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A Unique and New Approach to Apple Slices 

Dianne K. Novak, RD, MS 
Project Services Coordinator, MSU Product Center for Agriculture and Natural Resources 

4700 S. Hagadorn, Suite 210,  East Lansing, MI 
email:  novakdi@msu.edu  -  www. aec.msu.edu/product/ 

Selling more apples?  Who wouldn’t like to see that happen. In a year of abundance or in 
a year of lower yields, ensuring the customer at your farm market will but more apples 
than anticipated would be profitable.  But, how can this be done, with out giving 
something away to get this result? 

Marketing Fresh Apples in an Innovative New Way:  Fresh-Cut Apple Slices 

What is the Fresh-cut Industry? 

A sector of the food industry that provides fresh-cut and packaged produce 

Initial market entry was vegetables, with category leader being fresh bagged 
salads, latter entry are fresh-cut fruits. 

A 20-something years young industry 

Growth continues in double digits into a multi-billion dollar industry 

Factors contributing to steady and forecasted growth:  convenience, nutrition, 
taste and safety. 

A variety of other consumer demographics also play a role 

What is the Fresh-cut Industry connection to apples? 

Part of the new “emerging” market 

Apples address the factors for category growth 

Connects with current and future consumer demographics 

Shelf life longevity  

How do fresh apples become fresh-cut apple slices? 

Slicing process combined with a anti-browning treatment (ie. NatureSeal®)

Proper Packaging 

Good Manufacturing Practices 

HACCP protocol 

Cold chain management 

Who can do fresh-cut apple slices in the farm market arena? 

Processing option 

Non-processing option 
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What are the promotion options for fresh-cut apple slices? 

Sampling on site 

Selling of anti-browning product (ie. NatureSeal®)

Selling of the complete package (apple slice kit) 

Apple variety comparison – taste preference 

Supplier to other farm market, farmers markets and others 

Allocation of  fresh market volume to “fresh-cut apple slices” 

How do you evaluate if fresh-cut apple slices could help you sell more apples? Or was 
able to make the farm market operation more profitable? 

Compare apple sales for a particular time frame: apples sold with out sampling 
fresh-cut apple slices vs apples sold with fresh cut apple slices 

Sales of fresh-cut apple slices, if applicable 

Comparison of apple volume sold per customer:  with and without anti-browning 
product.

Overall apple sales comparison:  with fresh-cut apple slices vs no offering of 
fresh-cut apple slices 

What will the farm market customers’ see as the value and benefits of fresh-cut apple 
slices? 

A new “look” to fresh apples 

An avenue to bring a new level of convenience to fresh apples 

Ability to explore more apple flavor varieties in “perfect” presence 

A helpful way to support customers to meet their 5-9 servings of fruit and 
vegetables per day; “I care about you and your families HEALTH” 

Allow them to add convenience to their menu choices and lifestyle, as they see fit 
(grab ‘n go snacks, meals-to-go, menu variety) 
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Development of a Michigan Farmer’s Direct Marketing & 
Agri-Tourism Organization – Is It Time? 

Project prepared by: Patrick O’Connor 
Doctoral Student – Michigan State University 

oak@msu.edu  -  (517) 927-7675 

The purpose of this project is to explore the interest in forming an organization to represent 
Michigan direct marketers and agri-tourism operators.  If interest among industry members is determined 
sufficient, this project will facilitate an industry member-driven launch of an organization. 

Research will be conducted to determine the interest among those currently involved in the Michigan 
farm marketing and agri-tourism industry for such a member based organization.  A review process will 
be implemented to allow a core exploratory committee comprised of Michigan farm marketing and agri-
tourism members to analyze the research results and determine the interest.  If the interest dictates, the 
exploratory committee would begin the development of a document outlining possible organizational 
structure and related issues.  The resulting draft document would then be presented to interested industry 
members and modified based upon further input.  The modified document would be used as the basis for 
the establishment of by-laws, a board structure, organization structure, membership requirements, initial 
priorities, and other key components needed to formally launch an organization as a legal State of 
Michigan non-profit entity.  The project also includes conducting an evaluation of the organization’s 
value to members.  

There are an estimated 3,000 farm marketing and agri-tourism operations in the state.  If you add the 
many Michigan natural resources tourism destinations the number is even greater.  Michigan has an 
abundance of farmers who sell agricultural and natural resources goods, services and attractions directly 
to consumers through farm markets, cider mills, wineries, U-pick farms, community farmer’s markets, 
and community supported agriculture farms, and other enterprises.  Michigan is a state with strong 
diversity of agricultural and natural resources products offered to consumers, a large number of farms 
close to urban and suburban populations, and a strong reputation as a tourist destination.  A majority of 
Midwest consumers are just a short drive away from Michigan direct marketing and agri-tourism 
enterprises.  These factors and others have helped the Michigan “agri-tourism” industry to flourish.  
These factors and others also lay the groundwork for further expansion by agriculture and natural 
resource industry participants. 

