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Final Report – IDALS Specialty Crop Block Grant Program 

Beekeeping 101 
Outline of Problem:    The importance of honeybees as a key part of Iowa’s agro ecosystem is 

well understood and appreciated.  Iowa beekeepers manage around 30,000 colonies of 

honeybees which produce well over 3 million pounds of honey annually.  While the value of 

honey continues to climb, the bees’ greatest value lies in their plant pollination services.  

Beekeeper-managed honeybees are responsible for the pollination of many Iowa crops.  Field 

and horticultural crops, home gardens and plants eaten by wildlife are dependent on bee 

pollination for the production of their fruits, nuts and seeds.  The economic value of honeybees 

as crop pollinators in Iowa has been estimated at $92 million annually.   

Honeybees, a non-native species from Europe, are the pollinators of choice because they are 

easier to manage and are more plentiful – a single colony can contain 50,000 workers.  By 

comparison, a bumblebee colony may have only a couple of hundred worker bees.   Honeybees 

have taken a hit over the years from mites and, most recently, colony collapse disorder.  

Beekeepers in 2006 began reporting losing 30 percent to 90 percent of their hives.  Since then 

the annual loss rate has been roughly 33 percent, according to government estimates. 

The first case of colony collapse disorder was officially reported in Pennsylvania, and Penn 

State University has been spearheading research.  Maryann Frazier, a senior Extension associate 

at the school’s entomology department, said researchers remain concerned about the number 

and combination of pesticides that have been detected in decimated hives.  Native pollinators 

also are being monitored.  The National Academy of Sciences in 2006 found declining 

populations of several bee species, along with other native pollinators like butterflies, 



hummingbirds and bats.  The report suggested landowners can take small steps to make sure 

habitats are more “pollinator friendly,” by growing more native plants. 

Funding from the Specialty Crop Block Grant Program enabled 10 perspective beekeepers 

to set up their initial hives.  Classes and demonstrations educated nearly 100 perspective 

beekeepers and land stewards, giving them knowledge of beekeeping and additionally how to 

provide appropriate habitat for thriving colonies.  Beekeeping is a crucial part of diversified 

agriculture and its art and science must be passed on to new generation. 

Approach to Problem & How Goals Were Achieved:    The Back-to-Basics Beekeeping Club 

sponsored bee-keeping classes for eight weeks beginning in February, 2010.  The club 

coordinated ten $400 awards given at the conclusion of classes.  The Specialty Crops Grant 

funded the awards.  Advertising for the classes was funded by a match from the Iowa Honey 

Producers Association.  Back-to-Basics Beekeeping Club paid for the class instructors.  Staff of 

ISU Extension provided the expertise for the ad content and promotion of environmental 

education.  Vendors participated in surveys to determine any benefits in sales as a result of the 

promotion.   

Results, Conclusions, and Lessons Learned:    More than 80 people attended the beekeeping 

classes held in February.  At the end of the 2010 growing season, the number of hives in Marion, 

Mahaska and Warren Counties had more than tripled from 156 hives to 629 far exceeding the 

20% increase projected. 

Long Term Progress:    Interest in beekeeping in Marion, Mahaska and Warren Counties 

continues to increase.  Classes were held again in the early spring of 2011 with more than 50 

residents attending.  Additional funding (George Daily Family Trust) has been secured for 

additional start-up hives in Mahaska County for 2012.  Membership in the Back-to-Basic 

Beekeeping Club has swelled to more than 90 members.  A new club has sprouted in Marion 



County.  Since many of these new beekeepers are under the age of 30, the future of beekeeping 

in Central Iowa is considerably brighter as a result of grant funding and the educational efforts. 

Additional Information:    Some economic impact was identified.  According to a survey 

conducted in the spring of 2011, sales of honey have doubled and the average price has 

increased 50¢ from $4 to $4.50 in Marion and Warren Counties.  Based on average honey 

production, the value of honey produced by the increased number of hives in the area would be 

nearly $107,000.  No data was available for Mahaska County.  A copy of the survey and results 

are available at Google.docs.   

In addition to honey production, the best estimate of the value of honey bee pollination in Iowa 

is $92 million annually.  Honey bees enhance yields of some crops (e.g. soybeans, peas, grapes 

and peppers), while some crops are almost entirely dependent on bee pollination for the 

production of fruits (e.g. apples, melons, squash). Because most of this pollination service is 

provided free of charge in Iowa, the honey and beeswax that the bees produce is the only 

incentive for beekeepers to raise bees.  Although more difficult to quantify, without a healthy 

beekeeping industry crop production would be damaged.   Certainly the increased number of 

hives and the increased interest in beekeeping that have resulted from the use of grant monies 

has benefited all of agriculture. 

Contact Information:    Craig Greene, Program Director, 1554 135th Place, Knoxville, IA  

50138, (641)891-3179, cgreene@iowatelecom.net.  

  

















Project Title:   
“Increasing Awareness and Use of Iowa Specialty Crops”  Radio Campaign 
Tammy Stotts  515-281-7657 
Tammy.stotts@iowaagriculture.gov 
Final Performance Report   
6/15/2011 
 
Project Summary: 
The purpose of this grant is to enhance the competiveness of Iowa’s specialty crops. An 
imperative part of increasing the purchase and consumption of our specialty crops is through 
consumer awareness of the seasonality of these products.  To accomplish this goal, we created a 
series of radio campaigns that promote Iowa’s various specialty crops.  By making consumers 
aware of the harvest dates of these crops, we will simultaneously increase the purchase and 
consumption of Iowa’s specialty crops impacting producers throughout the state.  
 
Project Approach:  
Brainstorming meetings were held to try to prioritize the primary goals of this marketing 
campaign.  Two factors were considered significant for this campaign:  (1) to get as much 
coverage statewide as possible radio station wise, and (2) to use the money for purchasing air 
time for ad vs. hiring an ad agency as the middle man.   
 
This radio campaign built on the program that was started in 2009 targeting strawberries and 
farmers markets.  Thirty second commercials were created highlighting apples, pumpkins and 
Christmas trees.  As a sole source provider, Radio Iowa/Learfield Communications was again 
contracted to provide these services.   
 
Goals and Outcomes Achieved:  
Because apples and pumpkins have similar growing seasons in Iowa, ads were alternated.  
Christmas trees had their own allocation of air time.  The total number of stations airing the 
promotional messages was 63 (see Example A) reaching into 84 counties across Iowa for Radio 
Iowa.  To expand the audience reach a second station WMT was added to cover the counties in 
the eastern part of the state not covered by Radio Iowa.  The budget was planned to cover 6 
weeks of radio airtime at an average of 11 paid messages per week.  The contractor was at times 
able to offer our project some additional exposure at no additional cost which increased the 
number of weeks and the number of spots of the campaign. 
 
