FARMERS'
MARKET
FORUM

FARMERS' MARKET FEDERATION OF NEW YORK

VOLUME 10

AA1006 NUMBER 3

Understanding Liability Insurance

By Angela Schafer, Farmers’ Market Federation of 8i¥nmer Intern

Liability insurance is a serious component of athfiers’
markets. Whether you have it, or you are thinldhgetting
it, it is important to understand liability insu@nand the
ways that it protects you. This article will atfetmio answer
common questions concerning liability insurancevelt as
provide invented examples to better illustratepghint.

Liability insurance extends coverage to a persoBiress, or
other entity to cover bodily injury or property dage. The
term bodily injury includes the cost of care folliogy an
accident, the loss of service one might endurerasut of
that accident, and the cost of restitution sholddaccident
take a life or permanently injure another. The tproperty
damage includes the loss of property and the Ibpsoperty
use.

For example, a customer at the Farmer’'s MarketSioih
slips and falls in front of an apple vendor’s bootte brakes
his leg as well as his palm pilot, which is in picket. He
then sues for the cost of the hospital bills ad agthe lost
wages incurred from being unable to walk, let aldaéis job
as an independent roofing contractor. Joe is sieinthe cost
of care associated with his fall as well as thesslof service,
which is covered under bodily injury.

Furthermore, Joe sues for the cost of replacingtuken
palm pilot and the lost business incurred at haldsgall of
his customer data that was stored on his palm.pilog is
suing for property damage and the loss of propgsty If Joe
were to win this suit, the liability insurance wduover these
damages.

Many farmers’ markets are insured and requiredhat
vendors be insured in order to protect themsekas &
lawsuit in the event of an accident. Liability imance not

only covers the damages outlined above, it coversost of
investigating claims that may turn into a lawsuitldhe
attorney fees associated with protecting the pefsasiness,
or entity being sued. These expenses encompabsiithef
the money that actually gets paid out as most cagesettled
out of court.

In Joe’s case, a claims investigator will try taedenine what
happened, they might interview witnesses or Vigtgite of
the fall. They would be trying to determine famltloe’s fall.
Perhaps there was a pothole in front of that véadmoth.
Perhaps a witness noticed that there were manyg appés
scattered around the booth at the time of Jod's Tdie cost
of this investigation would be covered by the ligpi
insurance. Once the investigation is completesl diffendant
will need an attorney to either work out a settlatmer defend
them in court. Liability insurance covers attorriees.

It was not yet mentioned whom Joe was suing. lIn al
likelihood, Joe will sue everyone that he canthis case, it
will be the apple vendor, the farmers market, dned t
municipality that owns the lot that the market @tes in.

A liability insurance form has a line called adalital insured.
In most cases, this line protects the owner optioperty that
the business is operating on. In Joe’s case,pple aendor
had liability insurance and under additional insijithe
farmers market and the municipality were listed.thHe event
of a lawsuit, all additional insured parties argared by the
insurance which named them additional insured dlsase
their own coverage. Now, Joe can't sue the farnmeasket
or the municipality, he can only sue the apple wendvost
markets that require their vendors to have insw@atso
require that they be listed as additional insured.



A typical vendor liability insurance premium wilbst
between 400 and 500 dollars each year and will rcihnee
vendor for the entire twelve months. Despite tto faat
many vendors only sell a few months out of the ydey are
still covered for twelve months due to the way tihat
insurance system is set up. Tom Jones is the aepidor
and he is a small local grower, while 400 dollaasteyear
often seems like a strain on his budget, aftersifadf, Tom
was glad that the market required he take the ptieca Had
he been uninsured, he might have lost his entchard as a
result of Joe’s lawsuit.

Everyone needs a different level of insurance cgyebased
on their exposure and their net worth. It is comrimothe
insurance industry to default to 1 million dollamscoverage.
The Commercial General Liability (CGL) Policy isstmost
common policy used for insuring farmers’ markets. |
normally covers up to 1 million dollars for eachioh, with a
maximum payment of 2 million dollars per policy joet.

Tom has three employees, 100 apple trees, andaxtert
He has a farm stand and apple picking on his ptpjer
addition to selling at the farmers’ market. WHhilem’s net
worth is not very high, he considers his exposigé kince
his customers often come onto his property to pjghles.
Tom has a CGL policy.

