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Meet NAFDMA's four board members-elect

The new year brings with
it a new convention and a
new annual meeting. And that
means NAFDMA will say
goodbye to several board
members while welcoming
the new.

In February at the annual
meeting, NAFDMA'’s four
board members-elect will of-
ficially assume their new
roles on the board of direc-
tors. These four have been
part of board communica-
tions during the past few
months as they’re brought
up to speed regarding the
many issues that the board
discusses.

They’ve also been paired
with a mentor to help get
them acquainted with what
it means to be a NAFDMA
board member. Mentors also
answer questions and dis-
cuss the issues in depth to
keep discussions in the board
room moving forward.

The four board members
elect are Dede Beck, Uncle
John’s Cider Mill, St. John’s,
Mich., Midwest; Stuart
Beare, Tulleys Farm, West
Sussex, UK, At-Large; Al
Rose, Red Apple Farm,
Phillipston, Mass., North-
east; and Mark Saunders,
Saunders Farm, Munster,
Ont., Canada East.

These four join incum-
bents Randii MacNear, Davis
Farmers’ Market, Davis,
Calif., Southwest, and
Chalmers Mikell, South
Carolina Farm Bureau, Co-
lumbia, S.C., Southeast.
Randii and Chalmers were

NAFDMA bid farewell to outgoing board members in Sacra-
mento, Calif. More change happens again in Boston.

both reelected to their sec-
ond terms on the board.

The incoming directors
are young and energetic and
represent some of North
America’s best farms. Here’s
a quick introduction to your
new board members.

Dede Beck, Midwest

Dede has a degree in jour-
nalism with a concentration
in Public Relations, Market-
ing and Advertising. She
joined her husband, Mike’s,
family farm eight years ago.

Dede and Mike were hon-
ored as finalists for Farm
Market of the Year.

Dede is excited to be part
of the board of directors.
“As a board member, | hope
to help find a balance be-
tween the ‘new-comers’ and
the established businesses by
helping to tailor the confer-
ences and resources to meet
everyone’s needs.

“By working on the farm
and direct marketing every

day, | have an insight to
what’s going on and the
struggles we all face. Many
of our businesses seem to
‘look alike’ right now, and
many of us are in the pro-
cess of moving our farms to
the next generation,” she
says.

“I believe the next step is
for us to become more prof-
itable and streamline our ex-
isting businesses while com-
ing up with new ideas for
future growth.”

Stuart Beare, At-Large

Stuart is a third-generation
family farmer who will bring
an international perspective
to board meetings.

Tulley’s Farm was hamed
Outstanding Farm Market of
the Year in 2004.

“Being a part of NAFDMA
has helped Tulleys Farm to
look to the future,” says
Stuart. “It’s also having a
dramatic effect on the entire
U.K. directmarketing industry.”

Al Rose, Northeast

Al and his wife, Nancy, are
the fourth generation at Red
Apple Farm.

Al received a B.A. in In-
ternational Relations from
Boston University and an
M.S. in Agricultural Econom-
ics from Cornell University.

Al believes that consumer
orientation is important to
understanding customer’s
needs and wants and how a
farm can best adapt to meet
them.

“There exists a ‘willing-
ness-to-pay’ from both the
public and private sector to
maintain family farms and the
landscape they preserve,”
says Al. “As managers, it is
our challenge to meet this
willingness with innovative
and value-driven ideas.”

Mark Saunders, Canada East

Mark Saunders bills him-
self as the Director of Fun
at the family-run Saunders
Farm. In 2002 Saunders
Farm was named Outstand-
ing Farm Market of the Year.

“l am passionate about our
industry and its bright fu-
ture,” Mark says. “Direct
farmer marketers are in the
customer service business,
and | believe that NAFDMA
should lead by example; we
should showcase and mirror
the best of the best. We must
also focus on creating the
best learning opportunities
for our members at the an-
nual conference and be-
yond.”



