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As a condition of its USDA Rural Development grant, the cooperating universities comprising 
AgMRC were tasked to prepare four reports a year and submit them to USDA. These reports 
summarize the activities completed during each quarter, including website development and 

functions, value-added business and economic analysis tools and outreach activities. 
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IOWA STATE UNIVERSITY 
AGMRC WEBSITE STATISTICS  
This period, the total number of page views was a total of 1,026,432 
with an average of 11,405 views per day. 

Within the website, the top topics by pageview visited during this 
quarter were: 

1. Rapeseed 25,288 
2. Apples 15,582 
3. Strawberries 14,823 
4. Sweet Corn 11,912 
5. Gooseberry 11,785 
6. Avocados 11,210 
7. Dates 11,014 
8. Grapes 9,379 
9. Dragon Fruit 7,827 
10. Poultry 5,808 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

AGMRC 
• • • 

The mission of AgMRC 
is to continue to provide 
independent producers 
and processors with 
critical information 
needed to build 
successful value-added 
agricultural enterprises 
through the 
www.agmrc.org 
electronic resource 
information website.  

AgMRC continues to 
serve a national value-
added agriculture 
audience, with nearly 
7,000 unique visits per 
day. 

 

http://www.agmrc.org/
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2025 Pageviews Page Views Per Day 
January 335,356 10,817 

February 360,136 12,682 
March 330,940 10,675 
2024   

January 273,086 8,809 
February 232,993 8,034 

March 128,502 4,145 
April 173,660 5,789 
May 166,256 5,686 
June 188,437 6,281 
July 295,431 9,530 

August 135,802 4,526 
September 183,423 6,114 

October 264,943 8,546 
November 237,145 7,904 
December 195,101 6,293 

2023   
January 173,237 5,588 

February 190,849 6,816 
March 225,814 7,284 

April 195,589 6,519 
May 267,814 8,639 
June 153,697 5,123 
July 179,522 5,791 

August 181,614 6,053 
September 205,361 6,845 

October 219,072 7,066 
November 206,617 6,887 
December 211,498 6,822 

2022   
January 67,178 2,167 

February 63,074 2,253 
March 72,289 2,332 

April 176,305 5,876 
May 187,113 6,035 
June 171,675 5,722 
July 172,103 5,551 

August 169,477 5,467 
September 183,550 6,118 

October 190,060 6,130 
November 187,784 6,259 
December 161,853 5,221 
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MAJOR CONTENT SECTIONS 
The major content sections of the AgMRC website visits: 

1. Commodities and Products – 731,922 pageviews 
2. Value Added Agriculture – 124,551 pageviews 
3. Renewable Energy – 142,301 pageviews 
4. Business Development – 75,204 pageviews 

Within the Commodities and Products section, the top three topics visited during this period were: 

1. Fruits – 184,408 pageviews 
2. Grains and oilseeds – 120,779 pageviews 
3. Vegetables – 107,200 pageviews 

Within the Value Added Agriculture Section, the top three topics visited during this period were: 

1. Case Studies of VAPG Grand Recipients – 91,609 pageviews 
2. What is Value Added Agriculture? – 11,535 pageviews 
3. VAPG Program – 4,491 pageviews 

AGMRC WEBSITE UPDATES: 
Commodities and products profiles are updated based on client inquiries to AgMRC Match participants 
and AgMRC office staff, and available USDA data. This period we reviewed active webpages for 
relevancy, consistent formatting, and broken links, particularly in static descriptive pages where the 
information does not need updating but does need to be reviewed.  

EMAIL 
AgMRC staff researched and responded to 26 e-mailed questions pertaining updating value-added 
provider listings, business development, urban farming, and organic crops, among many other topics.  

PHONE CALLS 
Between January 1-March 30, AgMRC staff reported having 21 toll-free phone inquiries from 8 different 
states. 

FACEBOOK 
AgMRC’s Facebook page has garnered a total of 4,072 followers. During this period the AgMRC 
Facebook page had 7 posts, which were seen by more than 2,776 people with 783 direct visits to the 
page. 

YOUTUBE 
The AgMRC YouTube channel continued promotion of the VAPG videos this period, with 568 views, 
and has a lifetime total of 40,461 views. There are a total of 112 VAPG videos now highlighting case 
studies across the country. The channel now has 578 subscribers. 
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IOWA STATE UNIVERSITY INITIATIVES 
RURAL COMMUNITY DEVELOPMENT  
MUNICIPAL ZONING FOR LOCAL FOODS GUIDEBOOK AND VIDEOS 

Taylor continues to update text of previous edition based on research conducted during previous 
quarters and is expecting completion in Summer 2025. 

COMMODITY REPORTS AND ADVANCED MAPPING IN PARTNERSHIP WITH MARKET MAKER  
COMMODITY REPORTS 

• Published sweetcorn report 
• Worked on rapeseed, avocado, dairy, and millet tableau dashboards 
• Updated the ISU justice statement in all dashboard reports 

CONSULTANT SEARCH TOOL & FOOD SYSTEMS DATABASE 
• Temporarily turned off site while website content is updated by Courtney 

• Worked on the following site improvements (before turning the site off) 

• - MFA via Email - OTP code implemented completely 
- Removed the depreciated libraries and replaced with the newer ones 
- Fixed the issue of OTP's not getting delivered to users while login 
- Enhanced the plain text with responsive UI and added colors to the text to make it look 
cleaner and neater for the resources list 
- Fixed the issue of the map pointer, instead of pointing at a specific location, it used to 
put a box 
- Pinned one of the resources manually to Baltimore for one of the user (as requested) 
- Started implementing error handling to handle such issues in the future 

INNOVATIVE RURAL GROCERY MODELS 
We are working on completing case studies for grocery stores visited, that will be on the website in 
spring 2025. 

THE STATE OF FARMWORKERS AND DIRECTORY OF RESOURCES  
This project has come to completion.  

FOOD IS OUR MEDICINE 
This project has come to completion.  

PLANNING AND CONVENING THE AGRICULTURAL MARKETING SUMMIT 
The planning committee is working to confirm the location for the 2025 conference in Indianapolis, IN 
and will be traveling for site visits in April/May.  
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AGMRC SUBCONTRACTS 
MARKETMAKER 
DATA MAPPING AND DATA VISUALIZATION 
MarketMaker staff met with Bailey Hanson at Iowa State to finalize plans to utilize the MarketMaker 
commodity supply chain mapping tools in their commodity information tools. (see below).  We are 
currently working on building out sweet corn, apples, and Dairy products, probably cheese. 

 

 
UNIVERSITY OF MINNESOTA 
VAPG GRANT WRITTEN STORIES  
Cylon Rolling Acres, Goat Meat Farm to Suit Growing Demographics 

In western Wisconsin, there is a large demand for goat meat. When Leslie Svacina, owner of Cylon 
Rolling Acres and 2021 VAPG recipient, recognized there were limited options at grocery stores in her 
area, she knew that a grass-fed goat farm would be a great fit for her and the diverse community 
around her. The VAPG funds provided Leslie with the opportunity to update her marketing and branding 
through their cooking guides and packaging. 

