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Introduction 
This source book is the culmination of a 10-month collaborative planning 

effort concerning the management of small rural holdings from a joint 

environmental-economic perspective. To date little information has been 

available to small landholders concerning the management of property of 5-50 

acres as economic and ecological units. The planning project brought together 

landowners, resource and economic planners, and environmental groups to 

discuss economic, resource, and ecological problems faced by landowners in the 

north central and panhandle areas of Florida. The main objective of the planning 

project is to develop recommendations for research designed to build a body of 

knowledge for the management of smallholdings as economic and ecological 

units. The specific planning project objectives are to: 

• Identify and evaluate key problems of small holders from the 
landholders' point of view and that of those in the public sector 
responsible for resource planning. 

• Identify research issues for environmental conservation techniques 
suitable for the small landholder. 

• Identify information requirements concerning potentially 
remunerative alternatives for small holders and catalogue and 
summarize relevant documents. 

• Identify and evaluate economic and ecological opportunities and 
barriers for new and existing small farmers. 

• Prepare a document that will summarize the findings of the planning 
project. 

Regional meetings were held in Okaloosa County, Leon County and 

Columbia County. The main focus of the meetings was a discussion of specific 

problems and concerns faced by the landowners, resource and economic 

planners, and environmental groups in attendance. Attendees received a packet 

of information containing the alternatives included in this source book as well as 

information from the Southern Region Sustainable Agriculture Research and 

Education Project (SSARE). A wrap-up meeting was held in Leon County to 

provide attendees of previous meetings with an opportunity to comment on the 

overall planning process and the following source book that includes information 



for small farmers and concerned professionals. The ultimate goals of this project, 

and future research, is to assist small farmers to improve production and 

marketing of traditional and alternative agricultural and rural commodities, to 

improve awareness and communication between the concerned groups, and to 

generate greater choices for consumers. 

Laura Miller-Regalado served as research assistant and project 

coordinator. Her invaluable assistance was funded through a research grant 

from SSARE. Project collaborators Dr. David Zimet (University of Florida 

institute of Food and Agricultural Sciences, North Florida Research and 

Extension Center), Dr Ivonne Audirac (Florida State University, Department of 

Urban and Regional Planning), Dr. Alan Long (University of Florida, Institute of 

Food and Agricultural Sciences) and Dr. Michael Wetzstein (University of 

Georgia, Agricultural Economics) volunteered their time to the planning project. 

Extension agents assisted in publicizing the meeting information to farmers in 

their counties and in hosting the meetings in the three north Florida counties. 

How to Use This Book 

The information provided in this book was obtained from Internet sites. The 

links to the sites as well as phone and mail contact information are provided for 

each topic. This book can be used as a source of specific information or to locate 

additional information. 



Issues Faced by Small Farmers and Rural 

Landowners 
There were several common concerns voiced by project participants that can be 

broadly defined as: regulatory, marketing, and alternative production issues. 

Regulatory Issues 
Participants expressed concern over the lack of a central resource for information 

on regulatory issues. Presently, producers must contact the United States Department of 

Agriculture (USDA), Food Safety and Information Service (FSIS), United States 

Environmental Protection Agency (EPA), Institute of Food and Agricultural Sciences 

(IFAS), and other state and federal government agencies separately to obtain information 

relevant to their operation. Several of the attendees had trouble obtaining information in 

a timely manner. The general consensus among participants was that a central 

information-clearing house tailored to the small producer would be very helpful and 

time saving. 

Producers feel that many of the regulations are outdated and should be 

reevaluated with respect to small farmers. One participant that has livestock stated that 

some of the livestock regulations are 100 years old. Many of the regulations make it 

difficult for the small producer to incorporate value-added and direct marketing into 

their operation. 

Regulations and taxes also affect the competitiveness of Florida farmers as 

compared to Georgia or Alabama farmers. Agricultural regulations in other states are 

less rigorous than in Florida, making farming in Florida more difficult. For example, 

Georgia has an exemption on ad valorem taxes on farm equipment purchases that is not 

available in Florida. 

Marketing Issues 
Cooperatives were suggested as a solution to some of the regulatory problems 

and as a way to organize individual farmers for marketing purposes. Many of the 

farmers were not aware of cooperatives in their area and did not know about how to go 



about forming one. This is another area where a small farm information resource would 

be useful. 

Several participants discussed alternative markets and marketing techniques. 

Community supported agriculture (CSA) is not common in this area. Participants 

explored reasons for this and possible ways to promote agricultural enterprises in their 

communities. Small farmers markets that cater to the small producer were suggested. 

Ones in operation such as the Saturday market on Park Avenue in Tallahassee and the 

Saturday Haile Plantation market in Gainesville were discussed. One participant 

mentioned new generation co-ops as an alternative to traditional cooperatives and 

suggested that they could function as umbrella organizations for individual farmers. 

CSA type cooperatives were also discussed. Participants expressed the need to know 

what types of CSA projects the community would support. A survey of local consumers 

was suggested as a way to gauge public support. 

Participants discussed specific obstacles to marketing that the small farmer faces. 

Many of these are due to production problems that make it difficult for the small 

producer to guarantee a consistent supply that grocery stores and other outlets require. 

Producers also felt there is a lack of locations for selling their products. Again 

cooperatives were mentioned as a possible way to ensure production and provide 

enough variety to support a retail outlet and potential buyers. 

Producers that have had success with alternative marketing techniques shared 

their experiences. Roadside stands, individual farmers markets, selling to schools, 

specialty stores, and to restaurants were some of the suggestions. One producer uses the 

Internet as a marketing tool in conjunction with a farmers market stand. This was of 

interest to many of the participants who were not familiar with the Internet or had not 

considered using Internet marketing. 

