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SC-10-30 Eckert Orchards, Inc.

Title:
Developing New Apple Cultivars

Project Summary:

Public apple breeding in the United States is a shrinking endeavor; the only viable
programs today are in New York, Washington, Minnesota and New Jersey. Even more
concerning is that new introductions from these programs have restricted access; the
newest varieties have either been designated for in-state growers only or they have
been sold to a private business which then totally controls its production and marketing.
This was the fate of the Minnesota-bred Sweet Tango apple which is unavailable to
growers outside the “club” which controls it. The issue for Midwest growers then is a
lack of new varieties that are available and climatically adapted to a mid-continental
climate with its wild temperature swings and spring freeze events.

A response to this situation was the formation of the Midwestern Apple Growers
Association, which started an apple breeding program in the late nineties. This group of
highly motivated Midwest growers recognized that no existing breeding program met
our needs, so the solution was to do it ourselves. Project SC-10-30 has existed in a
partnership atmosphere with this group; it's members have assisted in making crosses,
collecting bud wood and most importantly providing professional evaluation of fruit from
the project’s year 2000 seedling planting.

There was no prior SCB6P or SCBGP-FB funding for this project.

Project Approach:
Grant activities occurred in three areas:

= #1: Fruit evaluations from a year 2000 seedling block which came from a
Goldrush by Sweet 16 cross were done in years 2009 and 2010. This
block of approximately 1700 seedling trees were observed and fruit was
tasted every two weeks beginning in early September and ending in mid-
October. Tree vigor precocity, and disease incidence was evaluated.
Fruit was observed for size, color, maturity, ripening date, general
appearance, and then sampled for fruit firmness, soluble solids, texture
and sensory quality. A portion of each sample was placed in cold storage
and re-evaluated in mid-November. From these evaluations, twenty
selections were made for second generation propagation done at Wafler's
Nursery in New York.

=  #2: A seedling block of 4000 trees from a Melrose by Suncrisp cross was
established in spring 2010 at Belleville, lllinois. Spaced at 3’ x 20’ these
trees occupy about 5 acres of land. Care first year consists of minimal
pruning, chemical weed control and mowing.

= #3:In spring 2011, second generation test trees were sent to three lllinois
growers for observation under commercial conditions. Each grower
received two approximately 25 test varieties, two trees of each. These
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plots are located at Edwards Orchard; Poplar Grove, IL; Tanner Orchard
Speer, IL; and Eckert Orchards, Belleville, IL.

Tree and fruit evaluations were done by Dr. Diane Miller, Associate Professor, Ohio
State University; Ed Fackler, nursery professional at Gardens Alive, Tipp City, Ohio;
Mitch Lynd, Ohio fruit grower; and Jim Eckert, lllinois Grower. Craig Tanner of Tanner
Orchards and Ken Hall of Edwards Orchard deserve special thanks for establishing test
plots on their farms.

Goals and Outcomes Achieved:
As above:
= #1: Two years of seedling evaluation
= #2: Established a new seedling block
= #3: Established three commercial blocks for variety testing

These three accomplishments fully met the project goals.

Apple breeding is the ultimate long term project. From the time crosses are made to the
end of a reasonable commercial evaluation, a 15 — 20 year window is not uncommon.
The seedling block evaluation goal funded by this project began with crosses made in
1998.

Attached is a list of seedling selections made from the 2000 plot. Bud-wood from these
has been sent to Wafler Nurseries in New York for propagation of second generation
test trees. Seedlings identified in lllinois are designated “lllinois” with a number
attached to each.

Beneficiaries:

All members of the Midwest Apple Growers Improvement Association can request test
trees from these lllinois selections. As the lllinois test plots mature, they will be
available for observation and as meeting sites for interested growers.

As of reporting time, economic benefits are merely potential. Will a new variety have
grower and consumer acceptance, the ultimate test of any new variety? A two year
specialty grant cannot provide these answers.

Lessons Learned:

All “grower research” can be rightly criticized for a lack of scientific rigor. But that rigor
comes at a high cost of full time salaries, institutional overhead, and a sometimes lack
of intensity in the public sector. For very few dollars, we can grow and evaluate big
numbers of seedlings because we are highly motivated.

All goals for this project were achieved.

| have disappointment in the number of growers who decline to take and observe new
test material. They are content to let others sort it out. At the same, several private
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variety evaluation and development companies have made contact with us. They
understand the profit potential that could come with new outstanding varieties.

| never under-estimate the profit orientation and resourcefulness | see in the apple
industry.

Contact Person:
Jim Eckert.
Eckert Orchards, Inc.
jim.eckert@eckerts.com
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lllinois Seedlings Evaluation Sheet

MAIA Evaluations 201 O,

August 27 evaluation |

Jim Eckert, Mitch Lynd, Diane Miller

seedling # firmness  soluble sol | buds cut

857

comments

) no did not examine -
_____ 888 19 16 yes  |poor color, shy bearer, large, crisp, Fackler selection
893 18 14 no cherry flavor in sample with 14 s.s. but none in 10.5 sample
- B 18 10.5 not ready to pick, asked Jim to pick in 7 to 10 days and store it *
suspect it will always require spot picking but worth it
o precocious annual cropper, 10 trees planted 2010, 84 coming 2011
901 - no did not examine
910 14 ] 15: yes  Fackler sele'c?tiorn for home owners, bland/sweet, ceramic smooth skin
B | one bud stick cut and sent to Tipp City, some dropping, poor color
936 no did not examine, 17 trees planted 2010, possible confusion with 937
B 937 22 13 yes tasted like sweet16 but better firmness,2 weeks Iater maturity than swt16 |
969 no did not examine -
) 979 14 13 no attractive, 'boring flavor, super market trype apple, no buds cut
1026, no did not examine, Fackler selection, wood sent to Wafler in March 2010
1046 14 14 no  Fackler selection, ready now, very good, a few fire blight strikes
B 1055 18 11 yes  Fackler selection, wood to Tipp City and Wafler, may taste better next wk.
77717062* o no édid not examine, 19 trees planted 2010, 18 coming, very late bloomer
| 19_863 15 11 no ‘need trees made, not ready yet, scored hi in Lexington, forgot to cut buds
12N2“Q§ i no édid not examine, 19 trees planted 2010 ]
13131 15 13 no seemed like not quite ready to be picked, asked Jim to pick it next wk.
] 17 13 ~ :or10days and store it for us *, looked good, 59 trees coming
1318 no Idld not examine, 19 trees planted 2010
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September 8 Evaluation 2010
Ed Fackler, Lee Brumley, Diane Miller, Jose from Eckert's

Soluble

Buds

Seedling # | Firmness Sol cut Comments
857 Tree Missing
888 18 14 Wait until 9/15 to pick
893 155 13 Spot picked the red. plusheq ones; recommended
waiting until 9/15
901 Tree Missing
902 Diane liked the flavor and picked 10 or so
910
936
937 Over-ripe and gone
969 16 13 Weak flavor, nice texture, bland, sweet, picked a bag
977 235 14 Powerful flavor, good to great, check 9/15 Fab Food
show?
979 Over-ripe
1026 Not ripe and over-loaded
1046 No crop, over-ripe
1055 20.5 17.5 Lots of rotten apples, crisp, a good apple
1058 16 13 Over-ripe but pretty good, song anise flavor
1062 16.5 155 ves Very few apples, mild ﬂfrgli\;gr, thich skin, moderate
1066 14 13.5 Yes Crisp
1086 16.5 11.5 Yes Immature but crisp
1220 All dropped, destroy this tree
1291 16 13 Yes Heave anise, harvested apples
STAR OF THE DAY; An elite heat resistant, strong
1313 18 15 anise nice sweetness and acid balance; all picked (4
pecks)
1318 17 11 Ripe but weak flavor, tree picked; we did not select
1325 Not ripe
1352 13.5 13.5 Tuti-fruiti flavor; not many and most dropped
1373 13 13 Bland, weak sugar, no tart, soft, no texture
1386 No apples
Picked them all; very mild; pretty yellow with red
1441 12 14.5 overlay big lenticels; cherry strawberry flavor;
Probably an ELITE
1589 15 19 Wonderful apple; aromatic rum/molasses; Probably
an ELITE
1609 16 17 Very intense; 2 apples on tree; reminiscent of 1284

Page 6 of 487




IL Final Report - 12-25-B-0921

Selections from 2009 — 2010
Evaluations made at Eckert’s Belleville seedling plot (established 2000)

lllinois

1062

1131

1142

1220

1238

1318

1325

1327

1378

1386

1506

1562

1615

All have been propagated for second generation test.

December 2012
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CONSUMER TASTE TESTING OF APPLES

RESULTS FROM THE FABULOUS FOOD SHOW 2010
November 2010 - Cleveland, Ohio

The disclaimer: Obviously, the analysis of data is just beginning. From the
consumer evaluations, the only line measured and tested thus far is
“overall rating”; Rating score differences smaller than 0.3-0.4 are not
significant but score differences greater than that appear to be significantly

different.

Total number of sessions: 12

Total number of consumers evaluating samples: 1,332

Total number of cultivars/selections tested: 33 (18 cultivars and 15 selections)

These data are the overall fruit quality rating scores (0-10) given to each
cultivar/selection.

At first look, there are no significant differences in average rating scores of a given
cultivar among sessions (where a cultivar ran in more than one session): Honeycrisp,
SweeTango, GoldRush, MDD 5-44, Cameo, Crimson Crisp, Fuji, Gala, SH 4-1,

Suncrisp, Sundance.

Fruit quality evaluations were done on 30 fruit (where there were enough fruit).

Other quality attributes are being evaluated for better understanding of crispness (water
content of tissues, Calcium content, pectin content, fiber content and scanning electron
microscopy imaging of the flesh tissue fraction surface, cell size, cell wall thickness, fruit

skin thickness, free juice after sample cleaving)

You can convert firmness to the more familiar “Ibs” by doubling the number
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FRIDAY SESSIONS:
Cleveland Food Show

November 2010 - Cleveland, Ohio
MJE numbers from lllinois seedling block
Session #1 (117 attendees) Session #2 (110 attendees)

1
8.04
7.11 7.33 7 6.76 7.39
6.47 .
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PixieCrunch DG 107-75 SweeTango Honeycrisp MJE 1562 MJE 1313 MJE 888 Gala
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Session #3 (111 attendees) Session #4 (111 attendees)
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Cameco SH 41 SH10-1 Fuji MJE 1378 MJE 893 Crimson MJE 1327
Crisp
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Rating score (0-10)
O = MW NGy~ OO D

@ - N W

Session #5 (108 attendees)

—
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7.41
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6.2
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Sundance Golden Suncrisp DF 37-37
Delicious
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Spring 2011 Distribution of Apple Selections

MUJE numbers are from lllinois Seedling Block

December 2012

Availabilit
Cross Tree ID # Root # Minus Listy Maturity Lynd Hull | Eckert | Bachman | Doud | Mercier Peppin Spring' FHD | BEwE || e ,UK . - Notes
Available L Hts Felix Reed | Evans | Lexington | Princeton
Distribution
F x Hcrisp MDD 3-12 B9 2yr 6 1 1 1
F x Hcrisp MDD 3-36 B9 2yr 20 2 2 2
F x Hcrisp MDD 3-41 B9 2yr 20 2 2 2
F x Hcrisp MDD 3-46 B9 2yr 8 1 1 1
F x Hcrisp MDD 3-52 B9 2yr 19 2 2 2
F x Hcrisp MDD 4-10 B9 2yr 19 2 2 2
F x Herisp MDD 5-44 B9 2yr 63 2 10 5 2
For advanced Testing Martha Mora (Johnston Fruit
GRx 10117 MJE 153 B9 47 2 8 2 2 2 2 2 Farm), Jim Grobe, and Scot Swindeman want test
trees
GR x Hcrisp MLY 1-50 B9 2yr 9 2 2 1
GR x Hcrisp MLY 1-53 B9 2yr 5 2 1 1
GR x Hcrisp MLY R4N8 B9 2yr 18 2 2 2
GR x Hcrisp MLY R652 B9 2yr 20 2 2 2
GR x Hcrisp MLY R655 B9 2yr 18 2 2 2
GR x Hcrisp MLY R751 B9 2yr 19 2 2 2
GR xS16 MIJE 1062 B9 2yr 18 2 2
GR xS16 MIJE 1097 B9 1yr 20 2 2 1
GR xS16 MIJE 1142 B9 1yr 14 2 2 2
med. Lite orange stripes on lite yellow, after G.
Delic. Before Fuji, keeps to Christmas, excellent
oxsic | mEw3s ez 23 s (2] 4 e e
excellent flavor is non-existent when over cropped
like it was in 2010.
GR xS16 MIJE 1238 B9 1yr 64 2 4 2 2 2 2
GR xS16 MIJE 1283 B9 1yr 20 2 2 2 2
GR xS16 MIJE 1313 B9 1yr 19 8 2 2
GR xS16 MIJE 1313 B9 1yr 40 2 4 2 2 2 2
GR xS16 MIJE 1313 B9 1yr 21 2 2
GR xS16 MIJE 1441 B9 1yr 49 2 2 4 2 2 2 2
GR xS16 MIJE 1493 B9 1yr 17 2 2 2
GR xS16 MIJE 1506 B9 2yr 28 2 2 2 2
GR xS16 MIJE 1519 B9 1yr 20 2 2 2
GR xS16 MIJE 1552 B9 1yr 20 2 2 2
GR xS16 MIJE 1576 B9 1yr 19 2 2 2
GR xS16 MIJE 1589 B9 1yr 21 4 2 2 2 2
GR xS16 MIJE 1615 B9 2yr 19 2 2 2
GR xS16 MJE 862 B9 2yr 26 8 2 2
GR xS16 MJE893 B9 2yr 84 2 8 2 2 4 4
GR xS16 MJE 960 B9 1yr 50 4 2 4
GR xS16 MJE 967 B9 1yr 17 4 2 2 2
GR xS16 MLYCQR10XC25 | B9 2yr 24 2 2
PRI x S16 MEF 1 B9 2yr 60 10 2 2 2 2 2 2
984 90 85| 88 0 0 0 0 6 12 12 18 18
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Midwest Apple Improvement
Association Newsletter

Purdue University

625 Agriculture Mall Drive

West Lafayette, IN 47907-2010

(765) 494-6968: FAX: (765) 494-0391
E-mail: awhipkey@purdue.edu
www.hort.purdue.edu/newcrop/maia/

2010 President’s Message

The annual meeting of the Midwest Apple
Improvement Association was held this past
January in Lexington, Kentucky in conjunction
with  the Kentucky State Horticultural
Association. The Lexington area provided an
outstanding venue to discuss MAIA’s past
operations and plan our future direction. |
would like to thank Ed Fackler for organizing and
planning the meeting.

The mission of MAIA has always been important
but may have gained even greater urgency in
the face of the 2009-2010 commercial apple
market. A large Midwest apple crop combined
with low prices gives pause to the grower who
considers new planting of common apple
varieties. The future appears much brighter for
a MAIA member when we see the real possibility
of apple planting consisting of fruit with superior
taste and texture. These new varieties will
certainly delight both our customers and
ourselves. Now that represents real sustainable
agriculture.

So, let us move our organization forward with
renewed energy and purpose. Get involved,
keep your dues current and plan for success.
MAIA may be the organization that has the most
impact on your operation in the coming years.

David Hull

Spring 2010
Volume 12, Issue 1

MAIA Board Meeting Minutes
January 3, 2010 6:00 p.m. Lexington, Kentucky

In attendance: David Hull, President; Felix
Cooper, V-President; Jim Eckert, Evan Milburn,
Mitch Lynd, Steve Doud, Ed Fackler, Jules Janick,
Jozsef Racsko, Diane Miller, David Doud, Bill
Dodd, Gregg Bachman, Lee Brumley, Chris Doll,
Ray Armstrong. Anna Whipkey, Secretary-
Treasurer was absent; Diane Miller recorded
minutes in Anna’s place.

Financials: $22,000 in MAIA account. 41
members have paid $1000 or more and are
members in good standing; there are 19
members who have partially paid their $1000
commitment.

Minutes from the 2009 meeting were sent out
by Anna for review prior to this board meeting.
Minutes were accepted without revision (David
Doud motion; Mitch Lynd second; unanimous
approval).

Financial report was accepted (David Doud
motion; Jules Janick second; unanimous
approval).

OLD BUSINESS:

Jules Janick requested an update on the MAIA
relationship with Dawes Arboretum. Mitch Lynd
provided an overview and update. MAIA has
planted approximately 10,000 seedlings at
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Dawes in a fenced area. The fence was provided
by MAIA. No formal relationship between MAIA
and Dawes has been achieved. MAIA owns all
the seedlings within the fenced area with no
royalty due to Dawes. Dawes has mown
between seedling rows regularly. Dawes has not
provided any further assistance in seedling care.
Mitch, Gregg Bachman and others have planted
the seedlings, provided occasional mouse bait,
herbicide and labor in perennial weed control.
The next batch of MAIA selections will come
from this planting which ranges in age from 6-7
years old down to 1 year old. There are many
seedlings of Honeycrisp x Goldrush in this block
along with small lots of numerous crosses
(including some Kazakh crosses). The trees need
care and are growing at far less than optimum.
Mitch does not anticipate labor help from
Dawes with these trees. Discussion ensued
about how to take care of these seedlings.
$2500 was allocated for MAIA tree care in 2010
at Dawes (Jim Eckert motion; Gregg Bachman
second; unanimous approval). Joe Burnham has
donated a 300 gallon spray to MAIA for use at
Dawes. Mitch Lynd will follow up on figuring out
how to get the trees cared for.

NEW BUSINESS:

Jim Eckert applied for and received an lllinois
Specialty Crop grant for $20,000 to raise
seedlings, propagate selections and do second
testing at 3 lllinois sites. These  will
predominately but not exclusively be seedlings
from Eckert’s current planting. It was not
determined by the MAIA board which or how
many trees would be propagated through this
grant. The MAIA 2010 seedlings (estimated at
3,000) will go to Eckert’s (Felix Cooper motion;
Gregg Bachman second; unanimous approval).
These include some with a red-fleshed parent
and some with a late blooming parent. (ACTION
ITEM)

Diane Miller applied for and received an Ohio
Specialty Crop grant for $56,000 to raise
seedlings, propagate selections and do second
testing (location not specified). A discussion
ensured about how to select seedlings for

2

December 2012

second test. Mitch estimated 47 MAIA seedlings
had been selected over the vyears with
interesting traits; Diane upped the estimate to
60 MAIA seedlings if the crisp group (Fuji x
Honeycrisp) located at David Doud’s were
included. A discussion ensued about where to
locate second test plantings. Ed Fackler
recommended Eckert’s, Lynd’s, and Mercier
(Georgia). 60 seedlings x 4 replications of each
seedling x 4 sites = 960 trees. These seedlings
would include the best from all the MAIA
current seedling plantings (Eckert, Dave Doud,
Steve Doud, Lynd, Bachman, Jim Moore,
Simmons, Armstrong). It was moved by Felix
Cooper that 4 trees x 4 sites x 60 second test
selections be aimed for (didn’t catch who
seconded; unanimous approval). It is hoped
that wood can be cut in February, sent to
Wafler’'s and trees available in Spring 2011. A
discussion ensued about what rootstock/s
should be used for second test seedlings. Bud 9,
a strain of M9 (337), and Geneva 11 were
deemed acceptable. All trees would be paid for
by the Ohio Specialty Crop grant and provided at
no charge to testers. Jules Janick advised to
simplify the labeling of the test trees. (ACTION
ITEM—figure out which seedlings to propagate
and get them propagated) (ACTION ITEM—
figure out for sure where to plant the second
test trees)

Mitch Lynd reported that there were some test
trees available in Spring 2010 for any MAIA
member who wanted to be involved in second
test efforts. These trees are available at no
charge to those willing to grow and report on
them.

Mitch Lynd reported the $62,000 had been
collected over the years from the membership
as dues and that this amount had been
leveraged extensively through grants achieved
by the MAIA. He will write an article about this
for the MAIA newsletter. (ACTION ITEM—write
newsletter article on good deal of MAIA
membership)

A discussion occurred about the advantages and
disadvantages of limiting membership in MAIA.
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Jules Janick, Jim Eckert, Bill Dodd and Diane
Miller were appointed to discuss this issue and
propose a way forward. (ACTION ITEM—figure
out what MAIA membership means now and in
the future)

The discussion of membership rights led to a
discussion of how to protect propagation,
production and marketing of any new varieties
resulting from the MAIA effort. It was suggested
that a cooperative be formed to manage
varieties.  Bill Dodd, David Hull and Gregg
Bachman were appointed to develop a concept
paper about how to move best MAIA material
into commercial production. (ACTION ITEM—
figure out how to protect and commercialize
MAIA material)

A brief discussion of material in the MAIA
pipeline occurred.

Seeds available to grow as seedlings in 2010:
David Doud has 1bu of apples containing seeds
of 13T139 x Ralls; and 1bu of apples containing
seeds of Honeycrisp x 13T139. 13T139 has
dependable cropping traits. Steve Doud has
approximately 1 bu Giant Russian x GoldRush
apples from which seeds can be collected. Does
anyone else have seeds to grow into seedlings in
20107

Seedlings to either be re-grown in the nursery
or outplanted in the field: Diane Miller has
approximately 1000 trees of open-pollinated
late bloomer (Edward VII) from Steve Doud
which were grown from seed in March 2009 and
planted in the nursery in Jun 2009. They will
need to either be grown another year in the
nursery or field planted somewhere in Spring
2010. As previously mentioned, Jim Eckert will
receive 3,000 seedlings (red-flesh parent or late-
bloom parent) to outplant at his orchard.

Others?

An MAIA scientific committee was appointed to
determine what crosses should be made in 2010
and beyond: Jules Janick, Mitch Lynd, Ed Fackler,
Diane Miller. (ACTION ITEM—what crosses to
make)

December 2012

Diane Miller suggested that 18 MAIA selections
be tested in consumer taste panels at the
Fabulous Food Show in Cleveland in November
2010. She needs at least 30 and preferably 60
apples to have enough for consumer slices and
for quality analyses. Please keep this
opportunity in mind as we balance the need for
fruit with that for good scion wood for
propagation.

Notes added later: Emmanuel de Lapparent
suggested planting references with second test
trees. These known varieties would be on the
same rootstock and same location. This would
help define harvest time of the second test
selections. The references would also be put in
storage for comparison.

MAIA Annual Meeting

Mark your calendars now for the dates of Nov.
11-12, 2010 for the Annual MAIA meeting
which will be held in conjunction with the Fab
Food Show at One |-X Center Drive, Cleveland,
Ohio (www.fabulousfoodshow.com/Attendee/
TheMarketPlace.aspx).

More details will be sent later this fall.

Finance Report 2009

INCOME

Dues $8,525.00
Interest $186.55
Total $8,711.55
EXPENSES

Grow trees -$900.57
Treasurer -$800.00
Postage -$68.80
Office supplies -$32.09
Legal -$1,225.00
Total -$3,026.46
Balance $22,093.18

Page 13 of 487



IL Final Report - 12-25-B-0921

December 2012

International Fruit Obtention Apple Evaluation Protocol

Emmanuel de Lapparent, from International
Fruit Obtention (IFO), an integrated tree fruit
company operating worldwide with
headquarters in France introduced the MAIA
membership to his company at our annual
meeting in Lexington, Kentucky this past
January.

IFO engages in apple breeding, nursery
production and marketing, apple production,
storage, packing, sales, and cultivar
management through a network of associations,
partnerships, and subsidiaries located in major
apple production regions worldwide.

Emmanuel shared with us of some of the details
of their apple breeding program and that their
company had an interest in placing 4 or 5 of our
promising selections in level 2 evaluation trials
in France where our selections would be
compared to new apples from other breeding
programs.

He said three to five thousand seedlings are
started in their greenhouse every winter and
then subjected to intensive care with regard to
light, nutrients and water. Seedlings reach 2
meter in height or about 70 internodes by early
September. When they pass 70 internodes of
growth extension they leave juvenility behind
and additional growth is capable of flower bud
initiation. Mature buds are then inserted into
the base of M9 rootstocks. By late winter these
trees are cutback and grown during year 2 into
field ready finished trees that will be fruiting in
years 3, 4, and 5 in a standard commercial M9
format similar to what we are evaluating in
years 11,12, and 13.

This is also how the Washington State apple
breeding program is managed. This is one of the
reasons why the annual operating budgets of
these breeding programs is in the hundreds of
thousands of dollars. Since our work is mostly
done by volunteers at little to no cost we feel
less compelled to quickly recover our modest
investment. Given their investment, a keen

understanding that time is money and
tremendous worldwide market competition;
urgency and excellence are not an option but a
requirement for survival in a high risk, high
stakes endeavor.

While our goals are similar, the approach of the
MAIA is more laid back and easily within reach of
folks of modest means. It remains to be seen
whether our traditionally slower, low cost, low
risk approach will yield results satisfactory
enough to continue being of interest to MAIA
growers or whether a growing sense of urgency
will cause our membership to opt for a more
aggressive business plan.

Advanced evaluation in their program consists of
3 levels. Level one trees are chosen from the
field of thousands during years 3, 4, and 5 where
harvest and storage data is collected. Some will
appear to be uniquely desirable and 4 trees of
each will be propagated onto M9 roots for
establishment in their Level 1 evaluation block.

LEVEL1: 4 trees ea., appear to be uniquely
desirable with 400 now in Level 1. Five
to 10 years pass before moving onto
Level 2

LEVEL 2: 20 trees each, look promising for the
European market. Approx. 12 now in
level 2. Five to 10 years pass with
wood sent to experiment stations
throughout Europe, fruit and trees
shown to industry and retail markets
for feedback. Market strategy is
developed during this phase.

LEVEL 3: Hundreds of trees in pilot blocks at
commercial growers, 12 now in Level 3.
During this  pre-commercialization
phase pack outs can be disappointing.
Five to 10 years before large scale
commitments for commercialization
proceed.

Mitch Lynd
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Project Title: Benton Farmers’ Market

Project Summary:

Our funding request was for $4000 in grant funds that would permit us to advertise the Benton Farmers’
Market. It is important that we keep the local customers up to date with what is current at the market
each week. We can only do this by advertising our market and letting customers know what specialty
crop products are currently available in our growing area.

We need to keep our customers informed to keep them coming back to the market as new specialty
crops are available. By advertising our market each week, we are able to encourage more customers to
buy fresh, locally grown specialty crops. As our customers continue buying locally grown products, we
also are encouraging growers to start or expand their specialty crop growing operations.

Project Approach:

The Benton Farmers’ Market committee worked with the Benton Evening News to create an attractive
and informative ad in each week’s paper. It was necessary to make contact with the paper each week
and continually update the information in the ad as to what specialty crop products were available each
week. The monthly ad that ran in the Southern lllinoisan would report that all produce at our market
was fresh and locally grown.

Our radio ads were created by the staff at WFRX and shared with sister station WQRL each week. Again,
the ad changed frequently to let customers know what was fresh and currently available at the market
each week.

The Benton Farmers’ Market committee conducted two surveys during the summer. A vendor survey
was completed by 19 of our vendors. Survey results showed that vendors liked our market for several
reasons. They liked having the opportunity to sell their crops close to their home, they liked our
customer base, and they liked the market organization. Vendors also reported that the sales in 2010
were probably similar to the sales volume in the previous year.

A survey of 100 customers reported that customers mostly heard of our market by word of mouth, the
ad in the Benton Evening News, and the signs that are on the four corners of our public square on each
market day. The survey reported that 43 of 100 customers attended the market each week, 26
attended the market 2-3 times per month, and 31 customers reported they come to the market once
each month. 86 of 100 customers reported that they think they eat more fresh fruits and vegetables
when they shop at the farmers’ market. Customers also reported that 80 of 100 thought it was
important to them that they eat foods that are locally produced. Ninety- three customers reported
that the produce found at the Benton Farmers’ Market is of better quality than that found in local
stores.

Conclusions and Recommendations:

Although we had never tried radio advertising in previous years, we found that working with the radio
stations was another means of reaching our customers. We found that working with the radio stations
was easy to do, but we are not sure the outcome was as good as we might have hoped. Some people
listened to the radio regularly, but for the dollars spent, we feel newspaper advertising is a higher
priority for our market.
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The Benton Farmers’ Market committee, University of lllinois Cooperative Extension, Franklin County
Farm Bureau, Franklin County Soil and Water Conservation district, and the Benton Community Park
Board all contributed to a successful 2010 Benton Farmers’ Market.

Goals and Outcomes Achieved:

We had a weekly ad in the Benton Evening News , a monthly ad in The Southern lllinoisan ,an eight am
news sponsorship on WFRX radio ,and a noon news sponsorship on WQRL radio station.

We know from customer surveys at the market that our customers considered the ad in the Benton
Evening News was one of their best ways to remind customers of the Benton Farmers’ Market. One of
our issues is that people just forget that today is Thursday and it is market day. By having a weekly ad,
they are reminded each week of the market and what specialty crops are available.

One of our long term goals was to have between 100 and 900 customers at the market each week. We
did keep a count of the customers attending the market each week, and this number varied between
293 and 733. We experienced a typical bell shaped curve in attendance, beginning with 320 customers
on the first week, ending with 303 customers the last week, and having 600-733 customers in the middle
weeks of the month. The customer count depended upon many factors including the time of the month
(early vs. late in the month), weather conditions, what is popular and available at the market such as
sweet corn, strawberries, and peaches, and what else is required of the customer at that time such as
getting children ready to go back to school or paying taxes.

We did maintain our vendor base of 12-22 vendors. We know that some of our vendors are seasonal
and will not be attending every market. We provided market access for customers to buy locally
produced products. We provided a comfortable market location for our vendors and customers in the
Benton Community Park. We did not generate a 10% increase in sales for our vendors. Most vendors
reported similar sales to the previous year. We did have ample parking for customers at the Benton
Civic Center next door to the Benton Community Park. It did help us greatly when the Civic Center
paved and striped at least a portion of their lot for parking. It created a much more orderly parking
situation. We provided a sales point for locally produced specialty crops. According to our customer
survey, customers did report they ate more fresh fruit and produce when they shopped at our market.
We provided local growers an important local outlet for their specialty crops.

The Benton Farmers’ Market feels that we achieved most of our goals for 2010. We did have a steady
customer base, and we provided a local point of sale for many specialty crop growers. We did increase
the quantity and quality of the fresh produce available to customers in our area. We also increased the
guantity of locally grown specialty crops.

Beneficiaries

The customers at the Benton Farmers’ Market benefited from having more fresh produce available to
them. Customer surveys reported that 43 of 100 customers attended the market each week, 26
customers attended 2-3 times per month, and 31 customers reported coming to the market once each
month. Eighty-six of 100 customers reported that they think they eat more fresh fruits and vegetables
when they shop at the farmers’ market. Eighty customers also reported that it is very important to
them that they eat locally grown produce. Ninety-three customers reported that the produce from the
Benton Farmers’ Market is better in quality than that found in local stores.

Our vendor survey reported that vendors like our market because it allows them a point of sale that is
close to their home. They also reported that they appreciate the customer base of our market. The
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vendors reported that on a typical market day, their sales varied from $75 for one vendor to $450 for
another vendor. The Benton Farmers’ Market is helping these growers to continue and possibly enlarge
their specialty crop production. Obviously the Benton Farmers’ Market is adding several thousand
dollars to the vendor’s incomes.

Lessons Learned:

With our grant funds used for advertising, we learned that some advertising is more effective for our
customers than others. The local newspaper is an excellent outlet for advertising, but the larger
regional newspaper is not as helpful for our specific market. We also learned that the visual reminder of
the signs on the public square are one of the best reminders for the customer that this is market day.
For the coming year we have refurbished some signs that will replace the current signage on the public
square. These signs will be slightly larger and in more eye catching colors.

We had never surveyed our vendors previously as to their income on a typical market day. We know
that some of our vendors are larger producers and are very successful growers, but it was interesting to
learn of their income for the day. This is encouraging to know that we are making a difference in the
lives of both the growers and the consumers.

We did not increase the sales of vendors by 10%. Part of this can probably be attributed to our local
economy. We are located in a county where unemployment is approximately 11%. Most vendors
reported that their sales were similar to previous years. We do know that eight vendors report that up
to 25% of their sales were from Farmers’ Market Nutrition Program or Women, Infants, and Children
coupons, and 4 vendors reported that 25-50% of their sales were from the Senior or WIC coupons.

An additional lesson learned is that vendor numbers and customer numbers need to be balanced. We
do not want so many produce vendors that many are taking produce home at the end of the day.
Additionally, we know that customers who come to the market at 5 or 6 pm need to have choices like
those customers who come earlier in the day. When we had a vendor count of 30 or more vendors one
season, we had too many produce vendors who had leftover produce at the end of the day. To increase
the number of vendors, one needs to also increase the number of customers.

Contact Person:

Mary Bolen
bolen20421@yahoo.com
20421 Akin Blacktop Rd.
Thompsonville, IL 62890
618-627-4038
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2010 ILLINOIS SPECIALTYCROP GRANT PROGRAM
2010 Farmers Market Advertising Grant Program
Final Report SC-10-3

Project Summary

The Mount Carroll Chamber of Commerce Farmers’ Market proposal for the 2010
Illinois Specialty Crop Grant Program allowed the grantee to promote local specialty crops and
increase child and adult nutrition knowledge and consumption of specialty crops through the
following specific project goals with expected results:

1. Increase number of market vendors selling local specialty crops from 14 to 18 vendors.

2. Promote local agricultural products by increasing educational opportunities from 3
presentations in 2009 to 12 educational programs with emphasis on specialty crops in
2010.

3. Increase number of visitors to the Farmers’ Market by 80% from 80 visitors weekly to
145 visitors weekly.

Goals were reached by implementing a strategic advertising plan that included print
advertising in local newspapers, radio advertising, a permanent sign, banner, fliers and posters
and the addition of a small tent for demonstrations and programs.

A survey tool was developed by the University of Illinois Extension Jo-Carroll Unit and
used to evaluate and determine market attendance and effectiveness.

The expected results of this proposal were to increase vendor participation, increase
child and adult nutrition knowledge and consumption of specialty crops, and increase attendance
by visitors to the Farmers’ Market. The Illinois specialty crop industry would also be enhanced
by the increased promotion of local producers of specialty crops and an increased demand for

quality products by consumers.
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The Mount Carroll Chamber of Commerce, Farmers’ Market vendors and project
partners worked together effectively with the resources provided by this grant to enhance the
competitiveness of local Illinois specialty crops through the implementation of this project.

This project was not built on a previously funded project with the SCBGP or SCBGP-
FB.

Project Approach

Tasks and activities performed during the grant period include the following: pre-season
meeting and ongoing contact with vendors, contact with agricultural products farmers, design of
ads, fliers, posters and sign. Farmers’ Market Committee and project partners placed feature
articles in local newspapers. All promotional materials printed and distributed and sign ordered
and installed. Illinois where fresh is logo widely applied. Weekly radio ads and newspaper ads
created and scheduled for implementing publicity started for the market season. More than 3,000
fliers inserted in bags at local grocery stores and inserted in checking statements with local
banks. Tent and banner purchased with project funds were used at the Farmers’ Market.
Presentations by local specialty crop growers were held at the Farmers’ Market during the
season. A survey tool was designed and implemented to gather customer satisfaction and project
effectiveness.

The Mount Carroll Chamber of Commerce Farmers’ Market is dedicated to eligible
specialty crop vendors and the successful intensive advertising allowed 100% of the advertising
project to be used solely to enhance the competitiveness of eligible specialty crops. Radio, print
and other advertising featured photos and names of eligible specialty crops and the Illinois where

fresh is logo.
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All advertising efforts heightened the visibility of the Mount Carroll Chamber of
Commerce Farmers’ Market. New vendors were attracted through the ads and numerous calls
were received by the Mount Carroll Chamber of Commerce and contacts on the website
regarding the Farmers’ Market through print and radio advertising.

Farmers’ Market committee members participated in webinar training, Roadside
Advertising in a Digital Age, and statewide conference call for Farmers’ Market Management
coordinated by the Illinois Department of Agriculture.

Farmers’ Market vendors were invited to bring their specialty crops to Timber Lake
Playhouse, local summer theater, during the matinee performance of Oklahoma. This event was
held mid-week and was well received and the theater is requesting that the Farmers’ Market
return during the 2011 season.

The Mount Carroll Chamber of Commerce promoted the Farmers’ Market on their
website and on Facebook. The Farmers’ Market was located on the Google map and listed with
various Farmer’s Market organizations. Presentations regarding the Farmers’ Market were made
to the local Rotary Club and at Chamber membership meetings.

Project partners provided significant contributions to this project. The Mount Carroll
Chamber of Commerce provided oversight of the Farmers’ Market, in-kind support through
additional advertising and volunteer service. The Chamber provided administration of the
project and provided membership with progress reports regarding Farmers’ Market activities.
The Mount Carroll Chamber of Commerce purchased umbrellas for vendor’s use. The
University of Illinois Extension Jo-Carroll Unit provided resources for the educational programs,

nutrition information, promoted specialty crop industry through brochures and
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4
programming. Staff assisted in the development, implementation and results of the survey tool.
Committee meetings were held at the Carroll County Extension Unit office. The City of Mount
Carroll provided the Farmers’ Market street space for the May-October season. Chas Welch,
manager of the Carroll County Farm Bureau, wrote a feature article promoting specialty crops,
provided Ag Mag magazines for children, Market information posted on Bureau sign, and
provided input at committee meetings. The Carroll County Department of Public Health
provided rules and regulations regarding Farmers’ Markets and monitored the market during the
season. Ann Dougherty of Learn Great Foods provided technical advice and provided
information regarding specialty crops and local growers. The Farmers’ Market Grant Steering
Committee, sponsored by the Mount Carroll Chamber of Commerce included the following
members: Susan O'Connor, University of Illinois Extension Carroll County Unit; Gordon &
Mary Roach, long-term volunteer managers of the Farmers’ Market; Laura Miller, president of
the Mount Carroll Chamber of Commerce, and Anna Gray, Chamber of Commerce volunteer.
The Farmers’ Market Steering Committee met 14 times during 2010 to prepare, monitor and
evaluate the project. A total of 69.5 hours of volunteer hour service from committee members
was used in the in-kind personnel amount in the grant application. The Steering Committee
reported activities to the Chamber’s Marketing Committee, Executive Board and General

Membership.

Page 23 of 487



IL Final Report - 12-25-B-0921 December 2012

Goals and Outcomes Achieved

The Mount Carroll Chamber of Commerce identified the following goals to promote local
specialty crops, to increase child and nutrition knowledge and consumption of specialty crops
and to help measure the impact of the 2010 Illinois Specialty Crop Grant Program:
1. Increase number of market vendors selling local specialty crops.
2009: 14 market vendors Proposed goal for 2010: 18 market vendors
Actual 2010 number of market vendors: 22
2. Promote local agricultural products by increasing educational opportunities.
2009: 3 educational presentations  Proposed goal for 2010: 12 educational presentations
Actual 2010 number of presentations: 12
3. Increasing number of visitors to the Farmers’ Market.
2009 wkly average: 60 visitors Proposed goal for 2010: increase number of visitors
by 80% for weekly average of 145 visitors

Actual 2010 number of average weekly visitors to the Farmers’ Market: 150

Due to the enhanced advertising provided through this grant, the Mount Carroll Chamber
of Commerce Farmers’ Market was able to reach and/or exceed its goals. Enthused volunteers, a
supportive Chamber of Commerce and business community with support of the City of Mount
Carroll created a “Saturday happening” where visitors gathered, purchased fresh produce and
gained information about specialty crops.

A survey tool was created and distributed by the Extension Unit. The surveys collected

showed that visitors attended the market at least 2-3 times per month, that local produce was

Page 24 of 487



IL Final Report - 12-25-B-0921 December 2012

6
purchased most often, and that purchasing locally is an important issue. Surveys report that ads
in the newspapers were main sources for hearing about the Market and that most people traveled
under 10 miles to attend the Market. A drawing with survey entrants was held at the end of the
season and a harvest basket filled with Farmers’ Market goods was presented to the winner.

The Farmers’ Market, located in the historic Mount Carroll courthouse square, is a totally
volunteer operation and has gained increasing popularity and has created a hub of activity for the
downtown business community.

Data gathered to date shows progress toward achieving set targets:

Vendors Customers (weekly average) Educational Presentations

2005 12 45
2006 14 45
2007 9 50
2008 1 60
2009 17 78 3
2010 22 150 12

Beneficiaries

There were several groups that benefited from the completion of this project. Numbers of
vendors increased as did the economic climate for the vendors and local business community.
The Illinois specialty crop industry benefited from this project through the increased promotion
of local producers of specialty crops and increased consumption of local foods. Shoppers at the
Market included working families, local chefs, low-income working families, older adults and

families with children. Enhanced awareness of local specialty crops provided increased
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;
knowledge for children and adults who visited the Market and attended presentations. Programs
were provided by local specialty crop vendors, Master Gardeners, FFA members, University of
Illinois Extension, and 4-H Clubs. The subjects covered included herbs, honey, composting,
seasonal specialty crops, shiitake mushrooms and activities for children.

Benefits that Mount Carroll Chamber of Commerce Farmers’ Market visitors received by
purchasing local foods also included: Enjoying exceptional taste and freshness; local dollars
kept circulating in the community and strengthened the economy; local foods sold directly by the
growers allowed for growers to keep more of the profit; knowledge of food sources helped to
support a safe food supply; and, less reliance on shipping helped to reduce packing materials and
carbon dioxide emissions; and, helped to make farmland more profitable and sustainable.

Coordination with local festivals helped to spotlight the Farmers’ Market to out-of-town
visitors and festival attendees. The Farmers Market was open and received excellent press
coverage for Mount Carroll’s Mayfest event in May, Chamber of Commerce Garden Walk in
July and Brick Street Days in September.

Lessons Learned

Project staff learned from the very first day that the Farmers’ Market was a source of
great interest for the community. Sixty persons visited the Market in the first hour on the
opening day in May. Various neighboring communities that had existing markets or were
forming markets contacted the Chamber of Commerce for grant information and knowledge of
advertising opportunities. An invitation to present vendors with the opportunity to showcase and
sell specialty crops at a matinee performance of Oklahoma at Timber Lake Playhouse, in rural

Carroll County, was well received.
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Project staff utilized the ability to use technology by promoting the Farmers’ Market on
City and County websites, local tourism websites and brochures, Facebook, and Google maps.

Links to webinars and statewide conference calls by the Illinois Department of
Agriculture provided Farmers’ Market committee members with effective management skills,
resources and funding opportunities. Contact with Illinois Department of Agriculture marketing
representative was readily available and inquiries were all answered promptly.

The 2010 Illinois Specialty Crop Grant awarded to the Mount Carroll Chamber of
Commerce Farmers’ Market allowed us to successfully promote specialty crops and enhance
advertising. An energetic and enthusiastic volunteer force was able to achieve goals, promote
specialty crops, increase child and nutrition knowledge, and increase consumption of local
specialty crops. We look forward with anticipation and the knowledge gained in 2010 as we used

these valuable resources to the 2011 Mount Carroll Farmers’ Market.

Mount Carroll Chamber of Commerce Farmers’ Market
Project Contact:  Anna Gray
Telephone: 815-906-9053

E-mail: annamgray@aol.com

Additional information attached: Budget sheet, invoices, ads, photos, newspaper articles,
survey results, etc
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FARMERS MARKET

Downtown Mt. Carroll

8am-Noon Every Sat.
May-October

May-June Produce Featured
Asparagus, Herbs, Lettuce, Rhubarb,
Onions, Peas, Strawberries, Spinach,
Radishes, Shiitake Mushrooms

.......

July-August Produce Featured
Cabbage, Melons, Zucchini, Carrots,

Potatoes, Broccoli, Cauliflower, Tomatoes,

Cucumbers, Peppers, Sweet Corn,
Raspberries.......

September-October Produce Featured

Apples, Pumpkins, Squash, Popcorn,

Garlic, Potatoes, Tomatoes, Peppers......

Enjoy the opportunity to buy high quality, fresh,

nutritious, affordable farm products directly
from our local farmers.

Specialty Crops Featuring:
Fresh Fruits & Vegetables, Dried
& Cut Flowers, Herbs, Honey,
Mushrooms & much more.

Sponsored by:
Mount Carroll Chamber of Commerce
www.mtcarrollil.org or call 1-800-244-9594

“Brick Streets & Country Charm”
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Go to http://carroll.extension.uiuc.edu
Answer 10 questions and win a chance at a harvest basket full of
local produce. Drawing will be held at the end of the market
season. Thanks for participating. Enjoy the market.
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Quincy Farmers Market

Final Grant Report

Project Summary

The Quincy Farmers Market, in its 28" Season, was very successful in 2010. The 2010
season saw the most vendors in our history, as well as an increase in attendance and overall
awareness. We were able to build on the marketing and awareness we developed last year
to achieve new success for our Farmers Market. Our goal was to both educate our area
vendors on the importance of specialty crops, as well as increase the knowledge of the
community at large. We are a very proactive organization and want our Farmers Market to
reflect that. We have a great tradition with the Quincy Farmers Market and wanted to
further expose our community to the benefits of getting their food locally, as well as better

prepare our farmers to succeed.
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Project Approach

This year, we began with two Specialty Crop workshops early in the year, prior to the start
of the 2010 Market Season. Our partner in this was the University of Illinois Extension-
Adams/Brown unit. Their expertise and staff made the workshops a big success and helped
to make our season better. Those workshops were a Small Acreage workshop held on
February 13™ and a Fruit & Vegetable Workshop held on February 16™. The Small
Acreage workshop included workshops on grapes, fruit trees, forestry products, blueberries,
poultry and eggs, vegetables, home preservation and marketing your products. The Fruit &
Vegetable Workshop included presentations by Extension professionals on growing and
marketing fruit and vegetables products. Every participant was provided a copy of the U of
[ Fruit and Vegetable Guides. These workshops were very productive and provided
valuable information to our vendors which enabled them to have a better season both this
year and in the future.

In addition to the workshops, we were able to further expose the community to both the
Quincy Farmers Market and the specialty crops that are offered there.

In addition to the workshops, we were able to develop new and creative marketing
opportunities for the Quincy Farmers Market. From television, radio and billboard ads to
direct mail, car decals and farmers market bags, the advertising and marketing for the

Quincy Farmers Market was as good as it has ever been in 2010.
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Throughout the 2010 Quincy Farmers Market Season, we were able to have a variety of
targeted advertising efforts due to the grant. The first such effort was the sponsorship of
the “Green Week” for WGEM, a local radio station. This was very effective because it was
early in the season and was a perfect tie-in with the green movement. This sponsorship
came with additional radio advertising that was used to promote the specialty crops
available during the time of its airing. We also had the opportunity to do a live interview
where we highlighted several specialty crops.

The other main promotion of the market in the early part of the season was with posters.
These have become very popular with the downtown merchants who surround the park
where the market is held. They are a great mechanism to promote the Quincy Farmers
Market all throughout the season and do a very good job of getting our message to our
consumer.

As we came into the peak of our season, when we would have the most vendors and
amount of crops, we really ramped up our advertising. This is when we began to run our
newspaper advertisements, in addition to placing our billboards, web ads on popular local
websites and television ads. Additionally, we mailed one thousand direct marketing pieces
to Quincy residents. We targeted those who are frequent downtown shoppers and those
who have participated in past Quincy Farmers Market events. These direct marketing
pieces also came with a Quincy Farmers Market magnet. These mailings were incredibly
well received and many shoppers told us that the magnets served as a great weekly reminder

about doing their grocery shopping at the market.
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At this time, we also introduced Quincy Farmers Market tote bags to both promote the
“green” movement as well as continually advertise the Quincy Farmers Market. These tote
bags were only available at vendors who sold specialty crops. They were a great addition to
the market and served as a great way to promote the market year-round, in addition to
giving some additional customers and support to those vendors who sold specialty crops.
We were also fortunate to be able to provide car decals to not only the vendors who make
the Quincy Farmers Market possible, but also the shoppers to the market. These car decals
serve both as a reminder and traveling advertisement for the market itself and will continue
to boost attendance for years to come.

At roughly the same time, we held our annual Locally Grown Food Fest, a celebration of
the local farmers and the impact that they, and more importantly their food, have on our
community. This year’s event was the best attended in the six year history of the event. On
Saturday, August 6, 2010 over 1000 people filled the park during the Locally Grown Food
Fest and were able to participate in educational games for children, sample local fare, shop
the Quincy Farmers Market and watch our amateur chef’s competition where each of the
participants must purchase the main ingredients of their dish and sides from the market
that morning.

The main partner in all of our advertising endeavors was Jenny Terstriep, owner of JT
Creative Solutions. Jenny’s marketing expertise and generosity of time helped to give the
Quincy Farmers Market the most extensive and creative advertising we have had in the

history of the market.
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We were also very proud to call our local media partners throughout our 2010 Quincy
Farmers Market Season. They were instrumental in getting our message out to the
community, as well as helping to craft that message. They were also very generous in their
donation of PSAs, additional web and print ads and their time.

The Quincy Farmers Market is fortunate to have a vast abundance of specialty crop
providers. In fact, more than 90% of the total vendors that attend the market are specialty
crop producers. We strongly believe that this is a big reason that our market continues to
grow and why people continue to register as vendors. Additionally, this helps to ensure
that virtually all marketing and advertising efforts of the Quincy Farmers Market are geared
towards and help promote the specialty crops that are available at the market. Specialty
crops are always the most sought-after items and those that draw the majority of our
customers. Therefore, our marketing and advertising efforts are centered on those crops.
Whether it is a billboard, newsletter or other outlet, the advertising we do surely benefits
the specialty crop vendors at the Quincy Farmers Market. We are privileged to have a large
number of dedicated vendors and are proud to help support them through additional

advertising of the Quincy Farmers Market, such as the Specialty Crop Block Grant.

Page 39 of 487



IL Final Report - 12-25-B-0921 December 2012

Goals and Outcomes Achieved

1. Provide educational opportunities for area growers.

This was done through the partnership with the University of Illinois Extension
Adams/Brown unit. The expected attendance from the workshop was 25 individuals.
However, due to the efforts of the Extension Office and HQBD, we were able to have 75
participants participate in the two workshops. It is unclear how many growers actually
developed a business and/or marketing plan, but it was very evident that the marketing
presence for the individual farms at the market was better than it has ever been.
Additionally, the attractiveness of the stands was something that was dramatically improved
by far more than 5 farmers this year. The farmers at the market displayed overall better

signage and had cleaner, more organized booths at the Farmers Market.

2. Develop and implement a strategic marketing plan for the Quincy Farmers Market
including:
a. Print media - Newspaper Ads, Posters, Direct-mail postcards & newsletter
including local food guide.
b. Radio/TV - Advertise through PSAs and paid commercials on all local media
outlets including cable channels - Food Network & HGTV.
c. Billboards -during the Market season,
d. Social Media - Utilize E-mail blasts, Twitter, Facebook and other outlets to
provide timely information on market days including seasonal product

availability.
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Our purpose in developing a strategic marketing plan for the Quincy Farmers Market was
to increase consumer attendance at the 2010 Quincy Farmers Market thus increasing sales
of specialty crops. We expected that consumer attendance will increase from the 2009
season by 20% and that vendors would report an increase in sales from the 2009 season by
15%.

In addition to the proposed items, we were able to add new marketing efforts in the form
of direct mail, posters, car decals, and tote bags. These efforts have continued to promote
the market even after the end of the season. The tote bags have become very popular for
trips to the grocery store and continue to showcase the Quincy Farmers Market. The same
holds true for the car decals and magnets from the direct mail piece. We are confident that
this will continue to serve as a great benefit to the Quincy Farmers Market for years to
come.

Consumer attendance rose an estimated twenty-five percent at the Saturday markets this
year, surpassing the expected twenty percent. However, the Tuesday markets actual saw a
decline in both the number of vendors and consumers. This can be attributed to a new
market in town being established on Tuesday afternoons that pulled vendors from our
market. The decline in vendors helped contribute to the decline in consumer attendance
in 2010. Having stated that, the Tuesday markets actually make up just a small percentage,

roughly 15%, of all the Quincy Farmers Market attendance, so the actual attendance in

2010 was up over 2009.
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Vendors continued to report high earnings in 2010, confirming that we did in fact get very
close to a 15% increase in vendor sales. (Note; vendors have been very reluctant to share

their sales information, so hard data is difficult to collect.)
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Beneficiaries

There were many groups that benefited from these projects. First and foremost are the
farmers and vendors that attend the Quincy Farmers Market. The success of this program
helped to ensure better seasons both financially and for visibility with their farms.

The Historic Quincy Business District benefited from having a great market that drew
thousands of people to the downtown area and increased our exposure. Additionally, the
merchants surrounding the park where the market is held all reported increases in sales on
Saturdays when the market was held.

No business benefited more than Thyme Square Café however. New to Quincy, Thyme
Square café is located directly across from the Quincy Farmers Market and is Quincy’s only
Farm to Table restaurant. Their exposure was unmatched and they were able to purchase
products right out their front door. This both increased their visibility and also increased

the awareness of what you can do with food from the market.
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Lessons Learned

The biggest challenge we face in Quincy is getting the vendors to disclose their
information. The most important lesson that we learned is that we must create a more
detailed handbook for vendors that will make it a requirement to disclose that
information. Their biggest concern is that we will raise our fees, but the collection of data
is essential to our success as a market.

The other lesson that we learned through the Locally Grown Food Fest, which is our event
during National Farmers Market wee, that the more family-friendly activities that you can
have going on during your market, the more successful you will be. We learned this a little
last year when the Park District added a splash-pad in the center of the park. This kept
families around longer and shopping longer.

Lastly, we learned that by utilizing new tools such as social media, email, and alternative
marketing opportunities, we were able to draw a much more diverse crowd. Our
penetration of younger farmers market shoppers was outstanding. Having those young
families will help sustain our market for years to come. We were able to reach them

through these new tools and communicate very effectively with them.

Contact

Travis M. Brown

Executive Director, Historic Quincy Business District
128 N. 5™ Street

Quingy, IL 62301

217-228-8696

Fax: 217-228-8698

tbrown@downtownquincy.com
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Final Report
Project Title

SC-10-06 -- Brookfield Farmers Market Advertising and Education project

Project Summary

The Brookfield Chamber of Commerce was awarded a $10,000 grant to enhance the
competitiveness of specialty crops through advertising and education activities associated
with the Brookfield Farmer’s Market. The grant was matched with $2,244 through a
combination of in-kind services and cash. The Brookfield Farmers Market is hosted by the
Brookfield Chamber of Commerce and is operated by volunteers of the Chamber, the
Village of Brookfield and the Brookfield Public Library. In 2010, the Farmer’s Market was
in its second “full” season and the Advertising and Education project was needed to
increase the economic viability of farmer participation, as well as the quantity and

diversity of specialty crops purchased at the market.

Project Approach

The overall project approach was simultaneously to promote the availability of specialty
crops at the farmer’s market as a means of attracting customers to the market, and to
utilize the Brookfield Farmer’s Market as a venue for marketing and promoting the
consumption of specialty crops. This was accomplished through the following activities
and tasks: newspaper advertising, flyers and posters, signs for specialty crop vendors and

way-finding, sustainable shopping bags for specialty crop produce and displays.

SC-10-06 -- Brookfield Chamber of Commerce Page 1 of 10

2010 Specialty Crop Grant Annual Report
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A one-time, full page color advertisement announcing the availability of specialty crops
was designed and placed in the Riverside-Brookfield edition of the local weekly Landmark
newspaper at the start of the Brookfield Farmer’s Market season. A 4+ page black and
white ad was run in the Landmark newspaper on a weekly basis, June through October
and updated every few weeks (a total of seven times) to highlight specific, in-season
specialty crops available at the Farmer’s Market. A 1/3 page ad was also run in the weekly
Suburban Life in October to attract as many potential specialty crop consumers to the
Brookfield Farmer’s Market, when several relatively nearby farmers markets had closed for

the season.

Two sizes of posters (82" x 11”7 and 11”x17”) were designed and displayed throughout
the five month market season in local storefront windows, the Village Hall, and the
Brookfield Public Library. The posters also prominently incorporated the specialty crop
graphic to bring awareness of available produce. Meanwhile, smaller-sized “bookmarks”
(22" x 8" flyers) were produced for distribution at the Brookfield Public Library and at the
Farmers Market welcome tent, as well as at various community and civic events. The front
side of the bookmark presented basic market time/date/location information; the reverse
side listed 26 specialty crops, with the crops presented in the general order in which they
are seasonally available. Finally, a tri-fold flier was produced and distributed to market
vendors, market customers, Chamber businesses and the media. The 26 specialty crops

that were listed on the bookmarks were also presented on the inside panels of the tri-fold.

SC-10-06 -- Brookfield Chamber of Commerce Page 2 of 10
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Vendor signs (17”x11”) were printed for the 24 specialty crop vendors to promote the
consistent and visible specialty crop theme of the Brookfield Farmers Market. These signs
were displayed at respective vendor tents. Way-finding signs (24”x36”) highlighting
specialty crops were placed at six key intersections to simultaneously attract and guide
customers to the market. A slightly larger sign (32”x 48”) was placed at the entrance of the
Village Hall/market parking lot to attract the eye of passers-by. The metal sandwich boards
holding the signs were purchased from a prior year’s grant. Due to damage caused by
unusually severe weather and extensive flooding, the way-finding signs had to be
reproduced and one metal sandwich board, replaced. The signs remain in good condition

and will be used again in 2011.

One thousand reusable and washable shopping bags were produced for (free) distribution
at the market. The bags are wider and shallower than both plastic grocery sacks and
standard shopping totes, in order to best suit produce purchases. The two-color design
lists forty-three specialty crops - all of which are available at the Brookfield Farmers
Market. Fewer bags were purchased than originally assumed in developing the budget, as
the original cost estimate was based on one-color printing and the bag manufactuer’s own
advertising on one side of the bag. As the shopping bags were delivered in

September/October, we decided to hold distribution until the 2011 Market Season.

Pre-fabricated steel/aluminum exhibit panels were purchased in lieu of custom-

constructed woodframe panels that were originally anticipated in the grant proposal. This

SC-10-06 -- Brookfield Chamber of Commerce Page 3 of 10
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substitution was made for liability and safety reasons. The exhibit panels can be
assembled for free standing or tabletop display. Three panel covers were purchased for
indoor exhibits and will be used beginning Spring 2011 for the Farmers Market/Specialty
Crop exhibit at the Brookfield Public Library. The display boards were produced after the

close of the 2010 market and will be exhibited during the 2011 season.

It should be noted that the four October ads in the Suburban Life also mentioned
complementary goods in order to attract as many potential consumers of specialty crops to
the Market as possible. To ensure that USDA funds were used solely to enhance the
competitiveness of specialty crops, these and all advertisements clearly and directly
highlighted specialty crops through text and graphic representation, and in-kind design
services were contributed by M D Ryan Consulting LLC in the amount of $2,180 and $64

by the Chamber, for a total match of $2,244 to the grant.

As a complement to advertising, a description of the Brookfield Farmer’s Market was
placed in the Community Events Calendar of both weekly newspapers throughout the
2010 market season. The Brookfield Farmer’s Market was also featured on the Chamber’s
and the Village of Brookfield’s respective websites, as well as included in the metro-area
farmer’s market listing in the Chicago Tribune and the lllinois Department of Agriculture’s

web listing of farmers markets, statewide.
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The Village of Brookfield and Brookfield Public Library played a key role in distributing
and displaying the posters and fliers. The Brookfield Public Works department provided a
new, free-standing shed for the exclusive use of the Chamber for the purposes of the
Farmers Market. The shed provided secure on-site storage and protection for way-finding
signs and other items paid for with grant funding. Village Trustee C P Hall ensured regular
and complete collection of attendance data each Saturday of the Market and helped take-
down the tents and tables at it's close, President Garvey regularly helped set-up the
Market in the early hours of the morning, and the Brookfield Library had a booth presence

to underscore the tie-in with the Farmers Market as a place for education and learning.

Goals and Outcomes Achieved

There were four overall project goals for the Market Advertising and Education program:

1. Increase consumption of specialty crops and environmentally-friendly behaviors.
2. Improve collaboration and information sharing between farmers and consumers

3. Expand the public’s knowledge and understanding of growing cycles, sustainable

agricultural practices, and supporting roles of IDOA and farmers markets.

4. Develop life long demand for fresh foods and a specialty crops
Since all four goals of this project could only be accomplished by developing and
fostering a strong base of customers at the Brookfield Farmers Market, all completed
activities were to: attract people to the Farmer’s Market, encourage purchases of specialty

crop products, and encourage return trips.

SC-10-06 -- Brookfield Chamber of Commerce Page 5 of 10
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The particular activities and tasks undertaken were described under the previous section
of this report, “Project Approach”. As a reminder, they were: prepared and ran newspaper
print advertising on a continuous basis, developed and distributed various sizes of flyers
and posters, designed and placed market way-finding signs highlighting specialty crops at
six strategic locations, designed specialty crop vendor identification signs for day-of-
market display, designed and purchased appropriately sized re-usable shopping bags
highlighting specialty crops for (free) distribution at the Market, and purchase of exhibit

panels for on-site informational display.

The Chamber tracked and recorded hourly attendance at each of the Saturday markets,
June 2010-October 2010. The results are shown on the following table, along with 2009
figures for historical reference. As shown on the table, the market achieved an average
market day customer count of 442, which is consistent with the 2009 average attendance
of 450 when the Chamber received a Farmers Market marketing grant through the Illinois
Department of Agriculture. The 2010 and 2009 attendance figures are much higher than
those for 2008 (not shown), prior to receiving grant funding and when the average market
day attendance was 100 customers. The grant funded advertising and marketing activities
clearly have helped develop and support a stable specialty crop customer base, given the
jump in attendance between 2008 and 2009, and the stability of 2009 and 2010. Our
desired outcome of 700 customers per market — representing a 40% increase over the

prior year’s attendance — may not have been realistic without additional strategies.

SC-10-06 -- Brookfield Chamber of Commerce Page 6 of 10
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As a second measure of success, the volunteer Chamber market manager interviewed
farmers/vendors as to whether they met their individual sales goals/expectations for the
Brookfield Farmers” Market. We learned that while our specialty crop vendors don't set
specific sales goals in terms of dollar amounts that allow for quantitative measurement,
they do have a goal of selling as much as they can at the Market, and compare what they
sell at the Brookfield Farmers Market to other markets in which they participate. Specialty
crop vendors all reported very positive results regarding customer purchases at the
Brookfield Farmers Market. There was an unexpected downside to this success, however:

farmers often sold-out of their produce, well before market closing.

We have overheard numerous conversations among the specialty crop vendors, and
between the vendors and customers about growing practices and specific specialty crops,
evidencing success towards Goals 2 and 3 (although not “quantifiable”). We have been
successful in developing a very collegial Market atmosphere, and there is very positive
interaction between the vendors, customers, and Chamber volunteers. We attribute the
success largely to our efforts in providing sufficient space between vendors, having live
music, volunteer staff being “present” at every market and mingling with the vendors and
customers, helping vendors set up and take down, providing specialty crop vendor

signage, and cultivating an overall communicative and friendly environment.

The fourth goal, “Develop life long demand for fresh foods”, is long term and not

measurable. We did notice customers returning from the prior year, and we also observed

SC-10-06 -- Brookfield Chamber of Commerce Page 8 of 10
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that families are our a major customer base. This is reflected in our peak attendance hours
being mid- to late-morning, rather than early morning, as may be the case at more adult-
focused Farmer’s Markets. Further, we encourage parents to bring their young/elementary
school age children by having clowns at the Market, story hour, Library Summer Reading

Program registrations, Girl Scout fundraisers and special activities geared toward children.

Beneficiaries

The beneficiaries of this project were over 20 vendors of specialty crops, customers of the

Farmers Market, and the local communities of and around Brookfield. Benefits included:

Positive sales for small specialty-crop farmers

e Increased variety of specialty crops that are profitable to bring to outdoor
market

e Increased public awareness of and year-round demand for specialty crops

e Development of a long-term customer base for specialty crops, given: the
family-orientation of the Farmers Market, the strong attendance of young
children, and the extremely positive social interaction of the farmers and the
customers

* Increased vitality of the Brookfield community

e Economic sustenance of small businesses in the newspaper, printing and

agricultural industries.

SC-10-06 -- Brookfield Chamber of Commerce Page 9 of 10
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Lessons Learned

Project timelines and activities should take into consideration funding disbursement
schedules. We probably should have viewed this as a re-imbursement-based grant rather
than await grant funding to incur expenditures, developed a less time-sensitive work plan

or a work plan that is geared toward later in the market season.

Project implementation and grant administration placed heavier-than-anticipated burdens
on our volunteer staff. While we have opted to not pursue funding for 2012, we look

forward to applying to the Specialty Crop Grant Program again sometime in the future.

For significant further increases in attendance, we may need to try different marketing
strategies to reach new potential customers, such as social networking and other web-
based strategies. Paid local newspaper advertisements are useful in attracting some

customers, but the market “reach” and visibility of this strategy may be limited.

Contact Person

Michelle Ryan, AICP

3514 Rosemear Avenue, Brookfield, IL 60513
(0): (708) 387-9294

(m):  (708) 334-6464

mdryanconsulting@aol.com
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. Brookfield Chamber of Commerce

£

' EVERY SATURDAY, JUNE - OCTOBER
7:00 a.Mm. - 1:00 p.M.
Brookfield Village Hall, 8820 Brookfield Ave.

Proudly offering organic farm-fresh veggies,
tasty baked goods, live music and much, much more!

www.BrookfieldChamber.net
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EXPERIMENTAL STATION
2010 ILLINOIS SPECIALTY CROPS GRANT FINAL REPORT TO
THE ILLINOIS DEPARTMENT OF AGRICULTURE

b) Project Title: 61° Street Farmers Market Education Program

¢) Project Summary

i) The 61° Street Farmers Market, a program of the Experimental Station, is located in
the Woodlawn neighborhood. For over fifty years, this south side Chicago neighborhood
has been subject to all of the worst conditions of urban blight. Among these, the
neighborhood suffered the loss of its sources of healthy and fresh foods. With the
disappearance of the local supermarkets and corner stores, several generations of
Woodlawn residents have been able only to purchase fast foods and junk foods locally. In
addition to the negative health impact—egregiously high incidence of diet-related
diseases—the neighborhood has experienced a profound loss of food culture, the
knowledge of how to identify, prepare, and enjoy foods such as fruits and vegetables.

i) The 61°' Street Farmer Market was created to address the lack of food access and loss
of food culture in our neighborhood. Our educational programming—funded by the
Illinois Specialty Crops Block Grant—has been an important component in bringing
customers to the Market who otherwise might not imagine that the Market really is there
for them, or who would not know what to do with the fresh fruits and vegetables that the
Market brings into our underserved neighborhood. The 61% Street Farmers Market’s
educational programming has also been critical in helping to create, on Chicago’s South
Side, a growing demand generally for healthy food choices. By undertaking robust
educational programming that is ongoing, multi-dimensional and multi-generational, it is
clear to our customers and our community that our aim is to make fresh and healthy foods
available, accessible, affordable, and desirable.

iii) The 2010 Illinois Specialty Crop Block Grant funding built on outreach and
educational efforts undertaken by the Experimental Station/61" Street Farmers Market
since 2008, and compliments previously received funding from the Illinois Department of
Agriculture that helped us to create advertising and promotional materials distributed
throughout the community.

d) Project Approach
1) At-Market

The 61 Street Farmers Market provided at-Market educational programming for
approximately 500 customers each week throughout the Market season. Among
numerous additional groups and types of information, Market School offered *Meet Your
Master Gardener,” a preparation of kohlrabe slaw for youth by Top Chef Stephanie Izard,
a display by Growing Power of how and where they grow their organic vegetables, a
mapping of our Market’s vendors by the University of Chicago Department of Biological
Sciences, nutrition and well-being information by Holistic Health, how to do
vermiculture by Urban Worm Girl, answers to your organic gardening questions by
Master Gardener Ella Russell, a Seasonal Recipe Grab, information about local and
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sustainable agriculture by Pam Martin of the University of Chicago, information about
sustainable urban agriculture by the Chicago Botanic Garden and by Purple Asparagus,
an apple tasting by the Good Food Project, and health and nutrition information provided
by Joyful Eating.

Each week of the outdoor market season (mid-May through October), we provided
chef demonstrations by local volunteer chefs who prepare dishes based on Market
offerings. The setting is interactive and fun. Following the demonstration, customers
receive a taste of the dish and recipes are provided. Among our chefs and dishes this year
were: Chef Courtney Nzerbibe (rhubarb chutney); Chef Kocoa of Kocoa’s Kitchen (fresh
vegetable salad); Chef Alex Cheswick of May Street Market (strawberry gazpacho); Chef
Dave Butt of Operation Frontline (strawberry cobbler, pesto vegetable dish); Reluctant
Vegetarian Iccha Devi (variety of simple seasonal dishes); culinary enthusiast Dawn
Welsh (strawberry, radish and greens salad); Chef Paul Kahan (Publican Chicken and
Marinated Kale); Chef Courtney (chicken tacos with peach salsa and pickled onions);
Chef Courtney Nzerbibe (bread and butter pickles and giardiniera using Market
vegetables); Chef Michael Anthony (veggie wraps); Chef David Blackman (pasta with
seasonal vegetables); Chef Alex Cheswick (roasted butternut squash with Moroccan
spices); Chef Darius Bright (winter squash soup); Chef Samm Petrichos (salad with
seasonal vegetables and—Iater in the season—roasted butternut squash, kale, pear with
pumpkin).

Thanks to the generosity of Market volunteers and our vendors, we were also able to
offer weekly tastings for customers of vendors’ products. These, usually simple,
preparations provide another way for our customers to learn about our Market’s
offerings, to try products that they might not otherwise buy, and to get some new ideas
about how to prepare and enjoy them. Among the numerous fruits and vegetables—as
well as meats and homemade pastas—that were tasted this year were: asparagus and
mushroom dishes, portobella mushroom breadless pizzas, sauteed asparagus, sauteed
cabbage with herbs, cabbage slaw with fresh corn and tomatoes, sauteed summer squash,
tomato sauces, apple salad, baked apple with cinnamon, Hungarian goulash, roasted
mushrooms, and roasted chestnuts.

In-School

Our in-school educational outreach is intended to familiarize local elementary school
students with the types of fruits and vegetables that are grown by season in Illinois, to
teach them about how these crops grow and when, to introduce them to the difference
between sustainably and industrially produced crops, and to promote the Market, which is
their local source of fresh fruits and vegetables. As part of the hour-long presentation,
each child receives a chef hat to decorate with his/her favorite fruits and vegetables, and
children are given a taste of a seasonal fruit or vegetable sold at the Market. The lesson
ends with the distribution of $3 of Market Money for each child to spend at the 61* Street
Farmers Market. Although the Market does not require children only to purchase fruits or
vegetables with their Market Money, due to the small denomination, they generally spend
them on strawberries, apples, or other type of fresh fruit. Our farmers and vendors are
willing to accommodate them. All Market Money was reimbursed by matching funds
contributed by the Market.
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In 2010, in partnership with Fresh Connections, we worked with 330 children, grades
1-5, at the Carnegie, Fiske, and Fermi Elementary schools. In addition, we conducted one
healthy eating workshop for 18 parents at the Fiske Elementary School. The healthy
eating workshop contained the same content as the in-school school workshops.
However, it was directed toward an adult audience. Parents learned about the health
benefits of eating locally grown and produced fruits and vegetables, which fruits and
vegetables are grown in Illinois, how fruits and vegetables are grown, and when they are
available at the Market.

Farm Visits

The 61% Street Farmers Market organized two trips for 45 local youth and 3 of their
parents (plus ES instructor chaperones) to visit the farms of producers selling at our
Market where the groups learned about what crops our farmers grow, how they grow
them, what it is like to be a farmer, and what it feels and smells like on a real farm. Our
visits to Tempel Organic Farms, River Valley Ranch, and Growing Power’s urban farms
introduced them to a variety of vegetables (including mushrooms and watercress),
growing practices (aquaponic systems, hoop houses, mushroom production, planting
cover crops for pest control, installing wire fences with apple scent to protect crops from
deer, composting, vermiculture, etc.), and irrigation methods. Although our youth did
have an encounter with a flock of pasture-raised chickens at Tempel Organic Farms—an
organic vegetable farm that also has some chickens—the very successful trip was focused
on learning about how Tempel grows the organic vegetables they sell at our Market.

The youth who participated in the farm trips are primarily Woodlawn and South Side
youth associated with Blackstone Bicycle Works, our community bike shop and youth
education program. They ranged in age from 8-18 years old, and are almost all from low-
income families on public assistance.

Each trip involved the rental of a bus for the day (7:30am — 5:00pm), advertising,
youth sign up, the completion and return of liability forms, purchase and preparation of
lunches and snacks for all participants, and organization of farmers, instructors and
chaperones to accompany and teach.

