
Foothi l l s  Farmer s ’  Market  

enticing and family-
friendly.  Jonathan brings a 
fresh face and an enthusi-
astic attitude to the posi-
tion, and will be an asset 

to our Market!  
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Special points of interest: 

• Welcome Jonathan Dyer 
to the Foothills Farmers 
Market Team! 

• Help us make a good 
showing at our Grand 
Opening on April 25th! 

• What can you do to 

enhance your booth’s 
presentation and      
appearance? 

• Why do Farmers’     

Markets fail? 

• Want to attend a Poultry 
Prociessing Workshop? 

I N S I D E  T H I S  I S S U E :  

Selling Tips 2 

Why Markets Fail 3 

Poultry Workshop 4 

New Developments 4 

VENDOR  NEWSLETTER  

APR IL  2 5TH  GRAND  OPEN ING  

Our 2009 Grand Opening is 
set for Saturday, April 25 in 
conjunction with Arts on  The 
Square and the Merry Go 
Round Festival.  This is sure 
to be a busy day in Uptown 
Shelby... and a great opportu-
nity for us to sell and to be 
seen! 
    
Vendors need to be in place Vendors need to be in place Vendors need to be in place Vendors need to be in place 
by 9 AM and are asked to stay by 9 AM and are asked to stay by 9 AM and are asked to stay by 9 AM and are asked to stay 
until they sell out or 3 PM until they sell out or 3 PM until they sell out or 3 PM until they sell out or 3 PM 
(whichever comes first). (whichever comes first). (whichever comes first). (whichever comes first).     
 
Sixteen vedors have commit-
ted to sell: 
 
1. Gayle’s Gardens  
2. Roper Farms  
3. Sain Farms 

4. Lattimore Farms  
5. Entropy Acres 
6. Underwood Family Farms 
7. Red Dirt Ranch 
8. Lily Bean’s Coffee 
9. Proffitt Family Farms 
10. Lewis Farms  
11. After Hours Farm 
12. Rhodesdale Farm 
13. Rock Bottom Farm 
14. Quail Hollow Farm 
15. Knob Creek Orchard 
16. Plant Wise Solutions 
 
Our product line will include 
asparagus, bedding plants & 
flowering ornamentals, beets, 
blackberry & blueberry plants, 
carrots, fresh-roasted gour-
met coffee, eggs, fig plants & 
grape vines, herbs, honey, 

lettuce, mushrooms, pecans, 
radishes, red wine vinegar, 
sweet potatoes, greenhouse 
tomatoes, vegetable plants, 
handmade goat's milk soap, 
and farm-raised meats (beef, 
chicken, lamb, rabbit & pork).  
 
We will also have a vintage 
1952 Ford pickup (like the 
truck in our new logo) on  
display to draw attention to 
the market. 
 
Please remember to provide 
your own tables and plan to 
make your vending area at-
tractive and inviting.  For tips 
on improving your booth’s 
presentation and appearance, 
read the article on page 2.  

Foothills Farmers’ Market 
is pleased to welcome 
Jonathan Dyer Jonathan Dyer Jonathan Dyer Jonathan Dyer as our   
market coordinator for the 
2009 season. 
 
Jonathan graduated from 
Crest High School in 1999 
and is pursuing a degree in 
Health/Wellness with a 
minor in Exercise Science 
from Gardner-Webb Univer-
sity.  He is employed with 
United Parcel Service as a 
package handler and has a 
background in food service 
and youth ministry.  He 
and his wife Kari live in 
Shelby. 

Jonathan does not know a 
great deal about production 
agriculture but want to 
learn.  He has a personal 
interest in healthy nutrition 
and eating local.  He is inter-
ested in building relation-
ships with vendors, and 
would like to visit farms to 
learn how various commodi-
ties are produced. 

 

Jonathan is eager to put his 
communication skills to 
work to promote the market, 
and will work with local   
media outlets to achieve 
that goal.  He also has some 
great ideas for making our  Jonathan Dyer Jonathan Dyer Jonathan Dyer Jonathan Dyer  



A farmers’ market vendor 
must do more than show 
up and open the tailgate. A 
farmers’ market is a place 
where farmers must be 
marketers, creating an 
appealing, professional 
image for themselves and 
their farms and providing 
consistent, high-quality 
products and service that 

satisfy customers. 

As a grower marketing  
directly to consumers, you 
need to make a good im-
pression that will translate 
into a lasting positive    
image for your business. If 
possible, choose a bus-
tling, centrally-located mar-
ket that is populated by 
serious vendors. Proximity 
to your farm is a factor, but 
consider whether the extra 
sales made at a busier 
market will justify your 
time and additional ex-
penses. Whichever market 
you choose, be familiar 
with the rules, keep the 
market manager happy 
and have a presence there 
every week, preferably in 
the same slot. Customers 

appreciate consistency. 

