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Helping Farm Market Bakery Employees  

Rise to the Occasion 
 

Joy Grose  
Bakery Consultant 

467 County Rd 550N Sparland, Ill 61565 
309-249-2505  or 309-238-2518 

joy@farmbaking.com 
 

     All employees need to know what is expected of them.  They keep on task, work more efficiently, and 

get the job done.  We will be discussing job descriptions in this session.  Specifically, we will talk about 

Bakery employees.   

     Job descriptions should include: 

1. Title of position 

2.  Time in and time out 

3. Jobs to be done at certain times 

4. Description of how the job is to be done 

5. Cleaning schedule for day, week, and month 

6. General instructions (appearance, cleanliness, etc) 

7. Instructions to work as a team. 

     The first item on the job description should be the title of the job (donut maker, cashier, lunch prep, 

ect).  Sometimes it may include several jobs such as pie baker and lunch prep or donut maker, cashier.  

Or, if your Bakery is very small only one job title will be needed: Baker.    

     After the title, the time in and time out should be listed.  For example:  7:00AM to 3:00 PM. Start with 

the time in, and list the jobs to be done first.  If necessary, describe how the job is to be done. Determine 

how long each job should take. Each job description should include a cleaning schedule for that employee 

that includes daily, weekly, and monthly cleaning jobs.  I always listed at the bottom of the paper to keep 

hair restrained, wash hands frequently, and when your job is complete, help other employees finish theirs.  

This eliminates the complaint of “That’s not on my job description!”.   

Whether your Bakery has 1 one employee or 20, each one needs to know what his/her job includes.  This 

should be given to the employee as soon as she/he is hired.  It should be reviewed with each employee so 

that they can ask any questions they have.       We will look at a couple of examples of job description I 

have developed at Tanners Orchard.    

     

Two examples are posted below 



Baker I 

7:30 – 3:30 

1.  Inventory baked goods left from yesterday 

2. Make sure ovens are set to the correct temperature 

3. Check production record for amounts to bake 

4. Bake small goods 

5. Put goods in display case then give remainder to wrapper for display rack in market 

6. Help with lunch prep 

7. Help put away orders as they come in. 

8. Help serve lunch 

9. Replenish baked goods as needed.   

 

Cleaning Schedule: 

Daily:  1.wipe down outside of small ovens 

    2.  Clean and sanitize worktables 

 3. Wipe off baking racks 

 4.  Clean microwave and steam oven 

 5. Help sweep and mop kitchen floor 

Weekly: 1. Clean inside small ovens 

 2. Clean bottom shelves on all tables in bakery 

 

ALL EMPLOYEES:  WASH HANDS FREQUENTLY, KEEP HAIR RESTRAINED, HELP 

OTHER EMPLOYEES WHEN SLOW.  KEEP YOUR AREA CLEAN.  HELP SWEEP AND 

MOP, HELP WITH WASHING POTS AND PANS. 

 

 

 

 

 

 



Pie Baker 

5:30 – 2:00 

1. Turn on lights in bakery, turn on exhaust fans and turn on donut fryer and fat melter.  Do not turn 

on pump. 

2. Turn rack ovens on.  Make sure temperature is set correctly. 

3. Turn convection ovens on. 

4. Turn ice cream machine to “day” and #3 switch to on. 

5. Put caramel and fudge in pans of water on stove to warm. 

6. Check production record for amount of pies to bake 

7. Remove from freezer and bake pies needed in first rack oven at 380* for 55 min. 

8. Make salads.  

9. Cool pies, put on of each kind in bakery case 

10. Box remaining pies, label and put on display shelves in market 

11. Wash pie sheet pans and place in pie prep area.   

12. Help with lunch prep 

13. Help serve lunch 

 

Cleaning Schedule:  

Daily: Clean work area 

Clean pie racks 

Sweep and Mop storage area  

Weekly:  Clean bottom shelf of pie prep table 

Clean inside rack oven 

Sweep out cooler and small freezer 

 

ALL EMPLOYEES:  WASH HANDS FREQUENTLY, KEEP HAIR RESTRAINED, HELP 

OTHER EMPLOPYEES WHEN SLOW, KEEP YOUR AREA CLEAN, HELP SWEEP AND 

MOP.   

