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CUSTOMER
INSIGHTS &
MaRKETING
FOR YOUR EMERGING FARM



WE KNOW
LOCaL FOOD.
Taste the Local Difference® is a local food
marketing agency specializing in effective
strategies for agriculture, food, and beverage
producers.

We believe in uplifting these purpose-driven and
passionate entrepreneurs to tell their stories, find
loyal customers, and build successful, well-
connected businesses.
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ERIKa TEBBENS

20 years experience running businesses 

Expert in sales and marketing for micro enterprises;

worked with 100s of entrepreneurs on sustainable

growth strategies

Former farmer and beekeeper 

Food access advocate

Local food enthusiast
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DIRECTOR OF IMPACT



WE’LL COVER
How to use customer insights to plan for expansion

Why it’s crucial to use your own data and review it

first, before planning growth

How to research growth paths strategically before

investing in new marketing, systems, or staff

Marketing & sales essentials that support scaling

Questions & Resources



GROWTH PLaNNING

Sales channels - farmers market, farm stand, CSA, etc.
Sales per sales channel
Margin per sales channel

NOTE: be sure to include additional costs associated
with each sales channel 
Examples: transportation, packaging, staff, fees

WHAT TO REVIEW

localfoodmarketing.com

Before you make growth decisions, it’s important to review
your numbers to make data-driven decisions. You want to
audit your sales data first.



GROWTH PLaNNING

Team size and capacity
Your desire for leadership
How you want your weeks to look
Emotional/mental load; your personality
Additional supplies and systems needed for different types
of scaling

OTHER THINGS TO CONSIDER
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Let’s go beyond the numbers too. What is your vision and
purpose? 



DOUBLE DOWN ON WHaT
WORKS
THINK OF YOUR RAVING FANS

Write down everything you can think of
about them
Then note what they have in common
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THINGS TO CONSIDER
How did they learn about you?
What do they purchase & how often?
Do their overlapping qualities put them
into one Ideal Customer Profile or two? 



CUSTOMER SURVEYS

Try to keep surveys concise and specific.
You’ll need to send reminders.
You don’t need to send surveys to everyone if you’re only
trying to figure out info on certain aspects of your business.

localfoodmarketing.com

THINGS TO CONSIDER

Don’t hesitate to send a survey when it makes sense.



GOOGLE ANaLYTICS
DaSHBOARD
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Callouts:
Users
Sessions
Engagement time
Traffic sources

Set up resource

https://support.google.com/analytics/answer/9304153?hl=en


A FEW METRICS TO
STaRT WITH
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1.Users – how many people visit
2.Sessions – how often they come
3.Traffic source – where they come from
4.Top pages – what they see most
5.Engagement time – how long they stay



WHaT MIGHT NEED TO GO?

Are there unprofitable crops/market channels/offers?
Are there customers you’ve been trying to appease, but it’s
taking more effort than you get back?
Is there a task it’s time to admit needs to be handled by
someone else? 
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Good news!
Now that you have clarity, you can start making a plan.

THINGS TO CONSIDER

Sometimes before growth, we need to prune. What might need to get
scaled back, outsourced, or stopped entirely?



FaRMER EXaMPLE

“Grocers are reliable, consistent and predictable,” Dindia said.

Grocers also want reliability, consistency and predictability, as well as
safe produce for their customers. A local brand with UPC codes
(Universal Product Code) helps ensure both reliability and traceability.

Opening the market meant changes in production.

“We stopped growing some crops,” Dindia said, “and started buying from
other farmers.”
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Image from the article, provided by Lakeview Hill Farm

FROM ORGANIC GROWER MAGAZINE, SPRING 2026:

Bailey Samp and John Dindia of Lakeview Hill Farm had to make
strategic changes in order to grow. 



MaRKETING
CONSIDERaTIONS

Ideally it’s a percentage that can grow with you.
Think of it like risk management.
Treat it as a non-negotiable for growth.

BUDGET:
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ESSENTIALS:

Professionally Designed Brand Kit
Website (optimized for mobile); possibly with eCommerce
Good quality photos
Email marketing software (if doing any email marketing)
Claim social media handles & fill in info (even if you don’t
plan to post there)



NOW WE CaN STaRT
STRaTEGIZING GROWTH!
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WhOLESaLE CLIENT

How often do they order?
What quantities do they accept?
Do they have packaging requirements?
What is their wholesale process?
What are their payment terms?

