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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 1,560,012 
with an average of 16,956 views per day. 

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

1. Aquaculture Fin-Fish Species- 35,179  
2. Rapeseed- 34,921  
3. Aquaculture Non-Fish Species- 22,493  
4. Buckwheat- 17,513  
5. Sweetcorn- 10,820  
6. Gooseberry- 7,388  
7. Apples- 7,714  
8. Strawberries- 6,202  
9. Tomatoes- 6,450  
10. Poultry- 1,561  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 

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 

April 351,212 11,709 
May 351,261 11,331 

June 381,960 12,732 
July 400,407 12,916 

August 543,157 17,521 
September 445,733 14,858 

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- 660,302 pageviews  
2. Value-Added Agriculture- 169,728 pageviews  
3. Business Development- 119,087 pageviews  
4. Food Systems- 57,796 pageviews  
 

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

1. Fruits- 145,303 pageviews   
2. Grains and Oilseeds- 127,740 pageviews   
3. Vegetables- 90,474 pageviews   
 

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

1. Case Studies of Value Added Producer Grant Recipients- 147,741 pageviews  
2. What is Value Added Agriculture- 6,118 pageviews   
3. VAPG Program- 2,479 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 8 e-mailed questions pertaining to 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 22 toll-free phone inquiries from 6 different 
states. 

FACEBOOK 
AgMRC’s Facebook page has garnered a total of 4,013 followers. During this period the AgMRC 
Facebook page had 7 posts, which were seen by more than 457 people. 

YOUTUBE 
The AgMRC YouTube channel continued promotion of the VAPG videos this period, which has a 
lifetime total of 41,108 views. There are a total of 135 VAPG videos highlighting case studies across the 
country. The channel has 350 subscribers. 
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IOWA STATE UNIVERSITY INITIATIVES 
COMMODITY REPORTS, SEARCH TOOLS, AND FOOD SYSTEMS DATABASE 
COMMODITY REPORTS 

• Updated data from AgCensus for all commodities (apples, avocados, cheese, cherries, 
cranberries, grapes, honey, lettuce, macadamia, millet, pecans, potatoes, strawberries, sweet 
corn and tomatoes) 

• Collected new data for Annual Consumer Expenditures 

• Published Avocado and Millet dashboards 

INNOVATIVE VALUE-ADDED PRODUCTS 
• Completed reports for Pea Protein, Edible Insects, Fermented Products 

• Completed first draft for Nut and Seed Butters 

FOOD SYSTEM TACTICS 
The food systems team is continuing development on the food system tactics project that includes 
research and review of finalized tactics. Tactics will be published individually as they are and designed 
and completed. Upon completion of entire project, the tactics will be published in a booklet with 
accompanying narrative on food systems framework.  

PROCESSING – MOBILE CART 
Bates and Long visited Lansing, Michigan and Frankfort, Kentucky to discuss trailer designs and best 
practices for working with farmers and students. Long also traveled to Burlington, VT and discussed the 
learnings from a medical trailer in addition to food entrepreneur carts. These findings will be developed 
into a report with revised designs and implementation plans. 

VALUE-ADDED PRODUCT IMPORTANCE AT FARMERS MARKETS 
Following the focus groups that were held earlier this year, Kemp has been working on analyzing the 
challenges, strengths, and best practices that were shared during the small group discussions. The 
discussion notes were analyzed for common themes, regional differences, and key insights into 
understanding risk and resilience for selling value-added products at the farmers market. Major 
challenges include inconsistent licensing and inspection requirements across jurisdictions, limited 
access to certified kitchens and affordable liability insurance, and lack of emergency protocols and 
contingency plans. Some key strengths and best practices included Cottage Food Laws supporting 
small-scale food business entrepreneurship, collaborative marketing efforts, and availability of toolkits, 
training and support from state and nonprofit organizations. The final report will include a precedent 
study, findings from the focus groups, and recommendations.  