2004 Board of Directors

Richard Tanner, President - IL / Midwest
309-493-5442 (w)
Richard@tannersochard.com

Kay Hollabaugh, Vice President - PA /
Northeast

717-677-9494 (w)
kay@hollabaughbros.com

Mary Vollmer, Vice President - NC /
Southeast

919-496-3076 (w), 919-496-3518 (h)
mary@vollmerfarm.com

Rob Leeds, Treasurer- OH
740-666-2020 (h), 740-833-2030 (w)
leeds2@agvax2.ag.ohio-state.edu

Brent Warner, Secretary - BC
250-356-1704 (w), 250-356-2949 (f)
brent.warner@gems8.gov.bc.ca

Wayne Bishop - CA/ Southwest
530-633-2568 (w), 530-633-0625 (h)
wabishop@comcast.net

Robert R. Brown Il - NY / Northeast
716-682-5569 (w), 716-682-5502 (f)
rbrown@wnynet.net

Kerry Engel - AB / Canada West
780-349-4466 ext. 2 (w)
kerry.engel@gov.ab.ca

Jim Forsythe - ON/ Canada East
905-887-1086 (w), 905-985-6749 (h)
j-l.forsythefamily@sympatico.ca

Randii MacNear - CA / Southwest
530-756-1695 (W)
rmacnear@wheel.dcn.davis.ca.us

Chalmers Mikell, - SC / Southeast
803-936-4288 (W), 803-936-4496 (f)
cmikell@scfb.com

Vickie J. Parker-Clark - ID / Northwest
208-292-2522 (w), vickiepc@uidaho.edu

Debbie Pifer - OH / Midwest
330-533-4161 (w), 330-533-3937 (h)
dpifer3290@aol.com

Bonnie Remlinger - WA / Northwest
425-333-4135 (w), 425-333-4539 (h)
bmr@remlingerfarms.com

Charlie Touchette, Executive Director
62 White Loaf Road

Southampton, MA 01073

413-529-0386 (w), 413-529-2471 fax
888-884-9270 (toll free)
nafdma@map.com

NAFDMA Office Staff 413-529-0386 (w)
Virginia Schwarzenbach,

Membership Director, whiteloaf@map.com
Kelly Fuerstenberg, Communications
Director and Newsletter Editor,
Kelly@WhiteLoafRidge.com

Carl Schwarzenbach, Technology and
Project Assistant, Carl@WhiteLoafRidge.com

Stepping back to find the “easy
money” on our farm

By Wayne Bishop
Wheatland, CA

In conversations with
NAFDMA members over the
last few years, and especially
after 500 of you visited last
winter, we are often asked
why we don’t charge admis-
sion to our farm. It seems to be the
conventional wisdom now that charg-
ing admission should go hand in hand
with adding entertainment to your
farm. It is certainly true that some of
our most successful members are
charging admission and more and
more of us are headed that way. | have
been known to debate the subject for
hours but what it really comes down
to in our business is that we have been
able to find some more subtle ways
of extracting profits from our visitors.
For those of you thinking about mov-
ing towards admissions, | would en-
courage you to step back and see if
you can find some other “easy
money” instead.

By “easy money,” I’m not talking
about your gift shop, bakery, or retail
stores. These are certainly vital parts
of your operations and can return
gross profits (sales — direct costs) of
as high as 50 percent if well managed.
I’m talking about enterprises within
your total operation which can return
gross profits as high as 90 percent.
You can find “easy money” in any
product or service where your cost
of providing it is 20 percent or less of
the perceived retail value. By finding
these high profit enterprises, you can
avoid the challenge of convincing your
customers that your gate charge is a
good value; and instead sell him some-
thing that he already thinks has more
value than it really does.

Start with beverages. If you allow
folks to play for free, they can work

up a powerful thirst. Our
bottled water sells at 78
percent gross profit and
soda is about the same. Our
Pepsi supplier provided
equipment to us at no
charge to convert us to the
bag-in-a-box system which
o puts our cost for a soda at

a penny an ounce, includ-
ing cup, ice, etc. Movie theaters, fairs,
and other entertainment venues charge
much higher prices for drinks than we
do and therefore have even higher mar-
gins.