The following is a summary of the total messages aired.  (Exhibit B) 
 
Apples – 22 messages per station / 1,408 total local messages  
Apples – No additional no-charge messages were available during this segment 
 
Pumpkins – 22 messages per station / 1,408 total local messages  
Pumpkins – No additional no-charge messages were available during this segment 
 
Christmas Trees – 22 messages per station / 1,408 total local messages 
Christmas Trees – 11 additional no-charge messages per station / 693 total free messages 



Campaign exposure equaled for the second campaign:  823,700 net reach (total people reached 
statewide) with a frequency of 5.1 (average number of times the same person was reached) for a 
total gross impressions total of 4,210,000 (total number of times the campaign was heard 
including multiple impressions).  To simplify the numbers, we blanketed the state as inclusive as 
we could with 64 radio stations that broadcast into 93 of Iowa’s 99 counties.  Each message 
averaged out to a cost of $1.86 per station, per mention (includes averages of no-charge 
messages).  Without the no-charge messages offered, the total cost per station would have been 
$2.62.  The affordable per station/per message cost was attributed to utilizing a news network for 
distribution which allowed our budget to go nearly four times as far both economically and 
geographically.    
 
In attempt to bring more awareness to the campaign, emails were sent prior to the launch date to 
the respective apple and/or pumpkin growers to gauge the status of their crops and prepare them 
for the projected increase in customer traffic.  (Attachment D) At the completion of the radio 
campaign, this same group of growers was sent a survey to measure the success of this marketing 
campaign.  (Attachment E) 
 
Seven different counties were represented in the feedback.  Forty-two percent of the respondents 
indicated that their customers referenced the commercial(s) with 58% of the growers reporting 
an increase in sales.  The targeted growth of this project was 10%.  Forty-three percent of 
growers reported a 10-25% increase in sales.  
 
 
Lessons Learned:  Radio was a cost effective way to spread the word across the state about the 
harvest schedule and benefits of purchasing locally-grown specialty crops.  Individual growers 
do not have the capacity to market their products reaching consumers across the state.  The 
benefits of this campaign will continue into the future as consumer’s awareness and education of 
availability and seasonality of Iowa’s specialty crops have been increased.  
 
Beneficiaries: Consumers across the state as well as producers of specialty crops benefitted as a 
result of the projects derived from the radio campaign supported by specialty crop block grant 
funds.  Educating consumers’ of the specialty crops available from Iowa producers increased the 
consumer’s purchase and consumption of specialty crops resulting in a financial gain to 
producers all over the state. 
 
Contact 
Tammy Stotts, Marketing Specialist  
Iowa Department of Agriculture and Land Stewardship  
502 E 9th Street 
Des Moines, IA 50009 
 
 
 
 

 
 



IOWA DEPARTMENT OF AGRICULTURE AND LAND STEWARDHIP 
MARKETING SURVEY – RADIO CAMPAIGN 2009 

 
 
 
 
Last year a radio campaign was launched that promoted Iowa’s various specialty crops to 
increase customer awareness of Iowa’s specialty crops, increase consumers awareness of when 
the specialty crop is available, as well as to increase producer’s sales throughout the production 
season.  Eighty-four counties aired messages though out the campaign pertaining to:  apples, 
pumpkins and Christmas Trees. 
 
Please answer the following as it relates to these specialty crop products: 
 
1.  What County do you live in?  _________________________________ 
 
1.  Did your customers reference the commercials?         Yes         No  
  

If yes, was there a particular age group? ___________________ 
  
2.  Did you see an increase in sales in the 2009 season compared to 2008?        Yes         No  
 
3.  If you had an increase in sales, what was the approximate dollar amount?  _________ 
 
4.  Please indicate the estimated percentage of an increase below: 
 
 Less than 10%          10-25%                 25-50%         more than 50%  
 
5.  In the future, would you like to see IDALS launch another radio campaign?        Yes         No  
 
 
Suggestions or advice?   
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Project Title:  Farmer Market Week Promotions 

Project Summary: The purpose of the National Farmers Market Week/Iowa Farmers 
Market Week Promotional Event was to increase consumer awareness, knowledge and 
use of Iowa specialty crops and farmers markets. 

Project Approach: The project funds were used to provide coupons and funds to 
redeem the coupons; to help pay for a specialty crop cooking demonstration or a tasting 
booth; and for printing and shipping expenses associated with the project.  Market tote 
bags with “Freshness Is Our Specialty” (left over from the Specialty Crop State Fair 
event – a prior grant), and Eat Fresh Recipe packets (left over from a previous specialty 
crop grant) were provided as giveaways to the partnering markets.  

Announcements/guidelines requesting markets to apply to partner with IDALS were sent 
to 220+ farmers’ market contacts in May 2009.  Sixty markets responded to the request 
to partner with IDALS to host a special event at their farmers’ market showcasing Iowa 
specialty crops during the Iowa Farmers Market Week/National Farmers Market Week 
designated as August 2 – 8, 2009.  (See Exhibit A Guidelines document) 
The project funds allowed for twenty (20) markets to participate as partners.  To select 
twenty markets out of the sixty requests to partner, and to ensure that the project was 
represented statewide, the five Iowa congressional districts were used for 
representation.  (See Exhibit B Congressional District Map).  Markets were notated as 
to which district they were in and vied for selection only among the markets in their 
district.  Four markets from each of the five districts were drawn from a hat arriving at 
the 20 partnering markets. 

Nine weeks of weekly e-mails (for the 17 on-line partners and printed for the three who 
were not on the internet) provided the information, instructions, templates, 
encouragement, and assistance to the market contacts to prepare for the event.  Any 
questions or communications from the partners was answered immediately by IDALS. 

Templates, coupon design (Exhibits C, D, E) and printing of coupons were prepared in-
house.  Coupons were stylized with the market name so redemption could only be at 
that market.  Two weeks prior to August 1, boxes of tote bags, recipe cards and 
coupons were packed and shipped; checks were issued and mailed to market contacts.  
E-mail communications continued with partners and they were also emailed the 
Shopper Questionnaire and the Vendor Questionnaire (Exhibit F & G). 



Within two weeks following August 2- 8, markets sent their results of coupon 
redemption, shopper questionnaire results, vendor questionnaire results, photos, and 
any other related materials they felt appropriate. 

Participating market managers were cooperative and eager to undertake and perform 
the responsibilities outlined in the Partner Duties/Responsibilities, and without the 
partners, this project would not have been viable.  Their enthusiasm for the project was 
remarkable, and nearly all indicated they planned to incorporate this annual celebration 
into their market season. 

Goals and Outcomes Achieved:  The activities performed to achieve the performance 
goal were the consumer public questionnaire and the cooking demonstration/tasting 
booth of specialty crops.  The consumer public questionnaire was the instrument to find 
out if the event increased shopper awareness and knowledge and use of Iowa specialty 
crops. 

