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Preface
Selling Local Foods in Missouri

Selling is as important to fruit and vegetable growers as a high yield. Producing fruits and vegetable
crops is often relatively easy, but finding a market or optimal combination of markets can be
challenging. Low transportation costs and the ability to produce vine-ripe, fresh fruits and vegetables
give Missouri growers a competitive advantage in marketing many types of vegetables. Season-
extending technology, such as high tunnels, can expand the growing and marketing windows of many
Missouri-grown fruits and vegetables. Missouri growers can grow varieties and types of fruits and
vegetables that cannot be found on the average supermarket shelf.

Many market outlets are available to Missouri growers. These include community farmers’ markets, “u-
pick” (pick-your-own) sales, on-farm or roadside markets, wholesale produce auctions, restaurants,
institutional sales, marketing cooperatives, supermarket sales and community-supported agriculture or
subscription farming.

Selling Local Foods provides beginning growers, and existing growers that would like to diversify, with
general information and tools to make important production and business decisions. Selling Local Foods
will help you make informed decisions regarding new crops, diversifying your current operation, or
adding value added products, and help you determine the best venue for selling your local crop.



Selling Local Foods puts you in the fast lane for success as a commercial producer. So be sure to
take the first four modules, since these offer you a solid foundation for your dreams and plans
of becoming a commercial grower.

Here’s what they offer:

e 90 minutes will fly by in our Business Planning, Budgets and Liability module. Business
planning provides information and resources for anyone in or considering commercial
production. You’ll also get hands on experience writing your business mission
statement, business plan and goals.

e Food Safely and Food Label Claims functions hand-in-hand with Produce Care and
Management. Food Safety is a fast-paced, 90-minute session that will cover best food
safety practices from your field to market. Produce Care spends a quick 30 minutes
providing details and resources to make sure your production efforts arrive at market in
top form to command the best price! You must get these two modules so you can
navigate regulations and deliver the freshest and safest products to your customers.

e If you sell direct-to-consumer, through a distributor, have a farm stand, or sell through
any other venue, Customer Service and Merchandizing offers a wealth of customer
service and marketing tips and resources in this 45-minute module. Communication and
relationships are key — no matter where you sell.

Did you know: research has proven that selling through multiple venues is the No. 1 key to
profits for most successful local market growers? So we offer you nine, 30-minute modules,
each providing an overview of different sales venues. These modules will guide you through
the ins and outs of selling -- from Amish and Mennonite produce auctions to agritourism and
farm stands. Take advantage of as many modules as you can; they will help you make informed
decisions and choose sales venues to put money in your pocket, right from the start.

Our sales venue modules include:

e Selling at Farmers’ Markets—Have you dreamed about one day selling at a farmers’
market? Come to this session to learn about the advantages, and yes, disadvantages of
selling at a farmers’ market. We’'ll provide you with information you need to decide if
selling at a farmers’ market is right for you.

e Community Supported Agriculture (CSA)—Why do a CSA? What are some of the
common misconceptions regarding CSAs? Did you know there are multiple CSA
business models, and advantages and disadvantages related to each? After you
complete this module you’ll know ways target, develop, grow and retain your CSA
customers.

e Produce Auctions—How did produce auctions get started? How many auctions are in
Missouri? Who do | contact? What are their regulations? Facilities? Come learn about



the many facets of selling at a produce auction. Find out how an auction might be a
great venue for your products.

Selling to Institutions—What is an institution? There are more kinds that you might
think. In this mocule you’ll discover how to you can get your foot in the door and the
benefits of partnering with different types of institutions. You’ll discover how selling to
an institution can foster community relationships and open the door to a variety of
other marketing channels.

Selling to Restaurants—Our Selling to Restaurants module will describe all of the
benefits and unique opportunities associated with selling to restaurants. You'll hear
directly from chefs what is important to them and how to get started. We’ll include
some key resources to make planning and communicating with chefs just that much
easier.

Selling to Grocery Stores—This session will provide you with some key tips for selling to
grocery stores. This module will dive into the specific topics you need to consider if you
sell to grocers including producer-retailer relationships, pricing, packaging, quality, and

quantity.

Selling Wholesale/Food Hubs—Learn about the different types of wholesalers and the
advantages of marketing through distributors. We’ll explain food hub classifications and
identify potential challenges you might face when selling to wholesalers so that you are
prepared. Wholesale appeals to many farmers because it allows you to focus on what
you’re good at - production.

Kitchens and Other Local Foods— Did you know that the percentage of meat in a
product determines which regulations you need to follow? This module will detail the
ins and outs of regulations for jams and jellies to pasta and eggs, meat and jerky. While
many farmers think of local foods as produce, you will find that there are other products
that you can sell locally.

Agritourism, Farm Stands and U-Pick—This session will explore the crossover between
agriculture and tourism industries. You will learn about key ways you can adapt your
farm and growing practices so that you can participate in the agritourism industry
through u-picks, farm stands, and events.

Don’t get surprised by the unexpected. Learn, plan and be proactive to ensure your success
whatever sales venues you choose.



In this section

= Benefits of selling to institutions
* Ways to be competitive and break into the market

* How working with a local institution can be beneficial to a whole
community

* How to grow your business through upselling.

What are institutions?

