
 

 

Great Lakes Fruit, Vegetable & Farm Market EXPO
Michigan Greenhouse Growers EXPO

DeVos Place Convention Center, Grand Rapids, MI

 

 

Farm Marketing II: Miscellaneous
 
Where: Ballroom C 

CCA Credits: PD(2.0) 

Moderator: Ron Goldy, District Vegetable Educator, MSU Extension

 

2:00 p.m. Utilizing Critters to Educate

• Mary Rottschafer, Critter Barn, Zeeland, MI

2:50 p.m. Increasing Customer Base Through On

• Annette Ediger, Post Family Farm, Hudsonville, MI

3:35 p.m. Lessons from Direct Marketers in France

• Ron Goldy, District Vegetable Educator, MSU Extension
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Utilizing Critters to Educate 
Mary Rottschafer 

Critter Barn, Zeeland, MI 

http://www.critterbarn.org 

email: critterbarn@charter.net 

 

Since the Critter Barn began, people have asked for more opportunities for their children to be involved in the farm.  

Twelve years ago, Critter Camp began with 25 students.  

  

This year 184 students took this popular class called Critter Camp.  Most of the children enrolling for the class, have 

been exposed to the farm through a field trip. For both the field trip and the class, we create a unique learning 

environment on our farm 

 

How? We begin with a three day class.  Based on the animals and commodities we represent at the farm, we 

structure our curriculum to teach about each species, about their care, safety issues related to feeding and handling, 

garden, ag ce. 

 

Field Trips for schools:  This is a snapshot of the experiences at a field trip.  We offer many hands-on experiences, 

divide kids into smaller groups, but 60-80 kids are at the farm for 4 hours.  It is a first step.  Most of our class 

attendees are from a prior experience at the farm.   

 

Critter Camp students participate more: With the class we offer, experiences are more individualized,  

as only 8 students are in a class, with one teacher and an advanced student as an aid. 

 

Critter Camp Class: Teaching children is nothing new.  Enabling them to be the guide, to show and teach others, to 

share what they have learned, that is what our Critter Crew program is about.   

During Critter Camp, students are introduced to the animals, the birds and related chores at the farm. The students 

work through half of the farm each day, and learn about each species as they do the feeding and bedding chores 

required.   

 

Critter Camp Class:  On the final day of class, all groups meet together for volunteer coaching, discussing how we 

treat the guests at our farm, ideas of how to entertain different age groups, and a review of safety rules related to 

visitors. We mix the students into different groups, other Crew members arrive, and together we “feed the farm” in 

record time, each group concentrating on an area.   

 

Critter Camp Certificate Day: Certificates are given to crew members at a meeting with parents on the final day.  At 

that time, parents receive information about our facility’s standards for working with children and how the volunteer 

program works.  

 

 



Allowing young people the opportunity to use their gifts and their knowledge enables our facility to be more 

welcoming and sustainable, while preserving our educational mission. 

Our Critter Camp program has a hierarchy for volunteers.  A simple reward system acknowledges students with a 

Crew shirt and name badge after 20 hours of volunteer time are logged. 

         

Some students achieve Advanced Crew member status, and coach less experienced students or assist the teacher 

with classes. 

 

Facts about our Critter Camp participants 

• Children ages 7 to 16 participate in this program. 

• Parents are also welcome to volunteer with their children, and are required to volunteer with children age 7 & 8  

• Children age 9 to 16 “job shadow” with staff and other volunteers  

• and build confidence  through participation 

• Students have the option of volunteering at our facility 12 months of the year. 

• Up to 12 students may volunteer at our facility at one time. 

• Students volunteer for special events and our traveling farm, for regular chore times, and for public hours.  

• Our Critter Camp program began in 1998. 

• 72% of all children taking the class have returned to volunteer 

 

Critter Crew Relationships: Working with children and youth of different ages,  working with a job coach…. 

Relationships develop~responsibility is learned~confidence grows  

Self esteem builds with the satisfaction of a job well done. 

 

Critter Crew Volunteers: Some children and youth prefer to simply work with the animals behind the scenes of 

public visiting.  Our volunteers are not required to greet the public.  We make this option available to those who are 

willing.  

 

If children choose to guide visitors around the farm, that experience is so rewarding to the student, they eagerly plan 

to be a guide the next time they come to volunteer.   

 

As each student returns and participates in the chores, sweeping our rooms and hallways, arranging the animals, 

putting tools away, etc. each student gathers more and more experiences to speak from.   