Alternative Production 
Many of the participants expressed a desire to supplement their income from 

traditional farming with alternative products and markets. Alternative production such 

as organic farming was discussed. Alternative products such as ethnic foods for niche 



markets were suggested as an option to traditional crops. Aquaculture and the problems 

with implementing a program, specifically permitting requirements, in Florida were also 

discussed. 

Many of the participants expressed an interest in agricultural tourism as an 

addition to their traditional fanning activities. Value-added processes were also 

discussed as a way to increase farm income. Specialty foods and alternative farming 

techniques were also mentioned. 

Participating landowners expressed very little interest in considering non-

farming alternatives for their land such as the selling or transfer of development rights to 

a public or non-profit conservation agency. The main intent among participants was to 

remain in farming as long as possible and in full control of their property rights. 





Agricultural Tourism 
Agricultural tourism is the act of visiting a working farm or agricultural, horticultural or 
agribusiness operation for the purpose of enjoyment, education, or active involvement in 
the activities of the farm or operation. Agricultural tourism is already popular in 
England and is increasing in the United States. Consumers have more free time and are 
interested in "adventure travel" with authentic experiences. Some examples of 
agricultural tourism are: 

• Farm stays 
• Roadside stands 
• U-pick or Pick-Your-Own operations 
• Rural tourism 
• Rent-a-tree operations 
• Value-added 
• Tubing 
• Photography 

Advantages: 
• Increases the economic activity of the farm 
• Can generate revenue by charging for visits as well as the sale of products 
• Is a value-added enterprise in addition to normal farming operations 
• Can be done on small scale and can extend the season 
• Educates the public about agricultural and environmental issues 

Disadvantages: 
• Potential liability to farm owners if accidents occur that injure farm visitors 
• Requires people with marketing skills 
• Business is more of a front-line rather than back room operation 
• Might have to be major focus of the business 

Sources: 
• University of California at Davis Small Farm Center 

http://www.sfc.ucdavis.edu 
• University of Arizona Agricultural and Resource Economics 

http://ag.arizona.edu/arec/pubs/dmkt/dmkt.html 
• Purdue University rural and agricultural tourism links 

http://www.ces.purdue.edu/RuralTRIP/websites.htm 

http://www.sfc.ucdavis.edu
http://ag.arizona.edu/arec/pubs/dmkt/dmkt.html
http://www.ces.purdue.edu/RuralTRIP/websites.htm


University of California at Davis Agricultural Tourism Information 
http://www.sfc.ucdavis.eclu 
By Ramiro Lobo, Farm Advisor 
UC Cooperative Extension, San Diego County 

Helpful Agricultural Tourism Definitions 

Certified Farmers' Market (CFM): A location approved by the county agricultural 
commissioner, where certified farmers offer for sale only those certified agricultural products 
they grow themselves. Other agricultural and non-agricultural products may be sold at the 
markets depending on regulations and market rules. 

Community Supported Agriculture (CSA): Partnership between consumers and farmers in 
which consumers pay for farm products in advance and farmers commit to supplying sufficient 
quantity, quality and variety of products. This type of arrangement can be initiated by the farmer 
(farmer directed) or by a group of consumers (participatory). 

Direct Marketing: Any marketing method whereby farmers sell their products directly to 
consumers. Examples include roadside stands, farm stands, U-pick operations, community 
supported agriculture or subscription farming, farmers' markets, etc. 

Farm Stays: The activity of visiting a farm for overnight stays and for the purpose of 
participating in or enjoying farm activities and/or other attractions offered. 

Farm Visits: The activity of visiting a farm for short periods of 
time for the purpose of participating in or enjoying farm 
activities and/or other attractions offered. 

Roadside Stands: Also known as farm stands, refers to any 
activity where the farmer sells agricultural and value added 
products from his farm directly to consumers at a stand or kiosk 
located on or near his farm or along a road near the farm. 

U-Pick or Pick-Your-Own Operations: These are farms or 
orchards where the customers themselves harvest the fruits or produce. The prices they pay for 
the volume harvested will be usually higher than what the grower would get from a broker. 

Rural Tourism: Recreational experience involving visits to rural settings or rural environments 
for the purpose of participating in or experiencing activities, events, or attractions not readily 
available in urbanized areas. These are not necessarily agricultural in nature. 

Rent-a-Tree Operations: These are arrangements where consumers rent or lease trees from 
farmers. The consumers pay the farmer at the beginning of the season, the farmer takes care of 
the trees and either the farmer or the customer will do the harvesting. 

http://www.sfc.ucdavis.eclu


Value-Added: Any activity or process that allows farmers to retain ownership and that alters the 
original agricultural product or commodity for the purpose of gaining a marketing advantage. 
Value-added may include bagging, packaging, bundling, pre-cutting, etc. 

Conducting Farm And Ranch Tours 

Appropriate planning is essential if you want to present a positive image of your farm and of 
agriculture as a whole, and to be well prepared for a group visit. Farm tours should not, 
generally, be conducted in an ad hoc manner. 

It is important to think about what kinds of images you want your visitors to take with them 
when they leave (impressions, experiences, knowledge, facts, products). Here are some 
considerations to take into account when assessing your 
state of readiness for a farm tour: 

• When is the best time of year for you to provide 
tours? Is the weather generally good at that time 
of year? Are unsightly chores like manure 
spreading or machinery cleaning occurring 
during that time? 

• Will you charge a fee to offset the time and labor 
expended on the tour and to provide an economic Fall is a colorful time for farm tours 
return? If so, what will your fee schedule be? across the United States. 

• Will you offer products to eat at the end of the 
tour? If so, check with your local health department regarding regulations concerning 
your ability to feed guests. 

• Can visitors safely tour your facility? Remember, safety is your responsibility! 
• Is your farm relatively clean and in good repair? Do you practice good pest and waste 

management programs? Are you prepared to answer probing questions about your 
practices? 

