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The lowa Department of Agriculture and Land Stewardship (IDALS) was
awarded a 2006/2007 AMS/USDA Specialty Crop Block Grant for $103,249.43.
With this grant, projects undertaken by the State and by the sub-grantees have
increased the competitiveness of specialty crops in the market place through
increased awareness, knowledge and consumption of lowa specialty crops by
the consumer, and have increased knowledge and sales to the producer through
education and promotional activities.

ISSUES

Pass Through Grants

Specialty crop organizations have had limited funding to provide technical and
marketing knowledge to their members and to increase their market value and
consumer awareness. Through the pass through grants, these organizations
enhanced their educational and marketing efforts for producers and consumers.

Informational Materials

Media Kits — Due to lack of information, producers rarely contact media about
their specialty crop. By developing and providing specialty crop specific
brochures and other materials to producers, it provides them with the information
which they in turn can provide the media. These brochures can also be used as
an educational brochure about a specialty crop to the consumer public.

Promote on-farm activities and agritourism — lowa is known for its vast fields of
corn and soybeans. On-farm activities and agritourism have been an
underserved area in lowa’s agriculture industry. As more of these on-farm
venues are being established, public awareness and patronage of these venues
is greatly needed.

Recipe cards — Hectic life styles and time constraints are the public’s chief claims
for not using fresh fruits and vegetables in daily cooking. To address these
claims and to increase awareness of buying and using fresh lowa grown produce
and products, recipes that are quick and easy to fix, need few ingredients, are
nutritious and flavorful will be developed and distributed at cooking
demonstrations, at the lowa State Fair and other sites throughout the term of the
specialty crop grant period.

Promotions

Farmers Market Promotion — To demonstrate how easy it is to cook everyday
with fresh produce, cooking demonstrations at various markets throughout the
state will increase consumers’ awareness of the specialty crops and use produce
that is in season. These demos will prompt consumers to try the recipes
demonstrated thereby increasing the sales of specialty crops.



Promotional and display supplies — Staging a specialty crop promotion to
increase awareness and sales entails supplies and display pieces that the
majority of specialty crops organizations, farmers markets and the 1A Dept. of
Agriculture does not have. By developing, buying and making available these
supplies and display pieces to specialty crop organizations it will be easier to
carry out these promotions.

National Farmers Market Week/lowa Farmers Market Week Celebration - The
national and state celebration for Farmers Markets which are held annually goes
relatively unnoticed by the general public. Staging an event at the nationally
acclaimed lowa State Fair where attendance is over 1 million people will increase
the awareness of farmers markets in the State of lowa.

Statewide Marketing Campaign — Choose lowa

The original proposed project was to develop a statewide marketing campaign for
specialty crops. Following the submission of IDALS grant proposal, a new
administration was elected to lead the department. At the direction of the newly
elected department administration, an existing program will undergo a re-
vamping and it will include fresh, specialty crops. Providing promotional
materials to specialty crop producers and the consumer public bearing the
Choose lowa logo will increase the awareness and sales of specialty crops.

HOW THE ISSUES WERE APPROACHED

Pass Through Grants

The goal of this project was to assist specialty crop organizations/associations in
implementing or designing a marketing plan for their specialty crops.

A Request for Proposals (RFP) was issued and eight organizations were
awarded funds for their projects. Bi-monthly monitoring by IDALS, a required 6-
month report and a Final report demonstrated that each sub-grantee was able to
complete their project(s) in a timely manner and according to the rules set forth in
the RFP.

Informational Materials

The goal of these projects was to increase consumer awareness, knowledge and
benefits of lowa products; increase the awareness of and patronage of on-the
farm activities and agri-tourism; and increase use and sales of lowa specialty
Ccrops.

Media Kits — Brochures were developed for the specialty crops of asparagus,
apples, pumpkins and strawberries. Included are nutritional information, picking,



storing, historic uses of the crop, a recipe or two, plus an area for a producer to
include their business name, address and other pertinent information. Over
54,000 of these brochures were distributed to producers who provided them to
consumers and to the media. A brochure providing information on the different
marketing channels for growers of lowa’s specialty crops was produced and
4,000 of these will be distributed through various producer events, workshops
and at the lowa State Fair.