After-School

In partnership with Careers Through Culinary Arts Program (CCAP), 61 Street
Farmers Market manager, Dennis Ryan, provided cooking instruction to 60 southside
teenagers in two series of after-school classes held in the spring and fall. CCAP’s mission
is to introduce interested youth from the South Side to the culinary arts by enrolling them
in a 10-week program (30 students per series, 3 hours/day, 3 days/week) over the course
of which these youth learn cooking techniques, preparation of a variety of different foods,
how to select and source foods (organic, sustainable, seasonal, local vs. industrial and
non-local), and what it is like to work in the food industry. In addition to bringing strong
cooking skills, Mr. Ryan brings to the program the 61 Street Farmers Market’s strong
advocacy for purchasing and preparing locally and sustainably grown fruits, vegetables,
and meats.

Page 73 of 487



IL Final Report - 12-25-B-0921 December 2012

Adult Cooking
Our adult cooking series got off to a slower start than we had hoped. In the spring, we

offered two series of 5 classes each, taught by Benjamin White, a cook with a warm,
outgoing personality and years of experience preparing vegetarian dishes. The three
students who attended on a regular basis very much enjoyed the classes and took away a
variety of ideas and recipes for eating healthy. Backtstory Cafe contributed a number of
non-Specialty Crop ingredients including olive oil. Purchase of non-Specialty Crop
ingredients, such as bread and cheese, was paid by Experimental Station with matching
funds.

Consultation with other programs that offer adult cooking classes revealed our
experience with the first cooking class not to be unusual. In order to ensure stronger
participation for our fall series of classes, we decided initially to partner with Operation
Frontline, which offers as enticements a course certificate and a free bag of ingredients
each week to each participant. We advertised the two fall cooking series (5 classes each)
to our LINK customers at the Market. There was strong interest in the program, perhaps
due to the enticements. In the end, the partnership with Operation Frontline did not
continue, due to lack of funding on their part. However, our instructor, Gabrielle
Darvassy, created two very successful series of five classes, plus three bonus classes (due
to continued interest), for a group of 10-15 participants. We also made the decision to
follow through on our promise to provide small bags of ingredients for participants, as
that may have been a key reason for participation in the classes. Experimental Station
contributed non-Specialty Crop ingredients such as olive oil, butter, vinegar, and spices
from our kitchen.

i) We have been very pleased to see the growth in the number of LINK/SNAP customers
shopping at the Market and increased purchase and consumption of fruits and vegetables
among this group. We believe that this is the result of a number of factors: strong
advertising and promotional outreach in the Woodlawn neighborhood; strong educational
programming that builds knowledge about food and its preparation; the creation of strong
and trusting relationships between Woodlawn residents and the Market; the provision of
incentives such as our Double Value Coupon Program (funded by our Wholesome Wave
partners) that matches LINK/SNAP purchases up to $25 per cardholder per market day.

e) Goals and Outcomes Achieved
i) The Experimental Station/61* Street Farmers Market completed the following
activities:
= Organization and coordination of 31 weekly at-Market ‘Market School’
instruction (nutrition, sustainable farming practices, etc.) and activities (including
chef demos and tastings) for 61 Street Farmers Market customers.
= Instruction on nutrition, sustainable farming, and healthy eating to 11 classes of
primarily low-income elementary school students and one group of parents.
= QOrganization and supervision of 2 day-long farm trips to local farms (rural and
urban) that produce Illinois Specialty Crops to learn about sustainable farming
practices.
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= In partnership with Careers In Culinary Arts Program, 20 weeks of instruction (9
hours per week) to 60 low-income high school youth from Chicago’s south side.

= 23 cooking lessons and instruction on how to eat healthfully on a tight budget
provided to 18 adults. The classes focused on Illinois Specialty Crops.

i) N/A

iii) Projected Outcomes Compared to Actual

1) We expected to work with approximately 330 local low-income elementary and high
school students to teach them the benefits of sustainable agriculture, nutrition and food
preparation.

Actual:
In-school: 330 students + 18 parents
Farm visits: 45 youth + 3 parents
High school: 60 high school youth

91+% of the 48 local youth and parents participating in the farm visits reported an
increase in knowledge about how food is grown as a result of visiting the farms.

100% of the 30 youth participating in the fall 2010 high school after-school cooking
classes reported that they had learned something new about health and nutrition that
they would use in their daily lives through their participation in the program. 90% of
these stated that they had already changed their lifestyle and/or diet to be healthier
because of what they had learned. Some of the ways they had done so were “drink
less pop,” “cut down on chips and eating more fruit,” “started buying more fruit and
vegetables,” “eating breakfast more,” “stopped eating at McDonalds and drinking
pop,” “eat complete meals, don’t skip meals, limit snacking.”

2) We expected to increase the attendance of low-income residents at the Market over the
previous year.

Actual:
The 61 Street Farmers Market redeemed $10,118 in LINK purchases in 2010. In
addition, we reimbursed our farmers and vendors $7,335 in Double Value Coupon
purchases made by LINK recipients. These figures are more than twice our 2009
figures.

61% of LINK customers surveyed in our 2010 Market survey on a very rainy day in
September reported being new to the Market in 2010. Of these, 94% reported that
they come to the Market primarily to purchase fresh produce.

3) We expected to work with approximately 30 local adults through two cooking class
series in 2010. Through these classes, we aimed to increase their knowledge of how and
why to purchases sustainably grown foods, and how to prepare the foods they buy.
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Actual:
Number of participants: 18

100% of the adult participants surveyed reported an increase in the number of meals
cooked per week.
4) We expected to increase local knowledge of foods, food preparation, sustainable
farming practices, and nutrition among children and adults through weekly Market
School programming.

Actual:
55% of Market customers who took our 2010 Market survey in September
reported an increase in knowledge about how food is prepared as a result of
weekly Market School programming. 58%o reported an increase in knowledge
about nutrition and healthy eating as a result of weekly Market School
programming.

iv) According to our annual survey, 70% of the LINK/SNAP customers surveyed at the
Market in September 2010 reported an increase in consumption of fruits and vegetables
as a result of shopping at the 61 Street Farmers Market. This is the first year that we
have gathered that information in our survey.

f) Beneficiaries

i) Low-income residents of the Woodlawn neighborhood who shop at the 61 Street
Farmers Market and neighborhood children from low-income families are the primary
beneficiaries of the educational and outreach efforts supported by the Experimental
Station/61°*" Street Farmers Market 2010 Illinois Specialty Crop grant.

Producers of Illinois Specialty Crops that sell at the 61% Street Farmers Market benefited
from increased sales resulting from educational and outreach efforts supported by the
Experimental Station/61*" Street Farmers Market 2010 Illinois Specialty Crop grant.

The general population of Chicago’s south side that shop at the 61 Street Farmers
Market benefited from at-Market educational activities.

if) In 2010, our LINK/SNAP customers purchased $10,118.44 of LINK-eligible foods,
$5,751.69 (57%) of which was spent on Illinois Specialty Crops. To that $10,118 is
added another $7,335 in Double Value Coupon sales. Of the $7,335 in DVCP purchases,
$4,059 (55%) was spent on Illinois Specialty Crops. Thus in 2010, the 61 Street Farmers
Market’s LINK and DVCP programs enabled our low-income neighbors to purchase
$9,810.69 in fruits and vegetables at our Market and generated $9,810.69 in revenues for
producers of Illinois Specialty Crops.

g) Lessons Learned
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i) We have learned that there is great interest and need in the Woodlawn neighborhood
for sources of fresh and healthy foods and nutrition education. At the same time, there are
also numerous social, financial, cultural, and other obstacles that individuals face that
prevent them from following through on their interest. It is important to identify these
obstacles to better understand the success or failure of components of the project and, in
some cases, how to create incentives that will lead to success in the long term.

i) We have been pleased that the 61 Street Farmers Market educational programming
and incentives for low-income customers has been embraced as the model for other
markets in the Chicago area put forward by LISC/Chicago and Kraft Foods in a recent
RFP for funding.

iii) Although many of our neighbors demonstrated initial interest in participating in the
spring series of adult cooking classes, and even signed up for them, the majority of these
did not actually attend. We discovered that promoting the cooking classes to adults who
were not previously Market customers was not as effective as promoting them through
the Market itself. We believe that adults that already had experience of the Market were
more confident and less fearful of trying the cooking lessons, being familiar with the
location and with people associated with the Market. We then encouraged them to bring a
friend.

h) Contact Person

i) Connie Spreen, Executive Director, Experimental Station
Phone: 773-241-6044
Email: connie@experimentalstation.org
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No Downtime for the 61st Street Farmers
Market!

The 61st Street Farmers Market, a program of Experimental Station,
ended its third market season on December 18. Despite what you
may think, the Market does not actually go into hibernation until May.
During these months, we are busy taking stock of last year's
activities, teaching adults and children in the local community about
food, healthy eating, and sustainable farming practices, raising
money to continue our programs, and getting ready for our fourth
season—which will open on Saturday, May 14!

We are very pleased that, in 2010, the 61st Street Farmers Market
drew new vendors and many new customers to our Market, putting
smiles on our farmers' and vendors' faces and breaking our own
record for LINK/SNAP (formerly food stamp) sales. From 2008 to
2010, our LINK sales have grown from $1,100 to $10,100—that's an
increase of almost 1000%! Plus our Double Value Coupon Program,
funded by Wholesome Wave, enabled us to match LINK sales up to
$25 per cardholder per market day, putting yet another $7,300 of
fresh fruits, vegetables and other healthy foods on the tables of our
neighbors.

Here are some additional achievements of the 61st Street Farmers
Market in 2010 and things already in the works for 2011:

http://www.experimentalstation.org/node/259

[ | [search]|

How to Reach Us

The Experimental Station
6100 S. Blackstone Ave.
Chicago, IL 60637

Map | Directions

Main Office: 773-241-

6044

Bike Shop: 773-241-5458
info@experimentalstation.org¢

Join Our E-mail List!

Donate

Your donations directly
support our innovative
mix of cultural projects
and small enterprises.

Put "Blackstone Bikes" in
the memo line to double
your donation through our

matching grant.

We also accept in-kind
donations -- check out our
wish list to see what we
need.
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* We provided workshops on healthy eating to over 300 Woodlawn
children from grades 1-5.

* We provided 20+ free cooking lessons to 18 adults from the local
community.

* We helped to provide 20 weeks of after-school cooking lessons to
60 high school youth from the South Side.

* We took 45 local youth on two day-long trips to farms operated by
farmers who sell at our Market.

* We are providing weekly cooking lessons to Woodlawn youth (ages
8-16), teaching them to prepare healthy and delicious dishes at
home.

* We have created a "Farmers Market Healthy Eating Workbook" to
use in our in-school workshops in 2011 and 2012, and that students
can take home to their families to teach them about how and when
fruits and vegetables grow and are prepared.

* With a grant from the USDA, we are providing free consulting
services to all farmers markets in lIllinois that are interested in
instituting LINK/SNAP services and double value incentive programs
at their markets.

We are now gearing up for the 61st Street Farmers Market's fourth
season serving the Woodlawn, Hyde Park and surrounding
neighborhoods. In 2011, the Market will continue to grow, as we add
new vendors, new customers, and new initiatives to make the
healthiest foods around accessible and affordable for all.

In 2011, the 61st Street Farmers Market's will operate outdoors rain
or shine EVERY SATURDAY from MAY 14 - OCTOBER 29, 9AM-2PM.
The Market is located on 61st Street between Dorchester and
Blackstone Avenues. See you there!

The 61st Street Farmers Market is currently funded by the United
States Department of Agriculture, lllinois Department of Agriculture,

http://www.experimentalstation.org/node/259
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Upcoming
events

= No upcoming events
available

Copyright © 2005-
2006, The
Experimental Station.
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The Searle Funds at The Chicago Community Trust, Leo S. Guthman
Family Fund, Harper Court Arts Council, Wholesome Wave, and
individual donors like you.

March 29, 2011 - 4:44pm Permalink
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Former SNAP Recipient Helps Increase Access to Fresh Produce at Farmers Markets

Posted by Megan Bensette, Public Affairs Intern, FNS Midwest Region, on March 24, 2011 at 4:10 PM

Corey Chapman, EBT Coordinator for City of Chicago farmers markets,
processes a woman’s benefits card so she can purchase items at the market.

If there’s one thing Corey Chatman is passionate about, it’s making sure everyone has access to fresh fruits and vegetables. Maybe it’s because he knows what
it’s like to rely on the Supplemental Nutrition Assistance Program (SNAP) for nourishment.

During the recent financial crisis, Corey was down on his luck and needed SNAP assistance to make ends meet. After he found a job with the Chicago-area
nonprofit, Experimental Station, Corey was able to discontinue his SNAP benefits. To this day he’s adamant about promoting the safety net that helped him
through a tough time.

“I view this as a tremendous opportunity to give back to the community...by helping a valuable government program that helped me when I needed it the
most,” he says. For his day job, Corey helps Chicago farmers markets set up Electronic Benefit Transfer (EBT) machines so they can accept SNAP benefits.
He set up the first EBT machines in 2010, and soon after farmers markets sales soared. Participating markets earned a record $28,944 in total SNAP/EBT
transactions. And one market even broke Illinois state records for both complete season and one day sales.

Ensuring families have access to nutritious food, including fresh fruits and vegetables, is a key objective of the First Lady’s Let’s Move! initiative aimed at
reducing childhood obesity and improving the health of Americans. And farmers’ markets are vital in providing this access. Corey’s future plans include
implementing EBT machines at farmers markets across the state. He will happily offer free EBT consulting, training and on-site maintenance services to
market managers, thanks in large part to a USDA Farmers’ Market Promotion Program (FMPP) grant.

We look forward to an update on Corey’s work as he continues to help those in need.

Tags: Chicago, EBT, FMPP, ENS, Illinios, Let's Move, SNAP

Food and Nutrition

2 Responses to “Former SNAP Recipient Helps Increase Access to Fresh Produce at Farmers Markets”

1. Toucan Foods says:
03/24/2011 at 5:16 PM

This is fantastic! What about adding CSA’s to the program? | would love to see this rolled out in central Ohio where Toucanfoods.com is working to
connect people to information about eating fresh foods. We are developing a directory of Farm Markets and CSAs to include on our website and
indicating if they offer SNAP EBT machines.
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[ | [search]|

Summer Farm Field Trip

How to Reach Us

The Experimental Station
6100 S. Blackstone Ave.
Chicago, IL 60637

Map | Directions

Main Office: 773-241-

6044

Bike Shop: 773-241-5458
info@experimentalstation.org¢

Join Our E-mail List!

Farms in August may be hot, humid and full of smells and insects not usua Donate

found in the city, but when twenty-five youth went on the third annual farn

trip with the Experimental Station, they soon learned to love the chickens.

Drawing kids from the Blackstone Bicycles Works Youth Program and the  your donations directly

neighborhood, the August 31st tour visited Tempel Farms Organics (Old Mi support our innovative

Creek, IL) and River Valley Ranch (Burlington, WI), where we learned abou mix of cultural projects

raising chickens and growing mushrooms, respectively. and small enterprises.
Put "Blackstone Bikes" in

the memo line to double
your donation through our

matching grant.

September 21, 2010 - 2:40pm Permalin

We also accept in-kind
donations -- check out our
wish list to see what we
need.
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1) Narrative
a, b) Summation & Project Title

The purpose of the Edgebrook Farmers Market Specialty Crop program featuring
“Learn Great Foods” cooking demonstrations was to increase the education and
awareness of our specialty crops to create healthier lifestyles. We made this happen
through increased advertising and hosting cooking demonstrations on-site by Learn
Great Foods from May to October. Our increased funding allowed us to educate the
public, while also allowing them to ask questions, taste test and take home free
educational Foodbooks for future use. We had a very successful summer long
initiative where we spoke at seminars, worked with other local partnering
organizations and our farmers market to increase traffic flow. We plan on continuing
to educate the public in future years by hosting similar demonstrations.
c) Project Summary

i) Planning for this initiative went very well. We were able to get our
Foodbooks at a very reasonable cost by ordering in advance. This worked to our
advantage and allowed for us to make any necessary changes based on scheduling,
seasonal crops, availability etc. After placing our order, dates of specialty crops
being grown and farmers’ conflicting schedules caused us to change our original
Foodbook order. Our contacts at Learn Great Foods were very understanding and
flexible to help modify our six month plan to fit our needs based on unexpected
circumstances. Overall, we had little to no deviation from what we originally
intended to do. We scheduled twelve specialty crop demonstrations, two per month

starting in May and ending in October. May 19" we featured asparagus in an
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asparagus lemon pasta and May 26" we featured herbs in a spring green soup recipe.
June 16™ we featured lettuce with a warm greens and herb salad (with bacons and
blue cheese) and on the 23" we featured strawberries in a refreshing strawberry
smoothie recipe. On July 14™ we featured beans in a grilled chicken and yellow wax
bean salad and on the 21°* we featured tomatoes in a summer salad with fresh dill
recipe. On August 11™" we featured blueberries in a blueberry chipotle barbeque
sauce and on the 18" we featured eggplant in a grilled eggplant and pepper sandwich
bites with a lemon garlic aioli sauce. On September 8" we featured potatoes in a
french potato salad and on the 15" we featured apples in an apple, celeriac, and
potato mash. On October 6" we featured winter squash in a roasted butternut squash
(in brown butter and nutmeg) and on the 13" we featured pumpkin in a pumpkin
chipotle sauce.

i) It was very helpful to host special demonstrations in order to set us apart
from all other local farmers markets this year. While many local businesses
attempted to create a brand new farmers market, Edgebrook was able to distinguish
ourselves from every other market by adding in a way for people to shop and learn
the right way to utilize the specialty crops they purchase for healthier eating. We
also feel that our special & unique Learn Great Foods demonstrations came at just the
right time. While there was an increase in the number of farmers markets for 2010,
we were able to offer a special way for consumers to get more out of their shopping
experience.

Our Learn Great Foods demonstrations were very successful and well received

from the start. We were a little concerned that the traffic flow would be light
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because our farmers market is significantly smaller in May than the rest of the season
because of crop growth, etc. We were very pleased with the amount of people that
visited our market, and especially the people that supported our cooking
demonstrations. We purchased roughly 200 total foodbooks for each individual
specialty crop being promoted. Based on our reports there were between 65 and 150
foodbooks given away at demonstrations. Although we do not track the specific
number of attendees at the market, it is safe to correlate the amount of foodbooks
given away to the amount of people engaged in the cooking demonstrations. The
remainder foodbooks were given away in complete bundles of all twelve different
books to promote the demonstrations to co-operative partners or people willing to
advertise these demonstrations at no cost. We also left extra foodbooks at
proceeding markets for people to take if they missed a previous demonstration and
wanted to collect the twelve different types. Our pre-planning efforts worked to our
advantage resulting in well attended demonstration in May. We also noticed the
awareness spread when media outlets began to inquire and invite us to do early
morning on-air demonstrations along with interviews for stories in print media. We
also partnered with local organizations to talk at “Planting Pride” meetings put on by
the City of Gardens through the Rockford Park District. We also strategically placed
our advertising around each of these opportunities leading up to each demonstration
date throughout the six months.

iii) Our previous grant in 2009 helped to increase our advertising for the
Edgebrook farmers market as a whole. Even though it did not directly help to

increase awareness specifically for our Learn Great Foods demonstrations, it still
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increased awareness about our great summer long farmers market through effective
advertisements and marketing. This allowed us to show that we are active and in
support of the city-wide effort to promote locally grown specialty crops. This was a
nice compliment to show Edgebrook’s dedication to this great cause and continued
building through awareness.

d) Project Approach

i) Our farmers market continued to attract consumers and the assigned chefs
did an excellent job demonstrating and keeping everyone engaged. Each chef went
into great detail regarding ingredients, how to prepare, the specific vendors they
purchased the specialty crops from, and a little background of the significance in
eating fresh locally grown produce. The biggest challenge is always to engage more
people and to spread the word. Many of the people that know about it are very
impressed. The focus going-forward is to keep growing the program to increase our
following.

ii) We have worked with GinestraWatson Advertising Agency to create a media
schedule to utilize newspapers, posters/handbills, radio, television and internet
advertising. We used grant dollars along with our matching funds to create constant
awareness. A good amount of our advertising dollars went to the local newspaper
(The Rockford Register Star and Rock River Times) because we have found through our
tracking that they bring a lot of hits to our website, where we also promote the
farmers market, Learn Great Foods and the Illinois Department of Agriculture “Where

Fresh Is” campaign.
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e) Goals and Outcomes Achieved

i) Posters and handbills were dispersed at Edgebrook merchant stores and at
special events in the local community to create a co-operative advertising plan. For
tracking purposes we also purchased recyclable bags promoting Edgebrook in
conjunction with the City of Gardens (Rockford Park District). We used these bags as
giveaways that we were able to track as well. In conjunction with our paid
advertising, a press release was sent to media outlets to help create added
awareness. The market was also listed on several community calendars, company
websites, facebook and twitter. We were able to create very specific target market
ads by teaming with Cumulus Radio as well. Their statistics helped us to customize
the specific times/days we advertised, to inform listeners of where they could find
specialty crops at our farmers market. We teamed with “Peak On The Go” to
advertise directly to health conscious consumers. “Peak On The Go” chose to support
our cause by writing an article extolling our specialty crops and promoting the market
as a healthy eating option, which was at no cost to us. We also had a no cost
opportunity to demonstrate specialty crop lettuce on our local news station to early
morning viewers prior to the market that day. We purchased roughly 200 total
foodbooks for each individual specialty crop being promoted. Based on our reports
there were between 65 and 150 foodbooks given away at each individual
demonstration. This was roughly over 1,000 total foodbooks distributed throughout
the season between May and October. Each recipe utilized a variety of crops from
the market which gave an increased benefit to our demonstrations all season. Even

though we highlighted one particular specialty crop, others were used to support and
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in turn we were able to create awareness on multiple crops each week. This helped
to create the value of all types of crops that were sold at our market. Our free
giveaway foodbooks helped the demonstrator discuss which specialty crops were
significant and which specific farmers at our market sold these crops. Each foodbook
was filled with interesting information and facts regarding specialty crops. It was
difficult to determine which foodbooks were more favorable over others, | feel they
were all very beneficial in their own right. The only two reasons we feel distribution
was down on some foodbooks is due to inclement weather and late delivery of certain
foodbooks, which were factors out of our control.

ii) Each of these strategic advertising media contributes to the crucial
marketing program we have integrated for effectiveness. We have set the foundation
necessary in order to build on this for a “big picture” plan.

iii) The effectiveness of our advertising was based on repetition and
recognition. Our goal was to link our farmers market and IDOA together to
acknowledge healthy living associated with the specialty crops we offered. In order
to accomplish this goal, we consistently advertised this message to the general public
as they were faced with many options of where to purchase specialty crops. We
wanted to continue to retain our current consumers, but gain as many more as we
could. The farmers and growers selling these specialty crops were able to educate
consumers on the crops that they sold. These vendors have a passion for promoting
specialty crops and create relationships with their clientele to encourage repeat

sales.
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iv) We have begun the planning process for 2011; we will develop our own
cooking demonstrations with the chefs at the eateries at Edgebrook. They will do a
very similar process to promote healthy eating of locally grown specialty crops. They
will also have the opportunity to offer specials within their own eateries incorporating
the recipes they used at the farmers market. This is the type of natural tie in that we
see working for the benefit of both our farmers market and our Edgebrook retailers.
We will also continue to advertise our future efforts to enhance the effectiveness of
the market. In all of our advertising/marketing efforts we will be sure that we are
tracking the effectiveness to see what is working, driving traffic and worth continuing
for future success.

f) Beneficiaries

i) There are many individuals and businesses that have benefited from the
funding of this advertising grant. The farmers of the Edgebrook farmers market,
Edgebrook merchants, Learn Great Foods, GinestraWatson advertising agency, The
Rockford Park District, Cumulus broadcasting, Peak On The Go, Cumulus, Comcast,
The Rockford Register Star, The Rock River Times, and health conscious consumers
that were involved and participated in the 2010 Edgebrook Farmers Market.

This project benefited all parties involved that were able to capitalize on the
opportunity to partner with such an initiative that is unique and different. The
purpose of this project was to create awareness and to educate consumers on the
benefits of specialty crop consumption. This translated into increased sales and will

allow the Edgebrook farmers to prepare and grow specialty crops for 2011.
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i) This is also beneficial because we used our grant funds to support other
local businesses and to keep our dollars within our local community. Our future goals
are to continue educating and bringing awareness within our local community to
emphasize specialty crops through marketing/advertising and unique initiatives.

g) Lessons Learned

i) As a result of this project we have learned that hosting demonstrations along
with having a strong marketing and advertising plan is associated with increased
traffic, which translates into positive selling. Positive selling is a direct result of
consumers’ interest in the benefits of specialty crops and value healthy lifestyles.

ii) There are always going to be unexpected circumstances that will pose a
challenge. Since we are an outdoor retail center, weather always poses a threat to a
great day of sales. We were able to customize our marketing efforts with creative
advertising, regardless of poor weather conditions. We found that although weather
does have an impact, it is not cause for a bad selling day.

iii) Consumers will still shop for the specialty crops that they need, especially
if they know they can only get these crops on Wednesday from 9 a.m. to 1 p.m. We
are much better at working with the weather conditions and the seasonal impact on
specialty crops. We will continue to promote appropriately going forward.

h) Contact Person

i) The best person (or persons) to contact are myself, Andrea Mandala -
Marketing and Events Coordinator and | can be reached by phone at 815-398-8957
(office) or 815-218-8476 (cell) or email at amandala@orputcompanies.com. If I am

not available, Mike Boehm- Director of Property Management can be reached by
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phone at 815-398-1708 (office) or 815-713-8755 (cell) or by email at
mboehm@orputcompanies.com.
I) Additional Information

i) Edgebrook appreciates the financial contribution IDOA provided in order to
make our 2010 farmers market a continued success. It has been great to be a part of
an initiative promoting specialty crops and healthier lifestyles. As we move forward
with our efforts we will continue to evaluate effective and unique ways to promote
healthier eating to our community. You may visit our company websites at

Edgebrookshops.com or orputcompanies.com.
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Spring Green Soup

| Serves § |

Recipe by Patricia Lebubardt, Great Galena Cookery, Galena, fllixois

ingredients . Directions

2 tablespoons olive oil - L

1 or 2 leeks or rhubarb stalks,
diced

1 bunch asparagus, trimmed
and cut into ¥-inch pieces

2 cups ciny fresh or frozen peas . 3,

8 cups chicken or vegetable |
stock 4

¥ cup small pasta, such as orzo
or small shells

1 can cooked white beans

handful of herbs, finely chopped

freshly ground black pepper

and salt to raste

In a soup pot, heat the olive 0il and add the
leeks (or rhubarb). Sauté uniil sofrened and
starting to brown.

Add the asparagus, peas, and stock. Bring to
a boil and simmer unril almost tender, about
3 minutes.

Add the pasta. Cook until tender, about 5
mijuees,

Add the beans and heat thoroughly.

Add the herbs,

Check for seasoning and add pepper and salt,
if needed.
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“The Know Your Food...Know Your Farmer" Green City Market
Brochure

Green City Market
Final Report - SC-10-09

PROJECT SUMMARY

Green City Market publishes an annual brochure called "Know Your Food . .. Know

Your Farmer." The piece, available for free, serves as a platform to promote our Market
highlighting our farmers and producers, their sustainable missions and their certified -or
soon to be certified -crop and agricultural practices. In previous years, Green City
Market published 2,000 copies; however, with the significant increase in traffic we
experienced in 2009, along with establishing a year round presence kicked off in 2009,
it became apparent that we had to be prepared to have ample supplies of this important
and vital brochure.

Green City Market applied for a grant to the lllinois Department of Agriculture to assist
us with increasing the number of copies to be printed and to create a more robust piece
on recycled paper. With your support, we were able to print 25,000 copies of our
brochure directly impacting our educational efforts and informing the general public
about our organization, our farmers and producers, and the crops they bring to the
Market for sale each week. We were also able to extend our reach to so many of our
new patrons as the brochure acts as an introduction to our farmers and their growing
philosophies. The timeliness and necessity of receiving funding for the brochure could
not be more important as we seek to provide resources to our new and existing
customers. The Know Your Food...Know Your Farmer" brochure is the top
educational piece for Green City Market. It also serves as an extension of our
mission: To improve the availability of a diverse range of high quality foods; to connect
local producers and farmers to chefs, restaurateurs, food organizations and the public;
and, to Green City Market support small family farms and promote a healthier society
through education and appreciation for local, fresh, sustainably raised produce and

products.
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PROJECT APPROACH

In March 2010, our Application Committee met to review 2010 Farmer Applications and

voted on those farmers who would be allowed into the market based on their
certification and agricultural and land preservation practices. We received a record
number of applications, over 85, and 60 vendors were approved. This number is a
significant increase from 2008 when we had just 45 farmers at Green City Market. Of
these 60 approved vendors, all but 4 of them were specialty crop producers. The 4
vendors that were not specialty crop producers sold prepared foods at the Market. In
order to ensure our Know Your Food...Know Your Farmer brochure solely enhanced
the competitiveness of specialty crops, the prepared foods vendors are required to
purchase their product ingredients from specialty crop producers at Green City Market.

Matching and In-kind support also supported these portions of the publication.

During first quarter of 2010, our Brochure Committee, including Green City Market
Board Secretary Virginia Gerst, met to discuss and plan next steps. We also brought in
Pon Angara, owner of Baraka Creative, who assisted us with the brochure over the past
few years. We chose a local firm to print our brochure, Dot Press, who submitted the

lowest bid.

From March thru May 2010, our committee reached out to our farmers for bios, photos
and other related information for inclusion in the brochure. This was a significant task for
our team as many farmers were out of town or hard to reach. It was imperative that
every farmer be contacted, though, to ensure inclusion in "Know Your Food ... Know
Your Farmer." By the June, all materials were in the hands of the printer. Copies were

delivered to the Green City Market office and immediately available on Market dates.
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GOALS AND OUTCOMES ACHIEVED

Pioneering local organic food advocate Alice Water has proclaimed Green City Market

lithe best sustainable market in the country” and in 2007, USA Today named Green City
Market one of the country's top 10 markets. With your support, we were able to build on
the momentum Green City Market created in 2009 while developing highly visible
programs and increasing awareness of Green City Market through these marketing and

promotional vehicles.

The "Know Your Food . . . Know Your Farmer" brochure further enhanced the message
and mission of Green City Market and acted as the most visible (and free) educational
piece for our new shoppers. This piece was widely distributed and was dispersed to
every tour group that came through the Market as well as every shopper. The Know
Your Food...Know Your Farmer brochure further connects our shoppers with our
specialty crop producers and customers are really able to get to “know their farmer.”
This allows our customers and shoppers to begin building a meaningful relationship with
their farmer. Once these relationships are formed, customer loyalty skyrockets and our
producers benefit from continued and reliable sales.

Because of our Know Your Food...Know Your Farmer publication, our producers are
happy to be able to report that compared to 2009, over half of our vendors saw
increased revenues or no decline in sales. See below section “BENEFICIARIES” for

more information on this statistic.

Green City Market has experienced a 40% increase in overall visitors and we anticipate
over 200,000 patrons will attend our market by the end of 2010. Over 35,000 children
visited Green City Market -a significant increase from 2009. This was due in part from
developing tours that embraced our market and our Edible Gardens at The Farm in the
Zoo program. Children received a guided tour from one of Green City Market's
seasoned volunteers and were given the opportunity to taste farmer's products made
available at the "Green City Market Children's Tasting Table."
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BENEFICIARIES

Thousands of Chicagoans benefited directly from receiving the "Know Your Food ...

Know Your Farmer" brochure. As a result of the lllinois Department of Agriculture's
support, we increased the copies available for distribution and expanded our reach to
children, families, and market patrons. This included Chicago school groups who visited
and toured The Market and allowing us to distribute our brochure at special events. This

year's school groups and field trips included:

4/28 Immaculate Conception School-Chicago, IL

5/5 St. Ann School -Chicago, IL

5/6 Hamilton School-Chicago, IL

5/12 Polaris Charter Academy -Chicago, IL

5/13 Lincoln Park Preschool-Chicago, IL

5/19 Whitney Young Charter Academy -Chicago, IL

5/20 Rondout School District -Lake Forest, IL

5/26 Common Threads -Chicago, IL & Willard School-Evanston, IL
5/27 British School -Chicago, IL

6/2 Francis Parker School-Chicago, IL

6/3 Jewish Day School of Chicago -Chicago, IL

6/23 Immaculate Conception School-Chicago, IL

7/7 Lakefront Children's Academy -Chicago, IL

7/14 Park West Montessori School -Chicago, IL

7/21 Rockford School District -Rockford, | L

8/25 DePaul University -Chicago, IL

9/8 North Shore Country Day School-Winnetka, IL

9/22 Eisenhower High School-Blue Island, IL

9/29 Francis Parker School-Chicago, IL & La Lectura Montessori -Berwyn, IL
9/30 Saint Monica's Academy -Chicago. IL

10/2 Junior League of Chicago/Cabrini Green -Chicago, IL
10/6 Mozart Elementary -Chicago, IL

10/7 Latvian Preschool-Chicago, IL

10/13 Mozart Elementary -Chicago, IL

10/20 Catherine Cook School -Chicago, IL

10/27 Libby Elementary -Chicago, IL

Having the opportunity to promote Green City Market to children and groups
significantly raised the awareness of our farmers, helped to increase sales and acted as
an introduction to our farmers to new and loyal customers -and to the next generation of

market supporters.
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Our Farmers and Producers have benefited so greatly from the grant. As we mentioned
earlier, your support has made a big difference to our market, helped to expand our
reach to a larger audience of consumers, and further extended the mission of Green

City Market to hundreds of thousands.

We have been able to reach Chicago Public and Private Schools, inviting children to
visit Green City Market, experience our programs and food firsthand, and act as
ambassadors for our farmers by having these children return home with copies of our
Know Your Food ... Know Your Farmer brochure and a renewed interest in food and

farmers.

The Know Your Food...Know Your Farmer brochure has directly impacted sales for our
farmers and producers by giving Green City Market a marketing piece encouraging
shoppers to taste and learn about products available for sale at The Market. Of our
group of producers that saw an increase in revenues (30 producers), 30% saw a 1-10%
increase in revenues, 30% saw a 10-20% increase in revenues, 10% saw a 20-30%
increase in revenues, and 10% saw a 40-50% increase in revenues and 10% saw their
revenue double as compared to 2009. As the current U.S. economy is in a deep
depression, we consider these statistics to be a mark of success of the Know Your
Food...Know Your Farmer brochure as a means of sales increase and publicity for our

specialty crops producers.

"Know Your Food ... Know Your Farmer" has allowed us to emphasize the importance
of and encouraging dialogues between the Chicago community of shoppers, school

groups, television, documentary and other media outlets and our farmers.

Lastly, this brochure has facilitated in introducing our farmers to Green City Market's
chef community. Not only has Green City Market become a destination for retail
customer, but we have also become the preferred venue for chefs to shop the market
and set up wholesale accounts. We are a point of purchase for retail and wholesale -
setting a true foundation for significant commerce! Even if we experience inclement

weather and don't have a typical crowd, farmers still have a source of steady income
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that they can that they can count on as chefs buy significantly for their restaurants every
market day. Many chefs have asked for copies of the "Know Your Food ... Know Your

Farmer" brochure to distribute at their own restaurants.

LESSONS LEARNED

We learned that there is a definite need for a publication like "Know Your Food . . .

Know Your Farmer" to be made available to the general public. While the increase in
the number of copies made available made this year made for a giant step forward in
allowing this to happen, 25,000 copies is still not nearly enough to provide the outreach

to the consumers needed!

We will also include our farmer's sustainable statements in next year's brochure as we
have learned that these missions are important to consumers and allow our farmer's to
“"tell their story” in a very personal and meaningful way. Also, by the year 2012, every
farmer at Green City Market will have received certification from a 3rd Party Agency.
That information, along with the list of recognized certified agencies, was included in
this year's brochure. We learned customers are seeking this information -it is a
message we got loud and clear -and we're pleased to see shoppers asking the farmer's
about their certification plan and how it impacted their operations. We expect all of our
farmers will join us when the certification request becomes final in 2012. Green City
Market is establishing a benchmark in our community and many other markets
throughout the United States are considering similar certification requirements in their

markets!

We are grateful and so appreciative of the support we received from the lllinois
Department of Agriculture. Together, we have impacted the lives of thousands of
Chicagoans, especially children and families, who are seeking information about

nutrition, eating better and living healthier lifestyles.

CONTACT PERSON

Abby Csanda, Marketing and Communications Coordinator
Green City Market

Phone: 773.880.1266

abby@qgreencitymarket.org
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MARKET BACKGROUND

Green City Market is experiencing a banner year as we celebrate our 12th Anniversary.

Our outdoor season, which kicked off Wednesday, May 12, 2010, saw an incredible
upsurge in attendance with a significant increase in families, children, school groups
and Chicagoans at large discovering our market and responding to Green City Market in

a big way!

Green City Market takes place outdoors in Lincoln Park every Wednesday and Saturday
from 7:00am-1:00pm. Our Wednesday markets are typically flooded with the chef
community on site talking to our farmers, tasting their fresh produce, and purchasing
and placing large wholesale orders that add dollars back to our farmers' bottom line.
Within the chef community, Green City Market has become known as the destination for
restaurant professionals to buy and order. It's no surprise that the general public is
beginning to seek out restaurants that support Green City Market and our farmers, as
this helps to assure them with knowing where their food came from and where it was

sourced.

In addition to the chefs, Green City Market embraces tens of thousands of children,
school groups and field trips on Wednesdays as we have developed a full day of
programming between The Edible Gardens, Club Sprouts, Market Tours and Tasting

Tables. Our Wednesday attendance is typically at 3,000-4,000 per market day.

Saturdays have exploded! Green City Market has become known at the unofficial "Town
Square of Lincoln Park.” Our market experiences 7,000-8,000 shoppers on most
Saturdays and on Saturday, September 4 {Labor Day weekend}, we saw 9,300 visitors
to Green City Market. That was a single-day record for us.

In addition to the incredible response we have been receiving here in Chicago (not a
week goes by where are not featured in some form of media whether it's television, a
documentary team, radio, blogs, newspaper and print), Green City Market has also

been recognized nationally:
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e In April, Travel & Leisure Magazine named Green City Market the 3rd
best Market in the country

e In July, CNN named Green City Market the 3rd Best Market in the
Country

We have included press clippings in the packet for your review.

We expect over 200,000 visitors to shop Green City Market in 2010. All signs point to
large crowds of consumers following us to our Indoor Market, which launched on
Saturday, November 6, 2010. Green City Market is proud to be able to operate as
Chicago's only year round farmer's market and provide a solid marketplace for our

farmers to be able to sell fresh produce all year round.

Green City Market, a 501(c)(3) not for profit organization. With over 60 sustainable or
certified organic farmers and thousands of shoppers, Green City Market's incredible
momentum comes from our broad base of support from conscientious and caring
consumers, chefs, restaurateurs and other culinary professionals. It also reflects
Chicagoans increasing concern for a more sustainable food system by improving the
quality of food on our table produced by local Green City Market farmers using organic
and/or sustainable practices that preserves our environment for future generations.
Green City Market's support of these artisan farmers and producers increases the
density of fresh, high quality, locally produced food in Chicago and provides a basis for

a regional cuisine.
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2010 lllinois Specialty Crop Grant Program
Final Report

Evanston Community Development Corporation
West End Market
$10,000 Fully Funded Project

Project Summary

The Evanston Community Development Corporation developed the West End Market as
a project at the request of 5" Ward Alderman Delores Holmes. Ms. Holmes was concerned
about the lack of convenient access to fresh food experienced by her constituents. She hoped
to improve the access to fresh food and provide education about the value of fresh food for
overall health to Westside residents. In addition, she saw the opportunity for economic
development when Westside residents sell their home grown produce and hand made goods
from within the neighborhood. The West End Market first made its debut the summer of 2008.
Receiving this grant through the Illinois Specialty Crop Grant Program during the third year of
the market turned out to be key to the growth of our program as it increased awareness of our
efforts to provide fresh, healthy, specialty crop produce to a low-income area so used to bad
eating habits. We were able to capitalize on our first two years’ efforts to bring the market back
with much more advertising and awareness to the community that made a powerful statement
that our farmer’s market was here to stay. Being only one of four farmer’s markets in such a
small town as Evanston, we were able to stay afloat and compete with the surrounding markets
in a way that made our residents feel ownership to a positive project happening on the

toughest side of town with the most low-income and unemployed residents.
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However, introducing a farmer’s style market to the Westside has many challenges. It is
challenging to introduce fresh produce to a population that is extremely budget conscious and
believes their dollar goes farther with processed packaged goods. It is challenging to introduce
new cooking methods to families overburdened by daily tasks. It is challenging to introduce
new foods and menu items at home when every venue---from schools to community events----

includes low cost processed meats, chips, cookies, and sugared drinks.

Advertising, marketing, and education in a setting that lives the message is the only way
to counter the overwhelming belief that fresh food is too expensive, too hard, and doesn’t taste
good that residents have heard over and over in commercial advertising and incorporated into
their thinking. New advertising and marketing campaigns that emphasize the taste, ease, and
affordability of fresh food purchased locally from local growers and producers does make a
difference, particularly when aimed appropriately at the buyer, preparer, and consumer. The
WEM aims its activities directly at children to make food purchase, preparation, and
consumption a choice made and enjoyed by the entire family. The WEM directs its educational
flyers at the person who purchases, stores, and prepares foods to help them understand how to
purchase goods in season at the best price, extend their shelf life with proper storage, and
enhance their flavor with easy recipes. General marketing is aimed at the recreational shopper
to encourage a visit to the market as entertainment, makes the sights, smells, and new
products featured at a fresh market a pleasurable experience.

The objective of this project was to improve access to and consumption of fresh food on
the Westside, an area currently without easy access to fresh food with a culture that does not

emphasize fresh ingredients. The methods employed to achieve this objective are: 1)direct
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outreach to seniors, women with children, and low income residents; 2)demonstrations at the
market of the use and preparation of fresh produce; 3)print materials, such as, recipes for
products for sale at the market that can be prepared easily at home, brochures indicating when
produce is in season, how to store, and how to prepare fresh produce, flyers advertising the
market, and coupons; 4)incentives such as the acceptance of the Link card, WIC, senior
coupons, and ECDC WEM coupons; 5) ex-offender and youth entrepreneurship in the wholesale
purchase and retail sale of produce from African American farmers at the market; 6)partnership
with area churches for information dissemination, nonprofit bake sales, and entertainment;
and 7)music and live entertainment to create the environment that encourages area residents
to linger and associate fresh produce with positive images.
Project Approach

During this grant cycle we were able to successfully pay for a portion of the Market
Manager’s salary at the West End Market to deliver specialty crop marketing materials to
customers and facilitate the purchase of produce at wholesale from African American farmers.
We purchased a big 10 X 20 tent for our only specialty crop produce vendor, Second Chance,
which included the tent, roller case, side walls, and weight bags. We also successfully
distributed several different print materials to promote produce sold at the West End Market.
Although not significantly, we increased the amount of vendors participating in the market who
was also able to accept payments via the credit card system. Second Chance, our only farmer,
continued to accept WIC/Senior coupons and link card payments. The WIC/Senior coupons

increased much more significantly than the use of the Link card, despite the marketing.
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Our project partners continued to collaborate with the WEM, mainly the connections through
the local African-American churches. Pastor Zollie Webb from Friendship Baptist church helped
transport produce from Kankakee to Evanston with the Second Chance farmers. We also
received helped from the youth in the Summer Youth Employment Program who hit the
pavement doing door-to-door marketing both for opening day and throughout the season,
especially on the days we hosted special events. Our 5™ Ward Alderman continued her support
by obtaining more funding for the market from the Township of Evanston.

Goals/Outcomes Achieved

Goals

+ Increase access to fresh produce for seniors, women and their children, and low income
residents
+ Increase employment and economic opportunity in the Specialty Crop Industry

Access to fresh produce is limited by cost, by awareness, by distance, and by transportation.
Actions to improve access must focus on location within walking distance or on a bus route;
affordability of product in comparison to supermarket produce and processed alternatives;
awareness of the market through trusted sources; and, transportation or delivery for seniors

and disabled residents.

Although many lllinois Specialty Crops are unfamiliar to low income customers, others are of
significant interest such as greens and melons. Entrepreneurs, particularly in the African
American community, have existed for many years on an ad hoc basis, driving to farms around
the state and selling produce in the neighborhoods. ECDC provides a way for such

entrepreneurs to receive the technical support necessary to formalize their procedures and
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expand their operations in an environment designed to increase sales. The ex-offender program
emerged out of just such an opportunistic endeavor. ECDC provides business education,
technical assistance, mentoring, and access to capital to existing and new entrepreneurs within
the nurturing environment of the WEM. Creating an urban model that formalizes, nurtures, and
expands existing entrepreneurs while supporting farmers and new entrepreneurs will increase

interest in lllinois Specialty Crops, increase sales, and increase employment.

Expected Measureable Outcomes

4+ Increased attendance at the WEM
+ Increased sales to market vendors
4 Increased number of vendors

The inaugural 2008 season focused on demonstrating the feasibility of a farmer’s market in a
transitional neighborhood and developing a community support base for a farmer’s market.
The WEM attracted one on-site farmer, five off-site farmers whose products were sold by

market volunteers, and 11 vendors that sold non-food products.

Patrons, farmers, and vendors were surveyed by ECDC throughout the 2008 season with regard
to attendance, products, and services available at the market. Approximately 75 families visited
the market on a given day, with attendance increasing to 150 families on Celebration Day and
Harvest Day. Despite the preponderance of non-food vendors, nearly all customers came for
the produce with the ability to purchase other items a valuable service but not essential to the
market. Produce sales ranged from $300 to $1,200 each market day with average weekly sales

of $688. Produce sales grossed $11,688 for the season. During the 2009 season, attendance has
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increased to 150 families weekly. Market sales, customer attendance, and market environment

are tracked weekly.

For the 2010 season ECDC monitored and track attendance, vendor sales, and environment on
a weekly basis. Attendance was monitored by mechanical counter by ECDC staff. Sales were
monitored by weekly survey forms and narratives prepared by the vendors and collected by
ECDC staff. Vendor numbers were monitored weekly by visual survey and confirmed with paid

vendor fee receipts.

Results

Despite the WEM going into its third year for the year of this Specialty Crop grant to increase
marketing, both attendance to the market and sales were down. Most vendors became very
uncomfortable with continuing to share their sales information and were less happy with their
sales for 2010 as they were in 2009. Traffic to the market was down and some vendors
participated less than they did the previous year. It became a catch 22 for the West End
Market. With less foot traffic on any given Saturday, the vendors did not make money. With
less vendors participating in the market on a given Saturday (Not all vendors signed up for the
entire season), the market visually appeared more empty and therefore less customers came
onsite to purchase product. This became the case for many of our non-produce vendors. For
Second Chance, our only farmer/specialty crop farmer, sales sort of flat-lined except the
increase in WIC/Senior Coupons. By reaching out to more senior recreational centers and senior
living organizations, we were able to succeed with the older population in a way we couldn’t

with other customers. The senior citizens were much more appreciative of our ability to deliver
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produce to them directly, help them shop onsite and bring groceries to their vehicle, and take

pre-orders for the following Saturday for hot items like greens and watermelon.

Measurable Outcome: Increase attendance at the WEM

Attendance stayed steady as in previous years from 75-150 families on any given Saturday. The
two highly marketed special events, Caribbean Day and Fall Harvest, had better attendance
from 150 to 225 families. We suffered from more bad weather than in the previous years and
had to close down earlier than our market time on three occasions. This and the general
economic bad times being experienced nationally could be the reason more people decided to
use their dollars elsewhere. Even though we purposely made our produce much more
affordable than the popular Downtown Market, we still had customers complaining of high
prices. The LINK card marketing was the biggest let down of the season. Link card holders
simply did not come to the farmer’s market to purchase produce as they would at the more
popular grocery-store type businesses. There was a huge “disconnect” between link card
holders and the purpose of farmer’s markets in general. Most didn’t understand the difference
between fresh produce vs. pesticide filled produce purchased at places like Jewel or Dominick’s.
When we attempted to educate this group they seemed to understand but the low traffic at the

market continued.

Measurable Outcome: Increase sales to market vendors

Sales did not increase from an average sale of $688 per week achieved in the 2008 season to
$900 per week by the midpoint of the 2010 season. Our farmer instead averaged around $450
in weekly sales, not making too much of a profit from all the produce bought at wholesale from

other farmers. A bad day avergaing about $250 and a good day averaging around $650.
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Measurable Outcome: Increase number of vendors

We increased the number of Illinois Specialty Crop vendors from three to six for the 2010
season and provided support to them to continue as a vendor throughout the season. Our goal
was five and we surpassed that goal by one. Although only working with one major farmer,
Second Chance, this increase is shown through the partnership with other local farmers who
supplemented our produce at wholesale prices. First Orchards, Nichols Farm, Oosterhoff,
Zeldenrust Farm, Pembroke Farmer’s Cooperative, and the Black Oaks Center for Sustainable
Renewable Living all worked with the WEM in partnership to provide a good variety of specialty

crop produce to be sold by Second Chance for the west side of Evanston.

Beneficiaries

Low income West Side residents, local nonprofit organizations, churches, senior citizens,
WIC/Link card holders, youth with the Summer Youth Employment Program, and participants of
the Second Chance program as the main farmer are beneficiaries of this project. West side
residents who visited the market were able to purchase fresh specialty crops that were
affordable to them and grown more locally than produce found in traditional grocery stores.
Local nonprofit organizations like the Evanston Township Edible Acres program and the Rimland
Services, NFP were able to come onsite and share with the community their new endeavors to
grow locally and tend their own small plots of land with fresh produce. Church members were
able to access their favorite produce items at a good price and felt good about supporting a
project like the WEM and Second Chance that is by the community, for the community. The
Summer Youth Employment Program provided youth with a real opportunity to get to know

their neighborhoods and market for a good cause for fellow family members and friends.
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The West End Market is a small nonprofit market operated by a small but highly
effective community-based organization, the Evanston Community Development Corporation.
The market is supported by modest vendor fees, small donations, and a significant subsidy by
ECDC. The issue of the affordability of processed food versus fresh food is one with
international implications. Despite the modesty of the organization and the immensity of the
issue, ECDC expected a significant economic impact through its efforts with the West End

Market.

Decreasing the cost of fresh food was essential to provide long term impact to the Specialty
Crops Industry through the increase in purchases from the vast market of urban residents.
Westside residents are absolutely price sensitive due to their limited incomes. Thus, the unit
cost of an individual onion is more important than the value price of a bushel of onions. The

WEM decreased costs in the following ways:

Accepted senior and WIC coupons and the LINK card.

Offered ECDC subsidized coupons for produce purchased at the WEM

Located the market on a bus route and within walking distance of most Westside

residents

+ Provided advanced orders, transportation, and / or delivery to seniors and disabled
residents

4+ Educated customers in the proper selection, storage, and preparation of fresh produce

to get the most out of their purchases

# ¥

Lessons Learned

We have learned that the food budgets of the low-income families that this market is

intended to serve are increasingly stressed by these difficult economic times. Despite all
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marketing efforts customers still prefer your general grocery store over our farmer’s market.
What's interesting is that low-income families in Evanston have access to a limited supply of
WIC/Senior farmer’s market coupons. However, most WIC/Senior coupon holders have reliably
patronized the market. As a result, we established an outreach mobile market and set up at
several senior housing complexes once a week outside of the market.

The main unexpected outcome is the development of New Leaf Urban Gardens which
developed out of the Second Chance program. Two of the individuals who were involved with
Second Chance are currently working on developing what will hopefully become a profitable
urban gardening company that will utilize hoop houses and raised-bed farming on vacant lots in
Evanston. They have received the blessings of the Mayor and City of Evanston staff to utilize
vacant lots all over town to expand their growing plots. The churches have continued to
support the endeavor by offering up some church land to grow produce also.

Although disappointed with sales and foot traffic, we plan to hold on to our existing
market vendors through the next couple of summers, but we will not attempt to expand the
market again until the economy shows substantial signs of recovery and there is more flexibility
in the food budgets of the low-income residents in the neighborhoods surrounding the market.

Contact Person

Precious Wright

Current Market Manager
847-756-0159
pwright@evanstoncdc.com
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WEST END MARKET

bringing fresh produce and economic opportunities to the
West Side of Evanston

June 5th-October 30th
ETHS Parking Lot @ Church St & Dodge Ave
Every Saturday 8:30 AM -3:00 PM
Vendors-Entertainment-Bake Sales
Contact Precious Wright
pwright@evanstoncdc.com 847-756-0159

LINK/Senior Coupons/WIC/Credit Cards
All Accepted

WEST END WMARKET

bringing fresh produce and economic opportunities to the
West Side of Evanston

June 5th-October 30th
ETHS Parking Lot @ Church St & Dodge Ave
Every Saturday 8:30 AM -3:00 PM
Vendors-Entertainment-Bake Sales
Contact Precious Wright
pwright@evanstoncdc.com 847-756-0159
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West End Market 'freshens up'
neighborhood

Thursday, July 1, 2010, at 9:03 am by Naomi Daugherty

Evanston’s West End Farmers Market, now in its third year, is expanding its efforts to
bring fresh produce and more to the neighborhood.

The market is open from 8:30 a.m. to 3 p.m. every Saturday through Oct. 30 at the
corner of Church Street and Dodge Avenue.

Much of the produce at the market this year is being grown in the neighborhood by
participants in Second Chance Produce, a program sponsored by the Evanston
Community Development Corporation, the Boocoo cultural center and local churches. It
offers ex-offenders a chance to learn marketing and business management techniques
will tending a small farm plot behind Boocoo at 1823 Church St.
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Building raised beds for the Second Chance garden plot.
The program director of Second Chance, Cozeake Nelson, said the program "has

exposed the west side of Evanston to the opportunity of growing and eating fresh
vegetables.”

“The garden is beautiful," said Second Chance volunteer Rachel Vanhoose, "The
vegetables range from collard greens to beans and squash.”

The market also also offers a variety of merchandise sold by different venders.
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Paula Evans, owner of Queen Bee desserts.
“The market provides economic opportunity for business to come and test their

products” said event manager Precious Wright. “We also provide a mentor program for
business along with a micro loan fund.”

Patricia Carey Levine from Walter Payton Cancer Fund works on her crafts.
To attract business, the West End Farmers market also offers a variety of

entertainment. “Every week we have a different genre of music from jazz to gospel, and
in October we also have a big Halloween party for the kids” Wright added.
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Fun Facts: Strawberries

The flavor of the smaller berries is better than that of the
larger varieties since the latter are often watery.

Fresh strawberries are available year-round in many
regions of the country, with the peak season from April
to June.

Choose brightly colored, plump berries that still have
their green caps attached and which are uniform in size.
Avoid soft, shriveled or moldy berries.

Do not wash until ready to use, and store (preferably in
a single layer on a paper towel) in a moisture-proof
container in the refrigerator for 2 to 3 days.

Fresh strawberries are wonderful eaten with cream,
macerated in wine or liqueur or used in various desserts.
Strawberries are an excellent source of vitamin C and also
provide some potassium and iron.

* Copyright Barron’s Educational Services, Inc. 1995 based on
THE FOOD LOVER’S COMPANION, 2nd edition, by
Sharon Tyler Herbst.

STAY INFORMED!!!

Sign up for WEM
information online at
www.westendmarket.org

A project of the Evanston Community Development Corporation
(ECDC)

December 2012

What's In Season?

Anw educational guide
o what to-look for at
the Fouwrmer’s Mawket!

Strawberry Rhubarb Pie (simplyrecipes.com)
Ingredients
3 cups rhubarb stalks cut into 1/2 inch pieces
1 cup strawberries, stemmed and sliced
1 cup sugar
3 Tablespoons of quick cooking tapioca
1/4 teaspoon of salt

1 teaspoon of grated orange peel
Unbaked pastry for two-crust 9 inch pie

Preparation
1. Preheat oven to 400°F. Mix the rhubarb and the strawberries with the sugar,
tapioca, salt, and orange rind. Let sit for 10 minutes. 2. Turn into a pastry lined
pan. Top with the pastry, trim the edge, and crimp the top and bottom edges to-
gether. Cut slits in the top for the steam to escape. 3. Bake at 400°F for 20 min-
utes, reduce heat to 350°F, and bake an additional 30-40 minutes longer (40 to

50 minutes longer if doing a 10-inch pie). Cool on a rack.

*Serve warm or cold. If you do cool to room temperature, the juices will have more time to thicken
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Spring & Summer Produce

December 2012

Fall Produce

June July August September  October November
Asparagus Basil Beans Bell Peppers Apples Bell Peppers
Basil Beans Beets Berries Bell Peppers Cabbage
Cabbage Bell Peppers Bell Peppers Cabbage Cabbage Greens
Carrots Berries Berries Carrots Cauliflower Onions
Cherries Cabbage Carrots Cauliflower Corn Peas
Lettuce Carrots Cauliflower Corn Cucumbers Potatoes
Melons Cherries Corn Cucumbers Grapes Sweet Potatoes
Okra Corn Cucumbers Grapes Greens Pumpkins
Peas Melons Grapes Lettuce Lettuce Spinach
Rhubarb Okra Lettuce Melons Okra Squash
Spinach Onions Melons Okra Onions
Squash Peaches Okra Onions Peas
Strawberries Peas Onions Peaches Plums
Turnips Plums Peaches Peas Potatoes
Potatoes Peas Plums Sweet Potatoes
Rhubarb Plums Potatoes Pumpkins
Squash Potatoes Sweet Potatoes  Spinach
Tomatoes Sweet Potatoes Pumpkins Squash
Turnips Tomatoes Spinach Tomatoes
Squash Turnips
Health Tip! Tomatoes
‘While many fruits and vegetables
are available year-round, most Health Tip! Eat your colors! Divide vegetables and
are at their peak during specific fruits into five groups: red, white, green,
SCASOMNS. yellow/orange and blue/purple. Get at

least one food from each group every day

and get a variety.
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Please accept for your review the attached Final Progress Report for the Natural Food
Cooperative of Rockford’s 2010 Specialty Crop Grant. We apologize for the late nature
of this report. The following narrative will detail the successes, challenges and barriers
faced during this grant period.
Project Title - Natural Food Cooperative of Rockford’s

Midtown Farmers’ Market & Farm to Family Project

Project Summary
The Midtown Farmers’ Market opened for its first season in May of 2009. In 2008,

;o

community and business members from Rockford’s Midtown District and the
surrounding area formed the “Natural Food Cooperative Committee of Rockford” to
discuss the formation of food cooperative structures in our area that would provide local,
organic, natural and environmentally friendly products to the community. The main
objective was and continues to be to raise awareness, consumption, and production of
locally grown specialty crops in Rockford and the surrounding areas. In 2009 the Natural
Food Cooperative of Rockford incorporated and requested that the Total Health

Awareness Team serve as fiscal agent for the 2010 grant process. The 2010 Specialty

Total Health Awareness Team

218 Seventh St, Rockford, IL 61104
Phone: 815.961.1269 ~ Fax: 815.961.1789
hitp:ffwww BePartOfTHAT.com
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THAT/NFCR 2010 Specialty Crop Grant Final Report

Crop Grant funding was to allow for the continuation of marketing activities related to
our “Local Only” Midtown Farmers Market project located in the Midtown District of
Rockford, IL and in implementation of the NFCR “Farm to Family” project.

Project Approach

Through all available media outlets in our area, public/social events, newsletters, web-
based resources and the creation of new community and business partnerships, the
Natural Food Cooperative of Rockford continued to promote the newly implemented
“Local Only” Midtown Farmers” Market featuring natural, organic and “local-only”
produce. In addition, for 2010 NFCR implemented the “Farm to Family” project to
increase educational awareness of and participation by current and potential vendors,
consumers, producers and distributors in local Specialty Crop markets through the use of
the above mentioned venues. The tasks and activities are as follows:
» Project A - Promotion of the Midtown Farmers” Market
o Rockford Register Star (RRS) provided weekly advertisements, as well as
highlight stories regarding the Midtown Farmers’ Market and specialty crops;
o In addition RRS provided ad spots in Rockford Woman Magazine.
o NFCR members had guest appearances on NPR and NIU stations.
o These stations also provided weekly spots about the Midtown Farmers’
Market.
» Project B - Implementation of the “Farm to Family” project
o The “Farm to Family” newsletter was created and disseminated throughout the

S€ason.

Total Health Awareness Team 2 ’%
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THAT/NFCR 2010 Specialty Crop Grant Final Report

o While NFCR worked to get a regular column in the newspaper this project
was not completed at this time.

o The NFCR website was established and is fully operational and effective for
broader dissemination of the NFCR Farm to Family newsletter

o Inaddition,

» NFCR Members attended and spoke at several neighborhood meetings
through the season to discuss local gardening, specialty crops and
farmers markets.

» NFCR sponsored a booth at the Local Foods Conference where they
were able to network with local producers, vendors and consumers.

= NFCR sponsored keynote speaker Terra Brockman at a Midtown local
café, Katie’s Cup, for a presentation and book signing.

* NFCR actively participated in meetings with the U of | Extension and
the Winnebago County Health Department to discuss changes to the
rules for Farmers’ Markets and local vendors which allowed NFCR to
provide accurate information to the vendors.

» Project C - Conduct a community assessment through partnership with University of
Iilinois — Winnebago County Extension to identify “gaps” and assist in strategic
planning for “next steps” in the local farmers market and local foods awareness
project process.

o NFCR did maintain a working relationship with the U of I Winnebago County
Extension; however due to a lack of funding and resources the community

assessment project was never completed.

Total Health Awareness Team 3 yé
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THAT/NFCR 2010 Specialty Crop Grant Final Report

> Project D - Work with current partners to establish a Specialty Crop Expo to benefit
farmers, vendors, producers, and farmer’s market managers in the Northern IL region
with options for expansion into the entire state.

o In lieu of the establishment of a Specialty Crop Expo, NFCR participated
in the already scheduled events for 2010 i.e. the Local Foods Conference
and other events planned within the area.

» Project E - Production and dissemination of the Northern Illinois Local Foods
Directory created by the University of Illinois Winnebago County Extension.

o NFCR was able to work with U of I extension to draft the template of the
Local Resource Directory which is now with Commercial Printing of
Rockford; however at this time production, dissemination and
incorporation of the Directory have not been completed.

Goals and Qutcomes Achieved

The Goals of the Food Coop’s Midtown Farmers Market & Farm to Family projects are:
1. By October 31, 2010, increase vendor and consumer participation in the Food
Coop’s Midtown Farmers’ Market,

2. By December 31, 2010, increase participation from current and new farmers,
producers, distributors, vendors and consumers in the utilization of our Specialty Crop
industry,

3. By December 31, 2010, increase participation from current and new farmers,
producers, distributors, vendors and consumers in programs which promote the adoption

of “Healthier Food Consumption Practices”.

Total Health Awareness Team
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THAT/NFCR 2010 Specialty Crop Grant Final Report

The expected measurable outcomes for these projects are:

1. By October 31, 2010, the Food Coop’s Midtown Farmers’ Market will have a
minimum of 20 vendors for the 2010 season

2. By October 31, 2010, the Food Coop’s Midtown Farmers® Market will have a
minimum of 75 shoppers spending an average of $10 per week at the beginning of the
season, with a minimum customer increase of 50 % per week.

Progress for Objectives 1 & 2 - The Midtown Farmers’ Market was able to run almost
every Friday to date with an average of 10 vendors and >50 consumers/day.

3. By December 31, 2010, the Food Coop’s Farm to Family project will have
reached over 100 local farmers with resources, educational information and capacity
building opportunities related to the participation and resultant enhancement of the
Specialty Crop industry.

4. By December 31, 2010, the Food Coop’s Farm to Family project will have
disseminated educational information for families and individuals residing in
communities in and around the City of Rockford, IL, regarding “Healthier Food
Consumption Practices” through the utilization of our local Specialty Crop industry.
Progress for Objectives 3 & 4 - The Farm to Family project was accepted well by those
NEFCR was able to reach. While the Local Directory was not completed, it has been
drafted and is ready for production.

Beneficiaries

The Midtown Farmers’ Market and Farm to Family Projects were and are beneficial to

the individual and the community both in terms of physical and economic health

Total Health Awareness Team
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THAT/NFCR 2010 Specialty Crop Grant Final Report

supports. In addition the project was beneficial for the local businesses and communities
of the Midtown District and downtown Rockford, IL.

Lessons Learned

The project proved to be a very learning experience for both the Total Health Awareness
Team and NFCR. In the past two years, interested entities continued to find a need to
define roles and responsibilities and actual process in order to achieve tasks. This was
exacerbated in 2010 by the implementation of the “City Market” this summer which due
to a failure by NFCR to address concerns and media related requests and opporturities,
left many vendors and consumers concerned and confused about the differences in the
Midtown Farmers’ Market Specialty Crops and the City Market’s all inclusive market.
Throughout the project, the Total Health Awareness Team, as fiscal agent, attempted to
address many challenges posed by the Natural Food Cooperative of Rockford and their
ability to both carry out the activities under this grant agreement; in addition there was a
continuous failure by NFCR to provide invoices or to report the activities as outlined in
the grant. Point in fact; this report had to be generated in the absence of NFCR with no
information coming from the NFCR members. They have continued to display a level of
incompetence that leaves THAT concerned for the damage to the progress made to date
to heighten awareness of and participation in the Midtown Farmers’ Market or in
understanding of Specialty Crop markets in our area. The issues posed by NFCR key
members seemed to be more about “control over the market” rather than “community
collaboration”. For THAT, we will no longer serve in any role for NFCR but rather have

chosen to support our local Specialty Crop consumers and vendors directly in the future.

Total Health Awareness Team 6 ﬂ

Page 159 of 487



IL Final Report - 12-25-B-0921 December 2012

THAT/NFCR 2010 Specialty Crop Grant Final Report

For 2011 we feel that the keys to success are 1) stronger communication skills, 2) clearly
defined policy & procedures, 3) clearly defined roles & responsibilities, and 4) most
importantly ownership in the Specialty Crop projects by more than one group i.e. the
producers, vendors and consumers.

The Total Health Awareness Team would like to express our sincere appreciation to
IDOA for the past two years of funding for the Midtown Farmers’ Market. We look
forward to working with IDOA again in the near future. Should you have any questions

or need for further clarification, please contact our office at your convenience.

/ THAT Executive Director

Contact Person

Name (Print/Type): _ JBryan Latham  Title: Executive Director

Address: 218 7th Street Rockford, IL 61104

Phone: _815-961-1269 _ Fax: 815-961-1789

E-mail: _tobepartofthat@aol.com

Total Health Awareness Team
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2010 ILLINOIS SPECIALTY CROP GRANT PROGRAM
DOWNTOWN BLOOMINGTON FARMERS' MARKET--FINAL REPORT
DOWNTOWN BLOOMINGTON ASSOCIATION

1) NARRATIVE: The project funded by this grant was the 2010 Market to Menu
Campaign, which was managed jointly by the Downtown Bloomington Association
and the Town of Normal Uptown Development Department. This cooperative project
benefited specialty crop producers participating in the 2010 Downtown Bloomington
Farmers’ Market and the 2010 Uptown Normal Trailside Market.

a) This project received $10,000 in funding through the lllinois Specialty Crop
Program. Along with an additional $10,000 in funding awarded to the Town of
Normal, grant proceeds were used to fund contracts with WGLT Radio and
WYZZ/WMBD Television. Downtown Bloomington Association has already
been approved for a grant to fund continuation of this program for both the
Bloomington and Normal farmers’ markets during the 2011 farmers’ market
season.

b) Project Title: 2010 Market to Menu Campaign

c) Project Summary

I. The initial purpose of the project was to increase awareness of
specialty crops and the use of these crops among local consumers,
resulting in increased sales of specialty crops at the Downtown

Bloomington Farmers’ Market.
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This project was intended to build on growing interest in local foods to
promote locally grown specialty crops. While interest in local foods
has been growing, we also knew that people were sometimes reluctant
to try new or unfamiliar products. In addition, we knew they frequently
lacked the knowledge needed to cook these products for family meals.
This program was intended to increase awareness, stimulate interest
in specialty crops, and equip consumers with the knowledge needed to
feel comfortable purchasing specialty crops.

This project built on previously funded projects focused on billboards
advertising the Downtown Bloomington Farmers’ Market. As
attendance increased at the farmers’ market, we felt the time was right
to more directly address specific awareness and knowledge gaps

related to specialty crops.

d) Project Approach

Downtown Bloomington Association and the Town of Normal Uptown
Development Department partnered with the WGLT Radio and
WMBD/WYZZ production teams to develop campaign materials
(videos, podcasts, television and radio broadcasts) starting in May.
Contracts were signed in April, and production of the initial set of
broadcasts was completed in May. The first broadcasts were aired
starting the week of May 31 and continued on a weekly basis through
the week of September 13. Videos and podcasts were promoted

through WGLT's Market to Menu website, through the Downtown
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Bloomington Farmers’ Market website, weekly farmers’ market email
newsletter (which was sent to over 800 recipients each week), and the
Market to Menu blog. Production utilized on-air talent from WGLT and
the production team from WMBD. In addition, we had a volunteer who
assisted the media partners in scheduling farmers from the Downtown
Bloomington Farmers’ Market, as well as the Uptown Normal Trailside
Market. Sixteen weekly programs were aired, featuring
e) Goals and Outcomes Achieved

I. The following table shows the specific programs that were aired, along
with the name of the specialty crop and farmer featured. Where still
available, links are provided to the podcasts and videos online.

http://wglt.org/podcasts/market2menu/

http://centralillinoisproud.com/
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Week Aired | Produce Radio Podcast - WGLT (mp3) Television Video Farmer Farm
13-Sep-10 | Bell Peppers |http://www.wglt.org/podcasts/market2menu/audio/mm100917.mp3 Not available David Brown's Fresh
Brown Produce Market
6-Sep-10 Okra http://www.wglt.org/podcasts/market2menu/audio/mm100910.mp3 Not available , Rita O'Rourke Family
O'Rourke Gardens
30-Aug-10 Spaghett http://www.wglt.org/podcasts/market2menu/audio/mm100903.mp3 Not available Karen Harvey Homestead
Squash Harvey
. ) Theresa Shofner Family
23-Aug-10 [ Gala Apples |http://www.wglt.org/podcasts/market2menu/audio/mm100827.mp3 Not available
Shofner Farm
16-Aug-10 Mint http://www.wglt.org/podcasts/market2menu/audio/mm100820.mp3 Not available SBILT'EZ Goodison Garden
9-Aug-10 | Blackberries |http:/www.wglt.org/podcasts/market2menu/audio/mm100813.mp3 Not available , Rita O'Rourke Family
O'Rourke Gardens
2-Aug-10 Zucchini  [http://www.wglt.org/podcasts/market2menu/audio/mm100806.mp3 http://centralillinoisproud.com/search-fulltext?nxd id=124455 L&g?tozn Hartz Produce
26-Jul-10 Broccoli  |http://www.wglt.org/podcasts/market2menu/audio/mm100730.mp3 http:/centralillinoisproud.com/search-fulltext?nxd id=124435 :;_r:;y Harvey Homestead
19-Jul-10 J?’E?:i?)ze http://www.wglt.org/podcasts/market2menu/audio/mm100723.mp3 http://centralillinoisproud.com/search-fulltext?nxd id=124485 L&g?tozn Hartz Produce
12-Jul-10 Kohlrabi  |http://www.wglt.org/podcasts/market2menu/audio/mm100716.mp3 Not available KKueeI:?h Appleridge Produce
5-Jul-10 Snow Peas |http://www.wglt.org/podcasts/market2menu/audio/mm100709.mp3 http://centralillinoisproud.com/search-fulltext?nxd id=124445 :;:/e:y Harvey Homestead
New . I ) Rita O'Rourke Family
- - http://www.waglt.org/podcasts/market2menu/audio/mm100702.mp3 http://centralillinoisproud.com/search-fulltext?nxd id=124465
27-Jun-10 Potatoes 2 drorb 2 2 O'Rourke Gardens
21-Jun-10 Beets http://www.wglt.org/podcasts/market2menu/audio/mm100625.mp3 http://centralillinoisproud.com/search-fulltext?nxd id=124495 Ken Epiphany '.:arms
Myszka Enterprise
14-Jun-10 Basil http://www.wglt.org/podcasts/market2menu/audio/mm100618.mp3 http://centralillinoisproud.com/search-fulltext?nxd id=124505 SBILT:ISS Goodison Garden
Pak Ken Epiphany Farms
7-Jun-10 Choy/Bok  |http://www.wglt.org/podcasts/market2menu/audio/mm100611.mp3 http://centralillinoisproud.com/search-fulltext?nxd_id=124475 piphany .
Myszka Enterprise
Choy
31-May-10 | Asparagus [http://www.wglt.org/podcasts/market2menu/audio/mm100604.mp3 http://centralillinoisproud.com/search-fulltext?nxd id=124515 KKueeI:?h Appleridge Produce
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Our long-term goal is to broaden consumer perspectives on specialty
crops sold at our farmers’ market, increasing customers’ knowledge of
these crops and their comfort level purchasing and preparing these
products for their families. Feedback from farmers who participated in
these broadcasts indicated that we are achieving some success in this
goal. Participating farmers reported increased interest and sales of
these crops from their customers following their broadcasts.

