Business Development & Marketing

Opportunities

2. Small Farm Business Development and

Marketing
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! Small and mid-sized farmers are increasingly usiingct marketing strategies to earn a greatereshar
of the consumer dollar to boost economic returomfagriculture. Direct marketing consists of salks
agricultural products from farmers, or groups ofnfars, directly to end consumers. These
arrangements shorten the supply chain and allomées to increase their share of the food dollar.
Direct marketing enterprises include farmers’ me&skeoadside farm stands, community supported
agriculturg(CSA), pick-your-own farms and agritourism. Furtdetail is provided in Chapter 3.



Business Development & Marketing Training and Assistance

2.1 The need for training and assistance
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" ' %  “Small farmers
may have ingenuity, but lack other critical business skills
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There is no single, existing program that focuses on alternative
marketing research and outreach, despite the needs of many farmers
for enhanced local and domestic marketing options and for

increasing the share of the food dollar retained on the farm
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Business Development & Marketing Training and Assistance

2.1.1 Entrepreneurial training
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2.1.2 Generic small business training
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2.1.3 Farmer involvement
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2.1.4 Grant programs
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2.1.5 Domestic focus needed as well as export
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Training and Assistance
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Business Development & Marketing Marketing Strategies

2.2 Marketing strategies used by small farmers in t he
USA
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The interactive effects of a concentrated processing sector and the
gradual replacement of open markets with integrated ownership and
contract production does not bode well for small farm agriculture
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The kind of marketing that makes a small-scale
farming operation profitable today is niche
marketing: finding out what customers need or want
and providing it(Humphrey and Mussen, 1995, p35).
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Business Development & Marketing

Marketing Strategies

2.2.1 Developing market linkages with big business
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2.2.2 The E- marketplace
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Business Development & Marketing

Marketing Strategies

2.2.3 Group marketing
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Business Development & Marketing Land Zoning
2.3 Land zoning
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2.4 Local food systems
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With hard work, cooperation, and innovation, the state can build a
food system which offers all lowans an abundant, nutritious, and
high quality diet, based on lowa grown food, and at the same time
create economic opportunities for lowa’s farmers, communities,
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Business Development & Marketing

Local Food Systems
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2.4.1 Initiatives for small farmers
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2.4.2 Education and promotion to consumers
1 % , ) + 1

not just for producers, it is for everyone+ ./9$% C
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Business Development & Marketing Local Food Systems
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2.4.3 Challenges to selling produce in local food s ystems
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2.4.4 A state-wide approach
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Develop an aggressive marketing plan to raise awareness of theoacmn
and social benefits of buying lowa-grown foods.

This plan could include support from the Governor’s office, educating our
children, a tangible campaign for consumers, recognition of the achiexeme
of local food producers and processors, additional support and guidelines for
farmers’ markets and an lowa food directory and database. Recommendations
include:
Use of lowa-grown foods whenever the Governor is speaking at various
events and functions that include meals;
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Business Development & Marketing Local Food Systems

Investigate the potential of more lowa-grown foods being served at the
lowa Capitol;

Declare an “lowa-grown Food” week or day in the public schools;:
Colleges and universities have an lowa food day every spring and fall
on their campuses;

Include lowa grown food as part of the educational curriculum;

Provide information to communities concerning the nutritional value of
food, particularly outlining the benefits of buying locally grown, fresh
harvested, vine-ripened produce; this could be through a partnership of
lowa State University Extension, State government, Practical Farmers
of lowa (PFI), and lowa Network for Community Agriculture (INCA);
Launch a “$10 a week” campaign to encourage consumers to commit
$10 of their family’s weekly grocery purchases to lowa-grown foods;
Create an lowa Food Award recognising the contributions of a group or
individual to the betterment of lowa’s food system;

The Department of Agriculture and Land Stewardship could provide
support and gquidelines for farmers’ markets, which would help
strengthen farmers’ markets and integrate other lowa food products into
the markets; and

Create an lowa food directory and database for use by consumers and
processors.

The Governor should set in motion a state initiative to irase institutional
purchases of lowa-produced food products.
6

A very small percentage of fruit and vegetable production in lowa iseteark

to or through institutional markets. A significant barrier to such miankeis

the lack of market linkages. However recent projects have shioatnift
institutional buyers request locally grown foods, intermediate distiisuand
others in the traditional marketing chain will be motivated to develop
marketing linkages with lowa producers and build the marketing infrastructure
that can become the basis of expanded market activity. The tax payer-
supported institutions of lowa can be a great catalyst for spurrimgn@oic
development of marketing mechanisms and infrastructure.

Serving lowa grown produce through public agency food services will provide
lowa public employees high-quality, fresh food and will increase publiccage
awareness and support for lowa’s emerging local food sygtem!.$%



Business Development & Marketing Innovative Programs

2.5 Innovative programs in the USA
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Business Development & Marketing Innovative Programs

% " Farmer to Farmer
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Business Development & Marketing Messages for Victoria

2.6 What might Victoria learn?
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2.6.1 Facilitating formation of marketing groups
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2.6.2 Recognising the role of community organisati ons
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Business Development & Marketing Messages for Victoria
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2.6.3 Coordination of business development informat ion
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2.6.4 Encouraging entrepreneurs
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Business Development & Marketing

Case Studies

2.6.5 Land zoning issues
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2.7 Case Studies - Co-operatives
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2.7.1 Green River Marketing Co-operative
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Business Development & Marketing Case Studies
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2.7.2 Cumberland Farm Products
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Business Development & Marketing Case Studies
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2.7.3 West Kentucky Grower Co-op
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Case Studies
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Business Development & Marketing Case Studies
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