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Changing demographics are reshaping the US food indtry

By Matt Milkovich, Assistant Editor, Fruit Growere\Ws

A number of demographic trends in the United States
changing the foodservice industry and leading t@ ne
opportunities for direct marketers.

Kathleen Kelley, a professor at Pennsylvania Statigersity,
discussed marketing trends in February during 062
MidAtlantic Fruit and Vegetable Convention in HezghPA.

The US population has reached 298 million peoptat’s a
lot of consumers, and their numbers continue tevgAdso,
the ethnic and racial makeup of the US populatsochianging,
especially in states like Texas and California, iehainorities
are becoming the majority. Food producers and tirec
marketers need to learn about the foods minom&saind the
lifestyles they lead if they want to take advantafjtheir
increased spending power, Kelley said.

“The interest in ethnic food is becoming more mieem,”
she said. “It's hard to believe pizza and ravickd to be
considered ethnic food.”

Salsa, which outsold ketchup by $175 million in 208 a
recent example of a formerly ethnic item that hexsdme
mainstream, she said.

Minority groups are not as homogeneous as they traighear
on the surface. For example, there are 20 AfricareAcan
sub-ethnic groups in the United States, and edefhcges in
different ways — another trend direct marketerslatrh onto,
she said.

Increased ethnic diversity has led to an increaskd number
of holidays. During the Chinese Lunar New Year, for
example, Chinese-Americans eat plenty of vegetableih

they believe store “good fortune” in their rootapdnese and
Korean citizens have similar beliefs.

“Young Asian-Americans value their family and their
culture,” she said. “Among this group, their cuitutraditions
come first and foremost.”

Kelley recommended visiting the Web site www.hojislaet
to learn more about ethnic holidays.

The modern consumer’s quest for convenience ishanot
trend that's reshaping the food industry. Stores tififer
overworked shoppers pre-made salsa that also casdukeas
marinade or sauce will have an advantage. If itfitan a car
cup holder, even better.

“We're better at assembling food,” she said. “Wentxta
prepare meals, but no shopping, prep or cleaniegsp.”

Marketers don’t have to go it alone. Teaming ughwither
businesses that offer complementary goods cargbead
strategy, she said.

The quest for health is just as important as thestfor
convenience. Does your signage tell customers goe h
healthy items for sale? Many of them, especialigka adults
age 35 to 44, would respond.

The health movement seems to go hand in hand keth t
organic movement. Sales of organic food have irsa@anore
than 20 percent each year since the 1990’s. Swyplercent
of US consumers have tried organic foods and bgestaut
more information is out there and the market kil room to
grow, she said.

Continued page 6
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President’s Message
April 28, 2006

I'm proud to be the new President of the Federation
at such a pivotal time. The Federation’s success,
due largely to Diane’s drive and vision, has put us
into a position where we are poised to grow.

We have just received two major grants which will
allow us to strengthen markets across the state.
Also, the EBT project is moving into a new phase
and the successful market development project
continues, as well as other on going programs, the
annual conference, market information days, the
insurance program and the newsletter.

With growth and new opportunities it will require

us to change the way the Federation is organized.
There is no way we can possibly expect a part-time
Executive Director to manage the operations and
administer these two new major initiatives.

One part of this reorganization, which the board
approved at a recent retreat, is the formation of
standing committees to advise and assist Diane.

The currenExecutive Committeewill be joined
by aFinance /Audit Committee, chaired by Kyrs
Cail, aPrograms and Services Committee
chaired by John Ameroso aBoard Development
and Membership Relations chaired by Jane
Desotelle.

With the exception of the Executive Committee,
other Federation Members are welcome and needed
to join these new working groups. If you have an
expertise in one of those areas, please consider
joining a committee and helping our organization
move forward.

If you would like to volunteer or need more
information about a specific committee feel free to
contact Diane or me.

Once again, thank you for allowing me to serve as
your President. | look forward to working with
you.

Best Regards,

James Farr



Can’t get no satisfaction

How to deal with monster customers
By Claire Sykes

What garden center own or manager hasn't dealt with
dissatisfied customers? You do your best to oftelity
products and services, but you still haven't catheat
customer back about those rose bushes. And aristher
unhappy with the garden trellis he bought — six then
ago.