Tom is now considering offering pony rides for dnédn on
his property. He knows that this is risky andfiqia that
children might get hurt. He is not sure that hisrent policy
will be enough to cover this additional risk. bf gets the
ponies, he thinks he will need a 2 million-dollanhrella.

An umbrella is an extension of coverage. While To@GL
still applies, if he were to get the 2 million-dailumbrella, he
could go over his policy up to 2 million dollarBor example,
if Joe’s lawsuit ended up costing him 1.5 milliensiettle, he
would be able to take the additional half a millfoom him
umbrella coverage. Then, if he had to deal wiseeond
claim in that policy period, he would still haveeomillion
from his CGL for a second claim as well as anofhBr
million remaining in umbrella coverage.

Since many farmers’ markets require that their gnsvbe
insured, it is important for them to stay updatedime state of
vendor insurance. For this reason, sixty daysreedgolicy
expires, a notice is sent to all parties listeddditional
insured. If the policy is being canceled due ta-payment,
notice is sent thirty days prior to cancellatidhliability
insurance is a requirement at the market, it isnheket
manager’s responsibility to ensure that only indwendors
participate in the farmers’ market.

It is important for market managers to address risk
management in order to reduce negligence. Everggotion
must be taken to ensure the safety of everyonehiedadn the
farmers’ market. Addressing risk management nbt on
prevents accidents, it protects the market fromdpsiied in
the event of an accident. It removes the burddawdf from
the market’s shoulders.

A market manager can use signage to their advantagees
and rope help to keep patrons going in the rigtgation and
out of restricted areas where they might get hlirthere is a
problem or safety hazard in the facility, it shobkladdressed
immediately and a written copy of the report shchddkept,
showing that every preventative measure was taken.

A few weeks before Joe fell at the farmers’ markes, market
manager, Mike decided to address risk manageménis at
market. He took a checklist and he walked thraihghmarket
with an eye out for potential hazards. He notited the
aisles were congested, causing patrons to pushwhgi
through crowds. Mike also noticed that truck begse left
open and unattended. He realized that there was no
emergency plan posted, if there were a fire, peaplald not
know the fastest way to get out.

Mike decided to ease the flow of traffic by makimigles one
directional. He posted large orange arrows showiagvay.
He used cones and rope in order to keep patrosefénareas
and aisles. Mike made sure that all truck bedew@ray
from the flow of traffic. He also advised the vensito raise
the ramps when they leave the truck to deter padastfrom
trying to climb in. Finally, Mike sat down and rmead
comprehensive evacuation plan in case of an emeygete
posted it at every entrance and gave a copy to/ exgrdor
and employee.

When incidents do occur, it is wise to report thesrsoon as
possible in order to report all of the details esunately as
possible. Even if it seems like a small inciderait till not
turn into a lawsuit, at the very least an incidetort should
be taken and kept on file. The sooner detailsererded, the
less likely they are to be forgotten.

For example, Joe fell in front of Tom’s booth besahe was
trying to push against the flow of human traffithere were
cones and rope keeping people in the aisles asaweltange
arrows pointing patrons in the same direction thiothe
market. When Joe fell, the market manager wasdalVer,
he filled out an incident report and took pictuoéshe area
surrounding the fall. Joe was hurt, angry, and thesatening
to sue. After the ambulance took Joe away, th&kehar
manager called his insurance company to reporintident
and advised Tom to do the same.

There are a great number of things that go intulitg
insurance. This was only an overview. If you hurther
guestions, you should call your insurance ageancagent in
your area in order to get the understanding thatneed.

Common Insurance Definitions:

Additional insured: An individual or entity that is not
automatically included as insured under anotheslgyp, but
may be named providing that entity a certain degfee
protection.

Continued, page 9
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Farmers’ Market Manager Training

Program
January 18 and 19

The Farmers’ Market Federation of NY, through fumgdi
provided by USDA’s SARE program, will be hosting
professional manager training at this winter’'s N¥e&8mers’
Direct Marketing Conference. The training is pdradarger,
three year program targeting farmers’ market marsaged
Cornell Cooperative Extension educators with aiculum
that establishes professional standards, policidgeactices
for the management of farmers’ markets. The trginisll be
a combination of workshop training, field experiea@s
farmers’ market managers and CCE educators put thei
training into practice, as well as the developnaéra written
training manual to be distributed to all market angers and
Cornell Cooperative Extension offices. The godbisaise the
level of professionalism in the management of faghe
markets, bolstering the capacity of markets toeséneir
farmers, their customers and their communities.

