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Is Expansion to a Winter Farmers Market in Your Future?

The Buy Local movement is driving consumer

demand for locally grown foods. In response, farmers
are turning to direct-to-consumer sales venues, such as
farmers markets, to market their farm products. In

NYS, the number of farmers markets has increased
70% since 2000, keeping pace with the growing
interest in local foods. However, most farmers

markets only operate on a seasonal basis, leaving a
gap in access to locally produced foods and farmer
income.

Farmers have been gearing their production toward
extended market seasons. Training from Extension
Educators in high and low tunnel production, winter
storage crop production, meat marketing, and other
season extension techniques has prepared farmers for
year round marketing. But their marketing options, to
date, have been limited.

Miriam Haas, owner of Community Markets,
recognizing the need to provide farmers with winter
outlets, has begun to expand some of her markets to
year round operations. She operated 5 markets
through this last winter and has found great success.
In fact, her farmers report their sales to be near o
above summer sales figures!

Miriam spoke at the 2010 Farmers Market Managers
Conference on her experiences with expanding her
markets to year round. She started the project long
before the winter season set in and advised conference
attendees that this is a long process to ensure a market
that is successful for both consumers and farmers.
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An initial consumer survey was conducted to
determine their interest in a winter market and what
foods they would like to see in the market. An
informal survey of her market farmers provided a list
of farmers that would have product to sell and interesty
in participating through the winter. It was a matter of
matching customer product requests with the farmers
willing to market year round and keeping a balance of
producers to prevent a high level of product overlap.

Creating the market was a challenge in itself. Most
New York State markets are outdoors. Miriam’s
markets were no exception. Finding an indoor locatior
was a challenge. She recommends looking at church
halls, schools and community centers. When looking
at potential sites, it is important to consider the needs
of the farmers. Keep the site on the ground level, with
no entry stairs. The site must have adequate access fpr
farmers to bring product in. The layout of the space is
important as well. You must create a plan that uses thg
space efficiently and creates traffic flow that brings
customers by each farmer and will accommodate a
large crowd with a plan for emergency evacuation.

“Budgeting for the winter market was an issue in
itself”, Miriam told attendees. “I couldn’t charge the
same rates at the summer markets because the costs
renting space were much greater.” Space rental
covered the use of the hall for the market, the parking
lot and an assurance that snow plowing was
performed to keep the parking lot clear for farmers
and customers. Miriam spent a great deal of time
analyzing her costs and calculating an appropriate
space rental fee for the farmers.
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Miriam recommends that all contracts for space and
snow plowing be put in writing. This is helpful in the
event of a dispute. Each party knows exactly what
they are contracting for.

Promoting a winter market has many challenges.
Getting customers to shop during a season they are
unaccustomed to and a new location is not easy. It
requires massive effort. First, signage is important.
Winter markets are not visible from the street since
they are inside, so signage along the road leading to
the market helps customers to find the market.
Advertising helps to inform consumers that the market
is still open through the winter.

Miriam used a number of tactics to promote the
market. Flyers were posted in stores and businesses
throughout the community. The market was also listed
in the community section of local papers. Miriam also
used online resources to promote the market,
including the market listing on the community’s own
website, on the state lists with NYS Dept of
Agriculture and Markets and the Farmers Market
Federation, and also on localharvest.com, a website
that is devoted to connecting consumers with local
farmers markets and CSA's.

Setting the market hours was a consideration also.
People tend to come out later during winter’s dark
morning hours. So the times were adjusted to account
for that. She also needed to consider the extra set up
time involved in getting each farmers products into
the building through only one or two common doors.
She recommends allowing at least two hours for set
up. In addition, she requires her farmers to remove
their trucks from the market parking lot. Space is
limited and she prefers parking be left for the market
customers. Space for farmers truck parking is
something else that needs to be considered when
scouting a market location.

Once the market location is set and the logistics of
traffic flow, product/farmer mix, parking and snow
plowing is handled, then Miriam turned to other
matters to make the market a success. She says
customer service is key. While it is important for an
in-season market, she feels it is even more important
for building customer traffic for a winter market.

During the summer months, Miriam collected
consumer email addresses for a market newsletter.
These emails were then used to send notices of the
winter markets. Notices continued throughout the
winter months to keep the market in the forefront of
consumers’ minds.

Most markets use special events to draw people into
the market. Miriam feels it is also helpful to use
events for winter markets. The challenge is space.
Events must be smaller in scope, yet equally appealinp
to consumers. She used a mixture of music,
information distribution and education. Examples
including canning and preserving demonstrations,
cooking demonstrations with winter vegetables,
composting literature and nutrition information on
winter root vegetables. One of the customer favorites
was cooking contests with local residents vying for
market prizes.