' *Schools
*Hospitals
*Colleges
*Prisons

Selling Local Foods
In Missouri
Selling to Institutions

UNIVERSITY OF MISSOURI

Extension

In this section of the Selling Local Foods curriculum, we
will talk about the different methods for selling to
institutions. You will find that this can be a great way to
increase your yearly sales and that it is an attainable
project for anyone regardless of your farm size. Part of
running a competitive business is continuously seeking
out new ways to push your product out to new potential
consumers. The fact that you have decided to sit down
and learn more about selling to institutions shows that
you are committed to growing your business through
upselling.

The word “institution” can seem kind of intimidating
when you are used to selling mostly at market to people
in your area. When we say institutions, we are talking
about schools, hospitals, colleges and prisons. In the state
of Missourij, there is a statute that allows for geographical
preference to Missouri grown items. It used to be called
“Farm to School” (FTS) but was changed in July of 2016 to
“Farm to Table.” Essentially, this piece of legislation
encourages all food service and restaurants across the
state to purchase and serve Missouri grown produce. So, if
you try to sell to in-state institutions, they will be more
likely to purchase from you because of the legal
incentives!
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Why?

= Further community
education

* We have an app for that!

—Seasonal and Simple for
Foodservice I 0]
Seasonal

= Great for schools but can | 40 simple
also apply to other
institutions

The graphic on this slide was created after a USDA survey
of all of the school districts in the United States. The
survey shows that 5,254 school districts - a total of
42,587 schools across all 50 states and Washington
D.C. - participate in farm-to-school activities. They might
serve local food in the cafeteria, hold taste tests or take
students on field trips to local farms and orchards.

During the 2013-2014 school year, these schools
purchased $789 million worth of local products from
farmers, ranchers, fishermen and other food producers.
That is a 105% increase from the $386 millions of local
food purchased in 2011-2012. This dramatic uptick in
farm-to-school collaboration shows that institutions are
increasingly becoming more invested in community
economic development.

Through these partnerships, 23.6 million students at
42% of our country’s schools are engaging with local
farms in some capacity. Part of this incredible trend can
be attributed to legislative efforts. As we stated earlier,
Missouri has a “Farm to Table” statute that encourages
these transactions between institutions and local farmers.
Missouri is one of 40 other states that have these
supportive policies.

One of the great things about selling to institutions is that
if you partner with schools, you can help to further
everyone’s education about local foods. The University of
Missouri has created an app called “Seasonal and Simple”
that helps people determine what local produce is in
season and how to prepare it. If you are selling to schools,
you can tell the lunch professionals, who are in charge of
preparing the food, about this great app which will make
their job easier. Selling to institutions is really about
building up the community and creating close
partnerships with schools. You do have to keep in mind
that you can’t only rely on selling to local schools. Schools
take the entire summer off so relying only on them would
not be a sustainable business model. Consider working
with other institutions and within other markets as well.
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0k, so you have decided you are going to break into the

Getti foot in the d . . .
R e institutions market. Where do you start?

Things to consider when selling:
* Seazonality

= Skills of kitchen staff

* Cost

You need to consider a variety of things. The first being
seasonality, Schools are likely going to be in the market
for the top five most consumed types of produce: bell
peppers, cucumbers, tomatoes, watermelon and apples.
You should always try to have these fruits and vegetables
on hand when they were in season but don’t try to force
anything. If none of those products are growing well at
your farm, try another well-liked type of produce.

= Growing for larger clients
* Business Protocols

* Food Safety Plans and Liability  §8
Insurance

Next, consider the skills of the kitchen staff. You can tell
them about the “Seasonal and Simple” app that we just
talked about. But, you can’t control what type of
appliances they have or whether or not their kitchen is up
to code. Offer to work with them to show them how to
prepare each product when you make deliveries.

Determining pricing is going to be a big deal for whatever
market you are trying to break into. When selling to
institutions, we use something called hotel pricing. It’s
kind of a mix between wholesale and retail. Remember
that you are trying to foster local growth and build up a
lasting relationship. It’s important to understand that an
institutional budget won’t allow for retail pricing but an
elevated wholesale price can often times be negotiated in
which case both sides win.

Make sure you look into USDA requirements so that you
are operating within the procurement guidelines and food
safety plan. When you are selling to institutions, it is likely
that your product will end up going to children and sick
people. These are vulnerable populations, so you will
want to invest in liability insurance.
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Understanding Demands

= Pick a month where seasonal foods are bountiful, determine
volumes or amounts needed, and price ranges.

Working with School Districts

* Know the district’s requirements
for accepting a new vendor.

= If school feod services are
contracted to a food service
management company,
additional requirements for
accepting new vendors may
exist

Selling to institutions is similar to selling to restaurants in
that it isn’t a one-time sale. You are making that first sale
with the hopes that it will turn into a regular occurrence.
This isn’t something that you are going to master
overnight. You won’t wake up tomorrow and pack up
your whole farm and drop it off at a local school with the
expectation that they will be able to cut all ties with their
current suppliers and use you forever! You need to start
smaller. Pick something that is in season that you are
good at growing and offer to start with that. When they
decide to take you up on that offer and the first month
goes well, then, maybe next month you add bell peppers
in also. Just make sure that you have a reliable, consistent

supply.

Consider making a spreadsheet of produce that you
expect to grow and reasonable price points that you
would offer these products at. Then, the institution can
plan ahead. They might be inclined to enter into a
contract with you so that you can fill their demands while
still ensuring you will be properly compensated for your
products and services. Do keep in mind that you aren’t
going to get paid immediately upon delivery. It will likely
happen in 30 or 60 day cycles. Don’t bite off more than
you can chew!

