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When the Queen of England creates
garden at Buckingham Palace since World War Il
and Michelle Obama digs up part of the White House lawn
and plants the first food garden
since Eleanor Roosevelt in 1943,
you know there is a change taking
place.

Local Food, Biis barriod: canoiardas Michelle Obama gtwvisior\s the organic garden on

From the and BRackisorries the White House lawn as a means of educating
children and communit about heaithful eating,

South Lawn and as a source of fresh herbs and vegetables for
the family and guests
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The Local Foods
Revolution/Reality

Local foods sales grew from
$4 billion in 2002 to $7 billion in
2007.

Sales are projected to reach $11
billion by 2011.

The Rise of the 'Locavore'
How the strengthening local food movement in
towns across the U.S. is reshaping farms and food

retailing o F _{ W

L \\\\\ _] \ e

Source:Packaged Facts, fiLocal amd Maiyedh R&®®dFs in the U.S
http://mww.packagedfacts.com/Local-Fresh-Foods-1421831/


http://www.businessweek.com/

Unprecedented Demand for G\ O
Locally Grown Food and Farm N 0
Products AR B

Opportunities for &.. N

Local and regional business development
and expansion

Job creation and retention
Rural and urban community revitalization
Farmland and natural resources protection

Improved community health

Enhanced food access and security
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Markets

88 Far mer s
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123 Farmers Markets
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CSAOS
Community Supported Agriculture

Creates a relationship with a farm
Specialty foods increases year round
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A Local Food Hub AL T—
A Fall Line Farms

A Coastal Farms

A Farmer Girls

A Retail Relay

A Dominion Harvest

A Locally Grown Nelson
A The Farm Table

A Farm to Family Bus



https://producepromotions.com/products.php?cat=1

Farm Product Search Websites
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ot across the country. Freshness, flavor and nutr®on are opimal with Virginia

produces you bay directly from the farmer because they are harvested and prepared 2009 Virginia Croven Gurde
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http://www.localharvest.org/

Farm Food on Maple Avenue
New food store partners with local producers.

*= A "WE WANT TO BE a community

- resource for people who care
about where their food comes
from," linking the consumer with
the farmer producer."”

The store is partnering with
Vienna producer Tom
Niedermaier, Sweet Rose Farm to
form a Community Supported
Agriculture [CSA] cooperative.

® A Maple Avenue Market participates
In a program in which consumers
can "cow-pool" with other Maple
Avenue Market customers for
grass-fed, humanely and locally
raised Black Angus beef.

A Source: Vienna Connection 11/24/09



Urban Planning & Zoning




Choose the Commonwealth
| WS
B » |

FINE & RESERVED

Virginia's vineyards contribute to the economy,
quality of life, and tourism.

Governor McDonnell
Announces "Choose the
Commonwealth!"

I Encourages Virginia
Businesses and Trade
Groups to Incorporate
Virginia Food and Beverage
Products in Day-to-Day
Business Operations i

Virginia.gov



http://www.virginia.gov/

TOP 2011 FOOD TRENDS

Annual survey of chefs by the
National Restaurant Association (NRA).

Locally sourced meats and seafood Simplicity/back to basics
Locally grown produce Farm/estate-branded ingredients
Sustainability Micro-distilled/artisan liquor
‘Hyper local,' (restaurants with gardens, Locally produced wine and beer

chefs who butcher).

Smaller portions for smaller prices
Children's nutrition

Culinary cocktails, featuring fresh
Sustainable seafood ingredients
Gluten-free food and being food allergy Fruits and Vegetab
conscious side items

Source: Nation's Restaurant News - Dec 2, 2010



. ocal Cuisine

Chefs create menus based on

what 6sSs I n season SO0
locally and regionally produced
products

Invest time in building
relationships with Chefs

Provide samples, review seed
catalogs for product interests
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http://www.silverdiner.com/

Detroit tries peddling produce like ice cream
Produce truck serves a community with no eas\
access to fresh food

DETROIT 8 In a U.S. neighborhood served by 26
liquor stores but only one grocery, a community
group is peddling fresh fruits and vegetables like

ice cream.