Awareness may not translate to attendance – however, attendance does translate to 
awareness.  If a person is attending something they had to be made aware of it.  For 
farmers’ markets, an event is a good activity to increase attendance at a market, and 
provides a larger universe to measure. 

To enhance the attraction to the market – shoppers were offered $1.00 coupons 
redeemable towards purchasing specialty crops and a free market tote.  Discussion of 
these offers follows in Lessons Learned. 

To determine the first benchmark of the potential universe - participating markets were 
asked to provide their average number of shoppers on a typical market day during this 
season.  They were then asked to provide their shopper counts on the day of the event.  
The total number of shoppers pre-event at the 18 markets totaled 4,502; the number of 
shoppers the day of the event totaled 7,494; a raw increase of 2,992 shoppers, or a 
60% increase in shopper numbers at these 18 markets (greater than the 5-10% as 
estimated in proposal).  Three markets had heavy rains the day of their event: two 
indicated they lost shoppers on the day of the event because of rain and one indicated a 
slight gain in shoppers. 

The shoppers attending the event day farmers markets became the universe of the 
measurement.  The Shopper Questionnaire – shoppers interviewed were asked several 
quick questions regarding shopping attendance and specialty crop knowledge.  The 
results were: 

Q:  Have you been to our market before?  82% of the shoppers interviewed said yes, 
the remaining 18% were new to the market. 

Q:  Did your visit to our tasting booth/cooking demonstration provide you with 
information about the produce availability or a new way to prepare produce?  It was 
estimated that 5-10% of the shoppers would increase their awareness, knowledge of 



availability and use of specialty crops.  Yet results showed nearly 71% of shoppers 
interviewed answered yes to an increase in awareness, knowledge of availability and 
use of specialty crops. 

A secondary affect of the Iowa Farmers Market Week/National Farmers Market Week 
project was the increased sales for the market vendors.  Managers asked their vendors 
if they experienced an increase or decrease in sales for that day.  Increases ranged 
from 5% to 100%, while the average increase was 14%-30%.  Only one market 
indicated that vendors took a slight loss the day of their event and that was due to 
heavy rains and reduced attendance. 

An additional secondary affect is an indication that shopper attendance will increase.  In 
the Shopper Questionnaire, shoppers were asked if they would be shopping at that 
market in the future.  Over 93% indicated they would be shopping at the market again.  
Of the less than 7% who answered no, most indicated they were from out of state or out 
of town or did not know if they would shop again. 

The Iowa Farmers Market Week/National Farmers Market Week project met its goal of 
increasing consumer awareness – a 60% increase in shoppers to markets; 18% were 
new shoppers; increasing knowledge and use of Iowa specialty crops by 71%. The 
project also provided secondary measureable increases in sales for vendors and 
attendance at future markets. 

Lessons Learned:   Farmers markets are the ideal venue to showcase specialty crops 
and market managers/organizers are more than eager to promote and increase the 
competitiveness of Iowa specialty crops via promotion at the markets. 

Given the opportunity, many more markets would like to participate in planned activities 
to promote their farmers markets and Iowa specialty crops.  With a planned activity and 
guidance, inexperienced and experienced market contacts are willing to move out of 
their comfort zone to undertake a multi-activity event giving them the opportunity to 
undertake new skills that will help to benefit their markets.  Market contacts were also 
very appreciative of the help IDALS provided. 

$1.00 coupons redeemable only for Iowa specialty crop products and market tote bags 
made from recycled material were used as enhancements to attract shoppers to the 
market.  The redemption rate for the coupons was 63%, but vendors reported they did 
not think the coupon was a major factor in increasing the sales of specialty crops.  They 
indicated they felt the increase in sales was due to the overall promotional campaign.  
Vendor comments indicate they are supportive of events to promote and attract 
shoppers to the market. 



Beneficiaries: The consumer public, the specialty crop producers, the market contact, 
the markets, the community and IDALS all benefited from the National Farmers Market 
Week/Iowa Farmers Market Week Promotional Event. 

The consumer public derived benefits by: an increased knowledge of availability and 
use of Iowa specialty crops (via the cooking and tasting demonstrations and recipe 
packets); and, an increase in the awareness of their local farmers market. 

The specialty crop producers benefited by: an increase in exposure or awareness of 
their specialty crops to additional/new/increased number of consumer public; specialty 
crop producers realized an increase in sales of their specialty crops on the day of the 
promotion; the specialty crop producers (as well as other market vendors) realized what 
an event could do to increase consumer public traffic (increased awareness of markets) 
to the market and for increased sales due to increased consumer public traffic.  (See 
selected comments from vendors in Additional Information) 

Several of the market contacts indicated they benefited by: moving out of their comfort 
zone to attempt a multi-activity promotion – giving them additional organizational skills; 
e.g., recruiting volunteers, dealing with the media, working with city/county officials and 
other members in the community to participate in the market.  Even experienced market 
contacts expressed they, too, learned additional skills by participating in the promotional 
event. 

Market contacts also indicated that the outline of the plan can easily be adapted to 
undertake other promotional efforts they attempt; the event provided visible and 
statistical proof to them and to their vendors and sponsors that increased consumer 
public awareness of specialty crops does increase market traffic and vendor sales.   

The market as a whole benefited by the specialty crop promotion: increased consumer 
public awareness of the market and increased attendance; sales increased for vendors; 
consumer public indicating they will return to shop the market; gained a stature of 
importance as a selected partner with IDALS to hold the event; media coverage of the 
market gave it a status of importance within the community; recognition by community 
leader/government that the market is a viable and contributing entity. 

The communities benefited by: attracting more consumer public to their city area and 
possibility generating sales/business in other businesses in town; and having the status 
of a community with a successful farmers market;  

IDALS benefited by the celebration of National Farmers Market Week/Iowa Farmers 
Market Week: there were numerous events that took place all over Iowa; not just in one 
location; for one week, every day of that week there was a celebration of specialty crops 
somewhere in the state; it also demonstrated to IDALS that there are many markets and 
market contacts wanting to improve their markets (usually by increasing public 
awareness and shopping consumers) and wanting to learn how to do promotions. 



Contact: 
Tammy Stotts, Marketing Specialist 
Iowa Department of Agriculture and Land Stewardship 
502 E 9th Street 
Des Moines, IA 50009 

Attachments: 
Exhibit A - Outline of Market Partner Responsibilities 
Exhibit B - Iowa Congressional District 
Exhibit C - Coupon 
Exhibit D - Proclamation Template 

Iowa Farmers Market Week/National Farmers Market Week 
Special Event – Outline and Partners’ Duties/Responsibilities  

 
Date of Event:  Your usual market day during the week of August 2 - 8, 2009 

 
Scope of project:  To increase the awareness, knowledge and use of specialty crops available at farmers 
markets by creating an event to celebrate Iowa and National Farmers Market Week and showcase specialty 
crops. 
 