Another thing you have to consider is that institutions
sometimes have certain policies put in place that might
slow down the initial partnership. For example, it can
sometimes take a month or two to start doing business
with a school because many districts require that the
board approves all new vendor requests.

Additionally, some institutions will be committed to
contracts with large distributers such as U.S. Foods or
Sysco. They might say that their contract won'’t allow
them to buy anything from you. There is usually about 8%
of free purchasing allotted to them in these contracts. IF
you ever run into this issue, ask if there is any wiggle
room and remind them about the great service your
mutual partnership would do for the community. If all
schools bought 5% of their produce locally, it would be a
huge boost to local economies.
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Working with a School District

* Prepare information regarding packing or grading preferences,

Understand you're not selling at market
* Finding a market for TR -
not s perfect items. v "
* Finding the "sweet
spot” for pricing.
* Understanding your
costs of production.

* Where can you
compromise?

Make Friends!

* Prepare information about your
farm.

* Give references

= Call and make and appaintment

= Be reliable

+ Grow familiar foods that will be
readily accepted,

When preparing to make a delivery, make sure that you
discuss the packaging and grading preferences of the
specific institution. They might not want you to bring all
of your boxes and crates into their space. IF they do want
that, they might require everything maintain a certain
level of cleanliness. You also need to know if they expect
the produce to be graded. They will likely be dicing
everything up and cooking it together but it’s a good idea
to ask ahead of time just in case they do prefer things to
be sorted. A great way to start this conversation is by
asking, “How do you prefer your produce come to you?”
Then they can be very honest about what they expect so
that there is no lapse in communication.

Understand that this isn’t the same as selling at market.
Like restaurants, institutions will be more likely to take
your #2 grade vegetables if they are cooking this.
However, make sure there is no obvious rotting and that
the produce is high quality with a taste that aligns with
your farm’s mission and standards. You may have to be
prepared to adjust your pricing down if you are going to
be selling them a batch of unattractive produce. My
favorite saying for this situation is “If you don’t sell it, you
smell it.” You must be willing to compromise in order to
move your products. For more information on when and
how to adjust pricing to move less appealing products,
look to the Business section of the Selling Local Foods
curriculum.

As you’ve learned about in every other section, the key to
breaking out into the institutions market and making
consistent sales is to make friends. If it hasn’t been drilled
into your brain yet, it will be now - customer service is
king! Go to every new sale prepared. Call and make an
appointment and be sure to show up on time! Have
information about your farm ready to share. This includes
knowing your mission statement off the top of your head
and also being able to provide links to up-to-date
websites and social media profiles that the buyer can use
to do more research about your farm later. Be able to give
references either from other institutions, restaurants or
generally satisfied customers. You can tell someone that
your product is the best all day, but unfortunately your
opinion is a little biased. Being able to hear it from
someone else will make it much more real.

We said that schools will typically want to purchase the
more typical products like bell peppers, cucumbers,
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Shameless Self Promotion

= Can you work to promote with radio ads?
* Press release
= School newsletters

Pcficetf

Add to your bottom line

« Offer field trips
* Host a CSA at the school
* Sell as a bundle

tomatoes and watermelon. If you don’t have those
products, they might be willing to take something else
that you do have. Just don’t try to sell them on a fancy
type of produce. They are going to be much more
comfortable with staples. Remember that many
institutions are relatively new to purchasing local foods.
Be transparent and walk them through everything they
might need to know so that they can feel confident that
they are making the right choice.

Be proud of the work you're doing locally. This helps to
build to the very community that you live in. Think about
ways you can spread the word about your farm. If you are
selling to a school, you might consider asking that your
farm be mentioned in the newsletter. This way, kids are
eating your food at lunch and then bringing home a flier
to their parents who might be inclined to learn more
about your farm and what type of produce you have to
offer. You can also consider writing up a press release to
send to local media outlets. If you are compelling enough,
areporter will pick up the idea and turn it into an article
that will act as a great source of promotion for your farm.
If you have the budget to support it, you can even work to
create a short radio ad for your favorite local station.
Remember that partnering with institutions is a way for
you to reach so many individuals that fall within your
larger target audience. Don’t forget to expand your
consumer base in that way also!

These local partnerships are great for the local economy
but you need to make sure that you are taking full
advantage of it to boost your bottom line. You can ask the
schools that you provide lunches to if they’d like to bring
the students out to your farm for a field trip. You can
charge for the kids to come and give them seeds to plant.
When they go home and tell their parents about their fun
day, the parents might consider coming back as a family
weekend activity.

You can also implement a school garden and help the kids
to “plant their plot”. The seeds they sow could then
become part of their school lunch. You could work with
the school ahead of time so that they can help to select
and purchase the seed and varieties that they want to be
incorporated into the menu. Giving students choices gets
them involved and encourages them to try the vegetables
that are prepared as a part of their lunch meals.
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In order to fully milk the partnership with your local
institution, sell everything in a bundle. Say, “If you buy
from me, I can do X, Y and Z for your school and even offer
curriculum through MU Extension.” This approach will
add credibility and make you seem like the full package. If
they buy from you, the number of things that they will
have to worry about coordinating will go way down.

Breaking into a new market is hard and this change will

Challenges not happen overnight.