For this reporting period, our goal was to show an increase in sales of
specialty crops. Based on a survey of our specialty crop vendors,
44.4% of vendors reported an increase of more than 10% in their sales
during 2010 compared to 2009. However, 55.5% reported a decrease
in sales.

Because the vendor survey was administered anonymously, we are
unable to determine whether sales trends were different for specialty
crop vendors who participated in a Market to Menu broadcast
compared to those who did not. However, based on informal feedback
from vendors who did a broadcast, we think we may need to broaden
vendor participation in these broadcasts to get maximum benefit. Our
focus next year will be to encourage more vendors to participate in
these broadcasts. Several vendors also speculated that the economy
was a factor in their reduced sales for 2010. We will be doing some
additional work to determine the reason for reduced sales among this

segment of our specialty crop vendors.

Page 165 of 487



IL Final Report - 12-25-B-0921 December 2012

f) Beneficiaries

The primary beneficiaries of this project are specialty crop producers
participating in the Downtown Bloomington Farmers’ Market and the
Uptown Normal Trailside Market. Additional beneficiaries include the
markets’ customers, who gained knowledge of nutritious specialty
crops and, as a result, were able to add them to their families’ diets.
Quantitative data collected on sales trends indicated mixed results.
The specialty crop vendors who reported increased sales indicated a
significant increase in their sales—over 10% compared to the 2009
season. However, over half (55%) of our specialty crop vendors
reported reduced sales compared to 2009. There are several reasons
this may have occurred. Some vendors felt the poor economy played
a role. In addition, weather had an adverse impact on some of our
vendors’ crops and may have affected their sales. Finally, we are also
considering the possibility that benefits of this program accrued
primarily to the farmers actually participating in the broadcasts. We will
be inquiring further into the reasons for these sales trends and
attempting to address them when planning our 2011 Market to Menu

program.
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g) Lessons Learned

Our primary lesson learned is the need to encourage a broader
segment of our specialty crop vendors to participate in this program.
Next year, we will include questions about Market to Menu participation
in our application process, asking all specialty crop vendors to indicate
their availability for a broadcast during the season.

We did not achieve the increased sales trends we anticipated, even
though we received very positive feedback from farmers who
participated in the broadcasts. We will be doing further investigation to
determine the reasons for these results, so we can address them in
next year's Market to Menu program.

The anticipated goals or outcome measures were not achieved this
year. lItis unclear whether this was due to external reasons such as
weather-related crop failures or to poor economic conditions.

However, we will be doing further investigation. Because we received
favorable feedback from specialty crop vendors participating in this
program, we believe one way to address this issue is to encourage
broader vendor participation in this program. Next year, we will be
taking measures to encourage more vendors to participate in a

broadcast.

h) Contact Person: Elaine Sebald, 309-829-9599,

bloomington farmersmarket@yahoo.com
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i) Additional Information:

Market to Menu Bloqg:

http://www.market-2-menu.blogspot.com/

Volunteer writes weekly blog highlighting market products currently in
season to complement Market to Menu broadcasts. Links to videos

and podcasts are also provided here.

. WGLT Market to Menu Website:

http://www.wglt.org/programs/market menu/index.phtml

This page provides links to all Market to Menu broadcasts from both
the Normal and Bloomington markets. It also includes links to previous
seasons’ broadcasts. Viewers can also subscribe to the podcasts from
this page.

Downtown Bloomington Farmers’ Market Website:

http://www.downtownbloomington.org/index.php?id=6

Home page includes link to “What's FRESH at the Farmers’ Market,”
our weekly email newsletter with about 850 subscribers, and our
Market to Menu blog, which both highlight the current week’s

broadcasts and provide links to current and past videos and podcasts.
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Green City Market - SC--10--13
Final Report

Green City Market experienced significant growth in 2010 and much of it had to do with the support we
received from the lllinois Department of Agriculture and the Specialty Crop Grant Program. Your support
was instrumental to the expansion of our educational programs that reached over 200,000 Chicagoans in
2010 — doubling our reach in 2009 of just 100,000 consumers. The Specialty Crop Grant Program
provided funding for the following programs / projects:

e Preservation and promotion of Heirloom varieties

e Teaching children the importance of specialty crops

e Providing a locavore resource kit to challenge Chicago consumers to support local, sustainably--

-growing farmers and to eat their products

PROJECT SUMMARY

HEIRLOOM AND HERITAGE VARIETIES

Preservation and promotion of heirloom varieties

The Heirloom and Heritage Preservation Project promotes heirloom and heritage products through
signage at farmer stands and incorporation into all Green City Market programs. Green City Market works
with its Market vendors to help preserve and promote heirloom varieties of vegetables and fruits and
heritage breeds of animals — the foods our ancestors enjoyed for centuries. Over decades these products
have adapted to local environmental conditions and are often better able to withstand disease and harsh
environmental conditions than their genetically engineered relations. Preserving them preserves the
biodiversity of our food supply.

CLUB SPROUTS

Teaching children the importance of specialty crops

Club Sprouts is a free, membership tasting program for children 3---10 encouraging them to try new
produce. At every Market children are offered a taste of a specialty crop from the Market and receive a
“punch” on their Membership Card. After a child completes 8 tastes, and fills up their Membership Card,
they are offered a special reward. Besides the daily market tastings, Green City Market also offered
hands---on, kid---centered cooking demos for children every Wednesday during June, July, and August.
Additionally, we celebrated the concept of “Farm to Table” with our Sprouts at the Club Sprouts Seed to
Table Celebration held on June 26th.

THE EDIBLE GARDENS

Teaching children the importance of specialty crops

Another of Green City Market's programs that teaches children the importance of specialty crops is our
Edible Gardens. The Edible Gardens — a partnership with Green City Market and Lincoln Park Zoo — are
two bucolic gardens, which now cover 5,000 square feet. The Edible Gardens are designed to engage
children with hands---on growing, weeding, composting, and harvesting and to introduce them to the
concept of “farm---to---table.” Programs are available for school and summer camp field trips, as well as
monthly gardening series for local Chicagoans. The goal of The Edible Gardens is to ensure that families
have the knowledge, experience, and inspiration to be a part of creating a local, sustainable food system.
In 2010, The Edible Gardens were open to the public on Wednesdays and Saturdays from April through
November, and on Thursdays in April, May, September, and October. Field Trips were hosted on
Wednesdays and Thursdays during April, May, September, and October. The additional Thursday date
was added once again for the 2010 season to accommodate more schools and to allow for more children
to experience our hands---on field trip. The public was also welcome to visit the Gardens on all of these
days.

In total, the gardens encompass 5,000 square feet of growing space and include two raised beds outside
of the large garden, three Earthboxes and two fabric grow bags for potatoes. The Edible Gardens also
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demonstrates two different methods of making compost: a cedar three---bin composter and a plastic
tumbler system.

The raised beds were specially designed for handicapped access and provide visitors with disabilities to
opportunity to participate in hands---on gardening activities. In addition, the surface of the large garden’s
wider main pathway and the surface area surrounding the raised beds is make of a synthetic material to
facilitate easy access for those in wheelchairs.

Families who visit the Gardens learn techniques and methods that are applicable to their home situations,
whether they have an expansive backyard garden, rooftop garden or container garden. The Edible
Gardens serve as an educational garden for both children and adult alike.

LOCAVORE CHALLENGE

PROVIDING A LOCAVORE RESOURCE KIT PROJECT

The Green City Market Locavore Challenge celebrated its 5th Anniversary as one of our organization’s
lead programs and this year we hosted a series of events and distributed copies of our Locavore Kit.
From September 8 — 22, 2010, Green City Market challenged Chicagoans to become Locavores and
commit to eating locally grown and produced foods for two weeks.

PROJECT APPROACH

HEIRLOOM AND HERITAGE

Green City Market has tried to incorporate the “H&H Program” into all of our educational programs. Chef
demonstrations feature heirloom varieties of produce as often as possible, The Edible Gardens grows
numerous varieties of heirloom products, our Sprouts taste heirloom products at the Club Sprouts Tasting
Program, and heirloom varieties are available for tasting at our monthly Savor the Seasons Tasting
Festivals, and consumers are confronted with our large “H” signs around the Market designating heirloom
varieties of fruits and vegetables.

Heirloom Variety Signage and Education: At the beginning of the 2010 Market season, vendors were
asked to submit a list of Heirloom varieties there would be growing/selling at the Green City Market (this
list is attached as supplemental material). From this list, we created a “cheat---sheet” for Market Heirloom
products to hand out at the Market featuring many of these crops (sheet also attached). In addition to the
cheat---sheet and product list, Green City Market also created packets of information for a few of the
notable products (tomatoes in particular — packet attached) to provide the history of each variety and help
promote sales of these products. As well, during each Market, vendors that are selling Heirloom and
Heritage varieties are asked to use our “H” signs to designate the varieties to customers (see attached
photo).

The Edible Gardens: The small garden at The Edible Gardens — nearly 1,000 square feet — was
dedicated to highlighting the beauty, plant heartiness, and delicious flavor of regional heirloom vegetable
varieties. Visitors could experience these varieties in the garden by learning their history, distinguishing
their often unique plant structure, tasting samples straight from the vine and visiting the Market to
purchase them from farmers participating in the Program.

Savor the Seasons Tasting Festivals: One of our most anticipated events is the monthly Savor the
Seasons Tasting Festival that highlights a particular product at the very height of its season and
availability at the 3 Market. For each month’s festival, we invited three of Chicago’s chefs to join us and
offer up tastings and recipes to further the promotion of the produce used. And our farmers see a jump in
sales as the crowds visit farmers that these items (most heirloom) for sale! The schedule for the Savor the
Seasons Festivals included:
« May 12: Lettuce Festival: Fresh, market salads prepared by: Mon Ami Gabi, Big Bowl (Asian
salad featuring local greens), Foodlife (Market Bounty salad with spring strawberries, rhubarb
dressing and market greens), Frankie's (cheese plates featuring Market artisan producers,
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market bread and watercress salad) and Cafe Ba Ba Reeba (goat cheese and arugula salad).
The Market also set up a tasting table giving shoppers the chance to taste over 30 varieties of
fresh lettuce and greens, many heirloom varietals, currently available for sale at The Market.

* June 23: Strawberry Festival: Gilbert Langlois from Chalkboard (strawberry salad using all
market ingredients: arugula, strawberries, goat cheese and tiny sprouts), Tony Galzin from MK
(strawberry panna cotta also using Market dairy and eggs) and Mike Ryan from Sable (strawberry
soda). The Market also set up a tasting table giving shoppers the chance to taste over 15
varieties of fresh strawberries, many heirloom varietals, currently available for sale at The Market.

o July 28: Carrot Festival: Peter Klein of Seedling Farms (carrot smoothie); Paul McGee,
Mixologist from The Whistler (fresh carrot juice); Brad Phillips of LM Restaurant (carrot cake). The
Market also set up a tasting table giving shoppers the chance to taste over 22 varieties of fresh
carrots currently available for sale at The Market.

e August 25: Tomato Festival: Tara Lane of Hull---House Kitchen (cold, market gazpacho soup);
Chris Pappas of Elate (tomato, onion and goat cheese tart); Enoch Simpson of Girl & The Goat
(heirloom tomato salad). The Market also set up a tasting table giving shoppers the chance to
taste over 30 varieties of fresh tomatoes (many of them heirloom varieties) currently available for
sale at The Market.

» September 29: Squash Festival: Sformatto di Zucca created by Chef Chris Macchia of Coco
Pazzo; Brown Butter Pumpkin Cake created by Chef Nate Meads of Fritz Pastry; Cider House
Rules drink created by Mixologist Tim Lacey of the Drawing Room.

Funding from the SC-10-13 grant helped us create the “cheat-sheet” for market-goers, as well as the
research required to put together the packets of information on specific plant varieties. In addition, this
funding paid for the printing of our “H” signs that we used throughout the Market to inform shoppers of
Heirloom and Heritage varieties. Savor the Seasons tasting products were also paid for with this grant.
Other expenses for this project were covered with in-kind and matching donations.

CLUB SPROUTS

Club Sprouts is organized with help from Green City Market staff, The Edible Gardens’ Project
Management Team, and daily market volunteers. At every Market, a specialty crop is purchased from a
farmer and highlighted for our Sprouts to taste. Tastings include everything from sweet strawberries, bitter
spring onions, tangy sorrel, and interesting squash blossoms, to pungent cilantro, woody mushrooms,
and savory carrots. It is truly amazing to see how many children become excited by the opportunity to
taste a product that maybe Mom or Dad don’t have around the house very often (like a portabella
mushroom) or become excited at the opportunity to eat something bizarre and beautiful (like squash
blossoms). In addition to the daily tastings, during the months June through August, we also offered
cooking demonstrations for children. Green City Market partnered with several “kid--- friendly foodie”
organizations to bring chefs to the Market that engaged our Sprouts with hands---on activities featuring
specialty crops purchased from our Market vendors.

Date Chef Organization Creation Featured Specialty Crop
Products
. Strawberry---Mint Strawberries
June 16 Melissa Graham Purple Asparagus Skewers Mint
June 23 Liz Isaacs Kiddy Cuisine Portabella Pizzas Portabella mushrooms
Assorted vegetables
Cherries
. Maple syrup
June 30 Amy Cox subURBAN homestead Red, White, and Blue Apple cider
Sweet Cherry Ice ;
Blueberries
White Raspberries
July 7 Nancy Lufrano Food Ateliers Ketchup Tomatoes and Onions
Cabbage
July 14 Elena Marre The Kids’ Table Rainbow Slaw Green Onions
Carrots
Chicken Tacos with Peaches
July 28 Courtney Treutelaar Common Threads Peach Salsa and Pickled Tomatoes
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Onions Corn

Onions

August 11 Melissa Graham Purple Asparagus Pear---Squared Salad Pears
Blueberries
August 18 Kyle Schott Midwest Roots Fruit Parfait glaspbem_es
ackberries
Strawberries

August 25 Anna Wilson Heritage Prairie Farm Honey Butter Honey

Many of the above cooking demonstrations used kid---friendly techniques such as using safety scissors
as a chopping mechanism for delicate plants like green onions and mixing ingredients with your fingers in
order to get our Sprouts excited about cooking with farm--- fresh ingredients.

Green City Market also hosted our Club Sprouts Seed to Table Celebration on Saturday, June 26th. We
invited children and families to join us for a day of gardening, composting, cooking, touring and tasting at
Green City Market. These activities included:

» Gardening with Green City Market's Manager Jeanne Nolan — Jeanne led kids in a take---away
pear pot gardening activity

* A chance to meet worms and learn about vermin---composting with Stephanie Davies and Amber
Gribben of Urban Worm Girl

» Create an Heirloom Seed packet with Sara Gasbarra, Project Manager of The Edible Gardens
“Guess the Beans” activity featuring beautiful Heirloom bean seeds

» Tasting table featuring delicious specialty crops from the Market (lettuce, micro greens, arugula,
spinach, rhubarb, asparagus, strawberries, tomatoes, fresh peas as well as a special treat — fresh
honey on the comb)

e Hands---on cooking demo on how to make jam from Market fruits featuring Ellis Farms farmer
Rene Gelder.

e Chef demonstration with celebrity chef Gale Gand (joined by her daughters) on how to make
Strawberry Crepes with kids at home with any of the local strawberry varieties offered at the
Market.

* Guided tours of The Edible Gardens

Funding from the SC-10-13 grant provided all the Specialty Crop tastings for Club Sprouts as well as the
printing of the Membership Cards, Club Sprouts prizes (buttons and certificates) and the Seed to Table
Party supplies (bean seeds, pear pot gardening activity supplies and vendor products for the Tasting
Table). Green City Market also acquired a pop-up tent for Club Sprouts to dedicate a separate space
from our Market Information Booth for Club Sprouts tastings. Other expenses for this project were
covered with in-kind and matching donations.

THE EDIBLE GARDENS

Our Families: In many cases, The Edible Gardens serve as a “backyard garden” for our Chicago families
who, because of urban space limitations, cannot grow their own garden. Many neighborhood families
followed and worked with us throughout the entire growing cycle, so that their children had the opportunity
to sink their hands in the soil, experience gardening during all seasons, develop a connection to the Earth
and learn about the importance of growing good, organic food. For several families, 2010 was the sixth
year that they worked alongside us in the Gardens.

As an example, children who planted sugar snap peas in April were ecstatic and eager to track the growth
of their peas in the following weeks, all the way through to harvest. The kids were able to visit each week
and see their snap peas growth and development and when it was time for harvest, they were able to
pluck them right off the vines and enjoy them on the spot! Some families took small harvests of these
snap peas home, allowing the entire growing process to come full circle.

Once again this season, we had one young 5---year---old “gardener”, Elliott Martin, who visited the

Gardens each and every Wednesday and Saturday morning with his mom. He was so enthusiastic to
help out with every aspect of the garden, including soil preparation, planting, weeding, harvesting and
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even fall cleanup. In the spring, Elliott’'s mom informed us that they had started pumpkin seedlings on
their rooftop, but were worried that soon the seedlings would outgrow their containers and be too difficult
to manage. We invited Elliott and his parents to bring his seedlings to the The Edible Gardens the
following week and we would transplant them in a special bed for him. Over the course of the summer,
Elliott arrived to the Gardens every day we were open to visit his pumpkin plants, carefully weeding
around them and tending to them very methodically and carefully. He grew three types of pumpkins, a
standard orange, a small white one and a miniature size pumpkin. In the fall, he got to take home every
one of the pumpkins he grew. It was a very special moment for him, his parents and our staff. In addition,
Elliott is very involved in the Green City Market Sprouts Program and watches both the kids cooking
demos and adult cooking demos with his mom each day and participates in the tasting program. He
expressed to us one day in the garden that he would like to be a chef and farmer when he grows up! He
is a wonderful example of what an impact The Edible Gardens and Green City Market's Sprouts programs
have on kids living in Chicago.

In addition, efforts were made to promote The Edible Gardens at the Market’'s Club Sprouts Tasting table.
GCM volunteers made sure to inform families and children visiting the table to walk over to the Gardens
for ongoing hands---on gardening activities. Many families returning to the Sprouts table in the following
weeks complimented GCM volunteers about the Gardens and mentioned that regular visits would be a
part of their Saturday morning Market routine.

Field Trips: This year’s Edible Gardens field trip was set up similar to previous years. Students were given
an organized and interactive tour of both the small and large gardens, and participated in hands---on
gardening activities in small groups of 5---10. Hands---on gardening activities included: soil preparation,
planting seeds, transplanting (transplants grown by Green City Market farmers), compost---making,
weeding, thinning, tomato pruning, harvesting, seed saving, planting garlic and cover crop seeding.
Extensive communication is made with teachers before a scheduled trip date so that we can customize a
school’s field trip to incorporate their specific curriculum into our own. This year, we customized our
garden curriculum to include lessons on pollination, organics, worm composting, distinguishing fruits vs.
vegetables and climate.

We also incorporated an herb tasting activity into fall field trip visits where children were given the
opportunity to taste several varieties of herbs at once, noting their distinct and very different texture,
shape, aroma and taste. Schools visiting the Gardens in late October were able to assist us with shutting
down the garden for winter and enjoyed pulling plants, cleaning up rows and composting the plant
material. In addition, our younger students spent time with Master Gardener, Gloria, who often read
excerpts from children’s books about gardening, plants and even worms.

Many classes visiting the Gardens took their harvested produce back to school. Kids were excited to
leave the Gardens this year with radishes, beets, butternut squash, cucumbers, peppers, potatoes, dried
beans, flowers, and tomatoes, to name a few.

Guided Tour and Farmer Meet and Greet:

For the second year in a row, structured activities at Green City Market were incorporated into
The Edible Gardens school field trip. These activities included a guided walking tour through the
Market, a Seasonal Tasting Table and during the Indoor Market, the addition of a hands---on
cooking/food activity. The goal of adding this new curriculum was to foster a greater
understanding of the “seed to table” concept to visiting school children, which would then
correspond with their experience in The Edible Gardens.

Small groups of students (7---10) are led on an interactive walking tour of Green City Market,
where they have the opportunity to visit vendor stalls, meet the farmer or producer and
experience the Market's products firsthand through sight and touch. Many farmers were kind
enough to explain to the children what and how they grow/raise their products and answer
questions. In some cases, children may take samples of items such as cheese and fruit, when
available. Children have the opportunity to see several varieties of a particular vegetable at once
and are often amazed at how many different kinds of potatoes, tomatoes and squash our farmers
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are able to grow. They enjoy the variety of unusual shapes, sizes and colors and the tour is very
hands---on.

Seasonal Tasting Table

While some students are visiting the Gardens, or taking a tour of the Market, other groups are
learning about and tasting Market products at our Seasonal Tasting Table. Prior to the 14 arrival
of the school group, our Market volunteers set up the Seasonal Tasting Table, which includes
purchasing the products to be tasted, cutting samples, creating vendor signage and setting up the
table. Each item is placed on a plate with a label in front of it detailing its name and which vendor
it is from. The purpose of this table is to allow children the opportunity to use their senses of
touch, sight, smell and taste as a means of experiencing the delicious and local products
available at the Market. The children enjoy making the connection between farmer and product
and find it fascinating to discover, for instance, which farmer grew the green beans they are
tasting, or which vendor grew the apples used to make the cider they are trying.

Typically, we offer 5---7 items for the school groups to taste, making sure to select products from
many different vendors, with an even combination of fruit, vegetables and herbs. For every school
group, we include some items that may seem unusual to the children. Leaning Shed Farm’s
ground cherries were a popular item this fall, as the kids loved the challenge of eating something
unfamiliar to them, as well as the “action” of removing the fruit from its outer husk. (This fall, we
had school groups tasting ground cherries every week, and most children had never tried them
prior to the trip). We also included more common fruits and vegetables like carrots, tomatoes and
pears, and the children were amazed at how delicious they were. Some students, who initially
expressed their dislike of certain vegetables, were more apt to follow the lead of their peers when
tasting. One set of teachers from The Academy of Global Citizenship used the concept of “risk
taking” to encourage hesitant students to try something new. In many cases, reluctant students
were pleasantly surprised by how much they enjoyed the experience of tasting something they
had originally “disliked”. Items in this year's Seasonal Tasting Tables included: purple cauliflower,
arugula, lemon balm, borage, sun jewel melon, Asian pears, candice grapes, purple haze carrots,
red currants, shiso micro greens, French breakfast radishes, lemon basil, and the two years in a
row, the overall school favorite, pea---sized tomatoes grown by Leaning Shed Farm.

Adult Programs: In 2010, we began a free Monthly Hands---on Gardening Workshop Series in The

Edible Gardens lead by project manager, Jeanne Pinsof Nolan. Workshops were held one Saturday per
month for 45 minutes and covered a wide variety of garden topics in conjunction with the season and
work in the garden.

April 17 Spring Start: Soil Preparation and Planting Cool Weather Crops The key to a successful
organic garden is proper soil preparation. Learn the techniques of good soil stewardship including
soil aeration and the addition of compost, soil amendments and fertilizers. We will also learn the
proper method to direct seed cool weather crops such as peas, spinach, chard and radishes.

May 22 Planning for Summer’s Arrival: Transplanting Warm Weather Crops Join us as we
transplant warm---weather crops such as tomatoes, peppers, eggplant and herbs, learning how to
properly lay out your garden, space your transplants and pair them with other varieties. « June 19
Necessary Nourishment: Feeding Your Plants for Healthy Growth and Production Learn the basic
principals and techniques of foliar feeding and side dressing. These techniques provide plants
with the extra nutrients they need to ensure good plant health and a bountiful harvest.

July 17 Expand Your Growing Season: Planting Fall Crops Learn how to plant in succession to
ensure a continuous harvest throughout the growing season. We will direct seed for plants that
will mature in the fall, including carrots, beets and turnips. ¢« August 28 Keeping A Tidy Garden:
Staking, Pruning, Harvesting and Composting August is often the month when most gardens are
at their peak — avoid the “jungle garden” by learning the proper methods of staking and pruning --
-keeping your garden tidy and organized during this peak time. Join us as we harvest the
garden’s bounty and learn the basic principals of home composting.

September 18 Growing Locally: Tips for Gardening in Chicago In conjunction with the “Locavore
Challenge” we will explore the plant varieties that thrive here in Chicago and how to successfully
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start and maintain a thriving urban garden, whether it be on a rooftop, deck or in a small yard. Eat
locally by growing your own food!

* October 9 Time To Hit the Hay: Putting Your Garden to Bed for the Winter Bundle up and join us
as we put The Edible Gardens to rest for the winter season. We'll be pulling out the remainder of
our plants, laying hay, seed saving, composting and tidying up our rows!

Funding from the SC-10-13 grant helped us lay the foundation for the Edible Gardens’ season including
seed and supply orders and project management expenses. Other expenses for this project were
covered with in-kind and matching donations.

LOCAVORE CHALLENGE
The 2010 Annual Locavore Challenge included several special events (each held on Market days)
promoting eating locally and supporting local farmers and producers:

On Saturday, September 11, 2010, Green City Market hosted the first Annual Locavore Fair. We invited
fellow not for profits, who share our mission as we work collectively towards increasing food access,
sustainable food production, stewardship of the land, and the preservation of the small family farm. Even
the Shedd Aquarium joined us and promoted 6 different species of animals that have pledged to eat
locally. These included Lovely, the Shedd's Malaysian Sailfin Lizard along with a Red---Footed Tortoise, 2
Yellow---Footed Tortoises, an American Bullfrog, Seahorses, and Dart Frogs! Other Participating not for
profit organizations at our Locavore Fair included Openlands; Glass Rooster; Slow Food Chicago; Purple
Asparagus; The Shedd Aquarium: Right Bite Program and Seven Generations Ahead.

On Saturday, September 18, 2010, Green City Market held our first Annual Locavore Culinary Student
Chef Challenge. Three of Chicago's top culinary schools, Kendall College, Le Cordon Bleu, and
Washburne Culinary Institute sent a pair of students each to Green City Market where they competed in a
"Mystery Basket" competition. Each team received an identical "Mystery Basket" of products from Green
City Market, and then had 15 minutes to plan a two---course menu, and 45 minutes to prepare and
present their dishes to our panel of Celebrity Chef Judges. The competition showcased the students'
abilities to utilize secret seasonal ingredients, as well as demonstrate their creativity and technique in an
outdoor kitchen setting. The winning team received a $500 scholarship from Green City Market, as well
as special prizes from Northwestern Cutlery, so no one left empty---handed!

The Locavore Challenge concluded with a Locavore---inspired Dinner and Community Gathering on
Wednesday, September 22 at The Peggy Notebaert Nature Museum. Over 200 Locavores joined us for a
memorable evening to celebrate the Challenge and share recipes and stories with other supporters.
Everyone also had the chance to participate in an interactive community discussion on their Locavore
experience. The dinner featured a menu of all Green City Market ingredients sourced directly from our
farmers. And during dinner, we provided a presentation from the Organic Gardner, Jeanne Nolan who
discussed Growing Organic Vegetables in Your Own Backyard.

In addition to these special events, Green City Market also partnered with local restaurants to create and
publicize Locavore Menus around the city. On designated evenings during the two weeks of the
challenge, restaurants offered prix fixe locavore menus highlighting all the delicious specialty crops that
lllinois produces.

All the special events information, prix fixe menu restaurants and more were featured in our Locavore Kit
— which we were able to create thanks to the support from the lllinois Department of Agriculture’s
Specialty Crop Grant Program. This kit focused on information on how Chicagoans can “Get Educated!
Get Ready! Get Local! And Get Involved!” and also included Green City Market’s Top 10 Reasons to Be a
Locavore, where consumers can shop in order to purchase locally produced food (nearly 10 different
stores in Chicago alone!), and why eating locally is important.

Funding from the SC-10-13 grant helped us create the Locavore Kit that included all relevant information
on the Locavoe Challenge activities and events, as well as helpful information on “best practices” for
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eating locally in Chicago. Other expenses for this project were covered with in-kind and matching
donations.

GOALS AND OUTCOMES ACHIEVED

ORGANIZATIONAL GOALS AND OUTCOMES

Through increased efforts at the Market and online portals, Green City Market was able to increase our
email listserv from just over 6,000 subscribers to over 8,000 subscribers. This increase in 2,000 people
(33%), allows for an increased reach of Green City Market's weekly e-newsletter and special events email
blasts. An increase in our electronic reach increases the numbers of consumers involved in our programs
highlighting the Specialty Crop producers at the Market.

Our 2009-2010 indoor season included more vendors that we have ever included at the Peggy Notebaert
Nature Museum (our indoor home). We are excited to report that over forty (40) vendors participated with
us at some point from November through April. In addition to having a record number of vendors
involved, we also saw over 18,000 shoppers over the course of our season!

Green City Market has experienced a 40% increase in overall visitors and we anticipate over 200,000
patrons will attend our market by the end of 2010. Over 25,000 people visited Green City Market -a
significant increase from 2009. This was due in part from developing tours that embraced our market and
our Edible Gardens at The Farm in the Zoo program. Children received a guided tour from one of Green
City Market's seasoned volunteers and were given the opportunity to taste farmer's products made
available at the "Green City Market Children's Tasting Table."

With the increase in traffic, we also experienced a significant increase in sales at our crepe stand that
features farmer's products. Expected earned income should net Green City Market over $35,000.

For the 2010 Outdoor season, Green City Market was excited to welcome three new vendors: Dietzler
Farms, Becker Lane Organic Farm, and King’s Hill Farm. Both Dietzler and Becker Lane specialize in
Heritage breeds of pork (Becker Lane) or cattle (Dietzler) and King’'s Hill Farm is a low-acreage, high-
output permaculture farm. During our Locavore Challenge in 2010, instead of welcoming guest vendors
for two weeks, we highlighted other local nonprofits focused on promoting local food, healthy living, and
wellness. Organizations that joined us were: Openlands; Glass Rooster; Slow Food Chicago; Purple
Asparagus; The Shedd Aquarium: Right Bite Program and Seven Generations Ahead.

Over the course of our 2009 and 2010 seasons, most of our vendors saw an increase in sales. The
increase in our programming for the Heirloom and Heritage Project, Club Sprouts, The Edible Gardens,
and the Locavore Challenge directly impacted sales for our farmers and producers at the Market. Of our
group of producers that saw an increase in revenues (30 producers), 30% saw a 1-10% increase in
revenues, 30% saw a 10-20% increase in revenues, 10% saw a 20-30% increase in revenues, and 10%
saw a 40-50% increase in revenues and 10% saw their revenue double as compared to 2009. As the
current U.S. economy is in a deep depression, we consider these statistics to be a mark of success of the
Know Your Food...Know Your Farmer brochure as a means of sales increase and publicity for our
specialty crops producers.

HEIRLOOM AND HERITAGE

At the end of the 2009 Market season, vendors were asked to submit a list of Heirloom varieties they
would be growing/selling at the Green City Market (this list is attached as supplemental material). From
this list, we created a “cheat---sheet” for Market Heirloom products to hand out at the Market featuring
many of these crops (sheet also attached). In addition to the cheat---sheet and product list, Green City
Market also created packets of information for a few of the notable products (tomatoes in particular —
packet attached) to provide the history of each variety and help promote sales of these products. As well,
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during each Market, vendors that are selling Heirloom and Heritage varieties are asked to use our “H”
signs to designate the varieties to customers (see attached photo).

The Edible Gardens featured over 50 varieties of Heirloom plants:
* Amaranth
* Anise Hyssop
* Arugula (Sylvetta)
* Basil (Genovese)
* Beans - Dry (Jacob’s Cattle)
* Beans - Fresh (Purple Potted Pole Bean)
» Beets (Forono, Chioggia, Bulls Blood, Detroit Red)
 Borage
e Broccoli (De Cicio)
»  Carrots (Danver, Parisi Di Tonga)
e Cucumbers (Lemon, Longfellow, Marketmore 76)
» Chard (Bright Lights, Italian Silver Heirloom, Ford Hook Giant)
* Eggplant (Rosa Bianca, Ping Tung)
* Fennel (Di Ferenze)
Kale (Lacinato, Red Russian)
Lettuce (Amish Deer Tongue, Red Romaine, Tennis Ball, Mascara)
Okra (Red Burgundy, Hill Country)
Peas (Dwarf Gray)
Potatoes (La Ratte, Cranberry Red)
Radish (French Breakfast)
Turnips (Purple Top Glow, Hakurei)
Tomatoes (Aunt Ruby’s, Black Cherry, Black Krim, Box Car Willie, Brandywine, Hillbilly, Italian
Heirloom, Juane Flamme, Mexican Midget, Prudence Purple, Red Zebra, San Marzano)
* Winter Squash (Galeux d’'Eysines, Boston Marrow)

At each Savor the Seasons Tasting Festival, the Market saw nearly 500 people! Once the chefs’ “tastes”
are gone, these people then visit our farmers that sell the featured product and are able to see a jump in
sales from the crowds.

CLUB SPROUTS

The Club Sprouts Tasting program experienced an unbelievable response and in 2010 we had over 900
children participating in the program. Most of these children completed multiple Membership Cards and it
was necessary to add additional rewards for our Club Sprouts “graduates” — many of these kids were on
their third Sprouts Membership Card by the end of the season! As children completed their cards, they
progressed through rewards of Certificate of Accomplishment, Club Sprouts Graduate button, and Green
City Market tote bag. Our cooking demonstrations also received a great response and most of the demos
had upwards of 30 children in attendance. Most of these children were repeat visitors and joined us for all
the hands---on cooking activities! With a focus on using Market ingredients and specialty crops, these
demos allowed our Sprouts to learn about the importance of food and its traditions, as well as the
importance of shopping locally and supporting farmers at Green City Market. With this understanding, and
by giving our Sprouts the opportunity to work with their parents and families on creating kid---friendly, kid--
-involved meals at home, we are able to push the products sold at the Market, in turn, supporting our
specialty crop growers. The Club Sprouts Seed to Table Celebration brought over 8,000 shoppers to our
Market and over 200 children participated in our assortment of free events planned for the day.

THE EDIBLE GARDENS

Our Families and Field Trips

We are excited to report that in 2010, more than 25,000 people visited the garden. Of these 25,000,
nearly 2,000 were students from the Chicago---land area for our Field Trip program. Response was so
strong to our tours of The Edible Gardens and Green City Market that we were required to add a third
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day. Special Thursday tours occurred on non---market days, but included a more in---depth hands---on
activity for children in the gardens.

The 2,000 students that visited with us in 2010 were from 25 schools: 5 Chicago Public Schools, 6
suburban schools, 14 private schools, and 4 organizations. Of these 25 schools, 10 were returning from
visits in 2009. A list of the schools and organizations that participated in The Edible Gardens field trips is
below:

Francis Parker School, 2nd grade, 30 kids, Chicago (Lincoln Park)

Immaculate Conception School, 2nd grade, 44 kids, Chicago (Old Town)

St. Ann School, 4th and 5th, 60 kids, Chicago (Pilsen)

CPS Hamilton Elementary, Kindergarten, 30 kids, Chicago (Lakeview)

Polaris Charter Academy, 1st grade, 100 kids, Chicago (East Garfield Park)

Lincoln Park Preschool, Preschool, 30 kids, Chicago (Lincoln Park) « CPS Whitney Young
Charter, 8th grade, 125 kids, Chicago (Near West Side)

Kenilworth Home and Garden Club, 25 adults, Kenilworth

Rondout School District, Kindergarten through 3rd grade, 60 kids, Lake Forest

Common Threads, Mixed ages, 30 kids, Chicago, IL

Willard Elementary School, Kindergarten, 80 kids, Evanston

The British School, Kindergarten, 60 kids, Chicago (Lincoln Park) ¢ Francis Parker School, 2nd
grade, 60 kids, Chicago (Lincoln Park)

Jewish Day School of Chicago, Kindergarten, 30 kids, Chicago (Edgewater)

Immaculate Conception School, 4---9 yr olds, 60 kids, Chicago (Lincoln Park)

Lakefront Children’s Academy, Mixed ages, 60 kids, Chicago (Grant Park)

Park West Coop Nursery School, 3---6 years old, 15 kids, Chicago (Lincoln Park)

Rockford School District, 8th grade, 60 kids, Rockford

DePaul University, Freshman Year Studies Program, 25 students, 3 faculty

North Shore Country Day School, 3rd grade, 30 kids, Winnetka

Eisenhower High School, Special Education students, 35 kids, Blue Island

Junior League of Chicago, 35 adults 17

Francis Parker School, 2nd grade, 60 students, Chicago (Lincoln Park)

La Lectura Montessori, 3---6 yr olds, 20 kids, Berwyn

Saint Monica’s Academy, Kindergarten, 40 kids, Chicago (Harwood Heights)

Junior League of Chicago and Cabrini Green, 10 adults with 30 high school girls,

University of Michigan College of Architecture and Urban Planning, 12 students

CPS Mozart Elementary School, 4th grade, 60 kids, Chicago (Hermosa)

Chicago Latvian Preschool, 2---4 years old, 12 kids, Chicago (Sauganash)

Catherine Cook School, 3rd grade, 60 kids, Chicago (Old Town)

The Peninsula Hotel's Green Committee, 15 adults

CPS Hamilton Elementary School, Kindergarten, 85 kids, Chicago (Lakeview)

Seven Generations Ahead’s “Fresh from the Farm” Teacher Training, 20 teachers

CPS Libby Elementary School, 5th grade, 60 kids, Chicago (Back of the Yards)

Jewish Day School of Chicago, Mixed ages, 28 kids, Chicago (Edgewater)

University of Chicago Lab School, 3rd grade, 30 kids, Chicago (Hyde Park)

The Academy of Global Citizenship, 1st grade, 50 kids, Chicago (Archer Heights)

Adult Programs: The pilot program of our adult workshops proved to be a huge success and we received
outstanding feedback from participants. Several attendees participated in all seven workshops for a full
season of garden education. The capacity for each class is 25 and for 6 out of the 7 classes we reached
capacity. The number of attendees for the workshop series was roughly 150.

LOCAVORE CHALLENGE

In 2010, we took our Locavore Challenge to a much higher level and received a great deal of press over
the two weeks. We established a foundation of events that we plan to use as a template for many years
to come. The response from our fellow not for profits, colleges and supporters has been overwhelmingly
positive. We feel we made a real difference in 2010 and helped thousands of Chicagoans understand
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how they can play a part in our regional food system by supporting our farmers, eat better and live a
healthier lifestyle.

As part of the Locavore Kit, consumers could pledge to eat locally online and at Green City Market. Over
500 supporters pledged to eat locally (including the 6 different species of animals from the Shedd
Aquarium)! And we had over 100 people join us for the Locavore Dinner and Community Gathering and
participate in the discussions surrounding Jeanne Nolan's presentation and small group break---out
sessions.

BENEFICIARIES

HEIRLOOM AND HERITAGE VARIETIES

Our hope is that our farmers growing heirloom varieties are the primary beneficiaries of this project, but
that also our consumers become educated about different varieties and what makes them special, worth
preserving, and of course, tasting better! By giving consumers multiple avenues to be confronted with
Heirloom varieties (signage, plants growing in The Edible Gardens, packets of information, and tastings at
our Savor the Seasons Festivals), the more likely they are to purchase these products from our specialty
crop producers.

CLUB SPROUTS

Green City Market's Club Sprouts program focuses on highlighting the importance of specialty crops,
sustainable farming, and shopping locally. By giving children a taste of a farm---fresh product at every
Market, children learn the difference between food grown on a farm brought direct to them at a farmers’
market and food at a big---box grocery store. These children, in turn become excited about knowing
where their food comes from and supporting their local farmer. Most of the time, if a child involved with
our tasting program enjoys the featured product of the day, Mom/Dad/Nanny/Grandma will take them to
the farmer that grows it and purchase some to experiment with at home. These tastings are not only
benefitting our Sprouts by showing them new and exciting foods, but also our farmers by increasing their
sales.

Additionally, our hands---on cooking demos feature these same Market products grown by our specialty
crop vendors. When children become excited about creating their own meals and cooking with their
families, mom and dad also become excited about their food and knowing where their products come
from. Featuring Market---fresh ingredients in an easy--- to---follow and kid---friendly recipe is one of the
best ways the Market's educational programs increase sales to our farmers. Parents and children can
take the recipe they just learned from our hands---on demo and create their own “shopping list” to walk
around the Market with!

THE EDIBLE GARDENS

Because our family and field trip programs are focused on introducing children to the concept of farm---to-
--table, families are, of course, our first and foremost beneficiary for The Edible Gardens program. The
Edible Gardens is Green City Market's primary educational outreach program, giving Chicago families a
hands---on education about where their food comes from. As mentioned before, our goal is to ensure that
families have the knowledge, experience, and inspiration to be a part of creating a local, sustainable food
system.

LOCAVORE CHALLENGE

The Locavore Challenge is one of Green City Market's most exciting educational programs and benefits a
whole slew of people in the food communities. First and foremost, the Locavore Challenge benefits our
families and shoppers at the Market by creating and sustaining the conversation surrounding eating
locally and highlighting our farmer’'s products. This educational program and especially the kit, drives
sales back to our farmers and products. We recognize that their products are sold at a variety of places
(not just Green City Market) — places like small co---ops in Chicago, restaurants, and family---owned
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grocery stores. The Locavore Challenge and Kit enable us to cross---promote our vendor’s products at
multiple locations.

LESSONS LEARNED

HEIRLOOM AND HERITAGE VARIETIES

A hard lesson we have had to learn over the 2010 season is that portable signage (“H” signs) is difficult to
keep track of and maintain usage consistency. We are working to adapt this table tent signage to
something more “farmer---friendly” — possibly small index---card sized signs that are clothes pinned or
paper clipped to farmers current pricing signage.

CLUB SPROUTS
With so many children involved in our Club Sprouts program on a regular basis, we have thought about a
few changes that we will implement for our 2011 season:
e Many children complete so many Club Sprouts Membership Cards that we will begin all children
on a new card at the start of the 2011 season
* Because kids complete 2 or 3 cards per season, our prizes next year will be slightly more
substantial — possibilities include kitchen utensils, cooking aprons, hot pad mitts, etc. These
prizes, in addition to the cooking demos, will continue that thought process of moving farm---fresh
ingredients into the kid---friend kitchen
* Most of our Sprouts participate in our cooking demos on a regular basis. We will move to create
cooking “series” for Club Sprouts in the 2011 season featuring just 3 or 4 kid---friendly chefs that
children can build a 2--- or 3---week rapport with.

Club Sprouts experienced such an overwhelming amount of interest in conjunction with the increase in
children visiting Green City Market. Schools groups, summer camps, and field trips have an opportunity to
visit the Market through our field trip program that includes tours, special tasting stations, and hands---on
activities in our Edible Gardens. Much of the increase in Club Sprouts, we believe, is due to the cross--
-promotional efforts of our Edible Gardens Program.

THE EDIBLE GARDENS

Every year, our Field Trip program expands and we have learned to accommodate more and more
children each year. For the 2011 season, we have plans to add a third day (Thursdays) to the summer
months of June, July, and August. This will allow us to reach even more students, schools, and
organizations. We have also learned the importance of the guided tour of the Market and have plans to
create a docent program to make the tour of Green City Market even more meaningful and full of useful
information about our organization, the farmers that we serve, and sustainable farming practices.

LOCAVORE CHALLENGE

The Locavore Challenge was a huge success in 2010, and we have learned at Chicagoans truly are
seeking better alternatives to eat better and live a healthier lifestyle. We also learned that partnering with
outside organizations and other “local food distributors” we can sustain a conversation around the local
food movement and keep driving it forward.

CONTACT PERSON

Abby Csanda

Marketing and Communications Coordinator
abby@greencitymarket.org
773---880---1266
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ORGANIZATIONAL ACCOMPLISHMENTS

Green City Market is experiencing a record year. Our outdoor season, which kicked off Wednesday, May
12, 2010, has seen an upsurge in attendance with a significant increase in families, children, school
groups and Chicagoans at large discovering our market and responding to Green City Market in a big
way! Green City Market takes place outdoors in Lincoln Park every Wednesday and Saturday from
7:00am---1:00pm. Within the chef community, Green City Market has become known as the destination
for culinary buying and ordering. In addition to the chefs, Green City Market embraces tens of thousands
of children, school groups and field trips on Wednesdays as we have developed a full day of
programming between The Edible Gardens, Club Sprouts, Market Tours and Tasting Tables. Our
Wednesday attendance is generally at 3,000 — 4,000 per market day. Saturdays have exploded! Green
City Market has become known at the unofficial “Town Square of Lincoln Park.” Our market has 7,000--
-8,000 shoppers attend on most Saturdays and on Saturday, September 4 (Labor Day weekend), we saw
9,300 visitors to Green City Market. That was a single---day record for us.

All signs point to a continued large crowd of consumers following us to our Indoor Market, which launched
on Saturday, November 6, 2010. Green City Market is proud to be able to operate as Chicago’s only year
round farmer’s market and provide a solid marketplace for our farmers to be able to sell fresh produce all
year round. With your support, we were able to expand our educational programs to reach these
thousands of consumers, so many of them children, and offer year round initiatives.

As a direct result of the lllinois Department of Agriculture support, Green City Market is experiencing
record crowds at our farmers market and our educational programs are reaching new audiences with an
emphasis on children and families, Together, we are making a difference about how people think about
food — where it comes from — how it got to their plate — and offer a marketplace where they can come and
get to know their farmer and know their food. Green City Market cannot thank the USDA enough for all
you have done to elevate the success of our organization and our farmers. Please know how deeply
grateful we are and how proud we are to have been selected as a grantees though the lllinois Department
of Agriculture Specialty Crop Program.
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EDIBLE
GARDENS

Green City Market's Edible Gardens project manag

Pinsof Nolan, takes participants step-by-step through the
growing season with our monthly series of hands-on gardening
workshops. All workshops take place one Saturday per month at
The Edible Gardens, our 5000 sq. ft organic vegetable garden,
located in Lincoln Park Zoo's Farm-in-the-Zoo from April through
November. Each workshop lasts about 45 minutes long and
participants are asked to dress to garden; water-proof shoes and

gardening gloves are encouraged!

MAY

Summer’s Arrival: Transplanting Warm Weather Crops

We transplanted warm-weather crops such as tomatoes,
peppers, eggplant and herbs, and learned how to properly lay
out your garden, space your transplants and pair them with
other varieties.

JUNE

Necessary Nourishment:

Feeding Your Plants for Healthy Growth and Production

We learned the basic principals and techniques of foliar
feeding and side dressing. These techniques provide plants
with the extra nutrients they need to ensure good plant health

and a bountiful harvest.
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EDIBLE
GARDENS

I
JULY

We learned how to plan in succession to ensure a
continuous harvest throughout the growing season.
We directed seed for plants that would mature in the
fall, including carrots, beets, and turnips.

AUGUST

August is often the month when most gardens are at their
peak - we learned to avoid the “jungle garden” by learning
the proper methods of staking and pruning. We harvested
the garden’s bounty and learned the basic principles of
home composting.

SEPTEMBER

In conjunction with the Locavore Challenge, we explored
the plant varieties that thrive here in Chicago and how to
successfully start and maintain a thriving urban garden,
whether it be on a rooftop, deck, or in a sgall,yasd.
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GREEN CITY MARKET HEIRLOOM PROGRAM

Farmer

Category

Iltem/Variety

Iron Creek

TOMATO

Chalk’s Early Jewel Tomao

Cherokee Purple Tomato

Sudduth Strain Brandywine Tomato

Valencia Tomato

Seedling

APPLE

American Apple

Crane Melon

PAWPAW

Pawpaw

PEAR

American Heirloom Pears

PERSIMMON

American Persimmon

QUINCE

Meech's Prolific Quince

Green Acres

BEAN

True Red Cranberry

Cannelini Beans

Dragon Tongue

Chinese Long Beans

Romano Beans

Trionfo Violeto

Barlotto

BEETS

Chioggia

Forno

White

CUCUMBERS

Chinese

Armenian

Italian

EGGPLANT

Italian

Turkish

Spanish

Puerto Rican

HICKORY NUT

Shagbark Hickory

JERUSALEM ARTICHOKES

Jerusalem Artichokes

KALE

Red

ONIONS

Cippolini

Grey Shallots

PEPPERS

Japanese Twist

Chiles de Padron

Trinidad Perfume

Marconi

Perfume

Tulip Bell

SQUASH

Butternut

Red Kuri

Gardeaux D'eyesmes

Yokohamu

Black Futsu

Rouge Vif D'etumpes

Long of Naples

Queensland Blue

Blue Hubbard

Seminole Pumpkin

Paydon Family

Boston Marrow
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GREEN CITY MARKET HEIRLOOM PROGRAM

Farmer

Category

Iltem/Variety

Green Acres

TOMATOES

Brandywine

Aunt Ginny's Purple

Caspian Pink

Pruckens Purple

Yellow Brandywine

Kelloggs Breakfast

Purple Calabash

Amish Paste

Radiator Charlie's Mortage Lifter

Sudduth Strain Brandywine Tomato

Cherokee Purple Tomato

German Pink Tomato

German Gold

Anancis Noir

Costoloto Genovese

Isis Candy

Black Plum

Anna Russian

Rutgers

Black Prince

Hillbilly

MELONS

Charleston Grey

Sioux

Tigger

Moon & Stars Watermelon

Yellow Meated Watermelon

Goliath

PERSIMMON

Persimmon

RADISH

Chinese Red Meat

Jericho

Spanish

French

Genesis

BEANS

Jacob's Cattle Bean

Crowder Cowpeas-Mississippi Silver Hull Bean

LETTUCE

Amish Deer Tongue Lettuce

Grandpa Admire's Lettuce

Speckled Lettuce

Black Seeded Simpson

PEAS

Southern Field Peas

PEPPERS

Datil Pepper

Fish Pepper

Giant Szegedi

Blue Nose Large Bell

Sheepnose Pimento

Jimmy Nardello's Sweet Italian Frying Pepper

Wenk's Yellow Hot Pepper
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GREEN CITY MARKET HEIRLOOM PROGRAM

Farmer

Category

Iltem/Variety

Genesis

MELONS

Green-striped Cushaw

Moon & Stars Watermelon

Aruan Honey Dew

Early Silver Line

Golden Honey Moon

Tigger

Banana

POTATO

Ozette

SQUASH

Black Futsu

Long of Naples

Amish Pie

Sibley

Banan

Neck Pumpkin Butternut

Japanese Pie

Marine di Chiogga

SWEET POTATO

Beaugard

TOMATO

Casaba

Amish Paste

Cherokee Purple Tomato

Aunt Ruby's German Green Tomato

Cherokee Purple Tomato

Djena Lee's Golden Girl Tomato

German Pink Tomato

Orange Oxheart Tomato

Radiator Charlie's Mortgage Lifter Tomato

Sudduth Strain Brandywine Tomato

Big Zebra

Big Rainbow

Black Prince

Copia

Dad's Sunset

Great White

Dr. Wyche's Yellow

Black Krim

Valencia Tomato

Costoluto

Green Zebra

Moskvich

Panto Romanseco

MELON

Moon & Stars Watermelon

Aruan Honey Dew

Yellow Meated Watermelon

Early Silver Line

Golden Honey Moon

Tigger

Banana

PECANS

American Native

Casaba
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GREEN CITY MARKET HEIRLOOM PROGRAM

Farmer Category ltem/Variety
ASPARAGUS Mary Washington
Jersey
Cortland
Empire

Golden Delicious
Granny Smith
Ida Reds
Jersey Macs
APPLE Jonathan
Macon
MacIntosh

Red Delicious
Redimac

Red Rome
Winter Banana
APRICOT Gold Cot #5
Duke
BLUEBERRIES Elliot

Jersey

Ellis Farms Bing

SWEET CHERRIES HidelFingen
Windsor
TART CHERRIES Montmorency
Concord
GRAPES Niagra
Delaware
Candor

Red

Haven
PEACHES Harbinger
Loring

Red Skins
Baby Golds
Bartlet

PEARS Bosc

Fenton

Methly
PLUMS Stanley

Shiro
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GREEN CITY MARKET HEIRLOOM PROGRAM

Farmer

Category

Iltem/Variety

Sweet Earth

GARLIC

Bogatyr

Tochliavari

German Red

Georgian Fire

TOMATO

Amish Paste

Aunt Ruby's German Green Tomato

Austin's Red Pear

Beam's Yellow Pear

Golden Sunray

Juane Flamme

Black Krim

Black Plum

Pruden's Purple

Eva Purple Ball

Martino's Roma

Nebraska Wedding

Siberian

Speckled Roman

Stupice

Sun Gold

Reisentraube

TOMATILLO

Purple

LETTUCE

Amish Deer Tongue Lettuce

Baby Oakleaf

Marveille des Quatre Saisons

Red Romaine

Red Leprechaun

Red Iceberg

BEANS

Brochton Horticulture

Cherokee Trail of Tears

Boston Favorite

True Red Cranberry

Christmas Lima

Hutterite Soup

Mayflower

Golden Lima

Ireland Creek Annie

Aunt Molly's ground Cherry
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Green City Market
Heirloom & Heritage Project: Tomatoes

Amish Paste

Very productive heirloom
from Wisconsin that
produces up to 12 oz, deep-
red oxheart-shaped, meaty
fruit. (Probably one of the
largest paste tomatoes) Lots
of sweet, tomatoey flavors
from this coreless meaty
fruit. A great slicing and sauce tomato.

Anna Russian

An heirloom oxheart
variety from Brenda
Hillenius, of Oregon,
who got from her
grandfather, Kenneth
Wilcox, who received
seeds from a Russian immigrant. An
excellent, gorgeous tomato. Early maturing
for a heart-shaped tomato, the large,
visually beautiful, pink-red fruit normally
weighs about 1 pound. Superb rich old-
fashioned, tomatoey flavors with lots of juice

Ananas Noir

Also known as Black
Pineapple, this is one of
the most interesting
tomatoes we offer. The
skin has shades of
green, purple, orange,
and yellow. Bright green
flesh has bursts of red streaks that will
definitely add intrigue to your vegetable
platter. The lip smacking flavor starts out
sweet and ends with the perfect amount of
tang. What's more, the sprawling
indeterminate plant yields a tremendous
amount of 1 1/2 pound fruits.
Also available as a plant.

Black Prince

The Black Prince Tomato is

known in Russia as "Czerno

Prinz Tomat" and next to the

Black Krim Tomato, this is

among the most popular and
best known of Black Tomatoes. This outstanding
tomato variety was originally introduced from
Irkutsk, Russia (in Siberia) some years ago and
is typically regarded as a true Siberian tomato
variety due to its outstanding qualities in
northern climates. Although the Black Prince
could be considered a rare heirloom tomato in
the United States and the United Kingdom, this
tomato is widely raised in Russia and is regularly
sold commercially by some of the larger
vegetable seed companies in Russia today. In
fact, its cultivation is so widespread in Russia
that of late, a company in Volgograd has begun
the marketing of a product called "Black Prince
Tomato Oil", which is an extract of the Black
Prince Tomato. This product is now being widely
applied in Russia's food, cosmetics, agricultural
and pharmaceutical industries and has been
tested to have a wide range of health benefits
due to the abundance of lypocene in this Russian
tomato. Black Prince produces an abundance of
medium sized red-brown tomatoes with dark
brown (black) shoulders that features a rich,
juicy taste. In fact, in a recent tomato taste test
performed by Country Living Magazine, the Black
Prince Tomato ranked as the #8 tomato in their
taste test.

Black Plum

An oblong tomato
ripening to a dark red,
with blackish and dark
green spots. The flesh
is deep red/black in
color. Moderate to
high in juice, fruit up
to 3" in length. Variety is fairly hardy and
will bear in cooler temperatures, as well as
grow in hot, dry climates.
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Brandywine Costoluto
Indeterminate, pink fruited,
large fruit, oblate shape, M
some green shoulders, Italian, heat-loving,
some ribbed shoulders, heirloom tomato that
some cracking, Yyield can

range from low to relatively

high, potato leaf, meaty,
flavor from insipid to
superb.

History: This is fairly certain; Brandywine is a tomato
that found its way into the Seed Savers Exchange
collection in 1982. It got there via an elderly (now
deceased) Ohio gardener named Ben Quisenberry, who
received the variety from a woman named Dorris
Sudduth Hill. She stated that they had been in her
family for over 80 years. | do not know where the
Dorris came from — hence, where the tomato originated.

The key question is whether Brandywine was a family
heirloom that arose from a commercial variety via
selection, or was brought from overseas. The first
tomato of a similar description to appear in seed
catalogs is Turner’s Hybrid (Burpee) or Mikado
(Henderson); it is not clear as to whether these are the
same tomato with one company renaming it, or two
tomatoes that are very similar.

I would love to see the pages from the three catalogs
when Turner’s Hybrid, Mikado and Brandywine were
introduced to read the exact descriptions. (Note: |
need to do more research on the above and verify
dates, since they do not make sense).

The latter two seed samples, in limited grow-outs,
yielded indeterminate, regular leaf plants with large
red (scarlet) beefsteak type fruit of fine flavor. Mikado,
over several years of growing seeds from each
accession, gave a mixture — regular leaf, large fruited
red; potato leaf, large fruited red; regular leaf,
medium sized pink, and potato leaf, medium sized
pink. This indicates that the seed stock is not pure. No
outcome resembled Brandywine in fruit size or flavor,
however.)Once word of the supreme flavor of
Brandywine got around, it became the most popular of
the heirloom tomatoes offered via the SSE yearbook,
and even found its way into a number of mainstream
seed catalogs, such as Stokes and Parks. What is clear
is that at least one selection, sold by the defunct
Tomato Seed Company of Metuchen, New Jersey, has
consistently inferior flavor. The strain carried by
Johnny’s Selected Seeds came from a seed donation by
me — | received the variety from Roger Wentling of
Pennsylvania in 1986. He in turn received the variety
from Ken Ettlinger of the Long Island Seed and Plant
company. Ken received it from Ben Quisenberry, thus
the JSS strain is the Quisenberry/Sudduth strain. There
is an inaccurate relist of the variety in the SSE
yearbook — because | got the strain from "PA WE R",
one seed saver relisted it as Pawer’s Brandywine, thus
illustrating how names can be improperly perpetuated.

has been enjoyed for

many generations

along the

Mediterranean.
Large, deep-red fruits have a singularly
fluted profile, are deeply ridged, and heavily
lobed. Meaty, full-flavored, slightly tart, and
delicious. Because of its scalloped edges,
perfect for use in an arrangement of
different colored sliced tomatoes. Makes a
rich and pungent pasta sauce.

Caspian Pink

According to sales

literature, it is an

heirloom discovered in

Russia by a Petoseed

Company employee

shortly after the cold
war ended. It has large, kind of flat (oblate)
shaped, pink fruits weighing up to eleven
ounces when the plants are pruned. The
fruits ripen from the bottom of the plant up.
Taste is mild and sweet.

Cherokee
Purple

The Cherokee Purple
was rediscovered by
tomato grower Craig
LeHoullier. LeHoullier
claimed that it was more than 100 years old,
originated with the Cherokee people. The
Cherokee Purple tomato has a unique dusty
rose color. The flavor of the tomato is
extremely sweet with a rich smoky taste.
The Cherokee Purple has a refreshing acid, is
watery, thick-skinned and earthy with a
lingering flavor. The Cherokee Purple plants
are very prolific making this plant a good
heirloom for gardeners and farmers.
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Hillbilly

85 days.
Lycopersicon
esculentum. Plant
produces good
yields of large 2 Ib
orange-yellow
beefsteak
tomatoes with red and pink streaks. Very
flavorful. Excellent for salads and
sandwiches. An heirloom from West Virginia,
USA. Indeterminate. pk/20

Kellogg’s
Breakfast

1 Ib., pale to deep
orange beefsteak
tomatoes originally
from West Virginia,
that is thin-skinned,
meaty, has few seeds and a fantastic sweet,
tangy flavor. Juice and inside flesh have the
same bright orange color as orange juice

Nebraska
Wedding

An old Great Plains

favorite with .amber -

orange fruits. Grown

in anticipation of

nuptials in the
Summer and Fall. In the old days the
Nebraska wedding tomato was put to use in
many parts of the wedding. Used for
garnish, foods, they were even hung in the
church as a sign of a plentiful and
prosperous marriage.

The seeds were given to the married couple
to help them start their lives and start their
farm together. They could grow them to
supply their need or sell the tomato.

Isis Candy

This tomato produces
a delightful, 1-inch
round, yellow with red
tinge and marbling.
Gold flesh. Typically a
‘cat's eye' star of
yellow on one end of

fruit. The delicious sweet taste is rich and
fruity. This has been a favorite "candy" treat
with kids at my tomato tastings.

Purple Calabash

One of the most
interesting looking and
complex tasting
tomatoes you can grow.
The Cinderella
pumpkin-shaped
tomatoes are about 3
inches wide by 1 1/2
inches tall and very deeply ribbed. Light
green-purple at the shoulders gives way to
dark purple at the base and an equally dark
purple interior. Very complex deep swirling
tomato flavors, reminding this taster of a
fruity cabernet wine. Indeterminate.

Pantano
Romanesco

Rare Roman heirloom

tomato said to have

been grown in former

marshes in Rome, Italy.
Similar to Genovese Costoluto. 12 oz.,
brilliant-red, slightly-ribbed tomatoes with
meaty interiors bursting with wonderful, rich,
complex, tomato flavors. Expect a good
production from these heirloom tomatoes. A
great sauce tomato and a sensible choice for
farmer's markets due to visual appeal and
reputation for intense flavor. Rare tomato
seeds. A winner!
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Radiator
Charlie’s
Mortgage Lifter

Radiator Charlie's Mortgage
Lifter Tomato is a 1940's
non-commercial tomato
breeding development of a
Mr. Marshall Cletis Byles of Logan, West Virginia.
Naturally, Byles didn't much appreciate his given name,
so he was known locally simply as "Radiator Charlie" as
he operated a small auto repair shop at the base of a
steep hill that was notorious for making trucks
overheat. Naturally he did pretty well for himself by
having a regular line of customers in need of radiator
repair work due to the hill. M.C. Byles gained an interest
in gardening after he began working in the cotton fields
of North Carolina at the tender age of four years old to
help his family make ends meet. As a result of working
hard through his childhood, Mr. Byles had no formal
education or actual plant breeding experience, yet he
would go on to create a most remarkable variety of
tomato that would carry his name.

Sometime during the early 1940's, Radiator Charlie
decided that he wanted to develop a very large tomato,
so he set about trying to locate the largest tomatoes
that he could find. He soon located four varieties of very
large tomatoes: German Johnson Pink, Red Beefsteak,
an unknown lItalian variety and an unknown English
variety. From these, he grew ten plants which he
cultivated in a very unorthodox, very unique fashion. He
planted nine of the plants in a circle and then planted a
German Johnson Pink in the center of the circle. Byles
then cross pollinated the German Johnson's flowers with
pollen from each of the nine plants in the circle and
saved seed from the resulting tomatoes. The next year,
he planted the seeds and selected the best seedlings.
The very best of these again went to the center of a
circle, while the remaining were planted in a circle
around them. Again, the plants in the middle were hand
pollinated with pollen from those in the circle. Byles
repeated this process for the next six years until he had
created a stable variety that met his needs. After that,
he never had another type of tomato on his place. The
resulting variety became known as the Radiator
Charlie's Tomato and soon established themselves as
being very desirable. Every spring, gardeners from as
far away as 200 miles came to buy their tomato
seedlings from Radiator Charlie, which he sold for one
dollar each, which was a substantial amount of money
for a tomato plant back then. Mr. Byles sold so many
tomato plants of his new variety over the next five or
six years that the profits of his tomato enterprise paid
off the $6000 mortgage on his home!

After that, the tomato variety became forever known as
Radiator Charlie's Mortgage Lifter Tomato! In
1985, Mr. Byles shared some of his seed with the
Southern Exposure Seed Exchange, who formerly
introduced it to the general public. Ever since then, it
has been a very desirable tomato variety

Valencia

This round, smooth
fruit with a brilliant
orange uniform color
weighs around 8-10
o0z. It is a midseason
indeterminate tomato
that grows well in
northern and cooler climates. It is a family
heirloom from Maine. Some say it is called
"Valencia" because it looks like a Valencia
orange, while others suspect it came from
Valencia, Spain. The tomato has an
excellent, full, complex tomato taste, with a
great balance of acidic and sweet. It is
meaty and rich with few seeds. Tasters
describe the Valencia as bursting with flavor,
rich and buttery as well as pineapple-like,
sweet and refreshing

Yellow
Brandywine

Indeterminate,

golden fruited, large

fruit, oblate shape,

some green

shoulders, some
ribbed shoulders, some cracking, yield can
range from low to high, potato leaf, meaty,
flavor intense and on the tart side.

History: | received seeds of Yellow
Brandywine from Barbara Lund of Ohio in
1991. Barbara claims she received the
variety from Charles Knoy of Indiana. | sent
this variety to Rob Johnston, and that is the
strain carried by Johnny’s Selected Seed.

In looking at the seed catalog literature, the
only tomato listed which matches closely
the description of Yellow Brandywine is an
old Henderson variety listed in 1890 called
Shah — described as a gold fruited sport
from Mikado. (William Woys Weaver, in his
book, draws the inaccurate conclusion that
Shah is a medium sized cream or white
tomato).
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Apples

Cortland
After the many attributes
of Mclntosh were

discovered, plant breeders
began crossing it with
other varieties to enhance
its traits. One of the
earliest was the Cortland,
combined with the Ben
Davis variety. Its flavor is sweet compared to Mclntosh,
and it has a flush of crimson against a pale yellow
background sprinkled with short, dark red stripes and
gray-green dots.
Cortland has very white flesh and is an excellent dessert
apple.
This all purpose apple was developed at the New York
State Agricultural Experiment Station in Geneva, New
York, USA in 1898. The apple was named after nearby
Cortland County, New York.

Cox’s Orange
Pippin

Cox's Orange Pippin is an

apple cultivar first grown in

1825, at Colnbrook in

Buckinghamshire, England by

the retired brewer and
horticulturist Richard Cox. Though the origin of the
cultivar is unknown, the Ribston Pippin seems a likely
candidate. The variety was introduced for sale by the
1850s by Mr. Charles Turner, and grown commercially
from the 1860s, particularly in the Vale of Evesham in
Worcestershire, and later in Kent. A number of crosses
and sports from the Cox's have been discovered over
subsequent years, and these retain "Cox" in their names
e.g. Crimson Cox, King Cox, Queen Cox.

When shaken, the seeds make a rattling sound as they
are only loosely held in the apple flesh, whereas other
apples have their seeds contained as part of the apple
flesh.™M

According to the Institute of Food Research, ! Cox's
Orange Pippin accounts for over 50% of the UK acreage
of dessert apples.

Cox is highly regarded due to its excellent flavor. The
flavor and texture of the variety changes from complex
acidic and crunchy in early September to more mellow
and softer after storage.[®*@t°n needed] fowever it can be
difficult to grow in many environments and tends to be
susceptible to diseases such as scab, mildew and
canker. As a result, apple breeders have hybridized Cox
with other varieties to improve yield without too much
loss of flavor.

Empire

Empire is the name of a
clonally-propagated
cultivar of apple derived
from a seed grown in
1945 by Lester C.
Anderson, a Cornell
University fruit nutritionist who conducted
open pollination research on his various
orchards.™ In 1945, under the direction of
A. J. Heinicke, scientists from the New York
State Agricultural Experiment Station of
Cornell University in Geneva, New York,
harvested the Empire seed , together with
thousands of its siblings.[*! The Geneva
teams grew and tested ever dwindling sub-
populations of the sibling group until 1966,
when the final selection, the Empire, was
released to the public at the New York Fruit
Testing Association meetings in Geneva.!

Empire apples are red, juicy, firm, crunchy
and sweet. They ripen during September and
October, and will keep until January.

The original seed was a cross between the
varieties Mclntosh and Red Delicious

Fameuse-
(Snow Apple)

One of the oldest and
most desirable dessert
apples, a parent of the
aromatic Mclintosh.
Flesh is tender, spicy,
distinctive in flavor, and snow white in color
with occasional crimson stains near the skin.
Very hardy, heavy bearing tree that is
excellent for home orchards. Delicious fresh
off the tree, in cider, or in culinary creations.
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Golden
Delicious

Golden Delicious is a

large, yellow skinned

cultivar and very sweet

to the taste. It is prone

to bruising and

shriveling, so it needs
careful handling and storage. It is sweeter than
the Granny Smith and is a favorite for salads,
apple sauce, and apple butter.

This cultivar is a chance seedling possibly a
hybrid of Grimes Golden™?! and Golden
Reinettel®! The original tree was found on the
Mullins' family farm in Clay County, West Virginia,
United States and was locally known as Mullin's
Yellow Seedling and Annit apple. Anderson Mullins
sold the tree and propagation rights to Stark
Brothers Nurseries, which first marketed it as a
companion of their Red Delicious in 19141

“l was born in 1876 on the farm where that apple
tree later became famous. My dad was L. L.
Mullins, who owned the farm. "Now one day,
when | was about 15 years old, that would have
been about 1891, dad sent me out with a big old
mowin' scythe to mow the pasture field.”l was
swingin' away with the scythe when |I came
across a little apple tree that had grown about 20
inches tall. It was just a new little apple tree that
had volunteered there. There wasn't another
apple tree right close by anywhere. "l thought to
myself, 'Now young feller, I'll just leave you
there,' and that's what | did. I mowed around it
and on other occasions | mowed around it again
and again, and it grew into a nice lookin' little
apple tree and eventually it was a big tree and
bore apples. "Now my dad later gave that piece of
the farm in a trade to my brother, B. W. Mullins,
and later still he traded the farm place to Uncle
Anderson Mullins.”Uncle Anderson had a brother-
in-law named Gus Carnes, and one day Gus and
Uncle Anderson decided to send some of the
apples to the Stark Brothers nursery to tell what
kind of apple it was. And that was when the tree
became famous and started the Golden Delicious
apple line, for it was that tree that has produced
every last one of the Golden Delicious apple trees
that have ever grown anywhere. "The Starks sent
a man to look at the tree, just like you've heard,
and they bought the tree and the ground for 30
feet around it, and eventually they fenced it. They
were to get all the fruit from the tree, down to
the last apple.” [

Jonathan

The Jonathan apple is
a medium-sized sweet
apple, with a strong
touch of acid and a
tough but smooth
skin. It is closely
related to the Esopus
Spitzenburg apple.

There are two alternative theories about the
origin of the Jonathan apple.

The first is that it was grown by Rachel Negus
Higley. Mrs. Higley gathered seeds from the local
cider mill in Connecticut before the family made
their journey to the wilds of Ohio in 1804 where
she planted them.™ She continued to carefully
cultivate her orchard and named the resulting
variety after her husband, Jonathan Higley.[ctaton
needed]

The other theory is that it originated from an
Esopus Spitzenburg seedling in 1826 from the
farm of Philip Rick in Woodstock, Ulster County,
New York. Although it may have originally been
called the "Rick" apple, it was soon renamed by
Judge Buel, President of Albany Horticultural
Society, after Jonathan Hasbrouck, who
discovered the apple and brought it to Buel's
attention.!
on renamed by Judge Buel, President of Albany
Horticultural Society, after Jonathan Hasbrouck,
who discovered the apple and brought it to Buel's
attention.

Mcintosh

There are two
alternative theories
about the origin of the
Jonathan apple.

The first is that it was
grown by Rachel Negus Higley. Mrs. Higley
gathered seeds from the local cider mill in
Connecticut before the family made their journey
to the wilds of Ohio in 1804 where she planted
them.[ She continued to carefully cultivate her
orchard and named the resulting variety after her
husband, Jonathan Higley. [eitation needed]

The other theory is that it originated from an
Esopus Spitzenburg seedling in 1826 from the
farm of Philip Rick in Woodstock, Ulster County,
New York. Although it may have originally been
called the "Rick" apple, it was soon renamed by
Judge Buel, President of Albany Horticultural
Society, after Jonathan Hasbrouck, who
discovered the apple and brought it to Buel's
attention.!
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Northern Spy

The Northern Spy apple

(Malus ‘Northern Spy’),

sometimes known as

"Northern Spie" or

"Northern Pie Apple" is
a variety of apple native to the Northern
East Coast of the United States and parts of
Michigan and Ontario. It is popular in
upstate New York.