• Will your tour present a positive image of agriculture as a whole? Are there opportunities 
to demonstrate resource sensitivity, for example by providing habitat for wildlife such as 
hedgerows, ponds for waterfowl, etc. 

• Is your farm accessible to persons with disabilities? If not, you may need to make this 
clear before the tour. 

Preparation 

• Develop rules for photography. 
You need to decide whether 
visitors can take pictures of 
everything they see or only in 
certain areas. Consider providing 
a specific location for 
group/family commemorative 
photos where pictures can be 



taken beside a farm sign, farm product, or some other piece of memorabilia. 
• Be sure you have given adequate attention to hygiene. Assess the adequacy of your 

bathroom and hand washing arrangements, especially if visitors will be handling animals 
before they eat. 

• Provide for adequate amounts and locations of garbage cans in the eating areas. 
• Public Relations: Call your neighbors to let them know about the planned tour. 
• Esthetics: Ensure that dead and injured animals or discarded products will not be on 

display during the tour or visible to your guests. 

The Tour Schedule and Presentation 

• Develop a tour program and a verbal presentation that can be modified to fit the interests 
and backgrounds of the audience. 

• Post signs that clearly outline safety requirements. 
• View your operation through the eyes of a visitor. Point out the obvious and explain the 

reasons behind specific operations. 
• Emphasize a theme throughout the tour (for example, recycling, sustainable agriculture, 

food quality, animal welfare, agriculture and the environment, or conservation). 
• Discuss your production systems, following the path of products from conception to 

consumption; from seed to tomato sauce, from cow to milk and cheese, from lamb to 
wool. Talk about the diverse markets your products serve, including by-products. 

• Select three to five points of emphasis that you want to reinforce throughout the tour. 
What would you like guests to have learned by the end of your tour? Whenever possible, 
make it an interactive, hands-on, experience. For example: If you are touring an apple 
orchard, show pictures or point to trees in different stages of growth. Describe the 
production cycle. How much will the orchard will produce at peak yield (relate the yield 
to something your audience can understand, such as "as much as two children weigh"). 
Discuss why you grow apples here (soil, weather, and water). Describe the steps the 
product goes through before reaching the market. Explain the challenges and 
uncertainties you deal with when producing apples (pests, changing regulations, labor 
force issues, market). But don't bore your audience with your pet peeves. They are there 
for recreation, relaxation, and education. 

• Have safe, organized, hands-on opportunities for children (touch the seeds, lambs, the 
warm pipelines in the milk barn and the cool milk tank, put feed samples in a bucket for 
touching, etc.). For younger children (pre-school to 3rd grade), use body language to 
accompany your verbal explanation to help them learn and keep them involved. 

• How many people can you comfortably accommodate in a group and still conduct an 
effective tour? Practice the tour with other staff that will also be leading groups. Organize 
the tour so that different tour groups will not get mixed up. 

• Practice the tour program with a person who is not involved in your operation and get 
their feedback. 

• Walk your tour. Check off how long it takes. Is the terrain level and well drained? 



Tour Contact 

Determine the general age and abilities of the 
members of the tour in terms of the approximate 
number of adults and children and why the group 
wants to visit your farm. Establish a comfortable 
ratio of chaperones to children and youth if you 
feel it is necessary. 
Discuss parking and provide directions to 
parking facilities. 
Suggest clothing that enhances safety, for 
example closed-toe, low heel shoes and 
comfortable clothing. Suggest people bring hats 
and sunscreen in the summer, and warm clothing in other seasons. 
Discuss meals. Will the group be eating on your property? What will meals cost? Are 
your picnicking facilities adequate, if that is an option? 

Picnic facilities must be adequate if 
provided. 

Briefing the Group 

• Greet your visitors on the bus if they arrive by bus. Some tour buses have a PA system 
that you might use to address your audience. 

• Introduce yourself and firmly but politely establish expectations regarding conduct and 
behavior (appropriate for the age group). 

• Remind visitors that your farm is a working, production-oriented operation, not an 
amusement park. 

• Children should be advised to: walk, remember that rocks stay on the ground, stay with 
the group, be good listeners, and raise their hands when they have questions. 

• Prepare visitors for regular farm environmental hazards such as odors, flies, dust or loud 
noises. However, to the extent that you can, take steps to mitigate these environmental 
irritants. 

Conducting the Tour 

• Walk at a pace appropriate to the group's size and age. 
• Have a responsible person at the rear of the group to assist with keeping the group 

together. 
• Discuss what the group will see before entering a noisy area. 
• Children should be encouraged to repeat new words and concepts as you explain them. 
• Be sure to explain any agriculture terms that may be foreign to your guests. Think of 

ways to relate concepts and terms to everyday life, for example, feeder mixer wagons are 
blenders on wheels, etc. 

• Answer only questions about what you know and limit your comments to your farm. 
Avoid ideological debates with guests or customers. 



Concluding the Tour 

• Allow plenty of time for questions. 
• Review the main concepts you introduced and refer to the 

key theme(s). For children's groups, use a fill-in-the-blank 
method, encouraging the children to participate, thus 
reinforcing the information. 

• Samples of the product (empty containers, pictures, or actual 
products) provide a great ending. Provide information on 
how/where they can purchase your product. 

• Escort the group to the bus or parking area, thanking them for 
their visit. Encourage them to return. 

Post-tour Review 

• Ask for an evaluation from the tour contact. What did the 
visitors like? What would help the group to better assimilate 
the information? What suggestions do they have for 
improving the tour? 

• Establish and update a file of these notes. Review this 
feedback with other tour staff before the next tour. 

This Fact Sheet was produced by Desmond Jolly, Cooperative Extension agricultural economist 
and director, UC Small Farm Program; and Denise Skidmore, member of the Agriculture and 
Nature Tourism Workgroup, May 2000. 

