
Great Lakes Fruit, Vegetable & Farm Market EXPO 

December 10 - 12, 2013 

DeVos Place Convention Center, Grand Rapids, MI 

 

Farm Marketing III: Business Management Session 

Wednesday morning 9:00 am 
Where: Ballroom C 

Moderator: Ron Goldy, Senior Vegetable Educator, MSU Extension, Benton Harbor, MI 

9:00 am Employer Internship Training and Opportunities   

 Cindy Brown, Hello West Michigan, Grand Rapids, MI 

9:45 am Accept SNAP Bridge Cards and Make More Money   

 Gordon Moeller, Food Security Advocate, Grand Rapids, MI 

10:10 am The Klesick Family Farm Story: From 32 sq. ft. to 40 Acres   

 Tristan Klesick, Klesick Family Farm, Stanwood, WA 

10:40 am Investing in Your Employees – Why is It So Important - Panel 

Discussion   

 Tom Davison, Davison Orchards, Vernon, BC, Canada 

 Hugh McPherson, Maize Quest Fun Park, New Park, PA 

 Deb Pifer, White House Fruit Farm, Canfield, OH 

 Marilyn Tanner, Tanner Orchards, Speer, IL 

11:00 am Session Ends 
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• Interns Today

• 5 Steps to Structure Program

• Best (& Worst) Practices

• Recruiting Interns

• Identify Opportunities Within Your Organization

• College/University Perspective

• FAQs

Agenda

Roadblocks to Program
When you hear “internship”, what do you think?

o Only for large organizations 

o One bad intern = never again

o Too many legalities

o We don’t need one

o We can’t afford one

o We don’t have time

What is an Internship?

in·tern noun \ˈin-ˌtәrn\
A professional in training  

“An internship is any carefully monitored work or service 

experience in which a student has intentional learning 

goals and reflects actively on what he/she is learning 

throughout his/her tenure.”

Who Are Today’s Interns?

High School students

College students

o Traditional

o Non-traditional

Career changers

Employer Benefits
Create workforce pipeline

Start-ups

Bridge skills gap 

Groom future leadership

Return On Investment (ROI)

Complete ‘wish list’ projects
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By the Numbers 1 million
number of internships in 
US a year approximately

- New York Times 

69%
of summer interns who 
received full-time offers
- Wall Street Journal

Employer Challenges
Limited HR personnel/resources

Getting started

Legalities, especially with International students

Buy-in from top-level management

Previous bad experiences

Finding intern candidates

Getting Started
What can an intern do?

Review job descriptions for each department

Identify capacity issues

Wish list projects

How Much Will This Cost?

Sample Cost Breakdown

$10/hour ($7.45/hr + taxes)

x 150 hours

$1500.00

Other Forms of 

Compensation

o Monthly stipend

o Freebies

o Gas cards + pizza

eligible for credit

Developing a Quality Program

Step 1: Set goals and policies (page 8)

o Main goal of program

o Supervisor or mentor

Step 2: Write a plan for the program (page 9)

o Create Work Plan

o Be involved in other areas?

• Meetings

• Training/Seminars
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Developing a Program
Marketing Internship Outline
For James Smith

Length: June 1 – August 31, 2013

Schedule:
Monday Tuesday Wednesday Thursday Friday Total Hours
9 – 4 off 9 – 1 9 – 1 off 15 hours

Email: prima@primacivitas.org Password: ********

Projects:
Create style guide
Marketing Plan including demographic research
Development and implementation of social media plan
Website maintenance and development
Assist with development of presentations for staff
Attend Marketing Committee meetings
Assist with event planning

Mid Term Evaluation: July 11 with Amanda and Aimee
Final Evaluation & Exit Interview: August 30 with Aimee and Evan

Developing a Program

Step 3: Recruit and Hire Qualified Intern  (page 12)

Local high school, colleges, or universities

Employee referrals

Local networking groups

Interview interns as you would employees

Extend offer to chosen candidate

Notify candidates who were not selected

Developing a Program
Step 4: Manage the Intern (page 20)

Orientation-without overload
o Mimic training for a full-time employee
o Don’t make assumptions
o Talk about attire, perfume, schedule, etc. 

