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Personal relationships can help farm marketers build loyalty

As we get into the farm market season, it
may be helpful to talk about a new way
of marketing products that’s being used
in grocery stores and malls across
America. It's called emotional branding.

The term was coined by Mark Gobe in
his book of the same name. In the book,
he lays out several key shifts in thinking
that can have a profound effect on your
farm market.

Agricultural direct marketers already
treat customers more like people than
you might get treated at your local chain
store. | still think this can be improved
upon in direct market delivery. Do you
know your customers by name? Do you
greet them when they enter your stall

area? Can you predict their needs or wish to be farmers. Talk too many of the reinforce what

By: Phil Tocco
Michigan State University

If you sell your produce at a farmers’

speaks of who you are as a business and

market, you already know the quality of what you believe as a person. It conveys
your items needs to be at least as good asa personality. From brochures about your
anyone else’s. You need to ask yourself business to the sign hanging over your
a question: Why would a patron prefer to stall to the quality, volume and type of
shop at my stall? Is it your extensive produce you sell, these things build a
variety of tomatoes? Perhaps you send powerful perception of your personality

an e-mail notification to regular
customers about when the first corn of

in the minds of your customers.

the season is on sale. Maybe you have als the personality in your customers’

unique sign and stall layout. Everything
you do in interacting with your
customers, from the first time they see
you to the second time they visit, can be
used to build a preference for your
produce.

minds the same personality you want in
their minds? Take a minute to map out
the points where your customers can
contact you or information about you.
Do these avenues portray a unified
image you want portrayed? Does your
web site reinforce the look and feel of

Many non-farm residents have a secret your farm market? Do your offerings

the customer might

desires before they ask? By tracking people that move out to rural areas and expect from the view pulling in the
purchases frequent customers make, youthey often want to grow things. A few of drive? All these things play a part in the
can better alert them to things they don’t them act upon these wishes. As an actualgrand scheme of your personality to your

usually buy but might be interested in farmer, can your farm market capitalize customers.

based on past experience.

Agritourism is big business in rural areas

on these wishes? “Adopt a tomato plant”
or “rent a cow” type programs allow for
a certain amount of vicarious wish

these days. Part of the reason thesefulfilment for these aspired farmers.
businesses have taken off is because theyWhen coupled with regular updates and
sell an experience. Part of the reason pictures showing the status of “their”
People get excited about farm markets is critter, you are building an experience

sale of an experience. If you make your
farm stand or farm market stall more
than just a substitute for a grocery store,

that some people might be willing to pay
for.

you can create the same experience for Your “product” is your farm. Everything

the people who buy from you.

you do to interface with customers

Most farm markets understand the need
to listen to what the customer wants to
continually  refine their  produce
offerings. What might be lost on most
farmers is that most farm markets
customers want to hear your story as
well. They want to hear about how your
family came to the land you now farm.
They might even want to know about
(continued on page 2)
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Mark the Date ....

March 6 — 8, 2008 marks the second
round of the Farmers Market Managers
Professional Training Program,
sponsored by USDA’s SARE
Professional Development Program.
Year one concentrated on basic manager
roles. We delved into discussions on
what are the day to day duties of
managers, developing effective rules and
regulations, recruiting farmers, as well as
designing a market for customer
satisfaction.

Year two will concentrate on leadership
to build a market that connects to its
farmers, its customers and its
community. By creating a market that
effectively balances these three
elements, markets can begin to create
lasting success. We dig into these issues
at our winter meetings, March 6-8, 2008,
in Rochester, NY. Jim Farr and the
Rochester Public Market will host
market managers for 3 packed days of
workshops, local foods, insightful
speakers and follow up with a tour of the
Rochester Public Market.

A poster session will be featured on Day
1. This is an opportunity for each market
to develop a poster presentation on
anything that your market has or is doing
that you would like to share with other
managers. By example, the Rochester
Public Market has instituted a Veggie
Valet. This innovative program can be
presented through bullet points that
describe the project, results of the
program and lessons learned. Pictures
can be added to punctuate the points
made and add interest to the display.
Each market with a poster presentation
will be given a few minutes to describe
their poster. During a cocktail hour
following the presentations, which will
feature New York wines and cheeses,
market managers will have the
opportunity to view the posters and talk
to the markets involved for more in-
depth information. This should be a fun,
sharing experience.