Five days a week, the Peaches & Greens truck
winds its way through the streets as a
loudspeaker plays R&B and puts out the call:
"Nutritious, delicious. Brought right to you. We
have green and red tomatoes, white and sweet
potatoes. We have greens, corn on the cob and
cabbage, too."

A food desert is any area in the
industrialised world where

The truck set up like a small market brings
affordable produce to families on public :
assistance, homebound seniors and others who ~ healthy, affordable food is
can't reach the well-stocked grocery chains inthe  difficult to obtain. It is prevalent
suburbs. in rural as well as urban areas



EBT Now Availlable

We are pleased to provide EBT

services for all of our customers q
You can now use your SNAP, e 4
Credit or Debit Cards f,’,.i;» 4
' 'Tm.{@l\ il
1 & SNAP benefits can be used to buy food or
a ﬂ seeds and plants to grow food in a home
garden.
Supplemental
® Nutrition - :
i P — For more information about SNAP, contact:
Program Virginia Department of Social Services

www.dss.virginia.gov



http://www.dss.virginia.gov/
http://www.google.com/imgres?imgurl=http://www.infinex411.com/assets/images/autogen/a_3010-Mobile.jpg&imgrefurl=http://www.infinex411.com/html/3010_specs.htm&usg=__cMVqSmGUP3rN6AiFz6F3kIy_YGg=&h=320&w=297&sz=10&hl=en&start=14&zoom=1&um=1&itbs=1&tbnid=PhHQOhEJgY9_rM:&tbnh=118&tbnw=110&prev=/images%3Fq%3DEBT%2BWireless%2BTerminal%26um%3D1%26hl%3Den%26sa%3DN%26rls%3Dcom.microsoft:en-US%26tbs%3Disch:1&ei=I32HTfbqHo3pgAeGtMXRCA

Selling Strategies for Direct
Marketing

A Build relationships with
customers

ADi scover customer | s..
and preferences

A Be an advocate for your
products

A Provide quality service



Food Value in Order of
Importance

Safet
Nutrition
Taste

Price

Natural
Convenience
Appearance
Environmental Impact
. Fairness

10. Tradition
11.0Origin
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9

Lusk, J. L., & Briggema
8276.2008.01175.x

1-196. doi:10.1111/j.1467-



Trend Watching

6 e
CulTurewaves®

BE FIRST FASTER

S VIREAL SIMPLE

life made easier, every day

Search trendwatehinn com


http://blog.culturewav.es/
http://trendwatching.com/
http://www.oprah.com/index.html
http://www.realsimple.com/

Food Safety from Farm to




Food Safety Information

FoodSafety.govg

Home

Keep Food Safe

(0

Keep Food Safe:

Food Recalls and Alerts

The Basics: Clean,
Separate, Cook and Chill

Preparing and Storing Food
»

Charts: Food Safety ata
Glance

lieat

Turkey

Chicken and Other Pouitry

Seafood

Eggs and Egg Products

Hilk, Cheese, and Dairy
Products

Food Poisoning

Inspections & Compliance News & Features

Font Size = +

Home > Keep Food Safe > By Types of Food = Fresh Fruits, Vegetables, and
Juices

Tips for Fresh Produce Safety

Buying Tips
e Purchase produce thatis not bruised or damaged.

e When selecting fresh-cut produce - such as a half a watermelon or
bagged salad greens - choose items that are refrigerated or surrcunded
byice.

e Bag fresh fruits and vegetables separately from meat, poultry and seafood
products.

Storage Tips

« Store perishable fresh fruits and vegetables (like strawberries, leftuce,
herbs, and mushrooms) in a clean refrigerator at a temperature of 40° F or
helow.

» Refrigerate all produce that is purchased pre-cut or peeled.

Preparation Tips

e Begin with clean hands. Wash your hands for 20 seconds with warm
water and soap before and after preparing fresh produce.

e Cutaway any damaged or bruised areas on fresh fruits and vegetables.
Produce that locks rotten should be discarded.

e All produce should be thoroughly washed before eating. Wash fruits and
vegetables under running water just before eating, cutting or cooking.

