
MARKETING YOUR MARKET

JCFM Executive Director Amanda Milholland
JCFM Marketing Coordinator Holly Erickson

Project supported in part by a USDA FMPP grant

A CASE STUDY + TIPS & TRICKS

Presenter Notes
Presentation Notes
A+H: -Introductions- Ask the group to introduce themselves, the market they are connected to, their roleA: - Grant- What led to this projectH:-Resource links, time for questions



Fonts

YOUR UNIQ UE MARKET FLAVOR

DEVELOPING A BRAND GUIDE

Colors
Tone
Style

Logo

Presenter Notes
Presentation Notes
A+HH: -Analogy: Chef - unique flare, careful ingredient selection, and preparation -enticing and memorable-Brand Guide components-Framework - consistent, recognizableA:-Creating our brand guide  w/ graphic designer-Marketing team, how you might gather one



YOUR UNIQ UE MARKET FLAVOR

CANVA.COM FOR GRAPHIC DESIGN

Sign up for Canva Pro

Presenter Notes
Presentation Notes
H:*How many of you use canva?We love: - Templates- Share w/ team- Tutorials- Canva Pro free for non-profits

https://www.canva.com/canva-for-nonprofits/


YOUR UNIQ UE MARKET FLAVOR

LOGO

Logo Maker (Canva App)
Consider working with a local artist

Presenter Notes
Presentation Notes
H:-logo versions-resources



YOUR UNIQ UE MARKET FLAVOR

BRAND FONTS

TITLES: JOST EXTRA BOLD, ALL CAPS
SUBTITLES: GEOMANIST, ALL CAPS
Copy: Geomanist, regular

Accent: Caveat Brush

How to choose the right fonts
Canva's ultimate guide to font combinations

Presenter Notes
Presentation Notes
 H:-Choose no more than 3-resources

https://www.canva.com/learn/canva-for-work-brand-fonts/
https://www.canva.com/learn/the-ultimate-guide-to-font-pairing/


YOUR UNIQ UE MARKET FLAVOR

BRAND COLORS

Color Harmony (Canva App)
Coolors.co

Presenter Notes
Presentation Notes
A+HA:-How we chose our colorsH:- 1 main + 1-5 accent-resources

https://coolors.co


YOUR UNIQ UE MARKET FLAVOR

BRAND GUIDE IN CANVA

Setting up brand kits in Canva

TITLES: JOST EXTRA BOLD, ALL CAPS
SUBTITLES: GEOMANIST, ALL CAPS
Copy: Geomanist, regular

Accent: Caveat Brush

Presenter Notes
Presentation Notes
H:-Plug guide into Canva

https://www.canva.com/help/brand-kit/


YOUR UNIQ UE MARKET FLAVOR

BRAND TONE Brand Tone Template

PERSONALITY TRAIT DESCRIPTION DO DON’T

INCLUSIVE

We we lcome  all races, classe s, 
o rientations, e tc., to  our marke ts. 
We  be lieve  access to  nutritious 
food  is a human right. 

• Use  gende r-neutral te rms
• Use  human-cente red  language , put 

pe rson first
• Be  culturally sensitive
• Show appreciation for those  who 

use  food  access programs as 
valued  customers 

• Use  gende red  ro le s
• Use  re lig ious/ sp iritual re fe rences
• Use  ab le -ist o r racist language
• Prioritize  ce rtain types of shoppe rs 

ove r o the rs (visito rs/ locals/ food  
access participants)

COMMUNITY-
ORIENTED

We support small businesse s, local 
non-profits, food  systems, social 
gathe rings

• Refe r to  “our” ne ighbors
• Highlight local small businesse s 

investing  back into  our community
• Highlight community-build ing 

• Create  an “us” and  “them” dynamic
• Prioritize  ce rtain types of shoppe rs 

ove r o the rs (visito rs/ locals/ food  
access participants)

        