* Seasonality

+ Pricing

* Consistency

* Getting Started

Watch out for seasonality. As we said before, the summer
is a big three-month chunk of the growing season in
which schools will not have any demand. Additionally,
when school starts up again, your farmers’ market sales
will likely decrease because parents will be going to
watch their kids play soccer on the weekend instead of
shopping at market. If you consider seasonality and plan
for it, you can work around it. The key is not to put all of
your energy into one market. Work to maintain a
consistent quality and volume of your products and then
promise to offer these products at a consistent price. This
will make you easier to work with and it will make people
more likely to sign more long-term contracts.
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There are lots of resources!
Missouri Farm to School Website
USDA Farm to School

Missouri Department of .p;
Agriculture [ X

Missouri Department of - o, B, 3
Education m ¥y 4

Missouri Department of Health
and Senior Services

Natlenal Farm to School Network

When in doubt, remember to seek out resources. Missouri
is one of the only states in the U.S. that has multiple state
agencies working to further farm-to-school programs.

Follow these links for more information:
Missouri Farm to School Website—
http: //mofarmtoschool.missouri.edu/

USDA Farm to School—
http://www.fns.usda.gov/farmtoschool/farm-school
e Learn about bidding and procurement (local
preference for purchasing).

National Farm to School Network—
http://www.farmtoschool.org/

¢ Find tools and information about FTS programs in
the U.S.

Missouri Government Initiatives—
http://health.mo.gov/living/wellness/nutrition/culinary
skills/
e Read about the Missouri Culinary Skills Institute’s
mission to advance culinary skills of food service
staff in school to support nutritional environments.

AgriMissouri Classifieds—
http://agrimissouri.com/account/classified /browse
e This website is like a matchmaking site where
institutions can list the products they want and
farmers can list what they have for sale.
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Acidified canned food

Better Process Control
School (BPCS)

Clean

Commercial kitchen

Co-packer

Crisping

Farmers’ Market

Glossary of Terms

A food whose ingredients are primarily naturally not acidic (pH > 4.6) that
are acidified with vinegar or lemon juice before canning. This includes
pickled vegetables and other products. To sell these products at room
temperature, a process review and attendance at Better Process Control
School is required.

Better Process Control School is required for selling some shelf stable canned
foods. The course either includes two days (only for acidified foods) or four
days (for selling low acid canned foods).

The removal of dirt and debris.

Typically, this is a food processing facility that uses commercial-size
equipment for preparing food and is typically not a home kitchen used for
regular family use. Note that if a processor needs a food safety license to sell
a particular food, they need to obtain such license for themselves, even if
someone else using the same facility has a license, unless that person is
willing to take on the liability for another processor.

A contracted processing facility that manufactures and packages food
products for a client based on the client specifications.

Refreshing harvested fresh produce in water or sprinkling leafy commodities
with water or ice to restore moisture content.

RSMo. 144.527.2 defines a farmers’ market as “Individual farmers or a
cooperative or nonprofit enterprise or association that consistently occupies
a given site throughout the season, which operates principally as a common
marketplace for an individual farmer or a group of farmers to sell farm
products directly to consumers, and where the products sold are produced
by the participating farmers with the sole intent and purpose of generating a
portion of household income.”

Under this definition farmers’ markets include but may not be limited to:

e One or more producers at any location

e Roadside farm stands or farmers selling directly from their home

e Community Supported Agriculture (CSA’s)

e Agritourism operations

e Any operation where farmers sell farm products from their farms
directly to consumers with a logical pattern

e Both the act of organization or assembly and the individual
participants may be considered farmers’ markets.

It is important to recognize the separation between markets as a common
marketplace and markets as individuals and entities. The laws and
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FDA

Food Hub

Food Safety
Modernization Act
(FSMA)

fresh-cut

GAPs

GFSI

GMPs

Grocery Store

Group GAPs

HACCP

regulations governing a farmers’ market as a common marketplace are
determined by the market’s organizational structure and the activities the
market (organizing body) performs under applicable state and local laws.
The laws governing vendors are determined by their legal incorporation and
the types of products and services they provide under applicable state and
local laws, whether they qualify as a farmers’ market themselves or not.

The United States Food and Drug Administration. Generally, responsible for
regulating all food products other than meat and poultry.

A centrally located facility with a business management structure facilitating
the aggregation, storage, processing, distribution, and/or marketing of
locally/regionally produced food products.

A law signed in January 2011. It includes final rules released in 2015 on
produce safety, as well as processed food safety. This is the first time that
there have been governmental regulatory requirements for selling fresh,
whole produce. More information is available from
http://missourifamilies.org/foodsafety/newsletters/ or
www.fda.gov/Food/GuidanceRegulation/FSMA/default.htm

“...any fresh fruit, vegetable or combination that has been physically altered
from its original form, but remains in a fresh state.”

Good Agriculture Practices. For the purposes of USDA’s GAPs program, GAPs
applies to produce growing, harvest, packing, and transportation. If a
product is GAP certified, the grower has passed an audit that they are using
good food safety produce growing practices. Not that GAPs is not a
regulatory requirement, but may be required by a buyer.

The Global Food Safety Initiative. Some buyers may request that producers
pass one of the GFSI- recognized 3™ party audits for food safety. Some of the
auditing schemes recognized by GFSl include Primus and Safe Quality Food
(SQF).

Good Manufacturing Practices- the basic sanitary and processing
requirements necessary to ensure the production of safe food.
Implementing these is essential to meeting FDA and USDA food safety
requirements.

A market outlet for distribution of local food products for retail sale to
consumers.

A USDA food safety certification program which officially began April 3,
2016. Under the program, growers of any size can be USDA-GAP certified as
a group.

