
processing it for the customer, they are sellingarieaf lard
and getting $6.25 per ¥2 pound. The leaf lard snsas a
value added product by the customer.

“Just as you need good tools on the farm with adegpower
for a job,” Jennifer says, “the same holds tru¢hie kitchen.
The Battenkill Kitchen has the professional equiphie get a
large job done right.”

A\



Battenkill, continued.

Another product being processed at BKI is Jailhddsstard.
This spicy mustard with an attitude was a long ticoening
from Mary Marschhauser of Hebron Hills Farm Productd.
For years Mary Ann made the mustard for her fanaihd
friends and was encouraged to produce her mustasklt.
Now thanks to the BKI, Mary Ann can now sell hergtaud at
local and regional retail venues.

"I'm excited to finally be releasing my own produtd

market,” says Mary Ann, “lI have been making homedena
mustard for over 20 years, sharing it with famflyends and
neighbors who urged me to sell it to the public

How to Get Started

Jailhouse Mustard, as well as many other processmdlicts,
came to be by attending workshops taught by thehdast
Center for Food Entrepreneurship through Corneilvensity.

The AED program has hosted tRecipe to Marketworkshop
which provides an overview of the steps and regiat
regarding small-scale food production. Anotheecipe to
Market workshop is slated again for Friday, April 4 hétd
Salem. And for those interested in processing yctsdlike
BBQ sauces or picked vegetables, an Acidified Faddsses
will be held Saturday, April 5.

The one-day seminars will provide future food eptemeurs
with knowledge of critical issues needing consitierabefore
launching a food manufacturing business. Partidgpavill
leave the program with a good grounding in foodiress
basics, and a road map pointing to where one ntedp
before launching a food business. Anyone intedeste
developing a product should plan on attending thekshops.

Program topics to be covered in the Recipe to Marke
workshop include: What is an entrepreneur; marksearch
and selection; business structure; product and eseod
development; packaging and labeling; pricing andstco
analysis; promotional material package; produatoifiiction
and sales; food safety and sanitation; and a tduthe
Battenkill Kitchen.

How to Process at the Battenkill Kitchen

The first steps if you are interested in processindgood

product is to contact the Northeast Center for Fo

Entrepreneurship (NCFE) at 315-787-2274 f
necfe@nysaes.cornell.edu NCFE provides comprehensivi

assistance to beginning and established food eetreprs.
You will also want to secure your food processicgrise by
contacting the Food Safety Department at the Nevk Boate
Department of Ag and Markets at 1-800-554-4501 .ceQyou
have investigated these steps, contact the BKI tatemiing
the kitchen at 518-854-3032.

BKI holds classes, events, and fundraisers in tké fBcility
and also co-sponsors events by other organizationthe
facility, as well as off-site. Visit BKI's websiteat
www.battenkillkitchen.orgfor a full listing of equipment and
details about the facility, upcoming events, classand
processor user forms.




NEWS FROM THE SMALL FARMS PROGRAM AT CORNELL

New & Beginning Farmers Can Reap Rewards from @nliourse

Aspiring, new and diversifying farmers now have the
opportunity to receive farm enterprise start-ujnirey online.
The NY Beginning Farmer Project, a collaborativéorfof
the Cornell Small Farms Program and Cooperativeision
educators, has developed a nine-week online courke.
course is designed to benefit participants fromivardity of
backgrounds, from those just exploring a new ideahbse
seeking to diversify or expand existing farm opiers.

Cornell Cooperative Extension offices have long € high-
quality courses for beginning farmers, designed h&lp
participants build a foundation for their busingdan. But
many aspiring farmers live in urban areas or casntvhere
demand isn't high enough for such courses to bereuff
Educators know that new farmers tend to be relgtive
internet-savvy, yet while they can easily “goodie&ir way to
mountains of farming information, few online sows@xist to
guide decision-making and new farm planning. The NY
Beginning Farmer Project seized this opening tater@ new
learning opportunity for aspiring, new and diveysif
farmers.

Course content is drawn from a stand-alone, publicl
accessible website &tttp://beginningfarmers.cce.cornell.edu
while the course (and all its activities, forumsdaomework
assignments) is housed in a virtual "classroomt tiaa only
be entered by registered participants. The lessan 5
similar to other new farmer trainings and curricussarting
with an assessment of goals and resources, moknogigh
marketing, enterprise  selection, and environmental
stewardship practices, and ending with taking al haok at
profit potential and business planning. Along theayw
participants interact with each other through dison
forums, post questions for the instructors, collextources
relevant to each lesson, and complete activitles lielping a
fictional new farmer make decisions about his besén

The NY Beginning Farmer Project was funded by theRérm Viability Institute and Cornell Cooperatitension.

Jefferson County CCE Educator Molly Ames, alonghwil
Franklin County Educator Jessica Prosper, willdaehing the
next run of the online course starting the thircekvef March
2008. The beauty of online courses is that you darthem
from the comfort of your own home, at whatever tiofeday
suits your schedule. So sit down at the computal g cup of
coffee, and get ready to start making your farmadre a
reality.