The ideal client for wholesale relationships should be
defined separately from the ideal consumer client.

ORDERING BEHAVIORS
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Ask these questions of ~10 businesses across different
categories like institutions, schools, retail, restaurants, etc.



CUSTOMER RESEaRch

Don’t reach out during peak busy times.
Connect with the person who makes purchasing
decisions.
Make sure your values align.
Be realistic about what you can provide. 
Don’t be afraid to negotiate and keep asking
questions.

BEST PRACTICES
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Now you can create Ideal Client Profiles for the types of
wholesale buyers you want to market & sell to. 



PRO TIP
As you do research and outreach, go back and utilizing
your Ideal Customer Profile(s) and data to highlight to
potential wholesale accounts why partnering with you is a
win-win!
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WHY MaRKETING
MaTTERS WHEN SCaLING

Buyers look for consistency, professionalism, and
trust
Strong branding communicates product quality
before they even taste it
Marketing systems save you time and make ordering
easier for buyers (big win)

CONSIDERATIONS
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Think of your marketing as part of your product. It should
reflect the same care and craftsmanship. 



MaTCHING YOUR BRaND
TO YOUR BUYERS

Identify your ideal wholesale partners before

investing heavily in packaging

Tailor your packaging and marketing tone to match

their expectations (without sacrificing yours) 

Think: “What would make MY product stand out on

THEIR shelf?”
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PaCKaGING THaT SELLS

Packaging should align with your target market and
sales outlets
Consider cost, ROI, and how quickly you’ll recoup the
investment
Source packaging first, then work with a designer
experienced in packaging design

CONSIDERATIONS
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GO ALL IN

Include supporting visuals like shelf talkers, bottle tags,
or display graphics - small details that drive in-store
sales.



MaRKETING aSSETS

Pitch email templates (branded)
Sell sheets
Contract templates/DocuSign platform
Invoicing system
Delivery system

SALES ASSET CONSIDERATIONS
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Have everything ready to go for pitching new accounts and
getting contracts signed quickly.

Make room for important information, but ALSO make it visually
appealing by applying your branding - logos, font, colors, and
photos if possible. 

SELL SHEET PRO TIP



WHaT’S IN a PITCH
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INCLUDE (& KEEP IT BRIEF)

1.  Short intro & farm bio
2.  Benefits - What’s in it for them?
3.  Proof - testimonials, other data
4.  Features - specific info 
5.  Next Steps - clear call to action

OPTIONAL, BUT GOOD

Have a branded email template or signature
Include a branded sell sheet
Eliminate back-and-forth with a call calendar or
limited time/date call options



YOUR WEBSITE aS a
TRUST BUILDER

A user-friendly, branded website builds credibility
Include wholesale information and clear product descriptions
eCommerce integration simplifies reorders and increases
efficiency

CONSIDERATIONS
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Use your website as a digital “showroom” - it should make buyers
feel confident in your professionalism and reliability. 



CaSE STUDY: STICKY SPOONS JaM
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AIYE AKHIGBE

Nigeria → Niles
Jam Maker/Navy Veteran
Sources 95% of fruits from small family-
owned farms within a 30-mile radius

“I know I can purchase less expensive fruit from other states for jam
production, but nothing tastes better than a Michigan peach. Nothing tastes
better than a Michigan strawberry. We are committed to working with
families that are involved in keeping agriculture alive in Southwest Michigan.”
- Aiye, MEDC article



CaSE STUDY: STICKY SPOONS JaM
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AIYE AKHIGBE

Awarded funding through FoodSPICE (Food
Systems Partners Investing in Communities and
Entrepreneurs)

Supports packaging and product testing



Supports website and
eCommerce setup to
increase sales from
seasonal customers
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Awarded funding through FoodSPICE (Food
Systems Partners Investing in Communities and
Entrepreneurs)

Supports packaging and product testing

to...7 Wholesale Accounts
After launching the new site, Aiye goes from



Supports website and eCommerce
setup to increase sales from seasonal
customers.
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AIYE AKHIGBE
Awarded funding through FoodSPICE (Food
Systems Partners Investing in Communities and
Entrepreneurs)