Skin color is a green ground, flushed with
red stripes where not shaded, and it
produces fairly late in the season (late
October and beyond). The white flesh is
juicy, crisp and mildly sweet with a rich,
aromatic sub-acid flavor, noted for high
vitamin C content. Its characteristic flavor is
more tart than most popular varieties, and
its flesh is harder/crunchier than most, with
a thin skin.

It is a good dessert and pie apple that is also
used for juice and cider. Further, the
Northern Spy is also an excellent apple for
storage, as it tends to last longer due to late
maturation.

The Northern Spy apple tree is known for
taking as much as a decade to bear fruit
unless grafted to a non-standard rootstock,
while the native Spy root makes an excellent
stock for grafting other vaieties to a
standard size tree. It was discovered around
1800 in East Bloomfield, New York, south of
Rochester, New York, as surviving sprouts of
a seedling that had died and was cultivated
with stock brought in from Connecticut. The
Wagener apple is believed to be one of its
forebears. It fell somewhat out of favor due
to its dull coloration, irregular shape,
tendency of the thin skin to allow bruising,
and lack of disease resistance, specifically
subject to bitter pit and blossom fireblight,
but resistant to woolly aphid and somewhat
to scab.

It is not widely available at retail outside its
growing regions but still serves as an
important processing apple in those areas.

Roxbury
Russet

Roxbury Russet is an
apple cultivar. It is
believed to be the
oldest variety of
apple bred in the
United States, having first been discovered
and named in the mid-1600s in the former
Town of Roxbury, part of the Massachusetts
Bay Colony southwest of (now part of)
Boston.!
It is a grayish-green russet apple known for
its good winter keeping qualities as well as
its suitability for making cider and juice. It is
not widely grown or commercially available
due to general commercial disfavor for
russet varieties; the dull and heavily marked
face makes it hard to sell now. The yellow-
green flesh is firm and coarse-textured, crisp
and tart, suited for eating fresh and
cooking.®! It is available in the 21st century
from growers that specialize in heirloom
plants. Ripens September to October.[1] It is
available in autumn in farmer's markets in
the Northeast. It contains 12.87% sugar that
ferments to 6% alcohol in hard cider
production.
The Roxbury Russet apple affectionately and
colloquially called the "Roz" (back when it
was popular) has also been known by many
other names: "Boston Russet",
"Leathercoat”, Reinette Rousse de Boston,
Howe's Russet, Marietta Russet, Belfre
Russet, Jusset, Warner Russet, Silvan
Russet, Pitman's Russet, Shippen's Russet,
Ruginetta di Boston and Belper Russet.
Grown in Roxbury, Massachusetts, by Joseph
Warren, who died in 1755 of a broken neck
after falling from a ladder while picking
apples.[2] [3] Stores well even without
refrigeration; flavor improves in storage.[4]
Propagation wood was taken to Connecticut
soon after 1649.M°
Thomas Jefferson planted a number of
'Roxbury Russet' trees in Monticello's South
Orchard in 1778.[5]
Propagated by grafting.[6] Resistant to
scab.[7]
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Wolf River

Settlers in Wisconsin
began planting apple
seeds as early as 1880,
but it was another 30
years or so before the
state's commercial
orchard industry began. Today, commercial
apple orchards are spread throughout the
state in 46 counties. Apples are grown from
the Mississippi River to Lake Michigan and
from the Duluth area along Lake Superior to
the lllinois border. 56 million pounds are
produced in an average year on 7,400 acres.
The heaviest concentrations are in Door
county with 2000 acres, and the Gay Mills
area with 1500 acres. Bayfield county and
the Milwaukee metropolitan area also have
smaller concentrations of apple orchards.

Every now and then you may come across a
truly gigantic apple at a fruit stand, the size
of a small pumpkin or a large grapefruit.
More than likely it is a Wolf River, which is a
variety native to Wisconsin. The first Wolf
River was discovered growing as a seedling
along the Wolf river near Fremont in 1875.

Wisconsin orchards offer an interesting mix
of varieties. As in Michigan, you will find the
Midwestern favorites like Cortland, Mclntosh,
Paula Red, Northern Spy and Jonathon.
There are also significant plantings of the
newer gourmet apple varieties like Fuji and
Gala. After that, the list of Wisconsin
varieties just keeps growing. A surprising
number of orchards grow thirty or more
varieties. Given the severe winters in
Wisconsin, Minnesota varieties like
Honeycrisp, Keepsake and Fireside are also
well represented.

"Falling leaves and wood smoke in the air
mean just one thing to the people of
Bayfield, Wisconsin - Apple Festival."
read Small Town, Big Apple Festival

by Rachel Coughtry

AJ Northern Wisconsin Reporter

Winesap

The Stayman Winesap
Malus x domestica
(also known as
Stayman) is a large to
medium apple with a
dull red skin often
covered with a light russet. The flesh of the
fruit is very light greenish-yellow with a crisp
texture and a tart, wine-like flavor. This
variety is particularly known for applesauce
and apple butter, and the fruit stores well.!!.

Stayman Winesaps will grow in climates
where the minimum annual temperature is
between 20 and -20 degrees Fahrenheit. The
fruit will ripen in October in the more
northern climates. The pollen is sterile, as
the plant is triploid; pollination must be from
another cultivar of apple 1.

The variety was first produced by Dr. Joseph
Stayman of Leavenworth, Kansas in 1866,
and was introduced to the general market in
1895.

The apple is hard, crunchy crisp, juicy and
slightly tangy. Besides being a great eating
apple, it holds its shape in pie baking
without turning into apple sauce. For a
special applesauce treat, cut the apples
leaving the skin on. Hold aside about a third
while making the rest into a sauce. Then
cook the balance but not to sauce stage.
Combine all with honey and you have
created a sauce with hidden textures and
bright spots when mouthing a peel.
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The Heritage and Heirloom Preservation Project — Green City Market is working with our
Market vendors to help preserve and promote heirloom varieties of vegetables and fruits and
heritage breeds of animals — the foods our ancestors enjoyed for centuries. Over decades these
products have adapted to local environmental conditions and are often better able to withstand
disease and harsh environmental conditions than their genetically engineered relations.
Preserving them preserves the biodiversity of our food supply. Look for the large “H” sign
around the Market that designates an heirloom variety of fruit or vegetable or a heritage variety
of animal. Visit the edible gardens in the Zoo and see the plant that provides the fruit or
vegetable as it grows. Sample different heirloom products during our monthly Savor the Seasons
tasting sessions and check out the weekly chef demonstrations for ways to enjoy these products
throughout the season.

Green City Market thanks HSBC Bank USA, N.A. for supporting the
Heirloom and Heritage Preservation Project

The Heritage and Heirloom Preservation Project — Green City Market is working with our
Market vendors to help preserve and promote heirloom varieties of vegetables and fruits and
heritage breeds of animals — the foods our ancestors enjoyed for centuries. Over decades these
products have adapted to local environmental conditions and are often better able to withstand
disease and harsh environmental conditions than their genetically engineered relations.
Preserving them preserves the biodiversity of our food supply. Look for the large “H” sign
around the Market that designates an heirloom variety of fruit or vegetable or a heritage variety
of animal. Visit the edible gardens in the Zoo and see the plant that provides the fruit or
vegetable as it grows. Sample different heirloom products during our monthly Savor the Seasons
tasting sessions and check out the weekly chef demonstrations for ways to enjoy these products
throughout the season.

Green City Market thanks HSBC Bank USA, N.A. for supporting the Heirloom and Heritage
Preservation Project

Page 201 of 487



IL Final Report - 12-25-B-0921 December 2012

HERE ARE JUST A FEW OF THE ITEMS YOU WILL FIND AVAILABLE FOR SALE AT GREEN CITY
MARKET THIS YEAR. MAKE SURE TO LOOK FOR THE "H" AT THE FARMER'S TENTS!

APPLE: American Apple, Crane Melon, Cortland, Empire, Ida Red, Redimac. APRICOT:
Gold Cot #5. BLUEBERRIES: Duke, Elliot, Jersey. GRAPES: Concord, Niagra, Delaware.
MELON: Green Striped Cushaw, Moon & Stars Watermelon, Aruan Honey Dew, Early
Silver Line, Delaware. PAWPAW. PEACHES: Candor, Red Haven, Harbinger, Loring, Red
Skins, Baby Golds. PEARS: American Heirloom Pears, Bartlet, Bosc, Fenton.
PERSIMMON. PLUMS: Methly, Stanley, Shiro. QUINCE: Meech’s Prolific Quince. SWEET
CHERRIES: Bing, Hidelfingen, Windsor. TART CHERRIES: Montmorency, Balaton.
ASPARAGUS: Mary Washington, Jersey. LETTUCE: Amish Deer Tongue Lettuce, Grandpa
Admirer’s, Speckled, Black Seeded Simpson. PEPPERS: Datil, Fish, Giant Szegedi, Wenk'’s
Yellow Hot. SQUASH: Black Futsu, Long of Naples, Neck Pumpkin Butternut, Japanese
Pie, Marine di Chiogga. SWEET POTATO: Beaugard. TOMATO: Casaba, Aunt Ruby’s
German Green Tomato, Djena Lee’s Golden Girl, German Pink, Orange Oxheart, Big
Zebra, Black Prince, Copia, Dr. Wyche’s Yellow, Valencia, Chalk’s Early Jewel, Cherokee
Purple, Black Krim, Green Zebra, Moskvich, Dad’s Sunset, Costoluto, Cherokee Purple.

HERE ARE JUST A FEW OF THE ITEMS YOU WILL FIND AVAILABLE FOR SALE AT GREEN CITY
MARKET THIS YEAR. MAKE SURE TO LOOK FOR THE "H" AT THE FARMER'S TENTS!

APPLE: American Apple, Crane Melon, Cortland, Empire, Ida Red, Redimac. APRICOT:
Gold Cot #5. BLUEBERRIES: Duke, Elliot, Jersey. GRAPES: Concord, Niagra, Delaware.
MELON: Green Striped Cushaw, Moon & Stars Watermelon, Aruan Honey Dew, Early
Silver Line, Delaware. PAWPAW. PEACHES: Candor, Red Haven, Harbinger, Loring, Red
Skins, Baby Golds. PEARS: American Heirloom Pears, Bartlet, Bosc, Fenton.
PERSIMMON. PLUMS: Methly, Stanley, Shiro. QUINCE: Meech’s Prolific Quince. SWEET
CHERRIES: Bing, Hidelfingen, Windsor. TART CHERRIES: Montmorency, Balaton.
ASPARAGUS: Mary Washington, Jersey. LETTUCE: Amish Deer Tongue Lettuce, Grandpa
Admirer’s, Speckled, Black Seeded Simpson. PEPPERS: Datil, Fish, Giant Szegedi, Wenk'’s
Yellow Hot. SQUASH: Black Futsu, Long of Naples, Neck Pumpkin Butternut, Japanese
Pie, Marine di Chiogga. SWEET POTATO: Beaugard. TOMATO: Casaba, Aunt Ruby’s
German Green Tomato, Djena Lee’s Golden Girl, German Pink, Orange Oxheart, Big
Zebra, Black Prince, Copia, Dr. Wyche’s Yellow, Valencia, Chalk’s Early Jewel, Cherokee
Purple, Black Krim, Green Zebra, Moskvich, Dad’s Sunset, Costoluto, Cherokee Purple.
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September 8th-22nd 2010

Become a Locavore
and join other Chicagoans
committed to eating
Locally Grown and
Produced Foods for
Two Weeks!«
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Get Educated!

L earn where your food comes from and
where you can get the locally grown and
produced items you love.

Get Ready!

Plan ahead so you can choose the vendors
and restaurants that support your goals.

Get L ocal!

Make a conscious effort to buy foods from
Illinois, bordering states and Michigan.
Shop at the market on Wednesdays and
Saturdays from 7am-1pm in Lincoln Park!

Get Involved!

Come to our Community Gathering and
Locavore Dinner and enjoy alocaly
prepared (of course!) family style dinner,
celebrate the challenge and share recipes
and stories with other supporters. You will
also have the opportunity to participate in
an interactive community discussion based
on your Locavore experenge.of 487



Join,the Conyersation

Pledge today to
become a L ocavore!
You can sign-up at the Market
information booth or online at
www.chicagogreencitymarket.org

L ocavore Fair

September 11
9:00am-noon at the Market
Support other organizations that share the
mission of Green City Market and join us as
we work towards increasing food access,
sustainable food production, stewardship of
the land, and the preservation of the small
family farm.

L ocavore Culinary School Cook-Off
September 18
8:00am-10:00am at the Mar ket
Three area culinary schools will be
participating in a cook-off! Students will
provided with a mystery basket of Market
products, prepare, cook and plate a 2-course
Locavore dish. The winner will be decided
by a panel of celebrity chef judges and will

receive a scholarship from GCM.

LR
e
@ Kendall College

Y@ LE CORDON BLEU,
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Continue the Conversation

at the
Community Gathering and

L ocavore Dinner

Wednesday, September 22nd
5:30 pmto 7:30 pm
Peggy Notebaert Museum,
(2430 N. Cannon Dr. in Lincoln Park)

Locavores will enjoy a locally prepared
family style dinner, celebrate the chalenge
and share recipes and stories with other
supporters.  Everyone will also have the
opportunity to participate in an interactive
community discussion based on ther
L ocavore experience!

Ticket price: $25

Tickets can be purchased at the Market, or by
calling the Green City Market administrative
offices a 773.880.1266, or online at
www.brownpapertickets.com.

Visit www.chicagogreencitymar ket.org
often for moreinformation and details

about the L ocavore Challenge.
Page 209 of 487



IL Final Report - 12-25-BE3ZInber 2012

Stay Connected!
Find out what is going on by

following us on:

Facebook at
www.facebook.com/greencitymarket

Twitter at
@GreenCityMarket

Our website at
www.chicagogreencitymarket.org

Make sureto join the Green City Market
newsletter to help you stay connected!
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Top Ten Reasonsto Be a Locavore

1) Locally grown produceisfresher.

Produce selected at afarmer’s market has
often been picked within 24 hours of your
purchase, as opposed to spending daysin
transit or cold storage. This freshness not
only affects the taste of your food, but the
nutritional value which declines with time.

2) Local food just tastes better.

If you've ever tried atomato fresh from the
vine, you understand.

3) Locally grown fruits and vegetables
have longer toripen.

Because the produce will be handled less,
locally grown fruit does not have to stand
up to the rigors of 1ong distance shipping.

4) Eating local means supporting the
local economy.

Keeping food dollarsin our region
strengthens our economy and maintains
jobs.

5) Eatinglocal isbetter for air quality
and pollution than eating or ganic.

The miles that organic food often travels to
our plates creates environmental damage
that outweighs the benefits of buying
organic.
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6) Buying local food keepsusin touch
with the seasons.

By eating with the seasons, we are eating
foods when they are at their peak taste, are
the most abundant, and the best value.

7) Buying locally grown food isfodder
for awonderful story.

Getting to know the farmer who brings fruit
to the market, or the baker who makes your
bread, adds to the experience and enjoyment
of ameal.

8) Eating local is safer.

Food with less distance to travel from farm
to plate is less susceptible to harmful
contamination.

9) Local food translatesto more variety.

When afarmer is producing food that will
not travel along distance, will have a shorter
shelf life, and does not have a high-yield
demand, the farmer isfreeto try crops of
various fruits and vegetabl es that would
probably never make it to alarge
supermarket.

10) Supporting local providerssupports
responsible land development.

When you buy local, you give those with
local open space—farms and pastures—an
economic reason to stay open and

undevel oped.
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STORESFEATURING LOCAL FOODS

Chicago’s Downtown Farm Stand
66 E. Randolph St., 312.742.8419
bit.ly/downtownfar mstand

Chicago French Market
131 N Clinton St., 312.454.2200
www.frenchmar ketchicago.com

Dill Pickle Food Co-Op
3039 W. Fullerton, 773-252-COOP (2667)
www.dill picklefoodcoop.org

Fox and Obel
401 E. lllinois St., 312.410.7301
www.fox-obel.com

Green Grocer
1402 W. Grand, 312.624.9508
WWW.greengrocerchicago.com

Irv & Shelley’s Fresh Picks
Weekly delivery of organic and local goods
www.freshpicks.com

Olivias Market
2014 W. Wabansia, 773.227.4220
www.oliviasmarket.com

Pastoral Artisan Cheese, Bread and Wine
2945 N. Broadway, 773.472.4781
53 E. Lake St., 312.658.1250
WwWw.pastor al artisan.com

True Nature Health Foods
6034 N. Broadway, 773.465.6400
WWW.tr uenatur eSOy


http://www.greengrocerchicago.com
http://www.greengrocerchicago.com
http://www.freshpicks.com
http://www.freshpicks.com
http://www.pastoralartisan.com
http://www.pastoralartisan.com
http://www.truenaturefoods.com
http://www.truenaturefoods.com
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Where To Dine

LOCAL RESTAURANTS
FEATURING ALL LOCAL
PRIX FIXE DINNER MENU

September 8th

LulaCafe
2537 N. Kedzie Blvd., 773.489.9554
www.lulacafe.com

Nightwood
2119 S. Halsted St., 312.526.3385
www.ni ghtwoodrestaurant.com

Mado
1647 N. Milwaukee Ave., 773.342.2340
www.madorestaurantchicago.com

September 11th

Big Jones
5347 N. Clark $t.., 773.275.5725
www. bigjoneschicago.com

September 15th

Prairie Fire
215 N. Clinton St., 312.382.8300
WWW.pr airiefirechicago.com

Province
161 N. Jefferson St., 312.669.9900
WWW.provincerestaurant.com

September 18th

May Street Market
1132 W. Grand Ave., 312.421.5547

www.maystreet agelﬁ.g%g




IL Final Report - 12-25-BE3ZInber 2012

Support Green City Market

by donating and becoming a member!

Through your support, Green City Market,
a501(c)3 not-for-profit organization, can continue to act
as the leading Chicago resource for local, sustainable, and
environmentally friendly food production.

Choose a membership level...

Seedling: ($50-$99 donation, $25 min. students and
culinary professionals)

Your Seedlings membership/contribution includes:
» aGreen City Market signature Market tote bag,

» aGreen City Market Membership card, good for
discounts at affiliated businesses:

»  15% off Sur La Table non-€electronic retail
purchases (10% off electronics),

e invitationsto specia Members-only events,
* and advance access to Chef’s BBQ tickets.

Green Thumb: ($100-$249 donation)

Your membership as a Green Thumb supporter includes:
» aGreen City Market signature Market tote bag,
» aGreen City Market signature T-Shirt,

» aGreen City Market Membership card, good for
discounts at affiliated businesses:

»  15% off Sur LaTable non-electronic retail
purchases (10% off electronics),

»  $20 credit voucher towards an I-GO car
rental,

»  10% off cleaning services at The Green
Cleaner,

» and 15% off retail purchases at Moosejaw
M ountaineering,

* invitationsto special Members-only events,
» advance accessto Chef’s BBQ tickets,
* and aposter from the Chef ‘?@%BM 487



Blue Ribbot: {i250e80100 dopfaffgimber 2012

Your membership as a Blue Ribbon supporter includes al of
the Green Thumb benefits, plus:

e 20% off your first Green City Mealsclass at The
Chopping Block,

» atour of the Market with a chef who supports the
Market’'s mission and lunch to follow,

* anadditional membership card to give to afamily
member or friend,

»  recognition of your donation on the Green City
Market website,

» andticketsto the Chef’s BBQ after party.

Heirloom: ($500-$999 donation)

Your membership as an Heirloom supporter includes al of the
Blue Ribbon benefits, plus

e abountiful basket filled with the season’s best from
our Market vendors,

e 2 additional tours of the market with chefs who
support the Market and dinner to follow,

» and aninvitation to a private lunch at Perennial for
Heirloom, Heritage, and Benefactor members.

Heritage: ($1,000-$4,999 donation)

Your membership as an Heritage supporter includes all of the
Heirloom benefits, plus:

» aday inthe kitchen with one of the chefs who
supports the Market with dinner to follow,

» and recognition of your donation at GCM events

Market Benefactor: ($5,000+ donation)
As aMarket Benefactor you enjoy all Heritage benefits, plus:

* anin-home dinner for 6 by a chef who supports the
Market.

Visit
www.chicagogreencitymarket.org

to make a donation and become a member!
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Green City Market
Thanksto all our sponsors for
their generous support!

HSBC <»

USDA
USDA
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2732 N. Clark St. Suite 302
Chicago, IL 60614

(p) 773.880.1266 (f) 773.880.1262
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SC-10-14 - City of Urbana
Final Report

PROJECT SUMMARY
In late summer 2009, the City of Urbana/Urbana’s Market at the Square completed its

grant request for $10,000 in funding from the State of Illinois Department of Agriculture.
The scope of the initial proposal involved creating a several-pronged advertising
campaign for a new initiative being created by Market staff called “Eat Here” —
programming designed to educate consumers about the benefits of procuring lllinois-
grown fruits and vegetables in season from their local farmers markets. While there has
been increased focus on farmers markets and knowing the origins of our food, most
consumers do not see their local farmers markets as a legitimate place to purchase
fruits and vegetables on a regular basis and are unaware of the economic, social, and
community benefits farmers markets provide. Advertising would include television,
radio, and print advertisements, but would also leverage free promotional tools, such as
Facebook. The proposal stated three desired outcomes as a result of the establishment
of this initiative and its advertising: to increase the amount of lllinois-grown fruits and
vegetables sold by the three largest growers at the Market, to increase patron
attendance at the Market by 5% over 2009’s attendance, and to create a successful,
ongoing awareness campaign across several platforms, tying together Urbana’s Market
at the Square and the availability of Illinois specialty crops at the Market during the
growing season. Several weeks after submitting the original grant proposal, Market staff
were asked to submit ideas for a greater grant award, potentially in the amount of
$20,000. In Fall 2009, the City of Urbana/Urbana’s Market at the Square was awarded a
$15,000 grant to launch Eat Here’'s advertising and marketing campaign for the 2010

season.

PROJECT APPROACH

Work on designing and creating the Eat Here marketing/advertising campaign began

shortly after the grant award was announced in October 2009, and work continued on
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the project throughout the 2010 Market season. Work involving matching funds from the

City of Urbana began in April 2010 and continued through early November 2010.

Creating the Campaign

The first task was adjusting potential expenditures, as outlined in the original proposal,
due to the adjusted-upwards grant award. This took some work, as the award was more
than originally anticipated, but less than what the modified proposal asked for. In the
end, staff decided to go with television and radio advertising as originally outlined, plus
an enhanced banner project, professionally-printed brochures, merchandising (using t-

shirts and reusable grocery bags), and modified newspaper advertising.

Urbana’s Market at the Square rooster logo and the font used for Market signage have
been a part of the Market’'s brand and marketing campaign for the last several seasons,
and both are widely associated in the community with the Market. The idea was to
connect the new Eat Here programming, advertising, and signage with the already-
existing Market brand in order to encourage consumers to use Urbana’s Market at the
Square for those purchases, rather than their local grocery outlet. Use of the rooster
placed over Urbana’s approximate location in lllinois for banners was intended, from the
outset, to solely remind residents and visitors that the Market was the best place to “eat
here” — to purchase lllinois specialty crops directly from the grower. Television and radio
ads were also part of the larger concept of creating a comprehensive campaign working
on several platforms, reminding consumers to purchase their locally-grown fruits and

“Eat Here”, and to familiarize listeners/viewers with the “lllinois -Where Fresh Is” tagline.
Care was taken to ensure that Market activities promoting other aspects of the Market,
such as children’s programming, activities of artisans, artistic performance, and the like
were supported solely by matching and in-kind resources provided by the City of

Urbana.

Television Campaign
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Because the City of Urbana has its own television production studio (Urbana Public
Television, or UPTV), arrangements were made immediately with studio staff to
collaborate with the Market Director on creating a cohesive television advertising
campaign for Eat Here. UPTV staff and the Market Director worked together to develop
this television advertising campaign, targeted at everyone who eats. This work
culminated in one general advertisement used throughout the season. Collaborative
work included direction of footage shot at the Market, graphic design direction, scripting,
and voicing. The ad was created well in advance of the first Eat Here event to provide
for at least a week of “flight” time prior to each event. Eat Here events took place
monthly on the second or third Saturday of the month. Television advertisements were
scheduled to air for at least a week in advance of the events. Much of the creative work,
including basic footage collection, was accomplished in 2009. Because the single
advertisement needed to be created prior to the first Eat Here date in May, there was
not time to collect additional footage from the current season, but the stock footage was
more than adequate. In order to provide the maximum amount of time for the footage
and narration, graphic design for the advertisement was limited to ensuring the
“lllinois... Where Fresh Is” logo was dropped in on a slide in the final frame of the

segment.

Initial scripting included drafts for 15- and 30-second spots, but these were eventually
shelved in favor of running a 30-second advertisement. This was clearly the best option,
as the ads’ purpose was to educate in addition to selling the Market itself. Upon script

approval, the Market Director voiced the advertisements.
Once all components were complete, the advertisement was edited, approved by the
Market Director and other pertinent City staff, and sent or uploaded to the television

providers for broadcast at designated times.

The lllinois Department of Agriculture has an example of this advertising on their
website.
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Radio Campaign

The City of Urbana worked with two radio stations reaching demographic groups within
the community who were not previously targeted by Market advertising. One station was
WPGU-FM, the University of lllinois’ “college radio” station that markets to University
students, and the other was WBCP-AM, a station primarily oriented toward Urbana-

Champaign’s African —American community.

The Market Director worked with personnel from both stations to write copy for 30-
second advertisements that included the tagline “lllinois... Where Fresh Is” tagline.
WBCP chose to provide one advertisement to span the Market season and Eat Here
events, while WPGU staff worked with the Market Director on several occasions to
create different advertisements depending on what was in season at the Market. Once
the scripts for these advertisements were completed and approved by the Market
Director, the stations provided voice talent to create them. Station personnel then
worked with the Market Director on scheduling the airing of the advertisements, which

usually ran the week before an Eat Here event.

The lllinois Department of Agriculture has an example of one of the ads created by
WPGU-FM on their website.

Banner/Brochure/Print Advertising Campaign

The City of Urbana/Market Director created designs for twenty 18" x 36" banners to be
hung around the Market site for the duration of the Market season that specifically
spotlit the Eat Here program. Another banner was also designed to hang in the Eat
Here tent during the event at the Market. The color scheme and designs were specific
to Eat Here. The banners were not hung up until just after the May event due to a
misunderstanding with the vendor hanging the banners, but once they were up, they

were up for the entire season, creating “buzz” for the project for months.

Unfortunately, plans for designing and printing brochures and creating a pair of large

newspaper advertisements (the proposed additional newspaper advertisement came as

Page 223 of 487



IL Final Report - 12-25-B-0921 December 2012

a result of offered additional funds) did not work out as planned, due to time and staff
constraints. No newspaper advertising was created. A brochure was created and made
available at each Eat Here event throughout the season, but it was designed and

printed in-house in order to save time.

Merchandising Campaign

Merchandising for the Eat Here campaign was not part of the original scope of the grant
proposal, but came later when there were additional funds offered. Merchandising,
which in this report refers to the giveaway of promotional items branded with the Eat
Here logo, is a successful way to generate conversation and activity about a campaign.
Eat Here shopping totes for use at the Market as well as T-shirts were created for
giveaway at the Market for the September event, in the hopes of attracting more
students. All bags and shirts (100 of each) were branded with the Eat Here campaign
logo, utilizing the same color scheme and designs as the banners and other materials.
All products were successfully given away during the event, along with brochures and

other information about local food and farms.

The lllinois Department of Agriculture has a photo of one of the shirts on their website.

The artwork for the bag was the same.

The advertisements and promotional items solely enhanced the competitiveness of
specialty crops in several ways. The television advertisements showed patrons
shopping for a variety of lllinois specialty crops, ran several times a day during the
advertising period, and included the lllinois — Where Fresh Is tagline and logo. The
radio advertisements talked about the procurement of lllinois fruits and vegetables
directly from lllinois farmers via the Market and also mentioned the lllinois — Where
Fresh Is slogan. The promotional shirts and Market bags, with the Urbana’s Market at
the Square’s logo (the chicken) situated over our geographical location in the state of
lllinois, provide a visual reminder of the concept of Eating Here in the original proposal
— “The Eat Here campaign has been designed entirely around the concept of educating

all area eaters (and, eventually, all state eaters) about the many benefits of purchasing
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lllinois-grown fruits and vegetables, with special emphasis on purchasing those fruits
and vegetables directly from the source — the lllinois farmers that grow them. While it is
certainly not the only way to purchase them, the most common and most efficient way
for many consumers to purchase lllinois specialty crops is at their local farmers market.”
These items, with their continuous visibility to all who see them, will advertise the

Market as a place to Eat Here long after the official campaign comes to an end.

Social Media Campaign

A social media campaign, using free tools such as Facebook and Twitter, was proposed
to leverage the paid advertising. During the 2011 season, the Market's presences on
these networks boasted over 2000 Facebook followers and around 500 Twitter
followers, but additional accounts were also created on both services for Eat Here to
announce events and to distribute other information about local food and farms.
Information about Eat Here events was distributed using both the Market
Facebook/Twitter accounts and the Eat Here Facebook account, which currently has
136 followers. An Eat Here Twitter account was created, but it became clear that
Facebook was going to garner more followers, so the Twitter account was not utilized.

Scheduling the Advertising Insertions

After the decision was made to use a 30-second TV spot exclusively, the selected local
television network (WCIA/WCFN) and the local cable provider (Comcast) were
contacted for assistance in fitting the funding amount to the desired number of flights, as
well as in determining the best times to reach the intended audience. Because Market
staff had already pre-determined the Eat Here dates and roughed out a flight schedule
for the advertisement, scheduling was smooth and placement was appropriate.
Advertisements aired on WCIA aired during morning programming and popular
afternoon programming, while advertisements on cable aired on channels including the

Food Network, HGTV, and other appropriate outlets.

The Eat Here ads ran on both WCIA and the cable networks through Comcast from May
10-14 (event May 15), June 14-18 (event June 19), July 12-16 (event July 17), August
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9-13 (event August 14), September 6-10 (event September 11), and October 11-15
(event October 16), 2010.

Insertions for the radio advertisements were on a similar schedule, with ads planned to
run the week preceding an Eat Here event. However, there were occasionally problems
with the radio schedule. WBCP would run advertisements several times a day all month
instead of for the week prior to the event. WPGU adhered to the proposed schedule
most times, although there was a misunderstanding about scheduling for July, where
the advertisements ran at the end of the month instead of ahead of the event.

GOALS AND OUTCOMES ACHIEVED
The City of Urbana’s main goal for the advertising program made possible by the receipt

of this grant was to create a successful and compelling visual and aural educational
campaign that also achieved the following sub-goals: a) to raise awareness of Market
at the Square in relation to lllinois-grown fruits and vegetables, resulting in increased
Market attendance overall and Eat Here event attendance specifically; b) to increase
the amount of lllinois-grown fruits and vegetables sold at the Market; and c) to have a
lasting educational impact on consumers via the use of social networks in addition to
traditional materials. The City was also interested in noting increases in the use of
social media to connect with the Market as well as any increases in attendance at the
Market by students and minorities — two groups not often targeted by Market
advertising. Expected measurable outcomes included a) noting an increase in the
amount of fresh produce, in dollars or in pounds, sold at the Market by specific vendors;
b) increasing patron attendance at the Market by 5% for the 2011 season, and c)
creating a successful, ongoing awareness/advertising campaign across several
platforms, tying together Market at the Square and the availability of Illinois specialty

crops at the Market during the growing season.
Patron Participation and Attendance

The 2010 Market season was 28 weeks long. Average daily attendance rose from 6218

in 2009 to 6955 in 2010, an increase of almost 12%. Overall yearly attendance rose
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from 174,110 in 2009 to an estimated 195,000 in 2010, also an increase of nearly 12%.
Both increases are more than double the percentage increases noted from 2008 to
2009. It's clear that the burgeoning interest in locally-grown fruits and vegetables in

lllinois has helped elevate attendance at the Market.

Increase in Fresh Produce Sold

It was difficult to convince two of the three vendors to release poundage and/or sales
numbers for their fresh produce from 2009 to 2010. However, one of the Market's
largest and most popular vendors did relate that his farms’ numbers were up across the
board, both in terms of the numbers of bunches/’eaches” sold in 2010 over 2009 (3.5%
increase) as well as the number of pounds sold in 2010 over 2009 (22% increase). He
also volunteered that his gross sales were up from 2009-2010 by 16.5% after
experiencing a decrease in 2008-2009 of 5%. He feels much of this can be attributed to
weather; his 2009 tomato crop was almost completely destroyed by cool, wet weather.
However, weather cannot account for all increases, especially given the increase in

patron attendance.

Social Media/Traditional Media Campaign

The Eat Here campaign attracted a lot of attention from patrons. The heavy banner
presence at the entrances to the Market site’s parking lots (as well as the Eat Here
booth) were visually arresting - the programming across all platforms was clearly
branded with consistent graphics - the brochure received a positive response, and the
merchandise was very well-received. Many of the recipients of merchandise mentioned
had heard about the giveaway on the college radio station we worked with on this
project. It was also clear that many people had heard about the giveaway specifically or
were familiar with the Eat Here concept in general from Facebook, though it was
unclear whether they had heard about it through the Market's main page or the Eat

Here page.
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BENEFICIARIES

Patrons benefited most from Eat Here programming — at least 500 previously

undereducated patrons learned how they could support local farmers and lllinois
specialty crops right there at the Market. Local farmers also benefited from the exposure
via a potential increase in sales — not just at the Market, but other outlets featuring local
produce sales. The Market also benefited from the exposure; patrons asked, in the off-
season, if Eat Here programming would be available in 2011. Local businesses

benefited from extra foot traffic.

LESSONS LEARNED
Grant funding works best when there are enough staff to complete proposed

work.

While it was a privilege to have the opportunity to get more funding for this project, the
work load was too great for one person wearing several different hats. It would be best,
in the future, to find an intern or volunteer to run the entire program within the Market

framework.

It may be best to consolidate social media messaging in one or two “places”.

While creating separate social media accounts for different projects seems like a good
way to provide choice to the consumer, it actually was redundant, given the fact that
Market at the Square had over 2000 “fans” (Facebook) and 500 “followers” (Twitter)
during the season. Many more people were reached directly about Eat Here
programming via the original Market Facebook and Twitter accounts than designated

accounts.

Having a “background of awareness” at the Market via this type of programming
will provide a long-term benefit to farmers and Illinois specialty crops.

Shoppers were very responsive to the materials that were available, especially the
brochures and the photos of farmers at their farms that were on display — having these
materials available at the point of entry/exit for the Market helps enhance the feeling

that local foods are important. The placement of banners and general branding of this
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initiative served to constantly remind people, while at the Market, that local is important

and that supporting lllinois farmers is something they can easily do.

ADDITIONAL INFORMATION

The banners developed for the Eat Here project were, like the merchandise that was

also developed, part of the branding effort for the Eat Here programming. The rooster
used in the banner is the Urbana’s Market at the Square’s logo, and is used on all of the
Market’'s materials; it is a widely known brand throughout the area, so people in the area
know that something with the rooster on it signifies something happening at Urbana’s
Market at the Square; we opted to use the familiar rooster as opposed to a graphic of a
fruit or vegetable, which would not have signified the Market as a place to buy lllinois
specialty crops. Additionally, the placement of the rooster is directly over Urbana’'s
geographic location. The bicycle and the tractor on the larger banner signify our
rural/urban setting. On the small banners, which are visible from the street by motorists
and pedestrians, the Market's name is listed, so people understand that “eat local, eat
here” has something to with the Market even if they are unfamiliar with the Market's
logo. The larger banner was created as part of the display for the Eat Here
programming; people who saw it were already within the Market and were learning

about the program.

As explained above regarding the merchandising, these materials were developed per
the original proposal — to educate people about the benefits of purchasing lllinois-grown
specialty crops and the added value of purchasing them directly from the producer at a
farmers market. These materials were designed with the intent of creating a visually
striking and memorable campaign that would remind eaters to include Urbana’s Market
at the Square as a place to procure these specialty crops — indeed, only lllinois growers
are permitted to sell at our Market, so any fruits and vegetables purchased at our

Market are lllinois specialty crops.

CONTACT
Lisa Bralts, City of Urbana, (217) 384-2319, ljbralts@urbanaillinois.us

http://www.agr.state.il.us/marketing/Marketspot-1.wmv
http://www.agr.state.il.us/marketing/square.mp3
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2010 ILLINOIS SPECIALTY CROP GRANT PROGRAM
FINAL REPORT

High Tunnels for Illinois Tomatoes and Peppers, retitled:

MANAGING THE LEARNING CURVE AND REDUCING RISK
OF HIGH TUNNEL PRODUCTION ON ILLINOIS FARMS

Original Purpose

To help increase use of high tunnels for season—extension of crops in Illinois, especially within
the model of the small family farm.

Purpose with Added Focus

To help increase use of high tunnels for all season—extension crops in Illinois, especially within
the model of the small family farm by providing much needed construction knowledge to
beginning Illinois farmers and all Hllinois farmers considering high tunnel production and
thereby making high tunnel production a profitable option on high-wind farms.

Problem

The purpose responds to the struggle a small organic farm experiences while trying to make a
profit over a 5-month market season.

This same problem of a short growing season in Illinois remains with the added complication of
high winds across flat fields. The farmers of Peasants’ Plot in their first experience (now 3
seasons) of high tunnels see that the risk of wind damage on wind-exposed farms compromises
the promise of high crop yields, making high tunnel production an ambitious and difficult project
with a steep learning curve.

Importance and timeliness of high tunnel mentorship and education existed in 2010 and still in
2012. This project provides help for farmers to tackle the early frustration factor and the financial
loss from damages to crops and the tunnels themselves. In recent years, with the global food
system in question by media and filmmakers, more people are seeing the need for specialty crops
with a focus on organic and local. The people that make the leap to start a farm with this focus
are often beginning farmers with a passion. Issues such as GMO’s, the state of organic seed,
pesticides, and localizing the food economy are encouraging this trend of new, inexperienced
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farmers. Training programs such as CRAFT-sponsored Farm Beginnings and the addition of
sustainable agriculture programs in colleges reflect this trend. These new farmers have much to
learn in general. Manufacturers of the high tunnels did not advise specifics related to farming in
Illinois and, outside of this project’s booklet, currently no Illinois-specific literature exists on the
topic of high tunnel construction. For example, the quality of vinyl ends is misrepresented by
salespeople and written instructions from the company omit the absolute need for wind-exposed
farms to seal the bottom of the tunnels. High tunnel workshops exist minimally through CRAFT
in Illinois but more are needed.

More high tunnels are available to start-up farms due to funding from the Environmental Quality
Incentives Program. EQUIP provides financial help to promote agricultural production and, to
date, over 4000 tunnels have been put up nationwide. Points to support the economic advantage
of high tunnels: Tomatoes in June can be priced at a premium and/or sold in higher quantity
since the marketplace demand is high against a small supply. The short growing season plaguing
Illinois farmers can be extended through December and started earlier for spring crops.

Activities Performed
2010
Late March 2010

Todd McDonald ordered 2 high tunnels from Farm Tek, later than expected due to blizzard

conditions in Washington DC and associated administrative delays.
Early April 2010
Julia McDonald began marketing efforts to spread the word of the High Tunnel Workshop using

networks such as CRAFT, University of Illinois, Kankakee Community College and Family
Farmed. 16 people signed up for the workshop.
Mid April 2010

Ground was tilled and all ground posts installed and leveled.

Peasants’ Plot hosted a High Tunnel Workshop on April 19" during which Todd showed his “do-
it-yourself” economical PVC high tunnel and answered questions. The 16 participants then
broke out into groups and assembled and erected hoops for one of the high tunnels. Handouts
accompanied the entire workshop illustrating construction steps and listing material costs.
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At the end of the workshop participants filled out a survey and established the start of a “High
Tunnel Network by providing contact information.
May — Early June 2010

Farm crew finished installing purlins and planted 188 organic seedlings under one tunnel. Crew

planted a small control group of organic tomato and pepper seedlings outside the tunnels for
comparison with high tunnel plants.
Mid — Late June 2010

Unseasonably high temperatures in late May and early June dissuaded Todd from installing

plastic over the newly-planted tomatoes and peppers. This decision was supported by
temperatures measured in the smaller “do-it-yourself” high tunnel, those reaching the upper 90s
even with venting.

August 2010

Julia McDonald sent email invitations for an informal September Work Day (to serve as “Farm
Tour”) to continue education on erecting high tunnels. This email included a follow-up survey to
see if anyone was beginning a high tunnel project.

September 2010

After receiving no reply from the email invitation to a workday, Julia elicited the help of James

Theuri at the University of Illinois Extension Kankakee office to host a workshop on November
17", At the workshop, Todd shared his construction experiences and challenges. An invitation to
the farm was extended to workshop participants afterward.

2011

May 2011
Plastic was installed over one tunnel. Tomato seedlings were planted and trellised.

July 2011

Extension office hosted High Tunnel Workshop with Todd and Julia as presenters on July 22nd.
Material covered construction and growing practices. Julia added names/contact info to the High
Tunnel Network. Ironically, high tunnel plastic ripped in a storm on the same day of workshop.
New plastic (the plastic that was intended for the other tunnel) was installed after windstorm a
few days later. Todd took notes to reduce the probability of storm damage in the future.
September 2011

September 5", a windstorm tore plastic off the same tunnel again.
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Peasants’ Plot farmers arranged a meeting with Zachary Grant, the student farm manager at the
U of | Student Sustainable Farm in Urbana, to discuss “weatherizing” and risk management.
October 2011
October 21%, Peasants' Plot farmers met with Zachary Grant to share high tunnel experience and
ideas for management against wind damage. The meeting confirmed a need for more rigid end
construction with sliding doors to quickly enclose during storms. The Student Sustainable Farm
joined the High Tunnel Network, as did 2 other farms by the end of 2011.
2012
July 2012
University of Illinois Extension promoted Peasants’ Plot Field Day as “Sustainable Agriculture
Farm Tour” over radio and in the local newspaper.
August 2012
Peasants’ Plot hired two additional interns for part-time work in anticipation of time needs for
high tunnel end construction.
Todd ordered polycarbonate from Farmtek.
On August 9" 2012, Peasants’ Plot Farm Tour took place from 9:00 — 11:00 with 12 participants,
all beginning farmers. The tour started in the seedling house and moved to the field and packing
shed. Many topics were covered. Todd briefly talked about the basics of erecting a high tunnel,
giving a general overview of several construction options.
Julia added participants from Farm Tour to High Tunnel Network.
Julia created High Tunnel Survey on surveymonkey.com and shared link with High Tunnel
Network with promise of stipend. Julia collected photos from farms.
Zachary Grant compiled data from the survey and used his own research to create content for a
High Tunnels on Illinois Farms booklet. The content accomplishes the following:

e Familiarizes new and experienced growers with the challenges and benefits

associated with high tunnel production in llinois.
e Provides a very basic overview on high tunnel building, as well as site specific/unique
Illinois challenges (e.g. sustained wind damage).
e Uses farm profiles to encourage growers to tackle the learning curve associated with

high tunnel production in Illinois.
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Zachary sent his document and selected photos to Educational Publishing at U of | to help with
layout, design and editing. Graphic designer at Educational Publishing completed layout and
cover design of first draft version.

Zachary worked with Molly Bentsen and graphic designers at Educational Publishing to establish
a workplan for a more extended version of the booklet to be printed in the spring of 2013.

Julia sent James Theuri her High Tunnel Network email list for future booklet distribution.
September 2012

Grant funding for expanded project in the amount of $13,710.94 was received on September 21,

Todd ordered purlins with hardware and groundposts from Farmtek.

Todd purchased and picked up lumber for framing and sliding doors.

Julia confirmed work plan with Educational Publishing and requested invoice for full job,
through to print.

Early October 2012

Julia sent stipend checks in the mail to 13 farms.

Julia invited High Tunnel Network to a High Tunnel Workshop to witness construction of ends
and possibly install plastic. She sends the same invitation to her Yahoo email group of 61

sustainable farmers (greenfarmers@yahoo.com) which is another network including farmers

from both Illinois and some in Wisconsin.

The workshop is scheduled on Peasants’ Plot for November 3™, 1:00 — 3:00 pm.
Activities Projected

Mid - Late October 2012

Construction Plan:

Layout and set 24 3’ ground posts 10 hours
Cut, notch, drill and install 24 vertical 2 x 6s 24 hours
Make two 8’ doors and two 4’ doors 16 hours

Notch 2x6s for horizontal 2x4s, cut install and bolt 2x4s to metal hoops 20 hours
Cut, drill and install polycarbonate 22 hours

Install plastic (possibly during November workshop, weather permitting) 8 hours
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Outreach Plan:

James Theuri will promote the November High Tunnel Workshop at his Extension-sponsored
Sustainable Agriculture Tours on October 19™ and October 26™ where other high tunnels will be
viewed. Both farms are members of the High Tunnel Network. The two tours have been
advertised widely by U of | Extension.

Workshop Plan:

Julia will print from her computer a very small first run of the booklet (stapled) to distribute to
attendees of the High Tunnel Workshop on November 3". The day will cover weatherizing and
construction of high tunnels on farms exposed to high winds. Todd McDonald will show options
for constructing ends with sliding doors to help seal the structures quickly during sudden storms.
Other ideas will be discussed regarding wind resilience and booklets will be handed out for
workshop participants to take home.

Julia will send follow-up emails in late November to High Tunnel Network to determine any
new plans for high tunnel construction and mentoring needs in the spring.

Booklet Creation and Distribution Plan:

High Tunnels on Illinois Farms (or similarly named) is planned for print in the spring of 2013. It
will be more extensive than the version attached with this report. Zachary will have more time in
the winter months to write an actual step-by-step approach to high tunnel construction. He will
also include more detailed farm profiles and include some farms that did not have time to
participate in the survey this season. Educational Publishing will see the project through to
printing. After printing, James Theuri of Extension will distribute the booklets.

Ongoing Activities

Photos and notes continue to collect on Peasants’ Plot to document construction of ends and any
experience with storms. Notes include observations of the effect of extra purlins.

Comparison of Actual Accomplishments with Goals

Construction goals were mostly completed with some weather delay in 2010.

Harvest yields were collected over the years (per normal farm practice) but too many variables
prevented a direct comparison between field and tunnel tomatoes. Weather and storm damage
compromised the goal of hosting a formal Farm Tour in 2010 and made impossible the
demonstration of impressive high tunnel yields compared to those from unprotected beds. Storm
damage in 2011 destroyed plastic twice. Because of unanticipated weather delays and events in
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both 2010 and 2011, records simply do not give a reliable comparison between unprotected
tomatoes and tunnel tomatoes.

To this date, outreach goals across the length of the entire project were surpassed with the
collaboration of Extension and the addition of 2 workshops at the Extension office.

The survey was a success and very helpful in the creation of a first-run booklet with survey data,
photos and narrative by Zachary Grant. Work has been contracted out through to print with
Educational Publishing. James Theuri has agreed to distribute the booklets after print.
Construction of tunnel ends on Peasant’s Plot is ready to go with all parts purchased and Todd’s
schedule freed for labor. Todd’s normal farm and market duties shift to interns during the
construction project.

Role of Partners

The marketing activities in 2010 involved partnership with CRAFT, Kankakee Community
College, Kankakee Extension Office, and Family Farmed. CRAFT was especially helpful in
arranging a potluck for that first workshop, gathering participants and calibrating survey data.
Since the start of this project, in addition to the workshop on the farm, Todd McDonald shared
his experience in high tunnel construction at two Extension workshops. Names of workshop
participants expanded the High Tunnel Network in anticipation of future farm tours and/or
workdays. In October 2011, Todd and Julia visited Zachary Grant at the student farm at U of
I/Champaign/Urbana. The meeting confirmed need for tightly sealed plastic at the bottoms, a
second layer of plastic at attachment sites and, most critically, rigid end construction with sliding
doors to quickly enclose the tunnels in high winds. The farmers also wondered about the benefit
of more purlins. The meeting opened the door for partnership in 2012,

Julia McDonald, co-proprietor of Peasants’ Plot, handled all marketing, administration for the
project. She elicited cooperation from CRAFT, Collaborative Regional Alliance for Farmer
Training, the University of lllinois Extension and Student Farm at U of I.

Zachary Grant, University of Illinois Student Sustainable Farm Director and University Research
Specialist, acted and continues to act in the role of Project Leader for High Tunnels... Booklet.
James Theuri is the local U of | Extension Small Farm Educator. The Extension network
includes 13 Small Farm Educators like himself. He will handle distribution of the High Tunnel...
booklet after printing.
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Outcomes Achieved

Calibrated data from 2010 workshop:

100% agreed that the investment in high tunnels is worthwhile.

85.7% “strongly agreed” while 14.3% “agreed” that Todd McDonald provided useful
information regarding the high tunnel construction.

42.9% “strongly agreed” while 35.7% “agreed” that they felt equipped to order and erect a high
tunnel on their own farm. 21.4% were neutral.

42.9% “strongly agreed” while 50% “agreed” that the hands-on part of the workshop was
organized. 7.1% were neutral.

92.9% “strongly agreed” while 7.1% “agreed” that the handouts were helpful.

92.9% “strongly agreed” while 7.1% “agreed” that the discussion was valuable.

The High Tunnel Network has grown to 32 beginning farmers.

Of the farmers in the High Tunnel Network, at least 12 have working tunnels. Seven of these
farms had tunnels erected between 2010 and 2012. Of those, four farmers were among the
Peasants’ Plot workshop attendees in 2010. Five farmers replied that the attendance of a
workshop helped encourage their use of high tunnels.

300 booklets are planned for distribution through University of Illinois Extension, providing
farmers with help to more quickly overcome the huge learning curve in high tunnel construction.
Long-term Outlook

Peasants' Plot was successful in increasing awareness of high tunnel production in Illinois,
demonstrated in three main ways. First, this increase in awareness is demonstrated by a hosting
of and/or participation in 3 workshops and one Farm Tour. Second, a list of 32 Illinois
beginning farmers now form a High Tunnel Network for continued learning. Third, a printed
booklet researched by a professional in the field and contributed to by at least 12 farms,
approved by Extension educators, will be available to 300 beginning farmers. Potential exists
for a wider distribution through websites and the U of | online bookstore. Peasants' Plot remains
dedicated to overcoming the learning curve associated with high tunnel use and sharing their
experiences with other new farmers, hopefully reducing that steep curve for others. Julia plans
to stay connected to the project by helping with distribution as needed.
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Exponentially, beneficiaries of this project are gained every year as more tangible data and
demonstration is made available in Illinois.

Beneficiaries 2010 - 2012

The beneficiaries of this project are:

1 Members of the High Tunnel Network. This is mainly Illinois farmers in their first few years
of business, including market growers, those with CSA members and those who are in the
planning stage of becoming farmers.

2) Farmers that receive the booklet through Illinois Extension, specifically by way of 13 Illinois
Extension Small Farm Educators. James Theuri has an established list of about 60 specialty crop
farmers. He estimates that the other 12 Small Farm Educators have an average of 20 farmers like
this easily. This means a total potential to reach 300 just within the current Extension network.
3) Beginning farmers that receive the booklet through CRAFT.

Example of potential economic impact:

One farm reported $6000 increase in revenue related to high tunnel production. Other farms
reported much less. This could be because most of those surveyed are still in their first couple of
years of high tunnel growing and farming. On average, the 12 farms with tunnels estimated
$1625 extra income per farm in one growing season, but that number is offset quite a bit by the
farm with the sizable income. Most farms reported an increase of $500 — 999. Given 2 - 3 more
years with mentoring, all the surveyed farms could report closer to $6000. This is a reasonable
prediction based on numbers from a 2007 Purdue study and because one farm already reports
that increase.

Using tomato production numbers from the 2007 Purdue study: net revenue from tomatoes
@$2.50/Ib is about $6000 for 1500 sq ft of high tunnel. This is low because many of the farmers

on the list sell direct and at an organic premium closer to $3.50/Ib.
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Lessons Learned

Peasants Plot farmers learned that high tunnel construction involves a steep learning curve and
were not able to take full economic advantage of their tunnel in its initial years, losing expensive
plastic to storms on multiple occasions. The farmers learned better methods for construction
through this experience.

Project managers on high tunnel construction projects should always anticipate delays based on
frequency of windy days and inexperience.

Julia learned to be more motivational when attempting to survey farmers during their busiest
time of the season. After gathering no response from her follow-up inquiry emailed in 2010, she
decided to add a stipend incentive and use a quicker and more professional format this year. She

used a website called surveymonkey.com for the 2012 survey.

Julia McDonald
Peasants’ Plot

2047 W. 10000N Rd.
Manteno, IL 60950

Julia@peasantsplot.com

www.peasantsplot.com
847-334-4278
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High Tunnels in Illinois:
Reducing the Learning Curve

Zachary Grant

Manager, Sustainable Student Farm
University of Illinois at Urbana-Champaign
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Background

High tunnels are solar driven greenhouse production
systems and an emerging adaptive farm technology.
Commercial structures are usually non-permanent steel
structures covered by one to two layers of UV-resistant
polyethylene plastic. Some other characteristics and
requirements associated with high tunnel production
are the following: no heat or minimal heat; drip and
overhead irrigation; roll up/down side or end wall
ventilation; manual to minimal automation. Utilization
of these simplistic technologies can increase yield; crop
quality; and in some scenarios reduce pest pressure for
a number of annual and perennial whole food crops.

At the University of Illinois Urbana-Champaign Sus-
tainable Student Farm (SSF), three 30 x 96 foot movable
high tunnels are used extensively for nearly year-round
vegetable production. Movable high tunnels represent
the newest progression in season extension. They al-
low for diverse crop rotations, perennial crop inclusion,
and easier cover crop usage to name a few benefits. The
cropping schedules in these tunnels vary depending on
the season. A typical year starting in late summer would

Established salad green plantings ready for late fall and early
winter harvesting at the Sustainable Student Farm

2

December 2012
include succession planting the tunnel sites to cold hardy

crops, like baby salad greens and spinach, harvesting
from these tunnels into late December with cold hardy
salad green crops. These plantings would be allowed to
overwinter under a second layer inside the main high
tunnel structure. After getting final cuttings from the over
wintered greens, the high tunnel sites could be rotated
with a new planting of cold hardy crops in early Febru-
ary. As these crops come out, the tunnel can again be
planted with warm season crops up to 8 weeks earlier in
some cases. A tomato planting transplanted in late March
under a two-layer system could produce vine-ripened
tomatoes as early as June 1st in hardiness zone 5b. These
warm season plantings can be harvested all summer until
the cycle starts over again.

The possibility of three to four crops from each high
tunnel is an intriguing option for growers who want to
remain competitive all year long with their small farming
business. Some growers report gross returns as high as
$10-$15 per square feet. However, there are some chal-
lenges associated with high tunnel production. There are
learning curve obstacles for growers, with no background
in greenhouse or high tunnel production. These must be
overcome to attain the higher gross revenues these sys-
tems can bring. Some of these include but are not limited
to:

* Managing complex nearly year-long crop schedules
that can include multiple succession plantings. With
the addition of high tunnels to the production plan,
growers now have to figure in planting dates from
February through October and even into November
in some cases.

e Some specialized equipment such as pinpoint seeders
and bed prep rakes need to be utilized to make inten-
sive planting easier and more efficient. There can be
additional expense and training associated with the
new equipment and techniques.

*  Unless hiring an independent contractor, which can
cost up to 50% the cost of the structure, a grower
must assemble high tunnels themselves. This requires
some construction experience, laying out square sides
with the 3:4:5 triangle, and comfort handling power
tools. If you have limited help in building the tunnel,
it is advisable to start with smaller structures (30ft x
48ft and smaller) and work on one at a time. Purchas-
ing too many high tunnel kits at once could turn
quickly into a large investment of the grower’s time
and take away from other farm responsibilities.

¢ For year-round production, adapting and building
new markets can be intriguing for some growers.
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Other growers find exploring new markets and the

grind of production throughout the year more bur-
den than boon.

* Finding a satisfactory site for building can be a
challenge. A fairly level, well-drained site is the best
option for high tunnel placement. Digging drain tiles
along the length of the tunnel can help with excessive
rainfall and large snow melts that might saturate the
soil on the outside beds inside the tunnels.

®  Orientation and wind exposure is in some cases
the most important site factor. Traditionally, a N-S
orientation is recommended below 40° latitude and
E-W for above 40° latitude. However, at the SSF (40°
latitude), which is right on the cusp of the recom-
mendation, an E-W orientation was very detrimental
in dealing with strong spring wind events. The E-W
orientation was chosen to optimize light for winter
production. Strong 35+ mph sustained winds during
spring windstorms has caused pre-mature plastic
ware and failure on all tunnels. Facing the end walls
into the direction of the strongest winds, regardless
of latitude and seasonal use, might help ameliorate
some of this http:/ / www.mielkesfarm.net/ tunnel2a.
jpg effect.

Here is a picture of a set up for a second tunnel within a high tunnel

for winter production in January. The crops are protected under the
secondary layer of floating row cover fabric.

Spring greens in a high tunnel

Salad greens under a second tunnel layer inside a high tunnel at the
Sustainable Student Farm. This photo was taken in January.
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A diversity of crops growing in a mid-April high tunnel. Salad green
Spinach variety ‘Space’ thriving under two-layer winter system in late January. Spinach is crops, head lettuce, and ear]y pepper transplants thrive in this early
a very versatile winter crop for high tunnel production. . . . . .

spring microclimate. Note the use of drip tape in the tunnels.

Tomatoes in late May trellised and pruned to a single stem. Note the Already well into harvesting tomatoes in the 37 week of June
lack of weed pressure due to the landscape fabric placement over the
entire area.
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A survey was conducted in the summer of 2012 to better understand the uses and issues associated with high tunnels in Il-
linois and the Midwest. A total of 13 growers responded to the survey. The following is a collection of the responses as well

as an analysis. Percentages were rounded to the nearest whole number.

1. Do you have a high tunnel (“hoophouse” or anything that could be described as a passive-heat greenhouse)?
o All 13 respondents either had high tunnels or plan on getting one or more. They collectively had 20 high tunnels
with each farm averaging 1.5 tunnels per farm.

2. How long have you used this structure?
o The average time of using these structures was 3.5 years. With a range of 6 months to 5 years.

3. What have you grown under your high tunnel?
® Percentages of respondents arranged according to similar categories from most to least grown
Tomatoes: 77 %
Salad green mixes and other greens (arugula, mache, spinach, mustards, Asian greens, kale, chard, and bok choy): 54%
Peppers: 46%
Root Crops (beets, carrots, radishes, and turnips): 38%
Head Lettuce: 31%
Other warm season crops (eggplant, okra, zucchini, and green beans): 16%
Herbs (Cilantro and Basil): 16%
Vegetable Transplants: 16%
Other Brassicas (Broccoli and Cauliflower): 8%
Fruit (strawberries, blackberries, and raspberries): 8%
Flowers: 8%

S © © © © © © © © © ©

4. What is your seasonal breakdown of high tunnel usage?
e Early spring through summer (March-summer)
100% of respondents utilize high tunnels during this period and were growing mainly tomatoes, peppers, herbs, root crops,
other greens, vegetable transplants, and fruits
e Fall through early winter (September-November)

46% of respondents utilize high tunnels during this period and were growing mainly salad green mixes, other greens, and root

crops
*  Overwinter (November-March)
38% of respondents utilize high tunnels during thins period and were mainly growing salad green mixes, other greens, and
root crops.

5. From what company did you purchase your high tunnel?
o Five different companies were used. Two farms used second hand or home built tunnels

6. What is the full description of the tunnel: Ex: Gothic style? Other? Dimensions?
* 50% Quonset

45% Gothic Arch

One tunnel had an undisclosed description

31% of growers decided to build their own or reuse repurposed tunnels.

69% used pre-fabricated structures from actual vendors

7. Was the manufacturer helpful? Give examples.
®  Manufacturer help with technical assistance seems to vary considerably from vendor to vendor. Some claiming excellent
knowledge of kits and assembly, to no useful help at all.

8. Do you have one or two layers of plastic?
*  85% use a single layer, one utilizes only shade cloth for their tunnel, and one farm utilized a double layer inflated system
(additional heat retention and wind protection)

9. How have you enclosed your ends?
® The end wall materials vary with the surveyed growers. Most chose to frame the end wall with 2x4’s and greenhouse plastic.

Other options included polycarbonate ends, plastic zippers, complete plywood end walls, and no end walls.
Page 255 of 487
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10. Do you have a moving tunnel?

o All high tunnels in this survey except one, “some what movable”, were considered non-movable

11. Are you heating the tunnel?
®  No high tunnels in this survey were indicated to have heat. The one exception would be one tunnel being used for vegetable
transplants.

12. Describe briefly the biggest challenge you have faced during construction/installation?
® The responses for challenges related to construction and installation were as follow:

Not enough people to install plastic

Finding enough labor for construction

Squaring the high tunnel

Conflicts with time working on the high tunnel and not fulfilling other farm duties

Structural stability

Issues related to plastic installation and preventing plastic from blowing off

Experience with high tunnel construction

Challenges relating to the security of the plastic in high winds and overall structural stability were the most frequently cited

challenges whether during construction or growing.

e © © © © © © ©

13. Describe briefly the biggest challenge you have faced during the growing season?
*  Qutside of plastic and structural issues, some other challenges encountered during the growing season in high tunnels include:
Seed bed prep and bed management within the confines of a closed structure
Temperature management, mainly excessive heat due to infrequent manual ventilation
Weed control
Insect Issues
Proper Irrigation scheduling
Excessive moisture invading the out side beds of the tunnels due to winter snow melt
Pollination issues

S © © © © © ©

14. Have you had damage from storm or winds?
*  46% of respondents had issues with plastic in storms or high winds.

15. Describe this damage briefly.
*  Damage related to storm or winds from these growers was from ripped or torn plastic and [or tunnel failure.

16. Does your farm insurance cover the high tunnel?
*  Only 23% of respondents had insurance that covers against high tunnel damage

17. Did you attend any high tunnel workshops through CRAFT or another farm organization?
*  46% of respondents had attended some form of workshop related to high tunnels

18. Did the attendance of a workshop help encourage the use of high tunnels?
* 38% of respondents were encouraged to use high tunnels based on these workshops

19. What revenue have you gained during the extended season of November and February using high tunnels?
*  69% of respondents had no to little noticeable gain in revenue during this period
*  23% of respondents had a $500-$1,000 gain in revenue during this period
* 8% of respondents had a $5,000-$7,000 gain in revenue during this period

20. What revenue have you gained during spring?
*  54% of respondents had no to little noticeable gain in revenue during this period
*  23% of respondents had a $500-$1,000 gain in revenue during this period
* 15% of respondents had a $1,000-$3,000 gain in revenue during this period
* 8% of respondents had a $5,000-$7,000 gain in revenue during this period
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21. What revenue have you gained during the summer?

December 2012

*  69% of respondents had no to little noticeable gain in revenue during this period
e 23% of respondents had a $500-$1,000 gain in revenue during this period
e 8% of respondents had a $3,000-$5,000 gain in revenue during this period

22. What is the highest revenue crop you grow in your high tunnel?
* There was no universal agreement among respondents as to the most valuable crop to grow in high tunnels. Two growers indi-
cated having any crop available was valuable to the farm because of brand recognition throughout the year and increasing CSA

share values for shareholders.

* Tomatoes and greens were indicated by two being the most valuable crop

o Others included root crops (beets and carrots) and spinach.

Analysis

Based on the above survey results, an analysis of the
results will help clarify some of the issues and potential
solutions associated with the learning curve for high
tunnel production. There were a variety of questions
and responses that need to be grouped together to better
understand the results. The following categories were
chosen as the best fit based on the questions.

Experience and Growing History
Every grower that responded was growing in some
form of a high tunnel. The average of 3.5 years growing
experience is fairly typical considering the relative new
adoption of high tunnel technology in the Midwest. Most
growers had only one tunnel, but some did have more
than one. Putting one tunnel up at a time is a recom-
mended to not interfere with other farm obligations.
However, if you have experience; additional labor; and /
or the money to hire a firm to put the tunnel together,
then putting up more than one kit at once might make
sense.

The break down of the types of crops and season were
also fairly typical for the Midwest. More than 75% were
growing tomatoes, more than 50% growing salad green
crops, and almost 50% were growing peppers. These
crops, based on square footage and most markets, are the
most profitable crops to grow in high tunnel space. This is
a key consideration when allocating high tunnel space in
a commercial operation. A number of different crops can
be grown in high tunnels, but only certain crops are prof-
itable. Unless of course the only market is a CSA opera-
tion, in which case having a larger variety of less profit-
able crops might make sense in the high tunnel space.

All growers were utilizing high tunnels in the traditional
manner, which is to start warm season crops earlier in the
spring months. Almost 50% of growers were using the
high tunnel for fall and early winter production. Slightly
less than 40% were overwintering crops in their high tun-
nels for marketing. This is also pretty common due to the
fact that using the high tunnels for early spring produc-
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tion is more straightforward in planning. On the other
hand winter production presents challenges in planning
and growing techniques even experienced outdoor grow-
ers might not be familiar with.

Structures and Challenges
Five different vendors were utilized and two growers
opted to build their own tunnels from locally available
materials. This indicates a vast majority of growers prefer
the convenience of purchasing a kit that has all the ma-
terials they need for construction. Building a high tunnel
from locally available materials is possible and potentially
cheaper. However, significantly more planning needs to
go into these designs in some cases. The style of structure
was nearly evenly split between Quonset and Gothic
arch. There are advantages and disadvantages for both
types. However, the Gothic arch is highly recommended
in heavy snow areas and for ease of movement inside the
high tunnel itself.
The majority of growers (85%) used only a single layer of
greenhouse grade plastic. Citing ease of installation, one
layer being enough, and lack of electrical hook up to in-
flate two layer, as the main reasons behind this decision.
One grower exclusively used their high tunnel with shade
cloth only, and one grower did use two layers inflated
plastic. The rationale from this grower was increased
durability in high wind scenarios and more heat reten-
tion during winter growing. The choice to use one or two
layers can be very situational. Two layers of plastic does
offer more heat retention in the winter months, but does
cut 10% more light out, which is critical during those low
light months. Using an inflated double layer in high wind
scenarios is a great option to solving the issue of pre-
mature plastic failure for certain growers. Solar charged
inflation fans are available for growers without access to
electricity to power the fans.

End wall construction is another common question that
arises when constructing high tunnels. The simplest and
most common method in this survey was to frame end
walls with 2x4 wood, and then utilizing pipe straps or
specially designed framing connectors to attach them

to the high tunnel bows. Plastic is then attached to the
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framing using roll bar cap or wooden furring strips. The

end wall should have areas framed out for a door and
ventilation. Other options growers chose to explore were
polycarbonate end walls attached to the framing, plastic
with a zipper door and no framing, solid plywood, and
no end walls. Utilizing no end wall is risky unless you
are well protected from high wind situations. Solid ply-
wood is a strong option, but does not allow light to pass
through and potentially awkward to frame. The plastic
zipper door with no framing is the simplest idea some
greenhouse manufacturers offer, but is often found to be
inadequate in high wind scenarios and in need of con-
stant replacement. Polycarbonate panels attached to the
end wall framing are the best of both worlds in regards
to rigid structural stability and light penetration. Another
framing option is 2” metal tubing. This is more expensive
than 2x4 wood end walls, but will likely triple the life of
the end wall. Many companies offer designs options for
end walls, but a grower might be best suited to adapting
their own design to their ventilation and equipment ac-
cess needs.

None of the growers were heating or moving their high
tunnels in this survey. The lone exception was the one
grower using the high tunnel for transplant production.
In that scenario, heat was only utilized when necessary
in late winter/early spring. Both of these options in high
tunnels represent the newest and sometimes most chal-
lenging part of high tunnel construction and manage-
ment. Movable tunnels have many benefits including the
ability to increase crop rotation diversity, utilize cover
crops more efficiently, start crops on alternate sites and
then move the tunnel over them for protection when
needed, and ease of access on the uncovered sites for us-
ing larger equipment for bed prep, etc. A movable high
tunnel can act as two high tunnels in one by transitioning
over sites during different “high tunnel seasons”, there-
fore allowing maximum use of a high tunnel for each site.
An example would be early planted tomatoes left in a
high tunnel until November, then moved over an alter-
nate site that was planted in salad greens 6 weeks prior.
The salad greens will likely not need protection until then
and the tomatoes would need the extra protection to pro-
duce that long. Movable tunnels are more expensive and
can be a challenge to move without the right equipment
or many people. The input of heat into high tunnels can
increase the quality of a number of different crops that
would otherwise be affected by prolonged and repeated
freezing. Leaf lettuce is a good example of this concept.
While leaf lettuce is quite hardy, it will eventually suc-
cumb to harsh winter nights in January and February. By
inputting heat to keep nighttime lows as close to 32°F, leaf
lettuce will do much better through the middle winter
months. A grower must weigh the costs and benefits of
adding these features to their high tunnel system.

8
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The major challenges related to construction and manage-

ment of high tunnels varied considerably. They were as
follows:

¢ Construction

* Not enough people to install plastic

o Making a smaller tunnel can help remedy this. It
is possible to cover a 30x48 ft. high tunnel with just
two people with some experience.

* Finding enough labor for construction

o This is always a problem. Advertising your build
as a workshop could help get other interested
growers to assist in the build.

e Squaring the high tunnel

o This is where the Pythagorean theorem and 3:4:5
triangles come in handy. Squaring the corner posts
by checking both diagonals is how the ground post
installation should begin.

e Conflicts with time working on the high tunnel and not
fulfilling other farm duties

o Another problem that could be solved by hiring
afirm to build it for you if your time is too valuable.
Otherwise trying to build at the beginning or end of
the year can help alleviate this issue. If the tunnel is
small and movable, building in the off-season inside
a large pole barn could be another option.

* Structural stability

o This is where planning for a homemade high tunnel
becomes complicated. Kits from a high tunnel manu-
facture usually contain enough structural support to
prevent failure.

e Issues related to plastic installation and preventing
plastic from blowing off

o Another one of the most common issues related to
high tunnel construction. The key is getting the plas-
tic on as tight as possible if there is only going to be
one layer. This is best accomplished early on a day
with winds less than 5 mph and preferably warm.
Having enough people around to hold the plastic is
critical.

* Experience with high tunnel construction
o Hiring an independent contractor is always an op-
tion, but is usually cost prohibitive for most growers.
e Challenges relating to the security of the plastic in high
winds and overall structural stability were the most
frequently cited challenges whether during construc-
tion or growing.

o Again, a pre-fabricated kit is the best option for
structural stability. Having ground anchors in the
corners or concrete footed corners will help prevent
uplift of the tunnel. Problems with wind are best
solved by placement of a high tunnel in an area with
a good wind break, orienting the end wall into the
direction of the strongest prevailing winds, using
two layers that are air inflated, or some combination
of the above.
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Management

Seed bed prep and bed management within the con

fines of a closed structure

o Raising the sidewalls a few extra feet can maxi-
mizing bed space and ease of movement around
the tunnel, especially along the perimeter. Some
greenhouse manufactures will sell kits that raise the
sidewall up. Using hand equipment or a walking
tractor allows a grower to maximize the bed space
used. Getting large equipment into a tunnel can be
cumbersome and can limit the maximum use of the
space.

Temperature management, mainly excessive heat due

to infrequent manual ventilation

o Automatic ventilation is an option, can be solar
powered if there is no access to electricity. Having
vents in the end walls is another way to maximize
ventilation possibilities.

Weed control

0 The best option here is the use of landscape fabric
to cover the entire interior of the high tunnel. It can
be re-used year after year.

Insect Issues

o Exclusion by putting screens where the sides roll
up, mowing the perimeter, and increasing biologi-
cal control with predators.

Proper Irrigation scheduling

o Using drip irrigation or overhead mist systems will
help ease irrigation needs.

Excessive moisture invading the out side beds of the

tunnels due to winter snow melt

o Installing drainage tiles along the perimeter and

raising the interior beds should help with excessive

moisture issues.

Pollination issues

o Use of parthenocarpic or self-fruitful varieties will
solve this problem.

Revenue Generation

o

Tomatoes and greens were the only crops that were
mentioned by more than one grower as being the
most profitable crops in their high tunnel systems. On
a per square foot basis this is generally true. However,
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depending on your respective market, this could vary.

If you primarily market through a CSA, then having
more diversity throughout all the various high tunnel
seasons may be what your customers demand.

o Over all the high tunnels seasons, an average of 65%
of the growers saw little to no appreciable gain in
income withhigh tunnels. About 8% of growers saw
an increase of between $3,000-$7,000 in additional
income generation throughout the various seasons.
These growers had multiple years of experience and
established markets.

o To attain the higher rates of return from high tunnels,
growers need to gain experience in high tunnel pro-
duction and establish markets for their products.