Mark your calendars for March 6-8,
2008 so you don’t miss the opportunity
to learn how you can be more effective
as a market manager.

Silda Spitzer discusses farmers markets
with Krys Cail and Diane Eggert at the
Federation booth at the NYS Fair.

Personal Relationships...
Continued from Page 1

your land stewardship practices and
choices in seed companies. This dialogue
strengthens your relationship with your
customers and deepens their loyalty. In a
broader context, it helps shape a positive
image of the farmers as a whole in non-
farm customers.

It used to be that relationships were at
the heart of all business transactions. As
businesses became bigger, the
personalized nature was mostly lost.
Emotional branding brings us back to
business basics to remind us that this is
how you build customer loyalty,

cultivate new prospects and grow your
business.

For more information, visit Michigan
State University Product Center for
Agriculture and Natural Resources

online atwww.aec.msu.edu/product/

Reprinted with permission from The
Fruit Growers News, July 2007. For
subscription information, call (616) 887-
9008 or visit
www.fruitgrowersnews.com




Food Banks: Working with Farmers to End Hunger

Over the past few years the food banks
of New York State have made a
concerted effort to increase the amount
of fresh fruits and vegetables provided to
the 5,000 food pantries, soup kitchens,
and shelters across the state. With the
establishment of the Food Bank
Association of New York State in
November 2006 partnerships have been
established with various agriculture
groups in efforts to feed the hungry in
healthier ways. Our Association,
representing all of the state’s members of
America’s Second Harvest -The Nation’s
Food Bank Network, strives to end
hunger in New York State by placing a
renewed focus on fresh and locally
grown produce. We find ourselves
constantly telling people that it is not just
canned and dry goods that are distributed
to help feed the hungry — but also fresh,
nutritious, and locally grown fruits and
vegetables. In fact, there is a renewed
focus at the food banks to provide as
much fresh fruit and vegetables in order
to address some of the grave issues
facing the hungry -- particularly children

we must offer healthy foods.
why we spend a substantial amount of is more information and links to all New

who utilize emergency feeding programs

malnutrition, vitamin-deficient diets, and But, the food banks often find it
the corresponding illness linked to bad challenging to find all the food we need
eating habits. to feed those who come to us. And, it is
always difficult to secure enough fresh
produce to support the demand from
York and the Farmers’ Markets do to those we serve. That is why the food
help us end hunger? The food banks banks are so eager to partner with New
accept donations of food items that are York's farmers and farmers’ markets.
surplus, off-size or color, unmarketable New York State farms provide food
for whatever reason, but still good to banks with some of the freshest, most
use. Product that may go to waste can benutritious food we receive. But, we can
donated to us to help feed the hungry, always use more! Your donations of
and we can provide you with the excess or surplus produce would greatly
documentation necessary for tax aid us and the hungry we serve.
donation purposes. When farmers
markets break-down or growers find that How can you help our mission?
they have an excess of a particular crop —Please contact John Evers, Executive
the food banks can both pick it up and Director of the Food Bank Association
distribute it to those most in need. of New York State, with any questions at
(518) 433-4505, to arrange a donation, or
The benefits of donating and eating to find your local food bank. The food
healthy are many. Food banks realize banks will coordinate delivery/pick-up
that in order to transform eating habits and provide sellers/growers with
That is documentation for tax purposes. There

But what can the farmers of New

money on fresh produce and milk, York  State Food Banks on

partner  with  various agriculture www.foodbankassocnys.om@s well as a

organizations for donations, and actively map that shows which Food Bank serves
seek expansion of the food yourarea

stamp/farmers market initiative. People

(Note: The CNY Food Bank was able to
collect 2780 Ibs of fresh produce from
donations from the NYS Fair, thanks in
part to donations of leftover product
from the Farmers Market Federation of
NY display.)

served by food banks are becoming
accustomed to fresh produce. In turn
they seek out fresh produce, eat
healthier, and hopefully, are transformed
into life-long consumers of locally
grown New York State produce. It's
truly a win for all.