Add some high margin snacks
(and get rid of any that are not.) If
you don’t have a Gold Medal catalog,
get one and ask them for their news-
letter on making money with snack
foods. Figure out what the hot selling
snack foods are in your region and
get them. For us, corn dogs, soft-
serve ice cream, caramel apples, and
cotton candy are all in the 80 to 90
percent gross profit range and people
will line up to get them. We dumped
kettle korn this year because the mar-
gins were not that high and it was only
popular when the weather cooled off.
Now you know we’re crazy, no ad-
missions and we dumped kettle korn.
Next year, I’m looking into the lemon
shakers | sampled recently at a
NAFDMA member’s ranch. They’re
selling 15 or 20 cents worth of lemon,
sugar, ice, and water for 3 or 4 dol-
lars! That’s right around 90 percent
GP after labor!

Add an ATM machine and evalu-
ate your credit card service. Our
ATM machine has dispensed about
$250,000 in the three seasons we’ve
had it. We don’t know how much it
has helped increase customer spend-
ing, but we do know that we keep
$1.45 of the $1.50 transaction fee

Continued on page 3

What’s for sale? What’s dulse?
Visit the Front Porch and
join in the conversation.

www.nafdma.com



Stepping back to find the “easy money”

Continued from page 2

charged to the customer. We
have collected over $6,000
this way, which has more
than paid for the machine.
We discovered around the
same time that we were pay-
ing far too much in credit
card processing fees. Costco
and Sam’s Club both offer
processing services. We
saved about $3,000 the first
year we switched. The sav-
ings are even greater now
with the increasing popular-
ity of debit cards.

Add a paid attraction.
Our train, corn maze, and
slide mountain have become
key profit centers for us,
each returning 80 percent
gross profits or better. The
maze was certainly the easi-
est to add. We asked lots of
guestions on NAFDMA bus-
ses and went home and did
it. Ours is not as large or in-
tricate as many of the ones

out there, but it fits our op-
eration well and is very in-
expensive to create each
year. Whatever you add,
spend the extra time and
money to decorate it, theme
it, finish it. Your paid attrac-
tions must achieve a higher
standard than your free play
areas.

Consider charging for
parking. We started with a
dollar per car almost 20 years
ago on weekends only. We
now get $5 but still only on
weekends. You could argue
that we really are charging
admission in this way, but
we think it’s more subtle, and
it has the added benefit of
helping to steer customers
into coming out on week-
days. Many of our weekdays
are now bigger than the Sun-
days of just a few years ago.

Since we started food ser-
vice years ago, we have paid
the sales taxes rather than
charging the customer on the

theory that we were making
it easier on ourselves. It was
a small amount of money at
first but next year we are
going to find a nice sum of
easy money by making the
customers pay the tax. It will
take our cashiers a few more
seconds to count back
change, but we will get to
keep around $12,000 that we
have been sending the state
in taxes.

Bishop’s Pumpkin Farm
has just finished its 32" sea-
son. It could be argued that
we could have been more
profitable sooner had we
started charging admission
years ago. | believe, how-
ever, that we have built a
business without admissions
charges that will last and be
profitable for years to come.

If you see me in Boston,
please tell me where you have
found easy money in your
business, because I’'m ad-
dicted to it and would like to

find some more.

I wrote this article and let
itsitafew days. I realize I'm
going against the grain here
a bit and don’t want to of-
fend any of my NAFDMA
friends. Interestingly, last
night my wife and | stopped
at a Barnes and Noble book-
store for the third time in the
last few weeks. As | paused
from reading a book | wasn’t
going to purchase, I realized
how similar their business
model is to ours. On each
visit, | have found a comfy
place to sit and sip a way
over-priced cup of coffee
while | enjoy skimming
through a few books and
enjoying the atmosphere for
free. By the time we leave,
we have gone ahead and pur-
chased a book or magazine
or two. They have managed
to extract some easy money
from me, and | keep going
back to let them do it again.

Had Van Gogh included
PAPPARDELLE’S in his palette,
he might have drawn a profit!

For owver 20 vears we have been producing
st o the linest pasta in the country. Ten years
agho we started selling our pasta at local fomers’
nmearkets in Colorada. We offer over a hiundeed fla-
viors, from Lemon Pepper (0 Orange Sgechuan
Spiee. The unprecedented success has prompted
s to create a uniguee turm-key Farmers' Market

Business Opporiunity for qualified individuaals
and market managers who are interested in:

= Supplementing market day sales
= Having a gourmet food business

For mare information, check ool our webslie:
wiww.pappandallespasta.com

Contact Anmie Brown, Farmers" Market Director
annie@pappardellespasta.com » 303-241-0282

PAPPARDELLE'S™

THE FINE ART OF PASTA
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Rewards and challenges of foreign interns

Dana Huber, marketing
manager of Huber’s Orchard
& Winery, Starlight, Ind.,
recently discussed hosting a
foreign intern with NAFDMA
board member Kerry Engel.