The Board of Directors of the Federation has categd the
training program into three key areas: basic manages;
leadership skills; and market systems. This wintdrfocus
on basic manager roles. The workshops will be Halihg the
2007 NYS Farmers’ Direct Marketing Conferenceettl'The
Food Less Traveled.” The conference will be at@weego
Treadway Inn, January 18- 20, with the farmers’kear
workshops on January #@&nd 194'. An industry trade show
will be open on the 1®and 28". (For more details on the full
conference, visitvww.nysfdma.conand click on the
conference button.)

The farmers’ market workshops feature Richard MtGar
founder of marketumbrella.org and the Crescent Edymers’
Market in New Orleans. Richard is a very creativamrand
dynamic speaker. He'll be offering two sessionsrduthe
farmers’ markets tracts. In the first session, el talking
about how he has funded his market in some veryuenivays
and then leading a group discussion on how yolwoeatively
fund your market as well. Richard will also give a
presentation on how to create an experience in yauket
that will keep your customers coming back weekrafteek,
year after year.

Scholarships will be available for market managers
Cornell Cooperative Extension Educators to pari@pn this
winter’'s farmers’ market training program. Call thederation
office for details. Certificates of participationlMbe awarded
to all market managers at the end of this yeaaining
programs. Mark your calendars for January a8d 19, you
won't want to miss Richard McCarthy or the oppoityito
learn professional standards of market management.



Professional Farmers’ Market Manager Training Program

Thursday, January 18

8:30am — 10am

The Duties of Farmers’ Market Managers

Jim Farr, Rochester Public Market, President ofrfeas’
Market Federation of NY

This session will be an introduction into the roles of farmers’
market managers. In this workshop Jim will set managers and
Extension educators on track for professional management
standards. This session will then set the stage for the
remainder of the professional farmers’ market manager
training program, a three-year curriculum sponsored by
SARE, aprogram of USDA AMS.

10:30am — Noon

Farmers’ Market Rules and Regulations

Trina Pilonero, Silver Heights Farms, JeffersomyilNY
Why are market rules important to the operatioa ofarket?
What should be included in market rules? How céesrbe
enforced by market managers in a fair and equitafalener?
Trina shares her experiences and expertise in mares
management.

Lunch break

1:.00pm — 2:30pm

Communication Skills for Market Managers

A series of roundtable discussions that will helprfers’
market managers to improve their skills at effextiv
communications with various segments of a farmera'ket
community. Participants are invited to participat@ny of the
discussions, including moving between discussions.
Communicating with Stakeholders,facilitated by Jane
Desotelle, Adirondack Farmers’ Market Cooperative
Working with the Media, facilitated by Karen, Rochester’s
Democrat and Chronicle

Cooperating with local Chambers of Commerce and
municipalities, facilitated by Doug Levine, Tompkins County
Chamber of Commerce and JoAnn Cornish, Deputy Rirec
of Planning and Development, City of Ithaca

3:30pm — 5:00pm

Strategies for increasing vendor sales

Monika Roth

An indepth look at the elements that will createcass for our
farmers. Managers and Extension educators willieng
knowledge and tools to help the farmers in theirkes gain
greater success and profitability.

Friday, January 19

8:30am — 10:00am
Keynote Speaker — full conference — To be Announced

10:30am — Noon

Raising and Using Money

Richard McCarthy, Director marketumbrella.org, Cexg
City Farmers’ Market, New Orleans, LA

Fundraising, whether it's finding sponsors, evehid raise
money or writing grants, is a key role for farmeargrket
managers. Richard runs the Crescent City Farmeaskét in
New Orleans and has had immense success in securing
funding for his market and its parent organization,
marketumbrella.org. He'll share some of his suggastto
help our managers raise the funds they need toosuihyir
markets. This session will culminate in 2 rouncdgabl
discussions:

Fundraising and Grantwriting, facilitated by Richard
McCarthy

Financial Recordkeeping facilitated by Krys Cail, Ag
Economic Development Specialist, Cornell Coopeeativ
Extension, Ontario County

Lunch break and time to visit the trade show

2:00pm —

Tools for Vendor Recruitment

Anu Rangarajan, Director Small Farms Program, Abrne
University

Key to recruiting new farmers for markets is untirding
what farmers want from their participation in maskednce
we understand that, then we need to know what tgpes
farmers and vendors we need for our market andewvercan
go to find potential candidates. Anu will help osunderstand
the farmers’ points of view, where to source newdars and
what we can do to encourage them to participataiin
farmers’ markets.

