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MARKETING: 
STRATEGIES 

FOR OUTREACH



BE REMARKABLE 

WHAT YOU’LL GAIN
• Understand why a marketing 

plan matters
• How to write a “usable” 

marketing plan
• Marketing strategies including a 

Paid/Earned/Owned checklist 
and a content calendar



DO I REALLY NEED 
A MARKETING PLAN?



DO I REALLY NEED 
A MARKETING PLAN?

IF YOU BUILD IT, THEY WILL COME. 
(NOT WITHOUT MARKETING)



MARKETING IS A MUST…SO IS A PLAN

1. Support Your Farmers & Vendors
2. Enrich Your Community
3. Funding Opportunities/Grants
4. Buy-in From Vendors
5. “Navigation System” with 

Annual Updates



WRITE YOUR
MARKETING PLAN



BE REMARKABLE 

WHAT IS A USP? 
“Unique Selling Point.” 

Unique to farmers markets, what the other 
competitors don’t have only at markets can shoppers 
interface directly with YOU, the farmer, all the time

Appeals to the consumer, selling to their needs: the 
next 45 minutes focus on how YOU fulfill their needs

Point=ONE thing to focus on…YOU

7 SECTIONS.
ALL WITH PURPOSE.
YOU GOT THIS.



BE REMARKABLE 

MARKETING PLAN: WHAT’S IN IT? 
1-Executive Summary 
2-Organization Overview
3-Mission and Vision
4-Situational Analysis (5 C’s)
5-Objectives and Benchmarks
6-Marketing Strategies
7-Content Calendar



1-EXECUTIVE SUMMARY (1 Page)
• Write this last! 
• Key for funding/grants
• Fifth grade reading level



BE REMARKABLE 

2-ORGANIZATION OVERVIEW (1 Page)

• The “Big Picture” of your farmers market
• Just THE FACTS
• Important step that comes into play later…

Location
Start/End Date
Day/Hours
Vendor Offerings
Accept SNAP/FMNP? 
Current Marketing Assets 
Parking/Conveniences



3-MISSION & VISION  (4 sentences)
• What does your farmers market aspire to? 
• Recommended Reading! 

BHAG



3-MISSION & VISION  (Example)





5C’s: Climate (1 Page)…RESEARCH!
• MACRO: national, regional trends
FMFNY, National Farmers Market Coalition, USDA, 

• MICRO: within your area
County Planning Dept., Cornell Cooperative, 
NY.GOV, U.S. Census

MACRO: Covid, SNAP/EBT usage rising, interests 
in “clean” eating, vegan, etc.

MICRO: population overview, agricultural trends



5C’s: Customers – Existing + New (1 Page)

Who currently shops at your market?
Income, Age, Ethnicity

What are their shopping habits?
Spend, Frequency

SurveyMonkey.com



5C’s: Customers (1 Page)

Based on the CLIMATE, and your 
OVERVIEW…what types of NEW customers 
could you attract?

More people receiving SNAP/EBT (Climate)
Located near an office park (Overview)



BE REMARKABLE 

5C’s: Competitors

• Meal kit delivery
• Grocers
• CSAs
• Home gardens
• Other farmers markets



5C’s: Collaborators 
• What other organizations can help you 

promote your market?
• Collaborators share the same customers!

Social Service Offices, Office of Aging, WIC
Downtown/Neighborhood Associations
Daycares/Schools
Food Bloggers/
Other Markets



5C’s: Collaborators 
• New York Apple Association
• New York Beef Industry Council
• New York State Berry Growers Association
• Empire State Honey Producers Association
• New York State Maple Producers Association



5 C’s: Company (SWOT Analysis)



OPPORTUNITY
IS MISSED BY MOST 
PEOPLE BECAUSE IT IS 
DRESSED IN OVERALLS 
AND LOOKS LIKE WORK.
Thomas Edison



SWOT: Find the Opportunity 



BE REMARKABLE 

SWOT Analysis in Action

STRENGTH            WEAKNESS

OPPORTUNITY THREAT

 Not a lot of vendors
 Low customer count

 New flea market opened 
nearby

 Big grocer selling “local” food

 Outdoor shopping safer 
during pandemic

 Nearby warehouses 
converted to mixed use 
(offices/apartments)

 Great vendor variety
 Seniors, foodies are loyal
 Accept multiple payments 

(SNAP, FMNP, Credit Cards)



Low Customer Count and Loyal Seniors/Foodies > Increase Customer Count 
Accept SNAP and More People Getting SNAP > Improve SNAP Usage
Nearby New Mixed Use Warehouse > Attract NEW Customers

5-OBJECTIVES & BENCHMARKS
• Your SWOT Informs Your Objectives! 



BE REMARKABLE 

5-OBJECTIVES & BENCHMARKS
• 3-4 total
• Measurable SMART GOALS
• Marketing will help you get there! 

