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Direct market farmers have a 
unique opportunity to connect with 
their customers. Most people know 
this to be true, which is why farmers 
markets work well. This also explains 
the increasing demand for and estab-
lishment of community supported 
agriculture (CSA) farms around the 
country.

If you are new to marketing your 
product or if you feel you just aren’t 
quite making the connections to the 
customer as well as you should, then 
read on. This article will examine 
some keys to marketing success for 
building and telling your story.

The suggestions and examples 
come from Margo Sue Bitnner, who 
owns The Winery at Marjim Manor. 
If you have a product that can be 
sampled, like Margo has, then do so. 
However, before providing samples at 
a farmers market, you should check 
with the market manager as to wheth-
er samples are allowed at the market. 
Also, keep in mind food safety with 
any food product you are sampling, 
and take steps to ensure the safety 
and integrity of the product during 
sampling. If it is a product that people 
need to touch, try on, etc., provide 
them the opportunity to do so.

Make It Fun and Welcoming
While traveling in the car, I heard 

a radio ad for office furniture, where 
the store owner said, “I don’t know 
how people can buy furniture without 
trying it out. I wouldn’t buy a pair of 
shoes without walking in them, and 
you shouldn’t buy a chair without sit-
ting in it.”

He, of course, followed this state-
ment by inviting listeners to come to 
his store, feel the material, sit in the 
chair and write at the desk. It’s a way 
to bring your customer into your place 
of business and make that personal 
connection with you.

With a product that is a food or 
beverage, this connection goes deeper 
with samples. Customers have the op-
portunity to see, smell and taste (and 
in the case of wine, sip) the sample. It 
is important to make this experience 
fun and welcoming for the customers. 
And the act of sampling gives you the 
opportunity to provide other informa-
tion.

Recently, while visiting a local 
winery, I had the opportunity to sam-
ple a variety of different fruit wines. 
As I swirled the wine in the glass 
and inhaled the bouquet, the owner 
explained the blend of fruit used to 
make the wine, the flavor notes that I 
may detect and how to pair this wine 
with different meals. He shared all 
that information before I even took 
my first sip!

And as the wine crossed my lips 
and swirled around in my mouth, he 
gave me a moment to experience the 
burst of flavors and remember the past 
summer through the taste of the wine. 
He shared at that moment why the 
fruit in this region makes such quality 
wine. The result: I left with a bottle of 

your customer how to make a basket, 
while explaining different techniques 
of weaving, and how to care for the 
basket so it will last a long time.

Hire the Right People
Even the best product cannot sell 

itself; it needs people to move it out 
into the marketplace and connect with 
customers. If you aren’t the marketer 
in your business, then you need to hire 
people who smile and are welcoming. 
Manners and attitude are intrinsic; 
skills can be taught.

It even comes across when answer-
ing the phone; you can hear a smile 
over the phone. When we are short 
staffed in the office, I will answer the 
phone on occasion. I have an “answer-
ing the phone voice” that apparently 
is different than my regular question-
answering voice, since most people, 
even those who know me quite well, 
don’t recognize me right off when I 
first pick up.

Think about the businesses that you 
frequent. Do the clerks greet you with 
a smile and “How are you today?” Do 
they send you off with, “Have a nice 
day!” Have you ever been someplace 
where you know right off that the 
people working there don’t want to be 
there, and that they are putting in time 
and you are the last person they want 
to see today? How did you feel after 
visiting? Did you want to return?

Now apply all those questions to 
your business. The people you have 
on the front line of your business can 
make or break a sale. You already have 
the customer in the door; you want 
them to leave with something, and 
you want them to come back (hope-
fully with friends). Hiring the right 
people can help do this for you.

A Mix of Promotion:
This is a big one for me. I feel 

strongly that businesses need to use 

a variety of methods to connect with 
their customers and use these to build 
the brand of their business. Create a 
blend of advertising, press releases 
and Internet that fits your market. It 
may take a while to get the correct mix 
for your business, but it will pay off in 
the end. Use your customers’ visit to 
your farm or business to strengthen 
your connections.

If you were to visit The Winery at 
Marjim Manor, you would leave a 
pin in the map showing where you 
came from. The winery uses a num-
ber of different ways to connect with 
its customers, and if you would like 
to continue the connection you could 
sign up for an e-newsletter or snail 
mail, or follow them on Twitter and 
Facebook.

