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Abstract: This workbook was designed to guide new farmers through the formulation of profitable marketing strategies. It is a decision tool to help a farmer, in making market decisions about what to produce; where/how/in what venue(s)/outlets to market it; and risk management strategies. They can fill out all of the worksheets from cover to cover, or, if they already have an idea of what kind of market they want to use, they can go to that section. The “Ask Yourself” worksheets are for farmers to fill out and help them develop their marketing plan. They are given example farms throughout the workbook to guide them in developing their marketing plan. Having more than one product or market can be a risk reducing strategy.  Thus, they are not limited to choosing only one market channel. There is also a chapter on helping them determine how to price their product.
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1. Introduction

According to the US Department of Agriculture (USDA), a beginning farmer is one who has operated a farm for ten years or less. New farmers have a passion for farming. Despite the formidable challenges, with sufficient help and support they will succeed, bringing new vitality to our region's farming industry, contributing to local economies, and keeping our agricultural resource base productive.
When it comes to planning a new farm, many new farmers seem to focus on working out the production and technical aspects, with little regard to marketing. In most agricultural arenas, market success is not guaranteed. In today's competitive markets just being able to produce a good product does not mean that the producer can market it for a price that covers costs. The fact that no one else is producing a particular product does not mean that a viable market exists. Farmers not only have to be able to produce and sell, but they have to produce at a cost low enough and sell at a price high enough to generate a profit. Production and marketing decisions go hand in hand.

Marketing is one of the most important factors in determining the success of a farming business. It includes most of the decisions made by the producer. These decisions range from determining the most marketable varieties to produce to deciding how to deliver profitable high quality products (e.g. fruits, vegetables, meat, milk, etc.) to consumers. However, marketing does not begin after the farmer produces the crops or animals. Instead, the farmer must consider marketing strategies before he or she produces anything and he or she must continue long after an actual sale is made.

2. Problem Formulation
Beginning farmers as well as existing farmers who are considering a change or addition in farming enterprises need to make decisions about what to produce; when/how/in what venue(s)/outlets to market it; and in how many markets.  They need a user-friendly tool to guide them through the formulation of profitable marketing strategies.  They need an explanation of the key marketing issues new farmers face.  Theses include what type of market: wholesale or retail, an explanation of each type of wholesale and retail venue and the advantages and disadvantages of each, what products to produce, promotional and pricing plans, marketing strategies, and risk factors to consider. They need to evaluate risk management issues, often underestimated by optimistic new farmers. 

A thorough review of available literature was conducted a and educational materials as well as conducting interviews with new farmers and with managers of various marketing venues were interviewed to identify pros and cons of each marketing option as well as requirements for each marketing venue. The workbook became simpler in its explanation, but more detailed it terms of reviewing the factors to consider with this input.  


The workbook was presented at the Growing New Farmers Conference in the U.S. last winter where new farmers were recruited for a more in-depth evaluation of the workbook. These farmers were sent an evaluation form and copy of the workbook.  They were also sent several follow-up requests and phone calls.  It was also sent it to people who are considering farming as an option.  These people thought that this workbook is a much needed tool. This tool allows them to consider all the pros and cons as well as requirements before they begin.  This advanced planning offers them a better chance for success or an opportunity to decide against a venture that may not work.  It lets them avoid learning some of the lessons the hard way thorough failures in the school of hard knocks.

Some people gave short feedback it terms of title, length, more yes/no questions, format, etc.  Others gave more in-depth content suggestions.  Others edited. One concern is that the workbook is long, but the content does allow users to go directly to sections of primary interest to them.

While much extension oriented material has been developed in recent years for direct marketing, nothing of this nature seemed to be available for farmers beginning in the wholesale market or for farmers who wanted to be in both the wholesale and retail market [1, 2, 3, 4, 5, 6, and 7]. The workbook was designed to help fill this void. It also reviews all options in one place and provides a workbook to help farmers decide which venue is right for them and gives them examples to help them make these decisions.