Consistent evaluation of her efforts helped Miriam to
adjust her market as needed. Customer counts and
surveys helped Miriam to know what changes or
adjustments were needed and measure the impact of
her efforts were on customer satisfaction and farmer
sales.

Miriam’s winter markets were successful. Customers
had year round access to locally grown and processed
foods and farmers had a viable year round market to
sell their extended-season farm products. More than
one farmer remarked that their winter sales were equdl
to or better than their summer sales.

Miriam Haas is the owner/operator, along with her
husband Jon, of Community Markets. Together they
operate 22 farmers markets, including 5 winter
markets, in Westchester and Rockland Counties and
throughout New York City. For momgformation on
Community Markets, visit their website at
www.communitymarkets.biz
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Federation Board Elects New President

After several years as President of the Farmers Markdt
Federation of NY, Jim Farr has stepped down. While
he is continuing with the Board as its new Treasurer,
he felt that it was time for a change. “It's time faw
blood and fresh ideas”, said Jim. With many thanks
for Jim’'s hard work and dedication to the Federation,
the Board has elected a new President, Bob Buccieri,
Executive Director of the Seneca Falls Development
Corporation and developer and director of the Senecaj
Falls Farmers Market.

Bob brings with him a wealth of knowledge and ideas
to bring farmers, markets and communities together.
He has instituted many innovative ideas to the Senecé
Falls Farmers Market that have made this small town
market a thriving venue for local farmers. His efforts
to partner with local companies have resulted in a
successful coupon program, bringing workers of the
local businesses to the market each week. He also
looks for every opportunity to promote the market
within the community. His efforts have brought many
local restaurants and businesses to the market,
building successful relationships between the local
business community and the local farmers.

“Partnerships are what build success, whether it's a
farmers market or any other business. The more
people work together, the more awareness can be
created for each partner’s businesses and the greater,
benefit for the community as a whole.. This is a
philosophy Jim Farr is familiar with, and one | want
to continue to cultivate as the Federation’s Board
President”, Bob said. “We can create new
partnerships, revitalize and energize current ones, and
build the Federation’s ability to serve our state’s
farmers markets, responding to their needs, current
trends, and impending regulatory legislation.”

One of Bob's goals for the Federation is to increase
member participation in Board committees. There are
six committees requiring member input: Finance and
Development; Audit; Board Development and
Member Relations; Governance; Programs and
Services; and Advocacy. Each committee is currently
establishing missions and charters, to help them
recruit additional committee members. If you are
interested in participating in any of the Federation
committees, or just curious to learn more, please
contact Bob aBbuccieri@senecafalls.coaor Diane
Eggert atiane.eggert@verizon.net




Get to Know Your Vegetables
New Promotional Effort for NYS Farmers Market Wireless EBTrégram

Food stamp customers
interviewed at farmers markets
have expressed their desire to eat
healthier by increasing their
consumption of fresh fruits and
vegetables. The ability to use their food stamp benefits
at farmers markets provides them a more affordable
source of the freshest, most nutritious foods. For the
2010 market season, the NYS Farmers Market
Wireless EBT Program is expanding to a minimum of
30 additional farmers markets, increasing the
opportunity to reach thousands of additional food

stamp consumers and connect them with fresh, healthy

locally grown foods.

The Federation is launching a new “Get to Know Your
Vegetables” Project to help reach additional food
stamp consumers through an email marketing program
that will help to educate consumers on the positive
impact of eating fresh local fruits and vegetables to
their overall health and wellness.

The project will develop an e-newsletter that will reach
out to food stamp consumers. The content will focus
on seasonally-appropriate vegetables in each issue.
Discussion will center on the health benefits of each
vegetable, including vitamin and mineral content,
disease prevention benefits and its overall importance
to health and wellness. In addition, the e-newsletter
will feature easy to use recipes, helpful hints and tips
on using fresh vegetables.

For example: Tomatoes

The tomato is high in lycopene, a
chemical that has been found to help
in the prevention of prostate, lung ang
stomach cancer.

The tomato is botanically a fruit, but
its use puts it into the vegetable
category (as well as by Supreme Couft
ruling in 1893).

Tomatoes should be stored at room
temperature, never in the refrigerator,
Refrigerated tomatoes become water?
and quickly lose their flavor.
Recipes for using fresh tomatoes

We are asking Farmers markets in NYS and
community social service agencies to help promote th
e-newsletter to their consumers and clients. We will
provide markets with table cards to be posted at

managers tables to promote the e-newsletter and diref

consumers to theww.snaptomarket.comwebsite to
enroll. Social service agencies will be recruited to
promote the e-newsletter through the NYS Farmers
Market EBT program’s regular communications with
service providers. To further encourage enrollment in
the e-newsletter, each month, May through October,
new enrollees will be entered in a drawing for a
Farmers Market Shopping Spree, a coupon valued at
$20.
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To accompany the e-newsletter will be a build-out of
thewww.snaptomarket.cowebsite. This site is a
consumer oriented site that promotes the use of food
stamp benefits at New York's community farmers
markets. Market locations are listed here, as well as
links to information and social services that will aid
low income consumers.