3:45pm — 5pm

Creating an Experience that Keeps Customers Returng
Richard McCarthy, Director marketumbrella.org, Cexg
City Farmers’ Market, New Orleans, LA

Customers have identified “experience” as a togardor
shopping at farmers markets. So how can we create a
experience in our market that is inviting to cuséosnand will
keep them coming back. This session will look at\hrious
elements of creating such an experience; markégdesd
layout, market atmosphere, types of events andtaitment,
and a manager’s ability to rectify and overcome bad
experiences, as well as a host of other components.



Newfangled Communications Unraveled:

What Is a List Serve, and How Do You Use It?
By Krys Cail, Farmers’ Market Federation Board M&mb

Now that you have become somewhat accustomed tikicloe
your email, and know a little bit about finding émmation on
the internet, you may be ready to learn a new thiek can
help you to stay informed and current about topicspecial
interest to you. Perhaps somebody has forwarded yo
something interesting that they obtained from st ‘$ierve”
(sometimes also referred to as just a “list” ondhstserv”).
List serves can be very useful tools for sharinganant
information between individuals with a common ietsr—
like, for instance, farmers’ markets in New Yorlatet

A list serve can be compared to a magazine or e¢es| in
that the email address that you use is “subscribzttie list,
and receives postings automatically through thathaeism.
In most cases, you subscribe to a list serve bglisgran
automated command to a computer that adds your tathe
subscription list. In some instances, some oresraksy
subscribe your email address to the list, if tHegk that you
would benefit from receiving the postings. The wayhich
a list serve is different than a newsletter—more Bk
conference, although over cyberspace—is that the
communication channel is two-way. In additionégeiving
the posts at your email address, the list seraéssable to
accept your contributions to the discussion, arss plaem
along to all subscribed email addresses. The iboritins of
the subscribers make up the content of the list.

A list serve has a purpose or mission, which isaligu
described in the welcome message that you recedies wou
first subscribe. This “welcome message” will atgpically
contain the rules for using the list serve, and tow
“unsubscribe” your email address if you no longéhito
receive the posts. An important part of usingsaderve
effectively is remembering to read and save thislt@me
message.” That can be done in whatever manneydfits
style of computer usage. Save it in a separatélimd if
your email program allows that and it is easy fou,yor save
it as a word document (cut and paste) in your “roguinents”
folder, or print out the email and save it in & fiblder in your
desk drawer. Save it anywhere that you will be ableasily
refer to it if you need to at a later date.

List serves focus the attention of a dispersedmafpeople
who have an interest in the same topic, missioayea of
work. They are excellent ways to spread breakagsnof
interest to the entire group, such as the avaitgloif a new
grant RFP or a change in regulation. They areasp useful
in gathering a wide spectrum of feedback from tluaig
without going to the trouble of sending out a syrvén
example might be: one market manager sends aligt ®n
farmers’ markets a request for information on dffecstreet-
barricades—and receives posts on the list from atoéner
market managers with information about the kindtodet
barricades that they have been using. Additionifiyserves
can be used to conduct a round-robin discussi@amdagsue of

interest to the group. For farmers’ markets, thaght be
something like “what is the best way to use thetebmic
benefit transfer wireless terminal as a 1-termpatmarket
transaction point?” This kind of round-robin dission is
often initiated and monitored by an “editor” of syrdescribed
as the list serve “manager.”

Some list serve managers have arranged to mofiijposs to
the list—they must approve every post before ieigt ®ut to
the entire subscription list. This approach isdusben it is
important to avoid off-topic posts on a large lestd is fairly
time-consuming for the list manager. Most listséha
passive management system—posts are automaticatiyose
the entire subscription list, and the manager mjiggttdrop a
“reminder note” to someone who forgets that theppse of
the list is not, for instance, to sell the cutegiued lab
puppies they are raising..... Good management ragudtdist
that is usually on-topic and helpful to the grodiguabscribers
as a whole.