3. Problem Solution

This workbook was designed to guide new farmers through the formulation of profitable marketing strategies. It is a decision tool to help a new farmer, in making market decisions about what to produce; where/how/in what venue(s)/outlets to market it; and risk management strategies. They can fill out all of the worksheets from cover to cover, or, if they already have an idea of what kind of market they want to use, they can go to that section.  However, completing the initial assessment is a good idea no matter how far along they are in the planning process.  The initial assessment will help them assess their goals, resources, skills, etc., and point to areas they need to further conduct further analysis. The “Ask Yourself” worksheets are for farmers to fill out and help them develop their marketing plan (Table 1). They are given example farms throughout the workbook to guide them in developing their marketing plan. Having more than one product or market can be a risk reducing strategy.  Thus, they are not limited to choosing only one market channel. There is also a chapter on helping them determine how to price their product.
After farmers determine their market, they need to determine what product or service they would like to sell. Differentiating their products and services from those of competitors starts with thorough knowledge of your products or services.  A product and service analysis goes beyond a list of what they will sell.  One of the most important aspects of marketing is giving their customers reasons to buy their products.  New farmers must describe the features, options, quality, accompanying service, name, packaging, etc. of their farm's products. These product characteristics will show how their products differ from those of their competitors. They will carry information about the services you provide and will describe the benefits of their products or services from their customer's perspective. The workbook takes them through an analysis to determine this.
4. Conclusion
This project developed, tested, and disseminated a decision tool for new farmers in electronic format as well as a simplified workbook with tables for making market decisions about what to produce; when/how/in what venue(s)/outlets to market it; and in how many markets.  The tool included evaluating risk management issues, often underestimated by optimistic new farmers. The tool was designed to be a user-friendly tool to guide beginning farmers through the formulation of profitable marketing strategies.  The workbook has an explanation of the key marketing issues new farmers face.  Theses include what type of market: wholesale or retail, an explanation of each type of wholesale and retail venue and the advantages and disadvantages of each, what products to produce, promotional and pricing plans, marketing strategies, and risk factors to consider. New farmers are asked to fill out a worksheet for each topic to guide them in their decision making process.

Most of the previous marketing information available is targeted at direct marketing.  This workbook gives wholesale marketing options in simple terms. It does this in a way that easily lets new farmers compare wholesale and retail options. It is the step before developing a strategic marketing plan, a missing resource up till now.

After completing this workbook farmers should have a good idea of what they want to produce, where and how they want to market it, and at what price. They should also know how they plan to promote their product and manage their risks.  They can keep their worksheets from this workbook and revise them as they begin their farming venture.  Consumers and markets are always changing; thus, they need to keep their finger on the pulse of the market.
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Table 1: Example of an “Ask Yourself” interactive worksheet.

Ask Yourself: Is Wholesale or Direct Marketing
 for Me?

1. Do I want to do the marketing myself?
Yes ___ No ___

2. Do I like to work with people?
Yes ___ No ___
3. Do I have a location that would allow me to 
retail to consumers?
Yes ___ No ___
4. Do I have a large parking lot, or a place to put one?
Yes ___ No ___
5. Do I have the facilities that I can use to sell 
directly to consumers?
Yes ___ No ___
6. Is the consumer base large enough to support 
direct marketing?
Yes ___ No ___
7. Am I willing to develop markets for my products?
Yes ___ No ___
8. Do I have funds to promote my products?
Yes ___ No ___
9. Would my customers like to buy direct-marketed products? 
Yes ___ No ___
10. Is a roadside stand feasible? 
Yes ___ No ___
11. Have I considered the potential for entertainment 
farming and tourism?
Yes ___ No ___
12. Am I willing to take on the legal risk of having 
customers on my farm?
Yes ___ No ___
13. Are my target customers interested in how 
the product was produced?
Yes ___ No ___
14. Do I have a large volume of product?
Yes ___ No ___
15. Do markets already exist for the products 
I plan to produce?
Yes ___ No ___
16. Would I prefer to work through these existing markets 
rather than develop my own markets?
Yes ___ No ___

17. Do my customers prefer buying at mass retail outlets 
where price is the main consideration?
Yes ___ No ___
18. Would I prefer to pay someone else who I do not 
have to train to market my products? 
Yes ___ No ___
19. Do I prefer to be producing products on the farm rather 
than selling products to customers in the farm stand, 
farmers' market, or other venues? 
Yes ___ No ___
20. Do I want to lock the door and go home at 5 PM?
Yes ___ No ___
21. Do I want to specialize in producing only a few products?
Yes ___ No ___
· If you answered yes to the majority of questions 1-13, you should consider direct marketing and go to the Direct Marketing Section to review direct markets in more detail.  

· If you answered yes to most of questions 14-21, you should consider wholesale marketing and go to the Wholesale Marketing Section to review wholesale marketing options in more detail.

If you are not a people person, you probably want to consider wholesale marketing. Much has been said about "cutting out the middleman" and marketing directly to the final consumer.  However, that "middleman" performs a valuable function of selling the products.  If you don't use a middleman, then you will have to perform those sales functions yourself, allowing you to devote less time to production. 
However, if you are a people person and have a good location to attract customers, then direct marketing can allow you to capture more of the consumer dollar. You will also want to consider what existing markets are in your area. Established markets (wholesale or retail) can give you and easy entry into farm marketing.
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