Specific
Measurable 
Attainable
Relevant 
Timebound



Low Customer Count and Loyal Seniors/Foodies > Increase Customer Count by 50 per Market 
Accept SNAP and More People Getting SNAP > Improve SNAP Usage by 10% Over the Season
Nearby New Mixed Use Warehouse > Attract NEW Customers by 500 Over the Season

5-OBJECTIVES & BENCHMARKS
• Your SWOT Informs Your Objectives! 

Specific
Measurable 
Attainable
Relevant 
Timebound



6-MARKETING
STRATEGIES



STRATEGIES MUST BE CHOSEN THAT 
ACHIEVE YOUR MARKET’S GOALS

Never do marketing just to do it!

• Increase customers by 50 people/market
• Improve SNAP/EBT usage by 10%
• Bring 500 new customers to market



IDENTIFY TARGET AUDIENCE/S MOST LIKELY 
TO HELP ACHIEVE YOUR OBJECTIVES

• Increase customer count by 50 people
Target: Seniors, families, foodies

• Improve SNAP/EBT usage by 10%
Target: Lower Income Community 

• Bring 500 new customers to market
Target: Nearby new warehouse complex



CREATE MEASUREMENT OF SUCCESS
• Increase customer count by 50 people
Target: Seniors, families, foodies
Measure: Customer count 1x per month
• Improve SNAP/EBT usage by 10%
Target: Lower Income Community 
Measure: Review SNAP redemption report
• Bring 500 new customers to market
Target: Nearby new warehouse complex
Measure: Create flyer or offer to redeem, 
count redemptions at season’s end



MARKETING BUDGET

• Companies spend 3-6% of gross sales 
on marketing/advertising

• Farmers markets unique, usually 
smaller budgets

• Look to grants, sponsorships, 
cooperative pooling of funds



BE REMARKABLE 

PAID MEDIA
OWNED MEDIA
EARNED MEDIA



BE REMARKABLE 

OWNED MEDIA

 Brochure
 Flyers
 Poster
 Website
 Your Market’s Social Media  
 Profile pages on Google/Bing/Yelp/TripAdvisor etc.
 Email/e-Newsletter/Text Campaigns

*Use OVERVIEW and MISSION/VISION to populate 
your owned media with content



PAID MEDIA

 Paid Search Campaigns (Google Ads)

 Facebook/Instagram Ads

 Influencers

 “Traditional” Print/Radio/Billboard



EARNED MEDIA “HOLY GRAIL”

Presence on OTHER Media You DON’T Pay For

 PR Campaign
 Shares/Endorsements on Social Media
 (Positive) Reviews on Yelp/Google
 Listings on Community Calendars
 Market Ambassadors
 Tabling/Speaking Events

FREE!



EARNED MEDIA: PUBLIC RELATIONS
• Contact media w/ NEWSWORTHY info
• Create media contact list
• Write 1 page press release
• Use https://www.helpareporter.com/

https://www.helpareporter.com/


WHAT IS NEWSWORTHY? 

• Text a friend test
• Market opening
• Demos/events
• Seasonality alerts 
• New, exciting vendor



EARNED MEDIA: SHARES ON SOCIAL

Ask OTHER Facebook organization pages, your 
vendors, and your biggest fans to share and 
promote your market on social media!

It’s the digital equivalent of word of mouth! 



EARNED MEDIA: SHARES ON SOCIAL

Create Shareworthy Content! NOT Promotional



EARNED MEDIA: SHARES ON SOCIAL

Create Shareworthy Content!
NOT Promotional Content



EARNED MEDIA: REVIEWS

• Illegal/unethical to ASK for positive reviews
• But totally ok to ask for and REWARD reviews! 



EARNED MEDIA: COMMUNITY 
CALENDARS
• FCC requires major media to promote 

community/non-profit causes 
• Radio/TV/Newspaper websites



7-CONTENT
CALENDAR



7-CONTENT CALENDAR
• Keep everything organized in one place!

• Update year after year

• Always be ready with CONTENT and 
inspiration for your PAID, EARNED, and 
OWNED media!  





CONTENT CALENDAR: “HOLIDAYS”

• Surprising holidays, 1000s to choose 
from…great social media exposure

• www.holidayinsights.com
• Use #hashtags to promote
• Always cross check on Google
• Inspire your EVENTS & PROMOTIONS

http://www.holidayinsights.com/


EXAMPLE: June 4th National Cheese Day
• If market held that day, sampling…a 

great PR opportunity

• On social media, feature cheese vendors 
or do poll about favorite cheese

• Send an email with a fun subject line 
“Not to be cheesy, but…”



BE REMARKABLE 

MARKETING PLAN: WHAT’S IN IT? 
1-Executive Summary 
2-Organization Overview
3-Mission and Vision
4-Situational Analysis (5 C’s)
5-Objectives and Benchmarks
6-Marketing Strategies
7-Content Calendar



THANK YOU! 
OTT.LINDSAY@GMAIL.COM

315.882.6823
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