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• Differentiate 
• Authenticate  
• Plan 
• Communicate  
• Evaluate 
 



• Food Economy: Who enters? 
 Specialty Food and Beverage Producers 
 Growers 
 Retail/Restaurants 
 Service Providers 
 Industry Related Businesses 
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• 2011—beginning farms accounted for 22% of the 

nation’s 2 million family farms  
• Average age: 49 
• 14% under 35 years old 
• More likely to engage in direct sales 
• In Vermont: Of the 268 New Farmer Project 

participants in 2010 and 2011, 40% were under 
35 and 39% were over 45 

• Reference: USDA Economic Brief Number 22 January 2013 

• University of Vermont Extension and U.S. Department of Agriculture: About New Farmers 
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• In 2011, 12% of 
beginning farmers 
were women 

• In Vermont: Of the 
268 New Farmer 
Project participants 
in 2010 and 2011, 
65% were women 
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• Local Food Economy 

 26% are beginning farms 
 170 VSFA members 
 VT specialty food industry gross sales 

$600m 
 1,500 exceptional food products  
 94 Farmers’ Markets  
 139 CSAs 
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• Local Food Economy: Who is buying? 
• Less than 5% of Vermonters buy local food 
• Local food expenditures equaled at least 

2.5% ($51 million) of total food 
expenditures 
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• Differentiate  
 Be Different. REALLY DIFFERENT. 
 The more you can differentiate yourself 

from the competition the easier it will be 
to own the spot you’re in AND garner a 
space in the consumers’ minds. 
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• Authenticate 
 Makes marketing 

decisions easier 
 Transparency  
 Stories are building 

blocks for marketing 
 What makes you 

unique? 
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• Plan: Marketing Budget 
 1% to 10% of sales 
 Factors influencing marketing budget: 

How established is your business? 
What industry are you in?  
How much can you really afford?  
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• Plan: Visual Story 
 Tone 
 Look and feel  
 Are you quirky, serious, a hipster, or 

traditional?  
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• Plan: Where & How? 
 Cost-effective marketing tools: 

• Website 
• Social networks 
• Word of mouth 
• Tastings/Demos 
• Public Relations 

 To who? 18 
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• Communicate 
 Marketing channels 

• Direct or wholesale 
• Lowest cost 
• Best performance 

 Consumer Touchpoints 
 Outreach Tactics 
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• Evaluate 
 What do you measure and how? 

• Marketing costs vs. profitability in each channel 
• Customer Acquisition Cost (CAC) 
• Google Analytics: Conversion Rates, Page Views, 

Bounce Rate and Return Visitors 
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