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The marketing landscape has 
evolved significantly over the past 
year with many more options 
available due to social media 
and the growth of Google.



  

BRAND DEVELOPMENT

MARKETING MESSAGE

MARKETING TOOLS
●Logo
●Business Cards
●Rackcard or Brochure
●Email Outreach
●Advertising
●Google Local
●Facebook Fan Pages
●Websites



  

BRAND DEVELOPMENT 
The platform on which to build 
your marketing communications

 YOUR LOGO- BRAND, STAMP of QUALITY
● Process of defining & articulating your identity in 
graphic form
●Color choices
●Visual reflection of you and your business
●Can use type treatment alone or with a visual
● Evident at a glance what you produce and sell
● Effective in b&w and when reduced to business 
card size



  



  



  



  

IDENTIFY & DEFINE
● Nuggets and kernels that make your farm, 
products or services unique 
●What differentiates you from your competitors
●Your typical and ideal customer profiles and 
target markets
●Why people need your product or services
●What makes them tick? 

Defining Your Marketing Message



  

Developing a Tag Line
Does your business name convey what you do 
and/or what you offer? Tag lines used in 
conjunction with logos can communicate that at a 
glance.

Examples:
Tamarack Tunis: Vermont Grass Fed Lamb
The Last Resort Farm: Certified Organic Berries, 
Vegetables & Hay
Cedar Circle Farm & Education Center: Growing 
for a Sustainable Future
Bowman Road Farm: Locally Raised 100% 
Grass-Fed & Grass-Finished Certified Organic 
Beef



  

Like a mini brochure, always a carry them!

1 sided vs 2 sided
1, 2 or 4 colors
Print or color copy

1 sided= logo, tagline, contact info
2 sided, back= tag and bullets, membership 
listings or logos

Business Cards



  



  



  



  

Determine Purpose, Usage, Audience & Budget

Rackcards 

●Generally 4x9”, 2 sided, for use in racks 
●Logo, biz name, offer visible in upper third
●Prominent phone, web address
●Use of bold headlines, bullets, compelling 
succinct copy, no typos, easy to read font
●Hours of operation
●Eye catching photo to carry the piece

Rackcards & Brochures



  



  



  

●4 to 6 panels or 8.5 x11 or 8.5 x14” folded
●1 to 4 colors
●Fit in #10 envelope, rack, or self mailer
●Professional-quality photography
●Have copy proofed
●Tell your story
●Educate and sell 
●Call to action
●Town, state, phone, web on front, 
full address on back with phone & web
with full address on back

●Pricing inserts – allows pricing flexibility

Brochures & Inserts



  



  



  



  



  



  

Email Outreach
Collect Email Addresses:

●Drawings at farmers' markets
●On CSA registration forms
●Sign up lists at farmstand or markets
●Email capture form on website
●On your computer, set up as groups of less than 
40 to avoid spam removal
●Use an email management program such as 
Mailchimp.com (up to 500 addresses free) or 
Constant Contact
●Create a branded e-blast template
●Send out weekly CSA info, news, specials etc

http://www.mailchimp.com/


  

●Classifieds in local papers and Agriview
●Small ads in:

Local Banquet magazine
Green Living Journal
Edible Green Mountains
NOFA-VT winter conference program

●Free listings in Vital Communities/Valley Food & 
Farm Guide (if in the Upper Valley area) & Green 
Living Journal
●Online farm and food related directory listings
●Vermont Fresh Network 

Advertising



  

Local Business Listings are found by various 
search engines usually with a MAP, and drive 
traffic to your business or website. 

Local listings are appearing on more locations 
such as 1-800-GOOG-411, mobile devices and 
handhelds.

Go to google.com  or maps.google.com and do a 
search ie: organic farms near Waitsfield VT 

Google Local

http://maps.google.com/maps?hl=en&source=hp&q=organic%20farms%20waitsfield%20vt&um=1&ie=UTF-8&sa=N&tab=wl


  

Claiming your Local Listing

Click on reviews or more info to see if  listing has been 
claimed. It is important to claim, verify and validate 
your listing information.

To do so you need to set up a google acct. Limit accts 
to 1 or 2 (personal and business).

Be consistent in how you list your business name and 
address in terms of abbreviations etc. everywhere on 
the web going forward.



  

Go to Acorn Internet Services

Web address is www.acorn-is.com

For step by step instructions on how to claim and 
optimize your Local Business Listing go to online 
learning and click on:

LBL 101: Local Business Listing Basics 

LBL 102 Local Business Listing Advanced.

 

How to Claim Your Local Listing

http://www.acorn-is.com/
http://www.acorn-is.com/


  

●Personal vs Fan page
●Free, “easy” to set up 
●Fan= Accessible without a login, searchable 
●To be effective posts should be made weekly

Example: Green Mountain Farm to School

Facebook vs Website

http://www.facebook.com/pages/Green-Mountain-Farm-to-School/180053718451


  

Formal presentation of your business, where you  
can tell your story and control the message.

●Carry branding through in templates
●Plan architecture/navigation of site carefully
●Quality photography, sized to load quickly
●Content Management System (CMS) important 
on key pages
●Capture mail/email addresses 
●Keep content fresh, ave.150 words per page
●Online sales option  
●Develop links, reciprocal links
●SEO crucial
●Google analytics- free tracking reports

Websites



  

Green Mountain Farm to School
Cedar Circle Farm & Education Center
Last Resort Farm
Restaurant Phoebe

Website Examples

http://www.gmfts.org/
http://www.cedarcirclefarm.org/
http://www.lastresortfarm.com/
http://www.restaurantphoebe.com/


  

Vermont Agency of Agriculture 
Certified Vermont Made user & logo: $25 and up

Drawing
PKC- 2 hours free consulting
Newcomb Studios- Free 2 Sided Business Card 
Design
Vermont's Local Banquet- Free Business Card 
Size Ad

Extras

http://www.vermontagriculture.com/buylocal/documents/CertifiedVermontMadeApplication.pdf
http://www.newcombstudios.com/
http://www.localbanquet.com/
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