This one market day event will consist of: 

Shoppers using their $1.00 coupons to purchase Iowa grown fruits and vegetables at your market; 
Hosting a cooking demonstration or sampling/tasting booth at your market; 
Distributing free re-usable market tote bags; Distributing free recipe cards; and 
Asking shoppers to complete a short survey about the special event 

 
What your market will receive from IDALS: 

A $200 check will be provided to each partner market: 
o $150 dollars of the $200 provided is to reimburse the specialty crop vendors who redeem the 

coupons.   
o $50 is to help with the cost of a cooking demonstration(s) or a sample/tasting booth of 

specialty crops during the market day. 
IMPORTANT: All funds must be spent on the day of the event for coupon redemption and 

cooking demonstration(s) or sample/tasting booth only. 
150 coupons valued at $1.00 each; Method of distribution is up to the market manager or market 
sponsor (consider your community and get your creative publicity juices flowing!); 
150 re-usable, market tote bags for you to distribute throughout your market; 
Recipe cards to make available during the cooking demonstrations or at the sample/tasting booth; and 
Preprinted surveys 

Partner Duties/Responsibilities: 
 

1. Agree to the Duties and Responsibilities 
2. Distribute coupons throughout your community – your choice of distribution (we can offer suggestions) 
3. Pay vendors for coupon redemption 

Exhibit E - Press Release 

Exhibit F - Customer Questionnaire 

Exhibit G - Vendor Questionnaire 

Exhibit H -  Photos from markets 



4. Report how many coupons were redeemed and return redeemed coupons (by Aug. 22, 2009) – Coupons 
will be good only for Iowa grown fresh fruits and vegetables and valid only during the week of Aug. 2-
8, 2009. 

5. Administer a short survey the day of the event to shoppers 
(The survey is the measuring tool to see if the event increased the awareness, knowledge and use of 
Iowa specialty crops) 

6. Send completed surveys to IDALS (by Aug. 22, 2009) 
7. Distribute re-usable market tote bags; Distribute recipe cards 
8. Take photos of event – send me some photos (by Aug. 22, 2009) 
9. Host a cooking demo with market produce or sample/tasting booth 
10. Send a press release to your local newspaper announcing the event 
11. Request your mayor to do a proclamation for the market 
12. Provide a normal market day estimated average shopper attendance and; Provide an estimated shopper 

attendance on the day of the event 
(We need a starting number for estimated shopper attendance so when you send us the estimated shopper 
attendance on the day of the event we can determine if there was an increase in attendance or not) 

13. Ask all vendors if they experienced an increase in sales because of the event and let me know results 
(e.g., 6 of the 10 vendors said they had a 10% increase) 

14. Send redeemed coupons, completed surveys, vendor comments and any photos to IDALS by August 22, 
2009 

 
What IDALS will provide: 
 

1. A $200 check 
2. 150 , $1.00 coupons 
3. 150 re-usable market tote bags 
4. Recipe cards 
5. A template for the press release to stylize with your market information for you to send to your local 

newspaper/media 
6. Send a press release to statewide Iowa media about the project 
7. A copy of the Iowa Farmers Market Week Proclamation 
8. A copy of the National Farmers Market Week Proclamation 
9. A template for a local Farmers Market Week Proclamation 
10. Additional market posters to advertise the event, if you need them 
11. Pre-printed surveys 
12. Use the information provided by the managers in a report to USDA 
13. Guidance and support throughout the entire Special Event project! 



Each market’s coupons were stylized with the name of their market.  This 
prevented redeeming the coupon at a market that was not selected as 
a partner – since non-participating markets would not have grant funds to reimburse the 
vendor. 

Exhibit C:  Example of Coupon   



FARMERS MARKET PROCLAMATION 

DECIDE – whether you want a Week long or a day proclaimed 
For your proclamation – decide if you want the week proclaimed or if you want just a day proclaimed.   You can 
approach it as “Knoxville Farmers Market Day” as part of the Iowa Farmers Market Week / National Farmers Market 
Week; or “Knoxville Farmers Market Week” (as part of the IA Farmers Market Week….)

By having it as a day, it’s a built in reason to go all out on one day.  If your market is held more than once a week, you 
may opt for going with a week proclamation to cover all your market days in a week.  Think ahead – your market 
day/market week could be the start of a yearly event for your market! 

Whether you have a week or a day proclaimed is up to you. 

WRITE THE PROCLAMATION 

Read over the Proclamation Template and pick out all the points you want: use them as is, re-word them, write your 
own, however you want to do it, then finalize it with your closing.  Usually a proclamation has 6-7 WHEREAS phrases 
and then the statement to proclaim.  The mayor or county supervisor may have their own proclamation verbiage they 
insert as the last line, but put one in anyway, just in case they don’t. 

REQUESTING THE PROCLAMATION 

Are you a city market or a county market (for those of you who have County in your market name; e.g., Clarke County 
Farmers Market)?  Depending on the one government entity you use for the proclamation: Check with your City Clerk 
or County Clerk to see if the Mayor or a County Supervisor can issue a Proclamation.  Do this well in advance (early 
July) since you may have to have the Proclamation Request item put on a City Council/County Supervisor meeting 
agenda for consideration.   Ask if they need proclamation points and offer them the Proclamation that you wrote.  Ask 
if they have a formal document that is issued and if so, will you or can you get a copy.  If possible, at your market put 
the Proclamation up for all the people to see. 

Invite the Mayor or County Supervisor to attend your market and make a presentation.  (Be sure to include this 
information in your press release – that the city or the county has recognized and proclaimed your market day/week 
and that the mayor or county supervisor will be attending your market for the presentation). 

CREATE YOUR OWN PROCLAMATION 

PROCLAMATION TEMPLATE 

The following are ideas for wording in a proclamation that you create yourself.  You just use regular white paper, the 
mayor/supervisor office usually will put it on a nice paper with a seal of the city/mayor/county/supervisor and their 
signature. 

You can use these statements verbatim, re-word, stylize with your market name and/or write your own to submit to 
your local government for your proclamation. 

1. A proclamation usually has 6-7 items.  Pick the 6-7 WHEREAS statements you want.  

Exhibit D:  Proclamation Template  



2. Select one closing.  Those are the NOW THEREFORE sentences.   Don’t worry if the mayor/supervisor has 
their own set closing language they would prefer to use.   Be sure to let them know if it is a proclamation for a week or 
for a day.   

#1. + #2. = You have put together your own Proclamation.   

If you have any questions email me at Barbara.lovitt@iowaagriculture.gov or call 515-281-8232. 