There are some common problems that people exgerien
when they begin to use a list serve, easily soinedost
cases. First, a list serve subscription may réswah increase
in email traffic. This can be especially diffictittr people
who do not typically receive much email, or thodeovare on
a slow dial-up internet connection. If the inflakemails in
your in-box seems overwhelming, there are a cooptkings
that you can do, short of unsubscribing to the Iidany email
programs allow you to sort your mail by the incoghaddress,
and either set up a separate folder for it to ctomer group it
in one place in your in box, where it will be eas®ignore
until you have the time to look at it. If you are a list serve
that has mostly subscribers with broadband internet
connections, where sending pictures or other lflggto the
list is common, and you are on a slow dial-up catina, you
may encounter lengthy delays in downloading youaiem
This need not be frustrating; a way around this isheck
your incoming mail on a web-based email portal.y Ast
serve post that contains large attachments canbibeleleted
prior to download. You will not receive that pdstit you will
remain on the list, and can benefit from the tcadfin the list
that does not include large files. The flip sidehis is
consideration for others: if you are a list suldseriwith a
broadband connection, but you know that othersedist are
using dial-up services, don’t send pictures or othge files
to the list, as it will bog down other people’s ddeads. You
may want to let people know that you are willingsend them
the large file “off-list” if they let you know thewant you to
send it to them.

When they should send to the list, and when thewlsh
respond “off-list” is another problem people sommegts
encounter when learning to use a list serve. iBhisade more
difficult by the fact that not all list serves aset up the same
way—for some lists, when you hit “reply,” your rgpoes



automatically to everyone subscribed to the Iibr other
lists, hitting the “reply” button will just sendraply to the
sender of the email, and a user must hit the “rafilybutton,
or even the “forward” button (inserting the list @itraddress)
in order to reply to the entire list. How this Werfor a
particular list is usually in the welcome messdné,you can
also check by just looking at what the addressdinthe email
you are writing says before you hit the “send” bntt It can
be annoying to open and read emails sent to aredisti that

are clearly intended only for one person, althosigme
tolerance is generally extended to “newbies” whojast
getting used to how to use the list serve.

To those who use list serves regularly, they areféicient
and helpful way to stay informed and connectedhosé who
share your interests. The little bit of time thaakes to learn
to use an email list effectively is time well inted.

Stanley Paper Company

An old name in business, a new name to farme
Our goal is to provide the agricultural community

With a complete line of products for their packing, shippjng

and retail needs. We carry...

Paper & Plastic Bags
Baskets & Liners
Corn & Apple Bags

hipping boxes
Canning Items

CiGerpplies

Salsa & Pancake Mixes NB&acking
Peanut Brittle & Candy Gift Boxes
Janitorial Products CustomtRtems

...and many more items!

For a catalog or more information call us at
518-489-1131 or 866-380-3509

Stanley Paper Company
Quietly serving customers for over 50 years.
A family run business that understands bigger
IS not always better!
1 Terminal St Albany, NY 12206




Local Schools Need Your Help!!

products at farmers markets. Many markets haveetosdsits
from school children for several years. Other mtsknay not
have received such visits. Like other populationhe
community, the students in your community invarabl
become enthusiastic supporters of farmers maratisr

The following letter was recently sent from DianggErt to direct markets, and local agriculture when they enakun
Market Managers around the state. We are excitedtahe visit to their local farmers market.

opportunities that can evolve from a closer corinact
between local schools and local farmers who selt th

Consider selling some of your fresh fruits and ‘agkes to
your local school. Begin to build relationshipsrhgking
contact with those local school districts for Newrk Harvest
for New York Kids Week, September 30 — October 8.

Read Diane’s letter and reach out to schoolsfatiis

Dear Market Manager,

New York Harvest for New York Kids Week, SeptemB8r— October 8, is fast approaching and the Fedaratould like to
encourage you to organize events and activitigs@at market to celebrate New York’s bounty. Thiatyis especially exciting as the
NYS Dept of Agriculture and Markets has contactetid®! Food Service Directors across the state tcowage them to use the Ne
York Harvest for New York Kids Week celebrationsaaseason to visit their local farmers’ markets argerience New York’s fresh
fruits and vegetables. They are being encouragédrig their school children to the markets, briagners back to the schools for
classroom discussions and to make connectionsfaritiers to bring New York State produce into thechwrooms of their schools.
For their interest, they are being given laminatepies of farmers’ market posters to be displayetheir cafeteria walls.