Promote on-farm activities and agritourism — Over 7,000 of a map brochure -
MAPS (mazes, apples, pumpkin patches and strawberry patches) — depicting
locations of these on-farm activities and agritourism venues were distributed to
twenty Welcome Centers across lowa and available at other tourism sites.

Recipe cards — Five very easy to prepare recipes featuring lowa Specialty crops
were published on a 3" x 5” accordion folded brochure; 50,000 copies were
published and distributed to consumers at the lowa State Fair; farmers markets;
conferences and other sites.

Promotions

The goal of the promotions was to highlight specialty crops, increase awareness
to the public and in turn increase sales for producers.

The Every Day Cook — Chef Joe — was hired and traveled to thirteen farmers
markets throughout the state during peak produce season and gave cooking
demonstrations using produce he purchased at that farmers market. The market
managers were asked to alert media of his upcoming visit to their market; to
monitor attendance at the cooking demos and to collect information from vendors
regarding sales.

Display Supplies for Promotions: Several specialty crop costumes were
purchased for promotional uses - initially for the National Farmers Market
Week/lowa Farmers Market Week promotion at the lowa State Fair and they are
available for borrowing by any farmers’ market or specialty crop organization for
a special promotion. Other display items such as baskets, crates, sign holders,
poster holders, etc. were purchased and used at the National/lowa Farmers
Market display event at the lowa State Fair. These items are also available and
have been used by other specialty crop/farmers markets for their promotional
events featuring specialty crops.

National Farmers Market Week/lowa Farmers Market Week celebration display
and promotion at the lowa State Fair. A 30’ + market stand was erected and
filled with specialty crop produce from around the state. Vegetable costumed
personnel passed out recipe packets to fair goers. A presentation with media
present was made at noon to the Food Bank of lowa with over 1,200 pounds of
fresh produce being donated to that organization.



State wide marketing campaign — Choose lowa

This goal was amended to: work within a re-vamped statewide marketing
program — Choose lowa — to produce promotional materials to producers and
consumers to increase awareness of the program and specialty crops.

Ten thousand 4’x6” harvest/availability of specialty crops magnets were
developed which included the Choose lowa logo and distributed at the lowa
State Fair, conferences and other events where promotional materials were
needed.

Capitalizing on the “green” re-usable tote bags, approximately 11,500 non-woven
polypropylene bags were designed and printed with “Freshness is our Specialty”
surrounded by an oval of specialty crop words with the Choose lowa logo
included in the design. These were distributed as promotional items at the lowa
State Fair; other Choose lowa events; and other Departmental events where a
promotional item was needed.

GOALS

Pass Through Grants
The goal of this project was to increase specialty crop organizations’ ability to
design, implement or enhance their specialty crop marketing plan.

Informational Materials

The goal of this project was to increase consumer knowledge and benefit of
specialty crops products; on-the farm activities, agri-tourism; increase the use
and sales of lowa specialty crops.

Promotions

The goal of the promotions is to highlight lowa specialty crops, increase
awareness and use of the specialty crops to the consumer public and increase
sales for producers.

State wide marketing campaign — Choose lowa
The goal is to promote specialty crops in the state marketing campaign “Choose
lowa” by developing and distributing promotional items.

RESULTS/PROGRESS TOWARD EXPECTED MEASURABLE OUTCOMES

Pass Through Grants

With the 2007 USDA Specialty Crop Block Grant, the lowa Department of
Agriculture and Land Stewardship was able to provide grant assistance to eight
specialty crop organizations/associations to design and implement or enhance a



project of their choice. Education for their members and promotion were the two
primary areas of interest to the organizations/associations.

Recap of the eight sub-grantees Final Report:

lowa Fruit & Vegetable Growers Association: To provide more in-depth
marketing topics at their annual educational session. Result: Having the
funds to contract nationally known speakers, they realized an increased
the attendance at their annual education conference by 9%.

lowa Nursery & Landscape Association: To increase attendance at their
annual summer conference and to increase the number of members using
the internet for marketing. Result: Less than expected number of
attendees at the conference due to the busy time of their season;
increased the number of members using the internet for marketing by
10%.