Hazard Analysis and Critical Control Points. A HACCP plan and
implementation program is a regulatory requirement for meat and poultry
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High acid canned food

Hydro-Cooling

Incubator kitchen

Local

Low acid canned food

Natural

Organic

pH

Potentially hazardous

food

Produce Auction

products, seafood, some juice, some vacuum- packed products, and by some
food buyers.

The natural pH of the product is < 4.6. This includes most fruits and naturally
fermented foods. No process review is required but pH records must be
kept.

When warm produce is cooled directly by chilled water, the process is
known as hydro-cooling.

A kitchen facility that can be utilized by start-up or other food businesses.
May also be considered a “community” or “shared-use” kitchen. Note that
generally, if a food product requires a food safety license to sell, the
processor would still need to obtain such license for themselves, even if
someone else using the facility has a license, unless that person is willing to
take on the liability for another processor.

There is currently no uniform national definition for this term. However, if
the term is used, it must be truthful and not misleading. The 2008 Farm Act
defined this term as < 400 miles from the origin.

A food product that has a natural pH of greater than 4.6. This would include
canned vegetables and meats packed in water. To sell these products at
room temperature, a process review, attendance at Better Process Control
School, and commercial retort canning are required.

USDA defines “natural” related to how a meat product was processed,
stating that it is “minimally processed and contains no artificial ingredients.”
FDA does not currently have a definition for natural. However, FDA “has not
objected to the use of the term if the food does not contain added color,
artificial flavors, or synthetic substances.”

For any food product to be labeled as “certified organic” or “USDA Organic,”
they must be certified to meet all the requirements of the USDA National
Organic Program.

A measure of the acidity of a food product, which has a major impact on the
microbial safety of the product, since some organisms do not grow well in
acidic conditions.

Often commonly called “perishable” foods. A food that is natural or
synthetic and that requires temperature control because it is in a form
capable of supporting hazardous microorganisms.

A market outlet for locally produced wholesale products. Fresh produce, as
well as a variety of other agricultural products, are offered for sale to the
highest bidder.
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Restaurant

Sanitize

Trimming

USDA

Water activity

A market outlet for locally produced food to be sold and prepared for
consumption by consumers.

Treating to reduce the amount of bacteria on a surface.

Removing the parts of harvested fresh produce which are most likely to
deteriorate. It removes the dried plant fluid that seeps out after harvesting
which clog the plants pores, not allowing for proper hydration, and it
removes those parts that detract from taste and eye appeal.

The United States Department of Agriculture. Generally responsible for
regulating meat and poultry products and also perform other roles
supporting agriculture, such as conducting Good Agricultural Practices (GAP)
audits.

Water activity is a measurement of the water available for the growth of
microorganisms in a food product. It is affected by moisture content, as well
as salt and sugar content of the product. It ranges from 0 to 1 (distilled water
isawl).
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Marketing Vegetables in Missouri

arketing is as important to vegetable growers

as a high yield. Producing vegetable crops is

often relatively easy, but finding a market or
optimal combination of markets can be challenging.
Low transportation costs and the ability to produce
vine-ripe, fresh vegetables give Missouri vegetable growers
a competitive advantage in marketing many types of
vegetables. Season-extending technology, such as high
tunnels, can expand the growing and marketing windows
of many Missouri-grown vegetables. Missourivegetable
growers can grow varieties and types of vegetables that
cannot be found on the average supermarket shelf.

Many market outlets are available to Missouri vegetable
growers. These include community farmers markets,
“u-pick” (pick-your-own) sales, on-farm or roadside
markets, wholesale produce auctions, restaurants,
institutional sales, marketing cooperatives, supermarket
sales and community-supported agriculture or subscription
farming.

When choosing suitable market outlets, consider factors
such as the volume of produce you will be growing; the
time you have available for marketing during the growing
season; your willingness, time and ability to deal with
customers directly; the perishability of vour crops; price
levels and price stability of the market; and barriers to
market entry and expansion.

Revised by
David H. Trinklein, Horticulture State Specialist, Division of Plant
Sciences

-
AR

Figure 1. Farmers markels pravide an easy, convenient way for producers to interact with people interested in fresh, local fruits and vegetables.

Farmers markets

Farmers markets are excellent outlets for directly
marketing fresh, local produce to people in the community.
Farmers markets support local farmers and promote
healthy eating habits while fostering community
development. Farmers markets are an excellent way for
consumers to connect with food providers. By interacting
with growers, consumers learn how food 1s grown, discover
new types of vegetables and even learn how the vegetables
can be prepared to preserve their nutritional value. Most
consumers shop at farmers markets for freshness, diversity
and the opportunity to support local farmers.

Farmers markets are well suited to small, individual lots
of mixed produce. Strict grading and packaging of produce
are not required, and items grade two or lower can often be
sold with ease. Farmers markets are relatively easy markets
to access and do not require a significant amount of startup
capital. Most farmers markets require vendors to grow their
products within a certain distance from the market and will
often have rules and regulations governing how the items
are sold. A space or booth rental fee may be required to sell
at the market. Most farmers markets are centrally located,
open-air markets within a community, so advertising by
grower-vendors is not necessary. Farmers markets are
compatible with off-farm employment because most
market days occur on evenings or weekends.

Because farmers markets are well suited to small volumes
of produce, they may not be the sole market outlet for a
large-scale vegetable grower. Obtaining a premium price
for produce at a farmers market may be difficult if there is
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competition for the same item. Farmers markets are usually
seasonal and transient, often opening in April and closing
by November. However, covered farmers markets may be
available year-round. Farmers markets require a significant
amount of time for marketing the produce and may not be
an efficient use of time for all growers. Missouri has more
than 100 community farmers markers. To find a farmers
market in your area, consult the Missouri Farmers Market
Association.

