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GROWING DIRECT SALES FOR
NORTHEASTERN CT FARMS

What Is it?

Growing Direct Sales for Northeastern
Connecticut Farms is a USDA funded
project to support farms in the 23 town
region of Northeastern Connecticut.
UConn Extension and its collaborators
aim to increase sales and customers for
direct-market producers in and increase
consumption of locally grown food.




GROWING DIRECT SALES FOR
NORTHEASTERN CT FARMS

UConn CAHNR Extension Farm Advisory Board
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« Kelly Caisse, KD Crops Farm- Chaplin
* Robert Chang, Echo Farm- Woodstock

« Art Talmadge & Sherry Simpson,
Cranberry Hill Farm- Ashford

 Charlotte Ross, Sweet Acre Farm-
Lebanon

« Susan Mitchell, Cloverleigh Farm-
Mansfield

e Cari Donaldson, Ghostfawn Homestead-
Willington

 Joe Orefice, Hidden Blossom Farm- Union

« Libby Tarleton, Russo’s Roots,
Canterbury

« Betsy Molodich, Betsy’s Stand- Sterling

Mackenzie

« Nancy Barrett, Scantic Valley Farm-



GROWING DIRECT SALES
FOR
NORTHEASTERN CT
FARMS

Save these Dates

Workshops

Using Point of Sale to Grow your Farm
Business

Wednesday, November 18 on Zoom
from 7:00pm-8:15pm

Relational Marketing at Farm Stands
and

Farmers Markets

Monday, December 7 on Zoom from
7:00pm-8:15pm

BB rtheastern CT Farms

- Stakeholder Gathering




Yoko Takemura- Assawaga Farm

Farmer and Instagrammer
Extraodinaire

Yoko and her partner Alex are the current
Farmers and Owners of Assawaga Farm in
Putnam. The business is a small, diversified
vegetable farm specializing in Japanese
varieties of vegetables and herbs.

The word "assawaga", meaning "place
between" or "halfway place", is from the
Nipmuc- the peoples who occupied this land
originally so when they purchased the raw
land in June of 2016 they decided to honor
these forebearers.

Since then they have built a barn/house and
greenhouse, drilled a well, put in a driveway
and turned a decades old hayfield into a
productive farm! In the process of creating this § A L‘W‘ )
oraanic no-till diver<e farm thev also created




Nick Weinstock- BOTL Farm
S 1. Farmer and Website Creator

s

- & g Guru

Nick and his partner Danielle are the minds
and hearts behind BOTL Farm. Located
on 41 acres is Ashford CT, BOTL Farm
specializes in pastured pork, goat, lamb,
rabbit, eggs, and honey. They strive to
make their farm self-supporting by
maintaining breeding stock since 2016.

The eventual goal of their farm is to
rotationally graze multiple animals one
after another (goats, sheep, rabbits, pigs,
and finally chickens) over the same
pasture. This practice allows the pasture to
be used to its fullest as each animal grazes
for different plants/bugs. BOTL Farm feel
this diversity on the farm is key to full-circle
sustainability.







About Assawaga Farm

Purchased raw land in 2016

First season - 2018

Certified organic, diversified vegetables

May-Nov - Farmers market (in Boston) & Farmstand
2 farmers - Yoko & Alex

34 acre (10,000 bed ft)

1 greenhouse (prop space 20°x30" and growing space
50'x30)

e No-till, regenerative practices
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East Putnam, Connecticut . ¥/ East Putnam, Connecticut

Who is your audience?

Why are you posting? v
0oQv A What’s the value? oayvy - ~

@P®P Liked by muddyrootsfarm and 284 others @ De Liked by mosherfarmsct and 356 others
assawagafarm Beet carrot popsicles for two sweaty assawagafarm Come on over to our farmstand today!
farmers! . mor¢ 9-1pm We have some veggies for you 22

deadhorsehill We will be sweaty farmers for popsicles. ® deadhorsehill The farm store looks great! v

A a ® O © A a ® QO 6

< == < (=3



12:25 B i P4 E68% 12:25 i P 4E68%

assawagafarm : assawagafarm

: East Pu'.nnm‘ Connecticut - J East Putnam, Connecticut

Characteristics

e Beautiful (otherwise
different, cute,

appealing)
e Informative for

This post is doing better than 80% of
C u Sto m e rs your recent posts. Promote it to reach a
wider audience. View Insights

Qv & A
PP Liked by fullheartfarm and 429 others ° Useful for fa rmers O Q 74 orane |

assawagafarm We can't get over how gorgecus these ,.5, Liked by muddyrootsfarm and 258 others

rainbow carrots are!! We didn't intend to mix thec
assawagafarm 'Tis the season to eat your greens! & We've