Supports packaging and product testing

23 Wholesale Accounts
Wholesale accounts can reorder easily
because they see Aiye’s inventory in real-time



Supports website and eCommerce
setup to increase sales from seasonal
customers.
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23 Wholesale Accounts

Which means Aiye is spending less time on
admin tasks like processing orders and
answering FAQs
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AIYE AKHIGBE
Awarded funding through FoodSPICE (Food
Systems Partners Investing in Communities and
Entrepreneurs)

Supports packaging and product testing

23 Wholesale Accounts

17% increase in revenue
Consequently, Sticky Spoons Jam reports a 
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AIYE AKHIGBE
Awarded funding through FoodSPICE (Food
Systems Partners Investing in Communities and
Entrepreneurs)

Supports packaging and product testing

23 Wholesale Accounts

17% increase in revenue
Consequently, Sticky Spoons Jam reports a 
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since launching the website.

Which means Aiye doesn’t need to attend in-
person markets to make sales, and can
increase production.

And increased production means...

Aiye gets to purchase more produce from
local farmers to make their products. 

And invest time into more creative collaborations with local breweries, tea
companies, restaurants, and retailers. 

Connected Aiye to
Stefanie Pohl at
MEDC Voices project
who did a feature on
Sticky Spoons Jam.

Which was noticed
by the GovernorIncreasing visibility

and sales for Aiye

AND THE
CYCLE
REPEaTS!



SECURE ONGOING REVENUE

Determine based on production capacity
Ask yourself: 

Can people reorder anytime or only at certain times? 
How will you communicate this?

Using automations, like prescheduled emails, can save you time and
keep communication consistent.

Make sure your process is sustainable for you.

REORDERING SCHEDULE
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SYSTEMS THAT SAVE YOU TIME

Sync inventory across eCommerce and invoicing software
Automate email sequences for: order confirmations and delivery
reminders, reorder nudges, and seasonal promos



YOUR SEaSONaL MaRKETING
STRaTEGY

Plan quarterly or seasonal campaigns to align with buyer needs
Highlight new products, limited runs, or promo windows
Keep consistent visuals and messaging across all channels

CONSIDERATIONS
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Build marketing timelines around your production and
delivery schedules because it keeps messaging relevant
and manageable.



NEXT STEPS
Review your current sales data, ICP, and growth goals
Research expansion options & decide what to start with
Review your current brand and marketing materials
Identify what’s missing from your wholesale toolkit
Create a short-term plan to fill those gaps before pitching

localfoodmarketing.com

Start small but aim for cohesion; consistency across visuals,
messaging, and systems makes you memorable and trustworthy.

PROCESS PRO TIP



Download our Wholesale Readiness Checklist!

LOCALFOODMARKETING.COM/MORE-RESOURCES/WHOLESALE-READINESS



erika@localdifference.org

LOCALFOODMARKETING.COM
Want personalized marketing support for your business? 


	CUSTOMER INSIGHTS & MaRKETING
	FOR YOUR EMERGING FARM

	WE KNOW LOCaL FOOD.
	Taste the Local Difference® is a local food marketing agency specializing in effective strategies for agriculture, food, and beverage producers.
	We believe in uplifting these purpose-driven and passionate entrepreneurs to tell their stories, find loyal customers, and build successful, well- connected businesses.

	ERIKa TEBBENS
	DIRECTOR OF IMPACT
	20 years experience running businesses
	Expert in sales and marketing for micro enterprises; worked with 100s of entrepreneurs on sustainable growth strategies
	Former farmer and beekeeper
	Food access advocate
	Local food enthusiast


	WE’LL COVER
	GROWTH PLaNNING
	Before you make growth decisions, it’s important to review your numbers to make data-driven decisions. You want to audit your sales data first.
	WHAT TO REVIEW
	Sales channels - farmers market, farm stand, CSA, etc.
	Sales per sales channel
	Margin per sales channel
	NOTE: be sure to include additional costs associated with each sales channel
	Examples: transportation, packaging, staff, fees


	GROWTH PLaNNING
	Let’s go beyond the numbers too. What is your vision and purpose?
	OTHER THINGS TO CONSIDER
	Team size and capacity
	Your desire for leadership
	How you want your weeks to look
	Emotional/mental load; your personality
	Additional supplies and systems needed for different types of scaling


	DOUBLE DOWN ON WHaT WORKS
	THINK OF YOUR RAVING FANS
	Write down everything you can think of about them
	Then note what they have in common

	THINGS TO CONSIDER
	How did they learn about you?
	What do they purchase & how often?
	Do their overlapping qualities put them into one Ideal Customer Profile or two?