WHEREAS, Summertime in (Iowa - or this could be your city_____________) offers warm days with plentiful 
sunshine and an abundance and variety of locally-grown, fresh fruits and vegetables; and 

WHEREAS, the ______________ Farmers Market is an important outlet for providing those high quality, farm fresh, 
nutritional foods; and 

WHEREAS, the ______________Farmers Market serves as an integral link between urban and rural communities, 
affording farmers and consumers the chance to interact; and 

WHEREAS, the ____________ Farmers Market is one of over 218 farmers markets in the State of Iowa; and  

WHEREAS, the ______________Farmers Market supports this community by providing access to nutritious foods, 
providing a community people gathering place, and enhancing the local economy; and 

WHEREAS, the ____________Farmers Market gives our new and small scale farmers an outlet for their products; 
and

WHEREAS, the citizens of  (name of your city or county) are encouraged to recognize the importance of the bountiful 
production of our local producers, we applaud the efforts of the those who work to keep this market operating, and 
the contributions the _________________ Farmers Market adds to our community; and 

WHEREAS, the _______________________ Farmers Market contributes to __________________ (name of your 
community) economy and overall health of its citizens; and 

WHEREAS, our citizens are encouraged to recognize the bountiful production of our farmers and their contributions 
to our state by providing wholesome, nutritious foods; and 

WHEREAS, the ______________________ Farmers Market participates in the Iowa Farmers Market Nutrition 
Program (FMNP) offering affordable and Iowa grown produce to nutritionally at-risk Women, Infants and Children 
(WIC) and Senior residents; and 

WHEREAS, the ______________________ Farmers Market is an appealing destination for both vendors and 
shoppers by offering quality Iowa agricultural products, activities and services, and promoting Iowa agriculture; and 

WHEREAS, the __________________ Farmers Market contributes to the economic and social vitality of this 
community, creating a positive social experience, and educating consumers about their food and where it comes 
from; and  

**You can use either of these closings or make up your own, or, the governmental entity that is issuing the 
proclamation may have their own they prefer. 

NOW, THEREFORE, as Mayor of the City of _____________________, I do hereby proclaim August 2 – 8, 2009 as 
Farmers Market Week in ___________(name of your community). 

NOW, THEREFORE, as Mayor of the City of _________________, I do hereby proclaim August    , 2009 as Farmers 
Market Day in _______________________ (name of your community). 



For Immediate Release 

Contact:  Your Name 
Phone:  Your Phone Number 
Email: (if applicable) 

Date (date you send the release) 

(Suggestions for a title, adapt, or write as needed – center this on the page in bold type face)

(1)__________ Farmers Market Celebrates Iowa/National Farmers Market Week 

(2) August 2 – 8, 2009 Proclaimed_(name of your market)_ Farmers Market Week 

(3) Aug. (day) Proclaimed_(name of your market) Farmers Market Day 

(Your market name) Farmers Market is celebrating the 10th Annual Iowa Farmers Market Week/National 
Farmers Market Week Aug. 2-8, 2009 as recognized by Mayor ________ who kicked off the local 
celebration of the State and National observance when she/he proclaimed (Aug 2-8, 2009; or the day) as 
(your market name) Week/Day. 

(Your name name) is partnering with the Iowa Department of Agriculture and Land Stewardship (IDALS) 
as part of a USDA Specialty Crop Block Grant Program project to celebrate Iowa Farmers Market 
Week/National Farmers Market Week.  Iowa Farmers Market Week/National Farmers Week showcases 
the contributions and importance of farmers markets in the fabric our community, and our local grower’s 
bountiful production of fruits and vegetables available for sale at the market.  There are 219 farmers 
markets in the State, and, as one of the 20 markets selected to partner with IDALS in this project, (your 
market name) is excited about our special observance of (name of your market observance).    

In celebration, the (your market name) will be distributing $1.00 coupons to shoppers to redeem toward a 
purchase of locally grown, fresh produce; 150 shoppers will receive a free, reusable market tote; recipes 
packets will be available and a (cooking demonstration/tasting booth) will be featuring fresh produce 
available at the market. 

At the signing, Mayor ___________ said the (name of your market) Farmers Market is an important part 
of (your town or county name)’s economic and social well being.  “All during the summer our market (or
the name of your market) provides our residents with direct access to the freshest, affordable, and 
delicious produce our friends and neighbors grow, and creating a great community event for all to enjoy.”

“We are in peak season, we are excited about celebrating (name of your market) Week/Day and we invite 
everyone to come and enjoy the day and shop the market”, said Market Manager (your name). 

The (your market name) Farmers Market is open every (day, location, time). 

#### 

Exhibit E:  Press Release Template   



CUSTOMER QUESTIONNAIRE          

IOWA FARMERS MARKET WEEK/NATIONAL FARMERS MARKET WEEK 
AUGUST 2 – 8, 2009 

Name of Market ________________________________________________ Date _____________ 

Have you been to our market before? 

YES         NO

How did you hear about our market? 

Radio               TV              Newspaper             Family/Friend             Poster              Other 

Did you use the $1.00 coupon today? 

YES         NO

Did your visit to our tasting booth/cooking demonstration provide you with information about the produce 
availability or a new way to prepare produce? 

YES         NO

Will you be shopping at our market in the future? 

YES         NO

Exhibit F:  Customer Questionnaire 



Vendor Questionnaire 

Do they think they increased their sales for that day and if so, what percent increase 
would they guess that to be? 

Do they think the event helped increase the number of shoppers?  

Did the vendors have any problems with the coupons? 

If possible I could use a couple of statements about the effect of the event for your 
vendors – and, for that matter, any comments you would like to make about the event. 

Exhibit G:  Vendor Questionnaire  



 
The Official Newspaper of Manchester and Delaware County, Iowa  

Search the Manchester Press!  

Wednesday, August 5, 2009 

Manchester Farmers’ Market celebrates Iowa/National Farmers’ Market 
week
by Shandra Waugh 

The Manchester Farmers’ Market is celebrating the 10th annual 
Iowa Farmers’ Market Week, Aug. 2 - 8 as recognized by Mayor 
Milt Kramer who kicked off this celebration with the proclamation 
that the Manchester Farmers’ Market will participate in this 
celebration on Saturday, Aug. 8.
The Manchester Farmers’ Market is partnering with the Iowa 
Department of Agriculture and Land Stewardship (IDALS) as part 
of a USDA Specialty Crop Grant Program project to celebrate 
Iowa Farmers’ Market Week/National Farmers’ Market Week. 
This special week showcases the contributions and importance of 
farmer markets in the fabric of the community and the local 
grower’s bountiful production of fruits and vegetables available for 
sale at the market. There are 219 farmers’ markets in the state and 
one of the 20 markets selected to partner with IDALS in this 
project. The Manchester Farmers’ Market is excited about their 
special observance that is to be held Aug. 8 from 7-11 a.m. at the 
100 block of South Tama Street by the Delaware County 
Courthouse.
In celebration, the Manchester Farmers’ Market will be 
distributing $1 coupons to redeem toward the purchase of locally 
grown fresh produce. 