® I“Sight into farm Iife, added baby mustard mix and baby kale to the g
A Q O ®

fullheartfarm Rainbow carrots are my favorite A

® Q °© O farm wins & losses
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. assawagafarm . () assawagafarm

Content Balance

e Field shots
e Close up veggie shots
e Farmers in the shots

e Animals, insects,

View Insights

other wildlife

QQY v oay - .
@PP Liked by fullheartfarm and 272 others ° J a p an t Fi p @D» Liked by mosherfarmsct and 362 others
assawagafarm Swipe  to see the progression of bed assawagafarm Did you know our farmstand Is open every

prep to planting to harvesting on our deep mulched  more Sunday til Thanksgiving? (last day is 11/22!) We got . more

h(llygt;akz; l.ove Ithls A4 ® P e r So n a I n O n -fa r m as‘sawagalafm @;;em;nesegarten.hoxhohl thanks! Yes,

a Q ¥ related posts mi 2 ¥
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. assawagafarm . ) assawagafarm
/' East Putnam, Connecticut > "=/ East Putnam, Connecticut

Positive Impact

e Moving produce

e Visibility of new
marketing outlets

e Communicating directly

: with customers , o
View Insights ° Fa rme r_fa rm er View Insights

Qv A ] OiGY, W e N
@ . Liked by myrthceramics and 298 others kl10W| edge S ha Fi ngl @ P# Liked by mosherfarmsct and 298 others
assawagafarm For the past few weeks we've been using a assawagafarm This is what we came up with to plant garlic
hose siphon on our hose reel to inoculate and add n. mor = into a living cover ./, % ./, We wanted to apply comp.. more
collaboration

stonehousemarketfarm @dad rOck assawagafarm @jaredforman haha, we got tipped off

A Q v e Expanding regenerative A Q O
¢ = practices ¢ =



Social Media Do’s and Don’ts

-+  heartctgrown v * 0 Do

-Have your business profile completely filled out
-Post frequently, but if not frequently, consistently.

* See COVID-19 Business Resources

@ -Tell your story
446 1,594 425 - im
GROWN Posts Followers Following U S€ g OOd a.g €s .
— -Experiment with video
oAtk -Share successes and struggles
heartCTgrown is an initiative of UConn Extension - Pro mote you r b us | ness
with the goal to connect communities to local food. .
Use our hashtag: #heartctgrown -Interact with peo pl e
ahnr.uconn.edu/ces/nect/mobile/index.html -Use Has hta g S
24 Hyde Avenue, Vernon, Connecticut 06066
Edit Profile
Promotions Insights Contact DO n t

-Use poor grammar and spelling or use ALL CAPS
-Use grainy or blurry pictures

-Create a social media account and ignore it
-Take vertical video

-Use #hashtags in #every #other #word

-Don’t repost other people’s content too much
-Be mean




Social Media Tools

Social Media Planners
https://buffer.com/

https://hootsuite.com/

Social Media Tools
http://best-hashtags.com/ - heIBs you
find the most popular hashtags based on
a single word search to help build your
following

https://www.canva.com/ - free online

graphic design program to help you _
create posts or other advertising material

https://bitly.com/ - creates a shortened

web url so when directing people to a site
the url doesn’t take up the whole post!



https://buffer.com/
https://hootsuite.com/
http://best-hashtags.com/-
https://www.canva.com/
https://bitly.com/
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assawagafarm . 8 assawagafarm :
East Putnam, Connecticut . S RE ER .

Questions?

View Insights View Insights
Qv ! W QY cesne A

PP Liked by fullheartfarm and 439 others PP Liked by jaredforman and 461 others
assawagafarm Yesterday we visited a magical wasabi

assawagafarm These little dinosaurs were lost in our fields
$0 we tock them to safety in the nearby Mary Brown . mos kingdom that is @takijiriwasabi farm in Shizuoka  more

1 18 comments iew all 32 e

ctvallevfarms Love it! < oldemoonfarm Amazina! Thank vou for sharina sucha @

A Q ® O O ”A Q ® O O
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Marketing your farm online:
Websites

Danielle Larese &
Nick Weinstock
BOTL Farm
Ashford, CT




Farm Websites

e Why?
o Why does a farm need a website? What functionalities should farm
websites include?

e Example
o BOTL Farm website
e How?

o Quick tutorial on how to build a farm website



Customers need
complex information
to make buying
decisions
e Product
availability
e Product
characteristics
Price
Questions

When a customer
clicks throughto a
farm site, they
immediately form
judgements about
what the farm is like
and how the business
is run. As farm owners
we have seconds to
make the right
impression

Does the farm website
look like it was made
in 20007 No offense
against Comic Sans or
flashing text or auto-
playing songs or flying
graphics, but modern
websites feel different
than old websites

It's reassuring to
customers when farm
websites project an
aura of
professionalism. Is
there obviously
outdated information
on the front page?
Copyright dates that
are years old? No
mobile view?