Print 5 Download Reader §

Search NG T°

Your Gareway to Federal Food Safety Information

Videos, Podcasts, More Blog

Wellpet LLC

Voluntarily
REecalls Certain...

WellPet LLC
announced today it
has voluntarily
recalled...

California Firm
Recalls Chicken
and Mushroom...

Piccadilly Fine Foods,
a Santa Clara, Calif.,
establishment,...

Get Food Safety Widgot

Ask the Experts

ﬂ Ask a Question
I;l Report a Problem

Stay Connected

En Espaiiol




Medical Related Diets

Dairy-free
Glutenfree
Low Fat
Low Sodium
Soy
Sugar Conscious
Vegetarian
Wheat-free




Losing Weight “”’%...
Hexss

Health Magazine &
Ladies Home Journal &
promoted ¢
G¢CKS CFN)YSNB AT NJ
S5ASG®PE LWL/ ARdz
customers to diet and ¥\ -
offer products related

to the menu plan!




Cosmetic Foods

anti-aging

d Healthy Hair Glowing Skin

Dark Green Vegetables Low Fat Dairy

Beans Berries
Nuts Plums
Poultry Walnuts

Eggs Flax Seed
Whole Grains Olive Oll
Oysters Whole Grains
Low Fat Dairy Turkey

Carrots Nuts


http://www.webmd.com/
http://www.webmd.com/

Im

ine.preventi hitp: /. mypyramid.qo
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Sweet Potatoes
Barl

White Potatoes
Chicken

Tea Y/
~ Beef /

eet Potatoes

Winter Squash
Spinach

Mushrooms


http://online.prevention.com/flu_immunity/list/1.shtml
http://www.mypyramid.gov/

AGRITOURISM
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Tourism generates $17.7 billion in revenue,
supports more than 204,000 jobs and provides
$1.24 billion in state and local taxes.

Every $1 that Virginia invests in tourism
marketing generates $5 in return 8 providing
significant tax revenue.

Virginiaodos |l ocation, wit
60 percent of the U.S. population, makes it easy
to get to and adds to the quality time families
spend together on vacation.

[ 4
\
~ - ] - t
ANTourili sm | S an |n’
generator for Virginia and is

one of the smartest

investments we can make as a
Commonweal t h, o
Governor McDonnell.

A



http://www.virginia.org/

Agritourism

A Birthday parties, Holiday and
special events, weddings,
company picnics

A Schools, bus charters, seniors
groups, scouts

A Cooking classes, garden and
herb workshops, wreath making

A Hiking, camping, bird watching,
kayaking, hunts




Agritourism-Defined
(Code of Virginia g 3.26400)

Any activity carried out on a farm or
ranch that allows members of the
general public, for recreational,
entertainment, or educational
purposes, to view or enjoy rural
activities, including farming, wineries, § i H' } | ,, h
ranching, historical, cultural, harvest ,_ " ] N
your-own activities, or natural _
activities and attractions. An activity /s
an agritourism activity whether or not
the participant paid to participate in

t he acti vity. o




Limited Liability
Code of Virginia
§ 3.2-6402. Warning required

@& WARNING Tincnua
Under Virginia law, there is no liability for an |njury
to or death of a participant in an agritourism
activity conducted at this agritourism location if
such injury or death results from the inherent risks
of the agritourism activity. Inherent risks of

agritourism activities include, among others, risks
of injury inherent to land, equipment, and animals,
as well as the potential for you to actin a
negligent manner that may contribute to your
injury or death. You are assuming the risk of
participating in this agritourism activity.




AgriTourism Trends
More Weddings on the Farm

ds for 2011!

Top Ten Wedding Tre"

# 2. Outdoor VenuesWher e |t 0s At

Couples tying the knot in 2011 will gravitate toward
outdoor ceremony and reception venues. The raw, #L& *
minimal backdrop of an outdoor setting leaves room T3 ¥
for personalization and customization, a major perk
for creative, handson nearlyweds.

