
Great Lakes Fruit, Vegetable & Farm Market EXPO
December 5-7, 2006

DeVos Place Convention Center, Grand Rapids, MI

Farm Marketing I

Tuesday morning 9:00 am

Where: Ballroom Room C

CCA Credits: CM(0.5) PD(1.5)

Moderator: Bob Tritten, District Extension Fruit Educator, MSU Extension

9:00 a.m. Growing Seasonal Tours At Farm Markets

Donna Quigley, Merrymead Farm, Lansdale, PA

9:30 a.m. How the MSU Product Center Can Assist Direct Marketers

Tom Kalchik, MSU Product Center for Agriculture and Natural Resources

10:00 a.m. Michigan Farm Marketing & Agri-Tourism Association-Launching This New Organization

Michigan Farm Marketing & Agri-Tourism Association Board Members

10:30 a.m. Farm Marketing Illinois Style

Denise and Keith Boggio, Boggio's Little Mountain Orchard, Granville, IL



How the MSU Product Center Can Assist Direct Marketers 
Tom Kalchik, Associate Director 
MSU Product Center for ANR 

Venture Development 
4700 S. Hagadorn Road, Suite 220 

East Lansing, MI 48823 
Phone: (517) 432-8752 

Fax: (517) 432-8756 
Mobil: (517) 256-7968 

E-mail: kalchikt@msu.edu 
Web site: www.productcenter.msu.edu 

The Michigan State University Product Center for Agriculture and Natural Resources started operations 
in early 2004 to encourage and support entrepreneurial venture development in the areas of agriculture, 
food and natural resources.  We do this with a combination of research, education, and consulting.  An 
Innovation Counselor network is the gateway into the Product Center and a critical part of our delivery of 
services. 

RESEARCH 

Market research is a fundamental need of direct farm marketers.  The Product Center subscribes to Mintel 
consumer intelligence reports that are updated every two years and provide insight into many aspects of 
consumer trends and needs.  There are hundreds of reports in our database but we can help you focus on 
those that will help you drive your marketing program to success.  The obvious reports center on food.  A 
quick search of the database for fresh fruits and vegetables results in 290 reports.  Which ones will work 
for you?  There are obvious reports on the topics of organic foods and beverages, and specialty foods.  
But there are other reports that may have relevance to your direct marketing efforts.  For example, 
“Mexican Food in the US,” provides information about this growing segment of the US population as 
consumers for fresh vegetables.  The report. “FDA-approved Food Health Claims in the US,” gives 
guidance about the types of health claims you can make on products you sell. 

The report, “Lifestyles of Older Adults,” shows the following: 
Index of Expenditures on Fresh Fruits and Vegetables
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What is this telling us?  Consumers who are 55 or older spend about 3% more on fresh fruits and 
vegetables than all consumers as a group, and consumers aged 55 to 64 spend a whopping 11% more than 
the average.  Even consumers aged 65 to 74 spend 1% more than average and it is only the oldest group, 
aged 75 and above, that spend 6% less than average for fresh fruits and vegetables.  This is called market 
segmentation and provides a means for you to develop marketing programs that target certain segments of 
consumers who are likely to spend more at your farm market.  Is there potential for you to attract people 
in the 55 to 64 age bracket to take advantage of their tendency to spend more on fresh produce?  How 
would you do that?  The Product Center can help you investigate the opportunities and develop strategies 
to address them. 
 
EDUCATION 
 
The Product Center is conducting workshops specifically designed for farm marketers.  A series to help 
you manage risk through business and market planning was completed in mid-November.  Topics 
included business planning, insurance programs and liability, pricing and record keeping, understanding 
your customers, and product differentiation. 

On December 4, in conjunction with the Great Lakes Fruit, Vegetable and Farm Market Expo, the 
Product Center sponsored a workshop titled Human Resource Management for Small Businesses.  While 
not specifically aimed at direct marketers, it contained many relevant topics for you.  Managing people, 
getting results through effective communication, managing conflict, finding and hiring the right people, 
and understanding labor laws – all topics you need for successful farm markets. 