Southeast lowa Nut Growers: To develop a website, update an existing
brochure for marketing, develop a logo, labeling and packaging for retail
sales and purchase chestnuts for testing of new processing equipment.
Result: Retail sales of medium-sized chestnuts by internet have
increased by 2%; brochures to retail outlets increased by 4%; logo was
developed and branding program in place; testing of processing
equipment for previously unmarketable small-sized nuts was successful.

Practical Farmers of lowa: Conduct a feasibility study for a direct-to-
consumer distribution system for lowa specialty crops. Result: Surveys
were conducted, software was purchased and results tabulated to find
what the barriers are to direct-to-consumer distribution.

lowa Christmas Tree Growers Association: To increase awareness of the
real tree and increase sales during the 2007 Christmas tree season;
provide more education to growers. Results: Through advertising on local
TV stations, local newspapers, magazines and educational brochures
handed out to public at the lowa State Fair Christmas tree exhibit, sales of
real trees increased by 8%; a follow-up survey of attendees on the
marketing topics presented at the growers’ educational program indicated
a 4% increase in implementing marketing strategies by individual growers.

lowa Honey Producers Association: To increase their visibility at the lowa
State Fair which they project to increase awareness of honey and
increase honey sales. Result: Better exposure increased the public’s
awareness of honey and increased sales of honey by 31%.

Mississippi Valley Growers Association, Inc.: To provide nutritional
education to consumers; and to increase sales of fruits and vegetables
through advertising and demonstrations. Results: Over 600 farmers



market consumers received on-site education on the nutritional value of
fruits and vegetables along with easy preparation ideas; market
attendance increased by 52% through advertising and sales reported
increased by 22% from the previous year.

e Cedar Falls Main Street Farmers Market: To increase consumer base by
15%; increase sales by 10%; and increase the number of vendors by 20%
at a one-year old market through advertising and promotions. Results:
Through newspaper advertising and at the market activities and
promotions the goals were met. The project Increased the consumer base
by 47%; increased sales by 34% and increased number of vendors by
50%.

Informational Materials

Media Kits — Requests for over 54,000 specialty crop brochures were requested
by producers for their use in distributing to consumers and to the media.
Estimated increase in consumer awareness was 35% but due to these
publications and media attention, it is estimated that consumer awareness was
increased by 40% within the state.

Promote on-farm activities and agritourism — The public and producer demand
for the MAPS (mazes, apples, pumpkins and strawberry patch map) brochure
was overwhelming. The brochure was a great success for increasing the public
awareness about on-farm activities and agritourism and an increase in
attendance at the sites listed. Both awareness and patronage to those venues
listed benefitted by a marked increase of 27%.

Recipe cards — 50,000 printed recipe packets were distributed to the public
through the lowa State Fair and farmers markets. This distribution helped
increase the consumer awareness of lowa produce. Numerous requests have
been received throughout the year for additional packets which is a 100%
increase from the previous year. This increase in requests equates to an
increase in consumer awareness.

Promotions

Farmers Market Promotion - Our Every Day Cook “Chef Joe” traveled to 13
farmers markets throughout the state and did easy recipe cooking
demonstrations with produce purchased at that market. Consumer awareness of
easy to prepare, nutritious and few ingredient recipes increased by 51% of
consumers at the market. Additionally, follow up contact to all market managers
indicated they increased shopper attendance on the day of the demonstration
due to publicity of the event — an average of a 22% increase, and their vendors
indicated an increase in sales the day of the event — an average of 33%.
Continued follow up with the managers indicated that shopper attendance



continued at a higher level, inquiries about additional demonstrations were
requested by shoppers and vendors continued their higher level of sales.
Additionally, two markets excelled at promoting Chef Joe’s appearance, one with
a radio interview the day of his demonstration and one with a TV cooking
demonstration the day before his demonstration. Contact with the TV station
indicated they had over 1,500 hits to the re-broadcast on their web site which
included the recipes demonstrated by Chef Joe on TV and at the market.