Michigan is a leading state in its diversity of agricultural products grown.  There may be more farm 
market and agri-tourism destinations in Michigan than in New York, Wisconsin, Pennsylvania, Ohio, or 
any other state currently represented by a member based farm marketing and agri-tourism organization.  
Agriculture and tourism vie for the number two spot as the leading industries impacting Michigan’s 
economy (behind the automobile industry).  The farm marketing and agri-tourism industry is a blend of 
these two leading Michigan economic drivers.   

Michigan’s farm marketing and agri-tourism industry is very diverse, and therefore difficult to 
accurately define.  Operations may be as simple as a seasonal roadside stand set up for a few short weeks 
during harvest season, to large scale operations offering dozens of farm-grown items, entertainment, and 
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more.  Often it is the attraction that is the draw, not products, as is the case with corn mazes.  Goods and 
services are not mutually exclusive.  For example you can find a farm market offering pumpkins, peaches, 
and other agricultural products along with educational seminars about horticultural production and a 
natural resources experience such as wilderness trails.   

In addition there are many community farmers’ markets where farmers gather at city, township or 
county sites to sell their goods.  The biggest example of this is the historic Detroit Eastern Market.  As the 
discussion takes place regarding the need for a Michigan organization, it should be recognized that 
farmers’ markets, community supported agriculture farms, and other “direct to consumer” agricultural 
enterprises should be a considered as part of the dialog process.  Natural resources service, attraction and 
destination enterprises should also be considered.  Each follows the model of selling goods and/or 
services directly to consumers.  This is often referred to as “direct marketing” in the agricultural industry.  
While it is a challenge to define participants, much of the definition of who an organization would 
represent will be established through this project.   

A Michigan farm market and agri-tourism organization could focus on addressing governmental 
affairs and regulations issues, grant writing, social networking opportunities, educational and professional 
development opportunities, promotional programs, and membership benefits initiatives.  It could help 
identify, facilitate and foster the expansion opportunities for existing operations, and encourage new 
entries into the farm marketing and agri-tourism field.  

Such an organization could utilize existing research on the benefits of membership in associations, 
specifically those collectively working in the area of marketing, promotion, education and member 
networking.  In addition, this project incorporates the goal of evaluating the end benefits to members as a 
result of the creation of such an organization. 

Currently, there is no lead member based organization to serve the needs of the full spectrum of 
unique Michigan entities, products and individuals involved in direct marketing of agricultural and natural 
resources products to consumers and those providing related tourism opportunities.   Most agricultural 
groups and associations are targeting wholesale sales through distributors, middlemen, brokers, 
processors and retailers.  The “business model” for most of these organizations is oriented toward 
wholesale “commodity” sales.  And though there are many tourism organizations located throughout the 
state, few appear to have had substantial focus on agri-tourism.  Few, if any, existing organizations have 
boards made up exclusively of farm marketing or agri-tourism operators.  As a result, there may be 
missed opportunities and needs not being addressed.   

This project suggests building an organization that would work closely with, not in competition with, 
existing organizations.  Michigan commodity groups, the Michigan Department of Agriculture, Michigan 
State University, Michigan Farm Bureau, and other producer associations and organizations should be 
recognized as strong partners for an organization of Michigan farm marketing and agri-tourism operators.  
Strong partnership opportunities will likely be discovered and nurtured. 

On the national level, farm marketing continues to grow as a method for small and medium-size 
producers to increase their profits.  All forms of direct to consumer marketing – farm markets, roadside 
stands, and pick-your-own operations, community farmers markets – are also becoming increasingly 
popular with consumers who seek fresh and healthful agricultural products.  It is projected that growth in 
the area of farm marketing and agri-tourism will continue.   

While there have been previous attempts to maintain a Michigan farm marketing and agri-tourism 
organization in the past, sufficient resources appear to have been lacking and each previous organization 
has folded.  This project includes substantial input from members of the industry, allowing them to 
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express interest, identify opportunities, modify structure, and launch an organization.  The key to 
longevity will be the industry members’ involvement in the formation process.  It is envisioned that such 
a project will be producer/grower driven, and the project will be structured to empower industry members 
to establish an organization. 

The establishment of an organization specifically addressing the needs of Michigan farm marketing 
and agri-tourism industry members will have impact on not only those involved as members, but also 
non-members involved in this business.  It will impact all of Michigan agriculture.  In turn, all Michigan 
citizens will benefit. 

Initial research indicates an interest among Michigan’s farm marketing and agri-tourism operators to 
form an organization to begin addressing the needs of this segment of the agricultural and natural 
resources industries.  Informal conversations and more formal group exploratory meetings have 
determined that potential exists for this type of organization to be effective in serving the needs of 
members.   