 



MARKETING YOUR BUSINESS 

"Curb Appeal" 
 

Steve Bogash, Regional Horticulture Educator 
Penn State Cooperative Extension 

Smb13@psu.edu 

 
Does your business have that “drive by” appearance that draws new customers in and makes old 

customers want to keep coming back? In an increasingly noisy marketing world, there is no substitute for 

having a front lot appearance that sets the tone for long term profitable business transactions. It is so easy 

as owner / manager to overlook faded signs, parking lot potholes, peeling paint and similar tragedies as 

we go about getting through long, often stressful work days. Every piece of trash that is left lying on the 

ground eventually becomes many and our businesses slowly degrade into so much compost. Customers 

notice new landscaping, upgraded signs, and well-maintained parking lots by coming back and bringing 

friends. Word of mouth advertising only works if there is something worth talking about. 

 

Curb appeal today is more than the look of your store from the road or your parking lot. With 

approximately 85% of all purchases made my female shoppers, knowing where they begin to make 

shopping decisions is critical in determining where to spend your marketing dollars. Up to 93% of 

mothers regularly or occasionally seek the advice of other before buying a product or purchase. 97.2% 

give advice to others. More than 50% of adults use Facebook, cruise the web, read blogs and share 

shopping successes and failures. These web-based communications tools are now an increasingly 

important aspect in developing curb appeal. Your curb is no longer only your front door. 

 

Discussion(s) will include: 

 

Road Signage: Are your signs part of the image you want to create for your business? Can they be easily 

read at the speed of the traffic that goes past? How much information belongs on a highway sign? Is your 

primary road sign an asset to your marketing scheme? Fancy fonts; are they an image builder or just hard 

to read? 

 

Parking lot appearance: Parking lots are one of those areas that always stir the emotions in business 

owners. After marketing presentations that include the importance of a well-maintained, paved parking 

area, I’ve been accosted in buffet lines by owners that are trying to avoid paving with arcane discussions 

on the price of blacktop. Firstly, yes, I know the price of blacktop and have even rented a paving box and 

roller to lay my own parking lot and pathways. A great looking and well-designed parking lot doesn’t so 

much add to your curb appeal as avoid bringing it down.  

 

I’ve seen incredibly well designed and executed parking lots with great landscaping providing at least 

some shaded parking spaces. Even in this case, the sheer need for lots of paving for parking and drive 

rows effectively dwarfs most attempts at beauty. There is only so much you can do to beautify a parking 

area, but there are many things you can do (or not do) to make one look and feel ugly. 

 

 



Nothing makes a business seem more like it is on the way out than deep potholes, parking bumpers that 

are rotting and scattered and poorly maintained plantings adjacent to parking. Since most shopping 

experiences today are at malls, big box stores, grocery stores and the like, good parking is simply an 

expectation.  

 

Main entrance: There is an old saying something to the effect that there is no chance for a second first 

impression. Your main entrance should be inviting, tone setting, easy to navigate and adaptable to 

seasonal shifts in merchandise. It should also be very easy to find your hours and any seasonal variations 

in those hours. Shopping carts and baskets need to be in easy reach, well maintained and clean. We’ll 

spend some time in this seminar on evaluating main entrances and what can be done to repair problems.  

 

I have a love/ hate relationship with Wegmans’ grocery stores on many levels, but their entrances are 

particularly problematic. By the time I negotiate through all the seasonable garbage, I’ve already gotten a 

bad case of claustrophobia. Our goal is to get people in and then out easily, Wegmans’ in particular has 

devoted many employee hours to clogging their primary egress. 

 

Landscape: Having come from the landscape / garden center industry probably bias’s my thinking when 

it comes to landscaping parking lots and entrances, but there are some universal rules for making your 

landscape work for you over time. One of the greatest mistakes owners make is in factoring in time (or 

the omission of time) for the maintenance of plantings. I’d rather see nothing but blacktop, stripes and a 

building than poorly maintained plantings. Landscape areas only work to sell your marketing plan if they 

always look like the gardeners just left. If you are selling plants, then this is the place to sell them first.  

 

With today’s major emphasis on locally grown foods and plants, this is the opportunity to sell the idea 

that your stuff comes from your store. Years ago, I visited the Apple Barn in Tennessee. While very few 

of the apples in their store came from their orchards, they maintained a small orchard between the 

buildings. This gave visitors the impression that they grew their own. Have your own vegetable patch 

where it can be seen, keep it neat, be sure to sign it appropriately and let it do the selling for you. 

 

Website / Blog: While websites were once optional, they have become the starting point for many 

shoppers. With the near collapse of newspapers and expense of mailers, they are the optimal method to 

alert customers to new products, sales and distribute coupons. For many of your customers, your website 

is your front door. 