 

Impacting Visitor Experience 

• Visitors receive farm information and “face to face” answers from our students 

• Crew members assist our staff throughout the year with school field trips 

• Crew members passion for the farm, learning and people is seen in every visit 

 

Preserving Our Educational Mission 

TRAINING CHILDREN TO SHARE WITH OTHERS 

A note from an adult volunteer who works with our crew members reads:  It is the pleasure and honor as a job coach 

to nurture the volunteers I am assigned to.  We always have a great time and they are eager to learn.   
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PRESERVING AN 

EDUCATIONAL 

MISSION 

ON A FARM

Quick History

Surprise Direction Preserving Our Educational Mission

The Critter Barn evolved from 
my own children’s experiences 
with the animals.

Our Mission

The Critter Barn is dedicated to educating 

children about farming and inspiring people 

of all ages through the miracles of nature 

found at the farm.  

THE CRITTER BARN
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WHY AN EDUCATIONAL FARM?

Sustainability

WHY AN EDUCATIONAL FARM?
No Child Left Inside

WHY AN EDUCATIONAL FARM?
Therapeutic Value

WHY AN EDUCATIONAL FARM?
Respite

WHY AN EDUCATIONAL FARM?
Good Stewards of the Land
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WHY AN EDUCATIONAL FARM?
Heritage

SOCIALIZED ANIMALS

The KEY to having an Educational Farm 
is engaging your visitors and students 
in the care of the animals.  

TRAINING CHILDREN TO SHARE

IMPACTING VISITOR EXPERIENCE OPPORTUNITY FOR EXCELLENCE

Licensed by the USDA as a Class C Exhibitor 

Visitor safety and hygiene 

Animal welfare 

Veterinary care plans 

Facility repair

Animal records

Showplace quality
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Children 
“The New Generation of Farmers”

The Critter Barn encourages youth to use their 

talents and share their knowledge. 

Their contribution enables 
our facility to be more welcoming and sustainable.

We are growing responsible, informed  
citizens for the future.

These young people understand how agriculture 
works to sustain their life and eagerly share the story.

Along with veterinary relationships, most 
routine grooming and animal husbandry is 

accomplished by staff.  
We offer opportunities to local 
colleges for vet students to assist 

in routine care.  



Say “I Do” to Farm Weddings 

Increasing Customer Base through On-Site Weddings 

Annette Post Ediger 
Post Family Farm, Hudsonville, MI 

www.postfamilyfarm.com 
annette@postfamilyfarm.com 

I. Brief History of Post Family Farm 

 

II. How to begin 

A. Approach neighbors 

1. Offer them jobs 

2. Point out how much more attractive a wedding site is next door than a pig farm or… 

3. Emphasize to them that you are willing to reflect your community’s values (i.e. be 

willing to shut down at 11:30pm, no Sunday events, alcohol, etc.) 

B. Approach local officials 

1. Emphasize why YOU want to offer weddings on your farm:  

a) Farms are a rich part of your community’s heritage & weddings allow guests 

to be reminded of the significant role farms play in your community 

b) Weddings present farms in a very positive light 

2. Emphasize why BRIDES want a wedding on your farm 

a) Destination weddings are very popular: cruise ships, beaches, remote islands, 

and now farms. 

b) Couples want to support the local farmer instead of the local banquet hall 

-Remember: they are choosing you BECAUSE you are a farm, not IN 

SPITE of you being a farm.  If local officials want to change your zoning 

to a more commercial zone, be sure to emphasize this with them. 



3. A farm offers unique entertainment for wedding guests and you ought to embrace 

these opportunities wherever you can. If officials see multiple connections between your 

farm and weddings held on your farm, they will be more inclined to permit weddings on 

your farm. 

C. Know your local ordinances—but don’t exploit them 

1. Under your current zoning laws, are people permitted on your property?  Are there 

restrictions on the hours they can be on your property?  Local officials are often hesitant 

to get too specific so this may work in your favor… 

2. Noise ordinances are often more lax in farming communities in order to allow 

farmers to operate equipment when necessary.  But… 

 

III. Now what? Answer the following: 

A. Ceremonies only or ceremonies and receptions? 

B. What seasons?  How will you keep guests comfortable? 

C. Location: Outdoors?  Indoors? 

1. Outdoor sites need enough sun to keep grass growing, enough shade to keep 

photographers and guests happy, good drainage to prevent muddy messes, interesting or 

beautiful landscaping, and a quiet location 

2. Indoor sites are somewhat easier to control in terms of climate but old barns with slits 

between the boards can wreak havoc with photos.  Lighting, A/C & heat also need to be 

considered. 