Websites are powerful
marketing tools. Can
customers tell why
they should buy from
one farm and not
someone else? What
sets a farm apart from
others? Personality or
style? Can they find
the information they're
looking for without
being frustrated?



Website functionalities

Deeper
dive
content
Who farm

is

Compel customers
to buy from farm:
why? where? how?

What farm
grows




Branding and importance

Color(s)

Consistency of color on printvs
mobile vs social media is hard.
We sidestepped this by using only
black and white in most of our
branding, but we do print on
brown kraftlf)gatce)r

Once a farm has designed its
logo, make versions in a bunch of
file formats and save them where

you can find them and be
consistent

&,
S

General look and feel

Hard to quantify or qualify, but
important. A farm’s branding can impart
an old-timey feel, a sophisticated or
scientific modern look, or a clean and
regenerative vibe

Font

I don't know if | mentioned it yet but

be consistent. Choose a font for your
branding and stick with it. Ours is
perhaps a bithard to read but we're

not changing it at this point
Consistency --> recognizability
Establish your branding early and be a
stickler forit. For small operations,
writing a style guide isn't necessary but
consider it anyways. Be ready to correct
others about farm branding
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Example: home page

oM AOouY PROOUCTS CONTACT

Deeper dive content —

Click. here For our current price list and inventory

Check out our photo albourrd

Subacribe 10 amall list for a FREE Recipe Book

B S
0000

pork w beow rabbn o F er.d gro-tree agae - aron § ¥ Fod v apat




Example: about us

Who We Are




Example: products

(L 23 Ao PROOUCTS CONIACY

Check out our photo albourrd

Growny seesons are not pst For veatdries
A

H#options

our arinds have naharal reproducive schaddes that we Folow. o not
of the products Wted below are aveldde yoorwaund Ths poge kets everyting we grow and doosrit recessarty
eBect what we have avoldrie ot any time

Cick here For our current pr

& ¥t and nver

Pork

wie prober 40 have you col (9000LaWN) or ervd
(e ol arrncom ths order n opposed 1o placien # wrive W
sves s o Fow dodars 0 procevery fees & you woll not

Parchose the prodact oferwees peoss plce the onder orine




Ictures
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Example: contact

moc Lla ST PROLICTS CORTACT G

Where to buy our products?

Contact

Note as of Jure 1000 we hove more
derrvrd Sen wppty For o sapd Pesss cordeat us he chedk

avolobbty belore dving ot %o e farm

Bubscribe by emad lkst Tor a FREE Recipe Baah

Go gle

Contact

0000@

e PR L B e 4 e ey ¢ e . el bivle el g



Example: blog

A Primer on Pasture-Raised Pork (Re)production

5 gor g 4
-ﬂ“' . L
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N »
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| Bloge

Pup The Future Award Winner of Best Farm Dog EverOf ™" L . t.‘,

All Time Of This Year




Example: inventory (store)

BOTL ]
FARM




How?!

I
Drupal (e)
ﬁ{flg%§)£¥5h3 ExpressionEngine

WX
D

SQUARESPACE

wecsly

€ mdo

élshopify Joomlal’
= ghost
B Blogger M

Image courtesy of:winningwp.com



Website Do’s and Don’ts

DO

-follow the preset theme (colors,
typeface, etc.)

-Have your name and contact easily
accessible

-limit your primary menu to 7 topics

-use quality pictures and break up text
with them

-make it clear what you're
selling/producing

-test different viewing screens and links
-keep it up to date
-let it represent your “brand”

-make it with the customer in mind and
your story second

-explore SEO

DON’'T

-Use jargon

-use excessive typeface and colors (3
fonts, 3 sizes, and 3 colors)

-have typos

-make content that gets out of date too
quickly

-use generic photos (well...maybe a few)
-use too much text in one place

-make it hard for consumers to find what
they want

-overuse photos

-Have too many links crammed together
-forget social media links

-have it just to have it

-ignore it



Website Building Tools

Suggested Website Hosting Options

-Wix.com
-Weebly
-Squarespace
-Google Sites

Website Building Tools
www.Canva.com

www.Mailchimp.com

Google Analytics
CSS and HTML skills



http://www.canva.com/
http://www.mailchimp.com/
https://analytics.google.com/

* Create a Farm Website that Sells



https://static1.squarespace.com/static/57d30c09893fc08d22e87aaf/t/5d8bd52ee0db8f0acaf922ce/1569445175504/Farm+Website+Webinar.pdf
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