	CUSTOMER SURVEYS
	Don’t hesitate to send a survey when it makes sense.
	THINGS TO CONSIDER
	Try to keep surveys concise and specific.
	You’ll need to send reminders.
	You don’t need to send surveys to everyone if you’re only trying to figure out info on certain aspects of your business.


	GOOGLE ANaLYTICS DaSHBOARD
	Callouts:
	Users
	Sessions
	Engagement time
	Traffic sources
	Set up resource

	A FEW METRICS TO STaRT WITH
	Users – how many people visit
	Sessions – how often they come
	Traffic source – where they come from
	Top pages – what they see most
	Engagement time – how long they stay

	WHaT MIGHT NEED TO GO?
	Sometimes before growth, we need to prune. What might need to get scaled back, outsourced, or stopped entirely?
	THINGS TO CONSIDER
	Are there unprofitable crops/market channels/offers?
	Are there customers you’ve been trying to appease, but it’s taking more effort than you get back?
	Is there a task it’s time to admit needs to be handled by someone else?

	Good news! Now that you have clarity, you can start making a plan.

	FaRMER EXaMPLE
	Bailey Samp and John Dindia of Lakeview Hill Farm had to make strategic changes in order to grow.
	FROM ORGANIC GROWER MAGAZINE, SPRING 2026:
	“Grocers are reliable, consistent and predictable,” Dindia said.
	Grocers also want reliability, consistency and predictability, as well as safe produce for their customers. A local brand with UPC codes (Universal Product Code) helps ensure both reliability and traceability.
	Opening the market meant changes in production.
	“We stopped growing some crops,” Dindia said, “and started buying from other farmers.”
	Image from the article, provided by Lakeview Hill Farm



	MaRKETING CONSIDERaTIONS
	BUDGET:
	Ideally it’s a percentage that can grow with you.
	Think of it like risk management.
	Treat it as a non-negotiable for growth.

	ESSENTIALS:
	Professionally Designed Brand Kit
	Website (optimized for mobile); possibly with eCommerce
	Good quality photos
	Email marketing software (if doing any email marketing)
	Claim social media handles & fill in info (even if you don’t plan to post there)


	NOW WE CaN STaRT STRaTEGIZING GROWTH!
	WhOLESaLE CLIENT
	The ideal client for wholesale relationships should be defined separately from the ideal consumer client.
	ORDERING BEHAVIORS
	How often do they order?
	What quantities do they accept?
	Do they have packaging requirements?
	What is their wholesale process?
	What are their payment terms?

	Ask these questions of ~10 businesses across different categories like institutions, schools, retail, restaurants, etc.

	CUSTOMER RESEaRch
	BEST PRACTICES
	Don’t reach out during peak busy times.
	Connect with the person who makes purchasing decisions.
	Make sure your values align.
	Be realistic about what you can provide.
	Don’t be afraid to negotiate and keep asking questions.

	Now you can create Ideal Client Profiles for the types of wholesale buyers you want to market & sell to.

	PRO TIP
	As you do research and outreach, go back and utilizing your Ideal Customer Profile(s) and data to highlight to potential wholesale accounts why partnering with you is a win-win!

	WHY MaRKETING MaTTERS WHEN SCaLING
	CONSIDERATIONS
	Buyers look for consistency, professionalism, and trust
	Strong branding communicates product quality before they even taste it
	Marketing systems save you time and make ordering easier for buyers (big win)

	Think of your marketing as part of your product. It should reflect the same care and craftsmanship.

	MaTCHING YOUR BRaND TO YOUR BUYERS
	Identify your ideal wholesale partners before investing heavily in packaging
	Tailor your packaging and marketing tone to match their expectations (without sacrificing yours)
	Think: “What would make MY product stand out on THEIR shelf?”

	PaCKaGING THaT SELLS
	CONSIDERATIONS
	Packaging should align with your target market and sales outlets
	Consider cost, ROI, and how quickly you’ll recoup the investment
	Source packaging first, then work with a designer experienced in packaging design

	GO ALL IN
	Include supporting visuals like shelf talkers, bottle tags, or display graphics - small details that drive in-store sales.