Give the intern resources needed to function
o Computer
o Phone
o Access to server/share drive, email address

Monitor & evaluate interns progress
o Set goals
o Mid-term Evaluations

Developing a Program
Step 5: Conduct exit interviews and follow-up (Page 23)

Use feedback to track/improve your internship program

Communicate with intern’s career advisor
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FAQs
What is required if internship is for credit?

What is the difference between an intern and volunteer?

What is the standard length of an internship?

How many employees do you have to have in order to 

use interns?

Can we use interns for positions that deal with 

confidential info?

What should I do if the intern is not working out?

Contact

Cindy Brown
brownc@hellowestmichigan.com
hellowestmichigan.com

/HelloWestMI @hellowestmich
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Accept SNAP (Bridge Cards) and Make More Money by Gordie Moeller  

Why should farmers markets accept SNAP benefits?                                                                                   

1. In the United States 47,000,000 people one of 7 Americans 1 of 4 children receive SNAP.  

2. SNAP benefits provide most families a significant portion of their monthly food budget. 

3. SNAP benefits total $70,000,000,000 (billion) annually but in the Midwest not a very big 

portion is currently going directly to farmers or community farmers markets. 

4. If farmers markets don’t accept SNAP they are ignoring 1/7 of their potential customers. 

5. The average West Central Michigan farmers market accepting SNAP has about $7,000 in 

additional sales and sales are increasing yearly.  A few exceptional community farmers 

markets in West Michigan like Fulton Street and Muskegon bring that average figure up. 

Applying to accept SNAP benefits through the USDA is free and is a fairly easy process. 

1. It takes farmers about an hour to apply on line. 

2. Farmers can get a paper application by calling the USDA. 

3. You submit the application to accept SNAP and send in the requested documents. 

4. The application process can take about 45 days so apply 2 or 3 months before you plan 

on opening your farmers market so everything ready for accepting SNAP purchases. 

SNAP benefits are processed through Electronic Business Transactions (EBT) – card readers 

1. If you already accept Debit and Credit cards your current equipment can probably 

process SNAP transactions (check with your current card processor). 

2. If you have electric power and a land phone line available at your farmers market the 

USDA offers free EBT machines that can only read SNAP cards. 

3. In many states wireless EBT card readers are also available.  

It is essential that you actively market that you are now accepting SNAP as it is a new service 

1. Put up prominent signage at your point of sale that you welcome SNAP benefits. 

2. Put up that you welcome SNAP benefits on your ads, pamphlets and marketing 

materials. 

3. Place that you welcome SNAP benefits on your website and/or facebook page much as 

you do to advertise that you sell sweet corn, apples or accept Debit and Credit cards. 
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 SNAP Farmers Markets Enjoy Record Growth in Midwest
SNAP clients gain access to fresh local produce

In fiscal 2013, SNAP-authorized farmers’ mar-
kets and redemptions continued to grow. From 
FY 2011 to FY 2013, the Midwest Region (IL, 
IN, MI, MN, OH and WI) experi-
enced nearly a 79% increase in 
the number of farmers markets 
accepting Supplemental Nutrition 
Assistance Program (SNAP) ben-
efits as well as a 76% increase in 
redemptions by SNAP partici-
pants.

When more low-income individuals 
use their benefits at farmers mar-
kets, they enjoy greater access to 
fresh, healthy foods, especially the 
fruits and vegetables lacking in many Americans’ 
diets. SNAP usage at farmers markets also puts 
local dollars right back into the local economy, 
benefiting farmers and small businesses. 

Several factors contributed to this impressive 
increase. Recently, USDA has focused intensive 
efforts on finding and enrolling markets to ac-

cept SNAP benefits. Some of the growth is also 
the result of USDA Farmers Market Promotion 
grants that fund outreach or help equip markets 

with the capabilities to ac-
cept benefits. 