Another series of workshops for direct marketers is planned for late February and early March.  The 
theme of this series is Retail Marketing and Sales, with topics focusing on retail displays and signage, 
salesmanship, and promoting your business. 

The 2006 Produce Marketing Conference will be held on the last day of the GLExpo.  This conference 
provides people in the fresh produce marketing business, including direct marketers, with knowledge 
about consumer trends, packaging, branding, and merchandising.  Industry representatives will discuss 
globalization of the fresh produce industry, meeting consumers’ expectations, and retail trends.  These 
issues are important if you are operating a large retail supermarket chain or a fresh market stand on your 
farm.  In addition, representatives for the State of Michigan will discuss how to sell to the State.  
Michigan government currently purchases $11.6 billion of goods under 2,200 contracts.  The Food Policy 
Council has emphasized the need for as much of these purchases as possible to come from local sources. 

Visit our website and look under Educational Programs or New and Events for the latest information 
about all Product Center programs. 
 
CONSULTING 
 
The Product Center has an extensive network of Certified Innovation Counselors to assure services are 
delivered throughout the State.  These Counselors are your local contact with the Product Center.  They 
are trained to help you with your business planning needs.  Visit the Product Center website and look 
under ANR Innovation Counselors to find the Counselor in your area. 

Perhaps as important as the Counselors’ ability to work with you is their direct link into the campus based 
resources of the Product Center.  The Product Center has an on-campus staff of 11 people, including 
specialists in venture development, business and market analysis, supply chain management, food 
science, and nutrition.  This staff is complemented by other MSU faculty and non-MSU service providers, 
including private consultants. 



SUMMARY 
 
The Product Center can help you: 

• Turn an innovative idea into a business or product concept 

• Develop your basic business or product plan 

• Help you do in-depth feasibility and technical studies 

• Continue to work with you after your launch to help assure long-term success 

The MSU Product Center has a variety of programs to serve the direct marketing business in Michigan.  
The services include research, education, and consulting.  Investigate all the opportunities by visiting the 
Product Center website at www.productcenter.msu.edu. 



Michigan Farm Marketing & Agri-Tourism Association -  
Launching This New Organization and Membership 

Opportunities 
The Association Built By Industry Members, For Industry Members 

 
Presented by board members of the new  

Michigan Farm Marketing & Agri-Tourism Association 
 
The new organization for those involved in Michigan farm marketing or agri-tourism endeavors!   
 
Thank you to the many industry members who participated in our Internet survey, roundtable discussions, 
and steering committee process which lead to the formation of this organization.  Thank you to MSU 
Project GREEEN for funding, and Michigan Farm Bureau and the Michigan Department of Agriculture 
for in-kind support. 

 
Purposes of this new Association: 
 To advance Michigan agriculture by promoting the interests of owners and operators of Michigan farm 

markets and agri-tourism endeavors. 
 To encourage a profitable and sustainable farm marketing and agri-tourism industry in Michigan. 
 To represent the interests of Michigan farm markets and Michigan agri-tourism businesses in matters 

of state or national concern. 
 To cooperate and coordinate efforts with other organizations in achieving these purposes. 

 
Areas of interest identified when forming the Association: 
 Governmental Affairs and Advocacy to help the industry address regulatory issues.  
 Grant Seeking to help support the industry. 
 Communications to share news about the industry with others.  
 Educational and Professional Development for industry members.  
 Networking with others involved in farm marketing and agri-tourism. 
 Promotional Opportunities to reach out to consumers.  

 
Michigan Farm Marketing & Agri-Tourism Association’s Mission Statement: 
To advance Michigan agriculture by promoting the collective interests of our members involved in farm 
marketing and agri-tourism initiatives; by increasing public awareness of locally produced products, 
Michigan’s agricultural heritage, diversity and experiences; and where appropriate, by facilitating and 
coordinating efforts with other state, local and national organizations with common interests. 
 
Please join this new organization – built by industry members! 
 
For more information contact:  
Patrick O’Connor, Project Manager c/o Michigan Farm Marketing & Agri-Tourism Association, P.O. 
Box 6, Mason, MI, 48854 
Email: oak@msu.edu 
Visit us on-line at: www.MI-FMAT.org 




