
Great Lakes Fruit, Vegetable & Farm Market EXPO 

December 10 - 12, 2013 

DeVos Place Convention Center, Grand Rapids, MI 

 

Farm Marketing II: Marketing Session 

Tuesday afternoon 2:00 pm 
Where: Ballroom C 

Moderator: Joanne Davidhizar, Extension Educator, MSU Extension, Benton Harbor, MI 

2:00 pm Using Brand to Drive Your Business   

 Todd Carter, Communications Vice President, MSU 

2:30 pm Creating Marketing Brochures That Work for Farm Marketers   

 Jim Young, Great American Media Services, Sparta, MI 

3:00 pm Making Social Media Work for Your Farm Market   

 Kimberly Baker, Director of Media Services, Great American 

Media Services, Sparta, MI 

3:30 pm Home Delivery: A Hybrid CSA Model   

 Tristan Klesick, Klesick Family Farm, Stanwood, WA 

4:00 pm Session Ends 

 

  



Using Brand to Drive Your Business 
Todd Carter, Assistant Vice President Marketing Communications 

toddcarter@cabs.msu.edu    517-355-6482 
 

A brand is the most important aspect of any business large or small.  An effective brand strategy 

gives provides a strong advantage in an increasingly competitive marketplace.  But what exactly 

does “branding” mean?  What is it?  What isn’t it?  How does it affect small businesses?  And 

how it can drive your business?   

 

It starts with understanding what is not brand.  It is not a product.  Not a logo.  Or tagline.  Or 

colors and typeface.  What it is - that gut feeling about a product, service or business.   An 

individual perception.   

 

A brand is the most valuable asset any business owns.  It allows a business to charge a higher 

price for the same product.   

 

A brand is the sum total of their experiences and perceptions….at every touch point.   

 

A strong brand…. 

- communicates what it stands for clearly 

- connects with its target audience emotionally 

- motivates the target audience to action 

- creates loyalty 

- is credible 

- builds trust 

- defines your promise to your customer 

 

With branding, it continues to shape the way people think and feel about your business.   And we 

need to stand out from your competition.    

 

So how can you create your own brand? 

 

1. ID your DNA 

- Why are you in business?  How would you sell your business in two sentences? 

- What is your cause?  Mission?  Purpose? 

- What do you do?  Benefits and features 

- How are you different than others? 

- Why should someone care? 

- How can you connect with my audience emotionally? 

- Who is your competition? How are you unique? 
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2. Do Research 

- Surveys or interviews 

- Get honest opinion, what they like and don’t like, evaluate competition 

 

 

 

 

 

3. Your Brand Promise 

- Statement of what one can expect every time you interact with them 

- Write down single powerful sentence 

- Why do I care?  What is in it for me?  How can you solve a problem?  Make a better 

life? 

- Use statement “My customers buy from us because we’re the one that…” 

 

 

 

 

 

4. Create Your brand 

- Reflect brand personality and voice 

- Set apart from competition 

- Appeal to target audience rationally and emotionally 

- Command attention 

 

 

 

 

 

5. Brand Assets 

- Develop tagline – memorable, concise, meaningful essence of brand 

- Develop visual elements – logo, colors, fonts, images 

- Create brand standards 

 

 

 

 

 

6. Drive it Home 

- Integrate in every aspect of business 

- Be consistent 

- Be true to your brand – live it 

- Be honest and authentic about who you are 

 

 

 

 

 

Brand can help drive your business.  
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Home Delivery: A Viable Direct Marketing Model 
Tristan Klesick 

Tristan@klesickfamilyfarm.com  or  Twitter.com/tristanklesick  or  360-352-4663 

Community Supported AG began in America in 1985 in Massachusetts, where a community of 

individuals, essentially, bought a farm and hired a farmer and the owners shared in the harvest or lack of 

harvest.  

This type of CSA has mostly died out. The transition away from Community Supported Ag was 

gradual, with many farmers offering a share of the entire harvest, either full or half, with payment due in 

the spring and those shareholders came to the farm weekly to pick up their produce. Eventually the farmer 

began to offer a value for the share and then the farmer, also, marketed the extra produce through other 

venues like Farmer’s markets or wholesale distributors. 

What we have today might more correctly be referred to as Consumer Supported AG. In this 

relationship the farmer is the owner and offers shares in the harvest. A share might cost $300 to $1000 per 

season and payable usually in the spring. This was initially important because these shares were the 

financing mechanism for farms. Now there are many payment options from weekly to quarterly to credit 

card to cash or check.   

And today there are all kinds of CSA’s. There are flower CSA’s, grain CSA’s, meat CSA’s, Fruit 

CSA’s, fruit and Vegetable CSA’s. CSA’s are an excellent way for existing farmer’s to expand. However, 

a fruit and vegetable CSA is not usually an easy avenue for beginning farmers to start out, because of the 

complexity of growing 30 to 50 different crops and getting the timing to line up for distribution. The 

challenges have been especially magnified with the wet springs of the last few years. 

Most CSA’s are organic or organic in principle and located in urban corridors. 

Home Delivery began in earnest during the Dot com era with Homegrocer.com and today with large 

companies offering home delivery like SPUD, a Canadian company, Safeway and Amazon offering these 

options to consumers.  

Many CSA farms have adopted this method of distribution as one avenue to market their farm goods 

or their only method as in our case. 

Of course there are other direct marketing farms which include U pick, pumpkin patches, corn mazes, 

wedding/meeting facilities, farm stands and farmer’s markets. Farms are also direct marketing eggs, lamb, 

pork, poultry and beef to urban neighbors. Many farms have embraced the urban consumer and the 

challenges of directly marketing to them and have succeeded in the wake of a lack of processing capacity 

or diminishing margins. 

Our farm began with a dream in 1994 with a 32sq foot garden, a ¼ acre garden in 1998 to 2 acres in 

2000 to 38 acres in 2004. We have farmed as much as 100 acres, when my 12 year old bought his first 

bailer and started a haying business.  We have since sold the hay equipment and are back to 40 acres. I am 

thankful to be out of the hay business, that is a young man’s sport, but when your young man is 12 it 

might as well be your job too.   

Our model is a hybrid CSA. We offer a traditional beef CSA where the customer pays for their share 

of beef in the spring and I custom raise their animal to butcher and they pay for the cut and wrap. Our 

Boxes of good are menu driven and customers decide on a size of box that works for their family. You 

can get a box weekly, every other week, or order when it works for you. Customers can order ala carte 

and can skip deliveries.  Our Farm is consumer driven and we work hard to exceed their expectations for 

customer service to quality produce, because we know that they have a choice and we want that choice to 

be Klesick Family farm. 

We also work with our farming neighbors to provide as much local produce as possible. So our 

operation is a farm, but also a network of local farms who work together to help our Urban neighbors eat 

as healthy as possible through a home delivery distribution system.  Our operation offers a year round 

organic option to our customers with local farm products available when available. We have 16 routes 

and packed over 66,000 orders last year. 
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