Top Marketing Ideas for Agricultural Tourism Operations 

University of Arizona Agricultural and Resource Economics 
http://ag.arizona.edu/arec/pubs/dmkl/dmkt.html 

By Mike Wetter, Consultant, Mike Wetter and Associates 

1. Happy customers are the most important key to success. They will return, and they 
will tell their friends about your operation. Learn their names. Remember what they like 
and have it ready for them. Keep a database if you can't keep it all in your head. The little 
touches make all the differences. 

2. Develop a mailing list. Get names from outdoor magazines, associations, and other 
sources of people that like outdoor activities. Your mailing list is your most important 
asset. Mail to your customers at least twice a year. 

Greet your guests when 
they arrive. If you are 
addressing a large group, 
consider using a 
microphone or the tour 
bus PA system 

http://ag.arizona.edu/arec/pubs/dmkl/dmkt.html


People don't come to hunt or fish or ride a horse or tractor. They come to have fun 
and relax. You are in the hospitality business; take care of your customers and you will 
succeed. Always ask your customers what they liked about their stay and what could be 
improved. 

Cater to as "high end" a customer as you can and don't be afraid to charge for your 
service. This is not a volume business, so you can't go low-end and make money. If you 
target people with money and charge more for your service, people will expect more 
from you. You don't have to be "upscale", but you do need to offer a quality experience. 

Take care of details. Make sure that your telephone is answered professionally 
("Anderson Ranch" rather than "hello"). Your answering machine should have a 
professional message. Return calls 
promptly. 

6. Let your neighbors know about you. 
Join the Chamber of Commerce, talk to 
gas station owners, cafes, Elk clubs, 
motels, and neighboring farms. Give 
people your brochure and make sure that 
people in your area know about you. Start 
close to home at first and move out 
gradually. 

7. Send information about your company 
to magazines and newspapers. Send them news releases and story ideas. Invite them out 
for a free stay. Follow mailings with personal calls. Think of things that will interest 
them. 

8. Obtain brochures and literature from other operations that are similar to yours. See 
what they are offering and what it costs. Look at their brochures to see what you like and 
don't like. Improve your materials accordingly. Get addresses and phone numbers of 
operations from outdoor recreation magazines. Owners are generally willing to give you 
a half-hour of free advice. Call them and tell them you are just starting out and ask if you 
can have a few minutes of their time to ask some questions. 

9. Advertise in the telephone book. Consider placing an ad in the Yellow Pages in target 
markets. Put signs on your property that are visible from the road. Make sure people can 
find you and have a way to contact you. 

10. Produce quality brochures and PR materials. On brochures, less is more. Don't clutter 
it with lots of words. Use photos. Hire a graphic artist or get lots of feedback from other 
business people before you go to print. Don't use a photocopier. Color is costlier than a 
black and white brochure, but it shows a commitment to quality and attracts a lot more 
attention. 



Direct Farm Marketing and Agricultural Tourism Information 

University of Arizona Agricultural and Resource Economics 
http://aQ.arizona.edu/arec/Dubs/dmkt/dmkt.html 

R e s e a r c h & P u b l i c a t i o n s 
AREC Home 
About the Department 
Research & Publications 
Extension 
Academics 

For m o r e I n f o r m a t i o n 
a b o u t t h i s p u b l i c a t i o n , 
p l e a s e c o n t a c t : 

R u s s T r o n s t a d 
E x t e n s i o n E c o n o m i s t 

P h o n e : ( 5 2 0 ) 6 2 1 - 2 4 2 5 
Emai l : 
t r o n s t a d @ a q . a r i z o n a . e d u 

D i r e c t F a r m M a r k e t i n g a n d 
T o u r i s m H a n d b o o k 

This guide is designed to help farm and ranch 
operators (and other individuals who grow or 
process food products) market their products 
and services directly to the consumer. 

You can access the guide online by following 
the links below. Please note that these pdf files 
require Acrobat Reader, which can be 
downloaded free from the Adobe website. 

You may also order a hard copy of the guide for 
$25 .00 . Quantities are limited; please email 
tronstad@aq.arizona.edu for ordering 
information. 

T h e T a b l e o f C o n t e n t s f o r t h i s p u b l i c a t i o n i s s h o w n f o r 
r e f e r e n c e p u r p o s e s . 

T a b l e o f C o n t e n t s 

In troduc t ion 

Direct Marketing A l t e r n a t i v e s 

1. Characteristics of Direct Marketing Alternatives 

2. Direct Farm Marketing Options 

3. Farmers Markets": A Guide to Starting Operating, and Selling 

4. Pick-Your-Qwn Markets: Should I Grow Fruits and Vegetables 

5. Roadside Stands: Should I Grow Fruits and Vegetables 

6. Running a Roadside Stand - Some Heipful Tips 

7. Selling to Restaurants 

8. The Fresh Connection Keeps Farmers and Chefs in Touch 

T o u r i s m / V a l u e Added P r o d u c t s 
1. Opportunities for Adding Value to Your Products 

2. This Market Boosted Sales With Bakery 

3. Restaurant Adds to Diversity of Hubers Family Farm 

http://aQ.arizona.edu/arec/Dubs/dmkt/dmkt.html
http://arizona.edu
mailto:tronstad@aq.arizona.edu