 

While a website is necessary, a blog is just a little less so. Blogs do have the opportunity to print up-to-

date information on anything on your mind and do so quickly and easily. Most Blog support services 

come with feedback mechanisms that are much easier to use than web-based systems. 

 
Vehicle appearance and signage: Your front door has a major problem; it never moves anywhere. While 

handy for security and building temperature control, no one sees it until they are already at your store. On 

the other hand, your delivery vehicles are all over the place. They extend your curb wherever they go. Be 

sure your vehicles are clean, well-maintained and well-signed. Your website address needs to be on your 

trucks. Your driver(s) is an ambassador, do you think about them in that fashion? 

 
Building appearance: I love talking to farm market owners about how they developed their building. 

There seems to be 2 distinct schools of thought; 1) This is what I have to work from, so I’m always 

limited, but doing my best. And, 2) I got really tired of being limited, so went back to the drawing board 

to create a building that solved all of the problems of my old structure that could be solved on this lot and 

within my budget. The wide variety of great looking farm markets that are out there is a testament to the 

creativity of our industry. 

 



Lasting impressions: What is the last thing that your customers see, feel and believe about your business 

as they drive off? I had the opportunity to speak at a meeting several years ago where there was this 

tremendous effort by the business owners to create a very impressive agritainment atmosphere. The place 

looked great, the help was polite, the parking lot was easy to negotiate, but the exit road took you out past 

the back of the greenhouses. The last thing that I remember about this operation was a huge pile of spent 

and decaying plastic nursery pots and trays. We must learn to think and observe like our customers. Their 

last thought should always be who they should drag to your place next. 
 

Curb appeal is not about a single item. Having positive ‘curb appeal’ comes from doing everything right. 

Your business must look great from the road and parking lot. Your website must be fresh and current. 

Your vehicles must look clean and well maintained. All this just to get customers in the front door and 

create return trips. 



 

 

HOW MARKETMAKER CAN WORK FOR YOU 
 

Tom Kalchik, Associate Director 
Michigan State University Product Center 

101 Farrall Hall 
East Lansing, MI 48824 
Phone: 517-432-8752 

E-mail: kalchikt@msu.edu 

Anyone in Michigan who grows, sells, processes or eats food now has a resource to help them find 
local products and suppliers.  Market Maker

©
 locates producers, businesses and markets of food 

products, providing an important link between Michigan producers and their buyers, including end-

consumers. The on-line information is provided on maps so that producers, businesses and markets can be 

visually located. Businesses of all types can use the web site to find producers, processors, wholesalers, 

distributors, retailers, restaurants or farmers’ markets to sell their products. Businesses which are 

registered on the site can be easily found by their potential buyers and end-consumers. 

 

Why is this important?  Mintel, an international market research firm that provides information to many 

food companies says that, while the economic downturn has taken its toll on our spending behavior, in the 

case of food, consumers continue loyalty for locally grown food. “Mintel’s research indicates that 

consumers have become more likely to prefer local than organic: In 2007, 43% of respondents said that 

they always tried to buy local food whether it was organic or not. By 2008, that figure increased to 59%.”  

Further, Mintel concludes that the “Buy Local” movement is here to stay because it links consumers’ 

concerns about environmental issues to other benefits and ideals, such as minimizing their impact on the 

environment. 

 

The purpose of MarketMaker is to link customers interested in food products to the suppliers of those 

products. Customers – be they consumers, processors, restaurant owners, or wholesale distributors – can 

use it to find suppliers. The Michigan MarketMaker database contains 34,500 businesses. 

 

If you are one of the 59% of consumers identified by Mintel who value local foods and environmentally 

friendly methods of production, or if you are a business owner who wants to assure his or her customers 

that the business is environmentally friendly, buying from a local business can be important. 

 

MarketMaker is now active in thirteen states plus the District of Columbia.  Three additional states will be 

active in the near future. 

 

MarketMaker has been brought to Michigan by the MSU Product Center with funding support from 

Project GREEEN, the Nowlin Chair for Consumer-Responsive Agriculture, Greenstone Farm Credit 

Services, the Southeast Michigan Food Systems Economic Partnership, the C.S Mott Chair for 

Sustainable Food Systems, Michigan Food & Farming Systems, and the Washtenaw County Agricultural 

Council. In addition to the financial supporters, the Michigan Department of Agriculture, Michigan Farm 

Bureau, and Michigan State University Extension have provided information to help build the database of 

producers, farmers markets, processors and wineries. 

