Direct Marketing New Markets for Small Farmers

3. Direct Marketing
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3.1 Consumer demands create new markets
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3.2 Farmers’ markets
4 1" 5
4 | 6
"7 /

"8/ 1222
1 9




Direct Marketing Farmers’ Markets

3.2.1 Organisation of farmers’ markets
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3.2.2 Promoting farmers’ markets
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Farmers’ Markets

3.2.3

Support for farmers’ markets
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Direct Marketing Farmers’ Markets
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3.2.5 California’s farmers’ markets
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3.2.6 Diversity of products
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3.2.7 Customer loyalty




Direct Marketing Farmers’ Markets
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3.2.8 Added benefits of farmers’ markets
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3.2.9 WIC farmers’ markets nutrition program
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Direct Marketing Challenges and Opportunities

3.3 Benefits of direct marketing
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3.4 Challenges of direct marketing
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easiest part is to make a product that tastes good, the hardest part is
distribution and sales™ : [22F 6
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Direct Marketing Innovative Programs
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3.5 Innovative programs
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options for commercial vegetable growerg#/ K A Understanding
produce marketing for Kentucky’s direct market&#/ 6 A Promotion and
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Direct Marketing Messages for Victoria
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3.6 What might Victoria learn?
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3.6.1 Direct marketing in the green wedges
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Direct Marketing Messages for Victoria
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3.6.2 Benefits of supporting direct marketing
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3.6.3 Developing markets for small farm goods and s ervices
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Direct Marketing Messages for Victoria
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% “Markets are not costless. In fact, the costs of establishing a
market can be so high that markets fail to form — the so cdfi@asaction
costs’ may exceed the expected gains from frade
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3.6.4 Specific focus on direct marketing
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To provide leadership to companies, colleagues, allies and primary
producers and to respond to opportunities from key export markets
in a strategic and market driven manner
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Direct Marketing Case Studies

3.7 Case Studies

3.7.1 Roadside farm stand - Paul Dennison
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Case Studies

3.7.2 Roadside farm stand — Billy Reid
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Direct Marketing Case Studies

3.7.3 Farm festival - Douq Bahl
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Direct Marketing Case Studies

3.7.4 Community supported agriculture - Angela Tede SCOo
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3.7.5 Community supported agriculture - Ron and Jen Skinner
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Direct Marketing Case Studies
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