According to the North American Direct Farm Marketing Association (NADFMA), the regions of 
the country that currently have strong farm marketing and agri-tourism organizations also have more 
strength and diversity in their farm marketing and agri-tourism industry.  The New York State Direct 
Farmers’ Marketing Association (NYSDFMA) appears to be an excellent example of a member based 
organization.  The Wisconsin Ag Tourism Association was “founded in 1993 for the purpose of 
education, promoting, and stimulating interest in agricultural tourism.”  Many other states and regions 
have similar organizations.  The NADFMA estimates that there are 41 farm marketing and agri-tourism 
related organizations throughout the country.  

According to key Michigan leaders, the time is right for the establishment of a farm marketing and 
agri-tourism organization, and industry members themselves appear ready to launch a new organization.  
Recent discussions have indicated high interest.   

Empowering industry members is a key underlying feature of this project.  Such an initiative will 
allow widespread industry member input and ownership of the process, which will help the organization 
resulting from this project the opportunity to better succeed and continue.  Building a member-driven and 
member “owned” organization will be underlying themes as the process continues.   

“Shortcuts” may cause limited scope, limited membership and failure.  For approximately $12 one 
can purchase a book titled “How To Start A New Association”.  Because of the complexity of this 
industry, the wide range of types of enterprises, and the wide range of products, services and attractions, 
this project proposes a grassroots approach – utilizing research to establish the interest in forming an 
organization.  The research will also allow substantial input for review by those industry members 
charged with forming an organization, if warranted.  This project calls for members to form the 
organization, which will be done after review of the research results. 

While it is tempting to assign the facilitator to begin making calls, and round up a handful of farm 
marketers to “start an association”, there are potential pitfalls: Lack of a clear direction; lack of proper 
review of interest among industry members; poor understanding of the needs and priority areas of the 
industry; lack of true and balanced representation across the industry (a “lopsided” organization with 
imbalance or over representation by certain industry segments); etc.  

Project Activities: 

Research to Determine Industry Interest, Needs and Priorities - Personal interviews, regional focus 
groups, and an Internet survey.  Needs and priorities will be assessed.   
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Advisory Group Review - A core “advisory group” of industry members will review the research 
results to determine the interest to continue.  If sufficient interest exists, in the opinion of the 
advisory group, the project will proceed. 

Document Draft - Working group will develop a draft document to include suggested organization 
structure, membership requirements, board representation and terms, bylaws, dues and funding, 
subcommittee structure, needs and priority issues, and a confirmed launch date for an organization.   

Document Distribution to Industry for Input - The resulting document will be distributed (through 
mailings, emails, meetings, etc.) to industry for review and feedback.  Review and feedback will be 
sought for document modification. 

Document Modification - The document will be modified as needed after review and input by 
industry members.   

Establishment of Organization - Based upon the needs and overview documented, the core 
advisory working group will then begin taking the steps needed to formally establish the 
organization as a legal State of Michigan entity.  This might include finalizing a mission statement, 
establishing by-laws, structuring a board, prioritizing activities and other key components.  

Begin Operation of Organization - The new organization’s board of directors would then begin 
overseeing the day to day organization activities. 

Conduct Membership Drive - The new board of directors would undertake the responsibility of 
conducting an information campaign and membership drive to secure members. 

Evaluation: Review of Process - Conducting ongoing evaluation of the organization’s value to 
members will be a key component of the project.  The board of directors will review the process 
taken to research and establish the organization.  This process will be summarized and reported to 
both organization members and non-members to demonstrate the “grassroots” approach taken.  This 
will likely help formulate communications messages for the organization’s future membership 
drives.

Evaluation: Review of Member Satisfaction - In addition, members’ satisfaction will be evaluated 
by an independent evaluator and will include surveying all members annually.  Results will be 
reported to the board of directors for use in helping modify and structure the organization and its 
activities to best serve members. 

Project Facilitator: Patrick O’Connor, doctoral student, College of Agriculture & Natural Resources, 
Michigan State University.  Work will be conducted as part of academic studies.  Services provided “in-
kind”.  An end goal will be to develop a template that can be replicated in the future as needed to benefit 
the agricultural and natural resources industries.  This process will be documented and submitted to 
various academic journals. 

Support: Financial commitment to the project provided by Dr. Michael Hamm, Charles Stewart Mott 
Distinguished Professor of Sustainable Agriculture.  “In-kind” support is anticipated from other Michigan 
State University researchers, Extension, and Michigan Department of Agriculture staff.  Substantial “in-
kind” contribution is anticipated from members of the Michigan direct marketing community as the 
project proceeds. 

Timeline: Research tentatively scheduled to begin in January 2004.  Anticipated organization launch 
could be Fall 2004. 

Anticipated Result: An industry member driven, “owned” and responsive organization. Credibility will 
come from the industry members themselves forming the organization.  Long-term commitment will come 
from the sense of “ownership” by the members.  Accountability to members will come from the 
organization’s modifying activities based upon the annual evaluations. 


