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Resources for Specialty
rop Growers Available
hrough the Center for
Profitable Agriculture
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2015 Farmers Market Boot Camp Workshops
Cookeville, Alcoa, Greeneville February 16-18
Covington, Clarksville, Franklin February 24-26
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- What is value-added?

Processing Direct Marketing Agritourism

Pt—




ol 4
e

SALES TAX

IN TENNESSEE

ON THE PURCHASE AND
SALE OF FARM PRODUCTS
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Staff Resources

 Rob Holland, Director

* Kim Giorgio,
Administrative Assistant

 Megan Bruch Leffew,
Marketing Specialist

* Hal Pepper, Financial
Analysis Specialist




ata/Studies Available

Value-Added Agriculture in Tennessee:
A Summary of 2012 Census Results

December 2014

Real. Life. Solutions.
INSTITUTE OF A

A SNAPSHOT OF TENNESSEE

AGRITOURISM: 2013 UPDATE

By

Kim Jensen®, Megan Bruch®, Jamey Menard®, and Burt English®

MMIMMWINMF of Agr i &
* Contor for Proftable Agricutture, Usiver ity of
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Visitors to Tennessee
Agri-Tourism Attractions

Demographics, Preferences, Expenditures, & Projected
Economic Impacts

Report to Tennessee D:yoanmu\t of Agriculture
Kim Jensen, Chris Lindborg, Burton English, and Jamey Menard®

May 2006
*Frofessor, Graduate Research Assistant, Professor, and Research Associate, Department of
Agricultural Economics, The University of Tennessee.
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Targeting
School Groups for

Agritainment
Enterprises:

Summary of a Schoolteacher
Survey in Tennessee




CPA Home Page

il @ nttps;//ag.tennessee.edu/cpa/Pages/default.aspx C || Q Search * B8 3 #

Most Visited | Getting Started

Allow ag.tennessee.edu to run “Silverlight"? Continue Blocking Allow...
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THE UNIVERSITY OF TENNESSEE

Center for Profitable Agriculture

ABOUT THE CENTER PROGRAM AREAS EDUCATIONAL EVENTS RESOURCES v INDIVIDUAL ASSISTANCE SUCCESS STORIES

UT Institute of Agriculture > Center for Profitable Agriculture

Center for Profitable Agriculture

£ Agritourism

From school field trips to special events venues,
agritourism is a way to add value to farm resources.
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Farmers Markets

E-mail News

Sign up to receive e-mails with information regarding upcoming educational events and available resources. Send a request to join the farmers market news list with your name and
e-mail address to cpa@utk.edu.

2014 Farmers Market Boot Camp Presentations Presenter
Are You Covered When Selling Fruits and Vegetables? Be Informed About Product Liability Risk Hal Pepper
Catch Your Customers' Eye...With a Great Display of Colorful Fruits and Vegetables Amy Tavalin
Guidelines for Sampling Produce at the Farmers' Market Faith Critzer
How to Be Successful at a Farmers Market Amy Tavalin

Get On Board! How to Increase Sales of Fruits and Vegetables With Alternative Sources of PaymentHow to Increase Sales of Fruits and Vegetables With  |Amy Tavalin
Alternative Sources of Payment

Keep the Wolves at Bay - Know the Rules About Business Tax When Selling Fruits and Vegetables Hal Pepper
Calling All Cooks - Processing Fruits and Vegetables for Added Value. Part I Faith Critzer



Farmers Market Resources

Farmers Market State Compliance Guide

The Tennessee Department of Agriculture Division of Consumer and
Industry Services offers a guidance document for foods sold at
farmers markets.

Farmers Market Price Reports

The farmers market price reports weekly prices from a selection of
farmers markets around Tennessee and Kentucky. The prices
reported are predominant prices during each particular week.
These reports may be useful for vendors selling at farmers markets
or those considering using farmers markets as a marketing outlet,
as well as Extension agents.
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Educational Events

Event Title Date, Time and Location

This workshop will be offered in three
Locally Raised Beef Marketing ||ocations:
Workshop
e March 19, 2015 - Loudon
* March 24, 2015 - Waverly
* March 26, 2015 - McMinnville

* Workshop Flier

This workshop qualifies as a "half-credit”
toward the educational requirements to
receive 50% TAEP cost share for Producer
Diversification Value-Added sectors with
farm fresh meat project ONLY.