What does the intern do?

Our intern student from the
University of Purpan in
Toulouse, France requested
to work with us to learn
more about the winemaking
and agri-tourism process.
The responsibilities (tasks)
and knowledge that this in-
tern will acquire during her
stay include:

- The trainee will acquire
knowledge of the
winemaking process.

- The trainee will experi-
ence American hospitality and
customs.

- The trainee will gain
hands-on knowledge about
crushing and destemming.

- The trainee will gain
hands-on knowledge about
the bottling process.

- The trainee will gain
hands-on knowledge about
lab analysis work.

- The trainee will experi-
ence agri-tourism and Ameri-
can farming.

- The trainee will gain ex-
perience with wine shoppe
retail activity.

- The trainee will learn wine
production from harvest to
bottling.

What does the intern bring
to your business?

Our intern student brings
an international view and
opinion to our procedures
and processes. This student
is able to share experience on
the way farming happens in
France as compared to what
they see in America.

What challenges have you
encountered?

We have been very fortu-
nate to have a student that is
extremely adaptable, easy-
going, and very personable.

She speaks very good English
(she has studied English for
12 years) and is able to par-
ticipate in American conver-
sations quite easily. She has
participated and enjoyed be-
ing a part of our family and
social activities

Our student was very pre-
pared and brought translation
dictionaries to assist with her
work in America. She takes
notes daily, participates in all
grape harvest and cellar ac-
tivities. She is required to
write a 15-page report at the
end of her stay in English that
will be graded by her Univer-
sity with a copy being sent
to us—a tough assignment
considering that the report is
not written in her native lan-
guage.

The only challenges that we
have encountered are with
procedural issues surround-
ing the internship—acquiring
a Social Security card, select-
ing the most cost-effective
calling card, ensuring that we
have her VISA at all times,
and reporting to an agency
called CIEE at the required
times.

I spoke with our intern and
the University of Purpan
many times before she ar-
rived, and we were given very
thorough documentation of
where to call if we encoun-
tered any issues or problems.
The program has been very
well organized.

How does one get involved
with an intern program?

We were asked to travel to
France by a local university
last fall (2003) to experience
international agriculture. We
visited the University of
Purpan where our intern is a
student. During our stay, we
shared with the staff of the
university our openness to
hosting an intern sometime in
the future. So, the best thing
to doisto let universities and
your local chamber and busi-
nesses know that you are in-

terested and supportive of the
intern experience. Hosting an
intern does take time and pa-
tience so you need to be pre-
pared to slow down from
your normal work routine.
However, it is very reward-
ing knowing that you are
helping a young student bet-
ter understand the pros/cons
of a particular industry.

On aside note, our student
is required by her university
to travel abroad for a defined
number of months before she
can complete her degree in
agriculture. So, her involve-
ment was easy considering
that it was a requirement.
Most American universities
have counselors that promote
internships, and these coun-
selors can help put you in
contact with the right pro-
cess. Bottomline, there are
students in need of intern-
ships, and the best thing to
do is to let these businesses
know you are interested in
helping their community grow
stronger by hosting interns.

Tip(s) for those interested
in bringing an intern into
their business.

I have to admit | was a little
worried about how all of this
would work from a “home”
perspective considering that
we have two boys that are 6
and 8 years old. But, | have
been pleasantly surprised
how well we all have
transitioned.

I think international interns
are somewhat easier to tran-
sition with because they are
not only looking to acquire
knowledge about a specific
industry (agriculture) but
they like to observe and par-
ticipate in the simplest Ameri-
can traditions and way of life.
For example, going to the
grocery, preparing dinner,
shopping, going to a baseball
or football game. These
simple activities are very in-
teresting for international stu-
dents and they can compare

to some of the things that
they do in their own coun-

try.

Some tips for anyone con-
sidering hosting an intern
student:

1. Do not change the way
you do anything. The fact
that we have two young
children and work two full
time jobs is the American
way of life and that is what
they want to learn more
about.