Lakeside venues, vineyard locations and spaces
situated alongside sprawling mountains will dominate, ..
and theyoll be spruced u/p .
that represent the bride and groom.
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Basic fees for weddings. The basic fee to rent Oz Farm for a
weekend wedding is $ 4,600 for the Main Camp and $5,300 for the
Main Camp with the Domes.




“ag® MAIN MENU |

Home

The Barn

Event Calendar
Services Offered
Photo Gallerv
Event Forms
Area Information
Contact Us

For Your Driving
Instructions
Your address here

Your city State Zip Cod
Plan route now

Plan way back

“f PATRONS
2402882
Today 3
| Yesterday 204
| This week 1228
) This month
7 Last month

We have: 1 guests, 1
bots online
Your IP: 70.160.244 111
Today: Mar 21, 2011
Visitors Counter

Now offering weekday (Monday-Thursday) wedding packages beginning at $500.00

The McGuire Farm, owned by John T. (Tommy) and Linda McGuire, has a history of providing
services fo the people of this community and to others throughout the United States and the world!
Still standing near the entrance of the farm is the old McGuire country store. Members of our older
generation can recall memories of John Jacob McGuire (Tommy’s grandfather) and how he helped
provide food to the local people during the Great Depression.

The old McGnuire homestead still stands with Civil War heritage. Millstones in the creek are evidence
of the grist mill from days gone by as well as the crib which is one of many favorite spots for photo
opportunities. The millrace, which was hand dug, runs the length of the farm and gives the property its
name. A placid pond, a line of tall beautiful birch trees and a garden arbor rounds out this incredible
property nestled serenely in the majestic mountains of Murphy, North Carolina.




Farm Cooking Schools
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The Business Of Birthday Parties a foundation $38,000 Kids' Birthday
to build on

The children's birthday party business has exploded in
recent years

Competition for this growing market is no longer just the
Family or Children's Entertainment Center Industry, but
any number of family oriented businesses aimed at

capturing a piece of this lucrative, billion dollar industry.

Now more than ever, you must develop, focus and plan a
sound strategy to differentiate yourself as the undisputed
best, far above and beyond your competition




Added Value

Sandy Creek Mining Company
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http://www.themaize.com/index.html

2"d Virginia Farm to School Week 2010
November 81 12
Survey Results

szfs”
School Districts that Participated - 84% l‘ S

Featured Virginia Grown Products /

]
&
5 Ad .‘;‘ ? X

Y I
."‘ |

Apples - 91 %
Sweet Potatoes 1 54%
Broccoli - 48%

Products purchased from:
Distributor 7 71%

Farmer i 34% ﬁ..
Food Cooperative i 5% " P oA
Other i 9% =

Incorporated an educational component i 70%

Total dollars spent for Farm to School week - $63,000.
(47 responders = $1,341 per District)
(56 responders)



Build a Farm to
School Team

A strategic opportunity to bring together
the classroom, cafeteria, farm, home, and
community to promote a common goal

Supports healthy food choices through
iIncreased access and consumption of
fruits and vegetables

Farmer visits and tours connect kids with
the people who grow their food and builds
a personal connection with local
agriculture




WASHINGTON AND LEE Colleges and universities
U NI VERSITY spend over $4 billion
each year on food.

A During 07-08 local food purchases
accounted for 8.5% of all Dining Cost-Transfer Economics
Services food purchases.

A In 09-10 that figure rose to 32% of
food purchases. P —

w W G B
?’?'«";‘s\g AV 1 10 N1 . ”17\:"{" ':.";
VIRGINIA govzpy || Virginia Jech

The Real Food Challenge currently calls for all colleges and universities to
devote 20% of their food budget to local and sustainably produced food by
the year 2020.