They’re unhappy. They may even be angry or downrigh
belligerent. At the very least, they're dissatidfi&nd
you'd give anything to avoid them, but how can you?
They’re your customers, after all.

What's a garden center to do?

Customer challenges to face
First, don the proper attitude. View dissatisfied
customers, and their sometimes unpleasant behasor,
your challenge to give them the best service treegver
received. Their dismay can be your opportunity to
strengthen and build your relationships with th&tou
can be composed and tactful, and maintain your self
respect — and still meet their needs. It helps wen
listen to the complaint and calmly explain how ybu’
remedy the problem. Then do all you can to makmthe

happy.

But what if you've done that and your customerssiile
dissatisfied? Or, what if they expresse their digma
angrily? Or their angry words turn into hostile beior?
If you're equipped with the right know-how and
common sense, you can shape that conflict into
cooperation.

It helps to know why some customers respond so
indignantly when they view your service or produsss
not meeting their needs. More than likely, theistiliy
has little to do with you and your garden centeaybke
they feel tired, hungry or frustrated, rushed opétient.
Or, they expect poor service from you because sff pa
negative experiences with other retailers. Themnaga
maybe they just had a bad day and they're takingtit
on you.

Whatever the reason for their violent words andnsyo
behavior, you can expect some customers to shyv it
Complaining. No matter what, this person has
something to whine about and readily blames others.
Nagging. They consider it their given right to have
things their way, regardless.

Cussing.They fire profanities like a machine gun. If
they can't be right, then they’re caustic.

Screaming This person expects immediate, flawless
service and if they don't get it, they carry oreliin

infant.

Commanding. They are quick to tell you how to do your
job, but if things go wrong, it’s all your fault.
Disrespectful. This person sees you as beneath them, as
they try to belittle you with condescending or séxi
remarks.

When the flames of these fiery scenes threatendamit
make a run for it.

Throw water on the situation — and keep your cool.
However, if customers display disrespect or viotenc
toward you, your staff or your property, get outlodir
way and get help, if necessary. No customer istwihis
kind of abuse.

Tips for handling hot customers

In most cases, you can extinguish your customer’s

hostility by following these 12 steps.

1. Move away from other customerslf your
dissatisfied customer becomes exceptionally angry,
steer him away from other shoppers, so you can both
avoid embarrassment.

2. Distance yourself from the behaviorDon't get
pulled into your customer’s animosity. Try not to
take it personally.

3. Empathize. Put yourself in your customer’s place
and try to imagine how he must feel.

4. Listen to the customer.He may be angry because
he feels no one cares. If you let him talk firstg @as
long as he needs (within reason, of course), his
anger will more likely dissipate.

5. Listen to the complaint. Strip it from its negatyi
and hear what the problem is.

6. Apologize No matter who is at fault (your garden
center, the customer or your vendor), tell your
customer you're sorry for the problem.

7. Thank the customer.He has brought a problem to
your attention. Let him know you appreciate this.

8. Repeat the complaint, calmly Tell your customer
what you heard him say so he knows you understand
him.

9. Explain how you will correct the problem.Be
sure he understands exactly what you promise you'll
do.

10. Recognize the information in a complaint.

Identify to yourself what you've learned from the
incident.

11. Put the information to work. Apply what you've
learned to improve service for him, and all your
customers, in the future.



Fostering Sustainability for Farmers’ Markets through
Professional Management Training

Many farmers market managers in New York State have
been managing their markets for fewer than 4 years.
Even fewer managers have any kind of training,
experience or on the job supervision that asdigstin
making decisions critical to the continued supaod

future growth of the markets. Without the needed
training and experience, many farmers’ markets are
doomed to failure or at best, not living up to tHall
potential as valuable resources for both farmeds an
communities.