Promotional display and supplies - With the purchase of the specialty crop
costumes and the display supplies, IDALS was able to erect a farmers’ market
and specialty crop display to promote both at the lowa State Fair and conference
and allow the markets and specialty crops organizations to borrow them for their
promotions. This was a 100% increase from the previous year.

National Farmers Market Week/lowa Farmers Market Week Celebration - The
30’ farmer’s market stand filled with fresh specialty crop produce along with the
costumed specialty crop personnel was definitely seen by at least 25% of all fair
goers on the day of the event. 30,000 packets of the recipe cards were
distributed during the event. For the fair-goer, consumer awareness of specialty
crops and farmers markets was increased by 15%.

State Wide Marketing Campaign — Choose lowa

Through distribution of the promotional materials (magnets and re-usable
shopping bags) at the State Fair and other specialty crop promotion events,
consumer awareness of the Choose lowa marketing campaign for specialty
crops increased 100% from the previous year.

LESSONS LEARNED

The sub-grantees had the opportunity to undertake projects that may not have
been as successful or even possible without the funds of the pass through grant.
Lesson learned: Although Specialty Crops organizations may need
additional guidance on grant preparation and reporting, IDALS will continue with
pass through grants to specialty crop organizations/associations in future

AMS/USDA Specialty Crop Block Grant Program awards.

The farmers’ market cooking demonstration promotion of The Every Day Cook
with Chef Joe went beyond what IDALS imagined in the way of increasing public
awareness of specialty crops and farmers markets. Market managers’ feedback
were rave reviews of having the event at their market. Consumer e-mails and
phone calls to IDALS were “thumbs up” about having such an event at their
market. Media calls, exposure in the newspaper after the event, a radio interview
and a segment on a TV show reached more public than was anticipated. The
publicity generated in each community he demonstrated; the interest in having
easy to fix cooking demonstrations at markets not by a gourmet chef but by a



chef who just cooks plain and everyday; and the eager requests from those
markets for repeat demonstrations and from markets who would like the
demonstrations were quite the highlights of this market season promotion.

Lesson learned — Even though the public claim of hectic life styles and
time constraints are reasons for not cooking with fresh vegetables and fruit, the
cooking demonstrations and the easy to prepare recipes increased the public’s
purchase and cooking of fresh vegetables and fruit.

The National Farmers Market Week/lowa Farmers Market Week Celebration at
the lowa State Fair for one day was a great hit with fair goers. Many overheard
comments reinforced the already ‘aware of farmers markets’ to the need for
awareness and maybe ‘first time exposure’ to farmers markets. The specialty
costumed personnel handing out recipe packets enhanced the attention to the
bountiful and colorful display of produce and fair goers asked to have their
photos taken with the costumed personnel. The Des Moines Register featured
the event with a short story and photo on their on-line daily fair coverage.

Lesson learned - The promotion of farmers markets is an on-going project
whether to introduce people to markets or to reaffirm them to markets.

Keeping up with the demand for the MAPS (mazes, apples, pumpkins and
strawberry) brochure for on-the-farm activities, agri-tourism was tremendous —
from the producers, the Interstate Welcome Centers and the other venues that
made the brochure available to the public, along with the public’s request for
brochures. Producers not in the brochure contacted IDALS to be included.
Plans are for updating and reprinting the MAPS for the 2008 season and
increase the number printed.

Lesson learned: The public is interested in on-the-farm activities and agri-
tourism if given the opportunity to find it.

CONCLUSION

The projects conducted with the assistance of the USDA Specialty Crop Block
Grant Program have helped increase the awareness, consumption and
knowledge of lowa specialty crops to the consumer; have helped increase the
knowledge of marketing tools for producers; has helped specialty crop
organizations undertake their own marketing and education projects for their
members; and helped producers increase their sales of specialty crops.