-- such as childhood obesity,

Statewide Food Bank Association of New York Stat&8-833-4505 www.foodbankassocnys.org
Albany Area Regional Food Bank of NENY 518-78@36 www.regionalfoodbank.net
Buffalo Food Bank of Western NY 716-852-1305 www.foodbankwny.org

East Syracuse  Food Bank of Central NY 315-439918 www.foodbankcny.org
Elmira Food Bank of the Southern Tier 607-796606  www.foodbankst.org

Long Island Island Harvest 516-294-8528 www.islandharvest.org
Long Island Long Island Cares 631-582-3663 www.licares.org

Newburgh Area Food Bank of the Hudson Valley
New York City Food Bank For New York City

New York City City Harvest
Rochester Foodlink

Westchester Co. Food Bank For Westchester

588-5344
212-58855
917-351-8700
585-328-3380
91419P8-

www.foodbankofhudsonvalley.org
www.foodbanknyc.org
www.cityharvest.org
www.foodlinkny.org
www.foodbankforwestchester.org




NY State Fairgoers learn about Farmers Markets

The New York State Fair is now one
for the history books. What a
successful Fair it was! People came
from all over the state to spend time at
the Fair, taking in the agricultural
displays in the Horticulture Building,
marveling over the butter sculpture in
the Dairy Building, walking the dairy,
poultry and other livestock barns, and
taking in the sights, sounds, scents and
flavors of the best that New York has
to offer. In fact 936,399 people
walked through the turnstiles from
August 23 through Labor Day.

The Farmers Market Federation
partnered with the Pride of NY
program to create a display that
showcased our state’'s farmers
markets. We set up a farmers market
booth that highlighted the best fruits
and vegetables from NYS farmers.
The display also included eggs, maple,
honey, dried flowers, mums and a
cake decorated as a bushel basket
filled with New York farm products.
With a brochure, Mow to Eat Local...

A Guide to New York's Farmers
Markets”, we were able to connect
with fairgoers throughout the 12 day
event. There were many questions
from gardeners, comments about local
farmers markets, a general
appreciation for buying local through
farmers markets and general awe over

Our goal was to make fairgoers more
aware of the farmers markets across
the state. With approximately 400

markets now in New York, most

consumers will find a farmers market
near enough to visit. Our display of

product whet their appetites for local

farm products, while the Guide we

distributed would send them to their
local farmers market to satisfy their

hunger!

Labor Day brought a “live” Farmers
Market to the New York State Fair.
We supplied fresh new produce and
everything was for sale! (This actually
may have been too late in coming,
since fairgoers wanted to buy the farm
products all week long and we had to
say “no, it's just a display to show
what is available at your local farmers
market!)

We offered a “Buy Now, Pick Up

Later” option, that was surprisingly

little used. Most people were willing

to carry their purchases away with
them, even if it meant carrying

tomatoes throughout the Fair! Of
course, many people opted to come
back as they were leaving the Fair.
The “live” market was successful in

demonstrating how easy, fun and
affordable it can be to buy direct from
NY farmers at a farmers market.

We expect to see the thousands of
fairgoers that we talked to visit their
local farmers markets over the coming
weeks. So stock up and be prepared
for the crush!

| would like to make an appeal to the
growers in the state ... Governor
Spitzer, Fair Director Dan O’Hara and
Commissioner Pat Hooker are
committed to bringing the State Fair
back to its agricultural roots. The NYS
Fair officials established new
competitions for direct marketing
farmers in the Commercial Fruit and
Vegetable Division. However,
growers did not take advantage of the
opportunity and the competition was
sparse. Fairgoers were disappointed at
not seeing a wide array of products
adorned with prize-winning ribbons.

I'd certainly like to see many more
growers participate in the

competitions next year. Imagine the
impression it would make on your
customers to see a blue ribbon gracing
your farmers market booth! Not only
will you win prize money from the

Fair, but you'll reap the rewards of
your labors with increased sales at
your stand.

Let's work together to showcase more
of New York Agriculture at the 2008
New York State Fair. Go to

www.NY Sfair.organd learn how easy
it is to participate in the commercial
growers competition and show how
proud you are of your farm products!




OTA’s new Web site helps ease the organic
transition process

In May, the Organic Trade Association launched
HowToGoOrganic.com a Web site for producers and
processors transitioning to organic. The site is a
clearinghouse of North American resources for fasme

and businesses interested in becoming organic or in
creating new organic enterprises.