Course Outline& Specifics:

- Nine weeks starting the week of Wednesday
March 19, 2008 with introductions and orientatiofy
to the on-line course structure, then seven units
covering the basics of building a business plan.
Final week ends May 21st with a quiz and review.
What's covered: Goals, Skills & Resources,
Marketing, Evaluating Land, Equipment, and
Facilities, Choosing an Enterprise, Land
Stewardship, Profitability, Regulations, Taxes and
Legal Issues.

Discussion and Feedback through online forums
email and phone support.

Opportunities to interact with agricultural
entrepreneurs from around the state, to get
feedback and offer input on other ideas and issugs
encountered in the exciting markets of today's
changing food and agriculture systems.

Course size is limited so call soon to reserve @. dpost is
$200 with $50 due at registration. You will receavéetter of
Successful Course Completion that can be includegour
business plan documenting your course work.

To register, call Kristen at 315-788-8450 and askbe
registered for the On-Line New Farmer Training.

$ n
n $ % n

68+, $

6 & ?-89%,9+9*
<6@8+, o #+ #* >

% = >




Customer Information Leads to Better Marketing
By Jane Eckert

One of the most important questions | ask farmgrdiho
are your customers?”

To frequently the answer is something like:

“Well, | think they are mostly folks in the surrading area.”
“Probably most of them are driving down from tligy &

“I guess we get a lot of folks who are coming ddwithe
beaches.”

If you really don’t know who your customers areerth is a
good chance you can increase your market income
significantly by finding out. Every business shbube
collecting the names, addresses and e-mail addredsés
customers. Now | know some farmers are hesitagetaoo
nosey; it's not our nature to go poking around tiheo folks’
business. However, if you use the information hie tight
way, you will be helping your customer and helpymyirself.

So if you haven't been doing it, start collectinglatabase of
information about your customers.

Collecting Information

It still works quite well to gather information tleéd fashioned
way — with a Guest Table. Set up a table in a eniant
location with a sign-up slip. Post a nice signasrabove the
table with an offer to send customers occasiorfafrimation

about what's happening at the market, if they wdikd to

sign up now. Provide pencils or pens and a bothabthey
can deposit their information. Be proactive andshes your
staff at the checkout asks them if they would li&esign up.
You might even ask customers to clarify exactly iney’'d

like to know more about. That way, you can taijaur

message to fit their needs.

If you have a Web site, be sure to put a SUBSCRbBEoON
on it. One click, and your customers can quicldgdsyou the
information your need, in the convenience of tlon homes.
In your print advertising you can suggest that @ongrs might
want to subscribe to your newsletter online.

Targeting your audience

Ever wonder why the big box stores ask for your eaque
when you are checking out? It is called “targetingu
audience. Instead of scattering your advertisirgssage to
the four winds, the database tells you which petigée your
business, so you know how to contact them againhamdto
contact more people like them. The database alpwsto
focus your efforts on the people most likely to eoamd spend
at your market — your “target audience.”

Knowing your target audience helps you know whermvest
your time and money. Now you can select newspap&f or
radio in the same geographic region of your custesmé&he
same is true when you purchase a flyer in largepoou
packets, advertise at specific movie theatresuochase door
hangers in the target neighborhoods.

Here are just a few reasons why you should knowrevlgeur
customers are coming from, and how to contact them:
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1. Have a better idea of what your customers what to
see, do and buy. Knowing where they are from|
(which you learn from the zip code) helps yo
anticipate what they want. If most of your custosne
are from out-of-state, they aren't likely to havevay
to refrigerate your delicious, dairy-fresh, han{—

==

packed ice cream. Concentrate on fresh seasgnal
fruit, homemade bakery goods, hearty vegetablps,
and other things that travel well.

2. Know where to invest your advertising efforts.
Knowing where your customers are from will help
you better target your advertising dollar, as vl
your efforts in promotion and publicity. Most urba
areas have weekly papers that go to different
communities within the city. Matching the zip cede
of your customers with the right papers will letuyo
sow your advertising dollars in the most fertileldis.
Likewise, if your database shows that most of your
visitors come in off the interstate, they will ligke
never see you advertisement in the local newspayper.
The out-of-town zip codes would indicate that ygu
might better invest your advertising dollars in &
Site that will be seen when the customers dre
planning their trips.

3. Communicate more frequently with your best
customers. It has been proven time and time agajn
that the cost to acquire a new customer is vgry
expensive, but the cost to lose one is even higher.
marketing, we speak of the ‘lifetime value” of a
customer. A happy, informed customer will keep
coming back, bringing her kids, her grandkids amd |5
on, so the lifetime value of one good customerlman
measured in terms of hundreds or even thousand$ of
dollars. Customers need to be reminded who you dre
when you are open, what you sell, what fruits ahd
vegetables are in season, and what fun they cam Hav
at the market.

Here are just a few ideas of how to contact your
customers:
Send or give them postcards when a crop is
ripe
Send or give coupons/loyalty passes
Post or send an announcements about the
opening of your season, special events, new
attractions
Send, hand out or post an announcement
about a special VIP shopping time or
activity
Develop a seasonal or quarterly newsletter
It could be handed out, but many business¢s
are now finding that electronic newsletters
are more timely and economical.
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