Keene Garlic, E-Commerce Connecting Farmers Nationwide 

This story showcases a small family farm that grows a specialty crop and sells their products on their 
website at keeneorganics.com. They collaborate with other small, organic family farms to produce and 
sell the highest quality garlic in the United States. In addition to the farm’s background, this feature 
highlights how the USDA grant helped them expand their line of seasonings produced from their 
organic and gourmet heirloom garlic in their own licensed kitchen in Madison, Wisconsin.   

http://keeneorganics.com/
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Star Bright Farm, Herbal Beauty Experienced Through the Senses   

Whether viewing the beautiful fields of lavender, smelling the aromas of their herbal products, or 
listening to the sounds of musicians surrounded by rows of vibrant plants, Star Bright Farm appeals to 
many senses. With the expenses this Maryland-based farm had from their products and services, they 
found that the Value-Added Producer Grant "helped us alleviate some of that burden." They were able 
to focus on the marketing and visual elements of their products with the funds and are inclined to 
expand their hydrosols in other parts of the United States in the future. 

 

WINTER 2022 

Alaska Beauty Peony Co-Op, A Fresh Cut Look into Value-Added Opportunities 

Varieties of beautiful peony flowers are grown in the prime location of Alaska by a dozen farmers 
making up Alaska Beauty Peony Co-op. With a mixture of in-state and out-of-state orders, these 
farmers ship their cut flowers to individuals looking to spruce up their events and homes. With the help 
of the Value-Added Producer Grant, this co-op has been able to look into a feasibility study to create 
more peony products. By looking into hydrosols as well as dried flower products, the company is hoping 
to grow its offerings. 

Alpine Made, Goat Milk Products Made with Chemistry in Mind 

With little background in animal care but an instilled passion for farming from her family, Kerry Planck 
worked diligently through experimentation to begin a goat farm, now known as Alpine Made. By utilizing 
her understanding of biology and chemistry from her academic studies along with the help of a full-time 
employee in 2013, she was able to create a goat milk-based product line with major skin benefits. While 
working with the Value-Added Producer Grant, Kerry was able to sustain her New York company during 
the COVID-19 pandemic. Because of this success, she hopes to look toward more grants in the future 
to propel her toward her previous sales goal. 

Burroughs Family Orchards, Family Grown Business Nuts About Regenerative Farming 

Regenerative farming is a primary passion of Burroughs Family Orchards. From utilizing these holistic 
practices in the growing and harvesting process to educating the public at their Regenerative Almond 
Field Day, this California farm looks to provide a high-quality experience for their customers both with 
their products and at their farm. Product expansion and re-branding for Burroughs Family Farms 
products was a major focus of their work with the Value-Added Producer Grant. Despite the COVID-19 
pandemic altering their initial plan with the grant, the farm was able to learn how they can position their 
farm and its offerings around their competitors in the region. 

Feltz Family Farms, 110 Year-Old Farm Funding Cheese Curd Processing 

The Feltz family has gone through over a century of discovering what was best for their farm. Switching 
from reducing their operations to solely dairy farming in the late 1990s to expanding their current 
operations to be community driven allowed the company to return to its historical roots of multifaceted 
offerings. As a Wisconsin-based farm, the company produces cheese curds well-liked by customers. 
With Value-Added Producer Grant funding, the business has been able to purchase more equipment to 
keep up with the increasing demand as well as advertise this product. 
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The American Turmeric Company, USA Grown Turmeric in Georgia Sprouting Year-Round Health 
Benefits 

A perennial plant not known by many in the United States with incredible health benefits is turmeric. 
With The American Turmeric Company fueling their mission to educate other farmers and provide their 
customers with alleviated skin and health problems, they are bringing widespread awareness to this 
product. Although their turmeric fermentation process is an ancient practice, their products continue to 
help both humans and animals alike. Their inventory of turmeric products is enhanced by the Value-
Added Producer Grant, which has helped them in their marketing and production endeavors. 

 

SPRING 2023 

Buzz Savories, Nebraska Bee Farm Stuck on Natural Honey Production 

Betty Sayers of Buzz Savories found her passion for beekeeping late in life after returning to Holdrege, 
Nebraska and attending beekeeping classes. In 2018, she began Buzz Savories, a company committed 
to selling 100% honey and beeswax candles as well as a collection of mustards made with honey from 
the bees on the farm. Being that Betty sells her products both online and through various in-person 
locations, marketing is a huge part of getting the word out about these local products. The Value-Added 
Producer Grant allowed her to understand this sales-oriented process and recognize the best 
marketing practices and connections for her business. 

Freeman Vineyard and Winery, “Affordable Luxury” Offered Internationally 

Two food and wine fanatics, Ken and Akiko Freeman, were faced with an international business 
opportunity in the early 2000s that was the answer to their dreams. After learning about the winemaking 
process and revitalizing their property, the Freemans started this business to appeal to tourists from 
California and customers around the world. To market their sparkling wine product abroad during the 
COVID-19 pandemic, Ken and Akiko consulted the Value-Added Producer Grant to assist them in this 
endeavor. The observable sales growth and success of this process have pushed the business to look 
into other grant opportunities in the future. 

Peaceful Harvest Mushrooms, A Medicinal Boost in a Flourishing Industry 

Without any background in the marketing industry, Karen and Brian Wiseman were grateful for the 
Value-Added Producer Grant (VAPG) and its positive impact on their medicinal mushroom business, 
Peaceful Harvest Mushrooms. By keeping the costs down during a time of business uncertainty around 
2020, the Vermont producers were able to continue selling and promoting their liquid and powder 
products with the financial assistance of the grant. They encourage any interested individuals to be 
open to external help in the application process as it benefitted their VAPG experience. 

Salad Days Produce, A Hydroponic Approach to Agriculture 

Although they both had years of experience selling homes in the real estate industry, Leigh Bailey and 
Jamie Redmond began a new career venture selling hydroponic produce ten years ago. This process is 
not like traditional farming as it only requires nutrient-rich water to sustain the plants. As the pair looked 
to switch to solely selling lettuce, they required funds to gain more farm help and purchase the 
equipment for the growing of this product. With the positive outcomes of the Value-Added Producer 
Grant, their Mississippi business and staff-related expectations were exceeded.  
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Straight Arrow Bison, A Pasture for People to Pass Through 

Agriculture has always been in the Bredthauer's lives. After dealing with financial hardships with their 
previous conventional farm, Karen and Marty Bredthauer, owners of Straight Arrow Bison, decided to 
switch their attention to bison farming. They offer a wide range of products that ensures no part of the 
animal goes to waste, and their offerings are tailored to both human and animal preferences. Learning 
the nutritional benefits of their products and communicating their message to their customers were the 
primary reasons the team at Straight Arrow Bison consulted the Value-Added Producer Grant. In turn, 
they now have a newfound awareness of their brand that will help them in the future of their Nebraska 
business. 

 

SUMMER 2023 

Balakian Farms, California Organic Farm with Vast History 

For Balakian Farms, a generations-old business focused on growing organic produce, the Value-Added 
Producer Grant (VAPG) was the "right fit." With assistance from a USDA representative as well as 
informational videos, the company successfully applied for the VAPG to update the visual elements of 
its brand. An online rebrand and newly designed packaging funded by the grant were perfect for the 
future direction of the farm: continuing to cater to their online market and developing a new skincare 
line. 

Cordi Winery, Vineyard Branching Out With VAPG Funds 

Although Emily Cordi, assistant winemaker at Cordi Winery, had grown up with parents in the farming 
business, she never would have thought she would return to the family business after college. 
However, after working closely with her father, she not only gained the hands-on experience to create 
wine but also the knowledge to dive into the Value-Added Producer Grant application. When the winery 
was granted the funds in 2020, they were able to maintain their local reach while expanding their 
customer base in the state of California. 

Farm Life Creamery (Note: This is an updated story from a farm that already had its story published.)  

A great experience is one of the main priorities of Farm Life Creamery. Whether it is through their farm 
tours, date night events, or their newly created mini golf course, the farm caters to the community with 
all they do. They recognize the importance of rural America and are grateful the USDA Value-Added 
Producer Grant allows them to sustain these local, fun experiences for those in South Dakota. 