To accompany the health and wellness education of tlie

newsletter, the website will host a “Get to Know Your
Vegetables” slide show. This will be a searchable
gallery of vegetables commonly found in New York’s
farmers markets, along with its season, nutrition
information and easy-to-use recipes.
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Farmers Market Banners Available through Premier Marketing
The Federation has developed farmers market banner desidwevi York’s farmers markets. Banners are available

through Premier Marketing on an ongoing basis. Call far yanners today!

MARKETING GROUP Farmers” Market Federation of New York

A custom guaote fram Premier Marketing Group

To place your order, call or e-mail Rick at : 1-800-427-6767, Rickyd@pmginc biz

Street Banner
Banner size 9°' x 2’
Your Town/City $179.00 each
~ Main 5t.,Spring St.
- Mid June through
 Mid October
|osin Tm-4| BANNERS ARE CUSTOMIZED WITH

=
g

SPECIFIC MARKET INFORMATION AND
LOGO. AVAILABLE WITH EITHER
GROMMETS OR POLE POCKETS.
SHIPPING NOT INCLUDED.

1) s )|

AS DISPLAYED AT THE CONFERENCE
Banner size 2' x 6’ (or 6’ x 2)
$119.00 each

Banner size &' x 4
$199.00 each

A2 x 3" banner is also available for $79.00




Federation’s New Online Directory Is In Full Swing
Remember... Keep your web profile up to date!

The Farmers Market Federation implemented its
new online membership management system this
past February. One of the great features of this
new program is our interactive website directory.
Farmers markets and Federation members can
have their profiles published on our website so
consumers and fellow market participants can
readily find them. And what's really great is that
each member can now access his or her own
profile at any time to ensure that all its
information is up-to-the-minute and accurate.
We're getting wonderful feedback from
customers, market managers, and vendors alike
about the database and our other online features.
So many people visit our website for its valuable
information, resources, benefits, etc. That's why
it's so important to keep your profile up to date.

We’'re in the process of updating our market
profiles to be sure all the information listed is
current for this 2010 season. Market managers—
we need your help! The season has started and
your customers are counting on you! Please take
a few moments to check your web profile and
make any necessary revisions. Here’s how:

You'll need your username and password
in order to login. Start by visiting our
website atvww.nyfarmersmarket.com
Every profile holder was sent their
username and password in both an email
and hardcopy mailing but, not to worry—if
you’'ve misplaced yours or somehow it
didn’t make it to you, just email or call the
Federation officejpanne.s15@verizon.net
or 315-637-4690). We'll gladly provide
your login info.

Step-by-step instructionsEasy instructions
for accessing and updating your profile are
available to you at any time. Again, just
contact our office. The directory is very
user-friendly and editing your profile’s

fields takes literally only moments but we
know that sometimes it helps to have simple
instructions handy for quick reference.

No internet access™o problem. For those
of you who do not have an email account,
have no internet access, or just don’t use a
computer at all, simply send us a note or
give us a call with your market’s updates
and we’ll be sure all the important
information gets into the directory.
Remember, even if you're not online,
millions of others are so you want to be sure
potential customers can easily find out
about your market when they’re in your
neighborhood!

An extra tip: Each directory profile is
considered its own “account” so each will
have its own dedicated username &
password combination. You must access
each one individually in order to make your
revisions. This circumstance only applies to
those organizations with multiple markets in
their network. While usernames &
passwords may be changed at any time to
something more memorable or relevant to
you, no two markets may have an identical
username/password combination.

Privacy. Another great feature available to
our directory members is the “Hide” option.
If there is any information that you prefer
not to have published on our website, you
can simply click this option and that item
will not display in the directory.

That's all there is to it. A few minutes and a few
clicks and your market’s profile is instantly up to
date! So please take a moment now to check out
our directory to see if your profile is current:
www.nyfarmersmarket.com

Thanks for your cooperation. We—and your customers—appreciat it!




Farmers Market Manager Mentoring Blogs

Have you visited the new Farmers Market
Manager Mentoring Blogs on the Federation

website atvww.nyfarmersmarket.coth

A set of five dedicated market managers have
taken to blogging about various issues of farmers
market management. Each blog is filled with
useful tips, expert advice and interesting
antecdotes. You have the opportunity to share in
these blogs. Read each post, learn from it, and
respond in kind. Each blogger welcomes your
feedback and questions and will respond to each
comment made, as appropriate. Often your posts
are the inspiration for the next full posting by the
bloggers.