4. Bed and Breakfast: Hosting Travelers for Extra Income 

Business Planning 
1. Business Plans are More Important Now than Ever 

2. Sources of Small Business Assistance 

3. A Business Plan is Important When Working With a Lender 

4. Training Helps Farm Market Employees Succeed 

Market Analysis and Pricing 
1. Sizing Up the Market Winds 

2. Product Position 

3. Geyers' Specialty is Marketing Small Fruits 

4. Quality Keeps Customers Coming Back to This Farm 

5. Taste Preferences Outweigh Appearances of Apples 

6. Selling Organic Produce Poses New Challenges 

7. The Organic Market: Results from a Tucson Study 

8. Pricing 

9. Assessing Risks and Finance Reouirements 

Consumer Profiles and Tourism Trends 
1. Farm Outlet Customer Profiles 

2. Profile of Visitors to Fresh Farm Produce Outlets in Cochise County, Arizona 

3. Tourism Trends and Rural Economic Impacts 

Advertising and Promotion 
1. Advertising and Promotion 

2. Direct Mailings as an Advertising Strategy 

3. How Tasting Rooms Can Help Sell Wine 

Legal Considerations 
1. Legal Structure Rules and Regulations for Direct Marketing Enterprises 

2. Examining Insurance Needs is Essential to Marketing 

3. How Growers Can Reduce Liability Risks 

Production Considerations 
1. Production of Fresh Fruits and Vegetables as it Relates to Direct Marketing 

2. Estimating Costs of Production 

Additional Resources 





Alternative Crops and Livestock 

Types and Production 
The interest in crop and livestock diversity is growing among producers as well as 
consumers. For producers, farm product price instability or changes in farm subsidies 
may be the reason. For consumers, dietary changes or a desire for specialty foods might 
be the driving force. Much of the demand for these products comes from ethnic or niche 
markets, generally supplied by a specialized wholesaler who deals in these products. 
Networking has been found by many producers to be the single most important factor in 
success with alternative products. Networking would include other friend producers, 
cooperative extension services, trade or grower groups and Internet resources. Examples 
of alternative crops would be Asian green vegetables (bok choy), exotic root crops 
(cassava), exotic fruits (sapotes), herbs and spices, fancy or hydroponics salads, and 
cucurbits (bitter melon). Examples of alternative livestock are ratites (ostrich, rhea, and 
emu), rabbits, free-range chicken or pasture poultry, and grass fed beef. There are also 
alternatives in aquaculture such as baitfish production. 

Advantages: 
• Alternative products can help to increase the income-based diversity of a farm 

by spreading the risks and broadening a farms base of operations. 
• Alternative products can yield higher economic returns per unit than 

traditional products. 
• Alternative crops can lengthen the growing season. 
• There is research being done on industrial products that can be manufactured 

from alternative crops, which would provide more market alternatives for 
farm products. 

Disadvantages: 
• Information on alternative products is more limited than information on 

traditional crops and livestock. 
• Farm diversification using alternative crops and livestock requires extensive 

research and planning. Some of the considerations are; available resources 
such as land, soil, and water; buildings and storage; labor; location; financial 
status; business management and marketing; entrepreneurial skills. 

• Markets for alternative crops vary, but many are located in other countries or 
specific parts of the United States. Often standard marketing channels do not 
handle these crops, requiring research to establish the market. 

• Producing alternative crops and livestock can be risky due to the limited 
market and increased risks of storage and transportation. 



Sources: 
General Sources are given due to the amount of information available at each site 

• IF AS University of Florida Publications 
• http://edis.ifas.ufl.edu 
• Alternative Farming Systems Information Center 

Alternative Agriculture-Related Internet Sites and Documents 
http ://www.nal.usda. gov/afsic/ afslinks.htm 

• Appropriate Technology Transfer for Rural Areas (ATTRA) 
http://www. attra.org/attra-pub/ 

IFAS University of Florida Publications 
http://ed is, if as. uf I. ed u 

Alternative Crop Publications 

Alternative Opportunities for Smal 
Alternative Opportunities for Smal 
Alternative Opportunities for Smal 

Farms: Alligator Production Review 
Farms: Apple Production Review 
Farms: Bait Minnow Production Review 

Alternative Opportunities for Smal Farms: Blackberry Production Review 
Alternative Opportunities for Smal Farms: Blueberry Production Review 
Alternative Opportunities for Smal Farms: Bulb Onion Production Review 
Alternative Opportunities for Smal Farms: Bunch Grape Production Review 
Alternative Opportunities for Smal Farms: Catfish Production Review 
Alternative Opportunities for Smal Farms: Muscadine Grape Production Review 
Alternative Opportunities for Smal Farms: Muskmelon Production Review 
Alternative Opportunities for Smal Farms: Peach and Nectarine Production Review 
Alternative Opportunities for Smal Farms: Pecan Production Review 
Alternative Opportunities for Smal Farms: Pickling Cucumber Production Review 
Alternative Opportunities for Smal Farms: Pumpkin Production Review 
Alternative Opportunities for Smal Farms: Sod Production Review 
Alternative Opportunities for Smal Farms: Southern Pea Production Review 
Alternative Opportunities for Smal Farms: Watermelon Production Review 
Alternative Opportunities for Smal Farms: Woody Plant Liner Production Review 

http://edis.ifas.ufl.edu
http://www.nal.usda
http://www
http://attra.org/attra-pub/
http://ed


Conservation Easements 
A conservation easement is a voluntary agreement between a private landowner who 
donates the property as an easement, and a municipal agency or qualified non-profit 
corporation who receives the easement. The owner of the property deeds an interest in 
the land, known as a conservation easement, to the organization. The organization must 
then enforce the easement on the property in perpetuity. Conservation easements are 
generally used to preserve scenic view sheds, wildlife habitats, ecosystems, farmlands, or 
historic buildings or districts. The conservation easement restricts the use of the 
property in order to protect its conservation values. Conservation easements may be 
sold at full-market or below-market price or donated. 

Advantages: 
• If the conservation easement is donated or sold at below-market value then 

the landowner may qualify for a one-time income tax deduction in the year of 
the sale or donation. The land may also qualify for lower yearly property 
taxes and a lower estate tax valuation. 