This is an excellent opportunity for you to follayg on the Department of Agriculture & Markets’ats to bring School Food
Service Directors into farmers’ markets. Contaainjocal school district's Food Service Directodanvite them to your market
during the New York Harvest for New York Kids Weglet them know of all the activities that you atarming in celebration of the
event, from food tastings and cooking demonstratitmag fairs and games for the kids like scavehgets for fresh locally
produced foods. Help them to understand the impoetaf local fresh fruits and vegetables to chiitbdealth and encourage them
to come and meet growers. Be prepared to assistithplanning class visits to the market or haven&r's or yourself available to dq
visits to classrooms to talk about local agricidtand give tastings of local foods.

Once you have encouraged the School Food Serweetbr to visit the market, be sure to tour thémough your market, introduce
them to the growers and send them back to thaweoffith their arms full of fresh New York Statedets!

Let's make this year’s New York Harvest for NewrkKd&ids Week the first step in getting fresh lot@ds from farmers’ markets
into our kids school lunchroom. To help you gettsid, we have enclosed a listing of the School Feexice Directors in your
county. Please let us know your plans and the tesfilyour celebrations and visit with your locah®ol Food Service Director.

Sincerely,

Diane Eggert

Farm to School efforts have advanced throughoustite to
varying degrees. While farmers market sales mayole

most profitable; many times producers have morelyrbthan Bill Jordan
they can sell at the farmers market. Many schiztfidts .
would be willing to purchase some products fronaloc New York State Department of Agriculture and Masket

farmers. They must follow a few simple rules, th whole
process begins with a greater awareness of whdtipt® you
may be able to offer. Help start the process hghing out to
school contacts you have, and inviting school sitityour
market this fall

William.Jordan@agmkt.state.ny.us

518-457-1721



Word-of-mouth marketing pays off for farm marketers
By Jane Eckert, Eckert Agri-Marketing

In a recent study of customers visiting farms, ntbemn 45
percent of the respondents indicated that theydwted
about the farm through “word-of-mouth.”

Wow, that's a great percentage. So what is it,laowl do we
get this “word-of-mouth” marketing working for otarms?

Let's make this easy to understand. Ever havesadrcall you
to tell you about a great new restaurant or a rieve $n town?
By the end of the phone conversation, you wereyréadhake
reservations for dinner, or pack up the family tospopping.

These simple conversations with our friends anevodkers
will direct us to good doctors, fine dining or thest family
movie out this season. Of course, conversely, hawynof us
have told our friends never to go to that restaurahe food
was cold and the service was poor. These are the
conversations that “spread the word.” The word fifemd or
an associate is accepted as trustworthy and irdeseaur
decisions much more than any known form of advedis

How much more? Let’s go back to that study, conellitty
the Ontario Farm Fresh Marketing Association (OFFM#&s
part of the 2005 Ontario farm study, 13 farms wesed to
conduct consumer surveys during the course ofliagel
season, from June through October. The customees we
asked, "How did you learn about the farm?" Theltesinow
that 45 percent of them said “word-of-mouth.” Thexn
highest rating was “road signs” at 14 percent.

Just when we thought our brand new logo and jaadior
commercials were sure to bring people to our fartmay
not be that at all.

Most of us understand what is meant by “word-of-thband
how important it is to our business. But how doge¢ it? This
is an aspect of marketing that is often talked abbluere have
been many books written on the subject. How do &te g
people to talk about our business and to share gbeid
remarks with others?

Delivering the exceptional
Positive “word-of-mouth” does not need to happest py
accident. | believe we do have some ability touefice what
people say about our farms and markets. But, we baus
vigilant and must constantly deliver to our custositbe best
experience possible.

First, we must be absolutely exceptional in whatoffer. I've
never heard a farm market say that is sells “ofthayl
products, but take a look at your summer produsplaly at
the end of the day. See if it looks the same dglifirst thing
in the morning when you opened to the first eagstamer.
Delivering top quality in our products during dlethours we
are open is absolutely essential to get custonpeesding
good words about you.