U-pick marketing

U-pick, or pick-your-own, marketing is popular for
vegetables such as asparagus, green beans, peas, sweet
corn, pumpkins and tomatoes (Figure 2}. Most growers use
u-pick ro market vegetables for which pickers can easily
recognize harvest maturity. Some growers open fields at the
end of the harvest season to u-pick customers to clean up
thefields.

U-pick marketing of vegetables is not capital-intensive
and works well for perishable vegetables. U-pick lowers
costs for labor, transportation, packaging and marketing
but requires time for supervising customers. In sparsely
populated rural areas, u-pick may not be a successful market
outlet. And because the grower is inviting the public onto
the farm, accident liability insurance may be required.

One of the challenges with u-pick marketing is
coordinating harvest frequency with customer volume.

Figure 2. Pick-your-own marketing warks best with crops for which it is easy to identify harvest matusity.

Grower organizations

Missouri Farmers Market
Association

710 8. Hickory St.

Mt. Yernon, MO 65712
M7-708-1909

Missouri Onganic Association
20547 Greek Road

Bunceton, MO 65237
660-427-5555 or 573-619-9139

Missouri Vegetable Growers
Association

100 E. Newton St., 4th Floor
Yersailles, MO 65084
573-378-5358

Missouri Farmers Union

15593 Road 245

Langdon MO 64446
573-859-4787 or 6680-787-0222

For farmers market locations, visit hip:/agebb.missouri.adu/fmkidir.

-2

Adverdsing is essential to maintain a steady flow of
customers to the farm. Consideration must be paid to
parking and traffic flow on the farm. Pickers must be
supervised and shown the proper way to harvest each crop
to maximize marketable yield without damaging the plants.

On-farm or roadside markets

Many Missouri vegetable growers sell their produce
through on-farm stores or roadside stands (Figures 3 and 4).
This method works partdcularly well in high-traffic areas.
Generally, this form of marketing is not capital-intensive
and is easy to access. The on-farm store can also be used
to sell a variety of products — vegetables, fruits, processed
vegetables and crafts — produced on the farm or from
neighboring farms.

Many roadside markets are seasonal and benefit from
a steady supply of quality produce. Some roadside stands
purchase produce from other growers in the region to
supplement or diversify their sales volume. Operation of the
stand requires labor through the season, and packaging and
grading requirements are stricter than at a farmers market.
Rules and regulations such as health permits, weights and
measures standards, parking, sales taxes, handicap access
and sanitation must be considered before starting the
market. The market should be clean and neatand have a
variety of produce to choose from. Roadside market prices
often fluctuate during the season, based on local supply.

Wholesale produce auctions

Missouri has four wholesale produce auctions. A produce
auction is a marketing cooperative organized as a limited
liability corporation or general partnership. Each auetion
has shareholders, usually growers, who provide startup
capital for the auction. Produce auctions allow grower-
members to wholesale market large volumes of produce
in a centralized facility to a diverse group of buyers.
Grower-members are expected to grade and package their
produce in standardized containers before the auction.
Each auction has specific guidelines for grading and
packaging produce items. The auction often sells containers
or boxes to grower-members. Growers transport the
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Figure 3. Roadside stands and an-farm stores are most successful in high-
traffic areas.

produce to the auction building the morning of the auction,
and the auction commences by midmorning. Growers are
responsible for boxing, unloading, stacking and labeling
their produce items. The auction is conducted in an open-
air shed with wide floor space for loading and unloading
produce. The produce can be auctioned in lots positioned
on carts on the floor or in a drive-through for bulk wagons
or trailers.

Eachlot of produce has a card thatidentifies the type,
quantity, grade and, sometimes, variety of vegetable or fruit
in the lot. This card is the consignment sheet and is read
aloud by the manager or auctioneer before auctioning the
lot. Each tag has a number that identifies the grower. Each
lot is systematically auctioned to the highest bidder. The
auction is designed for wholesale marketing, but small lots
of produce are sold at retail prices in a separate section
of the auction. Since most buyers want larger volumes of
produce, most auctions sell small lots — less than three
boxes of any item — last.

Wholesale produce auctions bring buyers and sellers
together for a short period of time, several times each week.
Most buyers purchase for small supermarkets, roadside
stands or restaurants. The auction does not perform any
postharvest handling or store any produce, because every
lotis sold regardless of price at the day of the auction. Most
auctions have a “no no-sale” policy. However, some auctions
choose to seta price floor or minimum acceptable price
for each lot of produce. A commission of 9 to 12 percentis
deducted from the sale price of each lot to fund operating
costs of the auction and salaries of the market manager,
clerks and other workers in the auction.

Produce auctions are an efficient market oudet for
growers who don’t have time to market their produce.
Both top- and low-grade produce can be sold at the
auction. Transaction costs are lowered because produce is
transported to a central facility for market. Most produce
auctions will only sell produce grown within a 100-mile
radius of the auction facility: Produce grown outside
the 100-mile radius is considered “shipped or imported
produce” and is usually auctioned after local produce.