Many farmers markets 
also participated in 
incentive projects, with 
funding from foundations, 
corporations and local 
governments. The 
projects are structured to 
improve the purchasing 
power of low-income 

families by doubling the value of benefits used 
at farmers markets, so that they can afford 
to buy more fruits and vegetables and other 
healthy foods. Such incentive projects include 
Wholesome Wave’s Double Value Coupon 
Program and Fair Food Network’s Double Up 
Food Bucks program.

SNAP Farmers’ Markets and Direct Marketing Farmers (DMF) 
 Number Authorized and Redemptions

11/08/13

State	 FY2011	 FY2012	 FY2013	 FY2011	 FY2012	 FY2013
	 #	of	markets/DMF	 #	of	markets/DMF	 #	of	markets/DMF	 Redemptions	 Redemptions	 Redemptions

IL	 49	 65	 97	 $110,379	 $191,721	 $307,507

IN	 20	 34	 46	 $20,527	 $30,323	 $47,644

MI	 151	 221	 279	 $1,076,611	 $1,530,319	 $1,701,926

MN	 44	 53	 80	 $66,852	 $149,319	 $226,877

OH	 82	 98	 116	 $167,040	 $201,013	 $224,395

WI	 47	 64	 85	 $104,861	 $170,986	 $215,708

TOTAL	 393	 535	 703	 $1,546,270	 $2,273,681	 $2,724,057
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SNAP/Bridge Card Region Sales in 2010, 2011 and 2012 

Accepting SNAP/Bridge Cards in 2010 - I was only aware of two (2) farmers in an 8 county region accepting 

Bridge Cards in 2010 (Allegan, Kent, Ionia, Montcalm, Muskegon, Newaygo, Oceana and Ottawa counties).  

There were the only five (5) community farmer’s markets in the 8 county region accepting SNAP/ Bridge Cards. 

Accepting SNAP/Bridge Cards at the start of the 2011 farmer’s market season – There were eighteen (18) 

farmers who accepted Bridge Cards.  There were twelve (12) area community farmer’s markets (9 in Kent 

County) accepting SNAP/Bridge Cards in 2012.  In addition, five (5) Kent County community farmer’s markets 

participated in the Double Up Food Bucks (DUFB) Program.  The DUFB program matches up to $20 a day in 

SNAP/Bridge Cards sales at participating markets. 

In 2012 farmer’s market season, there were to be twenty seven (27) farmers at 31 locations accepting 

SNAP/Bridge Cards and eighteen (18) community farmer’s markets.  There were 8 more community farmers 

markets where some farmers accepted SNAP/BC at those markets even though the market did not.  Fourteen 

(14) community farmer’s markets participated in the DUFB Program and 10 of those were in the Kent County.  

2010, 2011 and 2012 SNAP/Bridge Card sales: 

 Around 111,700 families, about 17%, 1/6 of all families (107,000 children) in the 8 county regions were 

on SNAP/BC in 2012. The average area family on SNAP/BC received $267 a month - $3,200 a year. 

 SNAP/Bridge Card (BC) benefits provide an average family much of their food budget for a month.  If 

farmer’s markets don’t accept SNAP/BC, about 17% of the families in our community probably can’t 

afford to buy locally grown healthy food from farms and community farmer’s markets 

 About $360,000,000 (million) in SNAP/Bridge Card benefit comes into the 8 county regions each year. 

 In 2010, I could only identify about $95,000 in SNAP/BS sales going directly to farmers – that was only 

.03% of all SNAP/Bridge Card purchases.  Only about $1,000 went directly to markets on farms with 

the rest going through community farmer’s markets.  

 In 2011, about $50,000 was from SNAP/BC sales directly to farmers at their farms. For 2011, $354,661 

in SNAP/Bridge Card and DUFB sales went through community farmers markets.  Of that $212,149 

was from SNAP/BC sales and $142,512 through DUFB matching funding.  GRAND TOTAL in 

SNAP/Bridge Card and DUFB sales to farmers through community farmer’s markets and farms were 

about $404,661 a 426% increase but that was only .07% of the total SNAP/BC sales for the region.   