Second, we need to have employees that are friemdlygo
out of their way to make our customers feel wan@uat.
employees can either make us look great or theyeahe
weak link in the entire farm market experienceydsar
customer greeted with a sincere smile and a fnewdird, or
a blank glance of indifference? Can you honestyytbat your
employees are well trained, happy to be workingsinderely
giving their best to every customer?

Third, look at your products, your offerings. Casuytruly say
that they are unique or special? Or, can your coetdind the
same things and maybe even better at the locatsapket?

The bottom line to getting people talking about y®uot just
to be good — you need to be great. Take time kowih your
family and your employees and ask them: “What cardw to
be great? How do we make a visit to this farm bevatand
beyond any customer’s expectations?

Jane Eckert, a national speaker, author and agstowexpert,
is principle of Eckert Agri-Marketing. She can leached at
(314) 862-6288 or gane@eckertagrimarketing.com

Reprinted with permission from The Vegetable Grawver
News, February 2006. For subscription informatizail] (616)
887-9008 or visitvww.vegetablegrowersnews.com

EBT Tips to Share

Rolls of paper for EBT terminals can be
purchased at most any office supply store, sfich
as Office Max or Staples. You will need:

2 Y, inch thermal paper (be sure it is thermaljas
there are no ink cartridges in the terminals)

When loading the new roll of paper —

as the machine is lying down with the key paE
facing skyward, the paper comes over the to

of the roll.




Liability Insurance , continued from Page 2

Certificate of Insurance: A document that indicates your
coverage amounts, carriers and policy effectiveslat

Insured: The party, to whom the insurance company agrees
to cover losses, provides benefits, or render sesvi

Liability Insurance: Insurance that pays on behalf of an
insured for loss due to negligence that is deeimed t
responsibility of the insured.

Market Insurance: Coverage for market premises, market
organization and its employees. Policy offers béslip and
fall” coverage as well as product liability. Coage extends
to multiple locations under one market umbrella, dach
location shares the limits of coverage.

Negligence:Failure to use that degree of care that an ordinary
person of reasonable.

Umbrella Liability Policy : A liability policy designed to
provide liability protection above and beyond theidvided by
standard liability contracts.

Vendor Insurance: Provide general liability or “slip and fall”
coverage to the individual vendor within the market
Coverage also includes general liability. Polioyerage is
extended to all named markets vendor participates i

Article based on workshop given by David Wyman, The
Wyman Group, Inc., Farm Family Insurance Compariiés.
workshop was held at the Farmers’ Market Federation
conference workshop in Cobleskill, NY on Februar@06.

¢ *

www.nyfarmersmarket.com

When is the last time you visited the Federatiobsite
www.nyfarmersmarket.comThe website is being revised and
expanded to be a more user friendly resource focattbn

and communication. More tools for market developnzenl
management, research, links to resources and tathni
information will be added to the site.

Some of the same information that has been onitiheval

still be available, but with an updated look. Adrfners’
markets will still be listed, as will the serviceSered through
the Federation. You'll find liability insurance mrimation and
applications more readily available to you on tie. $armers
will also have access to AGR Lite crop insuranderimation,
examples and resources through the Federation teebsi

All of this work is currently in progress, with amticipated
completion date of Septembet. 1f you haven't visited the
site, log on tavww.nyfarmersmarket.comow. We welcome
your comments and suggestions.

Funding for the website revisions is being provitigdh grant
from Project for Public Spaces, Inc., with fundprgvided by
the W.K. Kellogg Foundation.”
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Cornell Food-Concepts Expert Publishes

Guide For Bringing Food Products to Market
July 5, 2006

"From Restaurant to Retail: A Handbook for Food and Hospitality

Professionals" (RonJon Publishing Inc.) is a mamtehded
for chefs, restaurateurs, innkeepers and farmekehar
entrepreneurs, interested in transforming a spgdiadd item
into a branded retail product. The book was wriftem
personal interest.

As a former restaurateur, Barbara Lang always waaitte
bottle and brand some of her restaurant's sautesobno
discovered restaurant foodservice was very diffefrem

food manufacturing. Lang's career led her to teacht
Cornell's Hotel School for eighteen years wherershently
received her masters in food marketing; her thasighis topic
included research and interviews with over a huthdindustry
professionals.