Presenter Notes
Presentation Notes
H: -Traits from mission and values-Template

https://docs.google.com/document/d/12FX_1YH28aCQCbc9K4accYcMp56OnTHndr8RH3SbXWo/edit?tab=t.0


BRAND TONE

YOUR UNIQ UE MARKET FLAVOR

Presenter Notes
Presentation Notes
H:- Conversational (Acronyms)- Community-oriented (We support and are part of the community): “Our”- Informed (educate the public on relevant topics): explaining food access programs and how they support -Inclusive: Person-first language 



YOUR UNIQ UE MARKET FLAVOR

STYLE CHOICES

Presenter Notes
Presentation Notes
H:- Digital Ad- Photo-centered: support mission or tell story- Images match tone- Simple shapes- High-contrast



W HO ARE W E SERVING?

DEFINING YOUR AUDIENCE

Who are  they?

What are  the ir inte re sts?

What b rings them to  the  
marke t?

What would  motivate  
them to  visit more  often?

Presenter Notes
Presentation Notes
H: -defined unique market flavor (brand guide) > who we intend to serve  (Read slide)- who is consuming our content will influence the ingredients we choose, how we put them together, and how we serve them up as a finished product. *How do you gather information about your audience?



W HO ARE W E SERVING?

GATHERING AUDIENCE INFORMATION

Dot survey

Conversations/ Obse rvations 
at marke t

Online  sources: Me tabusiness 
Suite  Insights, Google  Analytics, 
Website  Insights 

Community survey

Survey Monkey, Google Forms

Presenter Notes
Presentation Notes
A+HH: -at market + free online sourcesA:-Dot survey-Community survey-Resources for surveys

https://www.facebook.com/business/tools/meta-business-suite
https://www.facebook.com/business/tools/meta-business-suite
https://marketingplatform.google.com/about/analytics/
https://www.surveymonkey.com
https://workspace.google.com/products/forms/


W HO ARE W E SERVING?

WSFMA CAMPAIGN SURVEY RESULTS 2021

Live  your values of he lp ing  the  local economy, 
using  fre sh/ seasonal ingred ients, reducing 
transportation foo tprint
One  day a week to  re lieve  stre ss, fun, we lcoming

Fresh food

Farmers and  vendors with shoppers, faces

Why do you visit the market?

What imagery is most appealing?

Presenter Notes
Presentation Notes
A:-Ex: Key themes from audience survey-Imagery



W HO ARE W E SERVING?

JCFM SURVEY RESULTS 2023/2024

55+ yrs. 

Community connection

Familie s using Food  
Access Programs

Positive  shopping 
expe rience

Kid-friendly activitie s

Out-of-town visitors

Expe riences

Souvenie rs

Shopping for groce rie s, 
food  to  eat now

Social/ Environmental 
Impact

Presenter Notes
Presentation Notes
A+HH:Personify groups1. 55yr+, care about...-Newspaper articles and ads -Stories reinforce investment in market - live values-Community connection at market2. Summer visitors up to 50% of daily shoppers. Care about...-Regional marketing - prepared food, events, art vendors (gifts)- "Make it a market weekend" A: 3. 20% respondents (~1,000 per year, weekly/regular shoppers, w/ kids)-Food access shoppers valued -Promote programs w/ market activities-- storytime, tasting events, youth vendor days-Video project around SNAP Match-programs valued among all shoppers*Show SNAP Match Video



PLATING & PRESENTATION

IDENTIFYING MARKETING CHANNELS

What are  the  best ways to  reach 
each aud ience?

What local and  regional 
channe ls are  availab le?

What fee ls manageable?

Presenter Notes
Presentation Notes
H:-Identified who we’re preparing content for, > how - relevant and attractive. -Choosing market channels-Pick a few and do them well



List local media outlets in your area

Share  with your ne ighbors

Share  with the  group

W HAT ARE YOUR LOCAL MEDIA OUTLETS?