Marketing Live Animals for
Custom Processing and How
Much Meat to Expect from a
Meat Carcass

This workshop will be offered in three
locations:

o March 2, 2015 - Greeneville
o March 9, 2015 - Lebanon

¢ Workshop Flier « March 10, 2015 - Paris

This workshop qualifies as a "half-credit"

truuard tha aduratinnal ramniramante tn

Topic(s) Leaders
Sessions will include these topics:
Megan Bruch Leffew (CPA)
» Consumer preferences for local beef - results of a survey of
Tennessee consumers
® Marketing lessons learned from Tennessee value-added
beef producers - results from producer focus groups
* Developing a meat marketing budget

Hal Pepper (CPA)

Sessions will include these topics: Dwight Loveday (UT Food Science)

® How much meat to expect from a beef carcass

® Improving communications with your processor

® Regulations for selling live animals for custom processing

» How to develop a bill of sale to document live animal
transactions

Rob Holland (CPA)
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Marketing Publications

a s
" Extension w - gExtension
PB 1824 FT! { PB1

n Introdt tion to

Marketing OppOItunities
on the Web for S:ﬁé‘cia'lf?";‘ -

4 | Buying
¢= "‘I Advertising:

Guidance for Specialty

Crop Growers
? u Direct Marketing to

Consumers

September 2014

‘Septembe 014

e UNIVERSITYoTENNESSEE
NSI'ITU'I'EO{AGR)CUIJ\ME

e UNIVERSITYo/TENNESSEE £
INSTITUTE of AGHICULTURE




rketing Publications

| Extension
SP 766

Creating Signage
that Sells:

Guidance for Specially
Crop Growers Direct

Marketing to Consumers

ﬁ

September 2014

Center for

Profitable Agriculture

LI Extension

HOW TO HANDLE COMPLAINTS AND POOR REVIEWS ON
SOCIAL MEDIA: DIRECT MARKETING TIPS FOR SPECIALTY

CROP GROWERS

Adegan Broch Lefow, Markwing Specialis(, Comter for Profilable Agricuitere

Social media & integral 2o today s earkesing
Plags 38 3 means fof businesses — ncluduyy
specialty aop muwes daectly muuketing v
cussomers — to connect with. build and
mamtan felationsiaps Wit Customners
Customers can imnteract with businesses an
300l meda Jnd Voroe Mxcie Commens,
sugpestions :md coenplamts = a public
forun: Many businesses encourzge
CUSTOMIESS TO POGT FECWS, pronues and
aboet then asa

means of gemerating word of moeth referrals
and obeaneng feedback on their prodisets
and servioes. Not all of (e posts and
Teviews by customers are pozitive, however

This fact sheet provadies some tips an how
SPECIANTY CIOp SIOWErs Can most effectively
deal with conplaints and poce teviews ou
social media. Several of these tips came
from growess and industry partners who
answered a call for tips co their
assocanons’ members only Facebook
pages. Additzoonl mlvenlice was adupled
from Southem Style Hospitality, 2

service traimng program offered theomgh the
Ceuber R Profable Agncaliure

1

When available set prvacy sethags
carefully ca social wedia 1008 1
ge posts and ¢

* Currently, some social media tools,
such as Facebook. alow you 1o set
Paramesters on posts and conuments
In some cases. Yo can deteomne
who G post, whese comouents ge
allowed and if posts have to be
spproved before being made pablic
You G ¢ 2 profaety Glier w0
various strengths and even block
posts and comments cantaining
desagnaied words,

. Momnee social media for 1¢vews,

cowmmnents, suggestions and complaints.

* Yomcan only address comments that

you are aware of [herefore, i1
ispoe Ll 1o actively chedk and
search for reviews, cooments,

smppestions and complants on sacial

media Thas welndes socal medsa
tools where you have actively
ealed 3 mesence, suchas a
business Facebook page or Twitter
acconmt. 35 well a5 on sies where

YOU 1Ay Dol Bave i Ve presence

on a customnes's blog ot review
sites such a5 Yelp or TnpAdvicor

e UNIVERSITYW TENNESSEE ©F

INSTITUT af ALK LT LS

D13




Marketing Publications

A General Guide to Pricing for Direct Farm Marketers
and Value-Added Agricultural Entrepreneurs (PB1803)

Making the Most of the Market: Merchandising
Considerations for Direct Farm Marketers (PB1794)

Pick Your Own: A Farmers Guide to a Pick-Your-Own
Operation (PB1802)

A Farmer’s Guide to Marketing through Community
Supported Agriculture (CSAs) (PB1797)

Choosing Direct Marketing Channels for Agricultural
Products (PB1796)



Food Processing Publications

Getting Started in a Food Manufacturing
Business in Tennessee (PB1399)

Manufacturing Acidified Foods in Tennessee
(SP747-A)

Manufacturing Formulated Acid Foods in
Tennessee (SP747-B)

Adding Value to Tennessee Agriculture
Through Commercial Food Processing
Enterprises (PB1710)



Food Processing Publications

Basic Regulatory Considerations for Retail and
Non-retail Meat Sales in Tennessee (PB1805)

How Will Your Food Be Regulated? (PB1604)
Husking Walnuts for Sale in Tennessee (D14)

Sales Tax in Tennessee on the Purchase and
Sale of Farm Products (PB1806)



* Ag.Tennessee.edu/cpa

Online Resources
* facebook.com/ValueAddedAg
* E-news Lists

n WANAR
— Agritourism e-News List

— Farmers Market e-News List —_-
— Value-Added Dairy e-News List
— Value-Added Beef Google Group

— To join, email cpa@utk.edu and request to be
added to the list or group(s) you are interested in.
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* Tennessee Department of Agriculture
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