Closing Thoughts
Issues with structural stability and wind are serious con-
cerns for growers just entering into high tunnel produc-
tion. Greenhouse grade plastic can be very expensive and
getting the full life (4-5 years) out of greenhouse plastic
is critical. Only 23% of the growers who responded have
high tunnel damage written into their farm insurance
policies. The amount of damage a policy is willing to
cover like varies considerably. While most structures are
warrantied against failure, plastic is not. A single layer
of plastic is definitely easier to attach to a smaller frame;
however, bigger structures retain more heat and are
cheaper to put up in terms of overall expense per square
foot. An example of this is putting up two 30x48 ft. high
tunnels opposed to a single 30x96ft tunnel. Putting up
the two tunnels covers the same square footage, but you
have to put up two additional end walls, that will likely
be more expensive than just doubling the amount of
structural bows and having only two end walls.

Every single respondent except one in this survey indi-
cated they would continue to use high tunnels as a part of
their small farm business. Even though there are chal-
lenges associated with integrating high tunnels into your
business plan, they are a viable option for making your
farm more profitable in the long term. The extra time, ef-
fort, and money invested in high tunnels will pay off with
each year of experience gained.
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After squaring the corners, running a string from corner to corner will help get the posts in the
ground straight.

Finding a day with no to little wind is often the most challenging part about attaching plastic to
a high tunnel. It is helpful to tie tennis balls along the edge of the plastic to ropes down the
length of the sheet. While pulling the plastic over the top having someone in the tunnel to assist
the plastic over the structure can prevent snags.

Having a flat solid surface is helpful when putting together bow pieces for the high tunnels

Simple end wall with pull out doors built with 2x4 lumber and greenhouse plastic

Make shift scaffolding, a hay rack, or ladders are necessary to attach the purlins and other
hardware components that are out of reach

End wall built with steel tubing. Using steel is much stronger than wood and will last for years.
Having a sliding door or a door that opens in should be considered if winter access is necessary.
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www.plasticulture.org
General all around high tunnel info

http:/ / www.fourseasonfarm.com/
Eliot Coleman’s web site

http:/ / www.newfarm.org
Search NewFarm archives for high tunnel articles

http:/ /aunaturelfarm.homestead.com/

www.johnnyseeds.com
Floating row covers, seeds, etc.

http:/ /attra.ncat.org/

www.hightunnels.org/

http:/ / plasticulture.cas.psu.edu / H-tunnels.html

http:/ /www.rimolgreenhouses.com/

http:/ / www.growerssupply.com/farm/supplies/ home

http:/ /www.uvm.edu/ sustainableagriculture / hightun-
nels.html

http:/ / www.smallfarmtools.com

http:/ /hoophouse.msu.edu/index.php?q=home
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2010 lllinois Specialty Crop Grant Programs

Dewitt County Human Resource Center Final Report (Narrative)

A) Has the Project Changed from Initial Request?
We received an additional $486 from our original funding request ($5000 instead
of $4514). The additional expenses went to offset the supervision required to accomplish

the project. The scope of our project did not change due to the increase in funding.

B) Project Title

Dewitt County Human Resource Center Specialty Crop Project

C) Project Summary

Our organization was looking for additional activities for our clients. Applying for
the specialty crop grant seemed like a good fit. The previous year, our organization
participated in growing crops for our town’s Farmer’s Market for the first time. In
addition, through our sheltered work program for persons with disabilities, we provided
recycling to our community. With the grant, we planned to integrate recyclable materials
with the overall project of growing specialty crops. By doing so, we would be utilizing
our organization’s recycling resources and, simultaneously, developing our gardening
program. In addition, we figured advertising the use of recyclables through gardening
was another methodology to promote ecological sustainability, a benefit to all citizens of

our community.
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D) Project Approach

We began the project by purchasing necessary equipment for the project and
purchasing melon and squash seeds (41 different varieties). Originally we conceived of
completing this grant on our 18 by 138 feet garden lot; however, a local neighboring
business, Black’s Heating and Air Conditioning Repair, lent us some of their land, which
is roughly 140 by 240 feet. The additional land provided us with a great opportunity to
grow specialty crops that people had not seen in our area but, also, required additional
planning on our part.

Preliminary activities included designing our garden and calculating the outlay of
the land. We decided on constructing mounds in 8 rows (5 feet length and 15 feet width
apart). In addition we tested our soil to see if we needed to add any fertilizer before
planting and met with a local Master Gardner to discuss the design of the garden, upkeep
of fertilization throughout summer, how to effectively water the plants, and how to
protect the produce from pests and insects. Lastly, we created a time table related to
accomplishing our goals for the grant.

In May, we tilled up half the garden (4 rows) towards the end of the month and
built mounds to plant the seeds in (average of 22 mounds per row). Originally we had
planned to plant the rows two weeks apart but rain curtailed the plan. The remaining half
of the garden did not get tilled and planted until the end of June due to heavy rainfall
throughout June and, due to time restrains, we were unable to complete mounds in the
second half of the garden.

During May through July we spent a majority of hours (roughly 25) shredding

newspaper as mulch for the project. Overall, we placed 1968 Ibs. of shredded newspaper
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in just half our garden, roughly 4800 square feet (5 feet width multiplied by 240 feet
multiplied by 4 rows). Thus, by our estimation, we used about 410 Ibs. of newspaper
shred per 1000 square feet. The only caveat with our calculations, 1 would assume, is that
we needed more shred because of the mounds we built (i.e. the mounds raised some
sections of the garden while lowering other sections and, in turn, we needed additional
shred in the lower sections). | would suspect that if we had not built mounds we would
have used significantly less shred because at higher areas of the garden we used
approximately an inch in height and in lower areas we used approximately 2 to 3 inches
in height. Unfortunately, we were unable to cover the entire garden with shred due to
time restrictions. By the time we planted the second half of the garden in late June we
were beginning our picking season and our picking season consumed the majority of our
time, from late June through August, negating our intention of adding shred to the second
half of our garden.

The net result was that half the garden was built like we intended, with newspaper
shred as mulch and mounds for which to grow the seeds in. The other half of the garden,
planted in late June, did not receive newspaper shred or constructed mounds. The contrast
between the two halves of the garden did provide favorable results for using newspaper
mulch to mitigate weeds. The half of the garden with newspaper shred produced minimal
weeds and took, on average, 1 hour a week to keep completely clear of weeds. The half
of the garden without mulch was more cumbersome. We spent, on average, 4 hours a
week on weed control and were unable to keep the weeds completely clear of the plants.

Harvesting squash and melons throughout late June until the end of August was a

difficult task. In late June the half of our garden planted in late May was producing strong
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yields of squash and continued to do so until the end of August. Our squash yields had
very little damage due to insects and rodents. In late July and through August our melons
planted in late May produced; however, we lost over half our melon yields due to insects
and rodents. Our observations were that as soon as the melons became ripe, insects and
rodents had little difficulty breaking the skin of the melons. If we had gotten our fruit off
of the ground, our yields for the farmer’s markets, | assume, would have been much
greater. We purchased materials to build trellises late in the season but were unable to
create the trellises in time for the melons.

The half of the garden planted in late June had less success producing. The squash
produced some yields but the output was roughly 25% of the earlier planted squash. In
addition, the plants matured at roughly 25% of the size of the earlier planted squash. The
late season melons never did mature as the weather became too cold during October to
support them.

We participated in Farmer’s Market from late June until the end of August.
Originally we participated in our Clinton Farmer’s Market and later expanded to include
the Lincoln Farmer’s Market. We utilized two Farmer’s Markets because Clinton could
not solely support our yields. What we offered at the Farmer’s Markets was different than
every other supplier at the Market. Varieties of summer squash included Lemon, Green
Tipped Scallop, Zucchini Rampicante, Mogango Liso, Ronde De Nice, Green Bush
Vegetable Marrow, Striata D’Italia Zucchini, Cocozellas Di Napoli, Costata Romanesco,
Lebanese White Bush Marrow, Odesso, and more. Varieties of melons included Sierra
gold, American Schoon’s Hardshell, Minnesota Midget, De Castillo, Jenny Lind, Banana,

Tiger, and more. In addition to the varieties of squash and melons, we created a
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nutritional sheet for squash and melons to accompany the produce at the Farmer’s
Markets and a recipe sheet for people in the community unfamiliar with squash.

In early August we put out a press release and held our field day to showcase the
construction of our garden and what we produced. According to our log book, we had 45
people visit (although seem people did not sign the log book so our total number of
visitors was greater than 45). At the field day we passed out health benefits of squash and
melons, held tours of our garden, showed pictures of the project as it unfolded, passed out
squash chips and dip, and gave away free squash to anyone who visited. Black’s, the
local business that donated some of their land for the project, also provided giveaways for
visitors. Our local paper, Clinton Journal, did a write up of the event.

Lastly, we tilled our garden in October so that the newspaper could decompose.
We did have problems with half of our garden because of the mounds we built. In
hindsight we should have built smaller mounds so that the garden would have been easier
to till. The part of our garden that we did not build mounds on was easy to till. We will

have to break up the mounds with a tractor in order to level out the ground for next year.

E) Goals & Outcomes Achieved

Our initial goal included increasing the capacity for agricultural related programs
at the Dewitt County HRC East facility. We achieved this goal by acquiring equipment
that can be used year after year in the garden and increasing our knowledge about
growing produce through this project. In addition we acquired start up capital for the

proceeding year.
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Our second goal consisted of determining the feasibility of using newspaper shred
as mulch to assist in growing produce. From our observations, the shredded newspaper
performed well as mulch. The areas covered with newspaper were effective in
eliminating weeds. We found that rain solidified the newspaper shred and we did not
need to reapply additional shred as the summer progressed. Our calculation for our
garden was that we used roughly 1968 Ibs. of newspaper shred over 4800 square feet.
The cost that we sell newspaper shred is $00.0625 per pound suggesting that the cost of
1968 Ibs. of mulch to cover 4800 square feet would have been $123.00. Market costs for
organic mulch, such as at Soil Building Systems, sells organic mulch between $27.50 and
$49.00 per cubic yard. Using gardenplace.com’s mulch calculator we can compute our
garden in cubic yards. 4800 square feet with an estimated height at 2 inches would result
in 29.7 cubic yards. If we had purchased 29.7 cubic yards of organic mulch from a
company, such as Soil Building Systems, between $27.50 and $49.00 per cubic yard, the
cost would have been, respectively, between $816.75 and $1455.30. In contrast recycled
newspaper shred costs $123.00 for 4800 square feet with savings in the hundreds to
thousands. The results of our project suggest using shredded newspaper as mulch is
inexpensive, especially compared to organic mulch retail prices, and effective in
controlling weeds.

Our third goal was to improve the economic environment in the community. At
our field day, where a minimum of 45 people attended, we described and showcased how
we used recyclable materials as mulch. We have not personally seen an increase in sales
of shredded newspaper to the community. As a rural farming community, Dewitt County

could benefit from the savings of using organic recyclable materials but, as of yet, we do
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not know of any impact that our project has generated along those lines. The money we
utilized for purchases of equipment and farming materials did go to local businesses,
except for the seeds which we ordered from Missouri. Our agency, Dewitt County HRC,
benefited by the proceeds of the crops, which has furthered our gardening program, such
that we should be able to sustain the program for years to come. Lastly, we helped bring
some diversity of crops to two Farmer’s Markets, which should have a positive impact on
the image of those Farmer’s Markets in proceeding years.

Our forth goal consisted of increasing our community member’s knowledge of the
nutritional benefits of consuming squash and melon products. In our field day we talked
about the nutritional benefits of squash and melons, along with providing nutritional
handouts. In addition, we provided nutritional handouts and recipes at our local Farmer’s
Market.

Our fifth goal was to increase the consumption of squash and melon products. The
variety of melons and squash that we brought to the Farmer’s Markets on a weekly basis
increased the appreciation and knowledge of squash and melons in the community. Often,
community member’s reported never cooking squash before and tried cooking squash for
the first time due to our project. For many who had eaten squash or melons before, they
had not seen the varieties we had procured and were intrigued by the multitude of
options.

Our last goal was to increase community awareness of environmentally
responsible garden mulch from recycled newsprint. We accomplished this goal through
our field day by showcasing our garden and talking about the benefits of using shredded

newspaper as mulch.
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F) Beneficiaries

Short term economic impact included using funds to purchase equipment and
farming materials at local businesses, except for the seeds which we ordered from
Missouri. Our agency, Dewitt County HRC, benefited both short term and long term. The
money we made from the Farmer’s Market is going to further our gardening program,
such that we should be able to sustain the program for years to come. The diversity of
crops we brought to the two Farmer’s Markets should have a positive impact on the
image of those Farmer’s Markets in proceeding years and, in turn, could have a long term
economic impact for the Farmer’s Markets. The overall long term economic impact of the
project is difficult to calculate, particularly with the use of shredded newspaper as mulch
since we do not know, of yet, how influential our project has been to community

members.

G) Lessons Learned

We learned about how effective and inexpensive using newspaper shred is as
mulch. If the primary purpose of the mulch is for weed control, newspaper shred is vastly
cheaper than more popular mulch alternatives. While I could see some people not
wanting to buy shredded newspaper mulch for aesthetic reasons, for most local gardeners
using newspaper shred would provide the benefits of weed control at a fraction of the
price.

Another lesson we learned was about the variety of squashes and melons and

what varieties the public reacted too. In the years to come we can revise our catalog and
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incorporate what the public chose to purchase. In the case of melons, we learned that in
order to ensure a good return, the melons need to be safeguarded from exposure to the
ground. Squash plants, on the other hand, are strong producers if planted at the ideal time.

An unexpected lesson that we learned was about what is needed to construct and
maintain a large garden. In one year we went from using 2484 square feet of ground to
36084 square feet of ground. The opportunities and labor involved in constructing a large
garden are endless.

We had two major regrets during the project. The first is that we were unable to
follow our original time table for planting our seeds. If we had kept to our time table the
yields, especially our melons, would have been greater. The second regret is that we did
not constructing the trellises early enough to utilizing them. We lost over half our melons

and trellises could have prevented many of those losses.

H) Contact Person

Chris Hodgson, DT Coordinator (217) 935-2218 chrisahodgson@dewittcountyhrc.org
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Summer Squash

Delicate flavor, soft shell and creamy white flesh of summer squash is a perfect addition to any summer meal.
Summer squash, members of the Cucurbitaceae family, come in many different varieties. While each type
varies in shape, color, size and flavor, they all share some common characteristics. The entire vegetable,
including its flesh, seeds and skin, is edible. In addition, some varieties of squash plants produce edible flowers.

Nutritional Profile

Summer squash is an excellent source of manganese and vitamin C. It is also a very good source of magnesium,
vitamin A, dietary fiber, potassium, copper, folate, and phosphorus. In addition, summer squash is a good
source of omega-3 fatty acids, vitamin B1, vitamin B2, vitamin B6, calcium, zinc, niacin, and protein.

Well-Rounded Cardiovascular Protection

Many of these nutrients are helpful for the prevention of atherosclerosis and diabetic heart disease. Magnesium
is helpful for reducing the risk of heart attack and stroke. Together with potassium, magnesium is helpful for
reducing high blood pressure. Vitamin C and beta-carotene can help prevent the oxidation of cholesterol.
Vitamin folate is needed by the body to break down a dangerous metabolic byproduct called homocysteine,
which can contribute to heart attack and stroke. Finally, summer squash's fiber has been shown to lower high
cholesterol levels.

Disease-Fighting Food

High intakes of fiber-rich foods help to keep cancer-causing toxins away from cells in the colon, while the
folate, vitamin C, and beta-carotene help to protect these cells from the chemicals that lead to colon cancer. The
antioxidants vitamin C and beta-carotene also have anti-inflammatory properties that make them helpful for
condttions like asthma, osteoarthritis, and rheumatoid arthritis, where inflammation plays a big role. The copper
found in summer squash is also helpful for reducing the painful symptoms of rheumatoid arthritis. Some lab
studies have shown vegetable juices obtained from squash to be parallel to juices made from leeks, pumpkin,
and radish in their ability to prevent cell mutations (cancer-like changes).

Supports Men's Health

In research studies, extracts from squash have also been found to help reduce symptoms of benign prostatic
hypertrophy, or BPH. In this condition, the prostate gland becomes enlarged, which can cause difficulty with
urinary and sexual function. Squash may be helpful in reducing BPH symptoms.

Information and more found at
by The George Mateljan Foundation for The World's Healthiest Foods
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ILLINOIS
where fresh is

http://lwww.agr.state.il.us/marketing/Spec_Crop_Projects/2010_Projects/Illinois%20Where%20Fresh%20HERO%20FINAL[1].rv
http://www.agr.state.il.us/marketing/Spec_Crop_Projects/2010_Projects/Jewel_Peaches_FINAL_5.wmv
http://www.agr.state.il.us/marketing/Spec_Crop_Projects/2010_Projects/Jewel_CORNNo_Murai.mov

http://lwww.agr.state.il.us/marketing/Spec_Crop_Projects/2010_Projects/Jewel_MUSHROOMS_30__and_5.mov

@ CBSeTois

Cannecting Commertias Lhrough Sacial Marketing
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Outline of Grant project:

*The DOA/ Specialty Crops Industry and CBS 2 worked
together to create an integrated marketing campaign:
“lllinois Where Fresh Is” that combined the power of

broadcast television and the internet.

*Our grant application was for $50,000 and we received
$83,942. With the additional funding we were able to
increase the frequency of the :05 and :30 spots,
strengthening the reach and messaging of the outreach.

@CBS ngr%‘smps
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Project Summary:

*The campaign made “Specialty Crops” top of mind
with consumers and promoted healthier eating
habits among children and adults. By modifying
consumer buying habits to purchase specialty crops
we increased industry sales and helped keep the
lllinois economy strong.

*By securing an additional partner and donating CBS
2 services and inventory we extended the message to
achieve a more significant impact.

*Our motivation is based on our support of the
lllinois economy and all things related. Our campaign
ran 5/10-7/11/10 in conjunction with the seasonality
of specialty crops, striking when the iron is hot.

®CBS

December 2012

commulr;
partnershlps
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Project Approach:

*CBS 2 contributed the following in kind services:

e production of a :30 broadcast vignette and :05 ID including:
*Creative concepting
*Script writing
*Graphics
eIvViusic selection, license
*Post production

°all internet creative; banners and web links
:30 and :05 on air inventory.
*Our grant application was for $50,000 and CBS 2 received $83,942 (+68%).

*The original grant application guaranteed 14M impressions Adults 18+,
our final delivery was 24.5M impressions (+75%)

@CBS ngr%‘smps
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Project Approach:

CBS 2 secured a retail partner to extend the DOA message:

Executed a five week campaign with Jewel Food Stores that aired July 15 — August 18
93 :30-second vignettes and 14 :05 vignettes aired — delivering v.sM impressions adults 18+

*Specific specialty crops promoted within the “lllinois Where Fresh Is” message
*7/15-7/21 — Peaches
*7/22-7/28 — Corn
*7/29- 8/4 — Mushrooms
*8/5—-8/11 - Corn
*8/12 — 8/18 — Roma Tomatoes

(Produce item also featured in Jewel weekly circular — identified as grown in lllinois)

@ CBSErasiits

Page 279 of 487



IL Final Report - 12-25-B-0921 December 2012

Goals and Outcomes Achieved:

*\We customized an education and outreach initiative to
achieve our goal by:

*Producing a :30 vignette

*Running the vignettes in targeted programming on
CBS 2, both paid for and in- kind

*Extending the campaign with in kind :05 ID’s

*Further extended the campaign by securing a retail
partner in Jewel

*Including a run of site schedule on cbs2chicago.com
with links to lllinoiswherefreshis.com

@CBS ngr%‘smps
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Goals and Outcomes Achieved:

*:30 vignettes
*:051ID’s

*Totals:
*Cbs2chicago.com

*CBS2TV

December 2012

Promised Delivered Performance
279 291 104%

67 103 154%
346 394 114%
552,000 impressions 553,979 impressions 100%
22.7 Million impressions 24.5 Million impressions +108%

® CBS:reshis
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Goals and Outcomes Achieved:

Promised Delivered Performance
*:30 vignettes 45 57 127%
:05ID’s 67 103 154%

@ CBSErasiits
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Beneficiaries:

oIf the “lllinois......\Where Fresh Is” campaign encouraged 10% of every lllinois
household in the Chicago Designated Market Area to shift just S5 per week of
their current grocery budget to the Specialty Crop Industry, we can see over
S1.5M per week in additional support. That’s over $1.5M per week more
circulating in the lllinois economy......benefiting everyone in the State!

eSpecialty Crops farmers win
*Chicago residents win

eFarmers markets win

@CBS ngr%‘shps
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Lessons Learned:

*All goals, outcome measures were achieved and
surpassed

e The whole is greater than the sum of it’s parts

*By combining forces we were able to have a stronger
and more impactful effect in the community

® CBS:reshis
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™

Debbie Buckley Sharon Buchanan
W: 312-899-2708 W: 312-899-2711

dpbuckley@cbs.com sbbuchananan@cbs.com

@ CBSsarerahivs

Connacting Commerntias throwugh Social Mw-ﬁa‘uﬁ

Becky Kip
W: 727-570-4457
rikip@cbs.com

December 2012
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SC-10-19

Final Report for Specialty Crop Grant:
Old Town Market (OTM) Farm to Table
Belleville Main Street - Sponsor

Project Title— SC-10-19 Specialty Crop Grant: Old Town Market (OTM) Farm to Table

Project Summary

i)

Belleville Main Street became the sponsor of the Belleville Old Town Market and
sought to bring people to the market and wrote the proposal for the Farm to Table
project. Previously the only activity for children at the market was a coloring corner
for kids with periodic staff doing artwork with the children. When the Illinois
Specialty Crops call for proposals was issued we saw this as an opportunity to
actively involve children in the market by teaching them about the importance of
farmers, sustainability, seasonality of specialty crops, food safety and safe
handwashing techniques through hands-on-cooking at the market. Each child
participating in the Farm to Table activity took home a bag with a small amount of
produce available at the market that day. This project was developed to engage
children and their parents in the community’s farmers market and build support for
the farmers and the farmers’ market.

Since we aready provided cooking demonstrations for adults at the market we
decided that this grant presented a great opportunity to reach out to children who will
be the future customers of farmers and farmers markets. The timing of the call for
proposals allowed usto align with the “Know Y our Farmer” campaign of the USDA.
We wanted to connect children with “where their food came from”.

Project Approach

i)

During the 1% year of the grant, as indicated in the grant proposal, four lesson plans
were developed by dietetic interns working under the supervision of Marjorie
Sawicki at Saint Louis University. Recipes featured the specialty cropsin season at
the time of the Farm to Table sessions. In accordance with the grant focus and to
minimize food safety risks all recipes featured fruits and vegetables, no meat, and
only occasionally used yogurt, cheese or eggs as secondary ingredients. Each child
participant received a duo-tang folder containing the 2 featured recipes, 2-3 more
recipes for the fruit or vegetable of focus for the week, and three additiona handouts:

e Threelegged stool of sustainability

e Fight BAC for Food Safety

e |llinois...What’s in Season.

A demo (dlicing an apple) was used to talk about land availability for growing
food and to discuss good soil, safe water and clean air needed to produce food today
and in future — this was utilized the first year and part of the second year of the grant
until the children grew weary of the demonstration. Every child was taught to
demonstrate the proper handwashing technigque at the beginning of a session at the
market. If anew child joins the group the “regulars’ teach them proper handwashing.
Every child participated in the hands-on cooking of two dishes featuring the specialty
crop selected for a cooking demo. Each child who participated took home a small
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amount of produce that was used in the recipes. We scheduled 2 farm tours at
Braeutigam’ s Orchards where Tom Range introduced his orchard, berry and
vegetable farm to the children and their parents. Though we initiated a pre-post test
during the 1% year, it was dropped by the second session offered because the children
reported that they felt like they were in school and resented the activity and we lost
their attention. We quickly learned that if this project were to be successful the
children needed to be engaged with the skills development and that the educational
tips needed to be integrated into the actions of cooking or chopping. We aso
partnered with the Les Dames d' Escoffier, St. Louis Chapter. They cameto the
market and toured the market with the children, purchased farm products and cooked
with the children...they prepared pumpkin pancakes with the children, gave them
chefs hats and aprons for their participation. Our observation was that the chef hats
and aprons were quite adraw for participation. In addition, the Saint Louis
University Dietetic Interns were scheduled to conduct 2 cooking demonstrations
during the Fall under the supervision of Marjorie Sawicki and the children who
regularly participated in the Farm to Table session automatically gathered and began
assisting the interns during the demo. The children automatically made themselves
part of the cooking event and the dietetic interns graciously adapted their plansto
accommodate the children.

During the 2™ year of the grant the presentations were adapted to introduce the
history and origin of afeatured fruit or vegetable to the children and the parents who
stayed to participate in the program. We moved away from a 4-week session format
and started cooking with children 2 weeks per month during the market starting in
June and running through October. We also did not have the budget to schedule a
farm tour so we started having afarmer come and talk with the children about their
farm when they had a free moment during the market. We partnered with Les Dames
d' Escoffier again and they prepared a pasta salad with the children and gave them
their hats and aprons. It was during this event that we decided that we would embrace
involving younger children if they showed an interest in participating. We knew that
they would not stay for the entire time due to attention span but they would be
allowed to wash their hands, don an apron and stir or add ingredients to the dish with
their parent’s assistance. Again in the Fall, the Saint Louis University Dietetic Interns
were scheduled to conduct 2 cooking demonstrations with Marjorie Sawicki
supervising and again the children gathered and assisted the interns during the demo.

Finally, during the 3" year of the grant we modified our approach to educating
the children at the beginning of the session. We condensed the original lesson plans
into the key points to be shared with the children and using conversational approach
we educated them about the importance of farmers, the three legged stool of
sustainability, seasonality with the origin and history of the featured fruit or
vegetable of the day, the Fight BAC cycle for keeping food safe to eat and then the
handwashing techniques including tips about when they need to wash hands again
during the cooking phase. Our assessment of knowledge gained was measured by the
accuracy of their responses when we discussed the designated topic. We began a new
ritual after children sampled their dishes. They went in teams of 2 to each farmer at
the market with a small tasting of the dishes prepared and said, “thank you for raising
our food” then they shared with their parents and other customers at the market. This
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action engaged children with farmers and it was quite popular. We nearly always had
quite a gathering of adults, standing outside the children’s tent area, wanting to know
what we were preparing that day. A few “regulars’ waited for the children as they
cooked and passed tastings of the dishes. We partnered with the Les Dames again
this year and they prepared stir-fried vegetables to serve over steamed Missouri
brown rice and then chopped apples and pears to serve over prepared sweet * sticky’
rice from Missouri. The Saint Louis University Dietetic Interns conducted 2 cooking
demonstrations with Marjorie Sawicki supervising but this year the adults gathered
and assisted the interns during the demo. It is obvious that interactive cooking
activities are very popular.

Project partners included both formal and informal partners. During the 3 years of the
project there were 4 formal partners and their contributions are noted bel ow:
¢ Bdleville Old Town Market/Belleville Main Street sponsor

0 Market Manager allocated 2 vendor spacesin avisible, safe location
for the cooking sessions of Farm to Table; set up the Facebook page;
coordinated the delivery of the tents and tables for each Farm to Table
session; assisted with the set up and breakdown of the tables and tents;
spread the news of the sessions to the customers of the market for
each event of Farm to Table for Kids; and included the Farm to Table
for Kidsin their purchased advertisements in the local paper.
Belleville Main Street aso planned and promoted

e The Belleville Parks and Recreation Department

0 Safely stored, delivered and picked up the tables and tents used by the
Farm to Table for Kids project. They aso provided trash cans at the
market and made sure that there was one trash can located near the
tents for ease of disposal of waste and paper plates.

e The Mayor’s Office

0 Duringthelast 2 years of the project, the Farm to Table for Kids was
part of the Farmers Market feature in the Mayor’s Newsletter at |east
twice yearly.

e The Les Dames d Escoffier International — St. Louis Chapter.

0 Onceyearly the St. Louis Les Dames group came to the market and
toured the market with children: talking with the farmers, purchasing
specialty crop items with the children and then preparing and
sampling the foods in really easy to prepare recipes. They provided
each child with atall chef’s hat and branded apron. This activity
always generated alot of enthusiasm among the children and the
parents or grandparents. Thiswas closdly linked to the presence of
chef’ s working with the children and the impact of the wardrobe
issued to the children.

There was one informal partner, “Polly the Apron Lady” who made and donated 16
children’s aprons for the project. The aprons became part of the ritual in preparing
children for cooking at the market.
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Goals and Outcomes Achieved
i)  Activitiesto meet the goals:

Goa 1. Develop a4-week curriculum to educate youth on specialty crops and sustainable
food systems.

e Lesson 1 — Sustainability/Handwashing/Knife skills — devel oped

e Lesson 2 — Food Safety/Specialty Crops/Food Preparation — devel oped

e Lesson 3—Three“E’s of Sustainability/Speciaty Crops/Food Preparation —
developed

e Lesson 4 — Know Your Farmer/Local Food/Specialty Crops/Food Preparation
and Farm Tour - developed

Goa 2. Conduct afarm tour to “put aface to the farmer” and an understanding of the
importance of farmersin food systems.
e Identify local farmer willing to host farm tour for parents and children.

0 Thefarmer was Tom Range of Braeutigam Orchards — adiversified
orchards, berries, and vegetable farm. Two farm tours were scheduled
in 2010. While thiswas very well received we did not continue with
the farm tour in years 2 and 3 because of the cost and lack of
transportation for 25% of the children (their parents were vendors at
the market).

¢ Incorporate timein every lesson to have afarmer at the Old Town Market meet
the children and share afew words about their farm and what specialty crops
they bring to sell at the market.

0 We had three farmers who took turns coming to talk to the children
during the sessions at the market. Touring the market with the Les
Dames was a positive manner to achieve the same goal.

e Incorporate into every lesson plan the importance of farmers for a sustainable
food system.

0 During every session with the children we discussed why farmers are
an important part of a sustainable food system. During the third year
of the grant thiswas tightly linked to the 3-legged stool of
sustainability when we spoke of the three “E” s of sustainability:

= How the environment has to be protected for healthy soils,
clean air and clean water so that the farmer can grow foods
that are healthy and safe to eat.

= How purchasing foods from our local farmers helps to keep
them on their farm for future generations and that our whole
community benefits by supporting the farmers with our
purchases

= How everyone should have the opportunity to purchase food
from the farmers and that is why community working together
to provide space for the farmers market, that consumers buy
from the farmers at the market, and that the farmers are
committed to coming to the farmers market so that everyone
has a chance to access healthy foods. We even talked about
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how paying afair price for the food helps the farmer pay for
their employees.

Goa 3. Teach cooking skills and food safety through hands-on preparation with a dietitian
and sous chef at the farmers market using specialty cropsin season and provide
specialty crop foods to each child participating in the program.

During the 1% year we presented the |essons as 4 |essons offered twice as 4-week
sessions where children would come for all 4 weeks.

During the 2™ year we adapted and offered the 4 |essons as combined into 2-week
sessions and repeated it monthly June through October.

During the 3 year we streamlined the lessons into discussion of the 4 topics prior
to moving into the cooking skills portion of the lesson...this worked well. We
scheduled the lessons for 2 weeks monthly June through October.

All children had hands-on participation in cooking skills, food safety and
handwashing techniques — we removed the knife skills at midpoint during the
second year when we had larger groups and younger children.

Goa 4. Increase knowledge of sustainable food systems.

Though we taught the concepts of sustainable food systems our attempts to use
formal written assessment via pre & post-tests was afailure. We condensed the
original lesson plans into the key points to be shared with the children and using
conversationa approach we educated them about the importance of farmers, the
three legged stool of sustainability, seasonality with the origin and history of the
featured fruit or vegetable of the day, the Fight BAC cycle for keeping food safe
to eat and then the handwashing techniques including tips about when they need
to wash hands again during the cooking phase. Our assessment of knowledge
gained was measured by the accuracy of their responses when we discussed the
designated topic.

Goal 5. Increase knowledge of speciaty crops and the nutritional benefits of including
them in your diet.

Children were taught to look for avariety of colorsin their fruits and vegetables
because they provide different vitamins and minerals.

Children were encouraged to try new foods because by trying them more than
once allows them to grow accustomed to the taste and they might like it after a
number of tries.

Table 1 that details the beneficiaries served by the Old Town Market Farm to Table project
shows the progress towards meeting the outcome goal of 96 children educated about
specialty crops, sustainability, safe food handling and handwashing techniques from
baseline to the close of the grant. The first year of the grant there were 56 participant
contacts, second year of the grant there were 147 participant contacts, and during the third
year of the grant there were 250 participant contacts for education.
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Beneficiaries

i) The beneficiaries of this project accomplishments include the following:
e thenearly 150 children - developed cooking skills and farmer appreciation
e the parents of the children - realized that their children eat vegetables
e Bedlleville Old Town Market — experienced improved image in the community
e LesDamesd Escoffier — achieved their project goals of farmers market
participation
e 9 farmers whose speciaty crops were purchased for Farm to Table
e the 8individuals who devel oped teaching skills by cooking with the children.

ii)  Table 1 provides details of the participation in the Farm to Table project over the
three years of the grant funding. Nearly 250 contacts were made with children during the
project. Of those 250 contacts over 3 yearsit is estimated that in the 1% year 6 children
attended all 8 sessions; in the 2™ year 8 children attended regularly; in the 3" year the
number grew to 13 children attending regularly throughout the summer.

Table 1. Beneficiaries Served by the Old Town Market Farm to Table Project

Y ear & Number of Sessions Number of Children Progressive Attendance
Totals
2010 (8 sessions) 56 56
2011 (11 sessions) 91 147
2012 (10 sessions) 99 246

Table 2 provides detail of the purchases made at the market from the local farm vendors of
specialty crops. The measurable economic impact of the project is closely tied to the
amount of produce that was purchased from local farmers as supplies for the project. The
intangible economic impact comes from purchases made by the families who brought their
children to the market for participation in the Farm to Table activities and perhaps
purchased more specialty crops as aresult of the children learning to cook and accept the
fruits and vegetables grown by the farmers and featured in the recipes.

Table 2. Economic Impact of Speciaty Crop Purchases from Farmer Vendors

Farmer 2010 Purchases | 2011 Purchases | 2012 Purchases | Total
Braeutigam $31.00 $12.00 $68.39 $111.39
Orchards

Lehr's $49.00 $139.00 $105.50 $293.50
Vegetable Farm

Phil Elliott $57.65 $16.00 $80.00 $153.65
Turkey Hill $23.00 $27.00 $0.00 $50.00
Grange

Eckerts $7.27 $0.00 $41.78 $49.05
Orchards

John High $20.50 $0.00 $0.00 $20.50
Berger Farm $0.00 $0.00 $59.00 $59.00
Cooley Farm $0.00 $0.00 $18.00 $18.00
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Dale Black $0.00 $8.00 $0.00 $8.00
Yearly Totals $188.42 $202.00 $372.67 $763.09
L essons L ear ned

i)  Overdll there were severa lessons learned by doing the Old Town Market Farm to
Table during the 3 years of funding. The lessons learned can be separated into those
that are positive in nature and those that are negative:

Positive

0 Parentsliketheir childrento learn to cook and try new foods

o Parentsliketheir children to learn about agriculture and farmers

o Children loved learning to cook, sampling their recipes and distributing
samples of their work to farmers, family and farmers’ market shoppers

0 Aprons and chef hats attract children and parents to participate in the
activity —it is appealing

o Small groups of 5 children at separate tables worked well

o Children engage in interactive investigation and conversational evaluation

0 Thefarm tour was well received thefirst year of the grant but we didn’t
have enough money to continue with it the 2™ & 3" year.

Negative

0 While parentslike their children to be engaged in the activity, they don’t
want it to register their children for the program, commit to a 4-week
series, nor dedicate longer than 45-60 minutes for the interaction

0 Thelarger number of children and the expansion to younger children
meant that the knife skills instruction were dropped — this was something
lamented by the older children

o Theremova of the knife skills component increased the pre-prep of
ingredients significantly and increased the need for a cooler, ice packs and
containers for the prepped ingredients. (Used existing personal cooler and
ice packs).

o0 Immediately in thefirst year of the grant the children verbally complained
that pretest — posttest format was too much like school and they would
sometimes leave if prompted to participate

i)  There were perhaps three unexpected outcomes of this project:

Aswe worked through 3 years of working with this project, the “Aha” moment
came when we decided to have the children sample their recipe, then take the 1%
samples served to the farmers with the message, “ Thank you for growing our
food”. Finally the connection was made between the farmers and the teams of
children in the marketplace. | wish we had done this from the very beginning.
The impact of chef’s hats and aprons and of chef’sin their regalia was significant
and if such a project were to be done by othersin the future it would be wise to
obtain in-kind support to purchase these suppliesto attract more children.

There was one young man who participated in the program for all three years. He
was the most vocal about wishing that we had continued with the knife skills. We
have invited him to join us for cooking demonstrations at the market next year to
assist.

iii)  Wedid not achieve the goal of formal assessment of knowledge gained from the
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program — | believe that if this were done in a classroom setting or at a boy scout, girl
scout, 4-H, or boy’s & girl’s club as an environment where formalized education is
conducted for a badge or achievement, then the previously planned formal evaluation
would have worked. In this outdoor, action environment filled with distractions where
thereislimited time alotted for participation we had to adapt and use a conversationa
inquiry to assess knowledge and educate the children. We also found that we had to
accommodate younger children or appear exclusionary.

Contact Person
Marjorie Sawicki, MS, RD, LDN
Project Coordinator
618-233-7031 home
618-407-8033 cell
sawickim@slu.edu

Jennifer Gain

Fiscal Reporter
618-277-6810, ext 207
jgain@belleville.net
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Final Grant Report for SC-10-21
Ready to Grow: A Plan for Increasing lllinois Fruit and Vegetable Production

Project Summary

Ready to Grow: A Plan for Increasing Illinois Fruit and Vegetable Production is a
research, analysis and strategic planning project undertaken by FamilyFarmed.org and
professional service contributors Kathy Nyquist, an independent business strategy
consultant, Lindsay Record, of the lllinois Stewardship Alliance, and Dean (Robbie)
Robert, President/CEO of Sysco Central lllinois. The objectives were to identify the
barriers to increased lllinois specialty crop production for wholesale markets in lllinois,
devise workable solutions to resolve those barriers and complete a feasibility
assessment of achieving required input factors for private investment in infrastructure
development in Central lllinois.

It was assumed that in order to significantly increase the supply of lllinois grown fruits
and vegetables into the lllinois wholesale marketplace — while lowering costs of
distribution, improving food safety and Good Agricultural Practices, and increasing
systemic efficiency — the following factors had not been addressed. This project aimed
to take a closer look at the following:

1. Acentralized facility that aggregates, stores and distributes product from area
farms to lllinois wholesale buyers could greatly increase supply, in turn demand,
and ultimately consumption of locally grown specialty crops. Prior to investing in
such, the feasibility must be determined and documented.

2. That identifying a low cost system for farmers to become GAP certified could
remove a significant barrier for farmers to sell at the wholesale level, as this is
swiftly becoming a requirement for doing wholesale business.

3. That other barriers to entry into wholesale markets exist, yet they have not been
studied nor documented, and an action plan to address these barriers must be
prepared with input from stakeholders and experts on the discovered topics.

Project Approach

The primary methods for arriving at an action plan were two open-invite grower/buyer
meetings in Central lllinois, a survey completed by lllinois fruit and vegetable growers,
and follow up phone call interviews with growers and buyers. The meetings took place
in Springfield on January 8 and June 3. The survey ran from February 2 through April 6.
Phone interviews were completed in May. The project team found great benefit in
drawing quantitative data and qualitative insights from the meetings, survey, and
interviews.
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Key Findings regarding barriers to meeting wholesale demand:

There is a large capacity among a network of growers with experience in
wholesale marketing to further expand production and sales to wholesale
buyers. Almost half of respondents who indicated this growth potential said that
they could at least double participation by 2015. Extrapolating from survey
responses, this could result in 550-700 acres of additional production by 2015.
The most significant barriers to scaling up identified in this study include
marketing (finding buyers and negotiating terms), processing capacity, risk of not
selling crops grown, access to funding/financing, food safety certification cost,
liability insurance cost, grower satisfaction level with current marketing
channels, and labor availability.

To address these barriers, growers recommend improving the local food system
infrastructure, providing education and information about resources available,
help with lowering their costs, and building win-win relationships with buyers.
83% of respondents believe a packing house would be valuable and the chief
reasons cited were marketing, to make life easier and to let farmers focus on
farming.

Recommendations for the Specialty Crop Industry to help mitigate barriers that
growers face:

1.

Encourage the development of regional packing houses to supply wholesale
markets.

Support existing efforts across the state to better inform farmers about funding
and financing options.

Implement a Good Agricultural Practices (GAP) food safety audit cost-share
program and offer GAP training to lllinois growers.

Create and disseminate a resource sheet to inform growers about options for
locating qualified farm labor.

Create and disseminate a fact sheet and support existing efforts to train growers
about best practices in post harvest handling.

Project Team Contributions:

Project Director Jim Slama organized and facilitated the two meetings and
crafted the Action Plan recommendations. He also served as the primary liaison
with and interviewer of wholesale buyers throughout the project.

Project Manager Holly Haddad crafted and administered the survey and drafted
the action plan.

Contractor Kathy Nyquist analyzed and presented statistical findings from the
survey. She also served as the primary liaison with and interviewer of growers
throughout the project.
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e Contractor Lindsay Record assisted with outreach to growers throughout the
project, advised on survey and action plan drafts, and conducted grower
interviews.

e Dean Roberts assisted in an advisory capacity on the survey drafts and project
planning meetings. He also contributed to the buyer survey that was used as an
interview guide with wholesale buyers.

Feasibility Study

In addition to the research conducted for the Action Plan, the Project Team
corresponded with and interviewed growers, buyers and operators with experience in
produce aggregation and processing systems, both in lllinois and Virginia. The team also
conducted secondary research to obtain market and trends data from the USDA and
syndicated sources, and additional input for economic analysis from published case
histories of analogous private companies and SEC filings of public companies. Through
the synthesis of these sources a high-level economic model was built by the Project
Team, and reviewed with experienced operators to validate its assumptions.

The Project Team concludes that a packing house is feasible based on favorable market
dynamics, political climate, grower engagement and financial projections. Of note:
e Market demand is strong and the growth potential is increasing
e With increasing national and state support for local food system development,
the political climate is favorable for the development of a packing house
e There are strong indications that lllinois farmers will increase their participation
in wholesale marketing if a packing house were developed
e Financial modeling presents that a packing house facility scaled to process the
yield of acreage likely to participate within 2-5 years of startup can generate
operate profitably.
e Potential business risks can be mitigated with attention to the following:
0 Management team skill is critically important, particularly in marketing
and sales
O Establish a wide and cooperative network of growers
0 Collaborate with other intermediaries to strengthen the market
0 Engage all stakeholders to maintain a supportive climate

An informal assessment of the potential acreage that might participate if a packing
house were established indicates several thousand acres in the areas surrounding both
Kankakee and Peoria, and additional acreage throughout the state. Project stakeholders
also noted that southern lllinois is a vast fruit producing area and could be an ideal spot
for a regional packing house. The study presents potential packing house locations, roll
out beginning with a proof of concept facility, packing house profit maximizing
strategies, and potential ownership structure options.
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The Project Team emphasizes that a financial model built for a feasibility assessment
using operating data from analogous companies is not a guarantee of actual results
once the business is a going concern, nor is it equivalent to a financial model developed
for a business plan. It is designed as a test of reasonableness for the economic viability
of a business concept, and on that basis this feasibility assessment for an lllinois pack
house has a positive result: a facility scaled to process the yield of acreage likely to
participate within 2-5 years of startup can generate positive cash flow. It is vital that any
party seeking to own and operate a pack house conduct due diligence on every aspect
of the business, write a robust business plan and create financial forecasts that reflect

that plan.

Project Team Contributions:

e Contractor Kathy Nyquist was the primary researcher and author of the study.
e Project Director Jim Slama, Project Manager Holly Haddad, Contractor Lindsay
Record, and Dean Roberts all assisted with input and recommendations on the

study drafts.

Goals and Outcomes Achieved
It was the intention that the work performed in this grant term set the stage for
significant sign-on and investment by stakeholders to both implement the Action Plan
and begin to realize the economic impact of an Illinois-grown wholesale-level food

system.

Goal

Actions Undertaken

Progress/Accomplishments/Outputs
and Outcomes

By the end of the grant
term, engage stakeholders
to identify barriers to
increased supply and
entering into wholesale
markets and devise
solutions to overcome
them.

1.Identified and
recruited
stakeholders.
2.Engaged
stakeholders
through meetings,
surveys, and phone
calls.

1. Stakeholders identified barriers to
increased participation in wholesale
markets.

2. Stakeholders offered thoughts on
how to mitigate barriers.

3.Action plan to mitigate barriers
completed.

4. Project team suggests
consideration of the
recommendations offered.

By the end of the grant
term, build the business
case for private investment
in an aggregation and
distribution facility to
connect lllinois specialty
crop growers with
customers. Given demand

1.Performed
research.
2.Conductd
interviews to verify
assumptions with
growers and buyers.
3. Developed
financial model.

1. Feasibility study completed.

2. The project team recommends
advancing the to the next stage of
creating a business plan.
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and well-documented
supply shortages, this
hinges on the quantification
of the volume, variety and
cost of supply.

Longer term, identify lllinois
specialty crop growers who
will commit to starting or
increasing production for
wholesale markets

1. Identified key
stakeholders who
are interested in
remaining engaged.

1. Of these growers who have
indicated strong interest in staying
engaged, a handful have emerged as
very interested in growing for a
packhouse facility. Should the project
advance into a business planning
phase, growers will remain engaged.

Longer term, induce private
investment in an
aggregation and distribution
facility in Central Illinois.

1. Disseminate
project outputs
(Action Plan and
Feasibility Study).
2. Secure funding
for a business plan.

These steps are projected to be
completed after this grant term.

financing.

3. Secure facility

Beneficiaries

Projected beneficiaries:

Actuals:

Farmers: From small to large, currently
supplying wholesale to those exploring
the possibility, and currently in specialty
crop production to those exploring
shifting part or all of their acreage into
fruits and vegetables.

Farmers from across the projected
spectrum participated in this project and
contributed to the action plan and
feasibility study.

Should the project proceed to business
planning and implementation stage,
farmers will surely continue realizing
benefits.

Wholesale Buyers: All non-direct market
buyers including small to large, from
currently buying local to those interested
in doing so, including all levels and sizes
of institutions, supermarkets, distributors,
restaurants, aggregators and so on.

Buyers played a crucial role in informing the
research for this project. Again, should the
project proceed to business planning and
implementation stage, buyers will surely
continue realizing benefits.

Industry Professionals: There is currently
a lack of specific knowledge and
documented research as to the barriers

The project team believes that industry
professionals will find great value in the
action plan and feasibility study as this
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and recommendations for lllinois growers
to ramping up their supply into wholesale
markets.

research has not been performed before.

Potential Investors: Will be well informed
to make decisions based on research,
analysis and recommendations provided
by the project results.

The project team believes that potential
investors will see great value in the action
plan and feasibility study as the research
and findings are presented with the ‘next
steps to be taken’ in mind.

[llinois Specialty Crop Industry at large:
The industry will be enhanced through
the increased ability of lllinois fruit and
vegetable growers to compete with other
states and growing regions in a wide
variety of consumer markets.

The project team also believes that
specialty crop industry stakeholders will see
great value in the action plan and feasibility
study as the stage is set for next steps to be
taken to help growers scale up supply.

Projected Economic Impact

e Every acre dedicated to wholesale specialty crop production yields an average of
$6-12 thousand increased cash receipts vs. commodity crops

e The identification of a low-cost system for farmers to become GAP certified will
reduce the economic burden of this crucial cost of doing wholesale-level

business

e Development of an aggregation and distribution facility in lllinois reduces
marketing, distribution, and transportation costs for all sellers, and it enables the
cultivation of significant new acreage of specialty crops

e Both the development of new specialty crop acreage and a distribution facility
will result in new jobs throughout the supply chain

Replacing out-of-state imports with lllinois grown produce keeps a significant portion of
the dollars involved in fresh and processed produce flowing through the Illinois
economy, creates a secure supply of fruits and vegetables within the State of lllinois,
and contributes to the economic multiplier effect. Dollars spent on local food are
recycled through the local economy at a rate of 1.4 to 2.6 times, which is an additional
$19 to $36 billion generated in lllinois each year.

Actuals: Though no economic impacts were realized within the 6 month grant term, the
project team anticipates the above projections can be realized with project

continuation.

Lessons Learned

The project team is very satisfied with the project outcomes and results. The project
was implemented as planned and no significant issues arose.
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Contact Person
Jim Slama, Project Director Ready to Grow and President, FamilyFarmed.org
708.763.9920, info@familyfarmed.org

Additional Information
Photograph of June 3 Stakeholder Meeting Attached

Copies of any work product created with grant funds
Report Attached

Chart outlining grant fund use & expenditures
Spreadsheet Attached

Copies of all invoices relating to grant fund expenditures
Invoices Attached

Any additional information related to the grant
Other products and press clippings attached
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Ready to Grow: A Plan for Increasing Illinois Fruit and Vegetable Production

PROJECT TEAM

Holly Haddad, FamilyFarmed.org

Kathy Nyquist, New Venture Advisors (consultant to FamilyFarmed.org)
Lindsay Record, Illinois Stewardship Alliance
Jim Slama, FamilyFarmed.org (Project Director)*

Project Team member Robbie Robert, of Sysco Central Illinois, provided valuable in-kind guidance and input on
this project, and team members are grateful for his advisory contributions.

Special thanks to Emily Hayman for assistance in developing the Figures in the Appendix.

STAKEHOLDERS AND ADVISORS

The Project Team thanks the following individuals for their insight, wisdom and support:

GROWERS

Mark Baalman, Baalman'’s Produce
Dave Bishop, PrairiEarth Farm

Toben Brown, Lingley Bros. Sweetcorn
Steve Buxton, Buxton's Garden

Johari Cole, lyabo Farms*

Adam DeGroot, Triple A Farms

Galen and Penny Gathman

BUYERS AND DISTRIBUTORS

Pat Bayor, Goodness Greeness
Greg Bertrand, SYSCO Chicago

Bob Bloomer, Chartwells Thompson
Hospitality/ Chicago Public Schools

Irv Cernauskas, Irv & Shelley’s Fresh
Picks*

Erin Church, Chipotle/Danaco Solutions

OTHER ADVISORS AND STAKEHOLDERS
Michael Bashaw, Whole Foods Market
Bill Bodine, Illinois Farm Bureau

Diane Handley, IL Specialty Growers Assn
Charlotte Flinn, Flinn Consultants

Wes Jarrell, U of IL and Prairie Fruits Farm

Scott Glasscock, Glasscock Farms
Sean McFadden, Parker Farms
Mark Meyer, Meyer Fresh Produce
Chuck Paprocki, Dayempur Farm*

Russ and Nic Roth, Roth Countryside
Produce

Mike Roegge, Mill Creek Farm
Tim Ryan

Bill Connors, Southern Illinois University
Chef*

Ron Cropper, Sustainable Foods

Mark Dorian, Lettuce Entertain You
Enterprises

Eric Hahn, Locavore Foods
Stuart Meltzer, Fortune Farm Direct

Tom Jennings, IL Dept of Ag

Warren King, Wellspring Management
Wes King, IL Stewardship Alliance
Kelly Liddington, Virginia Cooperative
Extension

Dan McGowan, Big Bowl

*IL LOCAL FOODS FARMS AND JOBS COUNCIL MEMBERS AT LARGE

Jim Braun, Coordinator ILFFJC
Deborah Cavanaugh-Grant, Extension
Lonnie Doan, Ist Farm Credit Services
Bob Heuer, Consultant

FamilyFarmed.org

Ray Lenzi, Southern Illinois University
Office of Economic and Regional
Development

Margie Sawicki, St. Louis University

7115 W North Avenue #504, Oak Park, IL 60302

708.763.9920 - info@FamilyFarmed.org

www.FamilyFarmed.org

Betty Sirles, Rendleman Orchards
Guy Spoonmore, Spoons Farm Honey
Mel Von Bergen, Von Bergen Acres
Jerry Vos, Jerry Vos Wholesale Produce

... and the many others who completed
the survey and attended project
meetings.

Mike Orf, Hy-Vee Supermarkets

Greg Pallaske, US Foods

Sheldon Raber, Arthur Produce Auction
Bob Scaman, Goodness Greeness
Peter Testa, Testa Produce

Jose Valadez, Whole Foods Market
John Vanek, Harvest Food Group

Loretta Ortiz-Ribbing, U of IL Extension
Rich Schell, Wagner & Schell

Gary Tomlin, Knox County Economic
Development*

Richard Weinzerl, U of IL Extension

Sandra Streed, Illinois Center for Food
Safety and Technology

Hero Tameling, State of Illinois

©2010, FamilyFarmed.org
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This project was funded by the Illinois Department of
Agriculture through a 2009 USDA Specialty Crop Block
Grant.

FamilyFarmed.org also wishes to thank the following

for their support of our market development and food
safety work, which has contributed to the long term
development of this project: Chipotle Mexican Grill,
Compass Group, Earthbound Farm, Gaylord and Dorothy
Donnelley Foundation, Farm Aid, Ellis Goodman

Family Foundation, Goodness Greeness, Liberty Prairie
Foundation, Lumpkin Family Foundation, McKnight
Foundation, SYSCO, United States Department of
Agriculture, Wallace Center at Winrock International, and
Whole Foods Market.

ABOUT FAMILYFARMED.ORG

For the past decade, FamilyFarmed.org has been

a leader in the development of local food systems.
FamilyFarmed.org’s mission is to expand the production,
marketing, and distribution of locally grown and
responsibly produced food, in order to enhance the
social, economic and environmental health of our
communities. The FamilyFarmed EXPO is the Midwest’s
leading local food trade show. It also features farm and
food financing and policy conferences. The next EXPO is
scheduled for March 17-19, 2011.
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INTRODUCTION

Ready to Grow: A Plan for Increasing Illinois Fruit and Vegetable Crop Production is a research, analysis
and strategic planning project led by FamilyFarmed.org located in Oak Park, Illinois. The study was funded by the
lllinois Department of Agriculture through a 2009 USDA Specialty Crop Block Grant.

OBJECTIVES OF THE PROJECT

The project has three objectives:

1. Identify the barriers that keep growers from entering
or increasing production for wholesale markets in
lllinois,

2. Devise workable solutions to resolve those barriers,
and

3. Assess the feasibility of increasing production
substantially enough to encourage the development
of food systems infrastructure in Illinois.

The primary outputs of the project are an Action Plan
aimed at reducing the barriers to increasing the supply
of lllinois-grown fruits and vegetables into the Illinois
wholesale marketplace and a Feasibility Study for a fresh
produce aggregation and distribution facility. The goal of
the Action Plan is to provide the Illinois Food Farms and
Jobs Council and stakeholders in the Illinois Specialty
Crop Industry with actionable recommendations to
reduce barriers and increase lllinois specialty crop
supply into wholesale markets. The goal of the Feasibility
Study is to present the business case for private
investment in an aggregation and distribution facility to
connect Illinois specialty crop growers with wholesale
customers, and highlight risks and opportunities for
investors to consider before entering the market.

KEY DEFINITIONS USED IN THIS REPORT

Food Hub: A food hub is an emerging concept that
encompasses some of the roles of a packing house (see
definition below). Food hubs can be relatively small or
large warehouses that aggregate produce and facilitate
sales to wholesale customers or directly to consumers.
Ideally they are located in close proximity to the farms
they serve.

Food Safety Certification: USDA or private certifiers
work with growers to review their On-Farm Food Safety
Plan against a set of scoring guidelines based on Good
Agricultural Practices (GAP). This on-farm audit allows the

certifier to determine a pass or fail score based on farm
performance. Key indicators used in this process include
soil and land use history, irrigation and wash water safety,
worker heath and hygiene, animals, traceability, chemical
usage, and cooling operations. A passing score gives
growers one year of food safety certification, sometimes
known as GAP Certification.

Good Agricultural Practices (GAP): Good Agricultural
Practices, or GAPs, are a set of recommendations that
can help improve the quality and safety of produce.
GAPs focus on four primary components of production
and processing: soil, water, hands, and surfaces. GAPs
are important as more and more wholesale buyers are
requiring third-party audits certifying that a farm/facility
is adhering to a self-authored plan to minimize the risk of
contamination by microbial pathogens. These plans are
based on the Food and Drug Administration’s “Guide to
Minimize Microbial Food Safety Hazards for Fresh Fruits
and Vegetables.”

Hazard Analysis and Critical Control Point (HACCP):
This is a food safety certification geared towards food
processors. It includes farms that raise animals or do

value added production.

Packing House: A packing house is an aggregation
facility that receives and prepares raw fruits and
vegetables from farmers to then sell fresh and in some
cases frozen to wholesale customers. Packing house roles
vary from facility to facility and can offer such services as
washing, cooling, sorting, grading, packaging, labeling,
and sales, marketing and distribution.

Wholesale: Wholesale is used in this document to
differentiate from direct to customer sales channels
such as farmers markets, a CSA program, and you-pick
enterprises where the customer pays the farmer directly.
In this report, wholesale encompasses all sales channels
where an intermediary is utilized such as in sales via
distributors, processors, supermarkets, restaurants,
auctions, schools, and food service companies. Over
99% of the food consumed in the US moves through
wholesale channels.
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EXECUTIVE SUMMARY

There is great potential in expanding the production,
supply, sales and consumption of Illinois-grown fruits
and vegetables through wholesale marketing channels.
Direct-to-consumer channels such as farmers markets
and Community Supported Agriculture (CSAs) are
growing rapidly, yet more than 99% of agricultural
products consumed in the U.S. are purchased through
wholesale channels '. Any serious ambition to scale up
local food production requires a system that reaches
wholesale markets.

Demand for locally grown food is strong and increasing.
According to Mintel, a leading market research company
which tracks consumer purchase and lifestyle trends,
“Local procurement is a fast-growing category with
tremendous promise, and marketers that are aware

of the many dynamics at play can generate significant
revenues.” 2 As reported by Food Navigator USA, Mintel
found that one out of six Americans goes out of their way
to buy local products yet 30% reported being unable to
locate them. Locally-sourced fruits and vegetables show
greatest consumer interest, with 31% purchasing these
products from local sources at least once per week. *

The trend is similarly strong in the restaurant industry.
Chefs surveyed by the National Restaurant Association
ranked locally-grown produce as the #1 menu trend

of 2010, and the editors of FoodChannel.com rank
“Locavore” (local food) as first among the top food
influencers of the decade’®. According to National
Restaurant Association research®, “89 percent of fine-
dining operators serve locally sourced items, and nine
in 10 believe demand for locally sourced items will
grow in their segment in the future. Close to three in

10 quickservice operators serve locally sourced items
now and nearly half believe these items will grow more
popular in their segment in the future. Seventy percent
of adults say they are more likely to visit a restaurant that
offers locally produced food items.”

In addition to high demand, the economics of local food
systems are impressive. Dollars spent on local food

are recycled through the local economy at a rate of 1.47
to 2.6 8 times, which can significantly increase regional
economic development and job creation. A 2010 study
by the Leopold Center for Sustainable Agriculture
examined the economic outcomes of growing 100% of the
state’s consumption of 28 types of fruits and vegetables
in Illinois. The study found that this volume of goods has
a retail value of $988 million and would require 2600 farm
jobs to produce’. The incremental effects are not known,
but with less than 5% of Illinois fruit and vegetable sales

currently produced in Illinois'’, the upside could be
considerable.

Despite high demand, promising economics, and the
fact that four-fifths of Illinois land is farmland, 89% of
which is prime farmland'!, lllinois wholesale buyers
cannot currently meet their demand for fruits and
vegetables from in-state production. The fourteen buyers
interviewed for this report repeatedly stated that their
demand for Illinois-grown fruits and vegetables far
surpasses available supply, so they resort to purchasing
produce grown outside the state. If they could, they
would purchase over $23 million in Illinois-grown
produce on an annual basis:

More than 99% of agricultural products
consumed in the U.S. are purchased
through wholesale channels

LOCAL FOOD DEMAND FROM SURVEYED BUYERS
Chartwells Thompson/ $500,000
Chicago Public Schools

Chipotle $150,000
Fortune Farm Direct $1,500,000
Goodness Greeness $1,000,000
Hy-Vee $400,000
Irv and Shelly’s Fresh Picks $250,000
Lettuce Entertain You $500,000
Locavore Foods $500,000
Sustainable Foods $4,000,000
SYSCO Chicago $8,000,000
SYSCO Central lllinois $2,000,000
Testa Produce $500,000
US Foods $2,500,000
Whole Foods Market $1,250,000
TOTAL $23,500,000

This sampling represents only a small percentage of
lllinois retailers, restaurants and distributors, so overall
demand is substantially greater. With $14.6 billion spent
annually on fruits and vegetables in Illinois and less than
5% of that expenditure currently produced in Illinois, a
large percentage of the remainder can be captured by a
local food system in Illinois '2.
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To address the challenges Illinois growers face with
wholesale marketing, the Project Team studied barriers
that prevent growers from increasing participation in
wholesale markets and proposes an Action Plan to
mitigate them. This work is the culmination of a six-
month assessment in which 181 growers were surveyed,
14 trade buyers and 20 growers interviewed, and over
60 stakeholders participated in two downstate strategy
sessions. Understanding barriers is important to help
growers, buyers, policymakers and other stakeholders
understand the challenges faced in meeting the growing
demand for local food as well as the opportunities to
overcome them.

The Project Team also completed a Feasibility Study

to determine the viability of a packing house as a way
to overcome some of the barriers. A packing house, or
food hub, is a facility that aggregates and packs produce
from a number of farms and ships it in large volumes to
customers. Demonstrating feasibility is the first step in
the business development process which then leads

to formal business planning and the construction of a
facility.

KEY FINDINGS REGARDING BARRIERS TO MEETING
WHOLESALE DEMAND:

e There is a large capacity among a network of growers
with experience in wholesale marketing to further
expand production and sales to wholesale buyers.
Almost half of respondents who indicated this
growth potential said that they could at least double
participation by 2015. Extrapolating from survey
responses, this could result in 550-700 acres of
additional production by 2015.

¢ The most significant barriers to scaling up identified
in this study include marketing (finding buyers and
negotiating terms), processing capacity, risk of not
selling crops grown, access to funding/financing, food
safety certification cost, liability insurance cost, grower
satisfaction with current marketing channels, and labor
availability.

¢ To address these barriers, growers recommend
improving the local food system infrastructure,
providing education and information about resources
available, help with lowering their costs, and building
win-win relationships with buyers.

¢ 83% of respondents believe a packing house would be
valuable and the chief reasons cited were marketing to
let farmers focus on farming.

RECOMMENDATIONS FOR THE ILLINOIS FOOD FARMS AND
JOBS COUNCIL AND THE ILLINOIS SPECIALTY CROP INDUSTRY
T0 HELP MITIGATE BARRIERS THAT GROWERS FACE:

1. Encourage the development of regional packing
houses to supply wholesale markets.

2. Support existing efforts across the state to better
inform farmers about funding and financing options.

3. Implement a Good Agricultural Practices (GAP) food
safety audit cost-share program and offer GAP training
to Illinois growers.

4. Create and disseminate a resource sheet to inform
growers about options for locating qualified farm labor.

5. Create and disseminate a fact sheet and support
existing efforts to train growers about best practices in
post harvest handling.

FEASIBILITY ASSESSMENT FOR A PACKING HOUSE::

The number one recommendation of the Project Team is
the development of a system of regional packing houses
to aggregate produce and ensure that buyers can get a
high quality product in sufficient volumes with proper
post harvest handling, food safety, and packaging. To
develop momentum towards this, the Project Team
conducted a Feasibility Study for the development of
an aggregation, packing and distribution facility (packing
house) serving wholesale customers. The primary
determinant of feasibility is the commitment of sufficient
acreage to provide the necessary raw material for a
packing house to operate profitably as an independent
commercial business.

With increasing national and state
support for local food system
development, the political climate is
favorable for the development of a
packing house

Through interviews, secondary research and the
development of a financial model, the Project Team
concludes that a packing house is feasible based on
favorable market dynamics, political climate, grower
engagement and financial projections. Of note:

e Market demand is strong and the growth potential is
increasing

e With increasing national and state support for local
food system development, the political climate is
favorable for the development of a packing house

Page 307 of 487




IL Final Report - 12-25-B-0921

December 2012

Ready to Grow: A Plan for Increasing

[Uinois Fruit and Vegetahle Production

J

¢ There are strong indications that Illinois farmers will
increase their participation in wholesale marketing if a
packing house were developed

¢ Financial modeling presents that a packing house
facility scaled to process the yield of acreage likely
to participate within 2-5 years of startup can operate
profitably.

¢ Potential business risks can be mitigated with
attention to the following:

o Management team skill is critically important,
particularly in marketing and sales

o Establish a wide and cooperative network of
growers

o Collaborate with other intermediaries to strengthen
the market

o Engage all stakeholders to maintain a supportive
climate

An informal assessment of the potential acreage that
might participate if a packing house were established
indicates several thousand acres in the areas surrounding
both Kankakee and Peoria, and additional acreage
throughout the state. Project stakeholders also noted
that southern Illinois is a vast fruit producing area and

CAeBace
-
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could be an ideal spot for a regional packing house.

The study presents potential packing house locations,
suggests beginning with a proof of concept facility prior
to roll out, and identifies profit maximizing strategies and
potential ownership structure options.

The Project Team concludes that Illinois fruit and
vegetable growers interested in wholesale markets are
for the most part Ready to Grow. This report presents
concrete ways the Illinois Specialty Crop Industry can
help them accomplish their goals to more closely meet
the current and projected demand. One action the
industry can begin pursuing immediately is the business
planning process for the development of regional
packing houses, which is the next step following a
positive feasibility assessment.

This work is the culmination of a six-
month assessment in which 181 growers
were surveyed, 14 trade buyers and
20 growers interviewed, and over
60 stakeholders participated in two
downstate strategy sessions.
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PART ONE: READY TO GROW ACTION PLAN

OBJECTIVES

The goals of the Action Plan were to identify the barriers
that keep growers from entering or increasing production
for wholesale markets in Illinois and devise workable
solutions to resolve those barriers.

METHODOLOGY

This work is the culmination of a six-month assessment
in which 181 growers were surveyed, 14 trade buyers and
20 growers were interviewed, and over 60 stakeholders
participated in two downstate strategy sessions. The
grower/buyer meetings took place in Springfield on
January 8 and June 3. The survey of lllinois fruit and
vegetable growers ran from February 2 through April 6.
Phone interviews of buyers and growers were completed
in May. The Project Team found great benefit in drawing
quantitative data and qualitative insights from the
meetings, survey, and interviews.

FamilyFarmed.org began the project at the January 2010
lllinois Specialty Growers Conference in Springfield
where the project was presented and an initial grower/
buyer panel discussion was convened. FamilyFarmed.org,
the Illinois Department of Agriculture, and AgriNews
advertised the project and panel meeting. Over 35
stakeholders attended, primarily growers and buyers,
and these stakeholders greatly informed the content
development of the survey as well as provided initial
thoughts on barriers to scaling up production.

The goal of the survey was to inform both the Action
Plan and Feasibility Study. Quantitative and qualitative
questions were presented to gather the following
information from growers:

1. Demographics, such as number of years farming,
acres of fruits farmed, acres of vegetables farmed,
percentage sold direct, percentage sold wholesale,
and units produced;

2. Thoughts and opinions on scaling-up operations to
meet wholesale-level demand;

3. Thoughts and opinions on barriers to scaling up;
4. Ideas for addressing those barriers;

5. Potential production/sales increases if those barriers
were removed; and,

6. Thoughts and opinions on whether or not a packing
house that aggregates, packs, markets and distributes
fruits and vegetables would be valuable as a way to
increase participation in wholesale markets.

The Project Team developed a print and complementary
online version of the survey (please see Figure 4 in the
Appendix for survey) and shared it with stakeholders

to test and provide feedback. The survey was then
launched February 22 and was advertised across the
state via print and online ads, in print and online
newsletters, through mailings to grower groups, and
through electronic announcements to list serves.

In all, 181 responses were collected, far surpassing the
Project Team'’s expectations. While the majority of these
responses were received online, the option for growers
to mail or fax in a paper survey was indeed valuable as
a full 10% of responding growers utilized this option.
The pool of responses was then culled to remove those
whose farms were not in Illinois, who did not grow

fruits or vegetables, and surveys that were significantly
incomplete. This left 138 surveys in the final data pool.
These survey respondents were diverse enough to
represent a cross section of Illinois farmers and the
surveys complete enough to analyze the findings. It is
important to note that nearly all questions in the survey
were optional. Therefore, the total number of responses
varies from question to question.

The Project Team reviewed the findings both internally
and with stakeholders at a meeting on June 3, 2010 in
Springfield. Select follow up phone interviews were
conducted to gain further insight into barriers and to
invite interested growers to participate as advisors in the
Action Plan and Feasibility Study. In all, the Project Team
interviewed 20 growers and 14 trade buyers. Actionable
recommendations for barrier mitigation are proposed
based on grower input on the surveys, from the two
meetings in Springfield, from phone interviews, and from
analysis and interpretation by the Project Team.

SURVEY RESPONDENTS —
KEY CHARACTERISTICS

The following section hones in on the survey data as

this information provided the primary basis upon which
this study’s recommendations were founded. By design,
demographic questions were largely omitted from the
survey. Rather than collect extensive demographic data
which can dampen response rates, the Project Team felt it
more important to gather growers’ insights into barriers to
scaling up, ideas to mitigate those barriers, and interest in
a packing house. It was therefore optional for growers to
provide demographic data such as zip code. This section
provides a high-level snapshot of survey respondents for a
better contextual perspective of the barriers cited.
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SIZE OF FARM

Combined fruit and vegetable acreage of respondents
ranged from less than one acre to 352 acres planned for
2010 (see Table 1). The average of all respondents was
31.3 acres and the median was 5.0 acres. The largest 20%
of the 88 growers who provided acreage data accounted
for 81.8% of the acreage planned for 2010. The breakdown
of fruit and vegetable acreage follows:

¢ Fruit acreage among respondents varied greatly from
less than one acre to 300 acres planned for 2010. The
average of all respondents was 16.2 acres and the
median was 1.0 acre. The largest 20% of the 66 fruit
growers who provided acreage data accounted for
92.0% of the fruit acreage planned for 2010, indicating
a greater concentration of small farms among fruit
grower respondents than in the total sample.

e Vegetable acreage among respondents was almost
60% greater than fruit acreage, although a smaller
range was reported, from less than one acre to 175
acres planned for 2010. The average of all respondents
was 23.8 acres and the median was 4.5 acres. The
largest 20% of the 71 vegetable growers who provided
acreage data accounted for 81.0% of the vegetable
acreage planned for 2010.

TYPES OF CROPS GROWN

Growers were asked to volunteer a list of the “top crops
grown on your farm.” This could have been interpreted
as top in acreage or sales. The Project Team thought it
valuable to capture whether respondents represented a
variety of fruit/'vegetable crops grown, a specific segment
of the Illinois fruit/vegetable industry, highly diversified
operations, and so on. Growers indeed crossed the
spectrum, and vegetable crops cited by respondents
were even more numerous and varied than fruits. In

no particular order and not an exhaustive list, crops
mentioned included:

e Fruit: berries, melons, peaches, plums, rhubarb,
apples, pears, and grapes.

e Vegetables: pumpkins, tomatoes, squash, corn, sweet
corn, green beans, peppers, asparagus, potatoes and
leafy greens.

GEOGRAPHIC LOCATION

Respondents from all corners of the state were
represented. See Figure | in the Appendix for a map
detailing the location and acreage of the 63 respondents
who provided zip codes.

TABLE 1: AVERAGE AND MEDIAN ACREAGE OF SURVEY RESPONDENTS

TABLE 2: YEARS OF FARMING EXPERIENCE AMONG SURVEY RESPONDENTS

10
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YEARS OF EXPERIENCE

Years of farming fruits and vegetables ranged from under
one year to over 10 (see Table 2). Interestingly, some
respondents reported currently being primarily grain or
soy producers who are just beginning small-scale fruit
and vegetable farming.

MARKETING CHANNEL PARTICIPATION

For both fruits and vegetables, respondents cited the
wholesale channel as accounting for anywhere from 0% to
100% of their sales (see Table 3). More specifically:

¢ The majority (64%) of fruit growers sold fruit exclusively
through direct channels in 2009, compared to only
5% selling exclusively through wholesale channels.
The average reported percentage of 2009 fruit sales
through direct channels was 83.3% compared to 14.5%
through wholesale. (Note — the study did not inquire
as to total dollar sales by channel, so these figures are
an average of the reported percentages.)

e The wholesale channel appears to be better
developed among responding vegetable growers than
fruit growers. A smaller percentage (41%) of vegetable
growers sold vegetables exclusively through direct
channels in 2009, and a larger percentage (12%) sold
exclusively through wholesale channels. The average
reported percentage of 2009 vegetable sales through
direct channels was 66.0% compared to 32.9% through
wholesale.