Decriptions of the five blogs are:

1. Promoting Your Market

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, 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.




Does Your Marketing Program have a GPS?
By Debra Perosio

Nowadays, most people don't travel far from
home without a GPS precariously stuck to the
front windshield with that rather annoying
monotone voice guiding them from turn to turn
and, at times, “recalculating the route” to get you
back on track!

Like a GPS that guides you into foreign territory
and coaxes you back on track, a marketing plan
can do the same for your business. Too small to
go to all the fuss?? Think you can do it by the
seat of your pants?? Well think again. No matter
how small or large a business is, a marketing plan
is a necessary tool for every business that can be
an interesting and informative document to
prepare.

Every business at one time or another does some
type of marketing. Marketing can be as informal
as a hastily placed road sign advertising sweet
corn or a more complicated marketing campaign
developed to create brand awareness for a new
variety of apples or onions. Whether you are a
seasonal business, part-time business or a large
business, every business needs to develop a
roadmap to guide them through the marketing
process. That road map is a marketing plan.

A marketing plan is a fluid document. It provides
a guide that you follow, at time wandering off
course due to changing conditions in the market
(that’s when the GPS tells you it is “recalculating
the rout!”). However, despite changes in your
product, your customers or the economy, you
keep plugging along, changing and modifying the
document as you go, but keeping your eye on the
goal of the plan all of the time. | always tell
people to put their plan in a three-ring
binder...take pages out, replace others as
circumstances dictate, all of the time trying to
keep the document up to date and relevant.

The first part of your marketing plan really
focuses on the business as it stands today. What
type of business is it? What is its mission, vision?
What are the business’s strengths and
weaknesses? Who is your competition? What is
the industry like that your business is part
of...growing, declining? By answering the
following questions you will have the start of
your business plan.

Company Description

1. Introduction
What is the business? Its history?
Product definition — include a general
description of the various products. What
benefit is it providing?
Problem definition — what, specifically,
does the business need help doing?

2. Market Summary

- Target market/s — which are they and

what are their specific needs?
Does your business currently have
multiple target markets — each with
distinctive needs and wants? Please
describe them.
Why have these been chosen as the
appropriate target markets?
Is there evidence of target market
growth/decline? If so, what are the
projections for growth/decline within
each target market?
Target market profiles: what
characteristics best describe each of your
business’s current target markets?

3. Market Needs
What is the specific market need your
business hopes to fulfill for each of its
current target markets? What
value/benefit are they providing to each?

Strategic Focus and Plan

1. What is the mission/vision for the business?

2. what are the goals of the business?

3. what are the core competencies of the
business?

4. What is the sustainable advantage of the
business?

Situation Analysis
1. SWOT Analysis

Internal Strengths and Weaknesses
Strengths — the positive attributes of your
business
Weaknesses — what are the weaknesses of
your business?

External opportunities and threats
Opportunities — the potential that can be
realized by a well-executed and well-




timed strategy, what opportunities exist
for your business?

Threats — are there any unfavorable
trends or developments that will
negatively impact your business’s
revenue/ability to provide the intended

Feel free to use the grid below to guide you
through the competitor analysis. You can indicate
whether or not the competitor is on par, better,
worse than your business or put more specific
information into each box to help explain each
parameter.

benefit
FACTOR COMPETITOR | COMPETITOR
You can use the grid below to guide you through COMPETITOR 2 3
your SWOT Analysis: 1 (identify) (identify)
(identify)
INTERNAL | STRENGTHS | WEAKNESSES Price
FACTORS Quality
Management Product Line
Product Mix Service
Marketing Location
Strategy Advertising
Quality Reputation
Distribution Business
Facilities Strategy
Location
Debra Perosio is a Lecturer in Applied
EXTERNAL | OPPORTUNITIES | THREATS Economics and Management at Cornell
FACTORS University. This article is part of the “Smart
Current Marketing” Series, a marketing newsletter
Customers produced by Cornell’'s Department of Applied
Prospective Economics and Management. For more articles
Customers on marketing visit:
Economic http://hortmgt.aem.cornell.edu/smart_marketing.
Environment

2. Industry Analysis. This section should be
well researched and very comprehensive.

What are the current trends in the
industry? (This helps you uncover
possible areas that you may want to
pursue for your business)
Is the industry in a growth or decline
phase

3. Competitors

- Who are your business’s competitors?
Please identify them.
What are their strengths and weaknesses
— size, market share, etc?
How is your business perceived by its
target markets relative to these
competitors in terms of comparative
quality, image, reputation, price,
awareness, etc?