This practical guide includes 20, step-by-step @ses and
dozens of quotes from experienced professionalshalve

been down this

road before. Lang has spoken on this subject &t suc
conferences as the National Restaurant Show, The
Professional Association of

Innkeepers International and at the Research Chefs
Association. For more information, or to order dook, visit
http://www.restauranttoretail.com
<https://sha.cornell.edu/exchweb/bin/redir.asp?URtp=hw
ww.restauranttoretail.comor contact Lang at
BL28@cornell.edu(607) 255-8718.

Background: Lang has been a university lecturstargateur,
winery culinary director, public speaker, TV foodsh,
children's culinarian, consultant, schooner cheff laaker.
Lang is currently Director of Restaurants and FGodicepts
at Cornell's Statler Hotel.

Assistance for those affected by June Flooding

The USDA Farm Service Agency (FSA)has announced a
number of programs to assist farmers devastateldebgevere
flooding in late June. The Emergency Conservatiagfam
(ECP) provides emergency funding and technicabtsie
for farmers to rehabilitate farmland damaged byirzdt
disasters. Funding for ECP is appropriated by Cesgyand
must be requested by your county FSA office. Chexk
county FSA office to see if this funding is avalllnd if you
qualify.(This has been requested for Broome andbate
County.)

Emergency loans may also be available through gounty
FSA office for those who suffered significant damalye to
the late June flooding. These loans are availabled low as
3.75%, if you are unable to get financing from atiyer
source. Again, please call your county FSA offceee if
these loans are available in your county and if qoalify.

Finally the Department of Labor has made clean+aptg
available. This is a $25 million State IndividualdaFamily
Grant (IFG) Program, which could provide individsial
families, and small businesses with grants of ups@00 for
documented flood losses not covered by insurancther
government programs. Eligible grant costs includmage or
destruction to primary residences, personal prgpdebris
removal, emergency housing costs or real proplkvastock,
machinery or equipment used in the normal courdrisiness
and damaged or destroyed by the recent flood.

Applications for the grant should be in your towrcounty
clerk’s offices or disaster relief centers. You nadso file

your application on-line at
https:/www/labor.state.ny.us/secure/flood/appFosm,. ar
print a hard copy and mail it to the Departmentaifor.

Information gathered from the Delaware/Broome Cpl8A
Newsletter
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Farmers’ Market Federation of New York
2100 Park Street
Syracuse, NY 13208
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US Postage
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Permit #3893

The mission of the Farmers’ Market Federation of New York is to suppdrand promote the
viability of farmers’ markets through innovative services, programs and
partnerships that maximize the benefits of markets to sellers, buye@nd communities.

Growing Health: A Forum on Local Food and
the Opportunity to Nourish Self, Families & Commuines

October 18'

Sponsored by Rural Health Network of South Centidéw York

Growing Health: A Forum on Local Food and the
Opportunity to Nourish Self, Families & Communitiesill
be held Wednesday, October 18, 2006 from 5:00 Prii36-
Pm. at the Binghamton Regency, Best Western inti&ngon
New York. Hosted by the Rural Health Network olu8o

Central New YorkGrowing Healthwill be of interest to those

from all walks of life who want to learn more abdl
dynamic relationships between health, food and caoniiy
Those attending will learn how locally produceddaman
contribute to a broad range of individual and comityu
health benefits.

Growing Healthwill feature an expert and diverse speaker

panel of leaders in the local food movement. Seesainclude

Jennifer Wilkins, Ph.D., Food and Society Policyidw in
the Division of Nutritional Sciences at Cornell Maisity,
Billie Best, Executive Director, Regional Farm &deb
Project in Chatham, N.Y., and Raymond Dennistomd~o

Service Director, Johnson City School District &-Cbair of
the New York State Farm to Schools Steering Conesitt
Additional speakers are in the process of beindicoad.

A local food and beverage buffet will be featureahi 5:00
Pm. — 6:00 Pm. The buffet will feature a bountyoafally
produced food, New York State wines and other ryes.
Attendees will have the opportunity to meet an#l teith
speakers, sample delicious, locally grown and pespéood,
and learn more about local food availability froraa
producers and local organizations.

Growing Healthregistration and forum information is
available on line. Please access the Rural Hégdttvork
website ahttp://www.ruralhealthnetwork.org/ If you would
prefer to receive registration information by maéase call
the Rural Health Network at (607) 692-7669, or ékyaur
request tgmurray@ruralhealthnetwork.org
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