Wholesale produce auctions serving Missouri growers

Barton County Produce
Auction LLC

869-A NW 30th Lane
Lamar, M0 64759
H7-681-0123

Four County Produce Auction
1162 NE 1400 Road

Windsor, M0 85360
660-684-6844

Highway 60 Produce
Auction LLC
Seymour, MO 65746
A17-935-2791

C-Highway Produce Auction
Short State Highway P
Seymour, M0 65746
417-859-3509

Leadmine Produce Auction
Central Missouri Produce 839 State Road T
Auction Inc. Tunas, MO 65764
37808 Highweay E M7-993-0086
Fortuna, MO 85034
660-337-6227 North Missouri Produce
Auction LLC
Clark Produce Auction LLGC 32633 State Highweay F
1966 Highway Y Jamesport, MO 64648
Clark, MO 85243 660-634-6844
860-264-4555

For more information about wholesale produce auctions, visit
hiip:/agebb.missouri edu/hori/auction

Growers who wish to sell produce grown more than 100
miles away should contact the market manager before
bringing produce to the auction. During the peak growing
season, most produce auctions have two or three sales per
week. Often, special auction events are conducted for items
such as flowers, bedding plants, small animals, hay or straw,
and crafts. The auction system is well suited to reladvely
nonperishable vegetables and fruits. Given the nature of
the auction system, prices can vary, but an auction with
low prices is often followed by auctions with high prices.
Average seasonal prices for produce at most auctions

are usually above wholesale final market prices or prices
received from supermarket contracts. Growers should use
the auction system throughout the growing season to get
the most out of the changing prices.

Marketing cooperatives

Although wholesale produce auctions are marketing
cooperatives, other forms of marketing cooperatives
can be established in Missouri. Growers ina region
who produce similar types of vegetables or use similar
growing practices, such as organic, may consider coming
together to form a cooperative. A cooperative is a business
organization owned by grower-members. Cooperative
ventures can be organized as partnerships, corporations,
cooperatives or limited liability companies. In Kansas, for
instance, eight growers formed a community-supported
farm that offered a wide variety of crops and served a
larger number of members than could have been done by
individual producers. In northeast Iowa, a small number of
growers cooperatively own a packing and grading facility
and a delivery truck that serves nursing homes and other
insttutonal customers.
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Cooperative marketing can offer many benefits to
growers. These include specializing in vegetable erops best
suited to their soil type, labor availability and management
skills; marketing a larger volume of production, which
reduces the marketing cost per product and allows
access to new markets, such as wholesale distributors;
complementing their own skills and abilities with other
necessary production, grading and marketing skills; and
spreading investment costs in equipment and facilities
among a larger number of producers. Most wholesale
market outlets desire a consistent quality and quantity
of produce. The cooperative structure allows growers to
sequence their planting to maintain a steady supply of
produce for each market. Using a cooperative, growers
are able to label and differentiate their produce. The
cooperative can help with harvesting, processing, cooling
or freezing, packaging, labeling and transporting produce
to market. Growers market a specific quantity of produce
through the cooperative reladive to how much they have
invested. The cooperative has a market manager who
coordinates production and seeks new markets for the
cooperative. With a diligent market manager and a larger
volume of produce, each grower-member spends less time
marketing relative to producing the crop. The cooperative
can purchase input items, such as fertilizer or seed, in bulk
quantities, resulting in significantly lower prices. Labor and
equipment for planting and harvesting can be pooled and
shared among members of the cooperative.

Depending on its size, a cooperative can have significant
capital requirements, such as packing equipment, freezing
units and coolers. For the cooperative to succeed, growers
must work together and pur aside self-interest. A marketing
agreement among members that specifies the type and
volume of vegetables sold by each member must be
implemented. Some cooperatives do not take possession of
members’ produce but serve only to connect members with
buyers. Cuality control is essential, and the cooperative
must enforce grading and packing requirements. Growers
should use the cooperative as the dominant marketing
outlet for their vegetables. Growers considering any form
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of cooperative entity should read The Farmer’ Legal Guide
10 Producer Marketing Associations by Doug O’Brien and
co-authors (see the Resomrees section) and should seek expert
legal assistance.

Community-supported agriculture

Community-supported agriculture farms (CS As)
appeared in Missouri in the mid-1990s after being imported
from Europe and Japan to the Northeast in the mid-1980s.
CS As are community farms where consumers interested
in healthy, safe food enter into an economic partnership
with growers seeking stable markets. Consumers pay in
advance for a whole season of produce with a membership
fee ranging from $300 o $600, depending on size of share.
In return, members receive a supply of six or more varieties
of vegetables on a weekly basis from roughly mid-May until
October.

CSAs have traditionally had core groups of consumers
who take on some tasks of planning, organizing and
other labor — weeding, hoeing, harvesting, marketing,
distribution, coordination — in addition to the membership
fee. The benefits to growers include sharing the harvest risk
with members who join knowing they may receive reduced
harvests or variety depending on weather conditions or
other problems. Traditional CSAs excel at ereating loyal
customers and friends, resulting in tremendous community
partnerships.

A more common form of CSA in Missouri is subscription
farming, which normally eliminates the work requirement
for members. These CSAs may charge an advance fee for
the entire season, or growers may opt to have a nominal
membership fee with weekly or monthly invoices for the
market basket provided.

In either form, the greatest benefit of CSA is the
financing available from upfront membership fees, which
enables the grower to buy seeds, supplies and labor.