INFORMATIONAL MATERIALS — EXAMPLES
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The Arrival of Asparagus
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PROMOTIONS

Every Day Cook — Chef Joe —
Cooking Demonstrations at Farmers Markets

edar za]ls‘Main Street Farmers Market



Dubuque Main Street Farers Market

Example of e-mail from a shopper RE: Every Day Cook

From: Ron & Judie Clayton [mailto:cfarms@pcpartner.net]
Sent: Monday, July 16, 2007 12:11 PM

To: Lovitt, Barbara

Subject: Every Day Cook Promotion

I'm not at all sure you are the person to contact but, if not, perhaps you will send this
along to whom ever is. | just wanted to say how very much | enjoyed Chef Joe this past
Saturday at the Farmer's Market in Grinnell. | was able to speak with him at length about
this promotion and his skill. | am an experienced cook and have owned and operated a
bed & breakfast in the Grinnell area for 18 years. Even though, | can't believe how much |
learned from Joe during his presentation. | wish to thank the person who came up with
the "Every Day Cook" concept and put it on the road. | am in hopes that something like
this will continue in the years to follow.

Sincerely,

Judie Clayton
Clayton Farms Bed & Breakfast
Grinnell, lowa 50112

Examples of e-mail from Market Manager RE: Every Day Cook
e Lakes Area Farmers Market in Spirit Lake:
Barbara,

This article was submitted to the local newspaper and the shopper as a follow up
to Chef Joe's visit. The first two attached pictures were sent with the article. The



other pictures are just for your use. He gave three demonstrations. Other
people stopped to ask questions between demonstrations, also. He was a
welcome addition to the market. Our attendance jumped to 500+ on Saturday.

The Lakes Area Farmers' Market would like to thank the lowa Department of
Agriculture and USDA's Specialty Crops grant program for sponsoring Chef Joe's
recent appearance at our market. Chef Joe demonstrated the use of fresh
produce in every day cooking. Everyone that watched the demonstrations were
impressed with the simplicity and speed in which the dishes were prepared.

Chef Joe's appearance was enjoyed by shoppers and vendors alike. The week
of August 5-11 is National Farmers Market Week.

Thanks, Mike Koenecke, co-chair of Lakes Area Farmers' Market

e Dubuque Main Street Farmers Market:
Barbara,
Chef Joe was a big hit! People remarked, "we should have this every Saturday!"
There were about 50 people watching him at all times, from 8 am to noon. The
interest was so great, we even ran out of recipe cards. He brought 80 of each
recipe. He was very informative and articulate. Lots of new and creative ideas to
use produce.

There were 75 vendors and about 500 shoppers at the market all morning from 7
am to noon. Hope we can do this again some time!

Thanks for all your work on this,

Jenelle



Example of Newspaper Article on Every Day Cook Demonstration:

The Quad-City Times - News, Sports
and more from the Quad Cities region
or lowa and lllinois

By Rebecca Arnold | Thursday, July 12, 2007 | No comments posted

.du

NS

Chef Joe Godfroy bought most of the ingredients for fresh summer recipes at the
Bettendorf Farmers Market on July 5 and then prepared them right there.

Shoppers are used to fresh produce at the Bettendorf Farmers Market, b ut
the scent of cooking food drew a crowd |ast week.

In addition to the usual array of fresh produce, baked goods and locally
produced wine, Chef Joe Godfroy also was on hand to give cooking
demonstrations.

Using two portable gas burners, Godfroy prepared four different recipes —
including squash-stuffed tomatoes, pico de gallo and turnip dressing —
with ingredients from local vendors.

“I bought about 90 percent of my ingredients here at the market today.
Things like lime and cilantro, | had to find elsewhere,” Godfroy said.

“Does everybody know what cilantro is?” Godfroy asked t he audience of
about 20 that had gathered around his tent. “Make sure you cut the leaves
off the stalk — the stalks are bitter.”


http://www.qctimes.com/
http://www.qctimes.com/
http://www.qctimes.com/
http://www.qctimes.com/articles/2007/07/12/news/bettendorf/?showComments=true

Throughout his demonstrations, Des Moines native Godfroy gave cooki ng
tips and fielded questions from the audience. When the dishes were ready,
onlookers could try a sample.

