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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
(workshops, seminars, newsletters and WebMail inquiries).
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IOWA STATE UNIVERSITY

AGMRC WEBSITE STATISTICS
This period, the total number of page views was a total of 1,153,347
with an average of 12,536 per day.

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

Gooseberry 18,236

. Rapeseed 14,693

. Apples 13,905

Cranberries 11,957

Strawberries 9,174

Sweet corn 8,280

Potatoes 8,244

. Pumpkins 7,024
Avocados 7,940
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10. Macadamia nuts 5,964

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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Pageviews
273,086
232,993
128,502
173,660
166,256
188,437
295,431
135,802
183,423
264,943
237,145
195,101

173,237
190,849
225,814
195,589
267,814
153,697
179,522
181,614
205,361
219,072
206,617
211,498

67,178

63,074

72,289

176,305
187,113
171,675
172,103
169,477
183,550
190,060
187,784
161,853

61,933
65,338
74,621
73,151
71,668
58,396
56,628
58,722
62,632
70,929
72,936
56,617

Page Views Per Day
8,809
8,034
4,145
5,789
5,686
6,281
9,530
4,526
6,114
8,546
7,904
6,293

5,588
6,816
7,284
6,519
8,639
5,123
5,791
6,053
6,845
7,066
6,887
6,822
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6,035
5,722
5,551
5,467
6,118
6,130
6,259
5,221

1,998
2,108
2,407
2,438
2,312
1,947
1,827
1,894
2,088
2,288
2,431
1,826
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MAJOR CONTENT SECTIONS
The major content sections of the AQMRC website visits:

1. Commodities and Products — 643,943 pageviews
2. Value Added Agriculture — 151,982

3. Renewable Energy — 133,840 pageviews

4, Business Development — 59,398 pageviews

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

1. Fruits — 155,978 pageviews
2. Grains and oilseeds — 91,278 pageviews
3. Vegetables — 88,479 pageviews

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

1. Case Studies of VAPG Grand Recipients — 77,864 pageviews
2. What is Value Added Agriculture? — 16,431 pageviews
3. VAPG Program — 10,986 pageviews

AGMRC WEBSITE UPDATES:
Profiles and Pages updated this period: All profiles and pages were updated last quarter due to the
website update through Global reach.

Commodities and products profiles are updated based on client inquiries to AQMRC 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 32 e-mailed questions pertaining updating value-added
provider listings, business development, urban farming, and organic crops, among many other topics.

PHONE CALLS
Between October 1-December 31 AgMRC staff reported having 15 toll-free phone inquiries from 8
different states.

FACEBOOK
AgMRC’s Facebook page has garnered a total of 4,065 followers. During this period the AQMRC
Facebook page had 8 posts, which were seen by more than 3,126 people with 823 direct visits to the

page.

YOUTUBE

The AQMRC YouTube channel continued promotion of the VAPG videos this period, with 3,023 views,
and has a lifetime total of 39,893 views. There are a total of 112 VAPG videos now highlighting case
studies across the country. The channel now has 576 subscribers.



Agricultural Marketing Resource Center

IOWA STATE UNIVERSITY INITIATIVES

CoMMODITY REPORTS, SEARCH TOOLS, AND FOOD SYSTEMS DATABASE
COMMODITY REPORTS
o Worked on sweetcorn, rapeseed and avocado tableau dashboards

o Meeting with MarketMaker and time working on integrating producer information and
MarketMaker profiles into commodity reports

CONSULTANT SEARCH TOOL & FOOD SYSTEMS PRACTITIONER AND EDUCATIONAL
RESOURCE DATABASE

¢ Ul fixes (in FoodSystemDB) including the Search page layout (centered buttons and fixed map
positioning),

¢ Profile page button spacing, and Update Email page footer positioning.

e Location changes for Education Profile.

FOoD SYSTEM TACTICS

The food systems team is continuing development on the food system tactics project includes research
and review of finalized tactics with the goal of completion by December 2025. Each tactic will be
published individually. Upon completion of entire project, the tactics will be published in a booklet with
accompanying narrative on food systems framework.

RESILIENCE PLANNING FOR COMMUNITY FOOD SYSTEMS

This quarter we traveled to the Northeast Kingdom in Vermont and hosted three focus groups with
approximately 35 participants, as well as 3 on-site interviews with additional virtual interviews to follow.
This research is focused on the flooding that has occurred cyclically over the last two years.

We also confirmed collaboration with Kittitas County Washington and are partnering with the chamber
to host focus groups and interviews in late January.

The team met with a collaborator in Hawaii to address the fires, however, follow up collaboration has
not been confirmed yet.