In North America, consumer demand for organic potslu
exceeds the rate of organic production. The neev\sill
help encourage further domestic production by abfiem
in a single online resource the full range of aalali
information for farmers and producers transitionitag
organic.The site features two “Pathways for Orgdrdoe
for farmers and one for processors, as well asgimal
directory for the United States and a searchablethiNo
American organic directory. The “pathways” provioksic
information on the process of going organic, wittk$ to
key resources throughout North America.

The site is primarily designed for conventionahfiers and
processors who want to get started or are navigdtie
transition to organic production, but also provigegiable
information for established organic farmers, preascand
processors.

The site also features profiles of farmers and nasses
that have successfully become certified organithat are
working through the process.

EBT News to Share

All participants in the New York State
Farmers Market EBT program need to let the
Federation know when your season is
ending. This will allow us to put your
account on a seasonal closure on a timely
basis. Please contact the Federation with
your ending dates. Call 315-475-1101 or
emaildiane.eggert@verizon.net




A couple of days ago, | received a call
from a farmers market. They were
concerned about farmers who were
drastically cutting their price and
hurting other farmers. The farmer who
was ‘under-cutting”, was described as
a new, part time farmer, who was using
this tactic as a means to garner more of
a customer base.

The question was, how to handle this
type of issue. It was hurting other

farmers in the market, and the fear was
that it would cause farmers to

eventually drop out of the market. The
other concern was that it would give the
market a bad image - low prices,
unhappy vendors and not a friendly
place to be. This could spell the end of
the farmers market.

Many markets have faced this same
issue. Would anyone like to share how
they handled such an issue in their
market?

From Jennifer Hurd, Rensselaer County
Farmers Market Manager

This has been a fear of ours but as of
yet we have not had that exact issue.

We do have planned to make an change
in our rules for the next season that
states all farmers must price their

products at fair market value. Having

said that, it is a very gray area.

We have howeverturned down a
farmer last year after he only

participated for 2 weeks and since
added the rule that all new vendors are
let in on a 4 week trial and their

admission to the market beyond that
must be approved by the market
committee. This was put in because we
had a new vendor last year that had
some products that where of poor
quality (against our rules) and he broke
other rules the first week and claimed to
not know the rule (in spite of the fact

that he signed an application stating he
read and understood the rules). We
also had a general bad feeling about this
farmer.

Bottom line | think all new vendors

should be on probation and have it
written so that you can turn them down
if you don't feel they are a good mix for
the market. Our overall goal is to build
prosperous Farmers Markets and any
vendor/farmer that is not helping to

reach that goal should not be in the
market.

From Kathy Fick, Moravia Farmers

Market

In Moravia everyone checks with the

manager to be sure their products are
priced in range with everyone else,
allowing for small variations. If anyone

is too far out of range, then the manager
asks them to conform. The market is
the #1 responsibility of the manager
and they need to keep everyone as
happy as possible. Most of the vendors
here don't realize that their prices could
or should be higher. If anyone is

dumping, that is limited to one week

only and then they must adjust their
prices or leave the market.

From Monika Roth, Cornell
Cooperative Extension, South Central
NY Ag Team

At minimum, the vendor should be
approached about his low price and
asked to price in line with others at the
market. He is only hurting himself in
the long-run.

From Maire Ulrich, Cornell
Cooperative Extension, Orange County
Interesting to see that it doesn't matter
what market, urban or rural you're at,
this is a universal issue.

1) Price "fixing" is illegal but if prices
are based on the wholesale market, it's
not really "fixing". Fixing would be the
6 largest wholesalers of a commodity
agreeing on a price and controlling at a
much higher level, not the case here as
there are other markets and even the
grocery store that competes with a
farmers' market.

2) My opinion, let the price droppers do
their dirty business as it is often a
marketing tactic to use a "loss leader"
and it is certainly their prerogative but
a) Hold to a quality standard
(like USDA regs) that may
not allow them to maintain
those prices for long. If the
price they are offering at