“There are two things | want you to know about boiling vegetables. First,
you don’t have to fill the pot full of water. It’'s OK if some of the vegetabl es
stick out above the water. Second, put a little sugar in the water. It sets the
color of the vegetables,” Godfroy said.

Godfroy, who owns Chef Joe’s Place in Des Moines’ East Village, was in
Bettendorf as part of the Every Day Cook project. The project is sponsored
by the lowa Depa rtment of Agriculture and Land Stewards hip, and funded
by a USDA Specialty Crops Block Grant. The program assists state
departments of agriculture in enhancing the competitiveness of U.S.
specialty crops. In addition to the Bettendorf Farmers Market, G odfroy will
give cooking demonstrations at 10 other markets across the state of lowa,
plus one day at the state fair.

“When you sauté vegetables, you want to start by getting the pan really
hot. The biggest mistake people make is overcooking vegetables. They
lose all their flavor when they’re overcooked,” he said.

A gentleman in the audience asks if “sauté” isn't just another way to say
Hfry.”

“When you sauté, you use just a little bit of oil,” Godfroy explained. Frying
takes a lot more oil. That's the main difference.”

Another onlooker asked abo ut cooking with garlic.

“Garlic cooks in less than a minute. For the best garlic flavor, it's better to
wait until the food is almost done to add t he garlic,” Godfroy said.

Godfroy encouraged the audience to be creative with vegetables. “Recipes
are only a guideline. You can add or remove anything you want to.
Cooking is 75 percent imagination.”

At Godfroy’s restaurant, Chef Joe’s Place, he demonstrates his
commitment to what he calls “bare-bones” cooking.

“It's a lot of work to keep everyt hing fresh and seasonal. I'm always going
to farmers markets, and shopping around to get the best cuts of meat. My
goal is to get back to the old school style of cooking.”


http://www.iowa.gov/state/main/index.html

For example, Godfroy cures his own corned beef in a 30-day brine, and
makes soup stocks from scratc h. All food preparation at Chef Joe’s Place
Is done in front of diners in a bistro atmosp here.

“Sixty-five percent of all our ingredients are from lowa; of that, 25 perce nt
are organic. All our meats are organic.

“I love cooking. | want to bring it back to the basics. That's what I'm all
about,” Godfroy said.

With its location near the Capitol, Chef Joe’s has attracted t he attention of
government workers, including the Department of Agriculture and Land
Stewards hip represe ntative that contracted him for the Every Day Cook
program.

At the beginning of the summer, Godfroy prepares between 20 and 30
recipes, then rotates them depending on what is available at each farmers
market. All of the recipes are take n from the Internet.

“That’s part of the deal,” Godfroy said. “These are recipes that anyone can
get their hands on. You don’t have to be a professional.”

The Mississippi Valley Growers Markets, a no nprofit organization,
sponsors three local farmers markets: Mo ndays from 3-6 p.m. at Trinity at
Terrace Park hospital, 4500 Utica Ridge Road; T hursdays from 2-6 p.m. at
State and 20th streets; and Wednesdays and Saturdays from 8 a.m. to
noon p.m. at River Drive and Western Avenue, Davenport.


http://www.trinityqc.com/

PROMOTIONS

National Farmers Mar ket Week/lowa Farmers Market Week Celebration
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Presentation by lowa Secretary of Agriculture Bill Northey (blue shirt with
microphone) celebrating National Farmers Market Week and lowa Far mers
Market Week surrounded by costumed personnel and volunteers. The
lady in the red shirt and white capris is from the lowa Food Bank. Over
1,200 Ibs. of fresh produce in the display was donated to the organization.



DISPLAY SUPPLIES FOR PROMOTIONS

Jowa Farmers Markets ‘_ o

bring the taste nf Imnra to U batkdour’

PROMOTION -

Display graphic for tradeshows, conferences, and other venues — 10’ wide, 8’
high mural for Mirage display unit



STATE WIDE MARKETING CAMPAIGN — CHOOSE IOWA

PROMOTIONAL ITEMS
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4" X 6” Harvest Calendar Magnet
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