The Immersion Curricula aspect of resilience completed its facilitation process to develop a draft
curricula, and opened up a call for applications to pilot the curriculum in the spring-summer of 2025.
Applications are to be submitted by middle of January.
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BUSINESS FINANCIAL STATEMENTS, RISK ASSESSMENT, AND PROFIT AND LOSS ONLINE
MODULES AND SHORT COURSES

o Presented to KSU Rural Grocery Transition session. Was an opportunity to promote our grocery
resources available on the AQMRC website (New Grocery Toolkit & Profit Simulator) and
introduce database of Ideas & Innovations.

o Started North Central lowa grocery group with 6 rural stores. First meeting was well attended
and received high marks.

e Working to gather contact information for stores in lowa, Kansas, and possibly Nebraska. Would
like to email as many as possible and request ideas for promotional ideas and loyalty programs
that have worked. Can also introduce these stores to our AQMRC online grocery resources.

PLANNING AND CONVENING THE AGRICULTURAL MARKETING SUMMIT

The AgSummit was successful and hosted on November 13-15 in Albuquerque, NM. We had 166
attendees, which included 43 primary speakers and 15 secondary speakers, as well as 11 vendors.
There were moderate constraints with the hotel that are still being negotiated, but programming overall
was successful and attendees were pleased with the learning outcomes. The committee has begun
planning for 2025.

AGMRC SUBCONTRACTS
OKLAHOMA STATE UNIVERSITY
CASE STUDY BUSINESS PLANS FOR PROCESSING-BASED BUSINESSES

A beta version of the spreadsheet decision aid was shared with existing food business specialists to
determine its usefulness/accuracy. The decision aid was evaluated for ways in which the formatting
could be modified to provide a more user-friendly experience. Changes related to those findings are
being made. Two businesses were identified for use in the development of case studies, which will be
started in the first quarter of calendar year 2025. Also in the first quarter of calendar year 2025, we will
begin developing draft scripts for how-to-use videos related to the templates.

ARKANSAS RESILIENCE — BENTON AND WASHINGTON COUNTIES

FARMER WELLNESS AND MENTAL HEALTH RESOURCES

We will be offering a training, The Hidden Farm Crisis: Chronic Stress & Mental Health in Rural
Communities on February 25, 2025 at 10a-12p CST. This training will be offered to licensed mental
health professionals across the country with a specific marketing focus on Benton and Washington
county. The learning objectives of this training are:

- Participants will learn about how extreme weather events impact farming and agriculture communities
(including specific data for Benton + Washington counties)

- Participants will learn about barriers rural populations face when seeking support
- Participants will learn about stressors that increase pressure on already struggling rural communities
- Participants will understand how these stressors impact individual producers and families

- Participants will learn how existing supports assist farmers, agriculture workers, and their communities
with coping
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- Participants will learn about the types of support and resources that farmers name as the most helpful
- Participants will learn what we can all gain from healthier rural communities

All participants will have access to this training for free and will receive free continuing education (CE)
hours compliant with NBCC (National Board for Certified Counselors.) Participants will be required to
complete an evaluation form in order to receive CE credit. Participants from Benton and Washington
county will be able to indicate interest in adding themselves to a directory of local providers geared
towards farmers.

TEXAS RESILIENCE — BASTROP COUNTY

Activities Summary: Bastrop County Local Food Coordination activities from 10/1/24 - 12/31/24 focused
on continued relationship building with farmers, supporting the Bastrop County Local Food Fair
convening event, initial contact with buyers, and participating in food system development groups

e $704.00 in sales recorded from the new buyer relationship between Burgeon Mushrooms (farm)
and Local Pastures (retail store buyer).

e Supported the hire of a farm worker for Trosi Farms through community referral. Conducted
buyer interviews with Radiant Juice Bar in Bastrop and Farmshare Austin in Cedar Creek.

e Asset (consumer facing) Directory completed for Bastrop County (complete = all identified farms
in Bastrop County with online presence included in Directory).

e Continued participation in Austin Community College Incubator Farm advisory committee.

e Facilitated quarterly meeting of the Bastrop County Local Food Action partnership. Supported
the first two meetings of a Bastrop County Farmer Resilience team. This project is funded by the
Southern Extension Risk Management Education Center through NIFA, builds on previous work
between ISU and TCLF, and will support the creation of a risk management checklist, farmer
communication network, and provide educational workshops.

e Supported Bastrop County Local Food Fair convening event and developed survey report

o Six vendors (4 farmers/ranchers, 1 farmers market, 1 food business) reported a total of
$1370.43 in sales

= Average sales for the 4 farmers/ranchers that provided sales data were $213.
The food business reported $450 in sales.

=  100% (n=4) of farm/ranch vendors agreed or strongly agreed with the question
“Was this event a good use of your time?”

» Farm and ranch vendors gained an average of 6 new customers and 3 new
business contacts from event participation.

= 13 of 14 surveyed participants indicated that they were likely (4) or extremely
likely (9) to buy local food in the next month.

