
Farm Marketing III

Wednesday morning 9:00 am

Moderator: Mike Staton, Berrien Co. MSU Extension

9:00 a.m. The Future of Mazes, Where Are They Headed - Two Leaders' Perspectives

Hugh McPherson, Maize Quest, New Park, PA
Hear Several Farm Marketers Perspectives

10:00 a.m. Successful Farm Marketing in New York

Jack Moore, GroMoore Farms Market, Henrietta, NY

10:35 a.m. Using Taste Test Trials to Learn What Your Customers Like

John Mishanec, Integrated Pest Management Program, Cornell Univ.



The Future of Mazes: Beyond the Cornfield
Hugh McPherson, The Maze Master

Maize Quest / Maple Lawn Entertainment, Inc.

Our Vision for the Future of Maize Quest for Our Clients and Our Home Farm:
-To create attraction products based on operator and guest feedback.
-To create entertainment products that so engage people, they can’t help but talk about them.
-To build and promote these exciting products at our home farm to ‘hands-on’ test them.
-Through our experiences and experimentation, to help other farms around the world achieve the same.

Hugh’s Steps to Success
Identify your target audience
Properly prepare your product

Properly prepare the public for your product
Identify risk level at which you’re comfortable

Know the “Why”
What is your reason for considering a maze attraction? Mazes are one of the most flexible attractions. The
questions you must ask your team are “What is the goal of this attraction?” “Who is going to use it?”
Where are we going to market it?” “ Who needs this attraction?” If they don’t need this one, what kind of
attraction do they need?”

Example needs for you:
Attract people to buy your produce
Open in a new season & boost cash flow
Start charging admission
Boost your gift shop sales

Keep kids occupied while parents shop
Increase the time spent at your farm
Decorate the land around your market

Example needs for your clients:
Teachers need a place to teach math.
Local boy scouts need a place for orienteering
Youth groups need a non-scary Halloween trip

Corporations in the area need a picnic location.
Your current guests are asking for a playground
for young children

Why mazes take planning and goal-centered design.
You’re out of the ag market and competing with entertainment attractions
Mini-golf, Bowling, Six Flags, Disney, Nice restaurants, The Movies are all competitors. The public
expectations are much different from production agriculture. Most of these attractions have more money
than you do. Most of them never ask their guests what they need. That’s our advantage. We can ask.

What kinds of mazes are there? - Three major maze categories
Fun mazes - Small, low input, short experience
Puzzle mazes - Medium in size and scope, more activities
Adventure mazes - Full-scale entertainment attractions

Maize Quest’s Characters Miner Max, Cornelius, Toad and Poppie.



The Next Step: Convergent Maze Attractions
Example: Miner Max: Secret of the Lost Mine
How Max fits this new way to design attractions.
Goals:
Bridge between farm entertainment and ‘real’
theme parks
Launch spring and summer seasons for our home
location; unload October

Launch its own line of merchandise
Enable near year round employment of key
people
Leverage existing guests

Targets:
Current guests who have extra money to spend.
Summer birthday parties

Summer camps
Spring school tours

Need A Season-Busting Attraction?
When do you want to be open?
When are you open now?
When do you have your highest average sales?

Why? Who? Which Days?
What else can you sell to these new guests?
Admission or is it “part of the price”?

Who’s your target?
Working Moms?
Dad’s who like to be the hero?
Pre-school age school groups?
Christmas light tours?

Corporate picnics?
Seniors who like Brittany Spears, wear Nikes,
watch the West Wing and eat hot dogs?

Fun, Puzzle, Adventure, Convergent maze?
We guide you through the process of choosing a maze attraction that fits your market.
Outsource to pros when:
You’re planning to charge admission.
You need time to implement.

What kind of experience should a guest have in the maze?
Choose your material based on you client.
Do you want to open this year?
Is there anything like this around?
Can you afford this material?

How is this maze to be treated?
Will it hold up through my busy season?
What could vandals do to it?

Schedule It!
Start planning now. It takes time to research the
need in your market.
Determine, based on your material, when you can
start building.
Start as early as possible!