¢ Marketing channel activity projected for 2010 was not
significantly different than that reported for 2009.

SUMMARY OF KEY CHARACTERISTICS

Though limited demographic questions were asked, the
Project Team asserts that the survey responses represent
a healthy cross section of Illinois fruit and vegetable
farms. There was great variety reported in farm size,
marketing channels, crops grown, location, and grower
experience farming fruits and vegetables.

PERCEPTIONS ABOUT SCALING UP PRODUCTION

A key finding is that a significant number of growers
indicated that if certain barriers were removed, it would
be possible for them to scale up supply for the wholesale
market.

Of the 83 who responded to the survey
question, Would it be possible for you
to increase your supply to wholesale

markets if certain barriers were removed
or conditions were met?, 66 (80%)
answered yes and 17 (20%) answered no.

Examples of comments from growers stating it would
be possible to increase supply if certain barriers were
removed or conditions were met:

¢ ['d like to have 1 crop for wholesale marketing, if there
was a method of refrigerated storage and distribution

e 300 acres available
¢ Local aggregation center

¢ [ would need more access to land and more
equipment

¢ If we had a ready market
e Grants to help increase production and packing

Examples of comments from growers stating it would not
be possible to increase supply:

¢ I need affordable land to expand my production

e Delivery is the biggest barrier. It takes three or four
hours round trip, including unloading and paperwork,
for one load--during the busy fall season I don’t have
that much time for one load.

¢ [ simply am not interested

TABLE 3: CHANNELS OF DISTRIBUTION USED BY SURVEY RESPONDENTS
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¢ The cost of meeting the requirements for food safety
in the wholesale market and the profits to be made
are limiting factors

¢ Labor-labor-labor
¢ [ need buyers ready to work with me

This question was asked again, though slightly differently,
later in the survey. When asked, “Would you increase
your participation in the wholesale market if certain
barriers were removed or conditions were met,” 58 (72%)
said yes and 23 (28%) said no. This larger percentage

of negative responses could mean that while it would

be possible to scale up, growers were simply not
interested in doing so. In fact, some respondents cited
that they were not at all interested in wholesale, were
nearing retirement and not interested in scaling up, or
were otherwise satisfied with their marketing channels
and/or current operations. It is also possible that the
significantly greater number of negative responses

in the second instance was impacted by its position

in the survey. The second question about increasing
participation in the wholesale market followed an

extensive line of questioning about the significance of
existing barriers that may have caused respondents
to perceive the opportunities for scaling up more
negatively.

Characteristics of the 58 growers who said they would
increase wholesale production suggest a large capacity
for expansions among an experienced network of growers
(see Table 4). This group of respondents has a combined
capacity of over 2100 acres. Half of these growers are
already participating in the wholesale market and have
room for expansion. The average projected percentage of
sales through wholesale markets in 2010 is 59.2% for fruit
and 58.2% for vegetables among these respondents.

Those who responded positively in the second instance
were then asked to project what ‘scaling up’ might look
like for their operation in 2012 and 2015 (see Table 5).
Almost half of respondents indicated that they could at
least double participation by 2015. Extrapolating from
survey responses, this could result in 550-700 acres of
additional production by 2015.

TABLE 4: ACREAGE OF RESPONDENTS WHO ANSWERED “YES” TO QUESTION: “WOULD YOU
INCREASE PARTICIPATION IN WHOLESALE MARKETS IF BARRIERS WERE ADDRESSED?”

TABLE 5: POSSIBLE INCREASE IN ACREAGE OF RESPONDENTS WHO ANSWERED “YES” TO
QUESTION: “WOULD YOU INCREASE PARTICIPATION IN WHOLESALE MARKETS IF BARRIERS

WERE ADDRESSED?”
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TABLE 6: MOST SIGNIFICANT BARRIERS AND SELECTED CHARACTERISTICS

OF RESPONDENTS CHOOSING

BARRIERS TO INCREASED WHOLESALE
PARTICIPATION

Next, growers were asked to rate particular barriers, 20

in all, on a scale from 1-5 as being “not at all significant”

to a “very significant” factor in “preventing you from
increasing participation in the wholesale market.”

MOST SIGNIFICANT BARRIERS TO SCALING UP

Significant barriers are defined as those for which the
maijority of respondents selected 4 or 5, with 5 meaning
“very significant”. Marketing — defined as finding,
negotiating, and securing commitments from buyers
—ranked as the #1 barrier among respondents, both
direct and wholesale sellers, and the #3 barrier — risk

of not selling what I grow — is closely related (see Table
6). These barriers are cited more frequently among the
larger growers, with average farm size of about 34 acres.

Processing capacity is the #2 barrier, but is considerably
more significant to direct marketers and smaller growers.
Other barriers cited as significant among a large number
of the largest growers include satisfaction level with the
way things are and delivery costs and other issues. Good
Agricultural Practices (GAP) certification cost and liability
insurance costs, while lower in the significance rankings,
were affirmed as important barriers in discussions with
stakeholders at the June 3 meeting.

Marketing — defined as finding,
negotiating, and securing commitments
from buyers — ranked as the #1 barrier

among respondents

13
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TABLE 7: LEAST SIGNIFICANT BARRIERS AND SELECTED
CHARACTERISTICS OF RESPONDENTS CHOOSING

LEAST SIGNIFICANT BARRIERS

Least significant barriers, those rated as 1 or 2, with 1
being “not at all significant”, related to land availability/
cost and technical knowledge (see Table 7).

IDEAS FOR BARRIER MITIGATION

Growers were asked an open-ended question, “What
ideas do you have for addressing some of these barriers?”
The following ideas are just some of the 52 comments
offered:

¢ [ am filling out this survey on behalf of 6 Amish
communities located within 50 miles north and south
of where I live. There is possible 20 acres grown at
present and I think that could easily be increased to
50 acres if marketing would be in place.

It would be helpful to have a truck come through and
pick up the produce.

¢ A coop or third party that could handle deliveries,
perhaps building mixed loads from local growers with
complementary product offerings.

Educate store managers as to the benefits of locally
grown produce. Maybe that has to be done at the
consumer level as well. Demand has to come from
them.

Grants or cost shares for farmers to upgrade their
packing facilities to GAP standards in trade for

grower agreements (contracts) to grow vegetables for
financing the facilities. Price schedules set up to be
profitable for both sides. Affordable and correct yields
setup for crop insurance.

Promote local food to area farmers who are
considering transitioning from commodity crops to
food production.

Establish/improve storage, processing, and
distribution infrastructure.

Many of the ideas offered by growers spoke to the need
for more infrastructure, education/ information, help
with lowering costs, and building win-win relationships
with buyers. These ideas feed directly into the
recommendations presented at the end of Part One of
this report.

14
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PACKING HOUSE FINDINGS

The Project Team began this project with the assumption
that a conveniently located packing house would be a
potential solution to some of the barriers growers face

in scaling up production to better meet demand. For
this reason, a series of questions was asked specifically
about a packing house. These were asked after allowing
respondents to provide their own ideas to reduce
barriers. Findings from these questions include:

POSITIVE FINDINGS REGARDING A PACKING HOUSE

¢ 83% of respondents would find a packing house
valuable.

¢ Most commonly cited reasons for finding a packing
house valuable were marketing and to make life
easier/focus on farming.

¢ Suggested features and services of a packing house
were those that are commonly offered by a packing
house included cooling, washing, grading, packaging,
distribution and marketing. Some also cited on-farm
pickup.

¢ New ideas presented by respondents for packing
house services included cold storage, flexible hours
and freezer space (from a berry grower).

¢ Two growers suggested establishing the facility as a
grower cooperative, and one suggested considering an
auction.

e Comments/quotes in support of a packing house for
mitigating barriers:

o would be able to meet requirements of larger
markets/buyers

o reduction of my labor and allow concentration in
areas we have skills for and enjoy

o A “pack house” is the main obstacle slowing down
my operation.

o I could concentrate on growing!

o IfI could find processing facilities | could transition
my current 100 acres of conventional corn/soy

83% of respondents would find
a packing house valuable
NEGATIVE FINDINGS REGARDING A PACKING HOUSE

e Most commonly cited reasons for not finding a packing
house valuable included distance, already have on
farm packing house, cost, and farm operation too small

e Many commented that they did not understand what a
packing house does/offers

e Comments/quotes citing that a packing house would
not be valuable:

o We have our own packing house. I can see that it
would be VERY valuable for someone without a
packing house.

o Do not have enough produce to have the need

DRIVING DISTANCE

When growers were asked how far they were willing

to travel to a packing house (“check all that apply”),
most stated under 30 miles (see Table 8 below). There
was also significant interest in on-farm pick up. These
preferences were similar for respondents who currently
participate in the wholesale market, but several larger
growers indicated willingness to travel distances up to
200 miles.

INPUT FROM JUNE 3, 2010 STAKEHOLDER MEETING IN
SPRINGFIELD

Over 30 Project stakeholders and advisors met to discuss
the development a packing house in Central Illinois. An
informal assessment indicated that farms with several
thousand acres in the areas surrounding both Kankakee
and Peoria might utilize regional packing houses if

they were developed. Participants also pointed out

that southern Illinois is a vast fruit producing area and

TABLE 8: PREFERRED DRIVING DISTANCE TO A PACKING HOUSE
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could be an ideal spot for a regional aggregation facility/
packing house.

The discussion suggests the following factors are
important to the success of an aggregation and
distribution system in Illinois:

¢ A network of packing houses or food hubs throughout
the state with proximity to both growers and
customers

¢ A wide and cooperative network of growers
e Pre-season crop planning

¢ Reliable agreements with parties who take possession
of goods (packing house or wholesale buyer), whether
tacit or contractual

o Skillful and equitable marketing capability

e Tight correlation between quality and price

Farms with several thousand acres
in the areas surrounding both Kankakee
and Peoria might utilize regional
packing houses

SUMMARY OF FINDINGS, IMPLICATIONS

Some overall assertions of the Project Team follow.
They are based on survey findings, feedback from the
stakeholder meetings and phone interviews.

e The success of the January and June meetings and the
high survey response demonstrate significant interest
in wholesale markets among growers.

¢ The difference in barrier rankings between those
currently selling wholesale and those who are not
selling wholesale is significant enough to suggest that
(1) to even begin participating in wholesale markets
a particular set of barriers must be addressed, and
(2) once those barriers are addressed, a different set
of barriers faced by growers in the wholesale market
could see an increase in significance as more growers
participate.

e Many barriers to scaling up for wholesale markets can
be mitigated through the development of a packing
house (see Table 9), and there was demonstrated
strong interest in this concept.

e More than 60 growers provided their contact
information and 39 explicitly invited follow-up
discussions to advance the study. This indicates that a
packing house could have a strong base of growers to
serve.

A packing house is not likely to mitigate the following
barriers, which were cited as significant among 40% or
more of survey respondents. Other steps will need to be
taken to assist growers in addressing these barriers:

¢ Access to funding for capital improvements,
equipment

e GAP certification cost

e Grower satisfaction level with the way things are
¢ Availability of labor

e Cost of labor or other labor issue

¢ Meeting food safety requirements

TABLE 9: ROLE OF A PACKING HOUSE IN MITIGATING BARRIERS
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RECOMMENDATIONS

The Project Team presents five recommendations to
address the most important barriers uncovered in the
study.

1. ENCOURAGE THE DEVELOPMENT OF REGIONAL PACKING
HOUSES T0 SUPPLY WHOLESALE MARKETS

A packing house or food hubs around the state

offering services such as washing, grading, packaging,
distribution, and marketing could go a long way toward
mitigating some the top barriers identified. Those
barriers included marketing, lack of processing capacity,
risk of not selling what is grown, delivery cost, delivery
challenges, and liability insurance and pricing. Compared
to other recommendations, this could be a resource-
intensive recommendation as it entails infrastructure
development; however, the return on investment could
be very significant for growers, consumers, and the
specialty crop industry in Illinois.

As previously stated, the project began with the
assumption that such a facility located in Central Illinois
would be worth considering. After reviewing the survey
data and meeting with stakeholders, it has emerged that
a more viable option to further explore is the potential
for multiple packing houses to serve a greater number
of growers and to be more locally tailored to supply,
transportation, and other such factors. As such, the
number one recommendation of the Project Team is

to commence a business planning and development
process for such a facility or facilities. For a more in-
depth analysis of the feasibility of a packing house, see
Part Two of this report.

2. SUPPORT EXISTING EFFORTS ACROSS THE STATE TO
BETTER INFORM FARMERS ABOUT FUNDING AND
FINANCING OPTIONS

The most commonly cited barrier that cannot be
addressed with a packing house was access to funding for
capital improvements and equipment. This barrier was
more significant for those growers who are not currently
selling wholesale, likely indicating that it is more of

a hurdle to overcome to even begin to participate

in wholesale markets. Conversely, as growers who
currently sell at least some wholesale noted it is less

of a barrier than other factors, the Project Team asserts
that supporting existing efforts to inform growers about
financing options is an appropriate course of action.

This might take the shape of any or all of the following
actions:

e Support growers who want to attend conferences such
as the Financing Farm to Fork conference in Chicago.
The conference presents an array of funding and

financing options for farmers and brings in traditional
and nontraditional food and farm investors to meet
directly with growers.

e Support initiatives to add training modules to existing
grower conferences/meetings around the state that
specifically address funding and financing options.

¢ Create a fact sheet and distribute it to growers listing
information about existing funding and financing
options, eligibility, how to apply, and who to contact
for more information. This could take the form of a
question and answer fact sheet that would help the
grower figure out which option might be best for his or
her situation and goals.

3. IMPLEMENT A GOOD AGRICULTURAL PRACTICES (GAP)
FOOD SAFETY AUDIT COST-SHARE PROGRAM AND OFFER
GAP TRAINING TO ILLINOIS GROWERS

Growers and buyers alike acknowledge that following
GAP food safety recommendations is becoming an
expectation for doing wholesale-level business. An
Illinois program to help growers learn food safety best
practices and a cost share program to lessen the expense
of participating in a USDA GAP audit would help growers
better meet these expectations. Such a program would
allow Illinois-grown produce to better compete with out
of state GAP certified produce. Currently, some Illinois
buyers interviewed favor purchasing out-of-state GAP
certified produce over Illinois non-certified produce.

Growers validated this point in the survey as 53% cited
GAP certification cost and 41% cited meeting food safety
requirements as significant barriers to scaling up. Among
growers currently experienced in selling wholesale,

the significance of these two barriers was even higher

at 60% and 45%, respectively. This indicates that this
barrier might increase as the number of growers selling
wholesale increases.

Possible suggestions for the structure of such programs
include:

e Offering an audit cost-share program for growers to
become GAP certified. The Wisconsin Department
of Agriculture, Trade and Consumer Protection is
currently offering a cost share program through funding
from the Specialty Crop Block Grant program. The
program pays 75% of the cost for a USDA GAP/GHP
audit.

¢ Engaging the university/educational community,
non-profits and other grower groups to assist with
grower training, such as through a train-the-trainer
method. This could be done inexpensively through an
annual webinar for agricultural professionals on Good
Agricultural Practices.
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e Offering “Best Practices in Food Safety” workshops
around the state at existing conferences/grower
gatherings.

GAP cost-share and grower training could be
implemented rather quickly and rather inexpensively.

In fact, such an initiative could be rolled out with a pilot
program to ensure it best meets the needs of growers.
The short-term return on investment would be barrier
removal, improved understanding of on-farm food
safety best practices, and more GAP certified farms in
Illinois. Longer term, the impact on production, sales and
consumption of fruits and vegetables in Illinois could be
very significant, especially in light of the Illinois Food
Farms and Jobs local procurement goals by institutions.

4. CREATE AND DISSEMINATE A RESOURCE SHEET TO INFORM
GROWERS ABOUT OPTIONS FOR LOCATING QUALIFIED
FARM LABOR

Like financing, this was cited as a significant barrier more
so for growers who are not currently in the wholesale
market. Again, this could indicate that it is more of

a hurdle to overcome to even begin to participate

in wholesale markets. One respondent noted that

by nature, specialty crops are highly seasonal and

very labor intensive. Still, there are several pools of
qualified and interested labor around the state such

as Farm Beginnings graduates (programs in Northern,
Central and Southern Illinois), community college
agriculture/local food production students (such as
Richland Community College, John A. Logan Community
College, Heartland College), workforce development
agricultural program graduates, and Illinois Department
of Economic Opportunity’s summer youth training
program participants. A fact sheet that explains the
programs, associated costs, if any, and who to contact for
more information could be very beneficial for growers
seeking qualified help. The creation and distribution of
such a fact sheet would be very inexpensive, could be
implemented quickly, and could have a very significant
impact, especially for smaller operations.

9. CREATE AND DISSEMINATE A FACT SHEET AND SUPPORT
EXISTING EFFORTS TO TRAIN GROWERS ABOUT BEST
PRACTICES IN POST HARVEST HANDLING

Proper cooling is critical for many fruit and vegetable
crops grown for the wholesale market. Cooling and
cold storage were the most commonly cited features

of a packing house that growers mentioned on

their own without suggestion by the Project Team.
Wholesale buyers overwhelmingly affirm this, citing that
“preservation of the cold-chain” is the most important
factor in maintaining product quality and shelf life. It

is critical that growers understand proper post harvest
handling practices, especially cooling, to ensure their
products will meet the needs of buyers.

To best address this need, the Project Team
recommends:

¢ Developing a fact sheet to inform small to mid-size
growers about best practices in preserving the cold
chain while produce is under their control. This could
include resources on common cooling practices used
on small farms and how to access the necessary
equipment.

e Offering workshops based on the fact sheet at grower
meetings/conferences across the state.

e Supporting the dissemination of other best practice
resources to growers such as making available books,
manuals, training and workshops on post harvest
handling and cooling. One example is “Wholesale
Success: A Farmers’ Guide to Selling, Postharvest
Handling and Packing Produce.”

CONCLUSION

Supply is currently falling far short of wholesale level
demand for Illinois grown fruits and vegetables. Demand
will only increase with institutional buyers responding
to consumer demand and pursuing the Illinois Food
Farms and Jobs local procurement goal of 20% by 2020".
When asked what barriers keep them from scaling up to
meet this demand, growers were very forthcoming with
obstacles and possible solutions. Growers were also
very interested in actively participating in the process
to remedy the barriers, the most significant of which is a
packing house that can resolve a myriad of barriers. This
project has illuminated that Illinois growers are indeed
ready to more closely meet the wholesale level demand
for lllinois grown fruits and vegetables. Through barrier
mitigation, especially proceeding with a business plan
for packing house development, the Illinois Food Farms
and Jobs Council and the Illinois Specialty Crop Industry
can help bridge the supply gap and realize the many
benefits of a thriving local food system.
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PART TWO: READY TO GROW FEASIBILITY STUDY
OBJECTIVE

The goal is to assess the feasibility of increasing
production substantially enough to encourage the
development of food systems infrastructure in Illinois.

METHODOLOGY

In addition to the research conducted for the Ready

to Grow Action Plan, the Project Team corresponded
with and interviewed growers, buyers and operators

with experience in produce aggregation and processing
systems, both in Illinois and Virginia. It also conducted
secondary research to obtain 1) market and trends

data from the USDA and syndicated sources, and 2)
operating data relating to staffing, financials and facilities
from similar companies which were used as analogs,

or equivalents, for relevant aspects of their operation.
Financial disclosures such as one would find in an annual
report were accessed for publicly-traded companies, and
case histories were accessed for private companies which
are not required by the U.S. Securities and Exchange

Commission to publicly disclose financial statements.
Through the synthesis of these sources a financial model
was built and reviewed with experienced operators

to validate its assumptions. Sources are cited where
discrete inputs were used.

Public Analogs
Financial Disclosures"

Birds Eye (now private)

Private Analogs
Case Studies'

Alsum Produce

Appalachian Sustainable Chiquita
Development Del Monte
Dole

Cherry Capital Foods
Fresh America

Goodness Greeness (no longer operating)

Growers Collaborative Pilgrim’s Pride

Grown Locally Tasty Baking
Total Produce

(Great Britain)
Tyson

Parker Farms

Westcott Orchards
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FINDINGS

1. THE ENVIRONMENT IS FAVORABLE FOR THE DEVELOPMENT
OF A PACKING HOUSE IN ILLINOIS

MARKET SIZE AND GROWTH POTENTIAL

Demand for local food is strong and increasing. According
to Mintel, a leading market research company which
tracks consumer purchase and lifestyle trends, “Local
procurement is a fast-growing category with tremendous
promise, and marketers that are aware of the many
dynamics at play can generate significant revenues.”'® As
reported by Food Navigator USA, Mintel found that one
out of six Americans goes out of their way to buy local
products yet 30% reported being unable to locate them.
Locally-sourced fruits and vegetables show greatest
consumer interest, with 31% purchasing these products
from local sources at least once per week'”.

The trend is similarly strong in the restaurant industry.
Chefs surveyed by the National Restaurant Association
rank locally-grown produce as the #1 menu trend of 2010'¢,
and the editors of FoodChannel.com rank “Locavore”

(local food) as first among the top food influencers of the
decade'. According to National Restaurant Association
research?, “89 percent of fine-dining operators serve
locally sourced items, and nine in 10 believe demand

for locally sourced items will grow in their segment in the
future. Close to three in 10 quickservice operators serve
locally sourced items now and nearly half believe these
items will grow more popular in their segment in the future.
Seventy percent of adults say they are more likely to visit a
restaurant that offers locally produced food items.”

The story is no different in Illinois. Buyers interviewed for this
study have indicated a desire to purchase over $23 million in
lllinois grown produce on an annual basis. They include:

Chartwells Thompson/ $500,000
Chicago Public Schools
Chipotle $150,000
Fortune Farm Direct $1,500,000
Goodness Greeness $1,000,000
Hy-Vee $400,000
Irv and Shelly’s Fresh Picks $250,000
Lettuce Entertain You $500,000
Locavore Foods $500,000
Sustainable Foods $4,000,000
SYSCO Chicago $8,000,000
SYSCO Central lllinois $2,000,000
Testa Produce $500,000
US Foods $2,500,000
Whole Foods Market $1,250,000
TOTAL $23,550,000

And this is just the beginning. With $14.6 billion spent
annually on fruits and vegetables in Illinois and less than
5% of that expenditure currently produced in Illinois, a
large percentage of the remainder can be captured by

a local food system in Illinois (see Figures 2 and 3 in
Appendix).

POLITICAL CLIMATE

The political climate for development of a packing house
is likewise favorable. According to the USDA Economic
Research Service?', “Federal, State, and local government
programs increasingly support local food systems. Many
existing government programs and policies support local
food initiatives, and the number of such programs is
growing... State and local policies include those related
to farm-to-institution procurement, promotion of local
food markets, incentives for low-income consumers to
shop at farmers’ markets, and creation of State Food
Policy Councils to discuss opportunities and potential
impact of government intervention.” This is evidenced
strongly in Illinois. For example, the Illinois Local Food,
Farms, and Jobs Act of 2009 has established a goal for
State institutions to procure 20% of all food and food
products from local farms or manufacturers by 2020%.

Drivers for state and local policies are partly economic.
Dollars spent on local food are recycled through the
local economy at a rate of 1.4* to 2.6** times, which
is an additional $19 to $36 billion generated in Illinois
each year. Job creation can also be significant. A
Leopold Center study projected that if 100% of Illinois
consumption of just 28 types of fruits and vegetables
were grown in Illinois, 2,600 jobs would be required®.
With less than 5% of Illinois fruit and vegetable sales
currently produced in Illinois, the upside might be

an increase of 2,400 jobs. Other drivers for state and
local government support relate to food security,
environmental and health objectives. It is widely
accepted that an efficient and integrated local food
system can strengthen homeland security, reduce
greenhouse gas emissions, and give underserved
communities improved access to healthy foods.

AVAILABILITY OF SUPPLY

Of equal or greater importance to customer demand and
a favorable political climate is the willingness of Illinois
growers with large acreage to commit production to the
packing house. There must be buy-in from a strong base
of growers who agree to the pricing arrangement and
participate in pre-season crop planning. As the Ready
to Grow Action Plan concludes, there are strong signals
of grower interest in increasing participation in the
wholesale market if a packing house were established.
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An informal assessment of the potential acreage that
might participate indicates several thousand acres in the
areas surrounding Kankakee and Peoria, and additional
acreage throughout the state. (See Packing House
Findings in Part One.)

2. THE BUSINESS CASE APPEARS FAVORABLE FOR THE
DEVELOPMENT OF A PACKING HOUSE IN ILLINOIS

To determine if a packing house in Illinois can operate
profitably, a financial model simulating a pro forma profit
and loss statement was developed by the Project Team.
The financial model was built according to the following
business design and input assumptions. The business
model is based on discussions with current operators
and Project advisors, and inputs were obtained from
numerous sources cited throughout the analysis. Where
no source is cited, inputs were derived using operating
data from analogous packing houses noted under
Methodology. Inputs with the greatest bearing on the
financial model’s findings were verified with at least two
experienced sources, and where there was disparity the
more conservative view was incorporated.

BUSINESS MODEL
Operating Model

The packing house develops relationships with a

core group of growers and buyers and conducts pre-
season crop planning. The production plan indicates

the approximate quantity and timing of varieties to be
delivered to the facility. On-farm pick-up may be offered,
and the cost for this service is negotiated with other
terms. Agreements confirming price to the grower may
be written if the packing house customer also commits
to a wholesale price. At the facility, raw material is
cooled, washed, graded, packed, labeled and shipped to
customers according to their specifications. Retail grade
product is packed in cases and seconds are bulk packed
and shipped to processors.

Services

In addition to packing services, packing house staff
oversees crop planning, buying, selling, food safety
assurances and traceback, and the operation maintains
a high level of liability insurance to satisfy wholesale
buyers. This is beneficial to growers since it reduces
the amount of coverage they are required to carry. The
packing house may also coordinate GAP food safety
audits and technical assistance programs as secondary
services. To the extent possible, these are carried out
during the off-season.

Revenue Model

The packing house earns a commission on sales
negotiated with each grower and pays the grower the
balance of proceeds after commission and packing

fees. Packing fees are dependent on the type of service
required and include a markup. This revenue model
incents the packing house to maximize price and volume,
and to boost profit margin by minimizing direct and
indirect overhead costs. Growers are incented to improve
quality to attract a higher price, and to achieve uniformity
which increases percent pack out by reducing processing
spoilage (for further explanation see Production).

Company Structure

The financial model emulates a for-profit business with
taxable income and no operating subsidies, but assumes
below-market-rate financing for property and equipment
through USDA. The ownership structure is flexible

within this framework, allowing for corporate owners or

a cooperative to govern the company and determine
how its proceeds will be distributed. A few growers
expressed interest in a cooperative to the Project Team.
The chief benefit of a cooperative is that all the factors

of production are controlled by the business owners,
increasing the reliability of supply because suppliers
share in the profits. The chief risk is the ability of the
cooperative to lead a challenging and complex marketing
and logistics operation. For further discussion on the
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challenges of cooperative management of agricultural
businesses, see Romance vs. Reality: Hard Lessons Learned in a
Grass-fed Beef Marketing Cooperative®.

FINANCIAL MODEL INPUTS

Production

Grower participation was the greatest uncertainty at the
start of the study, so the financial model was built to

test the impact acres of production would have on net
income, also called sensitivity analysis. This required a
conversion from acres to throughput (volume sold). The
average yield/acre is 12,000 pounds for a wide assortment
of specialty crops, two-thirds of which is retail grade and
the remainder seconds?. The average weight per retail
case is 25 pounds®. Seconds are modeled in bulk weight.

Throughput

A small processing spoilage rate is factored into the
percent pack out (percentage of raw material converted
to case pack or bulk weight). All output is assumed sold,
but price will vary widely. On these assumptions, average
maximum throughput is 5 cases per week per square foot
of packing area. Without seasonal extension or importing,
the facility will operate from April through October,

with 75% of annual throughput between late June and
late September. Plant capacity is determined by the
utilization rate during this season, and the financial
model limits throughput to a seasonal utilization rate of
approximately 95%.

Pricing

To maximize volume and reduce complexity, the large
maijority of product is sold to distributors rather than
directly to retailers. The average price per case is $10.00
with modeled sensitivities from $8.00-515.00 per case.
Seconds sold in bulk to processors are priced at 30% of
retail price on a per pound basis with sensitivities from
10-50% of retail price. Commission on sales is variable
between 5-10% based on volume and complexity. The
financial model assumes an all-inclusive packing fee

of approximately $6.00 per case for cooling, housing,
packing, containers, labeling and freight. In practice this
fee will vary based on the type of service required, but
the effect of this variance is immaterial to net income
estimated by the financial model.

COSTS

Variable costs for the packing and shipping operation
(labor, materials, equipment and overhead expense)
are covered by packing fees. Office staff and overhead
expenses are based on four employees at startup
(manager, bookkeeper, quality, sales) and the addition
of two staff people for each additional $5 million in

revenue. Salaries are based on averages for rural
locales®. Capital expenses for building and equipment
are based on averages for rural areas and depreciated
over 30 and 15 years, respectively. Financing is based
on USDA Rural Development guaranteed loan programs
which afford 0% financing and other favorable terms™.
Debt service expense is based on a below-market
interest rate and principal payments deferred until the
business stabilizes (outside of model projections). Such
terms are negotiated with the lender and would require
an eligible, highly creditworthy borrower.

ANALYSIS

The Project Team recommends a conservative
development plan: start with a single small- to mid-
sized facility to prove the concept, then build multiple
facilities throughout the state and expand their capacity
on pace with acreage commitments. While grower
interest appears very strong, commitments will take a few
years to develop. As one grower advised, “No prudent
farmer would agree to expand his acreage by 50% for any
customer in the first year of their relationship; this has to
build over time?'.”

Location

To minimize transportation time, expense and emissions,
the packing houses need to be close to growers, near
major transportation routes, and as close to customer
bases as possible. This suggests at least three facilities
to serve Illinois, and possibly more. Illinois is 390 miles
long and 210 miles wide, with farms widely scattered
throughout the state (see Figure 1 in Appendix for a map
showing the location of the growers who responded to
the Illinois Ready to Grow survey). Chicago and St. Louis
are 300 miles apart, so one facility will not optimally serve
both metropolitan areas. A facility in the southern part of
the state serving St. Louis, a facility in the north serving
Chicago, and one in a central location serving the mid-
sized cities of Springfield, Bloomington and Champaign
could create an efficient local food system for the state.

Facility Size

The Illinois Ready to Grow survey suggests 550-700 acres
committed state-wide by 2015 among survey respondents;
however, input from stakeholders suggests the potential
of several thousand acres in the regions identified above.
The financial model was therefore designed to determine
the size of facility that could profitably serve one to two
thousand acres, with capacity for additional acreage. It
suggests an 18,000 square foot facility which requires
approximately 1,200 acres to break even, and can serve up
to 3,500 acres at 95% of capacity during peak season (see
Table 10). This facility has a total capacity of 68,000 cases
per week and 3.5 million cases per year.
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Financials

The economics of a facility of this size are attractive
(see Table 10 below). The base case for the financial
model is 3,500 acres, $10.00 average case price, seconds
sold in bulk at 30% of retail price and 8.5% commission.
This is an estimate of the business in steady state; the
startup years may more closely resemble the lower
acreage scenarios. In the base case, net revenue (gross
revenue minus bad debt expense) is $12.3 million. This
is on par with established packing houses serving large
metropolitan markets and in line with the procurement
estimates from buyers interviewed for this study (see
Market Size and Growth Potential). Gross margin is 12.1%,
which is equivalent to public companies in the fresh
produce industry (see Table 11). Overhead expenses
(selling, general and administrative) stabilize at 5.3% of
net revenue, which is lower than most public company
comparables due to lower corporate overhead and
advertising costs, and therefore the operating margin is
higher than public company comparables at 6.8% vs. an
average of 3.7%

Profit Maximizing Strategies

Net dollar income is modest at this scale (see Table 10),
and can be increased either by expanding the facility

to accommodate additional acreage in season, or by
increasing asset utilization in non-seasonal periods.
Utilization can be increased through seasonal extension
technologies such as hoop houses, or through importing
and value-added processing in the off-season. Under
the same business model, expanding to the pound
weight equivalent of 10,500 acres would maximize annual
utilization of the facility and generate $37 million in
revenue. Note that importing in off-season will change
the revenue mix into lower margin business, so the $1.6
million net income is overstated.

Pricing Sensitivity

The financial model also analyzed sensitivities to price

at $8.00 for retail cases and 10% of retail price for bulk
product. All other factors held equal, this produces a
-$3.5 million (-29%) net revenue variance and a -$55,000
(-12%) net income variance from base case, so the
business records $374,000 net profit at this low end of the
pricing scale. At $8.00 per case grower proceeds decrease
56%, bringing into high relief the reality that growers carry
the majority of pricing risk. Every player in the supply
chain prices on a cost-plus basis except the grower,

who gets what remains irrespective of the farm cost of
production. A grower cooperative ownership structure
reduces the financial risk for growers because they share
in the downstream profits.

3. THE BUSINESS CASE IS NOT WITHOUT RISKS, BUT THERE
ARE WAYS TO MITIGATE.

There are large risks in the produce wholesaling industry.
Perishables is a challenging and demanding business
requiring skillful planning and negotiation, sophisticated
logistics, strong relationships, excellent sales skills, hard
work and a lean and flexible operating model to survive
wide variances in pricing and production. The challenges
are evidenced by the number of startups operating
under subsidies as nonprofits, and failed attempts by
commercial interests to enter the wholesaling business.
As one extension agent who works closely with packing
houses observed, “Produce is a tough business. Lots of
commodity growers think they can transition into this.
I've been at this for 23 years and can count on one hand
how many have done it successfully and hung in for more
than five years. And I still have fingers to use!” *

From interviews with operators and other stakeholders,
four themes emerged as important factors for success:

TABLE 10: ILLINOIS PACKING HOUSE FINANCIAL DATA AND ACREAGE SENSITIVITY ANALYSIS
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TABLE 11: COMPARABLE PUBLIC COMPANY MARGIN ANALYSIS

Management team skill is critically important,

particularly in marketing and sales

Growers need assurance that they will be rewarded with
a better price if they deliver a better quality product,

so the sales staff must be able to effectively gauge

and market quality to buyers to ensure an equitable
correlation between quality and price. This is a skill
that is gained with experience, so if the sales staff is
relatively inexperienced, functions such as transportation
and logistics could be outsourced until the team has
perfected marketing and sales.

Establish a wide and cooperative network of growers
There should be a core group of growers that participate
in pre-season crop planning, but cultivating relationships
with a broader range of growers will increase the
likelihood of filling gaps if weather or other unplanned
events disrupt supply. These transactional relationships
can be the foundation for future partnerships as the
business expands.

Collaborate with other intermediaries

to strengthen the market

This is a highly interdependent industry, one in which
“coopetition” — cooperation with competitors — can
expand markets and support prices. During pre-season
crop planning, other intermediaries serving the same
market should be consulted to avoid gluts which

reduce the price for all players. During harvest, these
intermediaries will become customers, and vice versa, as
a means for finding markets and filling orders.

Engage all stakeholders

to maintain a supportive climate

The Project Team witnessed the beneficial effect of
establishing informal networks throughout the study.
Representatives from the Illinois Department of
Agriculture were contacted at the outset to secure

financial support and establish goodwill for the project.
Representatives from agricultural nonprofits, the Illinois
Farm Bureau, the Illinois Local Food Farms and Jobs
Council and Extension services were engaged as project
advisors, which afforded invaluable insight and provided
access to multiple networks of growers. Buyers and
growers were brought together to better understand

the issues, needs and requirements on both sides of
the wholesale transaction to set expectations. This
inclusive approach can similarly benefit the business
development process for a private interest. These
stakeholders will become important business partners
and enablers to a commercial enterprise, so building
trust through appropriate engagement and transparency
can pay dividends once the business is established.

CONCLUSION

This study demonstrates that it is feasible for a

packing house tooperate profitably. The Project Team
emphasizes that a financial model built for a feasibility
assessment using operating data from analogous
companies is not a guarantee of actual results once the
business is a going concern, nor is it a substitute for

a financial model developed for a business plan. It is
designed as a test of reasonableness for the economic
viability of a business model, and on that basis this
feasibility assessment for an Illinois packing house has

a positive result: a facility scaled to process the yield of
acreage likely to participate within 2-5 years of startup
can operate profitably. It is vital that any party seeking to
own and operate a packing house conduct due diligence
on every aspect of the business, write a robust business
plan and create financial forecasts that reflect that plan.

This study demonstrates that it is feasible
for a packing house to operate profitably.
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APPENDIX

FIGURE 1: MAP OF GROWERS WHO RESPONDED
TOTHEILLINOIS READY TO GROW SURVEY

63 survey respondents provided zip code information
Blue pins represent farms under 10 acres
Green pins represent farms of 11-50 acres

Yellow pins represent farms over 50 acres

FIGURE 2: CALCULATION FOR EXPENDITURES ON FRUITS AND VEGETABLES IN ILLINOIS, 2008

FIGURE 3: CALCULATION FOR THE PERCENT OF ILLINOIS FRUIT AND VEGETABLE SALES
PRODUCED IN ILLINOIS

25

Page 325 of 487




IL Final Report - 12-25-B-0921 December 2012

Ready to Grow: A Plan for Increasing Illinois Fruit and Vegetable Production

FIGURE 4: SAMPLE ILLINOIS GROWER SURVEY

Grower Survey for lllinois Department of Agriculture

2010 Specialty Crop Block Grant Study
Ready to Grow: A Plan for Increasing lllinois Specialty Crop Production

The purpose of the study is to better understand the barriers that prevent fruit and vegetable growers from participating in
wholesale markets and estimate the potential increase in production and sales if certain barriers are reduced or removed.
This Grower Survey will collect important data and perspectives for the study. It will take about 10 minutes to complete
using this form or online at www.familyfarmed.org/RTGSurvey. Please encourage other growers to participate in the
survey. Thank you for your help!

1) Is your farmland located in lllinois? 0 Yes (please continue) [J No (the study is limited to lllinois growers)

2) How many years have you been farming fruits and vegetables?
O<1 015 [06-10 {10+ [n/a (the study is limited to fruit and vegetable growers)

3) List the top fruit and vegetable crops grown on your farm

Fruit Vegetables

4) Describe your farm, production and sales channels for 2009 and 2010

Total Acres  Units Unit %Sold % Sold REIEIEH VIS % for % Of % In
2009  Produced (bushel, Direct  Wholesale Planned | Direct |Wholesale JEler==IEREIEWSI(dIRG]

2009 bs...) 2009 2009 Certified | Certified

Organic | Organic

Fruits
Vegetables

5) Would it be possible for you to increase your supply to wholesale markets if certain barriers were removed or conditions were met?
[J Yes Comment
0 No
6) What are the most significant barriers that prevent you from entering into or increasing your participation in the wholesale market?____

7) Please indicate the significance of the following barriers in preventing you from increasing participation in the wholesale market:
1 Not at all significant — 5 Very significant Comment:

2345 Knowledge about what to grow or how to grow certain specialty crops,
Risk of not selling what | grow
Marketing—finding, negotiating, and securing commitments from buyers
Knowledge about proper post harvest handling and packaging
Knowledge about food safety best practices and requirements
Meeting food safety requirements
GAP certification cost

Liability insurance cost
Availability of suitable land
Affordability of land

S A A A A A A A A
NN NN
W W W WwwWwwwww
Bl e R~ -
oo o OO OO OO
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Availability of labor
Cost of labor or other labor issues, explain:
Access to funding for capital improvements, equipment
Management skill for running a larger operation
Pricing, explain:
Delivery cost
Delivery challenges, describe:
Lack of processing capacity,
My satisfaction level with the way things are,
2 345  Other

8) What ideas do you have for addressing some of these barriers?

N RPN NN NN
W W WWwWwwwww
QIO O O N O O N
onoron o onor o ar ol

- a2 e A A A A A a

9) Would you increase your participation in the wholesale market if certain barriers were removed or certain conditions were met?
ONo Why?

[0Yes Which barriers/conditions?

10) If yes, by what percentage would you increase your production/sales of fruits and vegetables for wholesale markets...

... by 20127 % e.g. <10% of current production/sales, 10-25%, 25-50%, 50-75%, 75-100%, 100%+
... by 2015? %
Comment

11) As one possible way to increase your participation in wholesale markets, how valuable would it be if you had easy access to a pack
house (that aggregates, packs, markets and distributes fruits and vegetables)?

[0 Very valuable Why?
[] Somewhat valuable Why?
[J Not valuable Why?

12) What does 'easy access' mean to you? Please check all that apply.
[0 1 would drive <30 miles
[0 1 would drive <100 miles
[0 1 would drive <200 miles
[ If they offered on-farm pick up
My ZIP code is
13) If a pack house is valuable to you, what features and services would you like it to have?

The following information will be used only to inform the project and will kept strictly confidential within the independent project team.

Your Name Name of Farm
Address
Phone Number ( ) Email
Are you willing to have someone contact you for a brief follow-up phone interview? [] Yes Best time to call
Thank you for participating in the survey! Questions? Contact FamilyFarmed.org at (708) 763-9920
Please tell other growers about it! 7115 W. North Ave. #504, Oak Park IL 60302
IPlease return by mail, fax or email by March 19, 2010 Fax (708) 763-9925  info@familyfarmed.org
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Clinton Area Farmers and Artisans Market - SC-10-22
Final Report

Project Summary:

The Clinton Area Farmers and Artisans Market partnered with the University of lllinois
Extension office in DeWitt County to enhance the Family Nutrition Program as a pilot
project at Webster Elementary School in Clinton, IL for all 4th grade classes, including a
combined 4th/5™ Special Education class.

Project Approach:
Outline of Work Accomplished

e January

o0 5 - Planning meetings Market Association members, and other supporters of

local food production.
e February

o CAFAM meeting and grant update.

0 Meeting with Extension Staff.

o0 In-service for 4th grade teachers at Webster Elementary School in Clinton, IL
to prepare for the upcoming lessons in March-May.

o First day of classes- focus on food sanitation and some nutrition. Seed
catalogs handed out from Baker Creek Heirloom Seeds and Seed Savers
(20-30 catalogs were donated by each company). Teachers administered the
Pre-Test later that week.

e March

o CAFAM meeting- put together student folders with Extension staff.

0 Salad Garden seeds arrived and were delivered to each class. 5- Cups and
Potting Soil was delivered to each class.

o0 Intro to Gardening- Featured lesson and classroom hands-on activity- Salad
Bowl Garden. Each class received the seeds and potting medium to produce
one or two large “salad bowls” for their class to grown and, those with grow
lights (4 classes) were eventually able to eat some of their crops. Lettuce,
spinach, radish, and carrot varieties varied by classroom, so classes could
compare their bowls and try new varieties of vegetables. Each class was also
assigned a three month project to investigate and start gathering information
for a webpage dedicated to one of the specific lllinois Specialty Crops that will
be highlighted throughout the summer at the Clinton Area Farmers and
Artisans Market.

o National Nutrition Month class- also covered letters to farmers, update on
seed ordering, Spring Market on 27th. 25- Market and Extension staff
appeared on the WHOW radio program, “Around Central Illinois”, to promote
the coupon and grant work. 27- Spring Farmers Marketclasses sent some of
their excess plants from the salad bowl gardens, flower, and herb starts.
These were sold at the Market and each class made between $2.00 and
$12.00. Each class determined how much they would sell their plants for
during a math exercise in the March 22 class. Expenses were figured down to
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the individual costs of the Dixie cup (about 3 cents), seed (2-3 cents), and the
soil (another 2 cents). Classes set their own selling points, which ranged from
15 cents to $1.00 per cup. For a listing of some of the plants that the classes
raised, see pages 3-4 of the 2010 Grant Teachers Meeting 2 16 2010.doc in
the attached documents. NOTE- NO GRANT FUNDS WERE USED TO
PRODUCE THE PLANTS SOLD AT THIS MARKET. ALL SEEDS, CUPS,
AND SOIL, WERE DONATED TO THE CLASSROOMS EITHER AS
MATCHING OR IN-KIND FUNDING FOR THIS PROJECT AS CAN BE SEEN
IN THE FINAL BUDGET SPREADSHEET. INCOME GENERATED FROM
THESE SALES WERE USED BY EACH CLASS TO PURCHASE HEALTHY
FRUIT/VEG SNACKS FOR THE STUDENTS. TOTAL INCOME
GENERATED WAS $17.75.

April

0 Lesson- Victory Gardens.

o Container Gardening Lesson with Marilyn Black, DeWitt County Master
Gardener.

May

o Each student was allowed to choose 3 packets of seeds, one each from the
edible bean/pea group, tomato family, and squash family to start in the
classroom for take home and growing for family consumption. These seeds
were delivered from the end of April through the first part of May. Each
student, and their teachers and aides, also received a free Market tote and 8,
$1.00 coupons good for purchasing the vegetable or fruit of the month at the
Market. May“s featured crop was Asparagus. Free Market totes were also
available for the first 100 customers attended the May Markets. Newspaper
and radio ads began to promote the Featured Vegetable/Fruit.

o On May 29, a Tasting Day was held for all the classes in the program. With
the exception of about 5 of the 172 students participating, all of the recipes
were tried, and several were very well-received, much to the surprise of the
students. Recipes included, fresh and pickled local asparagus, black bean
and sweet corn salsa, asparagus and sweet onion pizza, edamane, sugar
snap peas, peanut butter/pumpkin apple dip (served with a variety of unusual
apple varieties including Pink Lady, Cortland, and Gala), summer squash and
onion vinegar salad, and mixed organic salad greens with an herb dressing.
The dilled asparagus surprised many of the students and most asked for
seconds and thirds!

June
0 Featured crop- onions, including green, walking, sweet candy.
July
o Featured crop- green bean varieties.
August
o Featured crop- sweet corn varieties including “baby” corn.
September
o0 Featured crop- apples. The last full week of September was the annual Apple

and Pork Festival in Clinton. The Market was open both Saturday and Sunday
from 8 to 5. Black Kettle BBQ was our food vendor, and they assisted with
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“Tastings” throughout the two days. Black bean and sweet corn salsa,
squash salad, and peanut butter/pumpkin dip served with heirloom apples
from Country Mist Orchard (Heyworth, IL) were served free of charge to over
300 customers.

e QOctober

0 Featured crop- pumpkins. Sugar Grove Nature Center had several hundred

excess pumpkins from their Autumn Celebration. Two hundred were donated
to the Market and 100 were distributed to parents and their children on the
29th during Clinton“s Downtown Trick or Treating on the Square. The
remaining 100 were given away on the 30th on the Square. Each of the
above months had “Walking Picnics”. The public was invited to bring a dish
to share at the park during the Ice Cream Social weekends. Dishes included
many of the same recipes promoted during the school year. Recipe cards
were made available, and disappeared quickly!

e November

o0 Extension staff visited the 5th grade classes (former 4th graders) and did the

follow-up post test and survey. 20- Holiday Market- free tasting were once
again done featuring the same recipes done throughout the school year, and
added asparagus/ham/cheese rolls and sweet sweetcorn bread.

e December

o Final delivery of classroom materials for Spring semester. Each classroom

received a set of the 5 “Learn Great Foods” booklets (Herbs, Apples, Beans,
Lettuce, Pumpkins) and the 4-H Gardening manuals (including a leaders
guide for each teacher). The school library was designated by the teachers as
the place where the remainder of the books and resources materials would be
placed. These materials compliment those materials purchased through
morefruitsandveggies.com that each class received in April and May.

Goals and Outcomes Achieved:

The Project Objectives were to integrate aspects of local food production, focusing on
specialty crops grown in lllinois, with the existing Family Nutrition Program run annually
by DeWitt County Extension. Increasing local awareness and consumption of locally
grown lllinois specialty crops and improving market access for growers of lllinois
specialty crops as well as consumers, especially lower and limited income families and
individuals were also stated objectives.

Expected Measurable Outcomes for this grant included the following:

1.

Increased use of the Market as a source of fresh, locally-grown produce by
families and individuals in the Clinton area. This was measured by surveys
(classroom and customer) and accounting of coupon reimbursement. We
expected a 50-70% return rate on coupons, both Market issued and FNMP
issued coupons. Outcome- use of coupons by the students and teachers did not
occur. Reason for this may include: living outside of Clinton; other family/sport
activities on Saturday mornings; lack of understanding of the overall coupon
program. In addition, the 100 customers who received totes and coupons did not
redeem their coupons as expected. The coupons were advertised in the papers,
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on the radio, and by word of mouth at the Market. However, it wasn“t until a
combined coupon form was developed and used starting in July that redemption
of the coupons picked up. In addition, for the Apple ,n Pork Festival, vendors
were encouraged to put together mini CSA bags. This was a very positive way to
increase the coupon use, as well as a way to get a greater number of customer
names for the Market database (customers had to write their names and
addresses on the back of the coupon in order to be able to receive the bag).

2. Improved knowledge of lllinois specialty crops, where they come from, who is
growing them, and how these crops can be grown on small scales for family
consumption.

Outcome:

The results from 6 of the 7 classes that participated in the pre and post testing were
evaluated. The Special Education class did not participate in the testing. Copies of the
test form used and results can be found in the attached documentation (Test
Results_Evals and Classroom Materials). Overall, knowledge of where one can get
fresh fruits and vegetables centered around a ge neric answer of Farmers Markets.
Other high ranking answers included IGA and Save-A-Lot (both local grocery chains in
Clinton) and Walmart. Other high scoring answers included Store, Garden, and Farms.
Most students felt that both Fresh/Raw and Fresh/Cooked would be the most nutritious
way to eat fruits and vegetables. In regards to figuring out exactly what perishable
meant, students were fairly split between it being a good thing and a bad thing. For
choices of alternatives to Potato Chips and Cookies, the majority choose apples,
carrots, corn, or potatoes. For an alternative to drinking soda, students choose apple
juice, milk, orange juice, and water. In trying to determine “apples from asparagus”,
students had very little problem with matching Pumpkin to a “pies and seeds”
description. However, they had more trouble with Beans, Apples, and Onions. ALL
RESPONSES TO BOTH THE PRE/POST TESTS CAN BE FOUND IN THE
ADDITIONAL DOCUMENT FILE- 2010 Webster 4th Grade Class- Pre and Post
Tests.xls. Correct answers are highlighted in gray with red font in the Test Results file.
Generally, students did do better on the Post- Test with Apples and Corn.

Website for Specialty Crops- due to the classes feeling overwhelmed with the number
of classes presented, Spring Break, and just overall time limits, it was decided to forego
this project. Those classes that did have time to complete the data gathering and
contact a farmer or two, turned in their materials. It is hoped that in 2011 these materials
can be incorporated into the CAFAM website.

Volunteer Hours- valued at $10 per hour. 30 from Extension Master Gardeners and
Master Food Preservers to help in curriculum and survey development, delivery, and
evaluation. 10 hours per month for 12 months from Market Association volunteers- 120
hours total. More time was required as the project progressed.

Market Coupons- As mentioned earlier in this report, there was difficulty in getting

customers to actually use the coupons they were given. The original coupons were
given as stapled booklet- one coupon per Specialty Crop. About 185 sets were
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distributed between the school and customers at the Market. Of those, less than 10%
were actually used, virtually none from the students or teachers. For a month and a half,
another tactic was used- placing the coupon in the monthly ad in the newspapers. This
only had an overall return rate of about 10. Therefore, a “multiple use” coupon was
developed. Customers could pick up a new coupon at each Market and have the
opportunity to purchase at least 8 different Specialty Crops, saving a dollar for each
purchased crop. This was moderately successful. It wasn’ t until the “CSA” approach
during the Apple ,n Pork Festival in late September that the vendors saw an significant
return. This was probably the most disappointing facet of the entire grant project.
However, it does mirror the same non-use of the SNAP and Senior FM coupons that is
seen each year at our Market.

Market Totes- These were very popular with the adults. We have yet to see if the
students are actually using them.

Classroom Resources- a wide-range of materials from posters and bookmarks
promoting nutrition to 4-H Gardening manuals to herb and vegetable id wheels were
distributed to each class as well as to the school’ s library. Teachers were very
appreciative and pleasantly surprised by the overall amount of materials we were able
to find for their classes.

Seeds- We had originally estimated spending about $1.50 per seed packet. This,
however, was an underestimation. The average was between $2 and $2.50 per packet.
The extra $300 we were allocated was applied to this line item, as was an increase in
the Market's Matching Funds. For future classes, we are planning to have each class
order 8-10 different seed varieties and species, and then hosting a seed swap during an
Open House that will feature a “Tastings” menu for attendees.

Food for Sampling Days- Overall, this was significantly reduced on actual food costs,
but made up in volunteer hours to purchase, prepare, and serve the food to the students
and the public. We also included the $800.00 in value of the donated pumpkins in this
line item.

Newspaper ads- One of the two newspapers we deal with had problems coordinating
between the sales staff and the printing staff. Because of this we lost out on a couple of
months™ of running ads. However, the other paper was able to provide us with a larger
ad than we usually run.

Radio Ads- In addition to providing a significant amount of In-Kind Funding, WHOW
invited the Market to be part of the “Around Central lllinois” public affairs program once
a month. This 20 minute program is live and then repeated as a taped broadcast the
following week. In addition, staff usually also incorporated quotes from the broadcast
into at least one major news feature each month. Guest appearing with Market staff
included the local Extension FMNP staff, Master Gardeners, and Master Food
Preservers (a now discontinued program due to lack of funding).
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Beneficiaries:

Class Specialty Crop Assignments and Class Demographics:

Crop Teacher Students
. 11 M/ 10 Fe
Asparagus White 19 White, 1 Hispanic, 1 Asian
12 M/ 10 Fe 22
Onions Kessinger White
11 M/ 12 Fe
Beans Morris 20 White, 1 Native American, 1
Asian, 1 Hispanic
13 M/8 Fe
Corn Clark 18 White, 3 Hispanic
: 15 M/ 5 Fe
Apples Zimmerman/Horvath 18 White, 1 African American
: 10 M/ 12 Fe
Pumpkins Houk 22 White
13 M/ 9 Fe
Herbs Flanagan 22 White
10 M/ 11 Fe
Salads Gullone 17 White, 2 Hispanic, 1 African
American, 1 Native Am

Lessons Learned:

Plans were underway at the end of the 2010 semester to continue this program into the
2011 4™ grade class. The Market will be opening for its 11th season on March 26, and
popular events such as the “Tastings” will continue to be a part of the off-season
Markets, as well as the regular season. We will continue to promote the SNAP and
Senior FM coupon programs among our vendors. There is reluctance on many farmers
to be part of this program because of the added paperwork they must do to participate
in the programs. And, as we saw with our own customers, just getting people to actually
use the coupons they are given can be a great challenge.

The Clinton Area Farmers and Artisans Market appreciates being able to be part of this
grant program for the past two years. In the coming years, we plan to use what
knowledge and insights we gained to expand gardening and fruit and vegetable
production within our local economy and communities. We plan to try and establish
partnerships with the local High School Ag Program’ s Greenhouse, HRC East’ s
expanded community gardening project (possibly opening a weeknight market at their
facility on Rt 10 east of Clinton), and becoming involved in a newly established

food and nutrition program being developed in the K-12 schools by the District’ s
nurse.

Contact:
Elizabeth Burns, 217-935-3364, aroundaboutacres@gmail.com
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Match the fruit or vegetable name to one of the descriptions given:

1. Asparagus a. varieties include Arkansas Black, Honey Crisp, and Pink Lady
2. Beans b. Native American crop; the “baby” variety is popular in Chinese food
3. Corn c. not just for pies, the seeds are very nutritous
4. Onions d. is usually planted by roots called crowns
5. Apples e. this legume can actually make nitrogen fertilizer
6. Pumpkins f. the sweet candy variety regularly sells out at the Clinton Farmers Market
7. List five places where you might be able to buy locally grown fruits and vegetables:

a.

b.

C.

d.

e.
8. Circle which type of carrot you think would have the greatest nutritional value:

fresh raw fresh cooked canned

9. What does perishable mean?

10.  Write in an “Instead of...” fruit or vegetable that you could eat or drink:

a. Instead of potato chips, I could eat

b. Instead of cookies, | could eat

c. Instead of a soda, | could drink
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Agenda- Inservice with Webster School 4" Grade Teachers

February 16, 2010

1. Pre-Test
2. Divide up crops among classes
3. Handout lists of seeds per class
4. Discuss possible farmer mentors for each class
5. Lesson Plans and Activities Calendar
6. Other Activities
a. “Where In Illinois Are They?”
b. Website pages
c. Catalogue Order
d. Farmer-Student Correspondence
e. Seed Swap
7. Resources

8. Other Needs/Concerns

Contact Information:

Elizabeth Burns, Around About Acres, 13931 Prairie Center Rd, Clinton, IL 61727

h- 217-935-9107 c-217-417-4366 aroundaboutacres@gmail.com
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March- Salad Bowl Container

Each Class will receive one seed packet each of lettuce, spinach, radish, and carrot (varieties are listed

below by class in the same order listed above). Potting soil will also be provided. The Class will need

to provide the container (be creative!).

Asparagus Class

Onions Class

Beans Class

Corn Class

Apples Class

Pumpkins Class

Herbs Class

Salads Class

Forellenschluss, Bloomsdale, Pink Beauty, Little Finger

Amish Deer Tongue, Giant Noble, Purple Plum, Chantenay Red Core

Mascara, Gignate D’Inverno, Rat’s Tail, Parisenne

Strawberry Cabbage, Merlo Nero, Saxa 2, Shin Koroda #5

Lolla Rossa, Monstrueux De Viroflay, White Hailstone, Cosmic Purple

Tango, New Zealand, Sparkler, Lunar White

Red Wing (Mix), Arugula, Munchener Bier, Amarillo

Rocky Top (Mix), Garden Cress, Early Scarlet Globe, Tonda Di Parigi

NOTE: The Herb and Salads Classes will be raising other types of greens than a spinach variety.

Also, dependent upon seed availability, some substitutions might have to be made.
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April- Edible Flowers and Herbs

Each Class will receive two seed packets of herbs and one seed packet of an edible flower (varieties
are listed below by class in the same order listed above). Potting soil will also be provided. Dixie Cups

for planting will be provided.

Asparagus Class Cinnamon Basil, Common Chives, Dwarf Jewel Mix Nasturtium

Onions Class Dark Purple Opal Basil, Borage, Edible Sunflower

Beans Class Fine Verde Basil, Cilantro, Shungiku Edible Chrysanthemum
Corn Class Lemon Basil, Vulgare Oregano, Lavendar

Apples Class Licorice Basil, Summer Savory, Pansy Mix- Historic Florist

Pumpkins Class Greek Dwarf Basil, Lemon Balm, Calendula- Radio var.

Herbs Class Lime Basil, Thyme, German Chamomile

Salads Class Genovese Basil, Dill, Yarrow

NOTE: All are dependent upon seed availability, some substitutions might have to be made.
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May- Victory Gardening

Each student will be able to place an order for one each of the following:

Edible Bean or Pea

Tomato

Vining Crop such as cucumber, pumpkin, gourd, squash, or melon

All orders will need to be filled out and turned in by March 22 so the seed can be ordered and

received in a timely manner from Baker Creek Seeds.
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Student Name:

2010 Specialty Crop Order Form

Teacher’s Name:

Bean or Pea Selection

Catalogue Page Number:

Catalogue Order Number:

Price of Seed Packet:

Tomato Selection

Catalogue Page Number:

Catalogue Order Number:

Price of Seed Packet:

Vine Crop Selection

Catalogue Page Number:

Catalogue Order Number:

Price of Seed Packet:

DUE MARCH 22!

December 2012
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Lesson Plans/Activities Calendar

Feb 22 First Day- Lucretia leading classes. Hand out of Salad Bowl Container supplies.

Interim Work for Classes-
Plant their Salad Bowls, Catalogue Orders.

March 15 Discuss with classes their Salad Bowls and how they have progressed. How these
plants are grown for marketing. Where some of the farmers who grow these in
Illinois live. Discuss the overall concept of the different “Classes”- e.g. Apples, Corn,
etc., including website research and farmer mentors. Hand out Edible Flower and
Herb seeds and materials.

Interim Work for Classes-
Might be able to start sampling from Salad Bowls and sharing among classes, Plant
Edible Flowers and Herbs, Farmer/Mentor Correspondence, Catalogue Orders.

March 22 Growth updates on Salad Bowls and Edible Flowers/Herbs. What is a Farmers
Market?

Interim Work for Classes-
Prepare plants for sale at the Clinton Farmers and Artisans Spring Market to be held
Saturday, March 27" at the Methodist Church in Clinton from 9 am to 3 pm. Students
can sell directly, or drop the plants off and the Consignment Booth will sell them at no
cost. Classes might want to do a small display table of what they have been studying to
date.

April 19 What is a Victory Garden? Hand out to students their seed orders. They can start
them at school, or at home. Discuss how to grow in various ways. Also, growing for
Market.

Interim Work for Classes-

Seed/Plant Swap at school. Finalize website materials, and get these to Elizabeth for

final work on the pages for posting prior to the Market opening on May1, 2010.
April 26 Lucretia leads the classes.
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Interim Work for Classes-

Students prep any plants they would like to sell at the Market.

May 17 Sampling Day, Meet the Farmer. Farmer/Mentors and Chefs would be on hand to
allow students to sample specialty crop recipes, answer questions, and help evaluate
plants.

Additional Information:

Websites:

For each Class, research and prepare one 4x6 index card with the following for their specific

Specialty Crop:

a. History

b. How to Grow

c. How to Preserve

d. Recipes

e. Folklore

f. Web Links to Other Sites

g. Photo Gallery- include classwork on this overall project, if allowable by school and parents

Farmer/Mentor:
Each class needs to correspond with an Illinois farmer, the more local the better. We can help with

this, or students/teachers/parents might know of a local farmer.

Where in Hllinois Are They? :

Each class will be provided with a map of Illinois and some local food directories. Divide the map up
into 5 regions, NE, NW, Central, SE, and SW , using Interstate 39/51, 1-80, and 1-70 as the division
lines. Using the directories, find one farmer in each region that raises the crop the class is studying.
Fill out an index card with the Farmer’s Name, address/email, Crop(s) grown, and Directory found
in, and place that on the map in the correct region. May want to do more than one, and you may want

to send a correspondence to the farmer.
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b_o5-lagsroom Alternative Pre-Test Post-Test

Morris apple 1

Houk apple 1

Clark apple juice 1 3

Flanagan apple juice 2 5

Morris apple juice 3 2

Gullone apple juice 3 2

Houk apple juice 7 8
White apple juice 3 -
Gullone banana smoothie 1

Flanagan beans 1

Gullone fruit juice 1 2

Morris fruit juice 1

Clark fruit juice 1

Gullone fruit punch 1

Gullone fruit smoothie 1

Houk fruit/veggie 1

Clark grape juice 1 1

Flanagan grape juice 2

Morris grape juice 1

Gullone grape juice

Houk grape juice 2

White juice 1 e
Flanagan juice 1

Gullone juice 1 1

Morris juice 2

Houk juice 1

White lemonade 2 -
Gullone lemonade 1

Houk lemonade 1

Clark mango 1

Gullone milk 1 2

Morris milk 2 2

Houk milk 3

White milk 4 e
Clark milk 4 4
Flanagan milk 5 4
Clark milkshake 1

Morris nutrition smoothie 1 1

Morris orange juice 2 2

White orange juice 2 -
Clark orange juice 3 3

Flanagan orange juice 3 1

Houk orange juice 4 1

Gullone orange juice 8 3

Flanagan pumpkin seeds 1
Gullone raspberry juice 1

Clark regular juice 1

White tomato juice 2 -
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Houk tomato juice 2 3

Gullone tomato juice 1

White V8 1 e
Gullone V8 1 1

Flanagan V8 2 3

Clark V8 3 1

Morris V8 2

Houk V8 6
Clark vegetable juice 1

Flanagan vitamin 1

Gullone water 1

Gullone water 2 4
Houk water 3

Morris water 4 8
Flanagan water 4 6
White water 5 -
Clark water 8 4
Flanagan water or milk 1

Gullone water or milk 1
Gullone water with lemon 1

December 2012
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Also called Rocket, this is
a peppery green very
popular in Mediterranean
dishes.

How to Select

Look for bright green
leaves that are delicately
crisp, and stems that are
neither withered nor
slimy.

How to Store

Loosely wrap Arugula in
damp paper towels and
place in a plastic bag for
up to 3 days in the
refrigerator.

Nutrition Benefits

Low fat, cholesterol free,
very low sodium, good
source of folate and
calcium, excellent source
of vitamins A and C.

December 2012

ARUGULA
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Carrots are not always orange and
can also be found in purple, white,
red or yellow. Carrots were the first
vegetable to be canned
commercially.

How to Select

Choose well-shaped, smooth, firm,
crisp carrots

with deep color and fresh, green
tops.

Avoid soft, wilted or split carrots.

How to Store

Refrigerate carrots in plastic bag
with tops removed up to 2 weeks.

Nutrition Benefits

Fat free; saturated fat free; low
sodium; cholesterol free; excellent
source of vitamin A; good source of
vitamin C; low calorie.

CARROT

December 2012
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Equipment, requirements, and supplies:

Container must have bottom drainage hole(s).

Will need 2-4 inches of filler if container is large.

Use fertile soil (not regular garden soil) or growing mix.

Slow release fertilizer.

Place in full sun location.

Watering can.

Will need plant stake or method of labeling.

Will need trellis/fencing/cage for plants that vine or for tomatoes.

Container planting instructions:

Cover drainage holes.

Cover bottom of pot (2-4 inches) with filler if large container.

Add fertile potting soil/compost.

Sow seeds in rows or broadcast (follow spacing directions on seed
packet).

Fertilize and cover with vermiculite.

Water well the first time and every other day until seedlings emerge
and then as needed.

Place the container in a location that will receive 6-10 hours of
sunlight. Use grow lights; place on the sidewalk or at the edge of
driveway, etc.
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Pumpkin Nutrition

The bright orange color of pumpkin s a dead giveaway that pumpkin is loaded with an important
antioxidant, beta-carotene. Beta-carotene is one of the plant carotenoids converted to vitamin A in

the body. In the conversion to vitamin A, beta carotene performs many important functions in overall
hreatth.

Current research indicates that a diet rich in foods containing beta-carotene may reduce the nsk of
developing certain types of cancer and offers protect against heart disease. Beta-carotene offers
protection against other diseases as well as some degenerative aspects of aging.

Pumpkino Nutrition Facts
(1 cup cooked, boiled, drained, without salt)

Calories 49 Zinc 1 mg

Protein 2 grams Selenium .50 mg
Carbohydrate 12 grams Vitamin C 12 mg
Dietary Fiber 3 grams Niacin | mg
Calcium 37 mg Folate 2] mcg

[ron 1.4 mg Vitamin A 2650 1U
Magnesium 22 mg Vitamin E 3 mg

Potassiwm 564 mg

= Pumpkie Nutritional Analysis
A complete pumpkin nutritional breakdown.
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Lettuce

Use, Care and Storage
Lettuce leaves should be picked when crisp. Wrap the fresh unwashed
leaves in plastic wrap and store in the refrigerator for a few days. Do not

store lettuce with apples, pears or bananas. Toss lettuce that looks slimy or
has brown spots.

Rinse lettuce just before serving. Pat dry with a clean towel and tear leaves
into pieces rather than cutting them. Salad dressing will cling to dry leaves
better than wet.

There is no successful long term preservation of lettuce. Lettuce does not

respond well to freezing, canning or drying. Lettuce should be eaten while it
is fresh and crisp.

Nutrition Facts

The nutritional value of lettuce depends on the variety. In general it
provides small amounts of fiber, some carbohydrates and a little protein. Its
most important nutrients are Vitamin A and potassium.

Calones 9

Dietary Fiber 1.3

Protein 1 gram
Carbohydrates 1.34 grams
Vitamin A 1456 TU
Vitamin C 13.44

Calcium 20.16

Iron 0.62

Potassium 162.4 mg
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Strawberry and Greens
Salad Recipe #10006

great way to use up those 'pick your own' strawberries...looks
and tastes good too..
by Evie*

15 min | 15 min prep
SERVES 6

mixed salad green (of your choice)

3 radishes

1 package strawberry

2 Spring onions

1 red pepper

2 tablespoons finely chopped coriander

1/2 cup vinaigrette (your favorite)

1. Wash and dry the salad greens.
2. Break into bite-sized pieces.
3. Place in a plastic bag.
Wash, trim and grate the radishes.
Wash the strawberries.
Trim spring onions and slice finely.
Cut red pepper flesh into thin strips.
Add the grated radishes, strawberries, spring onions, red
pepper and coriander to the lettuce.
9. Just prior to serving pour over the vinaigrette.
10. Toss to mix in bag and arrabge on a serving platter.
11. Serve immediately.

®N oo p

© 2009 Recipezaar. All Rights Reserved.
http://www.recipezaar.com

Share your experience with others, and post your comments
on the recipe. Type 10006 in the Search box at the top of
Recipezaar, to get back to this recipe easily.

Recipe Notes & Rating: O5stars O 4 stars 0 3
stars [J 2 stars [J 1 star

http://www.recipezaar.com/recipe/print7id=10006

Page 1 of 1

December 2012

Nutrition Facts
Serving Size 1 (107g)
Recipe makes 6 servings
The following iterns or measurements
are not included below:
vinaigrette
L |
Calories 32
Calories from Fat 2 (8%)
- %
Amount Per Serving DV
Total Fat 0.3g 0%
Saturated Fat 0.0g 0%
Monounsaturated Fat 0.0g
Polyunsaturated Fat 0.2g
Trans Fat 0.0g
Cholesterol omg 0%
Sodium 3mg 0%
Potassium 185mg 5%
Total Carbohydrate 7.8g 2%
Dietary Fiber 2.2g 8%
Sugars 4.7g
Protein 0.9g 1%
Vitamin A 703meg 14%
Vitamin B6 0.1mg 5%
Vitamin B12 0.omcg 0%
Vitamin C 86mg 143%
Vitamin E omeg 0%
Calcium 18mg 1%
Iron owg 2%
detailed view, ..
how is this calculated?
4/22/2010
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All the Greens Tossed
Salad Recipe #16242

This recipe was devised from what I bad on hand. 1 was asked
to come up with a recipe for a fund raiser cookbook,this is how
it was created. It is fast and the different textures make the
salad interesting. It can be used as a base for additional
ingredients for a main course.

by Babygenr
45 min | 45 min prep

SERVES 4 -6, 8 cups approx.

Salad ingredients

1 bunch endive

1 bunch iceberg lettuace
1 bunch spinach

1 bunch romaine lettuce (or any other leaf lettuce of your
choice)

2 kirby cucumbers

1 bunch green onion
3/4 cup frozen peas
3/4 cup alfalfa sprout
1/2 cup green olives

1 bunch Italian parsley

Dressing

3/4 cup olive oil

1/4 cup red wine vinegar
1 dash salt

1 dash cracked pepper

1 pinch sugax

1/2 teaspoon oregano

1 garlic clove

1. Wash and dry a large salad bowl} and rub with one clove
garlic.
2. Wash greens and dry well, place in bowl.

http://www.recipezaar.com/recipe/print?id=16242

Page 1 of 2

December 2012

Nutrition Facts
Serving Size 1 (720g)
Recipe makes 4 servings
The following items or measurements
are not mcluded below:
1 bunch Italian parsley
red wine vinegar
Calories 492
Calories from Fat 378 (76%)
. %
Amount Per Serving DV
Total Fat 42.1g 64%
Saturated Fat 5.9g 29%
Monounsaturated Fat 29.6g
Polyunsaturated Fat 5.0g
Trans Fat o.0g
Cholesterol omg 0%
Sodium 199mg 8%
Potassinm 1745mg 49%
Total Carbohydrate 26.3g 8%
Dietary Fiber 13.7g 54%
Sugars 8.6g
Protein 10.2g 20%
Vitamin A 22607mcg 452%
Vitamin B6 0.5mg 23%
Vitamin Bi2 o.omcg 0%
Vitamin C 91mg 152%
Vitamin E 8mecg 28%
Calcium 277mg 27%
Iron 7mg 38%
detailed view...
how is this calculated?
4/22/2010

Page 357 of 487



All the Greens Tossed Salad Recipe

w

© @ oo p

IL Final Report - 12-25-B-0921

Wash cucumbers, onions and rinse sprouts and parsley;
defrost frozen peas and dry.

Chop, dice or slice,your preference.

Place greens in bowl.

Add cucumber, peas and onions.

Toss lightly.

Top with sprouts and green olives.

Mix the dressing, oil, wine, salt, black pepper, sugar,
oregano.

Mix with whisk and pour over salad when ready to serve.
. Serve with loaf of hot Italian bread.

Very good and healthy for the New Year.