market is THAT different
from wholesale market price,
it will not be a sustainable
practice and they will weed
themselves out - sort of
Darwinian, | know.
b) Be sure its apples to apples
and package sizes are
comparable. Lower prices for
bunched items may really not
be cheaper and then it is the
customer selecting the smaller
bunch over the larger, which
in a heavy senior market might
be what's causing customer
shift.
c) Hold their feet to the fire
about their OWN product.
Absolutely make sure there is
no buying-in to sell on the
cheap. This goes back to your
market rules as to what you
allow.
d)If a farmer has a glut of one
or two commodities, he can
put it on sale for a lower price,
however it will backfire the
following  week/month/year
when they don't have the
excess and let me tell you,
customers REMEMBER
prices from year to year and
nothing loses a customer like
inconsistent pricing.
e) If there is a marked
difference in many prices the
customers  might  wander
what's wrong with the lower
priced items. Price, in some
respects infers a quality. Most
quality for produce can be
assessed by the customer with
eyes and hands well enough
but if the cheaper products
don't last as long at home or
don't meet expectations later,
they will not go back.
The bottom line is that customers
appreciate and are generally willing to
pay for consistency. Those who do not
maintain a market-viable price will not
have a consistent product.

From Steve Miller, Cornell Cooperative
Extension FMNP Coordinator

| think we all understand how
undercutting prices at a market can
have negative effects on the consumers
view of the market. If a grower has too
much product lowering prices is not the
answer. As for group discussion on
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setting prices | cannot say if this is
illegal, but | certainly would not want
to be a part of that action. Lets look at
it this way. Would any of us want all
car manufacturers to get together and
set prices for all cars? If a particular
manufacturer had too many trucks,
which of us would not want them to
drop the price to make that truck
cheaper for us to purchase. This is a
fundamental part of our freedom in our
economic system.

Remember, customers make decisions
using a mix of information and quality
and price are part of the process.

Quality can be perceived and often
times measured, whether it is color,
flavor or nutrition. "My tomatoes cost
more because they are better!" One o
the best ways to reduce the effects o
price gouging is to have a good supply|
of customers for the number of growers
at the market. Yes, this is easier said
than done, but this is a legitimate
market issue where growers should ge
together to discuss and contribute thei

efforts. This might include restricting
daily setups from those who are not part
the market for the entire (or at least
half) of the season.

Are you on the Farmers Mar&
Federation of NY list serve?

If not, you are missing an
opportunity to participate in
farmers market discussions.

To subscribe, send an email to
diane.eggert@verizon.netith a
request to be added to the list
serve. Be sure to spell out your
complete email address.

Make a difference and the headlines will come

Just about everyone has some special
cause or organization they feel
strongly about. Maybe it's an
orphanage or a food pantry, a special
hospital or an organization that helps
the widows of firemen.

Whatever your cause, you probably
give them your support in whatever
way you can.

Many farmers try to keep these
donations pretty low key. They often
don’t want to announce or take credit
for donations to area food banks or the
band parents’ organization, etc. It's
not that we mind others asking for
help, it's just that, well, sometimes
sharing what we have is a reward in
itself.

Today, we are going to look at how
you can take your modest gifts and
make them grow- and they will grow
in many ways. The marketing term is
“cause marketing.”

Cause marketing is doing something
good in the community- and letting
people know about it. Select a cause
that you and your family believe in.
Then develop a plan to provide
support, such as donating a percentage
of your sales for a giving weekend.
Next, announce your plan and ask
your customers to join you in
supporting the cause.

Many of you already give back to your
communities, local organizations and

By: Jane Eckert Eckert AgriMarketing

youth groups in a variety of ways. The
cause marketing strategy builds
awareness for the cause and multiplies
your gift by asking others to join you
or perhaps even match you. Research
has found that six out of 10 Americans
will buy from a company that backs a
cause they believe in.

And while you are increasing the
visibility and support of your chosen
cause, you will increase your own
visibility and community image.
Likely, you also will increase your
sales by attracting customers that want
to participate with you.

In his book “Cause Marketing,” author

Joe Marconi defines the marketing
strategy to be “the action through
which a company, a nonprofit

organization or a similar entity

markets an image, a product, s service
or a message for mutual benefit.” And
that's the point, to me. Cause
marketing is about the mutual benefit
of the deserving cause and your
business.

We saw a lot of cause marketing
during the holidays, and you can tell
that it works by how easy it is to

match the host with the corresponding
cause. Who can think of the
ToysforTots program without thinking

of the participation provided by the
U.S. Marines? The Children’s Miracle
Network immediately brings Wal-

Mart to mind. Margo Thomas helps us

remember St. Jude’s Hospital, as did
her father, Dan Thomas.