Get all materials early.
It’s installed! Now what?
Develop the games or educational activities
Develop the merchandise or cross-promotion
material

Maize Quest’s Characters Miner Max, Cornelius, Toad and Poppie.



Market It!
Find ways to reach the target audience you identified at the beginning. If you wait until you’ve built the
maze to determine how to market it, you are at a distinct disadvantage. Visit our new site
www.themazemaster.com for FREE marketing tips, updates, and motivational stories. Plug into a source of
continual learning and improvement. Take a sales course.

Maze Industry Trends
Still viable or market saturated?
Only the strong will survive? Close. Only the
creative listeners will survive.
Differentiate! What makes you so special?

Compare Mazes to Halloween
How our approach to consulting and design is
different, backwards and right on target.

Old vs. New
How to make the sale in 2005 when people don’t care and purchased media doesn’t work.

Don’t Be Backwards
Instead of finding out what a maze company has, then seeing if you can make it fit your operation, we start
by asking you who you want to attract. By focusing on the target market NOT of the maze itself, you
have a better chance for successfully generating return on your attraction investment. If you focus on
the people paying admission, you will succeed.

Hugh’s Steps to Success
Identify your target audience
Be creative or hire creative
Properly prepare your product

Properly prepare the public for your product
Identify risk level at which you’re comfortable

How to Contact Hugh & Maize Quest
We design maze-based attractions that meet your business goals and your guests’ needs.

Web Site: www.CornMaze.com
Email: hughmc@cornmaze.com
Phone: 1-866-WE-LOSE-U ext 102

FREE Guest needs analysis phone consultation.
FREE Entertainment email newsletter from MQ - send an email to news@cornmaze.com
FREE Attraction marketing tips, tricks, and motivation at www.themazemaster.com
FREE Goal-focused Buyer’s Guide online at www.cornmaze.com
FREE Discovery Maze catalog available after our initial phone consultation.

Maize Quest’s Characters Miner Max, Cornelius, Toad and Poppie.



 
 
 
 
 
 

Farm Marketing In Western New York 
‘Finding your niche and expanding it to fit your 

business’ 
 

Jack Moore 
Gro-Moore Farms, Inc. 
2811 E. Henrietta Rd. 
Henrietta, NY 14467 

Phone: 585-359-3310 (w) 
585-533 1436 (h) 
585-359-4345 (f) 

Email: jack@gromoore.com 
Web:  www.gromoore.com 

 
A) Where we started. 

The family farm originated in 1917. We worked about 1000 acres and ran two 
seasonal produce stands. 

 
B) Where we are today. 

Today we work about 200 acres and have 2 acres of greenhouse space that supplies 
our garden center and farm market. 
 

C) Where we are headed from here? 
 

• Increasing our niche areas: 
Garden Center: continue to improve our plant selections to be on the cutting edge 
in the industry.  
Pumpkin Business: keep improving so that we continue to be a destination for 
fall family fun. 
Pick-Your-Own Strawberries: work on marketing the pick-your-own experience 
as a family outing. 
Corporate Events: coming up with more ways to solicit corporations to 
participate in our fall festival. 
Specialty Foods: sample products on a regular basis all season long and continue 
to search for more products that cross merchandise with who we are. 
Private Label: search to find more products that we can private label that fit with 
who we are. 
 

• Finding new niche areas: 
  New enterprises 
  Corporate team building 
 

• Challenges as a family business: 
How do we incorporate the next generation into the business and afford to pay 
them what they are worth. 