By choosing to support local food producers who use sustainable farming
practices, Virginia Universities can become part of a greater national effort


http://www.wlu.edu/x6.xml
http://www.google.com/imgres?imgurl=http://www.dvorak.org/blog/wp-content/uploads/2008/03/virginia-tech-logo.jpg&imgrefurl=http://www.dvorak.org/blog/2008/03/25/va-tech-families-offered-money-to-stave-off-lawsuits/&h=576&w=864&sz=38&tbnid=3VqA0OwjoCQQjM:&tbnh=97&tbnw=145&prev=/images%3Fq%3DVirginia%2BTech%2BLogo&zoom=1&q=Virginia+Tech+Logo&usg=__qvhB2Kd5V6LRj2ZPWhCXwj-bGZ8=&sa=X&ei=mIYjTd7tIML-8Abtt8HyDQ&ved=0CB4Q9QEwAg
http://www.google.com/imgres?imgurl=http://www.foxnews.com/images/225618/0_61_UVA_logo.jpg&imgrefurl=http://www.foxnews.com/story/0,2933,215618,00.html&h=240&w=320&sz=12&tbnid=bEoWriFkJqV8JM:&tbnh=89&tbnw=118&prev=/images%3Fq%3DUniversity%2Bof%2BVirginia%2BLogo&zoom=1&q=University+of+Virginia+Logo&hl=en&usg=__Abi5SIe6lx5QaCw8prrkE8n_oX0=&sa=X&ei=soYjTYvDCYH-8AaB4Mj-DQ&ved=0CB0Q9QEwAA
http://www.google.com/imgres?imgurl=http://www.hannonhill.com/_files/images/case-studies/William-and-Mary-logo.jpg&imgrefurl=http://www.hannonhill.com/customers/case-studies/college-of-william-and-mary.html&h=173&w=240&sz=23&tbnid=SnetitxdUlZo9M:&tbnh=79&tbnw=110&prev=/images%3Fq%3DWilliam%2Band%2Bmary%2BLogo&zoom=1&q=William+and+mary+Logo&hl=en&usg=__7zXrGie0tz1piDH7jd8iSc0097k=&sa=X&ei=yYYjTYGzCoL58AaUkrGBDg&ved=0CB8Q9QEwAw
http://www.google.com/imgres?imgurl=http://www.collegefinancialaidguide.com/pictures/James%2520Madison%2520University/logo.gif&imgrefurl=http://www.collegefinancialaidguide.com/virginia-jamesmadisonuniversity-47-706.html&h=386&w=500&sz=56&tbnid=UQiaNHBtyaBz8M:&tbnh=100&tbnw=130&prev=/images%3Fq%3DJMU%2BLogo&zoom=1&q=JMU+Logo&hl=en&usg=__jwqVKCk2teDlbop8JH1G9I-c0I8=&sa=X&ei=34YjTYvNJcH-8Abr6-yYDg&ved=0CDYQ9QEwBw

Organic Certification in Virginia

COST SHARE INFORMATION

2010/2011 Cost Share Announcement
Organic Certification Cost Share Application
W-9 Form

News and Events

Natural Resources Conservation Service is offering financial assistance to organic
producers and those transitioning to organic production.

USDA Announces Opportunity for Organic Producers to Implement
Conservation Practices

Organic Resources

Organic Certification in Virginia
Virginia Certified Organic Resource Guide
Virginia Certified Organic Producers



http://www.vdacs.virginia.gov/marketing/pdf/costshare-announcement.pdf
http://www.vdacs.virginia.gov/marketing/pdf/costshare-announcement.pdf
http://www.vdacs.virginia.gov/marketing/pdf/costshare-announcement.pdf
http://www.vdacs.virginia.gov/marketing/pdf/costshare-announcement.pdf
http://www.vdacs.virginia.gov/marketing/pdf/costshare.pdf
http://www.vdacs.virginia.gov/marketing/pdf/w-9form.pdf
http://www.vdacs.virginia.gov/marketing/pdf/w-9form.pdf
http://www.vdacs.virginia.gov/marketing/pdf/w-9form.pdf
http://www.nrcs.usda.gov/news/releases/2011/organics_applications_4.2011.html
http://www.nrcs.usda.gov/news/releases/2011/organics_applications_4.2011.html
http://www.vdacs.virginia.gov/marketing/pdf/organicflyerpdf.pdf
http://www.vdacs.virginia.gov/marketing/pdf/organicflyerpdf.pdf
http://www.vdacs.virginia.gov/marketing/o-guide.shtml
http://www.vdacs.virginia.gov/marketing/o-guide.shtml
http://vagrown.vi.virginia.gov/Default.aspx?category=ORGANIC