2. Cook together and eat
together each evening.

3. Organize short geta-
ways that are typical in
America—baseball game,
movies, grocery shopping.

4. Share experiences. Why
you do things the way you
do—family traditions, school
traditions, how you make
brownies, your favorite dish,
etc.

5. Visit American tourist
attractions — local convention
and visitors bureaus, monu-
ments, whatever your area
might be noted for.

6. Accommaodate your stu-
dent with their own room so
they have their own privacy.

7. Access to the Internet.
Many forms and information
required for an internship are
easily accessible through the
Internet. Also, our intern cor-
responds via email to her
family and friends as well as
via the phone. The Internet
is a great tool for a student if
you can get access.

8. Shared household re-
sponsibilities. Interns should
be responsible for doing their
own laundry, keeping their
room clean, helping with the
dishes, etc. This should be a
shared responsibility since
they are living with you.

9. Have fun and learn new
things! It is exciting hosting
a student because each and
every day we learn some-
thing new about them and
they learn something new
about our way of life.



EXTEND YOUR ofAON
EXPAND YOUR MAR}

AND INGCREASE YOUR B IIH l.

Halloween Events are quickly becoming large money
makers for Pumpkin Patches, Corn Mazes, Agro-tain-
ment, and Farm to Market Stores across the country.
There 15 only one place to buy the products and get all
the information that you need to create a profitable
Halloween event... and that is HAuNTcon 2005

- Over 40 Hours of Seminars
- 150 Booth Tradeshow

- Haunted Attractions Tours
» Actor Training Classes

» Product Demonstrations

« Networking Mixers

Everything that you need, all in one convention!

The Haunted Attraction National Tradeshow

and Convention, (HAuNTcon), is Friday

April 22, 2005 through Sunday April 24, 2005

at the Adam's Mark Hotel, 400 North Olive Street
in Dallas, Texas. Call 1-Bo0-444-2326 to make
your discount room reservations today.

For turther information and registration, go to
www.HAuUNTcon.com or call Haunted Attraction
Magazine at 704-366-0875 or by email at
Editor@hauntedattraction.com.

For exhibitor information contact Kirstin Wright,

Exhibit Manager at kwright@hauntcon.com or by
phone at 813-760-6311.

A HAUNTooN

fh‘ % A 1aunted arfraction natianal. tTradeshom yarion

ADTriL 22-24, 2005 DaLLas, TX




From the Executive Director ...
Parallels to American History

On Feb. 1, 1775, in Cam-
bridge, Mass., a provincial
congress was held to prepare
for a state of war against En-
gland. On Feb. 9, the English
Parliament declared the Mas-
sachusetts colony to be in a
state of rebellion. Patrick Henry
delivered his speech against
British rule in Virginia, pro-
claiming, “Give me liberty or
give me death!” on March 23.
Then on April 19, a storied shot
is fired in Concord, Mass., that
is “heard "round the world.”

Anyone who goes on a
NAFDMA pre-conference tour
this year will come away with a
new understanding of the finer
points of these historic events.

Two hundred thirty years
later, on Feb. 10, 2005, the Farm-
ers’ Market Coalition (FMC) of
the North American Farmers

Direct Marketing
Association will
hold its own annual
meeting and will
elect its first self-
governing council.

On that same
date, NAFDMA will
introduce the two
newest members of its manage-
ment company, Ed Maltby and
Nora Owens. Together with the
new council, they are assigned
to coordinate the future of
FMC.

These are just a couple of
tangible events that mark an
ever-changing, and much more
peaceful, evolution of the di-
rect marketing industry in
North America. I’m certain that
the FMC will have every bit as
much impact on farm direct mar-
keting over the next 20 years

Charlie Touchette _

as NAFDMA has
had over the past 20
years.

Farmers’ markets
are the most visible
venue of direct mar-
keting for our neigh-
bors who live in ur-
ban areas. There are
more than 3,600 farmers’ mar-
kets in the United States, plus
something near 400 of them in
Canada. It’s estimated that over
40,000 family farmers partici-
pate in these markets. Several
million consumers shop at farm-
ers’ markets regularly, and over
a hundred million have visited
a farmers’ market sometime in
the past three years. The farm-
ers and managers who partici-
pate in them have long been
known as “agricultural ambas-
sadors to the urban public.”