Herbal Revolution, A Hustle for Healthy Herbal Products 

Outdoor enthusiast and owner of Herbal Revolution, Kathi Langelier, has always been ambitious at 
every stage of her business. From sharing her medicinal products with a small circle of clients and 
loved ones in 2014 to selling an award-winning tea in 2023, she has worked hard to create this 
business. With the help of the Value-Added Producer Grant, Herbal Revolution was able to grow both 
in employees and in the number of sales locations. In the business' journey, Kathi explains the grant 
opportunity was a "stepping stone" to reach the level of success of her Maine-based farm. 

Singing Pastures, Leading a Regenerative Movement in Maine 
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John and Holly Arbuckle, regenerative pig farmers based in Maine, are no strangers to the Value-
Added Producer Grant. Because they found such great success in their first grant experience for the 
marketing of their Roam Sticks, they reapplied to use toward the relaunch of their pork-based salami. 
The Arbuckles hope that through customers discovering their products and their family roots, they are 
able to take them through a journey of understanding the importance of why they do what they do: 
maintaining holistic farm practices that are being overrun by large companies. 

FALL 2023 

Muse Vineyards, Virginia Blended Wines Sure to Stand Out 

As a company that prides itself on being its customers' "happy place,'' Muse Vineyards has been on the 
lookout for ways to maintain this experience for their visitors. With the help of the Value-Added 
Producer Grant (VAPG) starting in late 2021, owners Sally Cowal and Robert Muse were able to 
prioritize the winemaking, labor, and promotional aspects of their business. Because they saw the 
immediate impact of COVID-19 on their customers, they are thankful for the VAPG boost from that time 
that increased their revenue by 25% today. 

Park Ridge Organics, “Female Strong'' Business with Customized Share Program  

Technology is a large asset to the daily operations of Park Ridge Organics, ranging from their farm 
store self-checkout kiosks to the online software used for their custom CSA share program. Along with 
updating the branding and increasing the stocking staff of this vegetable farm, the Value-Added 
Producer Grant helped fund in-store technology upgrades to ensure customers could easily shop from 
there. These changes have drastically accelerated the sales success of this small Wisconsin company, 
leaving the future open for another grant opportunity. 

Stensland Creamery, Two-Time Recipient with Product Development Focus 

After having a positive Value-Added Producer Grant experience with the start-up of their milk, cheese, 
and ice cream production, Stensland Creamery's owners, Jason and Justin Stensland, decided to 
consult the grant again in 2020. With a desire to create multiple offerings for customers to enjoy, this 
second grant funding was used to support the launch of their new pizza product. Customers can enjoy 
each of these products and more at various locations around their home state of Iowa and South 
Dakota, including local concession stands, restaurants, and on-site at the farm. 

The Victory Garden Farm, An Unanticipated Call to Farming 

Despite never considering farming as a future career, Vanessa Wallock's internship experiences, 
interest in nutrition, and support from her husband led her to create The Victory Garden Farm. Located 
in Fredonia, Wisconsin, this farm is known for selling a narrow focus of vegetables and herbs along with 
animal products for those in the community. Since 2020, when she received access to Value-Added 
Producer Grant funding, Wallock has seen an increase in brand awareness among her customers. 

WINTER 2023 

Chili Pepper Ranch, Taste and Trust Steering Sales 

When selling a consumable product, taste is highly important for the producer to consider. Jim Osborn, 
owner of Tennessee’s Chili Pepper Ranch, realized this early on in his business and has fine-tuned his 
wagyu cattle's feed regime to ensure his beef's taste is prioritized. He sells this unique meat cut to both 
retail and restaurant customers, so the extra boost of the Value-Added Producer Grant was imperative 
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in helping his company increase customer-centered exchanges and opening the door to new business 
opportunities.  

Janie’s Mill, Years of Flourishing Stone Ground Milling 

Local connection is what drove Harold Wilken, co-owner of Janie's Mill, to begin his Illinois-based 
organic flour mill three miles away from his farm. Since 2017 when the company began operating, they 
have been focused on creating a variety of milled products for those locally and beyond. With the 
USDA's financial assistance, this two-time Value-Added Producer Grant recipient has been able to add 
to their customer base by marketing to both retail and wholesale audiences. Though there have been 
some jolting events that changed their original business plans, such as the COVID-19 pandemic, they 
have only pushed their growth further and allowed them to seek out grant funding.  

Kitsap Fresh, Positive Link Between the Producer and Consumer 

At the height of the COVID-19 pandemic, the shutdown of businesses left many scrambling to find 
places to purchase goods. Because Kitsap Fresh, a producer-owned cooperative and online farmers 
market, was still able to operate through contactless pickup options, this local Washington-based co-op 
was there for those in the community during this time of need. Although there was no way of knowing 
what would transpire in 2020, Kitsap Fresh's pre-pandemic plan to begin home delivery with the help of 
the Value-Added Producer Grant (VAPG) was something highly fitting for the time. Even with a few 
changes during the VAPG experience, the grant process was beneficial for the co-op both with an 
increase in customers and sales. 

Trinity Valley Dairy, “Next Level” Changes Supported by the VAPG 

Fluid milk and cheese curds are Trinity Valley Dairy's current production focus, and the USDA's Value-
Added Producer Grant (VAPG) has been a part of both of these ventures. By assisting with everything 
from offsetting material costs to introducing a new food safety plan, there have been plenty of grant-
related additions that have boosted the New York business in positive ways. Most notably, their VAPG-
funded label redesign has been one of the reasons for their recent increase in sales. With long-standing 
dreams of producing ice cream in the future, the company plans to apply for the grant for a third time, 
just as they did with their present offerings. 

 

SPRING 2024 

Balfour Farm, Brand Identity Broadened Through Grant Funding 

There are many branding changes in store for Maine’s Balfour Farm as their once dairy-focused 
operation is now making its way into the meat industry. To accomplish the visual updates and offset 
travel costs needed for this endeavor, Doug and Heather were fortunate to apply their second Value-
Added Producer Grant (VAPG) in 2023 to this expansion. If it were not for a longtime customer of theirs 
introducing them to this funding opportunity and writing their first VAPG in 2020, their past and current 
product additions would have lacked the extra funding this grant provides. 

Cherry Valley Organics, Letting Loose on Their Tea Offerings 

Like many businesses in 2020, Cherry Valley Organics' original Value-Added Producer Grant (VAPG) 
plans became unattainable due to the pandemic. With halted shipments overseas and closed 
businesses, there was no way for the Pennsylvania-based company to proceed in mechanizing and 
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marketing their single-serving tea bag products. Founder Jodi Danyo did not let this stop her VAPG 
experience, however, as she altered her grant to focus on a completely new organic product altogether: 
loose-leaf tea. 

Farmers Brewing Company, Making Big Impressions on California Region 

Basketball fans and beer cans sum up the Value-Added Producer Grant's (VAPG) impact on California-
based Farmers Brewing Company. Although the company started as Bill Weller's pastime in the 
comfort of his garage, the brewery has now made its mark on the canned product industry and local 
advertising in the region. With billboards and a radio commercial during Golden State Warriors games, 
the four-year-old company is getting its name out there with VAPG-supported products and promotions. 
Moving forward with his fourth VAPG application, Bill hopes to expand his small-town marketing to 
residents in the surrounding western area.  