 



 

 

Detailed instruction for using MarketMaker 
 

Registration and use of MarketMaker is free.  Producers, processors, wholesalers, retailers, restaurants, 

farmers’ markets and wineries can register by going to the website at 

http://www.mimarketmaker.msu.edu/ and clicking on the link, “Register/Log in.” On the registration 

page, the user has three options: 

1. Register Your Business. If you are new to MarketMaker, use this link to start building your business 

profile.  Select your business type from the drop menu. (HINT – Some users might want to register in 

multiple business types.  For example, a producer who also owns a packing facility could register as 

both Producer/Farmer and as Wholesaler.) The Business Profile page will be customized for the type 

of business you are registering.  Look for the tabs near the top of the page to select the crops or 

products that you produce or sell, then use the check boxes to communicate the details to your 

potential customers. 

If you are a MAEAP (Michigan Agriculture Environmental Assurance Program) verified farmer, you 

can identify your farm as MAEAP verified.  And MAEAP verified farms have an additional 

advantage because consumers will seek you out to help them minimize their impact on the 

environment. 

Once the business profile is complete the user can review and edit it, then submit it.  Within one 

business day you will receive confirmation of the registration as well as a user name and password. 

2. Request Account Access. If your business is already registered in MarketMaker, but you do not have 

a user name and password, use this link to request one.  If you are not sure if your business is 

registered, use the Search function in the menu at the top of the page.  Put one or more words from 

your business name in the search box near the bottom of the page, click the Search button, and all 

businesses with that word in the name will be listed.  If your business is on the list, click on View 

under the Details column to review the information that MarketMaker has about your business. 

By registering and establishing a user name and password, the user can edit their profile in 

MarketMaker at any time. 

3. Members Area. If you already have your user name and password, enter them in the space provided 

to go directly to your profile.  Review your profile periodically to assure that it reflects the crops or 

products you produce and market and has accurate contact and address information. 

 

Finding product suppliers. Processors, restaurant owners, wholesalers and consumers can use 

MarketMaker to find suppliers of food products.  Use Begin Your Search on the home page.  Select the 

Business Type that supplies the product you are searching for from the drop down menu.  Depending of 

the type of business you are searching, complete as much detail to refine your search as you wish, then 

click Find a Business.  You will generate a list of all businesses in MarketMaker that meet your search 

criteria.  Click on the map all button near the top of the page to generate a map that shows the location of 

those businesses.  Use the cursor on the computer to outline a particular area to refine the search even 

further.  Click the Refresh Data! button above the map to update the list to include just the businesses 

within the new map. Click on View Details for a business to view the profile of that business.  At the 

bottom of the profile is a map showing the location of the business.  The user can put his/her zip code and 

click on go to generate turn-by-turn directions to the business location.  (NOTE – for businesses 

registering in MarketMaker, it is important to use an accurate address for the retail or sales location to 

assure customers will find your business.) 

 

 
 



 

 

Finding a market for a product. If you know the demographics of the customers who purchase you 

products, MarketMaker can also assist you.  Click on Begin Your Search on the home page.  Click on 

Find a Target Market on the Search MarketMaker page.  Select the demographics that match your 

customers from the Market Type drop down menu, and then refine your search with the options 

available.  Select your Search Location, then click on the Map It! button.  You will generate a map 

showing the areas with lower (lighter color) to higher (darker color) population density for the search 

criteria.  Use the tab near the top of the page titled Find a Business to select the type of business you are 

targeting.  Click on the Map It! button to overlay the businesses on the demographic information on the 

map and create a list of those business below the map.  Use the cursor to outline areas of the map with 

higher densities and businesses that meet the search criteria.  Click the Refresh Data! button to refine the 

search to a more specific area and generate a list of the businesses in that area.  Use the View Details link 

on the list to view the profile of a business, find its location, and research the contact information. 

 

Looking to Buy or Sell. MarketMaker also provides a Market Place Buy & Sell Forum.  Registered 

members can list products for sale, request products they want to buy, or list processing or transportation 

services – either seeking or providing. 

 

Other Resources. Additional information, such as a map and links to other MarketMaker states, research 

reports and publications, and a tutorial for new users are all available on the homepage. 

 

The Michigan State University Product Center was established to improve economic opportunities in the 

Michigan agriculture, food and natural resource sectors. The Product Center assists the development and 

commercialization of high value, consumer-responsive products and businesses in the agriculture and 

natural resource sectors. 

 

For more information contact the MSU Product Center by e-mail at product@msu.edu or call (517) 432-

8750. 

 