Exhibit H:  Examples from Market Activities   





Mayor Declares Today Cherokee Area 
Farmers' Market Day 

Thursday, August 6, 2009 

Cherokee's Mayor, Pam Pierce, recently issued a 
Proclamation to declare Aug. 6 as Farmers Market 
Day in the City of Cherokee. This proclamation 
corresponds with National Farmers Market Week, 
Aug. 2-8, 2009

Cherokee Area Farmers Market is celebrating the 10th Annual Iowa Farmers Market Week/National Farmers Market 
Week August 2-8, today as recognized by Mayor Pam Pierce, who kicked off the local celebration of the State and 
National observances when she proclaimed today as Cherokee Farmers Market Day.

At the signing, Mayor Pierce said the Cherokee Area Farmers Market is an important part of Cherokee's economic and social 
well being.  

"We are in peak season, we are excited about celebrating Cherokee Farmers Market Day, and we invite everyone to come and
enjoy the day and shop the market," said Market Manager Jim Adamson.  

Brenda Medick, 4-H Youth Coordinator, left, 



Cherokee Area Farmers Market is partnering with the Iowa Department of 
Agriculture and Land Stewardship (IDALS) as part of a USDA Specialty 
Crop Block Grant Program project to celebrate Iowa Farmers Market 
Week/National Farmers Market Week.  

Iowa Farmers Market Week/National Farmers Market Week showcases the 
contributions and importance of farmers markets in the fabric of our 

community, and our local grower's bountiful production of fruits and vegetables available for sale at the market. There are 219 
farmers markets in the State, and, as one of the 20 markets selected to partner with IDALS in this project, Cherokee Area 
Farmers Market is excited about the special observance of Cherokee Farmers Market Day.  

In celebration, the Cherokee Area Farmers Market will be distributing 150-$1 coupons to shoppers to redeem toward a purchase 
of locally grown, fresh fruit, vegetables or honey, plus 40 Cherokee Area Farmers Market coupons good for baked goods at the 
market and 150 shoppers will receive a free, reusable market tote bag. Recipes pamphlets which use locally grown food items 
will be available during a cooking demonstration/tasting booth inside the south end of the depot with fresh produce available at 
the market and prepared by the Cherokee County Mill Creek Valley and Country Pioneers 4-H clubs.  

During the 4-H cooking demonstration, Denise Wyland, ISU Family Nutrition and Health Specialist, will have a booth featuring 
"Spend Smart, Eat Smart" and food preservation. Also the 4-H will be providing pressure-canning testing. People are encouraged 
to drop off their pressure gauges and members of the ISU Extension Office will test the gauges and will be available to be picked 
up the following week.  

"This is the way were celebrating National Farmers Market Week along with the help from the state" added Adamson.  

The Cherokee Area Farmers Market is open every Thursday June through September from 4 p.m. to 6:30 p.m. at the restored, 
historic Cherokee Railroad Depot, 119 S. Fourth St., Cherokee.  

 Tasting Booth 

 Market Tote 

along with Jim Adamson, Cherokee Area 
Farmers Market Manager, are pictured at the 
Cherokee Depot planning the activities for 
today's celebration of Cherokee Farmers 
Market Day. Photo by Mike Leckband [Click 
to enlarge]



 Cooking Demonstration 

 Education 

 Shoppers 



Surveyor, Market 
Manager, Vendor – Fun at the market! 

Mayor reading Proclamation 

 



Farmers Market Impact Statement – Final Performance Report 

Project Summary   The growth of the number of farmers markets in Iowa is 
well documented but the actual sales and economic impact are more difficult 
and costly to document.  A bench mark was set in 2004 when the National 
Agricultural Statistics Service/Iowa Agricultural Statistics Service surveyed the 
Iowa markets in 2004 and Dan Otto from Iowa State University performed the 
data analysis.  In 2009 a second survey and analysis was completed by the 
same entities. The purpose of this project was to print and distribute the 
information involving the 2009 survey and the compare and contrast changes 
from 2004. The information compiled regarding the economic impact of 
farmers markets on Iowa’s economy is a valuable tool that can be used to 
strengthen current markets, as an incentive to encourage the establishment 
of new markets, and to garner support for markets at local, state and national 
levels.  This project compliments and enhances a previously funded project 
(Farmers Market Survey SCBG 12-25-B-0788) by taking the survey 
information and analysis and making it available as a tool to enhance the 
direct marketing efficacy of farmers markets and increase the sales and 
competitiveness of Iowa’s specialty crop producers. 

Project Approach  This project was initiated by Barbara Lovitt, IDALS 
Marketing Specialist.  The actual survey information and analysis this project 
depended on was not completed until late in 2009 just prior to Ms. Lovitt 
taking retirement.  Paul Ovrom, IDALS Program Planner, assumed the project 
shortly thereafter, and with the help of Shauna Humrich, IDALS Information 
Technology Specialist, designed a one-page color brochure to highlight the 
survey and analysis information, a cover for the full 13 page report, and 
composed an introductory letter for Iowa Secretary of Agriculture Bill Northey.
Mr. Ovrom was re-assigned to another bureau in early April of 2010 and Mike 
Bevins, IDALS State Horticulturist, assumed the project.  Competitive printing 
bids were solicited through the Iowa Department of Management 
procurement system.  The printing purchase orders was posted on the state 
website, first to Targeted Small Businesses, and a week later to other 
interested bidders.  The reference to this project being funded by the SCBG 
program was included in both the brochure and the full survey.  The 
successful bidder printed 3,000 copies of the brochure and 400 copies of the 
full survey.  A press release giving selected highlights was issued by the 
IDALS on April 28, 2010.  Katie Steinlage, IDALS intern, mailed 207 full 
survey reports and 2070 brochures to the market managers in early June.
The full survey and summary brochure were posted to the IDALS website at 
http://www.agriculture.state.ia.us/Horticulture_and_FarmersMarkets/farmersM
arketAssistance.asp.

Goals and outcomes achieved



Preliminary survey results were presented to farmers market managers and 
representatives during the annual meeting of the Iowa Farmers Market 
Association on February 20, 2010.  The information in the press release 
generated 27documented newspaper articles and three magazine articles.  
Five newspapers contacted the department to request additional information 
for more in depth or continuing articles.  Three of the markets managers 
requested additional copies of the survey information to distribute to 
customers, potential sponsors, or the city council.  There were three e-mail 
requests to have copies of the survey information mailed to in-state 
addresses.  There was a request for the information from the Maryland 
Department of Agriculture, the Washington State University Small Farm 
program, and the Iowa State University Sociology Department.  Three radio 
stations requested and aired interviews with a department representative to 
discuss the survey information and talk about the success of farmers markets.
The full report was posted to the website in April of 2010. Unfortunately a new 
server was being used which did not start tracking the number of web hits 
until January of 2011.  There were 97 hits in January, 81 in February, 78 in 
March, 49 in April, and 68 in May.    