As a result of this issue, the Farmers’ Market Fatiten
of NY has developed a three year project that would
bolster the success rate of farmers’ markets beasing
the professional management skills of market
management. The project, supported by funds from
USDA'’s SARE program, is a three year training peogr
targeting farmers market managers and Cornell
Cooperative Extension educators with a curriculbat t
establishes professional standards, policies aactipes
for the management of farmers’ markets. The culuiou
will be offered through a series of workshops, najfttn
held at the annual conference, and through a writte
training manual. The workshops will look at theuiss of
market management, including basic market manager
roles, leadership skills and various market systems
Training in each subject area will provide Extensio

Can’'t Get No Satisfaction continued from page 3

12. Follow up with the customer.Contact him once
you've taken action to resolve the problem, to make
sure he’s satisfied with the action you took. You
may even want to send him a gift certificate or
coupon for 10-percent off select purchases.

Be sincerely sorry
When you're smack up against a customer’s hostility
worst you can do is not empathize with the custésner
dissatisfaction. No matter what happened or whb'’s a
fault, you can be sincerely sorry that he’s so ugsgou
don't express this, he’ll think you don’t care, ahis
may only anger him more.

Another no-no is failing to follow through with you
promises to rectify the problem. What good is a
complaint, especially one housed in hostility, witha
solution? If you leave your customer with an unheso
problem, you may lose valuable business — fromduiih
everyone he knows.

Educators the skills and resources to work witmes
market managers to develop their skill levels at th
community level. Market managers will get the tiagn
they need to conduct their jobs in a professiorahmer,
and have trained support with their local Extension
educators.

At the completion of the three year program, eaahket
manager and Extension office will receive a copthef
training manual developed through the course of the
project. This manual will provide the resources,
including checklists and procedures, to effectively
manage a community farmers’ market.

To develop the first year curriculum, the Federat®
sending a short survey to each farmers’ market gema
and Extension office to ask a few basic questi¥str
cooperation in answering the survey and returrting i
promptly to the Federation office will help us tevtlop
a curriculum that is targeted to your needs. If fiaue
not yet completed your survey, take a few minutes a
do it today. If you haven't received a survey, pkeaall
the Federation office and ask to take part in therfers’
Market Managers Survey. Your assistance will mélie t
project a success, for you, for your market anidnaltely
for yourfarmers and consumers.

Remember, “the customer is always right” — evehely
are clearly wrong. The word they spread about your
garden center is worth the effort you spend to nith&en

happy.

You can turn conflict into cooperation. You camtur
dissatisfied customers into satisfied ones, anostila
situation into a constructive one. When you do, you
minimize your own stress and enjoy the success that
comes with yet another loyal customer.

Reprinted with permission from Garden Center
Merchandising & Management Magazine. For
subscription information, call 1-800-433-5612.



Two Great Events for Your Farmer's Market

The Cornell Cooperative Extension FMNP program is sponsoring two major everstsrtimeer and fall to
be held at 50 Farmer’s Markets across the state.

Cabbage/coleslaw promotion in the late summer this event will be in conjunction with
the Leafy Greens Council and will promote the nutritional value of greens in our diet.

Potato Variety Taste Test in Septemberwill engage consumers and professionals in
evaluating 4 New York Grown boiling potato varieties, red, white, blue and yellowseThg
varieties are easy to prepare and offer both nutrition and interest in meals.

Both events will be held at 50 farmers markets across the state. Thigat agportunity to bring new
customers and their families in an event to encourage positive change in their diesitégosill include
cooking demos, and fun activities for kids. Each site will receive at least one povatr poster.

What's in it for you?
A way to connect with customers
Get your Nutrition New Message out!
Involve Cornell Cooperative Extension, ESNY, Agriculture and 4-
staff and volunteers

A great marketing connection for your market

What we will Provide
Statewide Pride of NY promotion, and local promotional materials
The raw product
Evaluation instrument
Plans for youth activities
Recipes, Giveaways
List of growers that sell these potato varieties and others
And of course a Potato Power Poster

The Pride of New York program will help publicize these events. We are cyragotpting applications
from farmers markets across New York that want to participatevarate looking for CCE or Agency
cooperatorsto be involved in at least 50 farmers markets spread throughout New York, includingrie
area. In order for your market to be included in widespread publicity we needeg@iration by June 16
You can download the registration form and flyer from the Cornell website lisad.be

For more information on these events and the FMNP program contact SteveaMill@mell Cooperative
Extension of Madison Counggm6@cornell.edor Rosalind Cook at CCE of Jefferson County
ric53@cornell.edas soon as possible.