= When asked if attending the event increased their understanding of the local food
system, 8 participants (57%) either agreed (3) or strongly agreed (5), while 6
participants (43%) gave a neutral response.

MODEL FARM

Our team completed planning of, and executed a filming trip to Arizona and New Mexico. We filmed
multiple VAPG awardees for our project in both states over nearly two weeks. Once we completed the
trip, we began and have continued to edit and create the videos in post-production with our video team.
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MARKETMAKER

DATA MAPPING AND DATA VISUALIZATION

MarketMaker continues to improve on the advanced mapping capabilities. It is currently available on
the Search feature of all MarketMaker supported sites.  htips://foodmarketma
ker.com/business/search?gb=e30&c=null

During this time period, MarketMaker staff purchased and refreshed the advanced mapping data. In
addition, we have been searching for higher quality business data, interviewing a couple of vendors, but
found the data to be cost prohibitive.

DIRECTORY AND DATABASE API PILOT PROJECT

MarketMaker staff worked with various lowa groups on this project to build out the lowa network,
database, and plugins. MarketMaker staff have been serving on the lowa Food System Coalition for
the past year and this quarter made additional progress. In addition, MarketMaker staff began working
with Ohio and Nebraska to build out their networks:

e The lowa Food Systems Coalition reported their progress at the November National
MarketMaker Partner meeting:

o The lowa Food Systems group continues to work on updating profiles and affiliations,
with current lowa MarketMaker profiles over 90% current

o Meeting with Central State University (Ohio MarketMaker) to

o Launch an Ohio Farmer Veteran Coalition Plug-in.

o Bring Ohio State University back into Ohio MarketMaker partnership, particularly around
the data mapping and urban farmer projects.

o Launch the beta version of Ohio Flowers in season, https://flowersinseason.com/ an
app to locate flower farmers.

o Flower Finder was presented by Central State University staff at the November National
MarketMaker Partner Meeting, the National Ag Marketing Summit and received one of
the 3 Farm Credit Innovation Awards.

e University of Nebraska MarketMaker partners are working with the native American community
and University of Nebraska staff to build out to revitalize and reconnect traditional Indigenous
trade routes by emphasizing the unity and collaborative strength of Indigenous food producers
and businesses. As a part of this effort, we have:

o Developed a new affiliation: The Turtle Island Trade Coalition https://turtleisland.unl.edu/

o This project was presented at the National Partner Meeting and the National Ag
Marketing Summit in November.

FOOD SEARCHER PROGRAM — ENHANCEMENTS AND EXPANSIONS

Business Type Plug Ins — currently a total of 76 total product/ business plug-ins on AQMRC site.

During this quarter AQMRC launched a new website, and as a result MarketMaker staff did an audit of
all plug-ins on the site to be sure they were all working properly on the new site. We are also working
on our database to prepare for new feature plug-ins, such as forage producers, aquaculture, or
Heritage and ethnic crops and foods. This involves adding and formatting the foods and services to our
database.

During the months of Oct. 1 — December 31, 2024, AgMRC users performed 59,669 product/ business
searches, averaging 4,541 searches per week.

The top 5 commodity searches were:


https://foodmarketmaker.com/business/search?qb=e30&c=null
https://foodmarketmaker.com/business/search?qb=e30&c=null
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o Christmas trees 433 searches per week
o Apples 236 searches per week

o Potatoes 179 searches per week

o Avocados 178 searches per week

e Strawberries 177 searches per week

ONGOING AGMRC SUPPORT TASKS

OUTREACH:

Each month MarketMaker staff emails out
the MarketMaker TidBits Newsletter to over
11,000 MarketMaker subscribers. All three

months this quarter included an article with o
information on the National Ag Marketing T Erom

Summit in Albuguerque, New Mexico in
MARKET@MAKER

November.

The October issue of TidBits included a
feature on” Pasture Meat Products” which
then sent readers on to the AQMRC site for more information on how to produce pasture fed meat
animals and to find a meat processor on the AQMRC site.

The November issue featured the AQMRC’s Agri-tourism resources including the Agritourism
Worksheet designed to help the user understand whether developing an agritourism enterprise makes
sense for you and your farm and visit the AQMRC website for more helpful on how to get started in
agritourism.

The December issue featured the new recently launched AgMRC website.

CONFERENCES:

MarketMaker was an exhibitor at the October 2024 Farmer Veteran Conference in Kansas City
Missouri; was a speaker, exhibitor and sponsor of the 2024 National Ag Marketing Summit where we
also held our 2024 National MarketMaker Partner Meeting and Farm Credit Innovation Award
Presentations; and exhibited at December 2024 Great Lakes Fruit, Vegetable and Farm Market Expo in
Grand Rapids Michigan.
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