You would have learned something 
about the winery, the family history 
and fruit farming. Additionally you 
would have been entertained. Before 
leaving you could even pet the cat. 
All in all, you would have had a great 
experience to tell your friends about 
while you shared with them a glass of 
the wine you purchased.

So, if you are a direct market farmer 
seeking to strengthen your connection 
with your customers, remember these 
five keys to marketing success when 
people visit your farm:

•  Make the experience fun and wel-
coming for the customer.

• Sell the experience, not the prod-
uct.

• Educate your customer.
• Hire the right people.
• Create and use a mix of promo-

tion.
And have fun doing it! Remember, 

if you enjoy what you do, it will show 
and others will enjoy the products you 
create.

Bernadette Logozar is a rural and 
ag economic development 
specialist with Cornell 
Cooperative Extension of 
Franklin County.

wine and a great experience.

Sell the Experience, not the 
Product

Likewise, visitors to The Winery at 
Marjim Manor who are taking part in 
the wine tasting get a lot more than 
just a sip of wine. Margo provides 
them with the winery’s story, the 
history of the manor and family his-
tory, along with tips on how to taste 
the wine and information about fruit 
farming.

By offering all this information, 
Margo is providing her customers 
with a richer, fuller and more well-
rounded experience beyond the wine. 
She is connecting them emotionally 
and intellectually to her business and 
her products. The result is that when 
the customer makes a purchase, they 
are getting more than just a great bot-
tle of wine — they are getting a piece 
of history, agriculture and the wine!

Customer Education
Use the time you have with your 

customer to educate them about your 
products and farm. Everyone likes to 
feel smart and show off knowledge. 
A well-educated customer, who likes 
your product and feels a connection to 
your farm, is one of your best public 
relations people.

Even with all the advances in mar-
keting, and the rise of using the Inter-
net to market products, word of mouth 
is still the No. 1 way to connect and 
sell your product. Besides, social me-
dia (Facebook, Twitter, etc.) are sim-
ply online versions of word of mouth.

So take the time to provide the edu-
cation to your customer. This doesn’t 
have to be a lecture or a thesis. Re-
member the first two points: Make it 

fun and sell the experience. For 
example, if you have a product 
that you can demonstrate, such 
as basket weaving, you can show 

Telling Your Story to Sell Your Product
In The MarkeT
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718 Vintage Rd., Christiana, PA 17509
Ans. Serv. 610-593-7064 or 800-539-7064

Business Hours:
Mon. - Thurs. 6AM - 5PM • Fri. 6AM - 7PM • Sat. 7AM - 12Noon

Dealers Welcome. Delivery Available.

Air Tanks
2000-2600 Gal.

1000 Gal.
500 Gal.
250 Gal.

120 Gal.
80 Gal.
30 Gal.

MAY PROMOTION!

Propane Tanks (Above Ground)

500 Gal. & 1000 Gal. Underground - In Stock

NEW
120 Gal.
250 Gal.
500 Gal.
1000 Gal.

Reconditioned
500 Gal.
1000 Gal.

Free Light With Purchase Of Any
18v Cordless Bare Tool Or Kit

$40
Value

Agent for
Goodville Mutual

agent photo

Affordable

FARM
INSURANCE
designed for you!

Philip Baker
Insurance Services, Inc
1331 Pleasant Hill Road
Fleetwood, PA 19522
Ph. 610-916-9010
www.philbakerinsurance.com
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Kent Nutrition Group mineral products have the
precise levels and ratios of both macro and micro
minerals needed for reproductive health. Feed a
mineral product without this precision and your cows
wonʼt perform as effeciently.

Contact your local Blue Seal dealer, or call the Hagerstown, MD mill at 800.845.5413 for more information.

Want a Calf Every 365 Days?

Kent Nutrition Group mineral products meet or
exceed NRC guidelines, supporting good overall
health, strong reproductive performance, and
longevity in your herd.

Not all mineral is created equal!
Your cattle deserve quality year-round beef cow nutrition from Kent Nutrition Group!

FAN Separators Work the First Time ... Every Time.
Quarryville, PA • Chambersburg, PA

800-222-2948
www.midatlanticag.com

TWO

LOCATIONS

SETTING THE STANDARD
IN LIQUID MANURE SEPARATORS