Check out Nutritional Sciences websitenatw.FNEC.cornell.edand click on “programs”
For more Potato Power information check wwiw.uspotatoes.com




Building Community Partnerships

The Farmers’ Market Federation of NY has embarked o
new initiative to educate and involve communitydegs in
our state’s farmers’ markets. This project, Buitgli
Community Partnerships, is supported by a grambfro
Project for Public Spaces, Inc, with funding praddy the
W.K. Kellogg Foundation.

This project is a two phase strategy. The firstsghia
education and will be a two-prong approach. The fir
component is a re-design of the Federation’s ctimebsite,
www.nyfarmersmarket.com. The site would be madeemor
user friendly and add several more pages with resou
materials and links. The resource materials wouttlide
those materials developed by the Federation, dsawel
outside sources of information.

The second component of the education strategynajar
conference, “Farmers’ Markets and Community
Development”, that would be presented in March@i2to
a statewide audience of local municipal leader$ sisc
mayors, town supervisors, county executives, aity a
county planners, economic development specialisislth
department specialists, parks department direcaois,
county farmland protection boards. The purposéef t
conference is to show the value of farmers maricetsir
consumers and communities.

Discussions will center on the social, economidrition
and health benefits markets bring to a communibeyTll
also learn of programs in place through USDA, the¢SN
Dept. of Agriculture & Markets and the Farmers’ Meir
Federation of NY to support farmers’ markets. Hinahey

Changing Demographics
Continued from page 1

The aging of America is another demographic tréndub
group of the baby boomers, called Generation Jan@sade
up of adults born between 1955 and 1964. That group
includes some of the most affluent consumers irbthited
States, who are hungering for specialty produoe ssiid.

Kelley recommended visiting Web sites and ethnic
restaurants to learn more about new markets. Soe al
recommended cross-merchandising complementary .items

“Know what your customer wants,” she said. “Useryou
outlet to your full advantage.”

Reprinted with permission from The Fruit Growersade
May 2006. For subscription information, call (6 B&7-
9008 or visitwww.fruitgrowersnews.com

will learn of the needs of markets to achieve thdir
potential in serving their farmers, their consunsard their
local communities. Conference participants willrtloe
drawn into discussions on creating partnershipk thieir
local farmers markets. In the end, conference qpants
will be asked to commit to “Partnership Pledgesin-
agreement to provide support, at a specified ldsetheir
local farmers; market.

The second strategy to this initiative is to bunidrket
capacity through the community partnerships created
through the conference. The Federation will malke th
connections between the conference pledgees and the
farmers’ market managers and provide follow up and
guidance for this newly created partnership.

Market managers will be encouraged to meet with the
partner, discuss the market needs, the marketvaele and
the potential partnership. Invite the partner tokaa
meetings, both with vendors and with board memters,
participate in market planning sessions and to loaeeon
one strategy sessions with the partner to ensarsubcess
of the partnership. This will be an ongoing process
throughout the market season. The Federation wiitinue
to make contact with the market managers to follgwon
the partnerships, keeping them on track, encougatjiem
where needed, offering advise and assistance wieeaed
and acting as a mediator if needed. At the enteteason
the Federation will follow up with each partnerstopassess
the value and effectiveness of the partnershipsoitgevity
and its impact on the market and its surroundingroanity.

Potential Food Donation Project with a
Local Soup Kitchen

Please consider working with Hunger Action to denat
any surplus food from your farmers’ market to aaloc
soup kitchen that provides food to hungry New Yoske
There are over 500,000 low-income people using food
pantries and soup kitchens each week because thegtd
have enough resources to provide food for theiiilfasn

A majority of people using food programs are thaedly
and children. Hunger Action’s recent survey foumal tan
overwhelming 40% of food programs had to turn peopl
away or reduce the amount of food distributed tthea
person because they laced enough resources to feed
everyone. Contact Susannah Pasquantonio at Hunger
Action Network of NYS at (212) 741-8192 ext 3# or
email spasquantonio@hungeractionnys.org to didbiss
matter further.