• The conservation easement can be tailored to fit the financial and personal 
needs of a particular landowner and the conservation needs of the particular 
property. 

• The property continues to be owned by the original owner who can continue 
to live on it, sell it or leave it to heirs. Although the use is restricted by the 
terms of the easement, activities such as farming or public uses such as hiking 
or biking may be permitted. 

Disadvantages: 
• When a property owner sells or donates land as a conservation easement, 

they permanently give up many property rights. The rights that are retained 
by the property owner vary by agreement. Those that are limited might 
include: harvesting timber, building structures, and extracting minerals. 

• When the property is sold or inherited, the new owner must adhere to the 
terms of the easement. This will include all restrictions on the land and might 
include management duties. 

• While conservation easements provide excellent tax benefits to landowners in 
the short run, in the long run the value of the property is often reduced due 
to the restrictions. 

Sources: 
• Little Traverse Conservancy 

http://landtrust.org/contactltc.htm 
• Florida Land Trust Alliance Directory 

http://www.lta.org/findlandtrust/FL.htm 

http://landtrust.org/contactltc.htm
http://www.lta.org/findlandtrust/FL.htm


Conservation Easement Frequently Asked Questions 

From the Little Traverse Conservancy 
http://landtrust.org/contactltc.htm 

What is a Conservation Easement? 

A conservation easement is a voluntary agreement that allows a landowner to limit the type or 
amount of development on their property while retaining private ownership of the land. The 
landowner, who is the easement donor, and the Conservancy, who is the party receiving the 
easement, signs the easement. The Conservancy accepts the easement with understanding that it 
must enforce the terms of the easement in perpetuity. After the easement is signed, it is recorded 
with the County Register of Deeds and applies to all future owners of the land. 

Another way to visualize a conservation easement is to think of owning land as holding a bundle 
of sticks. Each one of these sticks represents the landowner's right to do something with their 
property. The right to build a house, to extract minerals, to lease the property, pass it on to heirs, 
and allow hunting are all rights that the landowner has. A landowner may give up certain 
development rights, or sticks from the bundle, associated with their property through a document 
called a conservation easement. 

Why do people grant conservation easements? 

People grant conservation easements when they want to protect their property from unwanted 
development but also wish to retain ownership of their land. By granting a conservation 
easement a landowner can assure that the property will be protected forever, regardless of who 
owns the land in the future. An additional benefit of granting a conservation easement is that the 
donation of an easement may provide significant financial advantage to the donor. 

What kind of financial advantages result f rom donating an easement? 

Many landowners receive a federal income tax deduction for the gift of a Conservation 
Easement. The Internal Revenue Service allows a deduction if the easement is perpetual and 
donated "exclusively for conservation purposes." The amount of the tax deduction is determined 
by the value of the conservation easement. In addition, the donor may have estate and property 
tax relief. 

What activities are allowed on land protected by an easement? 

The activities allowed by a Conservation easement depend on the landowner's wishes and the 
characteristics of the property. In some instances, no further development is allowed on the land. 
In other circumstances some additional development is allowed, but the amount and type of 
development is less than would otherwise be allowed. Conservation easements maybe designed 
to cover all or only a portion of a property. Every easement is unique and is tailored to a 
particular landowner's goals and the particular parcel of land. 

http://landtrust.org/contactltc.htm


Can the landowner still sell or give the property away? 

The landowner continues to own the property after executing an easement. Therefore, the owner 
can sell, give or lease the property, as before. However, all future owners assume ownership of 
the property subject to the conditions of the easement. 

Does the public have a right of access to easement-protected 
property? 

The public does not have access to property protected by an easement unless the original 
landowner who grants the easement specifically allows it. Most easement donors do not want, 
and therefore do not allow, public access to their property. 

How long does an easement last and who upholds it in the future? 

To be eligible for a federal income tax deduction the easement must be "perpetual/' that is, it 
must last forever. The Conservancy monitors the property, generally once a year, to assure that 
the easement is not being violated. If the easement has been breached the Conservancy will take 
whatever steps are necessary to uphold the terms of the easement, including taking legal action. 
Because of this obligation the Conservancy asks all easement donors to make a financial 
contribution to the Conservancy's Endowment Fund. This hind ensures long-term monitoring 
and enforcement of every easement the Conservancy receives. 

Who owns the conservation easement? 

To qualify for a tax deduction the easement must be donated to the government or a qualifying 
conservation or historic preservation organization. 

Who owns and manages easement-protected lands? 

The landowner retains full rights to control and manage their property within the limits of the 
easement. The landowner continues to bear all costs and liabilities related to ownership and 
maintenance of the property. The Conservancy monitors the property to ensure compliance with 
the easement's terms, but it has no other management responsibilities and exercises no direct 
control over other activities on the land. 

Does the easement have to cover all of the landowner's property? 

No, some easements cover only a portion of the landowner's property. Again, it depends on the 
landowner's wishes. For example, if someone owns 80 acres, of which 35 acres are wetlands, the 
landowner may decide to restrict development only on these 35 acres. The remaining 45 acres 
would not be covered or affected by the easement. 



What kind of land can be protected by conservation easements? 

IRS regulations require that the property have "significant" conservation values. This includes 
forests, wetlands, endangered species habitat, beaches, scenic areas and more. The Conservancy 
also has its own criteria for accepting easements. At the invitation of the landowner Conservancy 
staff will evaluate the property to determine whether it meets these Conservancy criteria. 

How to Contact the Little Traverse Conservancy 
Mailing address: 
Little Traverse Conservancy 
3264 Powell Road 
Harbor Springs Maryland 
Phone (213) 347-0991 
Fax (231)347-1276 

Email Address: marykay@landtrust.org 

Florida Land Trust Alliance 
http://www.lta.orci/findlandtrus1/FL.htm 

*LTA indicates Sponsor Member of LTA 

*S&P indicates adoption of LTA's Standards & Practices, 
guidelines for responsible and ethical operation of a land trust. 