PLANNING AND CONVENING THE AGRICULTURAL MARKETING SUMMIT 
The Ag Summit committee met monthly for Ag Summit planning, including confirmation of plenaries and 
breakout sessions. Currently there are approximately 100 participants registered for the Summit, taking 
place in Indianapolis, IN, November 12-14. 

PROFESSIONAL SERVICE AGREEMENTS 
AQUACULTURE PAGE UPDATES 
Aquaculture page updates were completed and reported on last quarter. 
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MODEL FARM 
During this reporting period, Model Farm completed filming across three states — Missouri, Minnesota, 
and Iowa — as part of the Agricultural Marketing Resource Center’s Value-Added Producer Grant 
(VAPG) storytelling initiative. These shoots highlighted innovative producers and agribusinesses that 
have leveraged VAPG support to expand operations, strengthen marketing strategies, and build 
stronger, value-driven local food systems. Through these visits, the Model Farm team captured stories 
showcasing the creativity, perseverance, and business acumen of producers advancing regional 
agriculture and rural development. 

In addition to the VAPG work, Model Farm wrapped up filming for the third installment in its Resiliency 
video series in Marshall County, Iowa. This phase of production focused on organizations and facilities 
that provide essential support to communities in times of need, illustrating how local partnerships and 
infrastructure contribute to overall regional strength and stability. The team continued post-production 
editing for the full series, which will ultimately highlight research, collaboration, and community-driven 
strategies for building adaptive and sustainable agricultural systems. 

Across both projects, Model Farm has now completed more than 50 interviews with producers, 
partners, and community leaders in multiple regions nationwide. 

AGMRC SUBCONTRACTS 
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.    https://foodmarketma 
ker.com/business/search?qb=e30&c=null   

We continue to search for higher quality, cleaner secondary food business data at an 
affordable price 

DIRECTORY AND DATABASE API PILOT PROJECT 
MarketMaker staff worked with various Iowa groups on this project to build out the Iowa 
network, database, and plugins. MarketMaker staff have been serving on the Iowa 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: 

• Continue work with Ohio Farm Bureau to develop that relationship and develop Ohio 
county Farm Bureau plug-ins, plus the Ohio Farmer Veterans organization is ready for 
implementing their plug-in. 

https://foodmarketmaker.com/business/search?qb=e30&c=null
https://foodmarketmaker.com/business/search?qb=e30&c=null
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. 
ONGOING AGMRC SUPPORT TASKS 
OUTREACH:   
Each month MarketMaker staff emails out the 
MarketMaker TidBits Newsletter to over 
11,000 MarketMaker subscribers.    

The July issue of TidBits included a feature 
article on the USDA Value Added Producer 
Grant Program with a link for more 
information going to the USDA website. 

The August issue featured an article on the 
New National Hay and Forage Database and 
the new Hay and Forage plug-ins on the AgMRC site.   

The September issue featured the AgMRC site with a feature article Discover the Cornerstones of U.S. 
Agriculture: Livestock, Dairy & Poultry and promotion of the 2025 National Ag Marketing Summit. 

CONFERENCES AND TRADESHOWS:  
MarketMaker Staff were exhibitors at the American Association of Meat Processors in Kansas City in 
July, Illinois State Fair in August 7 – 17th, Where we registered new members, assisted in editing 
existing profiles, and promoting both MarketMaker and AgMRC FoodSearcher sites. 

CORNELL UNIVERSITY 
HERITAGE GRAINS 
Dr. Lamie provided a revised organizational scheme for the AGMRC website that will allow for 
integration of heritage/heirloom and ancient grains. He developed content for inclusion in the revised 
website that provides new background orientation for maize/corn and rice as types of grains and 
suggested additional content in other existing categories. In parallel, he worked with the National Food 
MarketMaker project to integrate heritage and grains categories and varieties in their producer profiles 
so that searches for producers of these crops will be possible through the AgMRC FoodSearcher tool.  
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