NYFARMERSMARKET-L

Farmers’ Market list serve

Through generous support of Cornell University trel
Community, Food and Agriculture Program, the Fagher
Market Federation has its own list-serv,
NYFARMERSMARKET-L. Members may post questions,
suggestions, and comments all relating to farmeaegkets —
topics like management issues and questions, pionsot
and event ideas, display techniques, customercgeissues,
even production questions can be posted on thedist
Your postings will go out to all the members of tise-serv
who will have the opportunity to respond. Becausehe
posting and response will be automatically e-matitedvery
subscriber to the list-serv, everyone can follow th
conversation. It's fun, it's easy and, best of ill,
informative.

To subscribe, you must be a member of the Farnvasket
Federation, either as a farmers’ market or as divigual.
Then send your e-mail addresgdiane99@dreamscape.com
with your request to subscribe to the list-servuYll then

be added to the growing list of members alreadyifgiin

the conversations.

If for some reason, you would rather not participat
instructions for unsubscribing will be includedyiour
welcome e-mail. Or you can contact the Federatfioeoto
request removal.

There are a few simple rules for participation.

1. All postings must be related to farmers’ markets.
Soliciting business or marketing services, excepne
they may have broad general application to theenti
membership is prohibited.

2. Posting attachments can be a problem for some list
subscribers. Please put attachments on a website an
then post the URL to the list or place the contdrihe
attachment in the text of the message.

3. When you respond to a posting, remember that your
response goes to all members of the list serve.
Responses to the list serve should be targeteltl to a
members and be meant to keep a discussion going, or
answer questions that all would be interestedadirey.
If you are responding only to one person, pleasd se
that in a separate email, not on the list serve.

With these simple rules in mind, the Board of Diogs of
the Farmers’ Market Federation and our benefaetors
CFAP, would like to welcome you to the
NYFARMERSMARKET-L list serv. This is a great
opportunity to keep in touch with one another athylong.
So take advantage of the list-serv and participatee
discussions!

For more information or to join the list serve, tamt the
Farmers’ Market Federation office at 315-475-110#&noail
your request to subscribe to diane99@dreamscape.com
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Seeking Additional Participants for the
Thruway Authority’s Tailgate Farm Market Program

Since 1996, the New York State Thruway Authoritg loperated a Tailgate Farm Market Program at s€lettway Travel
Plazas with the assistance of the New York StaaBment of Agriculture and Markets. Program otiyes include:

Promoting public awareness of New York State’sadiral products

Providing fresh farm produce to Thruway traveletselect Travel Plazas.
Providing farmers with the opportunity to sell thproducts at select Travel Plazas.
Promoting agri-tourism within the respective region

Increasing business activity at Thruway Travel BRz

This year, the Tailgate Farm Markets will operatenf Mother's Day, May 14, 2006 through Wednesdagyéinber 1,
2006, depending upon the availability of fresh el Each market will consist of one or two farsneet up near the entrance of the
main Travel Plaza building.

Typically, the available products include seasdoedlly grown fresh fruits and vegetables, edibdehs, plants and flowers,
and other farm products by special arrangement.

In addition to selling home—grown products at therkets, the farmers will distribute agri-tourisnoprotion materials provided by
the New York State Department of Agriculture andrkéss and other market sponsors

To promote the Tailgate Farm Market Program, signagceding the Travel Plaza will be erected tatifiethe market In
addition, many farmers at the markets will alsctipgrate in the “Pride of New York” Program, whidaentifies and promotes New
York State farm and food products.

Tailgate Farm Markets are sponsored by local omgdioins such as chambers of commerce, county caidgerextension
agencies and other groups that operate farmersetsarkcommunities adjacent to the Thruway.

For further information regarding participation time Authority’s Tailgate Farm Market Program, cantt&llen Fogarty,
Office of Travelers’ Services at (518) 436-283 Etden_Fogarty@thruway.state.ny.us.