Home Place Pastures, A Celebration of Mississippi Culture 

Four-time Value-Added Producer Grant (VAPG) recipient, Home Place Pastures, is a farm committed 
to connecting more thoughtfully to all customers. Whether it is those online receiving the company's 
"Free Ground Beef for Life" promotion or visitors at their on-site events, the business facilitates an 
environment rooted in community. With the help of the VAPG over the years correlating to many 
aspects of the business, including processing costs and marketing efforts, Owner Marshall Bartlett is 
certain the grant was a primary factor resulting in their current success. 

TerraVox, Where History and Missouri Wines Meet 

TerraVox has an unconventional business hurdle to face every day. While offering wines made with 
unfamiliar, overlooked, and indigenous grapes from the country's past, Owner Jerry Eisterhold relies on 
historical storytelling to draw new customers to his products. The Value-Added Producer Grant (VAPG) 
was a "storytelling exercise" for Jerry as it not only provided him with professional marketing guidance 
but also propelled his narrative-focused mission for the company. With the opening of on-site events 
and activities for Missouri customers to both enjoy and learn from, this standout brand found its fit with 
the VAPG. 

Whitestone Mountain Orchard, Fueling our Future with Organic Fruits 

In the secluded city of Tonasket, Washington, Whitestone Mountain Orchard is committed to facilitating 
community both on the property and in the surrounding region. Although they have always focused on 
relationship building, especially with their devoted packing crew, their 2020 Value-Added Producer 
Grant was imperative in helping them continue to build connections with local customers through a 
website revamp and an inexpensive delivery process. There may be many miles between this orchard 
and the end wholesale customer, but the grant helped bridge the gap to make these direct sales 
possible. 

 

SUMMER 2024 

CatSpring Yaupon, VAPG Keeping Texas Tea Producer Afloat 

When disaster strikes, there are two options one can choose from. They can either take it as a loss or 
embrace the new opportunity presented. Abianne Falla of CatSpring Yaupon chose the latter with a tea 
company built from the remnants of a statewide drought. Her 11-year journey with this Texas business 
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has been marked with many successes, and she believes the Value-Added Producer Grant was the 
primary factor for the company's survival over the years. After three successful grant applications, she 
has been able to bring innovative product ideas to market and introduce customers to a highly 
misunderstood plant: yaupon. 

Fisher Brothers Farm/Sisters of Anarchy, Flavors That Will Freeze You in Your Tracks 

"Nine to Five" and "Crystal Blue Persuasion" may pique your interest as a pair of classic songs, but at 
Sisters of Anarchy Ice Cream, they are also the names of two of their many unique ice cream flavors. 
With tastes boosted by Bob Clark and Becky Castle's farm-grown fruit, their ice creams are the brand's 
most popular offering. While remaining focused on family, womanhood, and flavors that bring 
customers back, the two have created a growing Vermont business that encourages the community to 
find joy in every scoop. The Value-Added Producer Grant, described as "one of the best grant 
opportunities that exists" by Becky, has been and continues to be a crucial part of their advertising and 
product development journey. 

Hemme Brothers Farmstead Creamery, Accomplishing Lots with Limited Costs 

Although there may be many steps in the cattle raising to cheese-making process, the significant 
number of Hemme family hands makes the vertically integrated work run smoothly. Hemme Brothers 
Farmstead Creamery, a Missouri-based farm, is in its eighth year of value-added cheese production. 
The latter part of this journey was supported by the 2021 Value-Added Producer Grant. Having an 
"almost inflation-proof" operation with this government funding opened up many opportunities for the 
Hemmes, such as focusing on their e-commerce business, joining CSA programs, and updating their 
marketing. 

White Oak Pastures, Running Free with Grant Opportunity 

Running an over 150-year-old business is a process sure to require new plans and adjustments over 
time. The team at Georgia's White Oak Pastures has worked to encourage and promote these industry-
level changes, most notably with their shift to regenerative agriculture. With the help of multiple Value-
Added Producer Grants over the years, they have utilized the funds to support their animals in this new 
atmosphere. Additionally, while staying true to their goal of providing an inexpensive and seamless 
shipping option, they have been able to work with courier distribution entities with the funding boost. 

Windy N Ranch, A Mix of Organic Grazing and Animal Raising 

The Newhall family of four, who make up the Windy N Ranch team, are outnumbered by the six species 
of organically raised livestock on their Washington ranch. From these animals comes their spread of 
meat cuts and eggs distributed to farmers market and online customers. After concluding their first 
Value-Added Producer Grant (VAPG) in early 2024 that applied to the on-site facility where these 
meats are prepared for distribution, the Newhalls have seen how impactful the grant can be. It was so 
beneficial to them that they have already applied for their second VAPG this year. 

 

FALL 2024 

Honey River Farm, Finding Sweetness in Local and Tourist Support 

One-time Virginia tourists can now become returning Honey River Farm customers because of the 
company's new e-commerce platform funded by the Value-Added Producer Grant (VAPG). Coupled 
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with the local support of those looking to sweeten up their dishes with pure or infused honey, these 
individuals are helping the farm's customer base branch out. The USDA's Rural Development has also 
played a large role in this growth as they have worked with Honey River Farm to showcase their 
products at their promotional VAPG booths. In the end, all of this exposure has opened the door to new 
opportunities for the business. 

Our Lavender Company, Small-Town Floral Products Easing Life’s Challenges 

From the outside eye, Our Lavender Company may just look like a business that sells relaxing, clean 
bath and self-care products. For Stephanie Anderson, however, this lavender farm is what planted the 
seed of recovery in her after being swept into a severe postpartum depression diagnosis. In its short 
five-year journey, Our Lavender Company has made a name for itself through word-of-mouth and 
increased packaging production thanks to the Value-Added Producer Grant (VAPG). Stephanie hopes 
that her awaiting 2024 VAPG application will bring in new business outside of the Nebraska area. 

Spicy Ninja Sauce, Bringing Agriculture Back to the Island 

When faced with the challenge of a disappearing agricultural industry on the island of Hawaii, 
Christopher Bornstein knew he had to do something. He created a line of island-inspired hot sauces 
that would not just bring in sales but also grow the number of producers in the area. The Value-Added 
Producer Grant was impactful in pursuing this goal as it supported more hands-on labor and brought 
individuals together to apply for the grant again. If Spicy Ninja Sauce is awarded these funds, the 
brand's expansion into honey and salts will share the same support as its hot sauces did back in 2021. 

 

The Plaid Farm Store, Helping Yourself to an Array of Local Goods 

It is not every day you hear of a grocery-style shop open all day and night long. The Plaid Farm Store is 
shaking up the typical and providing those with unconventional lifestyles the chance to purchase their 
goods whenever their schedule permits. On top of the baked goods and milk offered at the self-serve 
shop in New York, Owner Erika Gogis contributes beef cuts from her small herd of cattle. Shortly after 
the business opened in 2021, she applied for the Value-Added Producer Grant (VAPG) to support this 
meat endeavor. Three years later in 2024, she now awaits a second VAPG to fund the addition of 
chicken to her meat offerings. 

Willow Brook Farm, Sauces and Krauts Worth Talking About 

With a mission to provide thoughtfully prepared foods to the public, Eric Wittenbach and Cameron 
Green believe that what is on the inside counts. On top of the organic vegetables they offer, they also 
create value-added sauerkrauts and chili sauces packed with environment-conscious and manually 
tended crops. Making these non-perishable goods in an on-site processing kitchen and selling them 
online were both made possible by the 2020 Value-Added Producer Grant. Now, having a second 
application submitted for this year's grant, the farm could potentially spread its message beyond 
Washington through its new shipping plans. 