 In 2012, there was $63,559 in SNAP/BC sales farmers markets on the farm for a 27 % increase.  

Community farmer’s markets had $258,565 in SNAP/BC sales and $205,169 in DUFB for a total of 

$463,734 in SNAP/BC related sales for a 31% increase.  The grand total farmer and community 

farmer’s market SNAP/BC related sales for 2012 were $527,293 for a 30% increase but that is still only 

.09 % of the total SNAP/BC sales for the region.   Losing almost all of the region’s fruit tree crops 

greatly reduced the potential sales increase.  I believe there is potential for significant for further 

increases each year with better fruit crops more SNAP/BC acceptance and improved marketing.                                                                                                                                                        

Gordie Moeller, Food Security Advocate  
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An Easy Guide to the Supplemental Nutrition Assistance Program 

(SNAP) for Farmers Markets 
 

USDA is an equal opportunity provider, employer and lender.  
To file a complaint of discrimination, write: USDA, Director, Office of Civil Rights, 1400 Independence Ave., SW, Washington, DC 

20250-9410 or call (800) 795-3272 (voice), or (202) 720-6382 (TDD). 
 

 
Why should I participate in SNAP?  

 SNAP recipients get increased access to healthier 

and fresher foods; 

 Farmers and markets increase their customer 

base—and thus, their sales; and  

 SNAP encourages the production and 

consumption of locally-grown food. 

 
Are there funding opportunities available?  

 In fiscal year (FY) 2012, the Food and Nutrition Service (FNS) received funding 

to increase availability of wireless point-of-sale (POS) equipment in farmers’ 

markets not currently participating in SNAP. FNS has extended the availability of 

these funds until September 30, 2014.  For more information, contact your state 

SNAP agency: http://www.fns.usda.gov/snap/ebt/docs/State-List.docx 

 

 Visit http://www.fns.usda.gov/snap/ebt/fm-scrip-Grant_Resources.htm for a list of 

other USDA Grant Resources for Farmers’ Markets. 

 
How do I apply as a Farmers Market?  It’s easy!  You can apply online at 

http://www.fns.usda.gov/snap/ebt/fm.htm, or call 1-877-823-4369 to request a paper application. 

 
How do I apply online?  You simply follow the step-by-step instructions provided at 

http://www.fns.usda.gov/snap/ebt/fm.htm: 

 

1. Create a ‘USDA Account’ using a valid email address. 

2. Using your USDA Account, fill out the online application.  

3. Submit copies of all required documentation listed below: 

 Photo identification and Social Security card  

 

 Any business licenses held by your farmers’ market under the current 

owner’s name. However, if your market does not have any business 

licenses, FNS does not require you to obtain them. 

 
*For additional information or questions regarding SNAP at Farmers Markets, please call 

312-353-6609. 
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The Klesick Family Farm Story: 32 sq.ft. to 40 acres 

Tristan Klesick 
Tristan@klesickfamilyfarm.com  or  Twitter.com/tristanklesick  or  360-652-4663 

I didn’t always want to be a farmer. 

But somewhere along the way, what started as a daydream matured into what became our passion, our 

profession, and our life’s work.  Along with the box of good we deliver to thousands of families each 

week, we cultivate hay and vegetables and raise grass-fed beef on a beautiful farmstead near Stanwood, 

Washington. 

It started in the early 1990’s when my wife Joelle and I began raising vegetables on a 4- by 8-foot 

garden plot in Vancouver.  That’s where we discovered the magic of farming: given good soil, proper 

care, and lots of hard work, little seeds—as well as big dreams—one day grow and blossom, producing a 

harvest of incredible bounty. 