GROUP ACTIVITY

Presenter Notes
Presentation Notes
A:-1 minute brainstorming-turn to neighbors-Each group share favorites



PLATING & PRESENTATION

DIGITAL MARKETING CHANNELS

Website

Social Media

Community Directorie s

e -Newsle tte r

Mailchimp, MyCityScene

Presenter Notes
Presentation Notes
H:- Website: pop-up- e-newsletter: Mailchimp (free/discounts for non-profits)- Directories/calendars: Mycityscene (centralized calendar of local events), Radio + Newspaper calendar-Social Media: FB, IG, Next Door

https://mailchimp.com/help/about-nonprofit-discount/
https://mycityscene.com


Local Newspapers 

Radio  

Theate r (Check out our 
most recent videos he re  
and  he re )

PLATING & PRESENTATION

LOCAL MEDIA OUTLETS

Presenter Notes
Presentation Notes
A:-Leader, PDNIn-kind marketing, what it is-Radio show-Theater - ads/videos

https://youtu.be/rCqgJJxaXGE?si=UDL468BD4SQTi9qJ
https://youtu.be/I-i7fa0jJXc?si=HGxCkSdwvDCkONK-


Marketing Messages

MISE EN PLACE

ORGANIZING YOUR INGREDIENTS

Photo  Library

Presenter Notes
Presentation Notes
H:-brand guide, audience, ways to reach them, before cooking up content, get organized. -Everything in its place-Chef: ing. staged & prepped-Marketer: visuals/messages-Share ours - hot stove, market season - find what you need



MISE EN PLACE

MARKETING MESSAGES

Editorial Calendar Template

Presenter Notes
Presentation Notes
H:-Birds-eye view-Start Date-Channels-Optional events-template, download/save,  video tutorial- OPTION - weekly/monthly to-do list or simple schedule for newsletter and social posts(ex: weekly newsletter to posts)>> Google Calendar>> Canva templates-planning method that suits your market*Does anyone want to share their method of organizing marketing messages?

https://docs.google.com/spreadsheets/d/1GvHMhHb62HDSGk-daeQXe3G0OBk0pqXNB_-nDKq3RL0/edit?gid=0#gid=0


MISE EN PLACE

Google for nonprofits

PHOTO LIBRARY

2024-12_PTFM Closing_De ja View Photography

Storage

Organization

Integration

Gathe ring quality photos

Presenter Notes
Presentation Notes
A+HA: -Local photographer partnershipsH:Storage Google Photos:-100TB space for non-profits-Free Google workspace linkOrganization: -Naming scheme (albums)-tag people (vendors)-Search keywordsIntegration:-Phone -Canva*Does anyone have a great way of organizing their photos?

https://www.google.com/nonprofits/


GET COOKING!

DESIGNING A MARKETING CAMPAIGN

Presenter Notes
Presentation Notes
H:-All tools > enticing marketing campaign-Editorial calendar > tasks > create > repurpose



GET COOKING! 

Editorial Calendar

Action Items 

DESIGNING A MARKETING CAMPAIGN

Trello task management

Rese rve  print & d ig ital ads 

Design postcard

Create  Facebook Event

Update  Events Page  on website

Update  open hours on Google  Maps, Apple  Maps, Next Door

Presenter Notes
Presentation Notes
H: -calendar > action items-Free task management software (link)- recycle to-do list- what works for you

https://trello.com/pricing


Newsletter

GET COOKING!

REPURPOSING CONTENT

Press Release Event Description Social Post

Presenter Notes
Presentation Notes
H:-creating content, repurpose across channels, but modify-Bite-sized or full meal?-Long-form to short-form



GET COOKING!

REPURPOSING CONTENT

Photo  that te lls a story

Presenter Notes
Presentation Notes
H:-Choose photo to tell story



GET COOKING!

REPURPOSING CONTENT

Newspape r ad

Presenter Notes
Presentation Notes
H:-Newspaper: lots of info, QR code



GET COOKING!