	MaRKETING aSSETS
	SALES ASSET CONSIDERATIONS
	Pitch email templates (branded)
	Sell sheets
	Contract templates/DocuSign platform
	Invoicing system
	Delivery system

	Have everything ready to go for pitching new accounts and getting contracts signed quickly.
	SELL SHEET PRO TIP
	Make room for important information, but ALSO make it visually appealing by applying your branding - logos, font, colors, and photos if possible.
	INCLUDE (& KEEP IT BRIEF)
	OPTIONAL, BUT GOOD


	YOUR WEBSITE aS a TRUST BUILDER
	CONSIDERATIONS
	A user-friendly, branded website builds credibility
	Include wholesale information and clear product descriptions
	eCommerce integration simplifies reorders and increases efficiency

	Use your website as a digital “showroom” - it should make buyers feel confident in your professionalism and reliability.

	CaSE STUDY: STICKY SPOONS JaM
	AIYE AKHIGBE
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	Which means Aiye doesn’t need to attend in-person markets to make sales, and can increase production.
	23 Wholesale Accounts

	Connected Aiye to Stefanie Pohl at MEDC Voices project who did a feature on Sticky Spoons Jam
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	Which means Aiye is spending less time on admin tasks like processing orders and answering FAQs.
	Consequently, Sticky Spoons Jam reports a
	17% increase in revenue
	since launching the website.

	AIYE AKHIGBE
	Supports packaging and product testing
	Awarded funding through FoodSPICE (Food Systems Partners Investing in Communities and Entrepreneurs)
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	Which means Aiye doesn’t need to attend in-person markets to make sales, and can increase production.
	And increased production means...
	Aiye gets to purchase more produce from local farmers to make their products.

	23 Wholesale Accounts
	And invest time into more creative collaborations with local breweries, tea companies, restaurants, and retailers.
	Supports website and eCommerce setup to increase sales from seasonal customers.


	Which was noticed by the Governor
	Which means Aiye is spending less time on admin tasks like processing orders and answering FAQs.
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	Consequently, Sticky Spoons Jam reports a

	AND THE CYCLE REPEaTS!
	17% increase in revenue
	since launching the website.
	Which means Aiye doesn’t need to attend in-person markets to make sales, and can increase production.
	Supports website and eCommerce setup to increase sales from seasonal customers.
	And increased production means...
	Aiye gets to purchase more produce from local farmers to make their products.


	23 Wholesale Accounts
	Supports packaging and product testing
	And invest time into more creative collaborations with local breweries, tea companies, restaurants, and retailers.
	Awarded funding through FoodSPICE (Food Systems Partners Investing in Communities and Entrepreneurs)

	AIYE AKHIGBE
	Which was noticed by the Governor
	Increasing visibility and sales for Aiye
	localfoodmarketing.com


	SECURE ONGOING REVENUE
	Make sure your process is sustainable for you.
	REORDERING SCHEDULE
	Determine based on production capacity
	Ask yourself:
	Can people reorder anytime or only at certain times?
	How will you communicate this?
	Using automations, like prescheduled emails, can save you time and keep communication consistent.

	SYSTEMS THAT SAVE YOU TIME
	Sync inventory across eCommerce and invoicing software
	Automate email sequences for: order confirmations and delivery reminders, reorder nudges, and seasonal promos



	YOUR SEaSONaL MaRKETING STRaTEGY
	CONSIDERATIONS
	Plan quarterly or seasonal campaigns to align with buyer needs
	Highlight new products, limited runs, or promo windows
	Keep consistent visuals and messaging across all channels

	Build marketing timelines around your production and delivery schedules because it keeps messaging relevant and manageable.

	NEXT STEPS
	Review your current sales data, ICP, and growth goals
	Research expansion options & decide what to start with
	Review your current brand and marketing materials
	Identify what’s missing from your wholesale toolkit
	Create a short-term plan to fill those gaps before pitching
	PROCESS PRO TIP
	Start small but aim for cohesion; consistency across visuals, messaging, and systems makes you memorable and trustworthy.

	Download our Wholesale Readiness Checklist!
	LOCALFOODMARKETING.COM