I was working for Kruger’s Specialty Produce in Portland back then, and the more I interacted with the 

organic growers who supplied us with fresh produce, the more farming became a serious goal. They were 

real people with real dirt under their fingernails, folks who made their living growing living things. But 

although we had three small kids and a growing desire to try farm life, we had little money and even less 

land. 

A fruitful decision 

Nevertheless, Joelle and I headed back to Snohomish County and opened The Organic Produce 

Shoppe in Mountlake Terrace. It was an exciting time. Every morning I built beautiful, vibrant displays of 

produce. I loved having shelves full of fresh fruits and vegetables for our shoppers, people who later 

became the first customers of our produce delivery service. 

In 1998, we bought our first farm, a one-acre spread in Machais, just east of Lake Stevens. Our 

storefront was doing well and our fledgling home delivery business had a grand total of 50 customers. But 

I realized I couldn’t be a dad, a husband, and a farmer while trying to run the delivery business and 

manage the store. We needed to focus exclusively on farming and produce delivery. 

At first, it wasn’t easy. I remember praying that someday we might be big enough to have 100 

customers. Eventually, however, it turned out to be one of the best decisions we ever made. In fact, the 

delivery business grew beyond expectations, and we ran out of room in the barn we used as a warehouse. 

We finally become famers 

Clearly, we needed to expand, and in 2003 we made the move to our current farmstead in Stanwood: 

40 acres, a large packing facility, and a big home for our eight children. Our produce delivery business 

expanded to more than 1,000 accounts, and I fulfilled a goal I’d always had to use Belgian draft horses for 

plowing and planting. 

As our business has grown, the Klesick Family Farm team welcomed some excellent new people, 

whose skills allow us to provide superior service, top-notch quality, and competitive pricing for the 

organic fruits and veggies, artisan coffees, and locally grown foods we are proud to sell. 

Most importantly, I see the hand of the Lord guiding us on the path we’ve traveled. We measure 

success not just in customers counted or revenues received. Our tagline is a box of good, because we’re 

committed to delivering good food to the families we serve, providing good value to the farmers we 

support, and sharing good news about the benefits of organic farming with the community. 

We’re grateful for every box we sell. But we know that as more customers come aboard, the 

opportunity to do good work—not just for us, but for future generations—will flourish like the seeds we 

sow each spring. 
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Herding Cats: 
How to Effectively Train & Manage 
Employees It’s YOUR fault!

1. “You never told me!”

“What should I be doing?” Lists

Orientation
Training

Start-up List
Closing List

Expectations Guide

2. “You don’t mean it!” 3. “You don’t do it!”
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Interviews to 
Auditions
Change from Push to Pull.

New Interviews

Employee Expectations Guide

Dress Code

Dealing with guests

Jobs
Discipline Policy

Clock-in 
Procedures

Sample Language

Parental Involvement.
Date

Reward what you most want.
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Know when to quit.
Date

It’s YOUR fault!

Connect with Hugh

✤ Blog:    www.AgritourismSpeaker.com

✤ Email: hughmc@cornmaze.com

✤ Call:  1-866-WE-LOSE-U ext 102

✤ Social: www.facebook.com/themazemaster

✤ Web: www.MazeCatalog.com

✤ Web: www.CornMaze.com

✤ Web: www.MazeFunPark.com
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Investing in your Employees - Why it is so Important 

Debbie Pifer 
White House Fruit Farm 

9249 Youngstown Salem Rd 
Canfield, OH  44406 

www.WhiteHouseFruitFarm.com 
whitehousefruitfarm@gmail.com 

Phone: 330-533-4161 
Fax:     330-533-7953 
Cell:    330-360-7861 

 

Our farm and market is located in northeast Ohio, about 90 minutes south of Cleveland.  We grow apples, 

peaches, strawberries, blueberries, and a wide assortment of vegetables on 200 acres.  All of our crops are 

marketed through our retail store.  In addition to produce,(both grown and purchased), we have a bakery, 

slice to order deli, over 3000 specialty foods, festivals, tours, and fall activities.  We are open year around 

and seven days per week.  We close major holidays and the first week of January.  Our county population 

is 230,000.  Our daily customer is blue collar and older.  Customers on weekends and in tourist season 

tend to be younger. 