REPURPOSING CONTENT
Facebook event cove r

Presenter Notes
Presentation Notes
H:-FB event cover-Postcard-Repetition is a good thing - tailor to channel



GET COOKING!

REPURPOSING CONTENT

Postcard

Presenter Notes
Presentation Notes
H:-Postcard - inserted in newspaper, dist. to local lodging & biz-Repetition is a good thing - tailor to channel



SIGNATURE RECIPES

CREATING BRAND TEMPLATES

Brand templates in Canva

Newsle tte rs

Social Posts

Postcards

Presenter Notes
Presentation Notes
H:-pieced together ingredients in a variety of ways, what works, and replicate -Newsletter header-Create in Canva - link

https://www.canva.com/help/using-brand-templates/?query=creating%20brand%20templates


FEEDING A CROW D

CREATIVE WAYS TO INCREASE YOUR REACH

Local & State  Grants

Earned  media

Maximize  social media impact

Sponsorship

Presenter Notes
Presentation Notes
H: -work to create content > deliver it to a larger group of people-I'll talk about, A. will talk about...



FEEDING A CROW D

Facebook cover photo, 
events, community groups

MAXIMIZING SOCIAL MEDIA IMPACT

Social media tagging cheat sheet

Instagram highlights

Tag partne rs, vendors, 
photographe rs, grant 
funde rs, sponsors

Presenter Notes
Presentation Notes
H: -FB Cover photo -FB Events (respond, reminders, invite friends)-FB groups: - City community groups- Farm & Gardening- "What's Happening" groups-IG Highlights-Stories by topic-Tagging partners (Co-op, nearby biz)-Cheat sheet - link

https://docs.google.com/spreadsheets/d/1woEq-ZjiEW6NlQ25L7qoI-AqUYP0ohMKUPs9gSQR05E/edit?gid=0#gid=0


FEEDING A CROW D

GENERATING FUNDS & IN-KIND MARKETING

Local & State  Grants

Marke ting  sponsorships

Earned  Media

Presenter Notes
Presentation Notes
A:-We focus on getting earned media by writing and sharing press releases to announce large market events, such as season-opening, food access programs, and chef demonstrations. This gives us free in-depth promotions through our local newspapers- We solicit in-kind sponsorships from media partners such as our local newspaper, radio station, and theater-As a small nonprofit, we have a limited marketing budget but have expanded it by utilizing grant funds. On the next slide, I will dig into the grants that help support our marketing



FEEDING A CROW D

APPLYING FOR GRANTS

State  of Washington Tourism

Lodging Tax
City and  County (Heads in Beds)

USDA Farmers Marke t Promotion 
Program Grants

Presenter Notes
Presentation Notes
A: LTAC- all cities and counties collect a lodging tax from lodging establishments. These funds may be available through a grant to help cover the cost of promoting your farmers market regionaly.SWT: We utilized grant funds to build our photo and video library.FMPP: USDA FMPP grants are up to 3-year grants designed to build the capacity of farmers markets and agricultural producers. We received our FMPP grant in 2022 with a focus on:--Assessment—Prepare JCFM for growth and to best meet vendor and shopper needs through market assessment and evaluation. --Farmer and Rancher Coaching— Support new and growing local farm businesses with needs-based coaching resulting in market-ready farms that contribute to our local food economy for years to come.--Growth— Increase the number and diversity of customers at the JCFM markets through targeted promotion and outreach, thus increasing market vendor sales. -FMPP grant funds have helped cover print and social media advertisement- Managing an FMPP grant takes much work but also opens up so much potential for a farmers market

https://industry.stateofwatourism.com/swt-grant-programs/
https://www.ams.usda.gov/services/grants/fmpp/how-do-i-apply-fmpp-grant
https://www.ams.usda.gov/services/grants/fmpp/how-do-i-apply-fmpp-grant


THANK YOU!
Amanda Milholland
info@jcfmarkets.org

Holly Erickson
Holly@jcfmarkets.org

Presenter Notes
Presentation Notes
A+H-Thank you, reach out with questions
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