The truth is, the growing num-
ber of farmers’ markets in rural
and sub-urban communities
makes them our ambassadors
to that 98.5 percent of the pub-
lic that does not live on a farm.

Farmers” markets are not a
brand new phenomenon.
Thousands of pioneers are re-
sponsible for their positive
growth across the continent.
Now, a more focused “nation”
for thousands of folks who
want to advance the benefits
of farmers” markets has
emerged.

Congratulations on your
successes, FMC Steering Com-
mittee. Welcome aboard, Ed
and Nora. Best wishes for con-
tinued success, FMC Council.

Is an Agritourism Coalition
next? What a revolutionary
thought!

9:00 a.m. —4:30 p.m.
Agenda

9:00 Call to Order and Welcome from the President
Randii MacNear

9:05 Introduction of Steering Committee
Randii MacNear
910 Introduction of Attendees
Facilitated by Randii MacNear
9:30 FMC in Review and Beyond
Charlie Touchette
10.00 Introduction of FMC Coordinators
Charlie Touchette
10:15  Break
10:30  Nomination and Election of new FMC Council
Esther Kovari
11:00  Certificates of Appreciation for outgoing Steering

Committee Members
Randii MacNear

11:15  Farmers’ Market Coalition Business
Acceptance of previous meeting Minutes
Financial Report

11:30  Calendar for upcoming events/activities

FMC Council Meetings
Function of members on Committees

Call of the FMC Annual Meeting

The Annual Meeting of the Farmers’ Market Coalition of the North American Farmers’ Direct Marketing
Association will be held on Thursday, February 10, 2005 at the Boston Park Plaza Hotel in Boston, Mass. at

2006 Convention in Texas
Brief introduction of afternoon activities
General questions and discussion

12:30  Lunch
1:30 USDA/AMS Cooperative Agreement
Errol Bragg and Carmen Humphrey
135 Review the roundtable discussions, topics,
procedures
Ed Maltby and Nora Owens
1:.45 Group discussions for 7 different topics.
*EBT
* Liability Insurance
* National Policy Initiatives
* Regional Workshops
* Association development
* Media and communications
* |dentification of research needs
2:30 Reports from group discussions and full member-
ship review
415 Closing remarks: Looking to the future; Building

on the momentum
4:30 Adjourn




L From the Prsident. . [EERCRCE

My, how time flies...

Where have the past six
years gone? It seems just like
yesterday that | was elected
to the NAFDMA Board of
Directors. Now | can look
forward to a more relaxing
time at the annual confer-
ences with confidence that
NAFDMA has the tools that
it needs for the future.

I have seen many changes
in NADFMA in the past six
years. As a member of the
Board of Directors, | have
watched a comprehensive
policy handbook and a good
budget being developed. As |
have found out, a good
policy handbook and budget
answer many questions and
settle many more discus-
sions. With these two tools,
an organization can run very

Call of the Annual Meeting

The Annual Meeting of the North American Farmers’ Direct Marketing Association will be held on
Saturday, February 12, 2005 at the Boston Park Plaza Hotel in Boston, Massachusetts at 7:30 a.m.

Agenda
7:30

7:32
7:35
7:37
7:40
7:45
8:00
8:10
8:20

8:30

smoothly.

It seems that
every year there
were additions
and adjustments
made to these
documents. Our
first policy was a
booklet of ap-
proximately 25
pages with few references to
the by-laws. Now the policy
is on a compact disc along
with cross-references to the
bylaws; it is a very thorough
and solid document.

Along with these tools, a
five-year plan has also been
put together. This also has
matured during the years and
is constantly changing with
many things accomplished,
many projects on-going and

Executive Director Charlie Touchette and Rob Leeds
Nominations Open for Board of Directors for 2006

President Richard Tanner and Bonnie Remlinger
Meeting Adjourn

others to be ac-
complished in the
future. It provides
good direction for
the executive di-
rector and guid-
ance for the dif-
ferent board com-
mittees.