Beneficiaries  It would be very difficult to determine the number of people who 
heard or read about the economic impact of farmers markets in Iowa or to say 
that the exposure to this information would translate into increased visits or 
sales of specialty crops at farmers markets.  The number and length of 
newspaper articles and radio time generated by the farmers market survey 
press release was unusually high for a press release of this type and may be 
attributed to the survey results (sales had nearly doubled in five years) or the 
current high interest in local foods and farmers markets in general.  The 
published statistically accurate numbers evidence the impact and scope of 
farmers markets on Iowa’s economy.  The results will provide leverage to 
garner additional support at the market level, the local, state and possibility 
the national level to enhance this direct marketing outlet increasing the 
competitiveness of Iowa’s specialty crops. 

Lessons Learned  Since this project went through three different IDALS staff 
members before completion, the need for a well documented work plan and 
time line is critical to communicate the activities and achieve the goals.  What 
may seem like a simple project at inception may become more difficult if 
significant staff reductions occur over the timeframe of project completion.   

Although the printed survey results were not distributed to legislators or 
academia, the exceptional response from the media in publishing and airing 
the survey results and economic impact information provided greater 
exposure to reach more consumers. Printed materials are necessary but the 
best way to increase consumer awareness, vendor sales, and overall
competitiveness of specialty crops is through media exposure. 



Contact Person  Mike Bevins, 515-242-5043, 
mike.bevins@iowaagriculture.gov

Additional Information  Iowa Farmers Market Economic Impact Study and 
summary brochure attached.  Online information is at 
http://www.agriculture.state.ia.us/Horticulture_and_FarmersMarkets/farmersM
arketAssistance.asp.  Copies of newspaper articles or other materials are 
available upon request. 



































Iowa Department of Agriculture and Land Stewardship 

State Point of Contact:  Tammy Stotts

USDA AMS Agreement Number: 12-25-B-0866 

Specialty Crop Block Grant Program 
Annual Performance Report 

July 22, 2011  

“Increasing Awareness and Use of Iowa Specialty Crops”



Project Title:  On-farm Market Improvement Toolkit  

Project Summary: Marketing options for Iowa’s specialty crop growers is often times overlooked 
due to the additional expenses involved and lack of budget to support it.  By offering specialty crop 
farm operators an on-farm Market Improvement Toolkit, we can give them the tools to help them 
enhance their current operation and marketing skills to draw more customers.

Project Approach: Discussions with specialty crop producers targeted areas that could be
strengthened by the use of an on-farm market improvement toolkit.  Issues such as curb-side appeal 
and displays, road-side signs and food safety were among the items listed.  IDALS staff worked to 
seek information that could address these areas to farmers in different stages of business 
development.  Books were ordered as well as food safety articles and posters.  In addition, harvest 
calendar magnets and road side sign information provided by the Department of Transportation were  
gathered.   

These materials were offered in an attractive “marketing toolkit”. One hundred toolkits were made 
available at events targeting specialty crop producers.  A survey was included with each toolkit to 
assess the benefit derived from this project.   

Goals and Outcomes Achieved:  People were very receptive to the toolkits.  Survey results showed 
that most growers indicated a growth of between 5-10%.  It is very difficult to attribute growth in a
farming business when most variables are out of the growers control (weather, disease, pests). The 
economic goal of this project was a 10% increase.  Another measure of success was the number of 
changes that the growers planned to add or change in their current business based on the 
information made available to them through the toolkit.  Surprisingly, an average of five categories 
were selected as areas of change or improvement.  Growers commented on the benefits of having 
this resource available in one place as a quick reference.  In addition, some growers thought the 
materials in the toolkit could be used to strengthen other marketing avenues such as Community 
Supported Agriculture (CSA).

An anticipated increase of 15% in existing farm stands or on-farm stores was expected as a result of 
providing this resource.  Surveys were included with each toolkit.  It was also anticipated that many of 
the toolkits would go to producers that did not have an established on-farm business.  The reality of 
this is that many of the toolkits did go to veteran growers that were seeking to increase their business.  
That coupled with the fact that we have contracted with a company to create a new self- enrollment
directory that will be launched in January of 2012 and therefore did not update the 2010 directory, 
makes it difficult to measure this goal.  Utilizing other established directory resources along with the 
survey results, there are 27 on farm markets not previously accounted for.    

Lessons Learned:   In 2006, there were 96 farm stands or on-farm stores registered in our directory.  
The creation of 100 toolkits seemed adequate to target this audience.  More growers seem to be 
seeking to diversify their markets and are not focusing on one method of sale but are branching out 
and selling at multiple venues and markets.   



The primary distribution of these toolkits occurred at an evening “round table session” during the Iowa 
Fruit and Vegetable Growers’ Annual Conference.  Not enough toolkits were made available for this 
group and additional toolkits were delivered at the conference the following day.  In addition, Rural 
Conservation and Development (RC&D) offices holding  grower group meetings requested toolkits for 
distribution at their meetings as well.  Future projects should take into consideration that regardless of 
time involved or experience, many growers are still seeking new marketing approaches to expand 
their current operations.  Additional marketing campaigns should be geared toward more growers.    

Beneficiaries: Producers of specialty crops throughout the state benefitted as a result of the 
information found in the On-Farm Market Toolkit.  While the toolkit targeted on-farm markets, the 
promotional material as well as website and email information proved beneficial to growers in a vast 
number of customer-oriented markets.  

Contact: 
Tammy Stotts, Marketing Specialist 
Iowa Department of Agriculture and Land Stewardship 
502 E 9th Street 
Des Moines, IA 50319 

Attachments: 
Exhibit A:  On-Farm Market Toolkit Design 
Exhibit B:  On-Farm Market Improvement Toolkit content list 
Exhibit C:  Grower letter 
Exhibit D:  Survey 



 Funds for On-Farm Market Improvement 
Toolkit were provided by a USDA Specialty 

Crop Block Grant

Exhibit A



In this On-Farm Marketing toolkit you will find a variety of resources that should aid in the 
marketing of your products and produce/fruit.   
The funding for this toolkit is received from a USDA Specialty Crop Block Grant.  In order to 
obtain future funding, we are required to provide measurable outcomes.  Please complete the 
enclosed survey and return it to our office within six months of receiving the toolkit.  An e-
mail reminder will be sent to you.  