Virginia
WATER HARVEST
Program

The Virginia Water Harvest program was established to help
Increase the awareness and consumption of locally harvested
seafood products. The goal is to promote and create a demand for
sustainable, locally-harvested seafood, both wild caught and farm
raised and to encourage consumers to establish a link to the local
watermen community. The program will feature education about
species that are indigenous to our waterways, ways to purchase
and prepare local seafood species and to distinguish the
seasonality of seafood products. Creating a stronger consumer
demand for local seafood creates the opportunity to increase
revenues for fishermen, seafood retailers, and restaurants.



Christmas Tree Industry

growers.

2010 GUIDE

VIRGINIA GROWN

e N L aws

CHOOSE-AND-CUT
FRESH-CUT
BALLED AND BURLAPPED LIVE TREES

VIRGINIA DEFARTMENT OF AGRICULTURE AND CONSUMER SERVICES
www VirgniaGrown. com

#

The Virginia Christmas Tree Guide is published by
the Virginia Department of Agriculture and Consumer
Services in cooperation with Virginia Christmas Tree

104 Gosarrer Siaet - Riowsara, WA 2816

4


http://vagrown.vi.virginia.gov/Default.aspx?category=CHRISTMAS TREES

USDA Specialty Crop Competitive Grant Program

Wty o
Grants up to $30,000 P ' \;\. §) < S
Eligible Crops: 3 7 h | N: Q87 Y
Fruits & Vegetables iy
Tree Nuts |
Dried Fruits

Horticulture & Nursery

Eligible plants must be
intensively cultivated and used
by people for food, medicinal
purposes, and/or aesthetic
gratification to be considered
specialty crops.

Five year old American Ginseng Plant i specialty Crop Grant i Woodland Production of
ginseng, goldenseal and other botanical herbs. Landowners in the Blue Ridge Mountains



Agricultural Marketing

Regional marketing development managers are located in six
designated regions of the state to provide assistance in marketing
commodities and enhancing agricultural economic development within
those regions.

Regional managers provide assistance, advice and counsel to
agricultural producers, industry representatives, and organizations
through individual consultations, public presentations, newsletters, and
the media in order to enhance and influence marketing efforts




Virginia Grown Promotions

““Everyone’s A Advertising in :
tfalling for magazines an

. ; newspapers
Virginia Grown PP
;3 A Contests

A TV and radio public

ﬁ service

Virginia Farmers Markets,
Pick-Your-Own Apples, Pumpkins and
Much More!

WWW.virginiagrown.c
Vigtinis Depanmera of Agziculiure and Conaune
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Free Virginia Grown POS

—
™~
Fasiiae e oy . a s
Virginia Grown Point-of-Sale Materials
-
3 srown products
’
'& (ACLVL AR Virginia Grown Banners
s Iy W™ le. The new
nursery
. R Virginia
er depicting Virginia [ruit setables 2 r ny Grown
tional facts for cach
Virginia Grown Nutriti are - Full-color
brochure contains nulrit well as fun
i alety infor
availability chart, and recipes.
\
\ Vinginia Grown Artworke an CD - Color &
b Vinginia Grown Memo Boards - Coloeful, letter-s

magnets to attach to refrigerator, ilahle in limited guantities

A

Virginia Grown S 2 - Pull-colar stickerse available in small (3/4°

large (1-1/2°) sizes mall come 100/roll; large 250/co0ll, Available in limited

quantitie

=l

2 Grown Fans - Colorful, hand-held paper fans.

AT ke sl

‘ irgi ste hag o een sides and gussel

; < i
' santities up to 1O per farm or marke available at cost
- vable to Treasurer of Virginia and send with this form to
Virginia Grown, VDACS, 102 Governor Street, Room 317, Richmond, VA 23219,
-
-~ Name

- Farm Name




Virginia Grown POS
(Point of Sale) Material

www.virginiagrown.com