 

WINTER 2024 

Free Day Popcorn, Farm-Grown Popcorn That Tops the Typical 
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While popping back to his Midwestern roots, it was evident that Nate Freitag could not resist the 
opportunity to work in the same Nebraska fields as his father, Lonny. Along with his father and wife 
Stacey, the three work to produce and market their specialty crop: popcorn. In 2021, their operation, 
Free Day Popcorn, was awarded the Value-Added Producer Grant to push the production and 
promotion of their harvest to a level where they have already seen substantial growth. With a customer 
base ranging from individuals visiting their website to movie theaters in the region, this grant-funded 
success helped build the foundation to continue expanding their elevated consumer attention. 

Imperial Stock Ranch/Shaniko Wool Company – Designers, Brands, and Olympians Sporting 
American-Grown Wool 

As a highly experienced recipient of the Value-Added Producer Grant, Jeanne Carver has embraced 
new opportunities from the funding ever since 2001. Through her original Imperial Stock Ranch 
operation and her newest Oregon venture, Shaniko Wool Company, she has retained the benefits of 
five grant awards. She attributes her global success in reaching international audiences through her 
work with large fashion brands and events to these grants and how they have assisted over the years. 

T. Moise Farms, Applying Clean Farming Practices to Cajun Cuisine 

Living outside of the United States as a child gave Monica Hernandez a unique grasp of what flavors 
are out in the world. This background has benefited her plunge into meat production alongside her 
husband, a fourth-generation farmer returning to the industry. Their Louisiana business is raising the 
bar for what Cajun food can taste like, especially with their sought-after boudin offering. This sausage-
based product was the primary focus of their 2020 Value-Added Producer Grant. With the grant funds, 
they were able to utilize new promotional tools to get their product to new customers. 

 

SPRING 2025 

 

Appalachian Botanical Co., Finding an “Ally” to Aid the Grant Funding Journey 

Receiving and utilizing the Value-Added Producer Grant does not have to be a solo endeavor. Jocelyn 
Sheppard, founder of Appalachian Botanical Co., felt the unwavering support of Abbey Ord, a West 
Virginia Rural Development employee, during every stage of the grant process. By working with her to 
understand the application requirements and reporting process, Jocelyn was able to properly use the 
funds for the promotional, packaging, and processing goals for her land- and employee-focused 
business. 

Billy Goat Hop Farm, VAPG Funding Providing Hope for Hop Farmers 

When Chris Della Bianca and Audrey Gelhausen learned that hop farming was not prevalent in the 
northeastern United States, they combined their love of nature and spontaneity and created Billy Goat 
Hop Farm. On their Colorado farm, the two have worked tirelessly to network with local craft breweries 
to provide them with their pelletized hops. This process became easier in 2022 with the Value-Added 
Producer Grant guiding their inventory expansion. Throughout the grant project, the two were able to 
secure more business than ever before. 

Charlevoix Cheese Company, Michigan Family Dairy Spilling Into a New Cheesemaking Craft 
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Thinking one step ahead, Matt and Mandy Thompson of Boss Dairy Farms knew they needed to do 
something to stay afloat in an otherwise drying up dairy industry in Michigan. Their choice to create 
value-added farmstead cheese was the link they needed to do so. Upon starting their new cheese 
business, Charlevoix Cheese Company, they were awarded the Value-Added Producer Grant. This 
funding opportunity has sustained their journey in this new product field by alleviating the financial 
pressure of operating costs while keeping the business fresh with branding updates. 

Dragonfly Hill Farm & Kitchen, Bringing Producers Back to the Kitchen 

Finding space to create food products can be a challenge, but it has recently gotten easier in 
Coopersburg, Pennsylvania thanks to Dragonfly Hill Farm & Kitchen. This Value-Added Producer Grant 
(VAPG) recipient is the source of locally produced garlic products that are prepared in an on-site, 
community-shared commercial kitchen. Over the years, the business has become more efficient in its 
processing, more outward with its online presence, and more trusted with its kitchen standards with the 
help of the VAPG. 

Fischer Farms Natural Foods, Sharing their Grounded Beliefs Directly with Customers 

Indiana is home to Fischer Farms, a multi-generational operation fueled by sustainability. Although this 
farm's primary product is naturally raised beef, the company offers a wide variety of sustainably 
sourced foods from other producers under the Fischer Farms Natural Foods name. After taking on the 
writing role of the Value-Added Producer Grant application, Joseph Fischer was fortunate to have 
received the award to begin insightful projects for this multi-product business. While learning through 
trial and error, the company was able to create a new e-commerce platform and promotional 
messaging with the funds. 

Kenny’s Farmhouse Cheese, A Glimmer of Generational Continuation 

The emphasis on value-added offerings that is prevalent overseas captured Kenny Mattingly's attention 
on his journey to Europe. Since then, he has created Kenny's Farmhouse Cheese to create a variety of 
cheese products with his cow's milk and connect with travelers through his on-farm agrotourism 
opportunities. Over the past 26 years of operating this Kentucky farm, Kenny has embraced productivity 
with grant-funded equipment. By utilizing the Value-Added Producer Grant, he has been able to turn 
over some of his manual cheese-cutting work to machines, which has provided him with more time. 

Living River Farms, Dual-Offering Farm with One VAPG-Funded Goal 

With a mission "to employ people that otherwise have trouble getting employment,” Beau McLean and 
Christopher Green of Montana's Living River Farms needed some financial assistance to support them 
in this goal. Therefore, they consulted the Value-Added Producer Grant to help them compensate their 
production employees. In doing so, the two were able to exceed their expectations of where their 
processing capacity was going to be. This has further catapulted their future aim to continue expanding 
this aspect of their business. 

Pecan Creek Winery, New Label Designs Set to Sell More Oklahoma Wines 

The Value-Added Producer Grant was the perfect opportunity for Bob Wickizer, owner of Pecan Creek 
Winery. Throughout his life, he struggled with promoting his ideas and products despite his knack for 
entrepreneurship. By taking on this grant in 2021, he has since moved past this barrier and has a more 
sound understanding of the brand surrounding his small Oklahoma winery. Now that his brand has 
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been solidified and "modest tweaks" have been made to his wine bottle designs, he and his staff are 
better equipped to promote what the business has to offer. 

Simple Goodness Sisters, Washington Syrup Filling Cups and Fueling Farmers 

Venise Cunningham and Belinda Kelly are sisters who do not shy away from standing out. In addition to 
their unique farm-produced drink syrups, they also break down the barrier between producers and 
customers through their teaching workshops and upcoming book release. Their Washington farm and 
soda shop business has brought together many people and has provided joy to consumers during the 
Christmas season. With their exploratory work during their second Value-Added Producer Grant, they 
were able to cater to the latter with the introduction of new limited edition syrup flavor subscription 
offerings. 

Stony Hill Gardens, New Jersey Farm with Variety at its Core   

It is quite expensive to start a new business from scratch. However, with the right assistance, like the 
Value-Added Producer Grant (VAPG), it does not have to be. Dana Ronyack-Davis of New Jersey's 
Stony Hill Gardens set out to start Rebel Sheep Wine Co. in 2021 to create hard cider with her farm's 
surplus of apples. Even during a poor business year, this small operation was able to survive through 
start-up and labor costs because of the VAPG. With new goals on the horizon, such as canning and 
community outreach, Dana has been set in the right direction to continue the growth of her young 
company. 

Z&M Twisted Vines Wines and Winery, Barreling Forward with a New Look on Their Winery 

In 2020, hard cider was Bryan Zesiger and Dr. Gina Montalbano Zesiger's newest product plan for their 
Kansas winery to go along with their uniquely flavored wines. Because of the Value-Added Producer 
Grant (VAPG), this product launch was supported in helping fund recyclable storage kegs, canning 
materials, and radio and print advertisements. Because their grant period was influenced by COVID-19, 
they found crucial support from professionals from the United States Department of Agriculture 
throughout their VAPG journey. 