Resources Available in Toolkit: 

1. Transport Storage Requirements for Produce (Poster) 
2. Food Safety Begins on the Farm (book) 
3. ISU Publications/Articles 

a. Writing Material for Promotion 
b. Creating a display 
c. Creating a website 
d. Promoting Your Business 
e. Marketing on the Internet 
f. A Marketing Primer for start-up businesses 
g. Direct Marketing- Getting started 

4. Entertainment Farming and Agri-Tourism 
5. MU: Selling Strategies for Local Food Producers 
6. Jane Eckert: Fresh Grown Promotions (book) 
7. Harvest Magnet 
8. TODS (Tourist Oriented/Directional Signing)- Guidelines for Signage 
9. Other Brochures 
10.  Survey  

Iowa Department of Agriculture and Land Stewardship 
Emily Wadle  
502 E 9th Street 
Des Moines, IA 50319 
Fax:  515-281-6178 
Phone:  515-725-2078 
e-mail:  Emily.wadle@iowaagriculture.gov 

Exhibit B



Dear Fruit and Vegetable Producer: 

Last year you received an On-Farm Market Improvement Toolkit.  This On-Farm Marketing toolkit provided 
resources such as a “Transport Storage Requirement” poster and a book on food safety and Fresh Grown 
Promotions by Jane Eckert.  This kit was designed to aid in the marketing of your on-farm fruit and vegetable 
market.   

We hope that you have found the information contained in this toolkit useful.  Funds for this project were 
received from a USDA Specialty Crop Block Grant.   Each year the Iowa Department of Agriculture has the 
opportunity to apply for grant funding to help increase the competitiveness of Iowa specialty crops.  In order to 
continue to apply for this funding, we need to be able to measure the success of our projects.  As a recipient of a 
toolkit, we ask that you complete the survey provided to you in the toolkit and return it to us as soon as possible.  
A survey has been attached for your convenience.   

Please send completed surveys by fax to:  515-281-6178 or mail them to: 

IDALS  
Tammy Stotts 
502 E 9th Street  
Des Moines, IA 50319 

Thank you for your help! 

Tammy Stotts 
Marketing Specialist 
Iowa Department of Agriculture and Land Stewardship 
515-281-7657 

Exhibit C



On Farm Market Improvement Toolkit  
Business Strengthening Survey 

For the purpose of this survey, please use 1 as an indicator of low approval and 5 as the highest or most 
favorable mark. 

Please rate the overall content of the toolkit     5 4 3 2 1 

The use of this toolkit helped me to:   

Increase my ability to create eye-catching displays            5  4 3 2 1 

Increase my marketing through website/media               5 4 3 2 1  

Increase my awareness of TODS (directional signs)              5          4          3         2           1 

Increase the marketing tools used (i.e. now offer coupons…)  5  4 3 2 1 

Did your business realize increased sales as a result of any of these changes?           Yes                 No 

 If yes, what is an appropriate estimate in the increase?         1-5%          5-10%       More than 10% 

Please indicate what tools you plan to add to or change in your current business  

Merchandising tips   Parking Changes  Changes to Store Structure/grounds 

Insurance    Safety Tips   DOT Signs 

Marketing/Instructional Sign  Web Page   Coupons 

Comment Cards/suggestions  Email-lists   Other ___________________________ 

What could have been added to this program to make it more beneficial to you? 

Other comments: 

To monitor the growth your business achieves an additional survey will be sent to you in approximately 6 
months.  Please answer the following questions regarding your current business so we may monitor the 
potential impact the information provided in the toolkit may have on existing businesses 

How long have you operated an on-farm store/stand?    Fist year             1-5 years              6-10 years  

Current number of customers per week (please approximate)    <10    11-30          31-50        50+ 

Approximate money received per week during peak season             <$50    $51-$250   $251-$500   over $500  

Please note:  Your prompt response is essential in the completion of the grant requirements.  

Exhibit D
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Project Title:  Supplemental Chapter Funding   
 

Project Summary:  Schools are not immune to the effects of the financial crisis.  Continued budget 
cuts impact choices they, along with parents, are able to make for our school-age children.  With 
unforgiving budgets, providing students with fresh, locally-grown fruits and vegetables may be a hard 
choice to make.  By offering established Farm to School Chapters funds to procure locally-grown 
fruits and vegetables we are also providing our local specialty crop producers with another marketing 
opportunity and spreading the awareness of Iowa’s specialty crop industry to students and parents 
throughout our communities.    

Project Approach:  Emails were sent to the ten established chapters offering them funds of $900 to 
be used solely for the procurement of locally-grown fruits and/or vegetables for use in school meals or 
as part of a snack offered during the school day.  In addition to a one-page application, chapters were 
sent a financial and performance report so we could track the impact of this opportunity.     
 
Each chapter was given a deadline of May 1 to complete their purchases.  Funds were offered in 
August, allowing chapters the opportunity to procure a variety of specialty crops available throughout 
the fall and a few additional crops that are available in the spring, impacting a wider range of specialty 
crop producers.   
 
Goals and Outcomes Achieved:   
We had a goal of impacting at least 6200 students with this one-time funding opportunity.  We are 
happy to report, that this funding opportunity far exceeded our expectations.  One school district 
alone with a population of 6500 students served all students, those eating hot lunch as well as those 
that brought their own lunch that day, locally-grown lettuce during a “Spring Greens Day” campaign.  
Prior to this event, local community members, school administration and food service employees 
went to tour the farms before procuring lettuce. The educational experience and related media 
surrounding this event may have proven the most valuable part of this event.   
 
In addition to the “Spring Greens Day” completed surveys showed that all schools had an interest in 
purchasing local produce again.  In addition they all indicated these purchases would not have been 
possible without this funding.   Purchases were made from more than seven growers that had not 
worked with a school in the past.  Well over 7,000 students were served fresh fruits or vegetables 
from local growers spanning from one occasion to over several months.   
 
 
Lessons Learned:   Schools were very receptive to this initiative.  Offering them funds for the sole 
purpose of procuring locally grown specialty crops simplified things and proved to be a great learning 
opportunity.  The Iowa City school district that embarked on the Spring Greens Day has shown an 
interest in continuing to procure from Iowa growers.  This event is also serving as a model for others 
around the state.  If a district with 25 schools can pull off an event like this and source the amount 
needed to feed 6500 students, it opens the door for many smaller schools to do the same.   
 
.     
 
 



Beneficiaries:  Producers of specialty crops throughout the state benefitted as a result of this activity 
as well as the more than 7,000 students that got to eat fresh, healthy fruits and vegetables grown in 
or around their communities.   

Contact: 
Tammy Stotts, Marketing Specialist 
Iowa Department of Agriculture and Land Stewardship 
502 E 9th Street 
Des Moines, IA 50319 