Organization Name Located in: Operates in: 

Alachua Conservation Trust Gainesville, FL FL 

Apalachee Land Conservancy *LTA *S&P Tallahassee, FL FL 

Barrier Island Trust Tallahassee, FL FL 

Bay Countv Conservancy *S&P Panama City, FL FL 

Calusa Land Trust and Nature Preserve of Pine Bokeelia, FL FL 
Island *LTA 

Conservancy of Southwest Florida *S&P Naples, FL FL 

CREW Land & Water Trust Fort Myers, FL FL 

Florida Keys Land and Sea Trust *LTA Marathon, FL FL 

Florida Trail Land Trust Inc. *S&P Gainesville, FL FL 

Florida's Nature Coast Conservancy *LTA Cedar Key, FL FL 

Friends of the Scrub Melbourne, FL FL 

mailto:marykay@landtrust.org
http://www.lta.orci/findlandtrus1/FL.htm


Gasparilla Island Conservation & Boca Grande, FL FL 
Improvement Association, Inc. 

Green Horizon Land Trust *LTA *S&P Lake Wales, FL FL 

Gulf Coast Conservancy *LTA *S&P Aripeka, FL FL 

Indian River Land Trust *S&P Vero Beach, FL FL 

Land Preservation Trust of Palm Beach West Palm FL 
County *S&P Beach, FL 

Land Trust of Dade County *S&P Miami, FL FL 

Lemon Bay Conservancy, Inc. *LTA Englewood, FL FL 

Longboat Key Conservation Trust Longboat Key, FL FL 

Martin County Regional Land Trust *LTA Stuart, FL FL 
*S&P 

Myakka Land Trust Sarasota, FL FL 

North Florida Land Trust *LTA *S&P Ponte Vedra FL 
Beach, FL 

Northwest Marion Land Trust *LTA *S&P Micanopy, FL FL 

Orange-Seminole Land Trust Orlando, FL FL 

Osceola Land Trust Kissimmee, FL FL 

Panhandle Land Conservancy Destin, FL FL 
Red Hills Conservation Program/Tall Timbers Tallahassee, FL FL 
Research, Inc. *LTA *S&P 

Redland Conservancy Miami, FL FL 

Regional Land Trust for the Indian River Melbourne, FL FL 
Lagoon 

Sanibel-Captiva Conservation Foundation Sanibel, FL FL 

Southwest Florida Land Preservation Trust Naples, FL FL 

The Nature Conservancy, Florida Field Office Altamonte FL 
*LTA Springs, FL 

Trust for Public Land, Southeast Regional Tallahassee, FL FL 
Office *LTA 

Volusia County Land Trust Daytona Beach, FL FL 

National Land Trust Alliance Office: 
Land Trust Alliance 
1331 H St. NW Suite 400 
Washington, DC 20005 
(202) 638-4725 





Farm Direct Marketing 
Farm direct marketing is one way for the small producer to compete in today's more 
competitive market. Producers sell directly to consumers, rather than paying packers, 
shippers, and brokers to market their crop. Farm direct marketing includes any farm 
with a built-in marketplace or marketing activities that the producers conduct for 
themselves. Some examples of direct farm marketing are: 

• Community Supported Agriculture (CSA) 
• U-Pick or pick-your-own operations 
• Roadside stands 
• Farmer's markets 
• Rent a row or rent a tree operations 
• Mail order operations 
• Delivery service to restaurants and marketplaces 

Advantages: 
• Direct farm marketing results in cash sales, immediate payment and more 

control over your product pricing. 
• Consumers can expect a fresher product, more personal attention and the 

experience of supporting a local farmer. 
• Farm direct markets provide people with a connection to their foods' origins. 

Disadvantages: 
• Direct farm marketing is a potential liability to farm owners if accidents occur 

that injure visitors. 
• Direct farm marketing requires intensive research and market analysis, as 

well as marketing skills. 
• There may be zoning restrictions to such an operation. 
• The farm's location is critical if consumers must come to the farm. 

Sources: 
Alternative Farming Systems Information Center, Defining Community 
Supported Agriculture 
http://www.nal.usda.gov/afsic/csa/csadef.htm 
Rural Radio Resource Pack, Niche Marketing 
http://www.new-a^i.co.uVcta/engUsh/97-3.htm 
The University of Arizona Cooperative Extension 
Direct Farm Marketing and Tourism Handbook 
http://ag.arizona.edu/AJlEC/pubs/dnikt/dmkt.html 
See the Direct Farm Marketing and Tourism Handbook under Agricultural 
Tourism on page 14. and Marketing Specialty Forest Products under Forestry 
Alternatives on page 33 of this source book. 

http://www.nal.usda.gov/afsic/csa/csadef.htm
http://www.new-a%5ei.co.uVcta/engUsh/97-3.htm
http://ag.arizona.edu/AJlEC/pubs/dnikt/dmkt.html


Alternative Farming Systems Information Center 

httD://www.nal.usda.qov/afsic/csa/csaclef.htm 

Defining Community Supported Agriculture 
An EXCERPT from 
Community Supported Agriculture (CSA): 
An Annotated Bibliography and Resource Guide 
by Suzanne DeMuth 
USD A, National Agricultural Library, September 1993 

"Since our existence is primarily dependent on farming, we cannot entrust this essential activity 
solely to the farming population- just 2% of Americans. As farming becomes more and more 
remote from the life of the average person, it becomes less and less able to provide us with clean, 
healthy, lifegiving food or a clean, healthy, lifegiving environment. A small minority of farmers, 
laden with debt and overburdened with responsibility, cannot possibly meet the needs of all the 
people. More and more people are coming to recognize this, and they are becoming ready to 
share agricultural responsibilities with the active farmers." (V) 

Community supported agriculture (CSA) is a new idea in farming, one that has been gaining 
momentum since its introduction to the United States from Europe in the mid-1980s. The CSA 
concept originated in the 1960s in Switzerland and Japan, where consumers interested in safe 
food and farmers seeking stable markets for their crops joined together in economic partnerships. 
Today, CSA farms in the U.S., known as CSAs, currently number more than 400. Most are 
located near urban centers in New England, the Mid-Atlantic states, and the Great Lakes region, 
with growing numbers in other areas, including the West Coast. 