Views of Videos since Inception and current views since December 2024 noted outside of parathensis 

 

Videos 1 -3 --Fundamentals of supply chains  (1,706 views)  4 

Video 4 --Meat supply chains (581 views) 0 

Video 4b-Meat supply chains in Spanish (6 views) 0 

Video 5 --Eggs supply chains  (116 views) 1 

Video 6  --Corn and Ethanol supply chains (232 views) 0 

Video 7 -- Dairy supply chains (469 views) 1 

Video 7b—Dairy supply chains in Spanish (6 views) 0 

Video 8 -- Fresh Produce supply chains (429 views) 4 

Video 8b-- Fresh Produce supply chains in Spanish (3 views) 0 
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Video 9 --  Shipping and the supply chain implications (200 views) 4 

Video 10 – Restaurants and the supply chain implications (195 views) 1 

Video 11 -- Food Banks and the supply chain implications (142 views) 1 

Video 12 --Local Markets and the supply chain implications (204 views) 1 

Video 13 --Halal and Kosher Markets and the supply chain implications (115 views) 0 

Video 14-- Human Capital  (12 views) 1 

Video 15--Long-Term Food Supply Chain Trends (49 views) 0 

Video 16--Long-Term Food Supply Chain Trends (27 views) 0 

Video 17-- ESG Impact on the Food Supply Chain (8 views) 0 

Video 18-- Food Supply Chain Shocks (21 views) 0 

Video 19    Supply Chain Shocks  (23 views) 0 

Video 20 - Creating a More Resilient Midwest (12 views) 0 

Video 21: Supply Chain Series 2021 – (26 views) 0 

Video 22: Supply Chain Series 2021 – (27 Views) 0 

Video 23: Supply Chain Series 2021 – (28 views) 0 

Video 24: Supply Chain Series 2021 – (12 views) 0 

Video 25: Supply Chain Series 2021 –(16 views) 0 

Meat Production Panel 2020 - (100 views) 2 

Video 26: Supply Chain Series 2022 – (10 Views) 0 

Video 27: Supply Chain Series 2022 – (26 views) 0 

Video 28: Supply Chain Series 2022 – (15 Views) 0 

Video 29: Supply Chain Series 2022 – (11 views) 0 

Video 30: Supply Chain Series 2022 – (25 Views) 0 

Video 31: Supply Chain Series 2022 – (18 views) 0 

Video 32: Supply Chain Series 2022 – (14 views) 0 

Video 33: Supply Chain Series 2022 – (9 views) 0 

Supply Chain Training – (37 views) 0 

Video 34: Supply Chain Series 2022 – (10 views) 0 

Video 35: Supply Chain Series 2022 – (9 views) 0 

Video 36: Supply Chain Series 2022 – (11 views) 0  
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Video 37: Supply Chain Series 2022 – (14 views) 0 

Video 38: Supply Chain Series 2022 – (10 views) 0 

Video 39: Supply Chain Series 2022 – (21 views)  0 

Video 40: Supply Chain Series 2022 – (18 views) 0 

Video 41: Supply Chain Series 2022 – (15 views) 0 

Video 42: Supply Chain Series 2022 – (13 views) 0 

Video 43: Supply Chain Series 2023 – (31 views) 0 

Video 44: Supply Chain Series 2023 – (16 views) 0 

Video 45: Supply Chain Series 2023 – (22 views) 0 

Video 46: Supply Chain Series 2023 – (5 views) 0 

Video 47: Supply Chain Series 2023 – (10 views) 0 

Video 48: Supply Chain Series 2023 – (7 views) 0 

Video 49: Supply Chain Series 2023 – (16 views) 0 

Video 50: Supply Chain Series 2023 – (3 views) 0 

Video 51: Supply Chain Series 2023 – (16 views) 0 

Video 52: Supply Chain Series 2023 – (17 views) 0 

Video 53: Supply Chain Series 2023 – (15 views) 0 

Video 54: Supply Chain Series 2023 – (15 views) 0 

Video 55: Supply Chain Series 2023 – (11 views) 0 

Video 56: Supply Chain Series 2023 – (14 views) 0 

Video 57: Supply Chain Series 2023 – (8 views) 0 

Video 58: Supply Chain Series 2023 – (18 views) 0 

Video 59: Supply Chain Series 2023 – (31 views) 0 

Video 60: Supply Chain Series 2023 – (16 views) 0 

Video 61: Supply Chain Series 2023 – (17 views) 0 

Video 62: Supply Chain Series 2023 – (8 views) 0 

Video 63: Supply Chain Series 2023 – (8 views) 0 

Video 64: Supply Chain Series 2023 – (7 views) 0 

Video 65: Supply Chain Series 2023 – (6 views) 0 

Video 66: Supply Chain Series 2023 – (6 views) 0 
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Video 67: Supply Chain Series 2023 – (11 views) 0 

Video 68: Supply Chain Series 2023 – (9 views) 0 

Video 69: Supply Chain Series 2023 – (5 views) 0 

Video 70: Supply Chain Series 2023 – (8 views) 0 

Video 71: Supply Chain Series 2023 – (6 views) 0 

Video 72: Supply Chain Series 2023 – (8 views) 0 

Video 73: Supply Chain Series 2023 – (38 views) 2  

Video 74: Supply Chain Series 2023 – (12 views) 0 

Video 75: Supply Chain Series 2023 -  (11 views) 0 

Video 76: Supply Chain Series 2023 – (10 views) 0 

Video 77: Supply Chain Series 2023 – (7 views) 0 

Video 78: Supply Chain Series 2023 – (10 views) 0 

Video 79: Supply Chain Series 2023 – (5 views) 0 

Video 80: Supply Chain Series 2023 – (10 views) 0 

Video 81: Supply Chain Series 2023 – (11 views) 0 

Video 82: Supply Chain Series 2023 – (7 views) 0 

Video 83: Supply Chain Series 2023 -  (8 views) 0 

Video 84: Supply Chain Series 2023 – (7 views) 0 

Video 85: Supply Chain Series 2023 – (13 views) 0 

Video 86: Supply Chain Series 2023 -  (10 views) 0 

Video 87: Supply Chain Series 2024 – (12 views) 0 

Video 88: Supply Chain Series 2024 – (15 views) 0 

Video 89: Supply Chain Series 2024 – (16 views) 0 

Video 90: Supply Chain Series 2024 – (12 views) 1 

Video 91: Supply Chain Series 2024 – (10 views) 0 

Video 92: Supply Chain Series 2024 – (11 views) 0 

Video 93: Supply Chain Series 2024 – (15 views) 0 

Video 94: Supply Chain Series 2024 – (17 views) 1 

Video 95: Supply Chain Series 2024 – (7 views) 1 

Video 96: Supply Chain Series 2024 – (9 views) 0 
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Video 97: Supply Chain Series 2024 – (7 views) 0 