 
 
 
 

The Public Loves Variety Trials 
 

John Mishanec, Area Vegetable IPM Educator, CCE 
90 State Street, 6th Floor, Suite 600, Albany, NY  12207  jjm27@cornell.edu 

 
2004 Tomato Variety Trial 

Working in areas were farms are getting squeezed by development is difficult.  Growers 
face problems but can also take advantage of the increased market opportunities.  Dutchess 
County is less than an hour north of New York City.  Each winter, we have a vegetable advisory 
meeting and discuss problems and ways Cooperative Extension can help solve those problems.  
In December of 2002, growers said they wanted to increase public awareness of the county’s 
vegetable industry.   
 A large-scale public tomato taste trial was chosen as the idea to work with.  Five growers 
volunteered to participate in this project.  We did not want one grower responsible for producing 
all the tomatoes.  Varieties were chosen that were a mix of old standards plus some new ones the 
growers were unfamiliar with.  We decided on 12 varieties for the taste trial.  Seeds were 
obtained and started at a centrally located greenhouse.  Plants were distributed and each grower 
grew 5 varieties.   This way, if one grower had a variety failure, another grower covered the 
variety.    
 Media was contacted and the Culinary Institute of America (CIA) was asked to provide 
student chefs to help slice up the tomatoes.  We received very good coverage in the media.  A 
front page article was carried in the local paper.  The local television station sent a crew to cover 
the event as well.  A central location was chosen. A large tent was donated by a local firm to 
make sure the program went off rain or shine.  Parking was also very important and we had 
volunteers ready to help park all the cars.   
 Two hundred people showed up for the trial.  Vegetable growers were there to answer 
questions and display their produce.  All went well and everyone involved was pleased with the 
outcome.  In the future, we plan to do the trial on a semi regular basis. 
 
The goals for the trial were: 
 
 - Increase public awareness of the vegetable industry in Dutchess County. 
 - Educate the public why varieties taste the way they do. 

- Give growers and greenhouse seedling producers a product – “Winner of the Dutchess 
County Tomato Taste trial” 

- Allow growers to find out “what the public wants” 
- Growers tried some new varieties they were unfamiliar with. 
- Increase public awareness of Cooperative Extension programs 

 
In case you wondered, the top three rated varieties were, #1-Lemon Boy (the ringer, an 

old yellow variety from Johnny’s seeds), #2-Emperador (a newer variety), #3-Navidad (a new 
grape tomato). 
 
 



2005 Potato taste trial 
For the last three years, we have been conducting an “Evaluation of Potato Varieties for 

Resistance to Potato Leaf Hopper.  This trial was carried out on organic farms where the potatoes 
were not sprayed.  After three years, we had results but the growers came back and said, “This 
information is fine but what do the varieties taste like.  We only want good tasting potatoes!” 
 As a result, we set up a taste trial at the two farms, both CSA’s.  We made up lunch bags 
with 2 lbs. of each variety.  We then made up 40 boxes with the 17 varieties in the trial.  Since we 
only wanted people who love potatoes doing the trial, the growers asked for volunteers.  Survey 
results were returned and compiled.  Again, one of the goals is making the public aware of the 
good things growers are doing.  People were excited.  We also got coverage in the local papers 
for this event.   
 Another trial was originally set up with the local BOCES to do a potato taste test at their 
annual open house.  2000 people usually attend this function.  A grower had agreed to plant 25 
lbs. of seed of 8 different varieties.  While the head chef and I had set this up, the BOCES 
administration wanted to charge me to do the trial.  So, out of lemons you make lemonade.  From 
there, I contacted the Culinary Arts program at the Schenectady County Community College 
(SCCC) and discussed a trial with the head of the program.  He loved the idea.  It is a good idea 
for student chefs to learn all potatoes are not the same.  I sat down with the head chef and we 
developed an evaluation form chefs could understand.   The college does a week where all 280 
students learn potatoes.  Each student was required to fill out an evaluation form on the 8 
different varieties used in the preparation of 13 potato recipes.  Results can be used to help 
growers better market their potatoes.   
 

- The community college got 2000 pounds of potatoes free, 8 varieties @ 250 lbs. each  
- Student Chefs got to learn potatoes are not all the same.  Some varieties boil better, 

some bake better and some are all purpose.   
- Potato cooking performance information can be useful for growers to better market 

their crop.   
- The public, chefs and hopefully grocery store purchasing agents, are educated on the 

difference between potato varieties.  This may lead to marketing by variety much the 
same as apples. 

 