You can transform this salad into a chef salad very easily
with mild cheese provolone and your choice of cooked
meat.

bite sized pieces of chicken or shrimp.

Use your imagination!

© 2009 Recipezaar. All Rights Reserved.
http://www.recipezaar.com

Share your experience with others, and post your comments
on the recipe. Type 16242 in the Search box at the top of
Recipezaar, to get back to this recipe easily.

Recipe Notes & Rating: D 5stars O 4 stars 0 3
stars [ 2 stars £J 1 star

http://www.tecipezaar.com/recipe/print?id=16242

Page 2 of 2
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Wixed Green Salad with Red and Yellow Pepper Vinaigratie

« 4 cups mixed fresh greens (cembine a leafl leltuce with crisp variaties) romaine. Bostorn.
with red leaf or Oak Leaf or your favorita lettuce

- 4 tablespoons

+ 2 tablespoons cruimbled blue chesase or goat chesse (aptional)

Wash and dry lettuce leaves. Tear into bile size pieces. Place in an oversized bow! with room
for tossing. Place in refrigerator until ready to toss and serve. Can be prepared up to 2 hours
in advance, Makes one cup of vinaigreiie.

Four 4 tablespoons of vinaigrelie over the greens and toss well with twa large forks to coat
Add crumbled chesse, iIf dasired and toss to combine. Serve immediately. Yields 4 one-cup
SRrVINGS.

Red and Yellow Pepper Vinaigrette

« 1 small yellow bell pepper. finely chopped {about 1/2 cup)
« 1 small red bell pepper, finely chopped (about 1/2 cup)

- 4 tablespoons red wine vinegar

- 2 tablespoons extra-virgin olive oil

- 2 teaspoons wanm water

- pinch of sugar

- 1i2 teaspoon salt

+ Freshiy ground black pepper o 1aste

In a medium bowl. whisk togather all ingredients until cambined well. This vinaigrette will
keep, ighily covered. in the refrigerator for 3 days. Recipe may be doubled, Mzkes one cup.

Try these simple vinaigrette recipes with your favorite salad greens.
Citrus Vinaigratie

144 cup fresh orange juice (juice of one smail orange;
1/4 cup fresh lemon Juice
+ 2 tablespoons olive oil
+ 2 tablespoons canola ol
« |/2 leaspoon coarse Kosher sall (1/4 teaspoon table salt)
«~ Freshly ground black pepper

Zombine the juices and salt and pepper, Slowly whisk [n olis unbl Incorporated. A blender or
food processor may also be used. Pour inte a glass jar and seal Serve over your favorite
salad greens. The vinaigrette will keep. tightly covered. for a week in the refrigerator. To wanm
cald vinaigrette, place jar in a bow! of hot tap water for 2 few minutes.

fustard Chive Vinaigrette

i tahiespoon grainy Dijon-style mustard
+ 1/4 cup finely chopped fresh chives
+ 2 tablespoons white vinegar
« | tahlespoon water
+ 2 leaspoons honey
- 1/4 teaspocn sal
- 4 tabiespoons olive oil

Add freshly ground black pepper ta faste.

Using & whisk or fork, in a small bowl combine all ingredients except the oil. Slowly add the

all. whisking vigorously, until the vinaigrette is emulsified Pour over your favorite salad greens
and 10s8s Store remaining vinaigrette in the refngerator, in a tightly sealed glass jar, for up to
one week. To warm cold vinalarette, place jar in a small bowl of hol tap water for a few
minutes. Makes 1/2 cup

http:/furbanext.illinois.edu/veggies/lettuce ] .html 4/26/2010
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SWEET CORN

Nutritional facts:

- Sweet comn is cholesterol-free and low in fat.

- Sweet corn contains many vitamins including folate, vitamin B5 and 5% of
both riboflavin and B6.

- [t also contains vitamin A, vitamin C, vitamin E, thiamine and niacin.

- Sweet corn contains 20% of the day’s requirement for sodium and 12% of
the daily manganese requirement.

- It also contains calcium, magnesium, phosphorous, potassium, zinc, copper
and selenium.

- Sweet corn also delivers 1 proline and leucine.

Use and storage:

- Sweet comn is best when eaten as soon as picked. It is best to use the
corn within 2 days.

- If you must store sweet corn, use plastic bags and refrigerate as soon
as possible leaving it in the husk.

- Sweet corn is traditionally boiled. However it can be steamed, grilled,
roasted and even microwaved.

- Freezing is the best method for preserving sweet corn.
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Sweet Corn Chowder reipe

#1566 113

156693 Nutrition Facts

» Se T 1

Alight summery chowder. If it is summer please, please use ring Size 1 (3948)
fresh, i mean just picked corn from the cob it’s delicious Recipe makes 6 servings

by VegBear e ———————————

Calories 155

45 min | 10 min prep Calories from Fat 11 (7%)
SERVES 6 Amount Per Serving 9]§V
] Total Fat 1.3g 2%
5 CUps water _ . Saturated Fat 0.2g 1%
1 small vellow onion, peeled and fine diced Monounsaturated Fat 0.4g
1 carrot, peeled and fine diced

Polyunsaturated Fat 0.6g

1 stalk celery, fine diced

. ) Trans Fat 0.0g
;/ 4 cup parsley, minced Cholesterol omg 0%
cups corn kernels (takes 8~10 ears) Sodi a10mg 7%
1 teaspoon sea salt -
Potassium 425mg 12%
black pepper Total Carbohydrate 36.6g12%
. o .
i/2 teaspoon maple syrup (optional} - ohycrate 36.6g12
Dietary Fiber 4.6g 18%
1. In a large pot bring the water to a boil, then add the Sugars 1.1g
omnion, carrot, celery and parsley. Turn heat down and Protein 5.3g 10%
sim}inser, uncov?reil for 25 minutes. Add the corn and Vitamin A 1954meg 39%
cook 5 more minutes. X o
2. Transfer half the soup to a blender and blend unti Vi . B6 0.3mg 16%
smooth. Return to the pot. Vitamin B12 0.0meg 0%
3. Add the salt and pepper, taste for flavor. Add the maple | Vitamin C15mg 25%
svrup if you want a sweeter sonp. Vitamin E omcg 0%
4. Enjoy. Calcrum 22mg 2%
Iron omg 5%
© 2009 Recipezaar. A!l Rights Reserved. detailed view.
http://www.recipezaar.com
Share your experience with others, and post your comments how is this calculated?
on the recipe. Type 156693 in the Search box at the top of
RECIOELAR . b e DAck T TS tecine easilv.

Recipe Notes & Rating: (I 5stars 4 stars (O 3
stars [J 2 stars [J 1 star

Page 361 of 487
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Sweet COI'Il Dip Recipe #372611

This is a ynmmy dip that you won't be able to stop eating.
Sometimes 1 add some cooked, chopped bacon. Cut down the
fat by using low-fat or fat-free varieties of the cheese, sour
cream, and miracle whip. Add an extra jalapeno if you like it
spicy!

by Thunder Bay Laura

15 min | 10 min prep
SERVES 8

1 (11 ounce) can white shoepeg corn, drained
1 (15 ounce) can sweet corn, drained

1 cup Miracle Whip

1/2 cup sour cream

1 jalapeno, seeded and chopped

1/2 1b colby-monterey jack cheese, grated
1/2 cup white onion, chopped

1 Place chopped onion in a microwave-safe dish and
microwave on high for 30 seconds. (This step cuts back
on the intense flavor of raw onion - you may skip this
step if you prefer).

2. Combine all ingredients in medium-sized bowl.

3. Serve with fritos or plain ripple potato chips.

© 2009 Recipezaar. All Rights Reserved.
http://www.recipezaar.com
Share your experience with others, and post your comments

on the recipe. Type 3772611 in the Search box at the top of
Recipezaar, to get back to this recipe easily.

Recipe Notes & Rating: 0 5 stars [ 4 stars O 3
stars [J 2 stars ] 1 star

httn://www.recinezaar.comy/rectoe/print?1d=372611

Page 1 of |
December 2012

Nutrition Facts
Serving Size 1 (146g)

Recipe makes 8 servings

The following items or measurements
are not included below:

Miracle Whip

L]

Calories 223

Calores from Fat 112 (51%)

Amount Per Serving %V
Total Fat 12.6g 19%
Saturated Fat 7.4g 37%

Monounsaturated Fat 3.6g
Polyunsaturated Fat 0.8g

Trans Fat o.0g
Cholesterol 3umg 10%
Sodium 169mg 7%
Potassiom 287mg 8%
Total Carbohydrate 20.1g6%
Dietary Fiber 2.6¢ 10%
Sugars 2.4g
Protein 10.4g 20%
Vitamin A 327meg 6%
Vitamin B6 0.2mg 7%
Vitamin B12 0.3mcg 4%
Vitamin C 7mg 12%
Vitamin E omcg 0%
Calcium 233mg 23%
Iron omg 3%
detailed view...
how is this calculated?
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Sweet Corn Casserole

Recipe #401912

This is definately an EASY “comfort dish". I got this recipe
from my MIL soon after my husband and I began dating. She
got this recipe from one of her many fellow military wives,
during their time as a military family (my FIL was in the Air
Force). It is quite sweet but has no added sugar! My hubby
loves this!!!

by KPH

50 min | 5 min prep
1 9Xi3 pan

1 (8 1/2 ounce) box Jiffy corn muffin mix

1/2 cup melted butter

2eggs

1 (14 1/2 ounce) can whole kernel corn (drained)
1 (14 1/2 ounce) cau cream-style corn

1 Cup sour cream

Preheat oven to 350.

mix all ingredients together,.

pour into 9x13 pan (coated with cooking spray)
bake for 40-50 minutes until golden brown!
Enjoy!

LAl oI ol i

© 2009 Recipezaar. All Rights Reserved.
http://www.recipezaar.com

Share your experience with others, and post your comments
on the recipe. Type 401912 in the Search box at the top of
Recipezaar, to get back to this recipe easily.

Recipe Notes & Rating: (15 stars 04 stars [ 3
stars O 2 stars (0 1 star

htto://www.recioezaar.com/recioe/print71d=401912

Page 1 of 1

December 2012

Nutrition Facts
Serving Size 19x13 pan 1523g
Recipe makes 1 9x13 pan)
Calories 3103
Calories from Fat 1670 (53%)
Amount Per Serving ";’v
Total Fat 185.6g 285%
Saturated Fat 99.8g 498%
Monounsaturated Fat 59.5g
Polyunsaturated Fat 13.5g
Trans Fat 0.0g
Cholesterol 773mg 257%
Sodiuam 6148mg 256%
Potassium 2150mg 61%
13‘{(;::1:13 ;L‘arbohydrate 110%
Dietary Fiber 29.2¢g 116%
Sugars 73.8g
Protein 56.0g 112%
Vitamin A 5399mcg 107%
Vitamin B6 1.0mg 47%
Vitamin B12 2.4meg 39%
Vitamin C 57mg 96%
Vitamin E 8mcg 20%
Calciom 518mg 51%
Iron 13mg 73%
how is this calculated?
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Fresh Sweet Corn Salad

Recipe #66 T
ecipe #66478 Nutrition Facts
. ] A Serving St
This salad is fresh, light, and goes with everything. Be sure to use © Size 1 (120¢)
fresh sweet corn when making it, the sweeter the better. If you Recipe makes 8 servings
make it the day before serving, flavors will bave a chance toblend. | s ———————t s———
This keeps for several days in the fridge. Cook time is minimum Calories 129
chill time. Calories from Fat 69 (53%)
by Terri F. %
Amount Per Serving DV
242 hours | 25 min prep Total Fat 7.7g 1%
SERVES 8 Saturated Fat 1.1g 5%
Monounsaturated Fat 5.2g
6 ears fresh sweet corn Polyunsaturated Fat 1.1g
1 red bell pepper, diced Trans Fat 0.0g
1 orange bell pepper, diced Cholesterol omg 0%
6 green onions, finely sliced (scallions) Sodium 13mg 0%
2 tablespoous fresh cilantro, chopped Potassium 282mg 8%
2 tablespoons fresh parsley, chopped Total Carbohydrate 15.5g5%
Dietary Fiber 2.8g 11%
For dressing Sugars 3.78
Protein 2. %
1/3 cup rice vinegar, seasoned with basil and oregano (I use 2 e-m U 3
Nakano brand) ‘\;:aamm g ;Mlmcg :;%
e . itamin B6 0.1mg
:g cup extra virgin olive oil Vitamin B12 0.0meg 0%
t Vitamin C 64mg 107%
pepper Vitamin E 1mcg 3%
. Calct %
1. Remove husk from corn and steam in salted water until clum 13mg !
iron omg 4%
tender.
2. Drain corn and cut from cob. detailed view...
. Inal bowl, mi ,red and , scallions,
3 1nalarge bowl, mix corn, red and orage peppers, scallons, | e
4. Add vinegar, olive oil, and salt and pepper, and mix well
. Chill several hours or avernight.

© 2009 Recipezaar. All Rights Reserved.
http://www.recipezaar.com

Share your experience with others, and post your comments on
the recipe. Tvpe 66478 in the Search box at the top of Recipezaar.
to eet back to this recipe easilv.

Recipe Notes & Rating: [0 5 stars [0 4 stars O 3 stars O
2 stars O 1 star

: Page 364 of 487
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Sweet Corn Pasta Bake

Recipe #304837 Nutrition Facts
i love corn so i have to put this one in $0 i can have it in my g Suei (4298)
menu. Tip: The pasta bake can be made to end of step 3, then Recipe makes 4 servings
covered and refrigerated for up to 2 days. Remove from fridge | ee—— —.—
and stand for 10 minutes before baking. Calories 767
by Sonyao1 Calories from Fat 201 (26%)
. %
1 hour | 10 min prep Amount Per Serving DV
Total Fat 22.4g 34%
SERVES
4 Saturated Fat 8.8g 43%
400 g penne pasta Monounsaturated Fat 7.8g
1/3 cup light cream cheese Polyunsaturated Fat 4.0¢g
2 (420 g) cans creamed corn Trans Fat 0.0g
4 green onions, thinly sliced Cholesterol 82mg 27%
300 g shaved chicken, roughly chopped Sodium 8oomg 33%
1/3 cup grated light tasty cheese Potassium 790mg 22%
Total Carbohydrate 119.1g39%
1. Preheat oven to 180°C Cook pasta in a large saucepan of Dietary Fiber 13.9g 55%
boiling salted water, following packet directions, until Su
\ ; . ; gars 7.2g
Just tender. Drain pasta, reserving 1/2 cup cooking -
water. Return pasta and reserved water to saucepan with | PXotein 30.0g 59%
cream cheese, corn, green onions and chicken. Coaok, Vitamin A 9o1mceg 18%
stirring, over medium heat for 3 minutes or until cheese | Vitamin B6 0.6mg 31%
has melted and ingredients are combined. Season with Vitamin B12 0.4meg 6%
saitand pepper. . . Vitamin C 13mg 22%
2, Spoon mixture into a 12-cup capacity ovenproof dish. Vitamin E %
Sprinkle with cheese. rta@ meg 4
3. Cover with foil and bake for 30 minutes. Remove cover | Calcium 122mg 12%
and cook for a further 10 minutes or until top is golden. | Iron 2mg 15%
detailed view...
© 2009 Recipezaar. All Rights Reserved.

http://www.recipezaar.com | bow s this calculated?

Share your experience with others, and post your comments
on the recine. Tvoe 204827 in the Search box at the too of
Recipezaar. to get back to this recine easilv.

Recipe Notes & Rating: (05 stars 04 stars O3
stars (J 2 stars [J 1 star
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Sweet Corn Salsa recipe #56561

Want a different flavor for your Tortillas’ or you nachos? Try
this. I made it once and my family went crazy over it. NOTE: |
bad to add serving size on this recipe before it was excepted. I
am not sure what it really is.

by Stacy Buzzell

3%4 hours | 5 min prep
SERVES 8 , 2 cups

1/4 cup frozen corn

1 cup saisa

1/4 cup black beans

2 tablespoons sugar

1 tablespoon white corn syrup

1/2 teaspoon Worcestershire sauce
1/2 teaspoon apple cider vinegar

Let cool.
Mix all ingredients well.
Refrigerate for 2-3 hours.

Pw P

© 2009 Recipezaar. All Rights Reserved.
http://www.recipezaar.com
Share your experience with others, and post your comments
on the recipe. Type 56561 in the Search box at the top of
Recipezaar, to get back to this recipe easily.

Recipe Notes & Rating: [ 5 stars 0 4 stars O 3
stars (J 2 stars [J 1 star

htto://www .recinezaar.com/recine/nrint?id=5656 1

Pape 1 of 1
December 2012

Cook corn in a microwave safe dish for a minute on high.

Nutrtion Facts

Serving Size 1 (498)

Recipe makes 8 servings

Calories q0

Calories from Fat 1 (2%)

Amount Per Serving gv
Total Fat 0.1g 0%
Saturated Fat 0.0g 0%
Monounsaturated Fat 0.0g
Polyunsaturated Fat 0.1g
Trans Fat o.0g

Cholesterol omg 0%

Sodium 199mg 8%

Potassium 129mg 3%

Total Carbohydrate 9.7g 3%
Dietary Fiber 1.1g 4%
Sugars 4.9g

Protein 1.1g 2%

Vitamin A 95mcg 1%

Vitamin B6 0.1mg 3%

Vitamin B12 0.omcg 0%

Vitamin C omg 1%

Vitamin E omeg 0%

Calcrum 11mg 1%

Iron omg 1%

detailed view...

kow i5 this calculated?
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April 26, 2010
Dear O’Rourke Family Farms,

We are a 4™ grade class at Webster Elementary School in Clinton,
[linois. As part of a nutrition project with the U of I Extension Service, we
have been asked to research sweet corn. We have looked up the nutritional
values of sweet corn and found a few recipes. The last part of our project is
o contact a producer of sweet com. We found your name off the “Illinois
Farm Direct” website. We came up with a few questions and are hoping that

you could take a couple of minutes out of your busy spring planting season
to answer them.

When is the best time to plant sweet corn?

When do you buy the seed?

How many different varieties do you plant?

Do you use a special planter to plant it?

How many acres do you plant?

How long does it take the seed to germinate?

What is the height of a stalk?

How do you keep insects and animals from eating it?
Do you use any chemicals?

10 How long does it take from planting to harvest?

11. What is your selling price?

12. Do you have a favorite recipe that uses sweet corn?

VN AW

We look forward to any answers you have time to give us.
The goal of the project is to get students interested in growing their own
produce and to learn to take advantage of our local Farmers® Market.
Our address is: Webster Elementary
c/o of Mrs. Clark’s class
612 N. George St.
Clinton, IL. 61727

Thank you,
Mrs. Clark’s 4™ grade class
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From: "Pavlina Davis"

To: "Barb Gullone™ -

Date: 4/8/2010 10:06 PM

Subject: Re: Salad Greens

Hello a 4th Grade Class in Clinton,

Sorry for not responding sooner to your e-mail, but my lettuce plants were
calling me.:-) it is exciting to know that you are studying nutrition, it is

very important to know about different foods and how to eat healthy so that

you would be strong to do all you have to do in life. | hope your Rocky Top
Lettuce mix and Garden Cress are growing nicely. Here are my answers to your
questions:

ad 1. Arugula, Asian Greens, Buttercrunch, Claytonia, Com Salad (Mache),
Endive, Freckles (Flashy Trout Back), Green Butterhead, Green Grand Rapids,
Green Qakleaf, Green Romain, Green Summer Crisp, Lettuce Mix Encore, Lettuce
Mix Allstar, Minutina, Mizuna, Purslane, Red Butterhead, Red Grand Rapids,
Red Lollo, Red Oakleaf, Red Romain, Red Summer Crisp, Red Velvet, Redleaf
Amaranth (Spinach substitute), Spinach, Summerntiime, Tetragonia (Spinach
substitute).

ad 2. Good source of nutrients.

ad 3. Salad mix.

ad 4. We pick them by hand almost every day 50 that the customer would get
them fresh.

ad 5. We start planting at the beginning of March in the greenhouse and
continue to do so every 4-5 weeks until September. We harvest throughout the
whole season beginning mid-April and ending mid-November. We have a special
house with raised beds for salad greens that is covered with plastic like a
greenhouse (but it does not have any heat) and it allows us to start

planting early and harvest late in the season. We also have other raised

beds to plant the salad greens in the summer.

ad 6. We don't spray our lettuce and that's why in the summer we grow only
those kinds that bugs don't care for. The others we grow in the spring only.

ad 7. We have a very useful imigation system that saves us a lot of time.

ad 8. Greenhouse only.

ad 9. An excellent source of vitamin A (in the form of beta-carotene),

folate, vitamin C, vitamin B1, vitamin B2, manganese and chromium.

ad 10. Sunny, but when it gets very hot in the summer, they have to be

shaded with special black cloths otherwise they get bitter and boldt.

ad 11. Sealed plastic bags (for example, reclosable gallon bags) so that the

air cauld not get to them.

| hope my answers will help you in your research. Please let me know your
resuits. Hf your would like to visit us at our farm and see how we grow
lettuce, please do not hesitate to contact me at 224-612-2507.

Best regards to you afl,

Pavlina Davis
Omega Farm (First Fruits Produce Co.)
www.omegafarmonline.com

—— Original Message ——
From: "Barb Gullone"
To:

Sent | nursgay, Marcn £5, 2u1u 12:46 PM
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Subject Salad Greens

Hello,

We are a 4th grade class in Clinton, IL, and we are studying nuftrition and
speclalty crops. We are the salads class and we are growing Rocky Top
Lettuce mix and Garden Cress in our classroom. We have some questions we
need to research and we hope you have time to answer them.

1. What different kinds of satad greens do you grow?

2. Why did you decide to grow salad greens?

3. Which do you sell the most?

4, How do you harvest salad greens?

5. when do you plant and when do you harvest?

8. How do you control animal and insect problems?

7. Do you use irrigation methods?

8. Do you start your seeds in a greenhouse or do you sow them directly into
the ground?

9. What Is the nutritiona! value of salad greens?

10. Do the plants prefer a sunny or shady location?

11. How are salad greens best stored after harvest?

Thank you 0 much. We look forward to hearing from you.

— Scanned by M+ Guardian Messaging Firewalt — Clinton Unit School
District —

— Scanned by M+ Guardian Messaging Firewall — Ciinton Unit School District —
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From: Linda Kleiss

To: o

Date: 4/2312010 4:38 PM
Subject: RE: Herb questions for you!

Dear Mrs. Flanagan and class,

| used to operate Kleiss Nursery but retired and closed the nursery in 2008. | still love many herbs and will
answer your questions. | hope you will attempt to find others to give you their unigue answers. | suggest
you contact Sandy Mason at the University of lllinois extension office in Champaign. She has interesting
herb handouts that | believe you will find useful.

1. We acquired seeds from various seed companies. Park Seed would be a good contact for you.

2. We raised herbs both because we enjoy them and our customers expected to have a wide selection of
herbs when she shopped at Kleiss Nursery.

3. Herbs are used for cooking, landscape beauty, and fragrance.

4. We started herb seeds, in pots, anywhere from the beginning of January to the beginning of April
depending upon the germination requirements of the seed and length of time for the plants to reach a
saleable size. Some herb plants are grown from cuftings, small pieces of "mother” plants.

5. Seeds are pressed onto a potting soil mixture. Some seeds are covered with more soil, if they like to
germinate in darkness while other seeds enjoy having light to encourage germination. You must research
each plant to find out how that particular seed perfers to grow.

8. Different herbs are harvested at different fimes. Some plants are harvested by snipping off needed
portions weekly, such as Basil. Other plants have a definite harvest period if for instance their flower buds
are being used fragrance, such as Lavender.

7. Every herb plant has different specific needs. However, most like full sun and well drained soii.

8. Herb plants shouid be checked daily for needed water. Whan the soil feels dry or the plant looks
wilted, water. Do not water without checking first.
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9. We did not use machines to harvest herbs as we did not row ¢rop them.

10. We grew herbs, in pots, in our greenhouses. We generally used 6 very targe greenhouse
benches/tables on which to grow our herb pots.

11. When Kleiss Nursery was open we maintained our company website.

12. Since our plants were grown in the greenhouses we did not have animal issues EXCEPT with catnip.
We had to build a cage to surround the pots of catnip to protect them from our greenhouse cats!

13. Some herbs are useful within 6 weeks after planting and others take 2-6 months to preduce.

14. | suggest you consult Susan Belsinger's websile: susanbelsinger.com. She has written a book called
Not Just Desserts-Sweet Herbal Recipes. Her chocolate pudding with bay is delicious!

| hope this assists you with your project.

Linda Kleiss

retired, Kleiss Nursery

> Date: Fri. 23 Apor 2010 11:00:23 -0500
> From-

>To

> Subject: Herb questions for you!

>

> Aprit 23, 2010

>

> Hello!

> We are a 4th grade class that is studying all about herbs in our

> Science class. We pulled your name up in the search results for

> lllinois Farm Direct and wondered if you would mind answering some or
> all of the questions below for us. We appreaciate anything you can tell
> us about growing herbs. We would like to know:

4

> 1. Where do you get your seeds at to start growing herbs?

> 2. Why do you raise herbs?

> 3. What are herbs used for?
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> 4. When do you start planting the seeds?

> 5. How do you plant the seeds?

> 6. When is harvest time?

> 7. Do herbs take any special care?

> 8. How often do you have to water the plants?

> 9. Do you use any machines for harvesting the herbs?

> 10. How much land do you have to grow the herbs on?

> 11. Are you on any websites?

> 12. Do you have any problems with animals eating/destroying your
> plants?

> 13. How long does it take for herbs to grow and be able to be used?
> 14. Do you have any favorite recipes that you like to use your herbs
> for?

>

> We thank you very much for your time and Jook forward o hearing from
> you!

) Y

> Sincerely,

> Mrs. Celeste Flanagan’s 4th Grade Class
>

>

> — Scanned by M+ Guardian Messaging Firewall — Clinton Unit School District —
>

Hotmail is redefining busy with tools for the New Busy. Get more from your inbox.
hitp:/f'www windowslive.com/fcampaign/thenewbusy?ocid=PID28326:: T WLMTAGL.ON:WL en-US:WM_H
MP-042010_2

-— Scanned by M+ Guardian Messaging Firewall -— Clinton Unit School District —
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From: Teresa Santiago

To:

Date: 412512010 5:19 PM
Subject: RE- Herb questions for you!
Hi Celeste,

| would be happy to answer your students’ questions! See below.

Take care,
Teresa

> Date; Fri, 23 Apr 2010 11:01:16 ~0500

> From:

> To:

> Subject: Herb questions for you!

>

> April 23, 2010

>

> Hello!

> We are a 4th grade class that is studying all about herbs in our

> Science class. We pulled your name up in the search results for

> lllinois Farm Direct and wondered if you would mind answering some or
> all of the guestions below for us. We appreciate anything you can tell
> us about growing herbs. We would like {c know:

>

> 1. Where do you get your seeds at to start growing herbs?
| order most of my seeds from a company called Johnny's Seeds.
> 2. Why do you raise herbs?

I raise herbs nerbs for a few different reasons First of all, | raise them because | can make money by
selling them and can make a living that way. | alse tove all of the sensory experiences of growing herbs
including:

Taste—! love to cook and | like to leam new ways of flavoring foods with different herbs.

Smell-Herbs smefl wonderful and | love harvesting them and smelling all of the different scents,
Sight—Herbs have different textures, sizes, and colors of leaves and flowers. They are very pretty.
Hearing—Yes, hearing! Many herbs have pretty flowers that insects are attracted to and the herb beds are
literally buzzing with bees, beeties, butterflies, and more!

| also love leaming about the medicinal uses of herbs.

> 3. What are herbs used for?
Herbs are used for flavonng foods, as medicineg, as scents, and as pretty garden plants.
>4 When do you start planting the seeds?

The first seeds | plant are the parsleys and they are planied in February in my house, then transplanted
outside later.

> 5. How do you plant the seeds?

A few kinds of herbs are seeded directly into the soil in the field, bul to get a head start, | plant most of the
seeds in my greenhouse in a special poetting sail. Then they are transplanted outside when the weather is
warmer (starting about now actually).

> 6. Whaen is hatvest time?

We harvest our herbs every Friday starting at the beginning of May and going through the entire summer
unlif it gets colder, about September or Octaber.

>7. Do herbs take any special care?

Not really. The perennial ones need to be pruned back before they leaf oul in the spring. And you should
keep all of your herbs weeded, but they need very little fertilizer and no watering uniess there 1s a bad
drought.

> 8. How often do you have to water the planis?

| water my transplants when | plant them in the fietd, but then they are on their own.
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>0, Do you use any machines for harvesting the herbs?
No, | hand cut them with a sharp secrated knife.
> 10. How much land do you have to grow the herbs on?

The area that | grow my herbs on is very small compared to farms that grow corn or soybeans. Itis less
than one quarter of an acre,

> 11 Are you on any websites?

Not yet, but hopefully very soon ! will have my own website.

>12. Do you have any problems with animals eating/destroying your
> plants?

No. We have 2 dogs, Plenty and Sandy, who keep deer and rabbits out of the field, and the insects don't
seem to bother them.

> 13. How long does it take for herbs ta grow and be able to be used?

Most herbs planted by seed in the early spring will be able to be harvested starting in about June or July.
Same of them take a year to get established to the point where you can harvest large amounts from them.
> 14, Do you have any favorite recipes that you like to use your herbs

> for?

) do! Here is my favorite one!

Mint Saisa

2-3 cloves garlic

1/2 jalapeno or Serrano peppers

112 c. fresh mint leaves, gently packed

1 Tablespoon chopped fresh basil

2 pounds tomatoes

1 teaspoon sugar

1 teaspoon cumin

1/2 leaspoon salt

juice of one lemon

3 Tablespoons olive oil

Pracess first four ingredients in food processor untit
finely chopped. Add rest

of ingredients and process until tomatoes
are in small chunks. Serve with chips or
over pasta with black olives. Great on

hamburgers too.
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> Wa thank you very much for your time and look forward to hearing from
> youl

>

> Sincerely,

> Mrs. Celeste Flanagan's 4th Grade Class
>

>

> — Scanned by M+ Guardian Messaging Firewall -— Clinton Unit School District —
>

— Scanned by M+ Guardian Messaging Firewall — Clinton Unit School District —~
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SC-10-23 - Geneva Green Market NFP
FINAL REPORT

Project Summary:

Geneva Green Market, a group that has received not-for-profit status with the IRS, exists to provide a
venue for the distribution of locally grown and/or produced foods and to educate the public on the benefits
of consuming local foods. In this endeavor, the Geneva Green Market, NFP, contributes to the health of
the community by providing fresh, nutrient rich foods; the health of the environment by supporting
sustainable, bio diverse farms, and the health of the local economy by promoting local farmers.

The grant funds were used to promote the Geneva Green Market and, for the second time the Geneva
Winter market (Community Winter Market), which moved the market indoors and extended it year round.
Grant funds were used to buy space in local media (i.e. local newspapers, radio), publish a promotional
farmer’s brochure and fund various signage including sign boards, posters, cards, and business sized
publications. These advertisements and promotional materials highlighted the season’s incoming crops,
chef's demos, market dates, and special events (such as the tomato tasting event in mid season).
Attendance and dollars spent were tracked. The results attained from similar activities completed in 2009
informed each of these activities.

Project Approach:

The Geneva Green Market has established a reputation for consistent, high quality, local, fresh food since
beginning its open air market in 2007. It is a community source for specialty crops with vendors offering
more than 100 goods on any given market day. In particular, these include locally grown, natural or
organic, herbs fruits and vegetables as well as heritage and heirloom crops, even some native seed
varieties. The Geneva Green Market created a marketplace, by connecting local farmers to customers,
and customers to local farmers. This dialogue allows farmers’ direct contact to their consumer base.
thereby allowing them to respond more dynamically to gauge market needs and demands. This
communication creates a beneficial feedback loop or virtuous cycle. In  doing so this enhances the
economic viability of local farmers and healthy communities.

The establishment of the Geneva Winter Farmers Market (2007), name changed to the Community
Winter Farmers Market (2009) provided a continuation of the open air market. With its’ initial success,
conversation stated in 2008 with the farmers about growing crops through the winter. In 2009, we had
commitment from enough farmers to begin to grow specialty under hoop houses and storage of winter
crops. We provide a place to sell their specialty crops. The Inglenook Pantry, 11 N. 5", Geneva, IL, 60134
hosts the Community Winter Farmers Market. It has developed a sustainable vendor/farmer and customer
base and there is demand from the community for such a market.

The advertising funding provided by the lIllinois Farmers Market Advertising Grant Program in 2008 to
support the Geneva Green market was essential for its success. The 2010 Grant includes advertising
support for both the Geneva Green Market and the Community Winter Farmers Market. This support is
essential for the promotional activities and contributes to the greater success of both markets.

A major change occurred by changing the name of the Geneva Winter Market to the Community Winter
Farmers Market. We wanted to include more communities in the Fox River Valley and beyond Kane
County. We believed it tied in with the local food policy better during the winter months. We also wanted
to invite other specialty crop farmers/producers/fiber producers that were not selling at our summer open
air market, however the grant funds were used only to promote the specialty crops farmers.

Project Approach:
Print Advertising — Layout, design, copy writing, and media buy of ad space of the following ads:

Geneva Republican-
Covers Batavia, Geneva, St. Charles, IL readership.
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Timeline: Geneva Green Market — May 2010 thru October 2010
2 ads- ¥4 page $125.00, 3ads 1/2 page $660.00

Timeline: Community Winter Market — November 2010 thru December 2010
1 ad % page $220. Total cost: $1005.00

Kane County Chronicle —
Covering South Elgin, west Kane County, and west DuPage County.

Timeline: Geneva Green Market- May 2010 thru August 2010
8 ads 1/8 page $300.00

Timeline: Community Winter Market — January 2010 thru December 2010
6 ads ¥ page $848.00 Total cost: $1148.00

Elburn Herald Publications —
Expanded into Maple Park, Elburn, Kaneville, Sugar Grove, and Montgomery, IL. This is
a weekly paper with a circulation population of farms and a growing suburban influx with
a strong 8000 readership. Our main purpose is to gain awareness to the farm community
readership to a local specialty crop market.

Timeline: Geneva Green Market — June 2010 thru October 2010
10 ads 1/8 page $360.00, %2 page $89.00

Timeline: Community Winter Farmers Market — January 2010 thru December 2010
18 ads 1/8 page $ 642.00, ¥4 page $89.00, ¥ page $355.00 Total cost: $1535.00

Daily Herald Publications:
Expanded into DuPage County mostly a suburban readership.

Timeline: Geneva Green Market — June 2010 thru September 2010
7 ads ¥ page $675.00 Total cost: $675.00

City of Geneva Publications —
The City of Geneva mentioned the Geneva Green Market in 40 emails to the business
community. The Geneva Green Market was mentioned 6 times in radio ads. It was
included in the Geneva Chamber of Commerce Visitors guide which had 120, 000 piece
print. The Geneva green market was included in the Swedish Days advertising brochure,
the largest festival in lllinois.

Cost: $1000.00 (in kind contibution)

Radio Station WBIG General and Business Ads —
The radio station ran public service ads about the Geneva Green Market.

Timeline: May 2010 thru December 2010,
Cost: $400.00 (in kind contribution)
The monies allocated to the radio ads were reallocated to specialty ads thru out the year.

Timeline: May 2010 thru December 2010
Geneva Republican: $660.00

Elburn Herald: $89.00,

Insight $355.00

Cost: $1504.00
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Geneva Green Market Brochure —
Design and printing of new market brochure. Print poster to distribute to merchants in
town to display in windows.

Design: $100.00
Brochure: $366.60
Posters: $63.75
Cost: $530.75

Educational Videos —
Timeline: May 2010 thru December 2010
Cost: $4000.00,
Link to videos are attached.

Website and Newsletter —
The remaining monies allocated from the grant were spent in this area. In July 2010, our
webmaster/ communications man, Freight Train Media, took a permanent leave of
absence. Izabella Kowalski and Lindsay Pompa, have worked together to reconstruct our
website, email lists, and social media outlets.

Timeline : January 2010 thru December 2010
Cost: $1760.00

Goals and Outcomes achieved:

Geneva Green Market — June 2010 thru October 2010

The number of visitors to the Geneva Green Market increased by 11% with average attendance of 520
people per week over a 22 week period. We attribute the increase to regular advertising and the
partnership of the Geneva Public Library and Delnor Hospital to help the Geneva Green Market in its
effort to bring specialty crops to our community.

2007: average attendance - 100 people per week
2008: average attendance - 300 people per week
2009: average attendance - 468 people per week
2010: average attendance - 520 people per week

Community Winter Market —
The number of visitors increased by 66%. We consider this increase a phenomenal accomplishment. We
attribute this increase to our farmers and their dedication to this Winter market and to our loyal customers.

2009: average - 200 people per week
2010: average - 300 people per week

Kids Corner — June 2010 thru October 2010
The Kids Corner attendance increased by 75% in 2010. We attribute this increase to the partnership with
Delnore Hospital and Kane County thru their “Fit For Kids” initiative.

The Geneva Green Market farmers brochure helped to raise awareness of locally grown fruits and
vegetables It was handed out to customers and visiting chefs. The brochure also informed the public of
the sustainable agricultural practices of our farmers. It is a wonderful resource for our community. Over
half of our farmers are within 20 miles of Geneva. Once again this gives our community a better
understanding of the choices of true locally grown crops. Posters increased public awareness and the
number of market visitors at the Geneva Green Market and the Community Winter Market. They also
increased interest among tourist to Geneva. Local advertising and stories helped to raise awareness.
Please see attached articles.
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Beneficiaries:

The farmers benefitted with the increase in foot traffic. They saw on the whole a 120% increase in their
sales. They are building a customer base and long term relationships with their clientele. This helps in
maintaining a sustainable community. They are also building relationships with chefs in the area.

Families benefitted through the partnering with Delnor Hospital, and the Geneva Public Library. Through
the “Fit for Kids” grant to Delnor Hospital, the Geneva Green Market had an intern to work with kids at the
Kids Corner. This was a huge help for 8 weeks. The Geneva Public Library brought materials to the
market once a month. Delnor Hospital also provided a registered dietician once a month for questions.
The Geneva Academic Foundation also brought materials to the market to inform parents of ongoing
activities.

It is with the help of individuals that volunteer their time and energy that help to build a strong community.
The help of the Geneva Green Market board of directors; Connie Weaver, President; Diana Morin,
Secretary; Tammy Wilson, Treasurer; and numerous others that set up, take down, distribute materials,
fix broken tents and run for water and coffee that helps to run the Geneva Green Market and the Geneva
Community Winter Market and The lllinois Department of Agriculture Grant program is what continues to
increase awareness of Specialty crops available in Kane county.

Lessons Learned:

After evaluating the outcome of our goals set forth, it is clear that the continued success of the Geneva
Green Market and the Winter Community Market can be attributed to heightened Awareness generated
by print media and web traffic. Grant funding is critical in this area because Geneva Green Market, NFP
relies solely on donations. Advertising in the print media helps to increase press coverage. The use of
social network media also helps to raise public awareness. We the Geneva Green Market, NFP will
continue to strive to educate the public on the benefits of local healthy food, and the importance of
supporting local agriculture with benefits to the local economy.

Contact:
Connie Weaver, Geneva Green Market, genevagreenmarket@gmail.com
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eneva
green ®
market

http://genevagreenmarket.orqg/

YouTube:
http://www.youtube.com/watch?v=nNYd9UCzgpg&feature=channel video title
http://www.youtube.com/watch?v=gBSoWRzvv08&feature=relmfu
http://www.youtube.com/watch?v=ErvglWe8IHs&feature=channel video title
http://www.youtube.com/watch?v=nbglLge2660c&feature=relmfu

Vimeo:

http://www.vimeo.com/16515356
http://www.vimeo.com/16512655
http://www.vimeo.com/15817264
http://www.vimeo.com/15540561
http://www.vimeo.com/15684900
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from the farmers f|e|<|:q| to your plate ...
Sponsored by: + THURSDAY§e7eAM 1o o E JﬁﬁE-OCTOBER +
mwa FRUIT & HEIRLOOM VEGETABLES every week! S U M M E R AD
We have SWEET CORN, PEACHES, HONEY CRISP APPLES,
SQUASH, POTATOES, EGGS, CHEESE, MEAT and more.

75 N RIVER LANE, GENEVA

www.GenevaGreenMarket.org

o

from the farmer’s fleld to your plate ...
see you therel

+ THURSDAYS 7*"-1™ « JUNE-OCTOBER + SUUMMER GUIDE AD

Savor the Season'’s Flavors: New FRUIT & VEGETABLES
every week! Including HEIRLOOM & RARE varieties,
SPECIALTY GREENS, HERBS, FREE range EGGS,
Pastured MEATS and more.

75 N RIVER LANE, GENEVA

www.GenevaGreenMarket.org

R

Examples of advertisements
Advertisements were supported by grant funds with non-

specialty crop portions supported from various matching and
in-kind sources.
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SC-10-25: From Rooftop to Tabletop: Gardening at the Gary Comer Youth Center
A) Narrative outlining entire grant project:

The initial purpose of the project was to facilitate the transition of the Gary Comer Youth
Center’s rooftop garden to a rooftop urban farm. From the time the grant proposal was
submitted, three additional growing spaces were developed: 1) a 15,000 square-foot community-
based youth farm with a 20” x 60” hoop house; 2) an environmental education garden that creates
a green campus between the Youth Center and a newly constructed high school; and 3) a
backyard raised-bed garden. These three additional garden spaces expanded the scope of the
project from the rooftop garden to all four Gary Comer Youth Center gardens. The expanded
growing space provided more opportunities for youth to learn all aspects of growing specialty
crops from seed to table. The new sites also provided more opportunities to work with educators
and community members. The grant supported four projects: 1) Teen employment; 2) Training
and workshop sessions for area growers, GCYC and community members; 3) Develop a
distribution model to increase the availability and amount of locally grown produce in the
community; and 4) Develop a book: How to grow Rooftop Crops: From Rooftop to Tabletop.
Project #4 resulted in the completion of a garden-culinary themed annual calendar, which will be
used to complete a book in 2011. The calendar features growing tips, recipes and photos of youth
growing and consuming specialty crops grown in the four GCYC gardens. The Illinois Specialty
Crop Grant facilitated the growth of more than 15,000 square feet of new growing space,
partially supported 85 youth involved in seed-to-table gardening, and reached 800 GCYC youth,
family and community members through a weekly food distribution program. Specialty crops
were also sold to area chefs and restaurants through a student-led social entrepreneurial project,

Rooftop Crops.
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The Illinois Department of Agriculture Specialty Crop grant helped to build an emerging
source of locally grown, fresh produce and flowers to the GCYC community. Plans for 2011
include expanding the youth farm to 2 acres, building a second year-round hoop structure, and
increasing opportunities for more youth to participate in the seed-to-table program.

B) Project Title:
SC-10-25 From Farm to Fork: Cultivating a community around Illinois Specialty Crops
C) Project Summary:

The GCYC gardens are located on the south side of Chicago in the Greater Grand Crossing
neighborhood, which has been designated as a “food desert” by a study evaluating the
availability of fresh food in local communities. In this community access to food low in nutrition
is easier than accessing healthy, fresh produce. The IL Dept of Agriculture Specialty Crop grant
helped the Comer Science and Education Foundation to address this problem by developing a
sustainable urban agriculture system. The goals of the project were two fold: to increase the
availability and consumption of a wide variety of locally grown, organic specialty crops in the
Youth Center service area and also to foster youth development through job training and
entrepreneurial experiences. More than 1,400 pounds of produce were grown and distributed
from the four GCYC gardens, creating a source of fresh, locally grown produce in the
community.

D) Project Approach:

Four initiatives were utilized to increase knowledge, availability and consumption of Illinois
Specialty Crops and in turn increase access to healthy, locally grown food in the Greater Grand
Crossing community: 1. Teen employment; 2. Training and workshop sessions; 3. Distribution

model; 4. Calendar: From Rooftop to Tabletop.
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1. Teen Employment: Stipend-based apprentice and internship opportunities were available
in two programs: Rooftop Crops, an entrepreneurial project in which crops were sold to area
chefs and restaurants, and Green Teens, a green career exploration program.

In 2010 more than 85 youth ages 13-18 participated in Rooftop Crops and Green Teens,
stipend-based apprentice and internship programs designed to develop work readiness skills and
to provide hands-on experience in all aspects of a sustainable, urban, organic seed-to-table
systems.

Area chefs and restaurants purchased produce through Rooftop Crops, a social
entrepreneurial program designed for youth to learn a wide variety of skills associated with
growing and selling organic crops. Rooftop Crops customers include Chef Rick Bayless’
Frontera and Topolobampo restaurants, Chef Art Smith’s Table 52 restaurant and the Chicago
Department of Tourism’s Downtown Farmstand.

In the Green Teens program youth participated between 6 and 20 hours per week in the year-
round program. Youth rotated through six pathways: a) Environmental science/study; 2)
growers; 3) culinary; 4) Community Outreach and 5) Design/Build. The environmental cohort
participated in the Foundation’s efforts to transform a brownfield into a new community garden.
The project resulted in the establishment of a new 15,000 square foot garden and the construction
of a 20’ x 60’ hoop house. The growers planned, planted, maintained and harvested more than
1,400 pounds of organically grown vegetables from the four GCYC gardens. Specialty crops
included a variety of unique mustard greens, lettuces and 10 varieties of heirloom tomatoes. The
culinary cohort learned how to prepare healthy meals using produce from the gardens. Eight
weekly tastings and cooking demonstrations were organized throughout the summer. Recipes

and tip sheets were also distributed. The Community Outreach team developed a series of fliers,
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surveys and other outreach events to publicize 8 weekly farmer’s markets, held at the Youth
Center. The team conducted interviews with community members to ascertain their experience
and attitudes around food. The Design/Build cohort participated in design charettes, planning and
installation of the three new gardens, including a raised-bed garden, the community youth farm,
and a rain garden that creates a green campus between the Youth Center and a newly constructed
high school, the Gary Comer College Prep high school.

2. Training and workshop sessions: Through the Green Teen program, youth
participated and led training and workshop sessions to GCYC youth attending summer camp or
other programs, GCYC families, area educators, volunteers and community members.
Additionally, GCYC garden staff hosted 15 garden workdays for community volunteer groups
and educational partners such as the University of Chicago, DePaul University and Loyola
University. Weekly Master Gardener garden days were also offered throughout the year. Up to 8
University of Illinois Master Gardeners participated in the weekly garden days.

3. Produce Distribution Models: Two produce distribution models were utilized:
weekly, community distribution events, Harvest Table, held at GCYC throughout the growing
season; and a social entrepreneurial venture, Rooftop Crops, which sold specialty crops to area
chefs and restaurants.

Harvest Tables were the weekly culminating events of the Green Teen program. Drawing
on the southern farming tradition of gathering everyone around a table to partake in the harvest,
the GCYC Harvest Table is a weekly farmer’s market to showcase the produce grown in the
garden, to promote nutritional education and healthy meal planning and preparation and to
provide educational opportunities to the GCYC community. In 2010, eight Harvest Tables were

held, each attracting about 100 people. Each week the five cohorts worked in tandem to host a
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farmer’s market-type event. Each week the growers would sell crop and flowers from the GCYC
gardens. The culinary cohort planned, prepared and delivered tastings and culinary
demonstrations of techniques used in the preparation of healthy meals, for which recipes were
also distributed. The Environmental study/science group developed campaigns around recycling
and transitioning a former Brownfield into a garden. The Community Outreach team created and
passed out fliers in the community to encourage participation at the Harvest Tables. Tours of the
four gardens were also offered on a weekly basis. The Design/Build cohort developed a fact
sheet on how to build raised-beds in your backyard, including how to incorporate recycled
materials. The cohort also gave tours to the backyard garden in which the youth constructed
raised beds. The youth also conducted surveys and interviews with community members.

4. Calendar: From Rooftop to Tabletop: Based on their experiences in the 2010
growing season and community distribution events, the youth developed a template for an
eventual garden-focused cookbook in 2011. The resulting calendar provided the youth an
opportunity to incorporate specialty crop growing information, culinary tips and recipes and a
beautiful printed calendar, which was distributed to more than 1,000 GCYC community families
and educational partners.

E) Goals and Outcomes Achieved (Please Refer to Appendix 1 and Appendix 2 for more
detailed reports and charts.)

In addition to the project narrative in the Project Approach section, participants also completed
pre- and post-tests. Participants in the Green Teen program completed the pre- / post tests.

Based on this assessment tool, the average participant could name 12 plants at the beginning of
the session and 21 plants upon completion. The variety of vegetables also increased significantly.

More than 20 types of vegetables could be named at the end of the session. The most frequently
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identified vegetables included potatoes, tomatoes, collard greens, cucumbers, bell peppers,
squash and a variety of herbs and microgreens. Youth also increased their knowledge of the
benefits of eating locally grown produce. In the pre-test youth identified benefits such as healthy,
fresh, know origins, no chemicals. By the post test, more participants identified those
characteristics. Additionally youth were able to identify additional benefits such as organic, no
pesticides, and no preservatives, natural. Participants also increased their awareness of green
careers. In the pre-test participants identified eight careers, including environmental scientist,
garden designer, gardener, youth gardener, community organizer. At the end of the session, 13
careers were identified, adding recycler, landscaper, entrepreneur, educator and fashion designer
to the list. Eight students responded either “don’t know” or “no response” in the pre-test; only
one person checked either of those responses in the post-test. The assessment also addressed
alternative energy and its sources.

Finally, we added a question to the post test to inquire about what the youth learned over
the summer. Many of the Green Teens described skills that they gained in their specific cohort
groups. For instance, many noted that they had gained skills in cooking and were more aware
about the importance of a healthy lifestyle. In addition, some youth identified learning elements
of garden design and construction. Nevertheless, many of the Green Teens identified broader
skills. Many stated general gardening skills including planting crops, maintain the garden and
harvesting as things they had learned. Some youth identified that they acquired an awareness of
the importance of a clean environment as well. Furthermore they specified ways in which this
could be done i.e., filtering water and recycling. Lastly, many youth identified leadership,

cooperation, communication and positive outlook as skills they had acquired.
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In addition to the hands-on component of the project, youth were also involved with two
food distribution project. Eight weekly harvest tables brought in about $500. All income was
used to continue the program after the Specialty Crop Block Grant program ended. More
importantly, every week more than 100 people (youth, family and community members)
gathered at GCYC with the central theme being locally grown crops. Crops sold included
broccoli, cucumbers, herbs, a wide variety of cut flowers, garlic, greens (specialty mustard
greens, collards, spinach, turnip, beets), lettuces, okra, peppers (bell, sweet, chili), potatoes,
squash, strawberries and tomatoes.

The second entrepreneurial project, Rooftop Crops sold specialty crops to five chefs and
restaurants. About 20 youth participated in some aspect of the project to include planning,
seeding, maintaining, harvesting, packaging, marketing, and sales and delivery. About 700
pounds of produce was sold through Rooftop Crops. Crops sold included cucumbers, edible
flowers, eggplant, herbs, mixed greens (specialty mustard varieties were the most popular)
microgreens, okra, peppers, squash (and squash blossoms) and tomatoes. While tomatoes and
cucumbers made up the bulk of the sales by weight, specialty items such as herbs and
microgreens were the most lucrative crops.

F) Beneficiaries
The beneficiaries of the Il Dept of Agriculture Specialty Crop grant include both direct and
indirect beneficiaries. The primary direct beneficiaries are the 85 youth participants of the Green
Teen program. Other direct beneficiaries include the 800 people who participated in one of the
eight Harvest Tables, the GCYC community food distribution events. In addition to the Green
Teen program, about 150 youth from Kindergarten to 8" grade also participated in a six-week

garden program. Additionally, 120 volunteers and community members participated in 12 open
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garden work days. The Master Gardeners participated with more than 1,500 hours of service.
Indirect beneficiaries would also include the 850 members of the Gary Comer Youth Center, the
50 GCYC staff and partners, and the 550 students and staff of the Gary Comer College Prep
High School and the 300 members of the South Shore Drill Team, a 5-year building partner. The
expansion of the GCYC garden program into the community through the off-site Community
Youth Garden and the raised-bed backyard garden will provide an opportunity to reach
additional beneficiaries in the future.

g) Lessons Learned

Project staff reported a number of lessons learned and insights from the project. The key lesson
is youth are interested in urban agriculture. The first year of the Green Career Exploration
program for Green Teens at GCYC was a success. More than 100 youth participated with 85
completing the year-round program. The success of the rooftop garden proved to be a catalyst to
more gardening opportunities in the community. In 2010, three new growing spaces were added,
significantly expanding the capacity to grow more Illinois Specialty Crops. Marketing is one area
identified for more focus in 2011. Incorporating social media, electronic sales, LINK cards and
other initiatives were identified as potential areas of growth. Producing a garden/culinary themed
calendar will be the basis for an expanded publication in 2011. Incorporating all aspects of the
seed-to-table program, featuring the GCYC youth and community members’ is a priority. The
rooftop garden’s catch phrase “The Sky’s the Limit” continues to be the most significant insight,
as the interest in growing, buying and consuming locally grown specialty crops seems to be
expansive as we look forward to 2011 and beyond.

h) Contact Person

Marjorie Hess, tel: 773 358 4070, email: mhess@gcychome.org
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i) Additional Information

Appendix 1: Green Teens pre- / post-test results and analysis

Appendix 2: Rooftop Crops 2010 report

GCYC 2011 Calendar

Comer Rooftop Crop flier

Harvest Table flier(s)

Media coverage / links to media reports

Photos of four GCYC gardens: Rooftop, Environmental Education garden, Community Youth

Farm and Community Backyard garden
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Gary Comer Youth Center /GREEN TEEN SUMMER 2010 PRE/POST TEST CHARTS

*The first series in each chart refers to pre test results, the second to the post test results*

Question 1: Name Three Plants in the Garden
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Question 2: Name two vegetables that grow in the garden
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Question 3: Name one benefit of eating locally grown produce

Question 4: Name and describe one green career
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Question 5: List five things that can be recycled
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Question 6: Name one type of Alternative Energy

Question 7: Describe one thing you learned as a Green Teen this summer

e Students identified leadership, cooperation, communication and positive outlook as skills they had
acquired.

e Students stated general gardening skills including planting crops, maintain the garden and harvesting
as things they had learned.

e Students identified that they acquired an awareness of the importance of a clean environment as
well. Furthermore they specified ways in which this could be done i.e., filtering water and recycling.

e Students noted that they had gained skills in cooking and were more aware about the importance of
a healthy lifestyle
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e Students identified learning elements of garden design and construction, specifically the construction
of garden beds was mentioned.
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Rooftop Crops
I D ——

Rooftop Crops at a Glance

Over the summer, the Gary Comer Rooftop Garden was joined by three other garden sites with the help of the
summer Green Teens. As a result, there has been movement to increase production and expand our relationships
with our clients. Roughly 1,400 pounds of produce was harvested this summer and fall of which about fifty percent
was sold through rooftop crops. The remainder of the produce was distributed internally through our weekly
produce market, Harvest Table, various culinary programs and to staff and students. There was also a portion of
crop lost to spoilage.

Rooftop Crop Sales Overview

Based off of invoiced amounts

As Illustrated in the above charts, the majority of our produce was sold to three customers: Table 52, West Town
Tavern and The Hopleaf. While Table 52 and West Town Tavern were customers since before the summer, The
Hopleaf joined us in July and

purchased a large portion of our

produce ever since.

Breakdown of Sales by
Produce Type

The following charts display sales
as broken down by the type of
produce. From this we can see that
while tomatoes and cucumbers
make up the bulk of the weight,
they bring in proportionally less
money than specialty items such as
herbs and microgreens. As the
summer progressed, restaurants
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July 1st- November 30t
. |

became increasingly aware of our
herb availability and we were able
to expand our sales. However, our
microgreen production dropped off
significantly despite bringing in a
significant portion of our sales for
September.

During the summer, the
construction of the Comer Youth
Garden was completed and despite
the relatively short growing season
almost 250 lbs of produce was
harvested at this site. Harvesting
began mid September and lasted
until the end of November.

Rooftop Crops depended on student labor for a large part of
the summer. Every week 6 Rooftop Crop students and one
volunteer worked 9 hours a week, collectively contributing 63
hours of labor. This enabled not only for produce to be
harvested and packaged for restaurants, but also enabled us
to maintain the Rooftop Garden, a task that has become more
difficult since the school year has began. On top of student
labor, Rooftop Crops has required additional labor in terms of
organizing harvests, and packaging crops for deliveries.

Delivery and transportation of
crops was another key component to Rooftop Crops. Deliveries were scheduled for
Wednesday afternoons with the expectation that the crop is packaged and ready to go by Average Delivery
noon. Over the course of the summer 16 deliveries were made, totaling 360 miles and
25.4 hours. These do not include Whistler deliveries, which were performed separately.
Due to the time commitment and relatively far distance Gary Comer is from downtown, it
is necessary to account for the transportation costs.

Rooftop Crops has made significant strides this summer not only in expanding the customer base, but also in
establishing routine procedures. We successfully harvested over 1,400 pounds of produce and sold 50% to Chicago
restaurants. While the program has come a long way, there still many improvements to be made. In the next
coming months Rooftop Crops will continue to streamline procedures and create a system to more effectively
track sales and distribution.
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WHAT IT TAKES TO BUILD A

BACKYARD GARDEN
GCYC GREEN TEENS DESIGN/BUILD GROUP

SITE PREPARATION: BEFORE:

CHOOSE A NICE SUNNY
PLACE AND WATER SOURCE

REMOVE, TRASH, WEEDS, AND
BRICKS

MAKE SURE THE SITE IS LEVEL

MATERIALS NEEDED:
WATER

MULCH SUCH AS
WOODCHIPS)

BED FRAME (RECYCLED
PLASTIC LUMBER, WOOD
LUMBER, STONE) AFTER:

FILTER FABRIC AND/OR
NEWSPAPER

PLANTS (VEGETABLES,
FLOWERS, HERBS)

COMPOST

TOOLS:
RAKE
POWER DRILL
WORK OR GARDEN GLOVES
BROOM
WHEELBARROW
POTATO FORK/PITCH FORK
SHOVEL
HAND TROWEL
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WHEAT IT TAKES TO BUILD A
BACKYARD GARDEN

December 2012

GCYC GREEN TEENS DESIGN/BUILD GROUP

DIRECTIONS:

1. PREPARE THE SITE (SEE OTHER SIDE FOR
DETAILS

2, BUILD YOUR BED FRAME:

WE RECOMMEND THAT THE BED BE NO
MORE THAN 4 FEET WIDE SO THAT
YOU CAN REACH THE MIDDLE OF THE
BED.

SOME BED SIZES WE RECOMMEND: 4° X 4,
4 X 6,3 X6 BECAUSE THEY ARE EASY
TO MAINTAIN

YOU CAN BUY A BED FRAME KIT OR GO
TO A LUMBER STORE WITH
MEASUREMENTS, OR, GO TO A
GARDEN CENTER FOR STONE.

3. PUT BED FRAME ON LEVELED SITE.
4. MAKE SURE BED FRAME IS LEVEL.

5. ADD A LAYER OF NEWSPAPER INSIDE BED
FRAME (FOR WEED PREVENTION)

6. ADD A LAYER OF FILTER FABRIC INSIDE
(FRAME (FOR WEED PREVENTION)

J. ADD COMPOST TILL BED FRAME IS FULL
8. ADD PLANTS

9. ADD MULCH AROUND PLANTS (CAN BE
WOODCHIPS, PLASTIC, OR ROCKY)

10. WATER YOUR VEGETABLE GARDEN!

BEFORE:

PLANTING:

AFTER:

HARVEST:
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Comer’s Rooftop Crops

Planting Seeds for Success

While growing everything from cucumbers
to tomatoes to popcorn and potatoes, GCYC
youth and Garden Manager Marji Hess also
lay the groundwork for bright futures in

college and careers.

For more information please contact
GCYC Garden Manager Marji Hess, tel:
773.358.4070, email: mhess@gcychome.org

The sky’s the limit at the
Gary Comer Youth Center’s
Rooftop Garden

Cooking Up Healthy Habits

A full menu of cooking classes led by GCYC Culinary
Director Karen Armijo and Chef Stephen Menyhart
takes youth from seed to table. Chef demonstrations in

the garden are a sweet treat!
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Grow in the Snow!

The unique micro-climate of the rooftop
garden combined with row covers creates a
year-round growing season. On a sunny winter
day it's 20 degrees warmer up on the roof
than in a ground-level garden.

Fall, winter and spring
crops may include a wide
variety of baby salad
greens, mdache, unique
mesclun mixes, spinach,
and herbs

All grown organically

Sample List of Comer’s Rooftop Crops

We are interested in growing what you need. Here’s a list of possible winter/spring
crops. Limited Quantity. For availability and a price list, please contact GCYC Garden
Manager Marji Hess at 773.358.4070, email: mhess@gcychome.org

Fall Mesclun Mix: Tasoi Mustard, Mibuna Mustard, Bull's Blood Beet Greens, Red Deer Tongue
6Lettuce, Red Salad Bowl! Lettuce, Parris Island Cos Lettuce, Forellenschluss Lettuce, Rouge d'Hiver

Lettuce, Winter Bloomsdale Spinach

Greens Mix: Red Giant, Early Mizuna, Tatsoi, Red Russian Kale and Arugula

Herbs (fresh/dried): Basil, chives, cilantro, mints, oregano, rosemary, sage, thyme

Lettuce Mix: Dark Lollo Rossa, Firecracker, Red Salad Bowl, Tango, Parris Island and others

Lettuces (baby heads/leaf): Winter Density, Red Salad Bow!

Mache: Vit

Gary Comer Youth Center
7200 S. Ingleside Ave.

Chicago, 1160619

The Gary Comer Youth Center, on Chicago’s South Side,
offers positive extracurricular alternatives in a welcoming
and safe environment. Our mission is to provide the support
for all of our students to graduate from high school,
prepared to pursue college and careers. For more informa-
tion, find us on the web at www.gcychome.org.
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GARY COMER YOUTH CENTER

Comer Rooftop Crops

Where the sky is the limit

Above:

The 8,600-square-foot GCYC rooftop garden is an oasis
overflowing with more than 1,000 pounds of organic crops
and hundreds of native perennials.

Planting Seeds for Success

While growing everything from cucumbers to tomatoes
to popcorn and potatoes, GCYC youth and Garden
Manager Marii Hess also lay the groundwork for bright

Images from top:

GCYC Green Teens dig in fo all parts of gardening futures in college and careers.

from seed fo table.

No cres i ol s ard g e Cooking Up Healthy Habits

Heirloom and organic gems are Comer Rooftop A full menu of cooking classes led by GCYC Culinary
Crops’ specialties. Director Karen Armijo takes youth from seed to table.
Sweet! fresh herbs captivate all fastes. Chef demonstrations in the garden are a sweet treat!
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Four Seasons of Flavor

The unique micro-climate of the rooftop garden combined
with row covers creates a year-round growing season. On
a sunny winter day it's 20 degrees warmer on a rooftop
than in a ground-level garden.

Images from top:

Youth chefs hone their culinary skills by preparing fresh
salads with the rooftop garden’s bounty.

Comer’s “Salad Confetti Microgreens” are bursting with big
flavor.

The Gary Comer Youth Center offers
positive extracurricular alternatives in a
welcoming and safe environment.

Our mission is to provide support for all of
our students to graduate from high school,
prepared to pursue college and careers.

For more information, please contact:
GCYC Garden Manager Marji Hess
773.358.4070
mhess@gcychome.org

Images from top:

From ice spinach and méche, to spring potatoes, summer sunflowers
and fall greens, Comer Rooftop Crops are always in season.

Gary Comer Youth Center | 7200 South Ingleside Avenue | Chicago IL 60619 | www. geychome.org®298 405 of 487
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August 11, 2010

Comer Youth Center project is a garden in the
desert

By Pete Reinwald, Special to the Tribune

Drivers on South Chicago Avenue near 73rd Street notice something turning green, and it's not just the traffic light. It's something beautiful and
edible.

"In the midst of a big street, you turn around, and then there's a farm," said Joshua Jackson, 16.

It's a new community garden, where Jackson and dozens of fellow teenagers at the Gary Comer Youth Center are helping to turn 15,000
square feet of blight — about a third of an acre — in the Greater Grand Crossing community into fruit trees, nut trees, landscape plants, collard
greens, mustard greens, pole beans and more. And it's all organic.

The garden is an extension of the center's rooftop-garden program, across the street at the corner of South Chicago and Ingleside avenues.
There, teens have been growing plants, fruits and vegetables as part of an educational program that emphasizes healthy cooking and eating
and the benefits and business of organic gardening.

The community garden builds on that by emphasizing, among other things, urban land use, year-round gardening and community outreach.
Planting began last month, when the youth center received about 600 plants.

"It's about education," said Marji Hess, garden manager at the youth center, whose mission is to help kids get through high school and help
prepare them for college and careers. "It's about looking at a community and looking at young people, who up to now, had not had an
opportunity to grow food locally, learning to do that, and sharing that knowledge with the community."

Greater Grand Crossing could use that knowledge. A 2006 report by Mari Gallagher Research & Consulting Group indentified the community
as a "food desert," lacking supermarkets and access to fresh food. As a result, residents have an increased risk of chronic health problems.

"That gas station is the only source of food in the area," said Hess, standing in the community garden and motioning to the corner of 73rd Street
and South Chicago Avenue. "A food desert means that it is more convenient to get food at that gas station than to get healthy food."

The new community garden rests on part of a 1.7-acre lot owned by the Comer Science and Education Foundation, the nonprofit Delta Institute,
and the City of Chicago, Hess said. Emily Emmerman, special projects coordinator at the Gary Comer Youth Center, said the center plans to
eventually purchase the entire tract.

Years ago, the land was the site of a gas station and a distribution center for chemicals and petroleum, Emmerman said. That meant the land
needed to be cleaned to Environmental Protection Agency standards.

"We took the most conservative approach known to us, which was to bring it up to residential standards,” Emmerman said.

A Delta Institute affiliate, the Delta Redevelopment Institute, had attempted to recruit a "green grocer" to build a store on the site, said Chris
Slattery, senior associate director at the Delta Institute. "When that failed, we helped the Gary Comer Youth Center apply for planning grants for
a community food project.”

The organization, whose mission is to help promote the sustainable reuse of brownfields, has been working with the Comer Science and
Education Foundation for about five years to manage the redevelopment of the site and others in the neighborhood, Slattery said.

(cont d on back)
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(Contd)

A couple of years ago, there was a seasonal farmers market on the site that was "relatively successful" in terms of community interest, said Ald.
Leslie Hairston, 5th. When efforts turned to attracting a green grocer, she said, "nobody wanted to invest in building" because of the state of the
economy.

"That's my opinion," she said. "That doesn't change the need. People need to eat. People need to have access to food. People need to have
access to nutritious food."

Hairston said she thinks the community garden could have a greater community effect than the farmers market because of the educational
component, including cooking demonstrations.

"You also have to raise awareness and educate people," she said. "Look at things like diabetes, high blood pressure and obesity. Part of that is
because people don't have access to fresh food."

The Gary Comer Youth Center's garden program has continued to blossom. Youths from nearby Paul Revere Elementary School take classes
in gardening at the rooftop garden, on the center's main building. They lie among 8,600 square feet of plants, seeking refuge and peace from
an unsafe neighborhood, encouraged by Hess to look into the sky, breathe and connect.

This year, the center initiated a program called Green Career Exploration , funded by city's Community Development Block Grant
Apprenticeship program. "Green teens" ages 13 to 18 work nine hours a week during the school year and during the summer receive a stipend
— up to $15 a day — for working 20 hours a week.

Green teens specialize in areas such as cuisine, environmental science, community outreach and garden building. The group's build-and-
design cohort recently completed a backyard garden, featuring edible landscaping, at a Gary Comer Youth Center annex near the main
building. The program's banner emphasis is "seed to table," encompassing all education and skills required from planting to eating.

"Our youth are taking to it and loving it," Hess said. Attendance is 90 percent, and nobody has dropped out, she said.

The green teens use their organic produce for culinary classes and sell it to local restaurants, such as Frontera Grill and Table Fifty-Two.
On Fridays, the green teens sell the fruit and vegetables to the community and get a whiff of entrepreneurial experience.

"The youth are being exposed to a business model," Hess said.

This fall, green teens will build a greenhouse in the community garden so that they can grow plants during winter.

Jackson, a student at Gary Comer College Prep, appreciates "seeing how a farm starts."

"It's kind of like critical thinking, because you're putting a farm in the city," said Jackson, who wants to open an organic restaurant one day.
Fellow student Brianna Dukes, 17, said the program has taught her valuable life skills, including avoiding the gas station for meals.

"A lot of people, that's where they go," she said. "You can't buy fresh strawberries. | don't see tomatoes. | don't see hot peppers. No healthy
stuff there."
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September 26, 2010

The Gary Comer College Prep School at 7131 S. Chicago Avenue
Alex Garcia Tr bune

Comer Prep shines as beacon of hope

Stainless-steel exterior gives feeling of security, glass walls and skylights keep
things bright

By Blair Kamin
8:66 p.m. CDT, September 26, 2010

The bright new charter high school rises next to the scene of a senseless inner-city killing — a 17-year-old girl, chatting
with a friend on her cell phone, shot dead in 2008 after two men argued on a CTA bus.

The $20 million school is a legacy of the late Gary Comer, the innovative founder of the Lands' End clothing empire, who
grew up in the Grand Crossing neighborhood and never forgot it.

Like a neighboring youth center that also bears Comer's name, the school is a beacon of optimism for an area that needs
it.

Here at 7131 S. South Chicago Ave., just blocks from streets where crimes like burglary and robbery are almost as
commonplace as a Starbucks in Lincoln Park, a protective outer shell of glistening stainless steel gives way to an interior
that is washed in natural light — from windows, skylights and glass walls that line hallways instead of concrete block.

The crests of elite universities (Princeton, Stanford, Northwestern) adorn the wallpaper in the soaring, light-filled lobby.

Without speaking a word, the architecture sends a message to the school's 510 students: You are safe here — and you
will be challenged.

The school, called Gary Comer College Prep, was designed by Chicago architect John Ronan, whose wide-ranging
portfolio includes the under-construction Poetry Foundation building in River North and, alongside the school, the Gary
Comer Youth Center at 7200 S. Ingleside Ave. The exuberant youth center, home to the South Shore Drill Team and
winner of a 2009 national design award from the American Institute of Architects, is sheathed in materials that include
bulletproof glass.

"You have to create a secure environment. It's a precondition for learning," Ronan explained the other day as he walked
the sidewalks outside the school.
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( cont’d)

Built for the Comer Science & Education Foundation and formally opened Sept. 14, the school raises a broader question
that ultimately may be impossible to answer: Can better buildings help produce better students?

It is far easier to quantify the academic challenges that the school's teachers confront. Only 5 percent of the adults in
Grand Crossing have earned a bachelor's degree and less than half the students in the neighborhood graduate from high
school, according to the school's managers, the Noble Network of Charter Schools. And the physical setting around the
school — a hard-edged commercial strip, storefront churches, vacant lots — is no less daunting.

In this tattered context, Ronan's brightly colored buildings inject a jolt of optimism as well as a sense of order.

Like the 4-year-old youth center, which is topped by an 80-foot LED tower and wrapped in bold red and blue panels, the
school grabs the eyes of passing drivers with its zesty lime-green walls. Attractive modern fencing, a welcome departure
from Mayor Richard Daley's ubiquitous fake wrought-iron, keeps out gang members and other troublemakers. Facing a
nearby six-corner intersection, letters atop the fencing spell out "Grand Crossing."

"That was Gary's idea,” Ronan said. "He wanted to give (the neighborhood) an identity that Lincoln Park has, or Kenwood
has."

As they would on a college campus, students walk between the buildings. Fortuitously, the school shares the youth
center's gym, cafeteria, music rooms, art rooms and computer labs. Without the arrangement, the school would have
been twice as big and cost twice as much. True, there are inconveniences associated with using two buildings rather than
one, but the school literally has them covered.

When it rains, green-and-white Comer Prep umbrellas keep the perambulating students dry. When it turns cold, jackets
donated by Lands' End will help keep them warm.

"As I've said to the students, we are going to get them ready for college in every way that we can," says the school's 29-
year-old principal, James Troupis, a 2003 Northwestern graduate. "l still remember those days walking up Sheridan Road,
in negative temperatures, sleet coming down, wind coming off the lake, having to go between classes at NU."

While Ronan's stainless-steel exterior conveys a feeling of protection, it is anything but fortresslike, more a streamlined
screen than a brutal wall. With typical attention to how people use urban spaces, the architect provides a swinging metal
gate just to the side of his monumentally scaled lobby entrance. Through the gate, away from the dangerous streets, is a
protected outdoor plaza that students have come to call "the Quad."”