In basic terms, CSA consists of a community of individuals who pledge support to a farm 
operation so that the farmland becomes, either legally or spiritually, the community's farm, with 
the growers and consumers providing mutual support and sharing the risks and benefits of food 
production. Typically, members or "share-holders" of the farm or garden pledge in advance to 
cover the anticipated costs of the farm operation and farmer's salary. In return, they receive 
shares in the farm's bounty throughout the growing season, as well as satisfaction gained from 
reconnecting to the land and participating directly in food production. Members also share in the 
risks of farming, including poor harvests due to unfavorable weather or pests. By direct sales to 
community members, who have provided the farmer with working capital in advance, growers 
receive better prices for their crops, gain some financial security, and are relieved of much of the 
burden of marketing. 

http://www.nal.usda.qov/afsic/csa/csaclef.htm


Although CSAs take many forms, all have at their center a shared commitment to building a 
more local and equitable agricultural system, one that allows growers to focus on land 
stewardship and still maintain productive and profitable small farms. As stated by Robyn Van En 
fl 948-1997], a leading CSA advocate, "...the main goal..of these community supported projects 
is to develop participating farms to their highest ecologic potential and to develop a network that 
will encourage and allow other farms to become involved." (2) CSA farmers typically use 
organic or biodynamic farming methods, and strive to provide fresh, high-quality foods. More 
people participate in the farming operation than on conventional farms, and some projects 
encourage members to work on the farm in exchange for a portion of the membership costs. 

Most CSAs offer a diversity of vegetables, fruits, and herbs in season; some provide a full array 
of farm produce, including shares in eggs, meat, milk, baked goods, and even firewood. Some 
farms offer a single commodity, or team up with others so that members receive goods on a more 
nearly year-round basis. Some are dedicated to serving particular community needs, such as 
helping to enfranchise homeless persons. Each CSA is structured to meet the needs of the 
participants, so many variations exist, including the level of financial commitment and active 
participation by the shareholders; financing, land ownership, and legal form of the farm 
operation; and details of payment plans and food distribution systems. 

CSA is sometimes known as "subscription farming," and the two terms have been used on 
occasion to convey the same basic principles. In other cases, however, use of the latter term is 
intended to convey philosophic and practical differences in a given farm operation. Subscription 
farming (or marketing) arrangements tend to emphasize the economic benefits, for the farmer as 
well as consumer, of a guaranteed, direct market for farm products, rather than the con- cept of 
community-building that is the basis of a true CSA. Growers typically contract directly with 
customers, who may be called "members," and who have agreed in advance to buy a minimum 
amount of produce at a fixed price, but who have little or no investment in the farm itself. An 
example of one kind of subscription farm, which predates the first CSAs in this country, is the 
clientele membership club. According to this plan, which was promoted by Booker Whatley in 
the early 1980's, a grower could maintain small farm profits by selling low cost memberships to 
customers who then were allowed to harvest crops at below-market prices. 

(1) Trauger M. Groh and Steven S.H. McFadden, Farms of Tomorrow. Community Supported 
Farms, Farm Supported Communities. Kimberton, PA: Bio-Dynamic Farming and Gardening 
Association, 1990. p. 6 

(2) Robyn Van En, Basic Formula to Create Community Supported Agriculture. Great 
Barrington, MA, 1992. Summary [p. 57]. 

Addendum October 1999 
Robyn Van En [1948-1997] co-founded CSA in the United States in 1985 and served as director 
of CSA North America. 
See also "Eating For Your Community," by Robyn Van En. In Context, Number 32, Fall 1995, 
Page 29. Langley, WA: Context Institute, copyright 1995. 



This CSA web page is sponsored by: 

• The Alternative Farming Systems Information Center at the National Agricultural Library 
• The Sustainable Agricultural Network- the National Communications and Outreach arm 

of the USD A Sustainable Agricultural Research and Education Program (SARE) 

Visit our Community Supported Agriculture Web Site to learn more about CSA. Resources 
include a state-by-state CSA farm listing, related organizations, bibliographic references, related 
Web Sites, research projects, and competitive grants for farmers and ranchers. 

The Alternative Farming Systems Information Center 
afsic(a),nal. usda. gov, http://www.nal. usda. gov/afsic/ 

Page URL - http://www.nal.usda.gov/afsic/csa/csadefhtm, October 25, 1999 

Photo by Scott Bauer. Source: Agricultural Research Service Image Gallery, http://www.ars.usda 

Rural Radio Resource 
http://vvww.new-aqri.co.uk/cta/enQlish/97-3.htm 

Niche marketing 
Introduction 

Niche marketing is a new phrase but the actual concept is as old as man's trading history. In a 
nutshell, it is seeing where there is a gap in the market and supplying it. However, the 
marketplace is constantly evolving: consumer demands fluctuate, their tastes change, and trade 
regulations shift the goal posts so that producers often find themselves participating on a less 
than level playing field. To survive, and hopefully even to thrive, farmers and processors have to 
develop the will and the capacity to seek, recognize and exploit those gaps in the market, which 
they are in a position to fill. This requires a change in perception, access to information, and 
available resources to develop and market new products. 