The public faces of your 
farm are your booth, pro-
duce and salespeople. It’s 
your brand and reputation. 
An attractive, legible sign 
should proclaim your farm 
name, logo and location. 
People want to know 
where the produce is 
grown. Smaller signs 
should display a map and 
photos of your farm, ani-
mals, tractor, kids…    
whatever will tell your 

story. Many customers 
want a relationship with 
“their farmer.” Such infor-
mation and imagery will 
help the customer make 
that connection. Home-
made signs are especially 

effective. 

Use signs to show the   
production practices used 
to grow your produce. If 
your operation has a third-
party certification, declare 
this and be prepared to 
explain the certification in 
quick and simple terms. 
Explain why you do things 
the way you do, and label 
products with “unsprayed,” 
“heirloom variety” or other 
attributes your customers 
might find valuable.      
Descriptors can be added 
to prominently-displayed 

pricing signs. 

Your market stand should 
be clean and orderly, yet 
convey a sense of abun-
dance and bounty. Some 
vendors use bushel      
baskets tilted toward the 
customer to appear over-
flowing. Produce should be 
continually replenished so 
containers always look full. 
As you near the end of the 
supply, keep placing your 
diminished inventory in 
smaller baskets to main-
tain the look of full con-
tainers so no customer 
feels like they have to buy 
the “last one.” When sell-
ing in smaller units, con-
tinually rearrange and  
replenish tables so they 
always appear full and 
take down excess tables 

so the rest remain full. 

Your produce ought to be 
handled to retain maxi-
mum quality and appeal, 
even after five hours on an 
asphalt parking lot on a 
hot summer day and a 
week in your customer’s 
refrigerator. The “shelf life” 
of your produce is im-
pacted by the way it was 
harvested, cooled, packed 
and stored on your farm 
(see Resources at the end 
of this article). Your stand 
should be shaded to pro-
tect produce, employees 
and customers from the 
elements, especially the 
hot summer sun. Stocks of 
temperature-sensitive  
produce should be kept in 
coolers which can be hid-
den nicely by long table-

cloths on display tables. 

To be truly successful at a 
farmers’ market, it takes a 
lot of conscious thought, 
effort and planning.      
Conscientious farmer-
marketers can certainly 
make it worthwhile in 
terms of profitability, as 
well as relationship      
marketing.  
 
Next time, we’ll talk about 
salesmanship and mer-
chandising techniques that 
can also improve your suc-
cess at farmers’ markets.  
Happy planning! 
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SELLING  T IPS :   
PRESENTATION  & APPEARANCE  

“To be truly 

successful at a 

farmers’ market,  

it takes a lot of 

conscious thought, 

effort and 

planning.” 
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This information provided 
through the Cooperative 
Extension System by Andy 
Larson, Small Farms 
Specialist at Iowa State 
University.  



Vendor  Newsletter  

The following article was 
provided by the Cooperative 
Extension System and     
eOrganic author Debra 
Sohm-Lawson.  It gives   
vendors and the steering 
committee something to 
think about. 

Even during this period of 
rapid expansion and popu-
larity spurred on by the 
local food movement, a 
startling number of farm-
ers' markets close within, 
or after, their first year of 
operation according to a 
new study from Oregon 

State University. 

In a seven-year study of 
the performance of Oregon 
farmers' markets, 62 mar-
kets opened and 32 closed 
for a net statewide gain of 
30 markets, said Larry Lev, 
a marketing economist in 
OSU's Department of Agri-
cultural and Resource Eco-

nomics. 

Nationally, more than 
2,000 farmers' markets 
have opened since the 
mid-1990s. Oregon is a 
hotbed for this growth with 
80+ markets scattered 
around the state. However, 
the increasing popularity of 
the markets is in direct 
contrast with their surpris-

ingly high failure rate. 

"Farmers' markets are a 
great success story for 
Oregon agriculture," Lev 
said. "They connect con-
sumers with farmers and 
increase local food secu-
rity. But underneath that 
success is the hidden story 
that says for every two 
markets that opened dur-

ing the study period, one 

closed." 

New markets were most 
vulnerable to failure with 
24 percent closing during 
or after their first year of 
operation. These failures 
represent almost half of all 
market failures in the state 
and illustrate the height-
ened vulnerability of first-
year markets, said the re-

searchers. 

Other factors that in-
creased risk of market 

failure, included: 

• Small number of ven-
dors; 

• Need for a greater 
variety of farm prod-
ucts with specific em-
phasis on fruits and 
vegetables - products 
considered basic to 
farmers' markets; 

• Lack of administrative 
revenue to meet oper-
ating needs; 

• Low paid or volunteer 
market managers; 

• High manager turn-
over. 

 

These five factors are all 
connected to the supply 
and demand relationship 
between customers and 
farm vendors and can af-
fect older markets as well, 
said Garry Stephenson, an 
Extension Small Farms 
specialist in OSU's Depart-
ment of Crop and Soil Sci-
ence. The smaller markets 
often fail to attract suffi-
cient customers. Because 
there are few customers, 

fewer vendors are at-
tracted to the market, re-
sulting in a lack of prod-
ucts. In turn customers 
don't want to attend a mar-
ket with a limited array of 

products. 