Of all of the
“non-paying” jobs that I have
taken on in the past, being a
member of the NAFDMA
Board of Directors has been
the most rewarding and edu-
cational. Educational because
| have been able to work with
and learn from many differ-
ent people, from many dif-
ferent states and countries.
Rewarding by watching this
industry come together, grow,
share knowledge and ideas,

Call to Order and Welcome from the President
President Richard Tanner
Introduction of 2004 Board of Directors 2004 Board
President Richard Tanner
Welcome to newly elected Board members for 2005
President Richard Tanner
Secretary’s Report — review of previous meeting minutes
Secretary Brent Warner
Treasurer’s report — review of FY2004 Year-end Financial Statement
Treasurer Rob Leeds
Executive Director’s Report —review of 2004 activities
Executive Director Charlie Touchette
Policy/USDA/Government Relations
Executive Director Charlie Touchette
Best Management Practices/Insurance

and be recognized as the
most spirited and energetic
group of agricultural people.

I guess what | am trying
to say is, Thank you all for
the past six memorable and
rewarding years.

After spending one and a
half years in Viet Nam, | have
often remarked, “I wouldn’t
take a million dollars to do
that again, nor would | take
a million dollars for the
memories and experiences.”

As for serving NAFDMA,
I would gladly do it all again
just for the memories, expe-
riences, and the many friend-
ships | have gained during
these past six years.

FARMERS’
DIRECT MARKETING

A SSOCIATION
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Jan. 24 - 26, Alberta

Explore Direct Provincial
Conference 2005, Red Deer
Lodge, Red Deer, AB. Rob
Leeds, NAFDMA treasurer,
is speaking Jan. 2 5 and 26.

Contact: Lisa Sharp,
780-679-1362, e-mail
lisa.sharp@gov.ab.ca, or
www.agric.gov.ab.ca. Rob
Leeds, NAFDMA treasurer,
is speaking on Jan. XX.

Jan. 27-28, Nova Scotia

Scotia Horticultural Con-
gress, Old Orchard Inn,
Greenwich, N.S. Charlie
Touchette, NAFDMA execu-
tive director, is speaking on
Jan. 27.

For more information,
visit www.hortns.com/
conferences, e-mail
hortns@ns.sympatico.ca, or

call 902-678-9335.

Jan. 28-29, Wisconsin

Midwest Value-Added Ag-
riculture Conference, Plaza
Hotel, Eau Claire, Wis.

Contact: Heather
Amundson, 715-834-9672,
River_Country@hotmail.com,
www.rivercountryrcd.org.

Feb. 7-14, Massachusetts

North American Farm-
ers’ Direct Marketing
Convention, Park Plaza
Hotel, Boston, Mass. Pre-
Conference Bus Tours,
Workshops, Conference,
Trade Show and Post-Con-
ference Bus Tour to New
York City.

Visit the Web site at
www.nafdma.com, e-mail
info@nafdma.com, or call

NORTH AMERICAN FARMERS'’ DIRECT
MARKETING ASSOCIATION

62 White Loaf Rd.
Southampton, MA 01073

413-529-0386. Registration
begins Nov. 1. Preregistration
deadline is Jan. 6.

February 22-23, Ohio

Ohio River Valley Farm
Marketing Conference, Kings
Island Resort and Conference
Center, Mason, Ohio.

Contact: Travis West at
740-289-2071or e-mail
west.222@osu.edu

February 25-26, Manitoba

2005 Direct Farm Market-
ing Conference, Royal Oak
Inn, Brandon, Manitoba.
BrentWarner, NAFDMA sec-
retary, is speaking on Feb.
26.

Contact: Susan Nicoll,
204-376-3306 or visit
www.gov.mb.ca/agriculture/
news/direct.html.

—

April 20-24, Texas

HAuUNTcon 2005, Adam's
Mark Dallas Hotel, Dallas,
Texas. Pre-show bus tour is
April 20 and 21. Convention
and tradeshow include: 2
Days of Actor Training
Classes and Workshops.
The Haunted Garage Sale, and
Hearse/Parade Car Rally.

Registration is $50. Mail a
check or money order to:
HAuUNTcon, PO Box 220286,
Charlotte, NC 28222, or pay
by PayPal to
Info@HauNTcon.com.

Contact: Haunted Attrac-
tion Magazine, 704-366-0875
or www.HAuUNTcon.com.



