
Situation 
In the face of globalizing 

agricultural marketing sys-
tems, many small and me-
dium farms and ranches are 
turning to alternative market-
ing approaches, all of which 
carry elements of both risk 
and promise. Among these 
approaches are: 
• Farmers markets 
• CSA (community sup-

ported agriculture) farms 
• Direct sales to restau-

rants, institutions and 
retail stores 

• Value-added production 
• Product differentiation by 

location (buy local cam-
paigns) 

• Product differentiation by 
method (for example, eco
-labels) 

While many agricultural 
professionals are ideally posi-
tioned to play key roles in 
exploiting these potential 
marketing approaches, many 
continue their traditional fo-
cus on production issues. And 

those with some exposure 
have limited experience and 
often work in isolation. 

Providing workshops that 
give agricultural professionals 
hands-on experience and 
training could help to fill in 
knowledge gaps and foster 
more encouragement of suc-
cessful alternative marketing. 
Objectives 
1. Increase workshop par-

ticipants’ knowledge of, 
and improve their atti-
tudes toward, alternative 
marketing approaches 
and distribution channels 

2. Provide workshop partici-
pants with a set of skills 
that will enable them to 
deliver engaging out-
reach programs to pro-
ducers considering these 
enterprises 

3. Develop a user guide to 
existing, underutilized 
alternative marketing 

resources and an educa-
tional design template, 
both available electroni-
cally 

 Actions 
Portland, Oregon, which 

has a long and successful 
history of innovations in food 
marketing, was selected as 
the ideal setting to conduct 
two three-day hands-on work-
shops. Participants were se-
lected through an application 
process that enlisted profes-
sionals representing a wide 
range of ag support organiza-
tions, including extension, 
NRCS and other USDA agen-
cies, state departments of 
agriculture and NGOs. 

The first workshop, in Sep-
tember 2006, attracted 16 
participants from eight states. 
The second, in September 
2007 (not an extension but a 
replicate of the first), was 
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food systems they observed. 
The post-conference sur-

vey showed that: 
• 12 of the 32 participants 

said that they had made 
use of the quantitative 
and qualitative research 
methods demonstrated 
during the workshop 

• 15 had made use of the 
materials in educational 
workshops they had sub-
sequently designed and 
presented 

• 19 had drawn on other 
workshop participants in 
the six months after the 
workshop 

• 17 said the workshop 
inspired them to search 

attended by 16 participants 
from eight states. Combined, 
the workshops included atten-
dees from 11 states. 

Before each workshop, 
project coordinators distrib-
uted to participants a packet 
of 11 resource materials, 
explaining how each could be 
integrated into educational 
programming. Topics included 
small farm management, 
direct marketing, sustainable 
and certified production, 
Rapid Market Assessment, 
farmers markets, certification 
and labeling and profiles of 
innovative farm marketers. 

Participants were given pre
-workshop homework assign-
ments two weeks ahead, 
prompting them to visit via 
the Internet nearly 20 people 
and institutions to be featured 
during the three days of the 
workshops. 

The workshop agenda in-
cluded visits to farms and 
farmers markets, panels and 
presentations, experience 
with Rapid Market Assess-
ment and daily debriefing 
sessions to focus on what 
was learned and observed. 
Outcomes and Impacts 

Surveys were conducted 
pre- and immediate-post 
workshop to measure 
changes in attitude and un-
derstanding and six months 
after the workshop to meas-
ure changes in activities con-
ducted. 

As a result of the work-
shops, all participants re-
ported an increase in enthusi-
asm for working on the topic 
of alternative marketing sys-
tems and in their knowledge 
of different alternatives. This 
increase is particularly signifi-
cant because many partici-
pants had been more focused 
on production than on mar-
keting. They also expressed a 
greater appreciation for the 
breadth and complexity of the 

and network with others 
in their home region 

Potential Contributions 
Local and regional market-

ing systems are more com-
plex than most agricultural 
professionals and producers 
recognize. Well organized 
educational explorations of 
these systems serve a vital 
role in leading to their im-
provement. 

Specific tools such as 
Rapid Market Assessment of 
farmers markets and farmer-
chef connections can be eas-
ily adapted for use in other 
geographic regions. All activi-
ties that facilitate networking 
and easier exchange of infor-
mation are also important. 
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The goal of Western 
SARE is to foster sus-
tainability through 
grants that enable cut-
ting-edge research and 
education to open win-
dows of sustainability 
across the West. 
 

SARE’s vision is an 
enduring American agri-
culture of the highest 
quality. This agriculture 
is profitable, protects the 
nation’s land and water 
and is a force for a re-
warding way of life for 
farmers and ranchers 
whose quality products 
and operations sustain 
their communities and 
society.  
 

SARE’s mission is 
to advance — to the 
whole of American agri-
culture — innovations 
that improve profitabil-
ity, stewardship and 
quality of life by invest-
ing in groundbreaking 
research and education. 
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Participants engaged in a debriefing exercise at the end if 
each day, and learned from people like Shari Raider of Sau-
vie Island Organics, below center.  