Video 98: Supply Chain Series 2024 – (23 views) 0 

Video 99: Supply Chain Series 2024 – (10 views) 1 

Video 100: Supply Chain Series 2024 – (13 views) 0 

Video 101: Supply Chain Series 2024 – (13 views) 0 

Video 102: Supply Chain Series 2024 – (11 views) 0 

Video 103: Supply Chain Series 2024 – (23 views) 0  

Video 104: Supply Chain Series 2024 – (6 views) 0 

Video 105: Supply Chain Series 2024 – (6 views) 0 

Video 106: Supply Chain Series 2024 – (15 views) 0 

Video 107: Supply Chain Series 2024 – (5 views) 1 

Video 108: Supply Chain Series 2024 – (13 views) 0 

Video 109: Supply Chain Series 2024 – (6 views) 1 

Video 110: Supply Chain Series 2024 – (3 views) 0 

Video 111: Supply Chain Series 2024 – (5 views) 2 

Video 112: Supply Chain Series 2024 – (2 views) 0 

Video 113: Supply Chain Series 2024 – (11 views) 4 

Video 114: Supply Chain Series 2024 – (5 views) 1 

Video 115: Supply Chain Series 2024 – (9 views) 2  

Total new views: 37 

 
UNIVERSITY OF VERMONT 
DEVELOPING A NATIONAL NETWORK AND RESOURCE REPOSITORY FOR AGRITOURISM  
WORK PLAN AND DELIVERABLES 
The overall goal is to develop a library of resources on the AgMRC website and create a support 
network for agritourism service providers throughout the US. The work plan consists of the following 
steps that will be implemented throughout the two-year period:  

1. Hosting a series of networking events online and in person at conferences to develop a national 
network of agritourism service providers and promote sharing of resource and collaboration. 

2. Reviewing current resources for agritourism. Existing tools include guides from a past AgMRC 
grant and many more resources on the AgMRC website as well as websites, courses, and other 
tools developed by Extension specialists throughout the US.  

https://www.uvm.edu/extension/vtagritourism/agritourism-guides
https://www.uvm.edu/extension/vtagritourism/agritourism-guides
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3. Adapting the most effective resources for inclusion on the AgMRC website, with permission 
from the original sources.  

4. Creation of new resources that meet the expressed needs of agritourism service providers and 
producers. 

5. Creating a menu of contacts and services for agritourism for all 50 states to be included on the 
AgRMC website. 

 

We have completed all five steps in the work plan. Specifically, we presented at the following events 
where we had the opportunity to share information about the AgMRC project and gather input from 
colleagues and producers. 

 

1. Webinar: Agritourism -- Resources Roundup and National Networking. National Extension 
Tourism Network Webinar (virtual). September 15, 2022. 89 registered, 35 attended. Although 
this webinar took place shortly before the official start of the grant, we are including it in the 
report because we developed the webinar with this project in mind, and resources from the 
webinar continue to be in use for this project. The recording of the webinar is online at:  
https://extensiontourism.net/webinar-agritourism-resources-roundup-and-national-networking/  

2. Conference presentation: Agritourism Resources -- What’s Missing? National Agricultural 
Marketing Summit (in person). Pensacola, Florida, October 23-25, 2022. 25 attended. 

3. Webinar: Supporting Agritourism in the United States. Agritourism Training for America’s Small 
Business Development Centers (SBDCs) hosted by SBDC Rural Ag Special Interest Group, 
(virtual), January 26, 2023. 69 attended. 

4. Conference roundtable: Service Providers Roundtable, NAFDMA – International Agritourism 
Association (in person), Austin, Texas, February 3-6, 2023. 31 attended. 

5. Agritourism Networking Event: Partnered with Vermont Fresh Network and Green Mountain 
Farm-to-School (in person), Danville, Vermont, March 13, 2023. 44 attended. 

6. Conference presentation: Agritourism Risk Education Programming: The Evolving Landscape of 
the Support Ecosystem, Extension Risk Management Education (ERME) National Conference 
(in person), Chicago, Illinois, March 28, 2023. 25 attended. 

7. Agritourism Resource Share. Organized with the Vermont Farm Bureau, Silloway Maple (in 
person), Randolph, Vermont, April 6, 2023. 38 attended. 

8. Webinar: Global Agritourism Network (GAN) Launch (virtual), April 11, 2023. 676 registrants 
from 81 countries and 271 live participants from 55 countries. 

9. Conference presentation: Back to Our Roots. 2023 FoodTreX Global Summit, (online), April 27-
28, 2023. 12 attended. 

10. Conference roundtable: Developing an Effective National Support Network and Resource 
Repository for Agritourism Operators in the US. National Association of Community 
Development Extension Professionals (NACDEP) 2023 Conference (in-person workshop), 
Coeur d'Alene, Idaho, May 3, 2023. 8 attended. 

11. Agritourism Networking Event: May 15, 2023, Partnered with Vermont Fresh Network and Food 
Connects (in person), Retreat Farm, Brattleboro, Vermont, 59 attended. 

12. Conference presentation: Strengthening International Collaboration on Agritourism Research, 
ASFS/AFHVS 2023 Conference (in-person), Boston, Massachusetts, May 30 – June 3, 2023. 
15 attended. 

https://extensiontourism.net/webinar-agritourism-resources-roundup-and-national-networking/
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13. Conference roundtable: Developing a National Network and Resource Repository for 
Agritourism, ASFS/AFHVS 2023 Conference (in-person), Boston, Massachusetts, May 30 – 
June 3, 2023. 4 attended. 

14. Conference presentation: Can cross-disciplinary conferences improve perceived productivity?, 
53rd Annual Travel and Tourism Research Association Annual International Conference (in-
person), St. Louis, Missouri, June 13-15, 2023. 16 attended. 

15. Webinar: Quarterly Meeting of the North America Region of the Global Agritourism Network 
(GAN), (online), June 15, 2023. 129 registrants, 65 live participants. 

16. Webinar: Best Practices in Agritourism in Vermont and West Virginia. West Virginia Sustainable 
Tourism Webinar Series, (online). August 28, 2023. 25 attended. 

17. Webinar: Quarterly Meeting of the North America Region of the Global Agritourism Network 
(GAN), (online), September 19, 2023. 123 registrants, 67 live participants. 

18. Conference roundtable: Developing a National Agritourism Support Network, 2023 National 
Extension Tourism Conference, (in-person), Milwaukee, Wisconsin, September 24-27, 2023. 25 
attended. 

19. Conference presentation: Virtual, Hybrid and In-person Extension Programming: An Evaluation 
of Agritourism Gatherings, 2023 National Extension Tourism Conference, (in-person), 
Milwaukee, Wisconsin, September 24-27, 2023. 18 attended. 

20. Conference presentation: A Worldwide Perspective on Regenerative and Sustainable 
Agritourism, 2023 National Extension Tourism Conference, (in-person), Milwaukee, Wisconsin, 
September 24-27, 2023. 20 attended. 

21. Conference presentation: Setting the Course for a Sustainable Future for Agritourism Operators. 
2023 National Extension Tourism Conference, (in-person), Milwaukee, Wisconsin, September 
24-27, 2023. 17 attended. 

22. Webinar: October 4, 2023, Legislation to Support Agritourism in the United States, 391 
registrants, 206 live participants. 

23. Webinar: Growing the Global Agritourism Network: Findings from Evaluations of Webinars and 
Conferences, October 11, 2023, 185 registrants, 84 live participants. 

24. Webinar: Global Agritourism Network Education Committee, October 19, 2023, 79 registrants, 
19 live participants. 

25. Webinar: Local Partnerships for Restaurants in Vermont, November 27, 2023, 27 registrants, 20 
live participants. 

26. Webinar: Managing Diversified Food & Farm Businesses in Vermont, November 29, 2023, 27 
registrants, 16 live participants.  

27. Conference presentation: History, Trends, and the Future of Agritourism in the U.S., Maryland 
Agritourism Conference, (invited, in-person), Cambridge, Maryland, December 11, 2023. 100 
attended the plenary session presentation.  