 

Our core staff in addition to 6 family members consists of 35 people both full and permanent part time.  

We have 2 full time staff on the farm, 9 bakery staff, 5 deli staff, and the rest are cashiers, counter, and 

general duty staff.  We have divided our market into 5 departments:  donuts, bakery, deli, front end 

(registers), and service counter (servicing donuts, fudge, pies, snack bar, packing product).  Each 

department has a manager who oversees the functioning of the area.  Some department schedule their own 

staff and place orders, while others place orders and deal with daily tasks.  I communicate with the 

department heads daily on tasks to accomplish, things to know, and production of product.   

 

Years ago, I was the only person to schedule, place all orders, deal with salespeople, and handle all staff 

conflicts.  Like many of you, I am a Type A personality and want to touch it all.  However, it was 

apparent that if we were to grow I had to delegate some responsibility to others.  I pick people that have 

been with us for a few years who get along with others and seem to have an ability to lead, think 

critically, and have a strong work ethic.  Our department heads understand that their job is to make their 

departments run smoothly, order enough products, service the customer, and make my job easier! 

 

There are many ways to invest in your employees to create loyalty and enthusiasm.  While we don’t do a 

perfect job, we have found some large and small ways to create employees that stay with us for years. 

1.  Inclusion:  We share with department head numbers and financial data from year to year.  

Knowing their numbers help the person in charge keep motivated and pushes them to try new 

things. 

2. Taking Staff to Conferences:  I take 2-4 people with me to various conferences per year.  I pick 

out people who have shown enthusiasm and want to be with us for a while.  We all know the 

feeling of coming home from meetings with new ideas only to be met with skepticism (she will 

get over it soon)!  My staff brings home more ideas than I do because it is all new to them.  I sit 

back and listen as they motivate others.   
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3. Thank You Gifts:  Gift certificates, thank you notes, lunch, dinner, free samples to take home for 

dinner all help to say thanks for your hard work without spending lots of money.   

4. Responsibility:  many of our staff has the responsibility for ordering a certain product.  It gives 

them a sense of ownership and takes the stress of me.  This technique is great in the busy times as 

they do a better job than I would! 

5. Better Pay and Benefits:  We reward our department heads with more money per hour, health 

care, and vacation pay.  In the long run it creates steady employment for them and loyalty toward 

us.   

6. Asking for Opinions:  I always try to ask for all opinions if we launch something new, change 

work rules, drop products, or hire personnel.  I ask department heads to sit in on interviews, since 

they ask different questions than me.   

7. Solving Conflicts:  this is the hardest one to implement in any business.  We all have had the 

problem employee who we fail to discipline, keep too long, or tiptoe around.  In my opinion, it’s 

easier to stand up for your staff and solve problems than let them fester and ruin morale for all.  

Easier said than done sometimes!   

 

 

The most difficult part of operating a business is managing employees.  We are always trying to find new 

ways of smoothing out the daily problems and conflicts that arise in the course of business.  Hopefully, 

these few tips will help you in your journey.   
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Self satisfaction and job enjoyment
Friendly Environment
Perfect part-time job while attending college
Loyalty – for all they do for us

Generous owners treat you like family
Great fellow employees
I get to embrace my passion of communicating with others

I feel like part of the family.
Everyone gets along, friendly atmosphere.
I keep coming back because I always enjoy 
myself when I am here.
The people (customers and employee) are a 
blast. Always smiling or cracking jokes.
Generous owners that treat me like family.

The Bakery vs. The Market Half  price lunch when working.
Saturday and Sunday Dinners.
10% off anything in market.
Employee appreciation sale on last day of 
season.
Road trips.
Lunches off the farm.
Free Birthday lunch on the farm.

Marilyn Tanner 

Tanner Orchards, Speer, IL
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