D. Where are you going to store stuff? 

 



IV. Make it easy—for them 

A. Put together a simple, inclusive package with some flexibility 

1. Decide what you absolutely want to control & what you can let go 

2. Include as much in your package as you can and have recommendations for other 

items so bridal couples sense that you are on their side.  Choosing a location is one of 

their first big decisions! 

B. What we include: 

1. Changing areas for bride and groom 

2. Outdoor wedding site 

3. Covered pavilion that seats about 250 guests 

4. Heated 1915 Barn that seats about 150 

5. High quality sound system (DJ service is extra) 

6.  Linens in white or ivory (rented) 

7. 5’ Round tables 

8. White chairs for both ceremony site & reception site 

9. Aisle decorations 

10. Gift wagon 

11. Pedestals for unity candle/sand ceremony 

12. Cloth aisle runner (rented) 

13. Extra tables for guest books, seating assignments, cake, etc. 

14. Choice of centerpieces from our collection 

15. Free rehearsal time on Thursday evening or Friday morning 

16. Decorating, set up and clean up services  

17. Restrooms 

18. Dumpsters 

19. Night Lighting 

20. Parking Area 

21. Beautiful, well-maintained grounds 

22. Willingness to give up weekends 

23. Personal personnel 

24. A list of preferred vendors including DJ, caterers, photographers, local hotels, a 

minister and a beverage catering company 

 



V. How to determine pricing 

A. Look at price to rent local banquet halls/reception facilities  

B. Look at price to rent a tent to host event yourself 

Include tent, lighting, restrooms, dumpster, tables, chairs, sound system, etc. then add 

your labor fee to that.  Remind couples that even if they can host the event in their 

backyard, parking can be a problem. 

C. Set a higher profit margin on weddings than other farm events 

1. They are stressful 

2. A farm wedding is not a necessity—it’s a desire 

VI. How we market weddings 

A. Website 

B. Bridal Shows 

C. Word of mouth 

  



Direct Marketing Lessons From France 
 

Dr. Ron Goldy, MSUE 

Southwest Michigan Research and Extension Center 

1791 Hillandale Road 

Benton Harbor, MI 49022 

goldy@anr.msu.edu 

 

 In October 2010 I participated in a study tour that visited the Languedoc – Roussillon region of 

southern France to observe how agriculture and tourism work together.  Our visit was centered out of 

Montpellier which is located at 43.3
o
 north latitude – the same latitude as central, lower Michigan (Figure 

1).  This gives Montpellier similar day lengths, but 

that’s pretty much where similarities end.  Being 

close to the Mediterranean gives the area a drier 

and warmer climate.  We share similar 

temperatures in Spring and Fall but Michigan has 

cooler, more moist summers and colder winters.  

In their climate they are able to grow the crops we 

grow and more.  They have extended cool weather 

but never cold so chilling requirements are met for 

many temperate zone perennial crops.  They grow 

grapes, cherries, peaches and other familiar crops 

alongside palms, citrus, figs, olives and crops 

more common to California. 

Soils are also much different.  The first 

notable thing is there is less of it.  There are 

numerous exposed rock formations and topsoil is not as extensive or as fertile, either inherently or from 

centuries of cultivation.  They plant grapes at 3-foot spacing compared to our 6-foot plus.  Fields are also 

generally small, even by Michigan standards. 

When thinking of France the first thing that comes to most people’s minds is food; especially 

wine, bread, cheese and deserts.  Secondary things include street markets, quaint country villages, castles 

and narrow streets with people chaotically driving small cars and scooters.  All those things are true.  The 

French have raised food to almost an art form and they take great delight and time in practicing their art. 

French agricultural producers have many of the same concerns as US growers: government 

regulations, labor, no family member who wants to continue farming, and others.  However, as an 

Agritourist from the United States my first reactions were, ‘There’s no comparison.  We don’t have the 

history.  We don’t have the climate and crops.  There are regulations we have that they don’t.  They can 

do things we can’t.   And they don’t sue as readily as we do.’  So I was a bit frustrated.  Then after a few 

days I changed my thinking to, ‘Okay.  I can’t concentrate on what we can’t do.  I have to start looking at 

Figure 1.Languedoc-Roussillon region of 

southern France in relation to Michigan. 



what we can do.’  Then I began to see things much differently and this is a presentation in no particular 

order on some of the things. 