28. Conference presentation: Needs Assessment of Educational Resources for Agritourism, 
Maryland Agritourism Conference, (invited, in-person), Cambridge, Maryland, December 11, 
2023. 30 attended the concurrent session presentation.  

29. Webinar: Business Planning for Agritourism Enterprises in Vermont, December 13, 2023, 51 
registrants, 26 live participants. 

30. Webinar: National Extension Tourism (NET) Agritourism Working Group Meeting, January 10, 
2024, 88 registrants, 58 live participants. 

31. Conference presentation: Agritourism in 2024: A Bird’s Eye View, Maine Agritourism Summit 
(invited, in-person), Augusta, Maine, January 11, 2024, 25 attended. 
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32. Online presentation and discussion. Supporting Agritourism in Vermont and Beyond. 
Presentation to the Montana Agritourism Steering Committee, (invited, online), February 14, 
2024. 14 people on the steering committee. 

33. Webinar: Business Planning for Agritourism Enterprises, January 23, 202, 580 registrants, 321 
live participants.  

34. Webinar: North America Meeting of the Global Agritourism Network (GAN), February 28, 2024, 
82 registrants, 36 live participants. 

35. Webinar series: Business Planning for Agritourism Enterprises, 7-week online series every 
Tuesday from February 14 – March 27, 2024, 241 registrants, range of 48 to 112 live 
participants each week. 

36. Webinar: National Extension Tourism (NET) Agritourism Working Group Meeting, April 30, 
2024, 97 registrants, 48 live participants. 

37. Conference presentation: Managing agritourism across continents: A case study of virtual 
events of the Global Agritourism Network. 5th Conference on Managing Tourism Across 
Continents (peer-reviewed, in person presentation), Istanbul, Türkiye, May 2, 2024, 30 
attended. 

38. Conference presentation: Developing the Global Agritourism Network: Challenges, Successes, 
and Future Needs of the Network, Second World Agritourism Conference, (peer-reviewed, in-
person presentation), Bolzano Italy, May 16-18, 2024. 45 attended. 

39. Conference presentation: Comparing outcomes of virtual, hybrid and in-person professional 
events: A case study of the Global Agritourism Network, Travel and Tourism Research 
Association Conference (peer-reviewed, in person presentation), Burlington, Vermont, June 11-
13, 2024. 40 attended. 

40. Webinar: North America Meeting of the Global Agritourism Network (GAN), October 2, 2024. 59 
registrants, 44 live participants. 

41. Conference poster presentation: Developing a National Support Network and Resource 
Repository for Agritourism. National Agricultural Marketing Summit (peer-reviewed, in person 
poster presentation), Albuquerque, New Mexico, November 13-15, 2024.  

42. Webinar: Agritourism 101: What Farmers Need to Know. Webinar hosted by the National 
Farmers Union, (invited, online), December 4, 2024. 60 registered, 32 attended live.  

43. Webinar: Virtual Versus In-Person Meetings: What Works Best? December 5, 2024. 143 
registrants, 61 live participants. 

44. Conference presentation: New National Agritourism Resources, Maine Agritourism Summit 
(invited, in-person), Augusta, Maine, January 16, 2024, 14 attended. 

45. Webinar: Policy, Advocacy, and Strategy for Supporting Agritourism, February 4, 2025. 322 
registrants, 114 live participants. 

46. Webinar: National Extension Tourism (NET) Agritourism Working Group Meeting, March 6, 
2025. 85 registrants, 47 live participants. 

 

At many of the events, we shared information about the AgMRC project and continued to gather input 
on attendees’ preferred resources for agritourism support. Sharing resources contributed to Step 2: 
Reviewing current resources for agritourism.  

• During the project term, we developed content for inclusion on the AgMRC agritourism website.      
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• We reviewed existing resources to support agritourism in the US, and we made decisions on 
which ones to reference and adapt for the AgMRC website. We received written permissions 
from the original creators for inclusion on the AgMRC website as adapted resources (Step 3). 

• Using the existing resources, we developed the site map for the AgMRC expanded website and 
created categories of resources which will be included on the website. 

• We created a mock up of selected pages on the updated website to help users and website 
designers visualize new content and the layout of resources. 

• We have developed a list of new resources to create for the website to fill in gaps where existing 
materials do not exist (Step 4). 

• We have shared the content for the AgMRC agritourism website and have supported the launch 
of the new website nationally, at in-person events, webinars, and by email.            

 

Regarding Step 5, we developed an ArcGIS map of agritourism service providers, which is online at 
Agritourism Support Networking Map (arcgis.com). We are continually adding to this interactive map 
through an online survey at U.S. Agritourism Support Networking Map (arcgis.com). The map has been 
populated at events listed above as well as through outreach to agritourism service providers via email. 
This map has contributed to Step 5: Creating a menu of contacts and services for agritourism for all 50 
states to be included on the AgRMC website. To date, we have created a complete directory of 
contacts for agritourism support professionals in each of the 50 US states and DC, as well as key 
organizations for US agritourism communities, such as the American Indian Alaska Native Tourism 
Association (AIANTA).       

With the 6-month no cost extension, we were able to continue to adapt the existing resources and 
provide website content to AgMRC for approval and inclusion on the website. In addition, we will 
continue to host events online and at in-person conferences to further development of the national 
network of service providers, producers, and others working in agritourism. 

During the final reporting period, we completed the final PDFs for the agritourism website and facilitated 
updates to the website pages. In addition, we further developed the national network of agritourism 
service providers by reaching out individually and collaboratively creating a state-by-state list of 
resources. These efforts often led to additional connections with new agritourism stakeholders, such as 
state departments of agriculture, tourism marketing organizations, Extension offices, and nonprofit 
groups, adding to the already comprehensive agritourism support network. We also created 
promotional materials to share the updated website with stakeholders. 

We introduced the website to audiences both in person and virtually (as referenced above), making it 
available for review and discussion. This feedback process included live discussions facilitated by the 
project team, and post-webinar feedback forms. We generally received very positive feedback, and we 
look forward to continuing to share the AgMRC website and strengthen the growing agritourism 
community of practice into the future. 

 

OREGON STATE UNIVERSITY AGRIGULTURAL SCIENCES 
NICHE MEAT PROCESSOR ASSISTANCE NETWORK (NMPAN) 
NMPAN and Good Roots have been working on the financial benchmarking paper together. Good 
Roots has completed case study interviews with 3 meat processors, getting in depth financial 

https://harryc.maps.arcgis.com/apps/webappviewer/index.html?id=2282517656c94c76a6544a74bbfd4878
https://survey123.arcgis.com/share/a68000a27d114161a4e22eb9f0b05e6d
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information from them and data on KPIs (key performance indicators) that they use and their 
businesses. Each case study is 4-6 pages long. Good Roots has almost completed the full draft paper 
that includes the 3 case studies plus narrative about how to set up your own KPIs and financial 
performance indicators for your own processing business. The draft will be ready for editing by the end 
of April and full design/layout will be complete by May 2025 and ready for publishing to the NMPAN 
website and beyond. 

While we are slightly behind our original schedule due to the time constraints of very busy processors, 
we are making great progress on the paper and expect it to be really useful and illuminating for 
processors to use to analyze their own business financial performance. Nothing like this is available for 
small processors at this time. 

Although not part of the scope of this project, NMPAN plans to organize a series of webinars to go with 
the publication of the paper to help processors figure out how to identify which KPIs make the most 
sense for them to track and how to use KPI data to set business strategy and create operational 
efficiencies. 

MODEL FARM 
We worked with CA USDA representatives to reach the unresponsive awardees. Filming and videos 
have been completed.  
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