"The relationship is differ-
ent for farmers' markets 
than for most retail out-
lets," said Stephenson. "A 
viable farmers' market 
must have enough custom-
ers to be attractive to farm 
vendors. If the market is 
out of balance it may not 
succeed." A thriving farm-
ers' market can become an 
integral part of a commu-
nity linking small farmers 
to consumers and serving 
a key role in local food sys-
tems, said Stephenson. 
When successful this form 
of civic agriculture helps 
communities realize their 
economic development 
objectives and their social 

and environmental goals. 

To increase odds for mar-
ket success, the OSU re-
searchers are working 
closely with the Oregon 
Farmers' Market Associa-
tion to develop tools, share 
information and solve 
problems. They recom-
mend market organizers 
devote time to planning 
and promoting new mar-
kets before the high-risk 
first season. This should 
include setting realistic 
goals for market size and 
employee training. Market 
organizers should also 
identify the possibility of 
community support and 
financial support through 
sponsorships and public 
funds. 
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FOOD  FOR  THOUGHT :  
WHY  FARMERS ’  MARKETS  FAIL  

“If the market is out 

of balance it may 

not succeed."  



c/o NC Cooperative Extension 
130 S. Post Road, Suite 1 
Shelby, NC  28152 

Foothi l ls  Farmers’  Market  

income, high-risk com-
munities) on the selec-
tion, storage and utili-
zation of farmers’ mar-

ket commodities. 
 

• Start-up funds for a  
community kitchen at 
Harvest Works 
(modeled after Blue 
Ridge Food Ventures 
in Asheville), to include 
equipment purchase, 
compensation of staff, 
and certification and 
training of facility   

users. 

 

Several vendors have   
already expressed interest 

in using the kitchen: 

 

1. Ronnie Roper 
2. Christy Underwood 
3. Wilson Farms 

The Steering Committee 
will be submitting a pro-
posal to the USDA Agricul-
tural Marketing Service 
(AMS) Farmers Market 
Promotion Program (FMPP) 
grant program. After some 
discussion, the steering 
committee identified three 
priority projects to be    

included in the application: 
 

• Establishing a new 
Electronic Benefits 
Transfer (EBT) project 
to make fresh fruits & 
vegetables more ac-
cessible to limited-

resource citizens. 
 

• Implementing a com-
prehensive marketing 
plan that enhances 
market visibility and 
educates consumers 
(including limited-

4. Cameron Cole 
5. Red Dirt Ranch 
6. Jerry Harris 
7. Scott Glidden 
8. B-Flat Farm 
 

If you want to be added to 
this list, please let us 
know! 

 

 

Littlefish Marketing is 
working diligently on our 
new web site, and owner 
Christine Rimay is making 
changes in consultation 
with members of the Steer-
ing Committee.  We think 
you’ll be please with the 
finished project, which 
should be ready to “go 
live” very soon. 

  

 

 

MARKET  HAPPENINGS  

Phone: 704-482-4365 
Fax: 704-480-6484 
E-mail: greg_traywick@ncsu.edu 

We’re on the web 
www.foothillsfarmersmarket.org 

POULTRY  PROCESSING  WORKSHOP  

Animal Welfare Approved 
and Wild Turkey Farms invite 
area farmers to participate in 
a training and education 
session for anyone inter-
ested in on-farm poultry 
processing. 
 
Friday May 8, 2009Friday May 8, 2009Friday May 8, 2009Friday May 8, 2009    
9:30 a.m. to 1:00 p.m.9:30 a.m. to 1:00 p.m.9:30 a.m. to 1:00 p.m.9:30 a.m. to 1:00 p.m.    
Wild Turkey Farms Wild Turkey Farms Wild Turkey Farms Wild Turkey Farms     
Salisbury, NCSalisbury, NCSalisbury, NCSalisbury, NC    
 
Funded by a grant from   
Animal Welfare Approved 
and built by Wild Turkey 
Farms, this mobile process-
ing unit (MPU) will give area 
farmers the ability to process 
poultry on-farm, avoiding 
transport stress and provid-
ing an economical alterna-
tive to custom slaughter. 

The unit will be available to 
Animal Welfare Approved 
farmers as well as other area 
farmers, subject to availabil-
ity. Techniques on humane 
slaughter and safe handling 
will be addressed as well as 
composting processing waste. 
We will also talk about the 
legal and food safety aspects 
of processing under the 
1,000-bird exemption. 
 
Workshop leaders include 
Andrew Gunther, Animal Wel-
fare Approved Program Direc-
tor, Lee Menius of Wild Turkey 
Farms, Brian Rosa of the NC 
DENR Division of Pollution 
Prevention and a representa-
tive from the NCDA&CS Meat 
and Poultry Division. 
 

To register for the free work-
shop, please email Emily  
Lancaster at: 
  
emily@animalwelfareapproved.org.  

 

Deadline for registration is April Deadline for registration is April Deadline for registration is April Deadline for registration is April 
30, 2009. 30, 2009. 30, 2009. 30, 2009. Directions and work-
shop details will follow registra-
tion confirmation. 