The importance of color and lighting:Colors and lightingcreate atmosphere.  Lighting is not 

something most shoppers consciously consider but it can create a more comfortable and relaxing 

experience causing shoppers to be drawn into a store and once in, spend more time and money.  Many 

lights emit a bright white/blue wavelength that is great for seeing and reading but is not subconsciously 

relaxing.  Other colors in the store will pick up this light and tend to magnify the effect.  Lights that emit 

more yellow or red and colors that emphasize these wavelengths tend to create a warmer atmosphere 

more conducive for shopping. 

Alternative uses for your farm and buildings:  Many French Agritourism operations go beyond 

production and sales of their product.  Some of you are doing this already with weddings, corporate 

parties and others.  If you are set up for it, you should consider renting out your facilities for corporate 

meetings.  These could be corporate retreats or for client entertainment or education.  Some French 

producers offer camping and week-long stays in apartments specifically designed to attract tourists.  They 

find people want to have a country experience away from their city life. 

Cooperative marketing:  Several growers around the city of Ganges have come together to sell 

their value added products (there is some fresh produce) in the same facility.  The population of Ganges is 

around 3600 people and in the first year they expected to sell around $225,000 worth of product.  They 

sold $300,000 and in their second year they are on track for selling $600,000.  Cooperators need to spend 

1.5 days per month at the store and 20% of sales go to the store for overhead.  They expect to go to 15% 

for overhead soon and gradually are working toward 10%. 

Unique products and packaging:  Uniqueness always draws attention and usually commands a 

higher price but does not mean it is more costly to produce.  Uniqueness causes your business or your 

product to be remembered.  It could be for the product itself, the package the product is in or how you 

market the product.  The problem with uniqueness is that it will be copied so it is a continual process. 

Creative displays:Creative displays again cause people to remember their experience at your 

operation.  They may not even involve anything you have for sale but you have to remember you are not 

just selling a product but an experience.  So while they are at your operation give people an experience 

they will remember and that will lead to more sales. 

Herbs:  Herbs are a big deal, especially if you are near a significant population center.  This is 

not only the herbs themselves but education on how they are to be used.  Offer classes that people have to 

register and pay for.  Make it look like there is limited availability.  You should be able to get $10 to $15 

a person for a two hour program.  Offer pick-your-own herbs.  The type of herbs for sale may depend on 

the ethnic makeup of your area. 

Regional branding:  When we think of branding we 

think of branding or own businesses but the French have 

developed the concept of branding the region.  In the region we 

visited it was Sud de France or South of France (Figure 2).  

Participants are allowed to display the logo in their business 

and in marketing their products.  You are already aware of this 

to some extent and may not know it.  Technically Burgundy 

wine can only be produced in Burgundy, Champagne in 

Champagne, Bordeaux in Bordeaux, etc.  Likewise with cheese 

– Roquefort can only be produced in the Roquefort region and 

Figure 2.“South of France” logo 

used by participants in southern 

France. 



Camembert in Camembert and so on.  This is their concept of “Terroir” (pronounced tare-wah).  To 

preserve the quality of the product, producers of these brands have to follow strict production practices 

within their region.  If someone tries to use the same name from outside the region they are subject to 

liability.  But the concept is greater than preserving product quality.  It also helps preserve the commerce 

and way of life in that particular region. 

I began to think of organizations or activitiesalready in place that could aid in bringing the 

regionality concept to Michigan?  And there are:  Michigan Farm Market and Agritourism Association 

(MIFMAT) and the Pure Michigan campaign.  MIFMAT (http://www.michiganfarmfun.com/) can be the 

organization assuring its members meet certain standards in quality and service and they can coordinate 

publication and distribution of educational materials pertaining to on-farm experiences.  The Pure 

Michigan campaign has already received national attention fromits television and radio promotions.  The 

Travel Michigan (http://www.michigan.org/) arm of the Michigan Economic Development Corporation 

(http://www.michiganadvantage.org/) is the organization that can help “brand” Michigan.  Travel 

Michigan is currently negotiating with the Michigan Department of Agriculture (MDA) 

(http://www.michigan.gov/mda) on how best to use the logo and how it can be displayed on packaging.  

They are hoping to have something in place by next growing season for use by the agricultural industry.  

Next year there will be someone at the EXPO explaining how the logo can be used. 

Even within Michigan there are distinguishable sub regions.  These regions are a combination of 

climate, soils, topography, history and economic activity.  But it is all these things that go into making up 

the concept of “Terroir”.  In France the concept is all about protecting tradition but in Michigan it should 

be all about starting tradition. 

 

 

 