Most of the time, these programs can
be planned and developed well in
advance, but many are simply a
heartfelt reaction to the major events
in our lives, such as the disaster of
Sept. 11 2001, the ravaging power of
hurricane Katrina and the war in Iraq.

Members of the National Christmas
Tree Association were thinking of the
thousands of Americans oversees
when they developed the “Tree for
Troops” program two years ago. This
year, the program, cosponsored with
FedEx and the Christmas Spirit
Foundation, donated and delivered
more then 11,000 trees to 27 military

bases in the United States and
overseas.
FedEx provided free tree

transportation from the farms to the
soldiers and their families. Chip Ellms
of Ellms Trees in Charlton and Larry
Stokoe of Stokoe Farms in Scottsville
managed the collection points in New
York.

“We were on the news for a couple of

days. The newspapers also came and
the story and pictures were on the

front page of three of the biggest

newspapers in the area,” Ellms said.

Local schools and other citizens also
got involved. One school made more
than 2,000 paper ornaments to send
along with the trees.

7



The tree growers did not donate
11,000 trees for themselves. They did
it for the men and women serving in
the military- and their families. But

the growers did reap a tremendous
benefit.

“With the combination of this terrific
press and good weather, we had the
best year ever (by a long way),” Ellms
said. “It was the type of story the press
wanted to print- Good news.”

And that's just how it works. When
we see someone else doing good, we
want to help. And when more people
get involved, more good can be done.

If you'd like to learn more about
implementing a cause marketing
program for an organization or cause
dear to your heart, call or e-mail me or
pick up a copy of “Cause Marketing”
by Joe Marconi.

Jane Eckert, a national speaker,
author and agritourism expert, is
principal of Eckert AgriMarketing

(www.eckertagrimarketing.cgra firm
that helps farmers sell products
directly to consumers and develop
their operations into tourist
destinations. She can be reached by
phone at (314) 862-6288 or at
jane@eckertagrimarketing.com

Reprinted with permission from The
Vegetable Growers News, March
2007. For subscription information,
call (616) 887-9008 or visit
www.fruitgrowersnews.com

Small Farm Expo Combines Education and Fun for théntire Family

The seventh annual Northeast Small
Farm and Rural Living Expo and

Trade Show returns to New York on
Saturday October 13 and Sunday
October 14 to the Ulster County

Fairgrounds in New Paltz. Times are
9:00 a.m. to 4:00 p.m. each day. Adult
admission is $5 per day, Children 5-14
is $2 per day, and children under 5 are
free.

The focus of this Northeast Expo is
education. It will feature over 50
educational workshops including an
array of hands-on demonstrations; a
variety of children’'s learning
activities, and a large exhibit hall with
businesses and agencies who work
with farms and rural communities to
answer a wide range of questions.
Classes discussing “Raising Meat
Goats”, “Producing Quality Horse
Hay”, “Home Energy Efficiency”,
“ATV Safety” and a farm field trip are
only a sampling of the educational

programs offered over two days. For a
complete list go to
www.smallfarmexpo.org

In addition to specific workshops,
there will be experts in the field of
agriculture who will be on hand to
answer your individual questions
related to small farms and rural living
in New York, New Jersey and
Pennsylvania. Resources will also be
available as handouts as well as
several farm directories.

The trade show features exhibitors
from agricultural agencies, commodity
and breed associations, lending
institutions, fencing and farm building
companies, forestry supply companies,
feed and animal health care
companies, small farm equipment
manufacturers will feature demos and
education.

This unique one-of-a-kind event
provides a casual and enjoyable

setting for the entire family. Whether
you have recently moved to the
country from an urban area, or have
lived in the country all your life, all
are welcome to create and participate
in a vibrant learning community while
celebrating the arrival of autumn and
the harvest season in the Hudson
Valley.

The Small Farm Expo is a joint effort
of Cornell, Penn State and Rutgers
Cooperative Extension cooperating
with over 20 sponsoring agribusiness,
agricultural agencies, producers and
commodity groups and others
interested in supporting small farms
and those living in rural areas of the
Northeast.

For more information visit
www.smallfarmexpo.orgr contact
Les Hulcoop (845) 677-8223x130 or
Ich7@cornell.edu

Commissioner of
Agriculture, Pat
Hooker, Diane
Eggert, DEC
Commissioner,
Pete Grannis,
and Steve Childs
at the Farmers
Market
Federation
Booth at the
NYS Fair.