It is all ruggedly handsome, which is just right for this industrial-strength section of Chicago. Yet the straightforward
exterior is simply a warm-up for the light-filled spaces that await inside.

A glassy, two-story lobby that looks back toward the youth center is monumental without being stuffy. Alongside it is a
tiered lecture hall that prepares students for amphitheater-style learning once they graduate.

On corridor walls, custom-designed letters from Ronan's shop cleverly spell out the school's core values: "Grit," "Zest,"
"Optimism" and "Gratitude." Appropriately, because the vast majority of the students are black, the letters are framed by

black-and-white photographs of African-American achievers and by pictures of students and teachers.

What ultimately elevates the interior, though, is Ronan's manipulation of space and light.
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(cont’d)

By ringing the perimeter with classrooms and pushing services and offices (even the principal's) to the building's center,
he guarantees that natural light will pour into the classrooms. The perforated steel on the outside may look impenetrable,
but the light goes right through it and the windows behind it.

Better yet, Ronan places skylights directly over the building's long corridors and cuts openings between the first and
second floors, ensuring that the daylight will reach the lower floor. In the most innovative move, he puts glass walls
between the hallways and the classrooms, an arrangement that ordinarily would raise concerns about distracted students,
safety and fingerprints. But Comer is not an ordinary place.

The charter school operated out of a glassy exhibition room in the youth center for two years, and the teachers and
students came to like the openness.

"Here, | feel so lucky," said physics teacher Chris Carlson, whose lab is especially brightly lit because it occupies one of
the building's corners. The corridor glass stays clean, by the way, because "we tell the students not to touch it," according
to principal Troupis.

Such features, it should be noted, are not simply aesthetic. The interior's transparency is designed to create a "stay on
your toes" culture of performance and accountability. And it may promote a sense of community without the acoustical
problems associated with the open classrooms that were all the rage in the 1970s.

It is too early in the life of Gary Comer College Prep to know what sort of impact the design will have on students and
whether it will help raise test scores and other measures of achievement. The school's 96 percent attendance rate is an
encouraging sign, but by no means conclusive. Only next year will the fledging school have students in all four years of
high school. It is currently teaching in grades 9 through 11.

Nonetheless, good design and even good mechanical systems can help reframe both the environment and what students
expect of themselves.

"The trend (from various studies) suggests, over and over, that quality of air and the abundance of natural light makes a
difference in how a child learns," said John Weekes, a Portland, Ore., architect who chairs the American Institute of
Architects' national committee on education design. It's common sense: Better conditions mean less sickness — and that
means more attendance and more learning.

Ronan's design offers a potent reminder of architecture's ability to transform lives — not single-handedly, but in
partnership with committed teachers and parents. You know it when you knock on the door of Pilar Landon's 11th-grade
math class at Comer, and a young woman comes to the door, gives you a firm handshake and invites you in to see
students intently following every number their teacher writes on her 8-foot-high marker board.

bkamin@tribune.com
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lllinois Specialty Crops, Agritourism, and Organic Conference
Block Grant Final Report

1) Narrative outlining entire grant project:

The lllinois Specialty Crops, Agritourism and Organic Conference was held January 5-7, 2011 at
the Crowne Plaza Hotel, Springfield, IL. The purpose of the conference was to assist specialty
crop producers in (1) managing their production and price risk; (2) educating specialty crop
producers in developing "Good Agricultural Practices," "Good Manufacturing Practices," and
"Good Handling Practices," as it relates to their production of specialty crops; (3) increasing
consumer knowledge as it relates to the child and adult nutrition advantages from the
consumption of specialty crops; (4) assisting our producers with incorporating agritourism as a
value-added opportunity; (5) promoting food safety practices to our growers throughout the
production and marketing chain; (6) encouraging consumers to buy local and buy fresh produce;
(7) providing educational programming on disease and pest management control in the
production of fruits and vegetables; and (8) providing a tract of workshops on organic production
and marketing and to assist organic growers with being in compliance with the National Organic
Standards. The mission of the lllinois Specialty Growers Association is to put more money into
members’ pockets through educational programming, commodity promotions, legislative and
regulatory oversight, and networking opportunities.

a) This should include how the project may have changed initially if funding level differed from request,
what happened during the project and future direction.

No changes from original request. The project followed the timeline as presented, and everything
went as well as expected if not better. We will proceed with planning for the 2012 conference.

b) Project Title: lllinois Specialty Crops, Agritourism, and Organic Conference — January 2011
c¢) Project Summary

i) Provide a background for the initial purpose of the project, which includes the specific issue, problem, or
need that was addressed by this project.

The lllinois Specialty Crops, Agritourism, and Organic Conference provides educational sessions
at their January conference which have an impact on the entire specialty crop industry - from
growing fruits, vegetables, and herbs both conventionally and organically and provides value-
added opportunities by incorporating agritourism activities into the producer's operation. Not only
do producers have the opportunity to learn production and marketing techniques but they have an
opportunity to learn how to sell an "experience" at their farm market by incorporating agritourism
activities.

The program also addresses various aspects related to entering and competing in the wholesale
market arena. Issues to be investigated include invoicing, pricing, marketing, packaging, supply,
labeling, delivery, insurance, quality assurance, certification and audits. This portion of the
educational agenda has a good fit as wholesale markets search to satisfy demand for local
produce and producers search for additional marketing opportunities.

A trade show featuring cutting-edge technology gives producers an opportunity to view
equipment, crop protection products, new fertilizers, new seed varieties, packaging supplies, new
marketing opportunities through Market Maker, greenhouse infrastructure items, food items
available for resale in a roadside market (i.e. bakery items, jams and jellies, etc.), crop insurance
products available to producers which enable them to manage risk, and exhibits geared to
producing produce organically and how to comply with the National Organic Standards.

This conference benefits the specialty crop industry by incorporating both conventional and

organic production practices and provides opportunities for producers to market their production
through retail and/or wholesale outlets. It also provides information to roadside marketers on how
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to incorporate agritourism activities which will provide a value-added opportunity to their
operation.

ii) Establish the motivation for this project by presenting the importance and timeliness of the project.

Because of the huge interest in local food, organic and value-added, this conference was the
ideal opportunity for producers to start the learning process in these areas or become further
educated if already in the business. We had a lot of interest from new and beginning farmers and
saw a lot of new and younger faces than in previous years. This goes to show the popularity of
the local food movement.

iii) If the project built on a previously funded project with the SCBGP or SCBGP-FB describe how this
project complimented and enhanced previously completed work.

This is a different and stand-alone conference each year, but we do build on previous workshops
and subject matter as we plan each year for the next conference.

d) Project Approach

i) Briefly summarize activities performed and tasks performed during the grant period. Whenever possible,
describe the work accomplished in both quantitative and qualitative terms. Include the significant results,
accomplishments, conclusions and recommendations. Include favorable or unusual developments.

Conference planning begins in early June with a team of around ten individuals with the goal of
having all programming in place by September 1 so that our graphic artist has ample time to
prepare the pre-conference brochure. We send out the Exhibitor Prospectus in late August
soliciting trade show vendors and then follow up in November with past exhibitors that have not
yet committed for the coming year. After the pre-conference brochure is prepared, we put
together a press release that is sent to various outlets (see i. Conference Promotion below). The
pre-conference brochure is mailed mid-November and speaker confirmation letters are also sent
in mid-November. Exhibitor confirmation packets are mailed in early December. Conference
registrations begin to arrive from early December up until the time of the conference in early
January. In mid-December, the graphic artist prepares the conference signage and the on-site
brochure (which is different from the pre-conference brochure). We then begin assembling
attendee packets which include the on-site program, speaker listing, exhibitor listing, evaluation,
association brochure and dues form. In early January, registration is cut off and name badges
are prepared. A team of five staff work the registration desk throughout the three-day event and
two AV technicians assist the speakers in the seven breakout sessions with loading their
PowerPoint presentations and trouble-shooting difficulties that may arise electronically.

All aspects of conference preparation went extremely well. Lessons learned would be to cut off
pre-registration a little earlier next year. Too many last-minute registrations contributed to a few
errors in name badges and not enough time to proof our work. At the conference, one of our
workshops (high tunnels) proved so popular that the room we chose was not large enough and
we had attendees spilling out into the halls. Next year, we will better gauge which workshops will
be the most popular and plan our breakout rooms accordingly.

The conference does charge a fee to attend the one-day workshop and/or the two-day
conference. Grant funds are used to pay for expenses associated with specialty crop speakers
and topics. Registration and exhibitor income is used to pay for expenses for specialty crop
speakers above the grant amount and also covers non-specialty crop topics and speaker
expenses. Registration and exhibitor income also covers hotel expense, food-related expense,
supplies, etc. After taking into account our registration/exhibitor income and grant income, any
revenue generated above and beyond expenses (if any) goes toward future conferences. All
income stays within our conference budget.

i) Present the significant contributions and role of project partners in the project.
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Diane Handley, Manager, lllinois Specialty Growers Association, serves as project leader for the
lllinois Specialty Crops, Agritourism, and Organic Conference. Project partners include Illinois
Department of Agriculture and University of lllinois. A project team consisting of representatives
from academia assists with the development of the agenda for the conference. The team
includes staff from University of lllinois, the Illinois Department of Agriculture, and the Illinois
Specialty Growers Association.

University of lllinois: Rick Weinzierl, Mosbah Kushad, Mohammad Babadoost, Chuck Voigt, John
Pike, Jeff Kindhart, Deborah Cavanaugh-Grant and Elizabeth Wahle.
Department of Agriculture: DelLayne Reeves

e) Goals and Outcomes Achieved

i) Supply the activities that were completed in order to achieve the performance goals and measurable
outcomes for the project.

Conference Promotion: Press releases were sent to FarmWeek, Fruit Grower News, Vegetable
Grower News, American Fruit Growers, American Vegetable Growers, the Packer, the Grower,
Country Folks Grower, lllinois Times, Farm World, county Farm Bureau managers, Extension
service, and all lllinois newspapers with an ag section. Radio interviews were conducted with
RFD lllinois twice. A pre-conference brochure was sent to all past participants.

Trade Show Promotion: Sent exhibitor prospectus to past and potential exhibitors, contacted
past exhibitors who did not respond to the the initial prospectus, and sent exhibitors listing of
conference attendees 30 days after conference ended.

Conference Planning: Team leaders met to discuss potential educational session topics. They
then met with affiliated association committees to brainstorm topics of interest and were
encouraged to confirm speakers and their topics by September 1, 2010. At that time, team
leaders were requested to send to the conference coordinator the titles of sessions, presenter’s
name, and contact information in preparation for the pre-conference flyer mailing and the speaker
confirmation packets.

Membership promotion: ISGA membership was solicited throughout the conference
registration process.

AGR-Lite Crop Insurance Session: Invited Roger Schnitzler, FARM Insurance Co., to explain
AGR-Lite to our producers. Roger delivered a presentation at conference.

Good Agriculture Practices (GAP) Certification Workshop: Worked with University of lllinois
staff in developing a certification program; promoted the certification program in all conference
publicity; implemented the program at the conference.

Evaluation Form: Developed evaluation form to be distributed with conference registration
material. Summarized evaluation forms to determine perceived quality of topics, speakers and
facilities. 2012 conference planning will take into consideration suggestions gleaned from the
2011 evaluation results.

i) If outcome measures were long term, summarize the progress that has been made towards
achievement.

It would be difficult to state long-term success when the cycle of farming is cyclical but we are
highly optimistic that every single attendee received information that will contribute to their long-
term success as a producer in the specialty crop industry. If survey results are factored in, the
conference scored in the “Excellent” range consistently, so it seems messages were received.

i) Provide a comparison of actual accomplishments with the goals established for the reporting period.
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Increase conference attendance by 20% over 2010 attendance: Our attendance increased 30%
so our goal was definitely obtained.

Develop educational programming with topics that will assist producers with their decision making
in 2011: We provided very timely workshop topics which included GAP certification, high
tunnels, pumpkin production, and expanding farmers’ markets. Conference topics that will assist
with decision-making ranged from pest control, disease management, marketing, organic
practices, crop insurance, labor and legal issues, and wholesale readiness, to name a few.

Increase ISGA membership by 10% by promoting membership at the registration desk during the
conference: Membership increased exactly 10% as the result of membership promotion.

Increase AGR-Lite crop insurance participation by 10% by promotion of this crop insurance tool at
the conference: This outcome will be difficult to measure until after the deadline of the next crop
insurance sign-up. Approximately 22 producers attended the crop insurance session.

Provide a certification program for producers regarding "Good Agricultural Practices, Good
Handling Practices, and Good Manufacturing Practices" which will provide assurance to the
consumer that their produce is safe: Growers that attended our training received the necessary
information needed to develop a Food Safety Plan for their farm, which is the guide the auditor
would use to certify the GAPs adopted to minimize the risks of food-borne illness from produce
grown on that farm. The actual certification will come as a result of the farm passing the third-
party audit. Commercial buyers are approaching the act of food safety certification differently.
This may be due to the fact that FDA is still developing the regulations. Some buyers seem to be
accepting of producers attending a GAPs training session. Others are requiring that producers
conduct a self audit which we provided. Other buyers want a copy of the Food Safety Plan but are
not going to require an audit and the "big buyers," most of which already required the third party
audit, are maintaining this standard.

Evaluate the conference by completing attendance summaries and make comparisons with
previous vears, and by having attendees complete a conference evaluation of session topics,
speakers, and facility. Increase completed conference evaluations by 20% when compared to a
year ago by providing incentives to attendees for completing evaluations. Without providing
incentives, we increased the number of returned surveys by 42%. Evaluation results were
extremely positive.

iv) Clearly convey completion of achieving outcomes by illustrating baseline data that has been gathered
to date and showing the progress toward achieving set targets.

Addressed in iii above.
f) Beneficiaries

i) Provide a description of the groups and other operations that benefited from the completion of this
project’s accomplishments.

This conference benefited the specialty crop industry (fruit, vegetable, and herb producers) by
providing sessions for both conventional and organic production practices and providing
opportunities for producers to market their product through retail and/or wholesale outlets. It also
provided information to roadside marketers on how to incorporate agritourism activities which will
provide a value-added opportunity to their operation. Vendors also benefited from the opportunity
to meet with current customers and showcase their products to new customers.

i) Clearly state the quantitative data that concerns the beneficiaries affected by the project’s
accomplishments and/or the potential economic impact of the project.
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Hard figures for any long-term financial improvement or business growth would be impossible to
obtain from the over 700 producers who attended this conference. The education and benefits
they received by attending this conference would hopefully be utilized for years to come.

g) Lessons Learned

i) Offer insights into the lessons learned by the project staff as a result of completing this project. This
section is meant to illustrate the positive and negative results and conclusions for the project.

We learned that local food, farmers’ markets, organics and niche marketing continue to be
extremely popular subject matter, and we were on target in our conference offerings on these
areas. We learned that we need a session or workshop for small farmers and beginning farmers
and future conferences will provide topics for this group of individuals.

i) Provide unexpected outcomes or results that were an effect of implementing this project.
The fact that our attendance increased by 30% was totally unexpected. It is true that attendance
at our specialty crop conference has gradually increased over the last five years, but the huge

jump this year was a surprise.

iii) If goals or outcome measures were not achieved, identify and share the lessons learned to help others
expedite problem-solving.

| feel that we satisfactorily met all our goals and measurable outcomes and, in some cases, the
success of the conference is above and beyond what we anticipated.

h) Contact Person

Diane Handley, Manager of lllinois Specialty Growers Association and Conference Coordinator of
the lllinois Specialty Crops, Agritourism, and Organic Conference

i) Name the Contact Person for the Project, Telephone Number and Email Address

Diane Handley, Manager

lllinois Specialty Growers Association
309-557-3662

dhandley@ilfb.org
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Pumpkin Production and Pest Management for 2011

10:00
10:10

10:50

11:30

Noon
1:00

Welcome and Introductions

Pumpkin Production at Royal Oak Farm Orchard
Dennis and Paul Norton, Harvard, IL

Insect Management in Pumpkins and Other Vine Crops
Rick Foster, Purdue University

Performance of Pumpkin Varieties in Northern Indiana
Liz Maynard, Purdue University

Lunch

Comments and Questions on the Morning Program
Moderator and Audience Discussion

High Tunnels, 2011: Tomatoes and More

10:00
10:10

10:50

11:30

Noon

1:00

1:20

Welcome

FarmTek High Tunnel Systems - Lynn Walters, Farm Tek,
Dyersville, 1A

High Tunnels at the Dixon Springs Agricultural Center -
Insights and Results - Jeff Kindhart, University of lllinois

Producing Salad Greens for Dining Services at the
U of | Student Sustainable Farm
Zachary Grant, University of lllinois

Lunch

Comments and Questions on the Morning Program
Moderator and Audience Discussion

Experiences with Conventional, Hydroponic, and Organic
Production of Tomatoes in High Tunnels
Aaron Trover, Simpson, IL

1:20

2:10

3:00
3:30

4:00

4:40
5:00

2:00

2:40

3:00
3:30

4:00

4:30
5:00

Pumpkin Diseases: Observations from 2010 and
Recommendations for 2011
Mohammad Babadoost, University of lllinois

A Detailed Look at Weed Management in Midwestern
Pumpkin Production - Elizabeth Wahle, University of lllinois

Break

Performance of Pumpkin Varieties in Southern lllinois
Alan Walters, Southern lllinois University

Production and Marketing Strategies that Match Consumer
Demand - John Pike, University of lllinois

Audience Discussion

Adjourn

Observations on Insect Management in Purdue University’s
High Tunnel Systems - Rick Foster, Purdue University

USDA NRCS Seasonal High Tunnel Projects
Ivan Dozier, USDA NRCS

Break

Survey of High-Tunnel Production and Pest Management
Practices - Rick Weinzierl, University of lllinois

Irrigation Pointers for Raised Beds in High Tunnels
Jeff Kindhart, University of lllinois

Audience Discussion

Adjourn

Good Agricultural Practices: Making a Farm Plan and Becoming GAP-Certified

10:00
10:10

10:30

Noon
1:00

1:20

Welcome

Overview: Preparing for GAP Audits and Certification
John Pike, University of lllinois

Hands-on Development of YOUR Farm Safety Plan
Phil Allard and John Atsaves, USDA

Lunch

Comments and Questions on the Morning Program
Moderator and Audience Discussion

Observations on Developing Farm Plans - Grower Panel

1:50

3:00
3:30

4:00
4:30
5:00

GAP Inspections: How Do They Work? What Happens?
Phil Allard and John Atsaves, USDA

Break

GAP Inspections, continued
Phil Allard and John Atsaves, USDA

Observations on the Inspection Process - Grower Panel
Audience Discussion

Adjourn
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CONFERENCE AGENDA

December 2012

- Wed., Jan. 5 - 4th Pre-Conference Workshop cont. -

Expanding Farmers Market Opportunities

10:00 Welcome and Introductions. 2:00 Break
10:15 How to Achieve Community and Financial Support for 2:15 lllinois Food Systems: lllinois Food, Farm, and Jobs Council,

Farmers Markets - Stacy Miller, Famers Market Association Chicago Food Policy Council, Evanston Food Policy Council,

. . . . - Springfield Local Food Task Force
11:30 Networking Roundtables: Funding and Grant Opportunities Delayne Reeves, lllinois Department of Agriculture
Noon Lunch
. . 3:45 Networking Roundtables: Food Rules, EBT, Social Marketing,
1:00 Marketing Changes and Innovations: EBT/SNAP, WIC, .
) " : Grant Opportunities
Commercial Ready Opportunities, Innovative Ways to Reach
Consumers - Lisa Bralts, Market at the Square, Urbana. 5:00 Adjourn

Conference Registration:
Wednesday: 8 a.m. — 4 p.m.

Conference Trade Show:

Wednesday: 4:30 — 6:30 p.m.

Thursday: 8 a.m. -4 p.m.
Friday: 8 a.m. — 12:00 Noon

Thursday: 8 a.m. - 5:30 p.m.

Friday: 8 a.m. - 1:30 p.m.

Thursday, January 6, 2011

Opening Session:

9:00 a.m. Welcome and Conference Overview - Rick Weinzierl, University of lllinois

9:20 a.m. Is Your Operation Market Ready? Understanding the Expanding Market for Local Foods
Julie Fox, The Ohio State University

9:40 a.m. MarketMaker Updates: Essential Tools for Local Food Producers
Dar Knipe and John Pike, University of lllinois Extension

10:45-11:45 Breakouts, see next page

11:30 - 1:30 Lunch in Trade Show

1:30 - 3:30 Breakouts, see next page

4:00 -4:45 Affiliated Association Annual Meetings

6:00 - 7:30 Banquet: “The Heart and Soul of Farm Marketing” by Ken and Barb Hall, Poplar Grove, IL

Presentation of Cider Contest and Herb Display Contest Awards

Banquet Speakers

Ken and Barb Hall will talk about life in the direct farm marketing business and what makes family
businesses unique. They will also address their mission, why they’re in the business, and what
they believe is important!!

Friday, January 7, 2011

8:00 - 1:30 Trade Show open
11:45-12:15 ISGA Annual Meetin

9:00 - 11:30 Breakouts, see next page N ng
1:30 - 3: Breakout t

11:45 - 1:30 Lunch in trade show 30-3:30 rearoUts, Seehigeubegrasr
3:30 Adjourn
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JoIN Our Contests

Cider Clossontest!

8:00 - 9:45 am Registration
10:00 am Judging
6:30 pm Awards Presentation at Banquet

For more details or an application, contact Elizabeth Wahle, University of lllinois Extension,
(618) 692-9434 wahle@illinois.edu or www.specialtygrowers.org/confagenda.htm.

2nd Annual Herb Display Contest

Compete for the most dazzling display with the winner receiving complimentary membership in IHA for
one year ($50 value)

We provide you with an 8-foot table. You create an appealing and inviting display. You will need to bring all
merchandise (herbal-related products) and information items (recipes or literature).

Competition is FREE! Open to anyone wanting to participate. Contact IHA Vice President Kay Carnes at
kcarnes@illinois.edu or (217) 778-4423 to sign up.

The winner will be announced at the Thursday Evening Banquet.

DIRECTIONS FROM I-55
Exit 94, Stevenson Drive. Go west one block to Dirksen Parkway.
Turn right (north) 1.5 blocks. Hotel is on the right (3000 S. Dirksen Parkway).

HOTEL RESERVATIONS

Lodging is available at the Crowne Plaza for $85 per night (single or double),
plus 10% tax, through Dec.14.

(After Dec.14, availability is not guaranteed at conference rate.)

BY PHONE: Call 217-529-7777.
Ask for in-house reservations, identify your organization as
“llinois Specialty Crops, Agritourism and Organic Conference.”

ON LINE: www.cpspringfield.crowneplaza.com.
Fill in Travel Dates & Traveler Information and “check availability.”
Click Corporate, Group Identificaiton. Fill in the group booking code: GRO

QUESTIONS?
Contact Diane Handley
Phone: 309-557-2107 ¢ Fax: 309-557-3729 e Email: handley@ilfb.org
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CONFERBENCE TRACKS  thursday, January 6 - Fr

Thursday 10:45-11:45

Thursday 1:30-3:30

Friday 9:00-11:30

Friday 1:30-3:30
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Fruits

Using SmartFresh on Apples for Retail Operations
Mike Parker, North Carolina State University

1:30 Review of the 2010 Season
Moderated Audience Discussion

2:00 Peach Production in North Carolina - Striving for
Profitability - Mike Parker, North Carolina State University

2:50 New Issues in Insect Management in
Apples and Peaches - Rick Weinzierl, University of lllinois

9:00 Managing Apple and Peach Diseases, with Notes
on the Strengths and Weaknesses of Sulfur
Mohammad Babadoost, University of lllinois

9:40 Fruit and Vegetable Production at Brautigam Orchards
Tom and Pat Range and family, Belleville, IL

10:20 Basics of Fertility Management for Apples
and Peaches - Elizabeth Wahle, University of lllinois

11:00 Peach and Apple Variety and Rootstock Review
Moderated Audience Discussion,
Mosbah Kushad, University of lllinois

1:30 Opportunities and Resources for Small Fruit and
Strawberry Production Jeff Kindhart, University of lllinois

2:15 Fruit Industry Perspectives from Women Owners and
Co-Owners - Grower Panel: Lori Murray,
Mozier, IL, moderator

3:30 Adjourn

December 2012

Vegetables

Understanding Insecticides and Selecting the Best
Options - Rick Weinzierl, University of lllinois

Sweet Corn:

1:30 News in Sweet Corn Hybrid and Variety Development
Seed Industry Panel

2:10 Transplanting Sweet Corn: Effects of Transplant
Age and Maturity Date on Yield and Quality
Tim Coolong, University of Kentucky

2:45 Corn Earworm Management in Sweet Corn
Rick Foster, Purdue University

Tomatoes and Peppers:

9:00 Fundamentals of Pepper Production
Bill Shoemaker, University of lllinois

9:40 Promising Pepper and Tomato Varieties
Seed Industry Panel

10:15 Observations on Pepper and Tomato Variety
Performance - Jeff Kindhart and Elizabeth Wahle,
University of lllinois

10:50 Disease Management in Tomatoes and Peppers
Mohammad Babadoost, University of lllinois
Cole Crops and Crucifer (Brassica) Greens:

1:30 Basics of Stand Establishment
Bill Shoemaker, University of lllinois

2:10 Disease Management in Cole Crops and Crucifer
Greens - Mohammad Babadoost, University of lllinois

2:50 Insect Management in Cole Crops and Crucifer
Greens - Rick Weinzierl, University of lllinois

3:30 Adjourn

Organicl Organic II

Thursday 10:45-11:45

Thursday 1:30-3:30

Friday 9:00-11:30

Friday 1:30-3:30

Cultivating Diversity: A Recipe for Organic Opportunity

Lisa Kivirist, Inn Serendipity Farm and B&B, Kellogg Food & Society Policy Fellow, Co-Author: ECOpreneuring, Rural Renaissance,

Edible Earth, Browntown, WI
Integrated Organic Vegetable Production Systems:

1:30 Niche Marketing = Niche Production: Why Marketing
Specialty Crops to High End Chefs Comes Before
Production - Marty and Kris Travis, Spence Farm, Fairbury, IL

2:00 Phytophthora in Peppers, Cucumbers, Melons,
Squash, and Pumpkins
Mohammad Babadoost, University of lllinois

2:35 Creating a Livelihood on a Fresh-Market Vegetable
Farm - John Hendrickson, University of Wisconsin

Organic Cultural Practices:
9:00 Management for Organic Production and
Soil Conservation
Michelle Wander and Carmen Ugarte, University of lllinois
9:45 Strategies for Managing the Weed Seedbank and
Encouraging Weed Seed Predation
Adam Davis, USDA ARS, and University of lllinois
10:30 Cultivation and Seedbank Management for Improved Weed
Control on Small- and Mid-Scale Diversified Farms
Eric Gallandt, University of Maine

Organic Seeds - Saving, Exchanges and Commercial Sources:

Panel and Audience Discussion:

Jack Juvik, University of lllinois

Shanyn Siegel, Seed Savers Exchange, Decorah, 1A

Jim Hicks, MOFC Board of Directors, Seedsman, Chillicothe, IL

MODERATOR: Duane Baker, Seed Coordinator, Midwest Organic Farmers Cooperative, Newton, IL

3:30 Adjourn

Organic Grain and Livestock Systems:

1:30 Finding the Best Fit: Cover Crops on Your Farm
Joel Gruver, Western lllinois University; Integrated Livestock
Systems; Stan Shutte, Triple S Farms, Stewardson, IL
2:10 Marketing and Storing Organic Grain to Optimal
Advantage! Allen Williams, Williams Farms, Cerro Gordo, IL;
Jack Erisman, Goldmine Farm, Pana, IL; Marvin Manges,
Fizzle Flat Farm, Yale, IL; Moderator: Duane Baker, Seed
Coordinator, Midwest Organic Farmers Cooperative, Newton, IL
3:00 Livestock: Organic and Beyond
Allan Sexton, Meadow Haven Farm, Sheffield, IL

Organic Fruit Production:

9:00 Adding Value: Aronia Berry Production and Fruit CSA
Teresa Santiago, Teresa’s Fruits and Herbs, Eureka, IL

9:45 A More In-Depth Look at Insect Management Options in
Organic Fruit Production - Rick Weinzierl, University of lllinois

10:30 Key Considerations in Planning and Managing an
Organic Apple Orchard - Deirdre Birmingham,
Regan Creek Farm, Mineral Point, WI

11:00 Making the Most Out of Weather-Kissed and
Pest-Kissed Organic Fruit
Wes Jarrell, Prairie Fruits Farm and Creamery, Urbana, IL
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Agritourism/Marketing

lllinois Gardener Question and Answer Session on Herbs Social Media Marketing

Dianne Noland, Chuck Voigt, Phil Nixon, and Jim Schmidt, Julie Fox, The Ohio State University

University of lllinois

1:30 Using Facebook, Twitter, and More to Market Your 1:30 Fit More P’s in Your Pod: Working with Partners
Products - Deborah Niemann-Boehle, Cornell, IL for Effective Promotion - Stephanie Rhodes,

2:30 Marketing Fresh and Processed Herbs to the Sfeaily Caminleaiiin, (i e, 1L
Nutraceutical Market 2:30 Tourism Programs and Signage Information
James Simon, Rutgers University Cindi Fleishli, IL Bureau of Tourism, and

lllinois Department of Transportation Representative

9:00 Rutgers Research Report on the Fight Against Basil 9:00 The “Dazzle is in the Details: Getting the Most out
Downy Mildew - James Simon, Rutgers University of Merchandising and Sales Promotion
Stephanie Rhodes, Bloomin’ Communications,

10:00 Potentially Effective Treatments for e by
Basil Downy Mildew O Fass,
Mohammad Babadoost, University of lllinois 10:00 Get Media Savvy and Get Known

10:30 Transitioning to Organic Greenhouse Production Joy Neighbors, The JOY of PR, Flat Rock, IL
Sal Gilbertie, Gilberties Herbs, Easton, CT 11:00 lllinois Agritourism Website and
Promotions Update
Heather Wilkins, Central lllinois Tourism
Development Office and Diane Handley,
lllinois Specialty Growers Association

1:30 Seasonal Herbs at Gilberties . - - .
Sal Gilbertie, Gilberties Herbs, Easton, CT = gﬁlﬁigg;nggtgz)ﬁzzglence ol
2:30 Horseradish: Herb of the Year, 2011 Ann Dougherty, Learn Great Foods, Mt. Carroll, IL
Chuck Voigt, University of lilinois 2:30 Agritourism Safety and Liability Considerations.
3:30 Adjourn John Pike, University of lllinois Extension

3:30 Adjourn

Irrigation/Business Management

Drip Irrigation Regimes for Tomatoes and Specialty Peppers - Tim Coolong, University of Kentucky

Improving Enterprise Management

Improving Commercial Readiness:
1:30 Post-Harvest Handling and Transportation Methods that Allow Small-Scale Growers To Deliver Top-Quality Produce
Jeff Kindhart, University of lllinois

2:30 Projects Funded by the 2011 Specialty Crop Block Grant Program and Prospects for 2012
DelLayne Reeves, lllinois Department of Agriculture

3:00 University of lllinois Research Supporting Specialty Crop Production and Marketing
Jozef Kokini, Associate Dean of the College of ACES, University of lllinois

Labor and Legal Issues
9:00 Updates on Legal Issues for Specialty Crop Producers - Rich Schell, Law Offices of Kurt Wagner

9:50 Panel Discussion on Labor Issues - Terry Veich, Veich Farms, Vincennes, IN, Jeff Flamm, Flamm Orchard, Cobden, IL,
Cliff Ingersol, Twin Garden Farms, Harvard, IL, and Tom Halat, Huntley, IL. Moderator: Don Ahrens, Shawneetown, IL

10:40 Update on Insurance for Specialty Crop Producers - Roger Schnitzler, FARMCO, Wisconsin Dells, WI

Marketing

1:30 Selling Into Wholesale Markets - Adam Degroot, St. Anne, IL, Gerry Kettler, County Market; Michel Higgins, Maldaners;
Mike Orf, Hy-Vee; Irv Cernauskas, Irv and Shelly’s Fresh Picks. Moderator: Jim Slama, FamilyFarmed.org

3:30- Meet the Buyers Reception, with buyers from Auggies, Chartwells Thompson (Chicago Public Schools), County Market,
5:00 Goodness Greeness, Hy-Vee, Irv and Shelly’s Fresh Picks, Maldaners, Schnucks, Southern lllinois University, SYSCO,
Testa Produce, and Whole Foods.
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lllinois Specialty Crops, Agritourism and Organic

- Wust bé recelved by Conference Registration Form

December 28, 2010 for pre-registration -

Please print clearly or type the following registration information for each participant. Please circle any pre-conference workshops you will be attending.
Name(s) 1,2,8,4 1,2,8,4
1,2,38,4 1,2,3,4

Farm Name or Organization
Address City State Zip
Phone FAX Email

Description of Operation: Vegetable Fruit Herb Irrigated Grower Organic
Agritourism Master Gardener Roadside U Pick Wholesale Farmers Market
Industry Support Other

FREE Magazine Subscriptions to all Registrants! PLEASE CHECK any of the following you’d like to recieve a one-year
subscription to:

___ Growing Magazine ___ American Fruit Grower ___ American Vegetable Grower ___ The Fruit Grower News

___ The Vegetable Grower News ___ Country Folks Grower ___ No thanks - none at this time.

Pre-Conference Workshops
#1 - Pumpkin Production and Pest Management for 2011 (January 5, 2011)

# Attending @ $35/member*; $45/non-member (includes lunch); on-site registration $15 MOre PEr PErSON............ccceveveeveveverersessessesesssssesenens $

#2 - High Tunnels, 2011: Tomatoes and More (January 5, 2011)

# Attending @ $35/member*; $45/non-member (includes lunch); on-site registration $15 MOre PEr PErSON.........c.cceevvevevevesereeesesesssssssesesnns $

#3 - Good Agricultural Practices: Making a Farm Plan and Becoming GAP-Certified (January 5, 2011)

# Attending @ $35/member*; $45/non-member (includes lunch); on-site registration $15 MOre PEr PErSON..........ccvevveeevererseeressessessssesennns $

#4 - Expanding Farmers Market Opportunities (January 5, 2011)

# Attending @ $35/member*; $45/non-member (includes lunch); on-site registration $15 MOre PEr PErSON...........cweereeeeverveseereseseeressesenenns $

Specialty Crops, Agritourism and Organic Conference (Thursday & Friday, January 6-7, 2011)

Registration Fee (Includes trade show and educational sessions; on-site registration $15 more per person)

First Person Attending.......... $50/MemMber; $60/N0ON-MEMDEY = ......ciieeeeeiestisesee et e sese e ree e sse et eseeeseesessessesaeseesessessessaseneeseesessenseneennans
Additional Person(s) # at $25/member; at $30/non-member =
Banquet Tickets # @ $25 ($30 ON-SIt) ..evrvverrerreirererireereireeens

(Dietary restrictions requested in advance)

Trade Show Only Pass (Thursday - Friday, January 6-7, 2011) (for those individuals attending only the trade show activities)

# Attending L@ 10T o= =T o TSP $
2071 [SGA DUES (SEE DEIOW)......evcveveeeeeececteteteeeeeeessteteaeteseeesessassssesesssesasesssassstesesasssssassssesessssssassssssssssasasssssassntasasssssssassssssesasasssssnsases $
Designate as my specialty association: (check one)*

lllinois Herb Association ($50) llinois Vegetable Growers Association ($50)

lllinois Irrigation Association ($45) lllinois State Horticulture Society ($70)

If you choose to join more than one association, the basic ISGA membership fee is $40 plus $5 for lIA, $10 each for IVGA and IHA, and $30 for ISHS.

“ member = member of lllinois Specialty Growers Association (ISGA) Total Due: $

Please return completed form with payment (a check made payable to ISCC or complete the credit card information below) no later
than December 28, 2010 to: lllinois Specialty Crops Conference ® 1701 Towanda Avenue ® Bloomington, IL 61701

Credit Card Payment

Cardholder name:

Mailing Address City. State Zip
(as it appears on statement)
Total Amount of Transaction: $ . Type of Card: O MasterCard VISA O Discover
Account Number: Expiration Date:
(month) (vear)
Signature of Cardholder: Page 430 of 487

Questions? Charlene Blary: 309.557.2107 e (fax) 309.557.3729 ¢ cblary@ilfb.org ¢ www.specialtygrowers.org
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P UN things to do in Springfield!
r

> 4 + '
‘ » Celebrate our state’s great history at the Abraham Lincoln
. Presidential Library & Museum. www.alp/m.org
e Visit the Old State Capitol, President Lincoln’s Law Office
and the “New” State Capitol.

e Tour Abraham Lincoln’s former home, built in 1839.

e Explore the state’s colorful history
at the Illinois State Museum. www.museum.state.il.us

e Visit Oak Ridge Cemetery, where Lincoln’s Tomb is located.

* See lemurs, cheetahs, penguins and more
at the Henson Robinson Zoo.

e Shop at White Oaks Mall, with Bergner’s, Macy’s,
Abercrombie & Fitch, and more!
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lllinois Specialty Crops, Agritourism
and Organic Conference

1701 Towanda Avenue
Bloomington, IL 61701

www.specialtygrowers.org

Address Service Requested ~ DecembRIGRIBROFIT
U.S.POSTAGE
PAID
PERMIT NO.2
BLOOMINGTON, IL
61702-2901

Look INSIDE for

Conference Agenda

All Conference Attendees will receive FREE subscriptions to industry

magazines of your choice! (see registration)

IMPORTANT DEADLINES:

Dec. 28 - Conference Registration
Dec. 14 - Hotel Reservations

Please notify us if you wish to discontinue rE88fving tht§ bublication:
309.557.2107 or cblary@ilfb.org

CCMXX5294WT0908
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EVALUATION SUMMARY

2011 ILLINOIS SPECIALTY CROP, AGRITOURISM & ORGANIC

CONFERENCE
(based on 65 responses)
1. What were your objectives in attending this workshop or conference?
1 Learn more about marketing my products.
2 Learn more about GAP and meet with potential buyers.
3 Learning.
4 Acquiring new information.
5 Networking, seeing old friends.
6 To gather more information regarding farmers markets and improve our farming operation.
7 Tolearnin general.
8 Network with other producers, gain knowledge.
9 Education.
10 Learn more about GAP and gain more knowledge on vegetable crops.
11 GAP and food safety issues/sustainable production practices.
12 Just starting, need lots of information.
13 Learning more about growing herbs.
14 Solving disease and insect problems.
16 Gain knowledge about organic farming and practices.
17 Learning, networking.
18 To meet and talk to friends.
19 Networking, learn about cover crops.
20 Keeping up to date with growers’ trends and research.
21 Getideas and learn more about crops we grow.
22 General education.
24  Getting educated on a start-up organic farm.
25 To learn more in promoting farmers markets.
26 Learn new ideas/seeds/methods of running my agri tourism farm.
27 Learn as much as possible.
28 Learn about growing techniques for fruits/veggies.
29 Finding ways to be a better partner from tourism perspective.
30 Learn about crops and agri tourism.
31 Networking and learning new things or new ideas.
32 Wealth of knowledge to start farm.
33 To learn about sustainable/organic practices in lllinois.
34 Meet old friends — make new friends. Learn new things.
35 Network, starting an operation — orchard management.
36 Learning current trends.
37 Learn more about marketing and GAP.
38 Learn about farmer markets and expanding grant opportunities.
39 Get new ideas.
40 To determine if we want and are able to take the risk in raising specialty crops.
41 Yes — need to know all | can about this as we are just getting a start in this venture.
42 Learn more about opportunities with specialty crops.
43 Learn about aspects of agri tourism to better position our event.
44  Enhance our marketing strategies, further our farming knowledge/know-how.
45 Learn more about advertising and marketing.
46 Network, learn organic standards, management practices.
47 General update.
48 Get more information on high tunnels.
49 Get more information about high tunnels.
50 Get update on herb issues.
51 Information and idea exchange.
52 To learn about innovative ways to promote farmers markets.
53 Fertilization on pumpkins, herbicides, fungicides, and pesticides on pumpkins, pumpkin
varieties.
56 Hoping for practical, useful tips to have successful market (customers/vendors).

H:\Groups\MKTS\Delayne\Grants\2010 SCBG-FB\REPORTS\FINAL\Project Results\SC-10-26 2011 ISGA conf Survey results.doc
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57 Ideas to invigorate our local farmers market.
58 To exhibit —increase NRCS visibility to new potential clients.
59 Networking and promoting organic and organic certification.
60 Gather information on production of organic apples and berries and marketing.
61 Obtain information on growing methods, equipment, varieties, organic methods (vegetables
and small fruits).
62 To learn best (or at least better) practices in produce production.
63 Organic tree fruit sessions.
64 Presenting in pre-conference session, also learning from other presenters.
65 As a speaker, | hoped to share useful, practical information.
2. Did you meet your objectives?
Base Yes No
59 1
60 98% 2%
3 Some.
19 Mostly.
20 Mostly.
24 Mostly.
25 Yes from marketing changes panel.
29 Yes —to some degree. Understand aim was to producer.
33 Some, loved organic tracks — other tracks were $ $ $.
36 Partially.
41 Great start.
45 Somewhat.
49 Mostly.
52 Yes. | was exposed to a whole range of markets across the state.
56 Somewhat.
57 Absolutely!
65 Based on immediate, initial feedback, yes.
3. What was the best part of the workshop or conference for you?
1 Tourism and media information.
3 Braeutigan Orchard; the review of 2010 fruit season; specialty crop block projects funded.
4 High tunnels and organic sessions.
5 Variety of speakers.
6 Being educated about the different medias.
7 Good workshops Thursday on herbs.
8 High tunnel breakouts.
9 Mohammad Babadoost.
10 GAP workshop and materials handed out.
11 Workshop on GAP - received much information.
12 Hoop houses.
13 Chuck Voigt and Sal Gilbertie.
14 Receiving information from the people who know and do the research.
16 Lots of information and topics available (great info at trade show), networking with conference
attendees and participants.
17 New ideas — social networking.
18 Information.
19 Seed bank management.
20 Eric Gallandt.
21 Getting advice from presenters on problems we are facing on our farm.
22 High Tunnel session.
24 Marketing disease management, fundamentals of production, agri tourism.
27 Breakout sessions.
28 Lectures backed by data.

H:\Groups\MKTS\Delayne\Grants\2010 SCBG-FB\REPORTS\FINAL\Project Results\SC-10-26 2011 ISGA conf Survey results.doc
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29 Networking idea/exchange.

30 Networking with people.

32 Aot of choices in seminar topics.

33 Organic track. John Hendrickson, great research!

34 Aronia berry presentation, Sal Gilbertie.

35 Networking.

36 Talking with other producers, informative sessions.

37 Allgood. Sorry | missed pre-conference workshops.

38 Something for everyone.

39 Good programming.

41 Almost all the sessions.

42 The Trade Show offered good chance to meet helpful people and good literature.

43 Social media marketing — Julie Fox.

45 Dr. Babadoost talking about phytophthora.

46 Meet with buyers. High Tunnel day — great!

47 Breakout sessions.

48 Jeff Kindhart's talk.

49 USDA guy.

51 Friends.

52 Marketing Changes and Innovations Panel presentation.

53 Pumpkin diseases.

54 Weed control and disease.

56 Last section.

57 Farmers market workshop.

58 Wasn't able to attend breakouts — many visitors to our booth.

59 Workshop: organic weed control. Conference: the people.

60 Learning information that | was unaware of for production and marketing.

61 High tunnel growing and organic weed control methods.

62 Profitability concepts/cost factors in implementing ideas.

63 Trade Show and organic tree fruit sessions. Networking. Everything was very well
organized!

64 Stacy Miller of FMC — great to have a national leader for markets in the house!

65 This was a new conference for me and | enjoyed meeting some new people as well as
visiting with some people I've known for a while.

4, What was the least productive part of the workshop or conference for you?
1 Merchandising and sales — session was too generic.
3 lllinois Gardener Q & A on herbs.
6 No comment.
7 Dinner Thursday night.
12 Grain storage — poor.
16 Management for Organic Production and Soil Conservation. It could have been good, but it

wasn't!

20 Panel discussion.

21 Session on Market Maker.

22 Cole crops (am organic).

24 Fruits banquet.

27 Discussion groups.

28 Learning about your farm’s history and your family.

29 Being able to discuss ways tourism departments can help producers.

32 Pumpkins, fruit trees, and banquet.

38 Should provide free Wi-Fi and Internet connection during sessions.

39 The tourism program.

41 Pre-conference — too many great selections to choose from. Also, keep academics more
relevant to production processes.

42 Most that was presented was common sense, especially “Market Ready.” This was very
basic — | was hoping for more specifics.

45 Niche marketing and signage.

46 Overview of U of | research.

47 Creating a livelihood on a fresh market vegetable farm.

H:\Groups\MKTS\Delayne\Grants\2010 SCBG-FB\REPORTS\FINAL\Project Results\SC-10-26 2011 ISGA conf Survey results.doc
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48 The bug guy.

49 The bug guy.

53 Marketing strategy.

56 EBT discussion.

59 Non local food! Farmers in attendance = please promote your product. Pumpkin soup, pie,

bars, frozen fruit?

61 Welcome session.

62 N/A.

63 I really liked this conference and the friendly atmosphere.

64 Could not reliably access any wireless free of charge. Couldn'’t live blog or demonstrate

examples of social media.
Ratings: Poor Average Excellent
1 2 3 4 5 Base

Conference Location 1 0 5 20 36 62
2% 0% 8% 32% 58%

Hotel Accommodations 1 0 7 11 27 46
2% 0% 15% 24% 59%

Lodging Room Reservation via 0 1 2 11 14 28

Internet 0% 1% 7% 39% 50%

Conference Registration 0 2 12 13 31 58
0% 3% 21% 22% 53%

Wednesday Workshop(s) 0 1 2 10 22 35
0% 3% 6% 29% 63%

General Session & Workshop 0 0 3 26 17 46

Session Topics 0% 0% 7% 57% 37%

Thursday Lunch in Trade Show 5 8 11 13 5 42
12% 19% 26% 31% 12%

Friday Lunch in Trade Show 3 6 13 9 3 34
9% 18% 38% 26% 9%

Banquet 1 2 12 13 10 38
3% 5% 32% 34% 26%

Trade Show 0 4 13 20 13 50
0% 8% 26% 40% 26%

Value for my Business 0 0 10 27 16 53
0% 0% 19% 51% 30%

Overall Rating 0 0 7 34 16 57
0% 0% 12% 60% 28%

Additional Comments:

24 Friday Lunch in Trade Show — didn't go.
29 Friday Lunch in Trade Show — didn't use.
32 Friday Lunch in Trade Show — ate elsewhere.
33 Thursday Lunch in Trade Show — no vegetarian. Good service.
Friday Lunch in Trade Show — not local! Good service.
Value for my Business — cheap conference.
35 Thursday Lunch in Trade Show — short on wraps.
41 Banquet — quality of meal was a “5,” but services was “1” to “0.”
55 Conference registration — need Internet pre-registration.
60 Thursday Lunch in Trade Show — had to wait half hour for veggie wraps.
5. What topics/issues would you like to see addressed at next year’'s conference?
1 Breakdown/multiple sessions about social networking.
2 More GAP information, maybe more high tunnel redone since could not go to it due to GAP
meeting.
3 Weed control in the specialty crop field; asparagus production; raised bed applications.
4 Similar to this year.
5 Greenhouse production.
10 Food safety bill regulations for irrigation and treatment options.
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11

12
15
16
17
18

19
20
21
22
24
25

27
28

29
30
32
33

36
37
38
39
40
41

42

43

44

45

46

49
53

The food safety issue bill that was just signed and subsequent regulations of FDA. Irrigation
water quality issues, especially surface H,O users.

Legal issues, brand name, insurance.

B & B on the farm.

Organic farming.

More on social media networking.

Control of insects and disease. But mainly new regulations from federal and state
government.

Combinations of cover crops.

More time on soils. Organic Ill — so we can have soil, vegetables, fruits.

More on small-scale livestock production, pastured pork, pastured broilers, etc.

There is plenty | haven't heard yet in existing talks.

Updates in the industry of any kind.

Building relationships between farmers and vendors and farmers market managers.
Problems with county health departments on farmers markets.

Pricing — apples, peaches, pears.

Wi-Fi — this is 2011. The conference Wi-Fi was essentially non-existent. The hotel had
ridiculous Wi-Fi prices.

Marketing/Promotion/Partnership — Barn Tours/Farm Tours.

Grants — public and private. Angel financing.

Will let you know.

Organic pest control, organic fertilizers and irrigation for organics, soil preparation for clay
soils, composting basics.

Strawberries, raspberries.

Foodie topics, culinary tourism, partnerships.

More local food policy council information.

Direct marketing operations — other farm operations.

Breakout session for beginners to include cost factors.

See more on asparagus, relevant research; more experiences updating laws, regulations,
policies, etc.

You need more specifics like the media information Joy shared.

Promotional material evaluation — here’s my rack card...what's good, what's bad, etc. Agri
tourism is not always orchards, farmers markets, etc. Incorporate special events, i.e. barn
tours, farm-city relations, tractor drives — heritage days (antique).

We paid a total of $120.00 and ended up embarrassed. Falling in line for the lunch just to
find we have to pay for the lunch. Next time, make it clear on your program that lunch or any
meal is for members only.

Labor laws, minimum wage, contracted labor, tax solutions (loopholes).

More great information. More high tunnel research from other universities — U of | not doing
it.

Pass out handouts for all.

Tomatoes, disease, fertilization, weed control, variety performance, pepper workshop.

54 Asparagus.
56 State regulations.
59 Interagency coordination for grower: equipment, org certification, cost share.
61 Equipment and uses available for small farms. Less than 10 acres.
63 More on organic tree fruit production.
64 Farmers markets, communications, connecting.
6. Who would you like to see as speakers?
3 Jim Eckert; Voss Pecan; women in charge.
4 Elliot Coleman.
11 Joel Salatin.
13 Richters Herbs.
16 Allan Sexton, Gary McDonald.

17
18
20
30

Julie Fox.

Anyone that you can get that is knowledgeable in their field.
John Hendrickson, University of Wisconsin — Madison.

Rick Bayless — Frontera Foundation.
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40
41
42
44
46
50
52
56
58
59
63

December 2012
Jeff Kindhart.

Jeff Kindhart and Rick Weinzierl.

Someone from lowa Barn Foundation, barn groups from counties in lllinois.
Speakers ran out of handouts!

More organic management.

Felder Rushing (Mississippi); someone from Bowood Farms (St. Louis).
Someone from the Leopold Center at lowa State University.

Vendors, FM managers.

An NRC employee to explain NRCS programs and assistance available.
Org cert.

Organic tree fruit growers. More from Rich Weinzierl.

7. Would you like to be a speaker?
Base Yes No
6 10
16 38% 63%
11 Possibly.
33 Sure.
35 Yes.
40 Not yet.

45 Pumpkin patch leader (Arthur, lllinois).
46 Elliot Coleman, CEO/owner of Rimol Greenhouse Company, Joel Salatin, head of MOSA.

If so, please include your name and contact info on reverse side of form.

11 Matthew P. DeJong, 18330 Stony Island Ave, Lansing, IL 60438; (708) 474-1865.
35 Rich Tobiasz, 1075 Breezy Lawn Rd, Spring Grove, IL 60081; (815) 675-6455;
eofarm@mchsi.com; organic topics, soil.

59 Trish Dougherty, c/o MOSA; trdougherty@mosaorganic.org.

Ratings: Poor Average Excellent
1 2 3 4 5 Base
“Is Your Operation Market
Ready? Understanding the
Expanding Market for Local 2 5 18 14 0 39
Foods” 5% 13% 46% 36% 0%
By Julie Fox, General Session
Speaker
16 Didn't apply to me.
42 Julie needs to “get over” her new phone — we don't care.
Ratings: Poor Average Excellent
1 2 3 4 5 Base
“MarketMaker Updates:
Efsggggrls'[ools for Local Food 0 > 14 10 8 o
0, 0, 0, 0 0
By Dar Knipe and John Pike, 0% 6% 41% 29% 24%
General Session Speaker

16 Didn't apply.

33 Lacked focus for this conference (talked about Florida national markets). There are better tools

like local harvest.

6
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Ratings: Poor Average Excellent

1 2 3 4 5 Base
“The Heart and Soul of Farm
Marketing” 0 0 7 9 10 26
By Ken and Bark Hal, Banquet 0% 0% 27% 35% 38%
Speakers

24 Didn't stay — banquet went too long!
32 It was so late by the time they started to speak that we left — previous speaker way too long.

Session Evaluations

Ratings: Poor Average Excellent
Speakers 1 2 3 4 > Base
Cindi Fleishli and Kyle 1 0 2 2 1 6

Armstrong 17% 0% 33% 33% 17%
0 0 0 2 1
John Atsaves 0% 0% 0% 67% 33% 3
0 0 3 8 10
Mohammad Babadoost 0% 0% 14% 38% 48% 21
. _ 0 0 0 0 2
Deirdre Birmingham 0% 0% 0% 0% 100% 2
) 1 0 1 2 2
Martina Bockenstedt 17% 0% 17% 33% 330 6
_ 0 2 2 1 2
Deborah Niemann-Boehle 0% 29% 29% 13% 29% 7
_ 0 0 0 3 3
Lisa Bralts 0% 0% 0% 50% 50% °
. 0 0 2 4 1
Tim Coolong 0% 0% 29% 57% 14% !
. 0 0 0 6 3
Adam Davis 0% 0% 0% 67% 33%
Adam Degroot 0
0 0 1 0 5
Ann Dougherty 0% 0% 17% 0% 83%
Ivan Dozier 0 ’ o - . 4
0% 0% 0% 25% 75%
' 0 0 0 1 0
Mike Flamm 0% 0% 0% 100% 0% !
) 0 0 2 6 3
Rick Foster 0% 0% 18% 55% 27% 11
Julie Fox o o o ) ) 8
0% 0% 0% 50% 50%
_ 0 0 0 1 9
Eric Gallandt 0% 0% 0% 10% 90% 10
. . 0 0 0 1 4
Sal Gilbertie 0% 0% 0% 20% 80% 5
0 0 1 4 2
Zackary Grant 0% 0% 14% 57% 29% !
0 0 0 1 3
Joel Gruver 0% 0% 0% 25% 75% 4
. 0 1 0 3 4
John Hendrickson 0% 13% 0% 37% 50% 8
- 0 0 0 0 1
Jim Hicks 0% 0% 0% 0% 100% !
0 0 0 1 1
Wes Jarrell 0% 0% 0% 50% 50% 2
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Ratings: Poor Average Excellent
. 0 0 3 8 11
Jeff Kindhart 0% 0% 14% 36% 50% 22
Lisa Kivirist 0 ’ o \ ;
0% 0% 0% 44% 56%
Matt Kleinhenz
. 1 0 2 1 0
Jozef Kokini 2504 0% 50% 25% 0%
0 0 0 1 0
Mosbah Kushad 0% | 0% | 0% | 100% | 0% !
. 0 0 2 3 0
Liz Maynard 0% 0% 40% 60% 0% °
0 0 0 0 1
Gary McDonald 0% 0% 0% 0% 100% !
] 0 0 0 5 1
Stacy Miller 0% 0% 0% 83% 17% 6
: 0 0 1 2 4
Joy Neighbors 0% 0% 14% 29% S57% !
. 0 0 0 1 0
Dianne Noland 0% 0% 0% 100% 0% '
. 0 0 1 1 2
Dennis and Paul Norton 0% 0% 25% 25% 50% 4
_ 0 0 0 3 1
Mike Parker 0% 0% 0% 75% 25% 4
i 0 0 2 1 8
John Pike 0% 0% 18% 9% 73% 1
Tom, Pat, Kurt and Jane Range 0 0 . ; 1° 4
, Pat, 0% 0% 33% 33% 33%
0 0 0 3 5
Delayne Reeves 0% 0% 0% 37% 63% 8
. 0 1 2 2 2
Stephanie Rhodes 0% 13% 29% 20% 20% 7
Teresa Santiago 0 ’ : 1 5 5
g 0% 0% 40% 20% 40%
_ 0 0 0 1 2
Rich Schell 0% 0% 0% 33% 67% 8
Roger Schnitzler
0 0 0 2 1
Allan Sexton 0% 0% 0% 67% 33% 8
_ 0 0 0 6 3
Bill Shoemaker 0% 0% 0% 67% 33% 9
. 0 0 0 0 1
Sharon Siegel 0% 0% 0% 0% 100% !
James Simon 0 o o ; 5 4
0% 0% 0% 50% 50%
. 0 0 0 0 1
Wayne Sirles 0% 0% 0% 0% 100% !
. . 0 0 0 2 4
Marty and Kris Travis 0% 0% 0% 33% 67% 6
Aaron Trover . > ; : , !
13% 45% 13% 29% 0%
Terry Veich
i 0 0 0 1 3
Chuck Voigt 0% 0% 0% 25% 75% 4
. 0 0 0 1 6
Elizabeth Wahle 0% 0% 0% 13% 87% 7
0 0 1 2 3
Alan Walters 0% 0% 17% 33% 50% 6
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Ratings: Poor Average Excellent
. 0 1 5 3 0
Michelle Wander 0% 11% 56% 33% 0% 9
. L 1 0 0 3 10
Rick Weinzierl 8% 0% 0% 21 71% 14
Alan Williams, Jack Erisman, 0 0 0 0 1 1
Marvin Manges, Duane Baker 0% 0% 0% 0% 100%
Lipe, Boggio, Murra 0 0 0 0 2 2
pe, B0gglo, y 0% 0% 0% 0% 100%
. 0 0 0 2 1
Organic Seeds Panel 0% 0% 0% 67% 330 3
News in Sweet Corn Hybrid 0 0 1 0 0 1
Panel 0% 0% 100% 0% 0%
.. 0 0 0 2 0
lllinois Gardener Panel 0% 0% 0% 100% 0% 2
0 1 1 3 1
Seed Industry Panel 0% 17% 17% 50% 17% 6
0 0 0 1 0
Seedsaver Panel 0% 0% 0% 100% 0% 1
0 0 0 1 0
Grower Panel 0% 0% 0% 100% 0% 1
Panel 0 0 0 1 0 1
0% 0% 0% 100% 0%
. . . 1 0 0 0 0
Marketing & Storing Grain 100% 0% 0% 0% 0% 1
Labor panel 0 0 0 2 0 2
0% 0% 0% 100% 0%
0 1 0 0 0
Women Panel 0% | 100% | 0% 0% 0% L
. 0 0 0 1 0
Lindsay Record 0% 0% 0% 100% 0% 1

Additional Comments:

Love the fruit industry perspective from women! Gives me hope!
Overall, the conference was excellent. This is a “must attend” every year.

~NOoO bW

Really enjoyed myself. Looking forward to next year.

All herb speakers were good. Agri Tourism “Joy” of market — 10. Great job. Well-rounded
program.

| liked the mix of “experts” and growers as speakers in each section.

Great — very informative.

Too much noise transfers between meeting rooms. Brochure is way too difficult to follow the
schedule. Should be able to register for conference online and pay online.

Very informative conference. Learned a lot to apply to my vegetable/fruit operation.
Sometimes inexperienced speakers don’t know how to limit their comments to time allotted.
Overall, a very good program.

All should have handouts or have presentations on Web.

Great show!

Your banquet needs to flow better. Friends need to be acknowledged and awards be given,
but you MUST have better flow. It ruined the banquet.

Good show — learned a lot.

Some speakers definitely needed more time — Jeff Kindhart.

Would like tables to sit at — classroom style. Handouts would be helpful. Didn’t get until after
most times — or not at all.

Some speakers couldn’t adjust their PA gear and were hard to hear.
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33

34
36

41

42

45
46

48
49
53
55
58

63

64

65

Martina Bockenstedt — 40 minute FarmTek ad.

Aaron Trover — didn't talk much (I know he was nervous, but we got LITTLE information).
Rick Foster — not enough data to present!

Jeff Kindhardt — lots of experience, no organic information, other information very
transferrable.

Lisa Kivirist — not a lot of information — more motivational.

Michelle Wander — knows a lot — unfocused.

Adam Davis and Eric Gallandt — great information. Clear, focused.

Didn't like 40 minute FarmTek ad. | shop at FarmTek. KEEP sales information in the Trade
Show! | want research by non-biased university.

All workshops were excellent. The computers for e-mail are a great idea!

Disappointed in banquet. Caterer ran out of food. Our table was served after program
started with some people getting half-ass portions.

Aaron Trover — (1) delivery. Jozef Kokini — (1) content.

Great conference! Intend to be back next year. Please select speakers that can more relate
to practitioners, not academics (i.e. Jozef Kokini was very bad choice in my opinion). Also,
people that can speak before groups is essential too.

If you charge that much for the banquet — it should offer more. We did not get $25 worth!
Very disappointed.

Signage and tourism people very scripted (bad thing) and couldn’t answer most questions.
Speakers should all have enough copies of presentations. All presentations should be
available on a Web site for conference attendees.

Pass out more handouts!

Pass out handouts for more of talks.

Have copies of every session/slide would be very helpful. Larger trade show.

Need to be able to pre-register online! Start Q’s at 1:00 p.m. not 1:15. Have handouts ready
before presentation.

| would recommend a handout with resources listed. Could be included in participant
package.

Table service at the banquet vanished after giving us our main course. We were stuck with
used dishes and no coffee service. Please provide recycling — at least aluminum can and
plastics. Speaker awarding plague to Lowell was way too long.

Please make sure there is free Wi-Fi for people to access. There was a lot of emphasis on
marketing and social media at the conference and to not have that technology available was
a surprise.

Bill Shoemaker (4) but presentation was a bit too basic. Ridiculous for a hotel like this to not
have free wireless Internet access in all rooms for guests! Please recycle and make recycling
receptacles available. Our banquet table was not cleared and while other tables had water
glasses refilled and coffee served, our table was not staffed. Otherwise, hotel was adequate.
Unless | missed it, water was not made available to me as a speaker on Thursday. On
Friday, | saw water set out for speakers. Not a huge deal, but just wanted to point it out.
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2010 Specialty Crop Grant Report

“Using Economic Data to Support the ‘Buy Fresh Buy Local’ Movement”
SC-10-27

Illinois Stewardship Alliance

Project Summary
The lllinois Stewardship Alliance requested funds to conduct an analysis of the local food and farm

economy and to promote specialty crops through an established advertising campaign, “Buy Fresh Buy
Local Central lllinois”. The economic analysis was conducted by Ken Meter of the Crossroads Resource
Center who has successfully completed many similar analyses beginning with “Finding Food in Farm
Country” focused on southeast Minnesota. The analysis was used to show concrete data and educate
farmers, consumers, community leaders, the business community and elected officials of the
importance of investing in a local food system.

This project also promoted central lllinois specialty crops through the established Buy Fresh Buy Local
Central lllinois campaign. The campaign offered farmers, restaurants and retailers use of an attractive
label identifying locally produced food and members of the campaign were also listed in a membership
directory which connects consumers to specialty crop producers and other local, diversified farms.
Additional promotion and advertising were undertaken including the distribution of t-shirts, magnets,
educational pamphlets and farmer profiles. The Buy Fresh Buy Local campaign used the results of the
economic analysis to provide consumers with concrete data that demonstrates the importance of
supporting specialty crop producers.

The needs for this project are many. First, specialty crop producers need a coordinated effort for
promoting their industry. Many producers focus on production and don’t necessarily have the time or
resources for advertising. An in-house survey of central Illinois direct market farmers showed the
average advertising budget to be $200 or less. A group of specialty crop producers decided to start the
“Buy Fresh Buy Local Central lllinois” campaign in 2008 to raise public awareness about the availability
of local food and encourage consumption.

Another motivating factor in this project was the need to garner public support for the specialty crop
industry from business leaders, community leaders, elected officials and citizens. Across the country,
communities are finding a variety of ways to support local agriculture. “Buy Local” campaigns, tax
incentives, farm-to-school programs, grant programs and economic development activity are a few of
the many examples of activities that are ongoing. As we often note in central lllinois, trends start at the
coasts and slowly move their way in. The local food movement is more than a trend but it is slowly
taking hold with the potential for economic development and increasing health in communities. Central
Illinois has great production potential but needs support from various sectors to succeed, including
government, business and other. This project provided both economic data and a framework to
understand ways that communities can support specialty crop production. This project will pave the
way for future specialty crop by raising the awareness about its’ potential.
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Project Approach

There were two approaches of this project, first, to provide factual information to present to legislators,
business leaders, consumers, chefs and others on the value and benefits of locally produced foods
including support for specialty crop growers and, second, to provide new advertising and marketing
opportunities for specialty crop members of Buy Fresh Buy Local Central Illinois that will enable
producers to differentiate their products and create further demand for locally produced foods.

The tasks completed to promote specialty crops began with membership development. A meeting was
held with 25 members to gather information about their advertising needs and to provide educational
information about marketing specialty crops and how members can utilize the available marketing
materials to promote their business. After membership was developed, 8,000 promotional directories
were printed and distributed at farmers markets, businesses, events and other locations to promote
Central lllinois specialty crop producers. The directories provided contact information about specialty
crop producers and description of their operation and information about where to find locally produced
foods including farmers markets, restaurants and retail outlets. Twelve farmer profiles were written
and designed to “tell the story” of specialty crop members and promote the specialty crop members to
the public. T-shirts, magnets and specialty crop educational brochures were purchased to further
educate consumers on the history, origin, use and recipes of specialty crops including: winter squash,
herbs, lettuce, eggplant, apples and more. A holiday farmers market benefitting 22 specialty crop
producers was organized and held in November to expand the market opportunities since the regular
season market ends at the end of October.

In order to show the economic impact of specialty crops, ISA hired economist and consultant, Ken
Meter, of the Crossroads Resource Center, collected data to examine the local food system in an eight
county region in Central lllinois. Mr. Meter made two trips to Springfield to present his findings to
various audiences. On March 25 he presented to a select audience of 30 local leaders and met with 8
individuals in private meetings including the Sangamon Region Planning Commission and lllinois
Department of Commerce and Economic Opportunity staff. A final written report and power point
presentation with the results of the analysis were provided for further distribution. On October 27",
KOctober 28" a public program was held with over 50 people in attendance which was held in
partnership with Lincoln Land Community College, lllinois Department of Economic Opportunity, lllinois
Department of Agriculture, Springfield Urban League, Slow Food Springfield and the Springfield Area
Local Food Task Force. Co-sponsors provided both funding for the event and promotional support. This
event provided an opportunity for local leaders to hear about several existing programs that support,
increase or expand specialty crop production. Local economic development staff and others heard about
the potential for economic activity for existing specialty crop producers and developing programming to
expand specialty crop production in Central lllinois. Ken Meter presented his findings and the
Springfield Area Local Food Task Force presented recommendations about how strengthen the area
local food system.
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Key data from the economic impact analysis shows that current food and farming systems do not retain
wealth and that if food is produced and consumed locally, there would be a greater retention of wealth.
This data was presented to economic development specialists who clearly understand the implications
of the data but may not be inclined to think about specialty crop production as a viable type of
economic development, even in the heartland of agricultural production. While traditional economists
may not shift their thinking or actions immediately, we have “planted the seed” of the idea which we
can continue to foster.

Key Report Findings

Agriculture and Production Data

e Sangamon Region farmers sell $1.227 billion of commodities per year (1984-2007 average),
spending $1.224 billion to raise them, for an average gain of $3 million each year (0.24% of
sales). Yet the region’s farmers experienced production losses totaling $985 million from
1998 to 2007 (in 2007dollars). Production income peaked in 2007 primarily because
commodity speculation drove grain prices up temporarily. Economic Research Service data
show that national farm income from production fell close to zero in 2009, after this
speculative bubble collapsed, and after farm input prices rose. Similar trends are likely for the
Sangamon Region.

e Moreover, 29% of the region's farms and ranches reported a net loss in 2007 (Agriculture
Census),after subsidies are taken into account. This is well below the national average, and
less than the 2002 value of 36%.

e Sangamon Region farmers and ranchers earned $340 million less by selling commodities in
1969 than they earned in 2007 (in 2007 dollars). Sales of livestock and related products fell
80%, from $689 million in 1969 to $131 million in 2007. Indeed, these losses in the livestock
production system are the key explanation for declining farm revenues.

e Net crop sales in 2007 were slightly less than in 1969 — and more importantly, have
remained below1969 levels since 1984 (in 2007 dollars). The largest single production
expense is fertilizer and lime, totaling $236 million in 2007 — well above the 1969 level of
$167 million.

e Farmers and ranchers earn another $37 million per year of farm-related income — primarily
rental income for land and insurance payments (24-year average for 1984-2007). Federal
farm support payments averaged $142 million per year for the entire region over the same
years. When these sources of income are taken into account, net farm income has averaged
$159 million over this 24-year span. Still, many farm families rely deeply on off-farm income.
Agriculture Secretary Tom Vilsack points out that nationally, 89% of income earned by farm
families comes from off-farm sources [Source: comments at the “Home Grown Economy”
forum sponsored by Rep. Collin Peterson in Marshall, Minnesota, February 16, 2010].

Sangamon Region consumers (2007):

e Sangamon Region consumers spend $1.2 billion buying food each year, including $668
million for home use. Most of this food is produced outside the region. $1.6 million of food
products (0.1% of farm cash receipts, and 0.1% of local consumer needs) are sold by 241
farmers directly to consumers, but not always to Sangamon Region consumers.
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e Hstimated change in net assets for all region households was a combined loss of $968
million in 2007 alone (BLS). This places additional pressure on Sangamon Region residents
as they pay for food.

Farm and food economy summary:

e Farmers gain $3 million each year producing food commodities, spending $636 million
buying inputs from external suppliers, for a total outflow of $633 million from the region
farm economy. Meanwhile, consumers spend more than $1 billion buying food from
outside. Thus, total loss to the region is $1.6 billion of potential wealth each year. This loss
amounts to more than the value of all commodities currently raised in the region.

Sangamon Region: markets for food eaten at home (2007):

Source: Bureau of Labor Statistics

Sangamon Region consumers spend $1.2 billion buying food each year, including $668 million for
home use. Home purchases break down in the following way:

(millions)

Meats, poultry, fish, and eggs § 141.9

Fruits & vegetables 112.2

Cereals and bakery products 91.2

Dairy products 77.0

“Other,” incl. sweets, fats, & oils 245.7

e If Sangamon Region consumers purchased only 15% of the food they need for home use

directlyfrom regional farmers, this would produce $100 million of new farm income in
Sangamon Region— an amount equivalent to 8% of the 2007 farm sales in the region, and
33 times the net gain farmers earn from selling commodities in an average year.

Goals and Outcomes Achieved
Measureable Outcomes from Grant Application:

“Monitoring of media coverage and attendance at economic analysis presentations will monitored by
Illinois Stewardship Alliance staff. Presentations will target at least 100 relevant individuals including
agriculture leaders. Frequency and types of advertisements will also be tracked by Illinois Stewardship
Alliance staff. Members will be survey regarding any noted changes in sales after advertising campaign
(i.e. customer mentions seeing or hearing add, increased business or sales after the time of the ad, new
customers seeking out producer). ISA staff will continue monitoring for the duration of the grant
period.”

The following outcomes reached:

e Ken Meter presented economic impact analysis to approximately 115 people
e One newspaper article’, radio coverage and TV coverage of Ken Meter events

! State Journal Register, May 18, 2010 - http://www.sj-r.com/features/x1035104510/Kathryn-Rem-A-
food-revolution-begins
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8,000 Buy Fresh Buy Local Central lllinois directories were printed and distributed

Two newspaper articles® *about Buy Fresh Buy Local Central Illinois member

12 farmer profiles written and created

100 Buy Fresh Buy Local Central lllinois t-shirts printed and distributed

500 Buy Fresh Buy Local Central lllinois magnets printed, 150 distributed

48 Specialty Crop Buy Fresh Buy Local members signed up
8 radio ads aired

Goals of the project were reached:

e Assist specialty crop farmers with resources for marketing their products

e Promote locally produced foods in central lllinois

e Expand Buy Fresh Buy Local chapters and the affiliated messages and marketing to reach more
consumers

e Demonstrate the economic viability of sustainable farming by spotlighting specialty crop and
diversified operations

e Strengthen local community networks, promote health, and retain local wealth through
economic activity generated in local food systems

e Raise awareness about the availability of locally produced foods giving consumers the choice to
support local farmers

e Compile quantitative data that can be used (a) as baseline data to understand the workings of
the regional farm and food economy; (b) to unify the work of diverse stakeholders who will be
involved in strengthening local food systems, and (c) to assist local stakeholders in identifying
strategic priorities for community economic development and (d) to assess the economic impact
of community-based food systems.

Beneficiaries

The target beneficiaries of this project are specialty crop producers in central lllinois but because of the
interrelated nature of diversified production, the mess