CSAs require excellent management skills. Planning
is essential to provide the expected variety and quantity
of crops through a 20- to 24-week season. Growing such

Figure 4. Roadside stands and an-farm stores shoufd be clean and neat and offer a variety of produce.

ge22d page 4

University of Missouri Extension
232



Tahle 1. Summary of market outleis for Missouri.
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Suitable for large volumes No No Yes Yes Yes Yes No Yes No
of produce per grower?
Marketing time required High Medium High Low Low Medium Medium-— Low Medium-—
by individual grower High High
Degree of grower contact with High High High Low Low Low High Low Low
consumers
Suitable for very perishable Yes Yes Yes No Yes Yes Yes Yes Yes
vegetables?
Price stability Medium Medium High Low— High High High High Medium-—
Medium High

a wide variety of crops — usually 60 or more dilferent
vegetables, herbs, fruits or other crops — throughout the
growing season requires knowledge of different growing
techniques and carefully planned planting and harvesting,
in addition to extra labor. By charging weekly or monthly
fees based on the marketvalue of vegetables provided,
subscription CSAs exert less pressure on growers to supply
a good variety every weel than traditional CSAs. Growers
considering developing a CSA should have several vears

of vegetable farming experience and good planning skills
to manage the variety of crops, planting and harvesting
schedules required to produce vegetables for 20 to 24
weeks. Growers considering a traditional CSA arrangement
should also be adept at managing members’ labor to malke
the most of the member work requirement.

Some growers form cooperative CSAs with other
vegetable growers or producers of eggs, meat and honey.
Such arrangements allow producers to specialize in
different crops that are better suited to their land assets
and management skills. Cooperative partnerships can take
a great deal of time to plan and manage, but much of this
can be done during the offseason. CSAs in general have
medium to high marketing costs but can help stabilize
farm incomes, minimize risk from specific crop failures and
provide outlets for extra produce. CSAs are almost always
used in conjunction with wholesale outlets or farmers
markets to diversify funding sources.

Restaurant and institutional sales
Selling to chefs and institutional food services can help
growers diversify their markets. T’he most likely market
targets are independently owned and operated restaurants
that frequently change menus. Many are upscale restaurants
that depend on high-quality ingredients to serve a
sophisticated and discerning clientele. Such restaurants
tend to use alimited amount of product and have little
storage space on site, which means they need multiple
deliveries each week. Lower-priced or high-volume
restaurants can also be potential clients, particularly for
highly perishable items that suffer from long shipping

distances, such as tomatoes or strawberries. With today’s
food trends, many chefs feel market pressure to source
locally produced, high-quality products.

Benefits of marketing to chefs include a higher wholesale
price if the product is delivered to the restaurant; a larger
sales volume than retail sales, resulting in lower marketing
costs; a market for unique and highly perishable products;
and exposure for the farm’s product to a wider audience,
particularly if the chef uses the farm name and productina
marketing strategy.

Anintangible benefit of selling to chefs is the invaluable
feedback that growers get from food professionals, who
may recommend earlier harvesting or different postharvest
handling or packaging. o sell to chefs, growers need to
have good postharvest handling and sorting, grading and
packaging capacity. Growers will also need to be able to
provide a standard business invoice that can be entered
into the restaurant’s accounting system and, in most cases,
cannot expect payment upon delivery. (The exception is if
growers can receive credit card payments. Setting up sucha
systemn can have multiple advantages in working with large-
volume customers.) Growers should also consider that chefs
have a schedule almost opposite their own — chefs finish
cleanup from dinner service after midnight — which means
farmers need to be able to accept orders by email, fax or, as
a last resort, an answering machine. Growers should also be
able to provide advance product price lists and availability
on a weekly basis.

A greatway to break into restaurant sales is to offer chefs
samples of products to find out if your products are high
enough quality for them to use. Chefs expect products they
order to be delivered as promised and need to know about
crop shortages far enough in advance to order replacement
products from other distributors. Never deliver to a chef
during lunch or dinner service (11 a.m. to 2 p.m. and 5 to 10
p-m., respectively) or vou are likely to lose the sale because
of the inconvenience to the chef.

Another potential marketing outlet is institutional food
services, such as campus dining, elementary and secondary
school cafeterias, hospitals and nursing homes. Many of
the benefits and rules about selling to chefs also apply here.
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Note that most food services will require product Liability
insurance, standard packaging and grading, and readable
invoices. Many food services use a purchase order system
that can require a grower to be approved as a vendor before
an order can be placed, unless the grower has a credit card
systemn in place. Food services generally pay the standard
wholesale price butare often interested in contracting for
product throughout a season, which can balance out price
fluctuations from week to week. In addition, to protect
themselves from legal claims, many food services require
thatsuppliers have a hazard analysis and critical control
points (HACCP) safety audit system in place.

Direct store sales

Regional wholesale marketing of vegetables to chain
or independent supermarkets is a viable marketing cutlet
for both large- and small-scale vegetable producers
in Missouri. Many consumers request that their local
supermarkets buy locally grown produce. "I evaluate this
market outlet, identify all food retailers in your area, and
visit or call each store to determine if they are interested in
purchasing locally grown produce.

Direct marketing to supermarkets eliminates the need
for a broker and allows growers to label their produce.
Large-scale producers can market large lots of produce
by selling wholesale to a supermarket. Small-scale
producers can fulfill the demand for niche produce items
that supermarkets cannot purchase through traditional
wholesale channels. Many upscale or specialty supermarkets
mav he looking for premium, farm-fresh produce items,
such as organic, ethnic, heirloom or baby vegetables.

Harvest scheduling is crucial for marketing to
supermarkets, since produce cannot be delivered to market
every day. Supermarkets require a consistent supply and
quality of produce. The labor or equipment to harvest
produce on a timely basis must be available, and coolers
mav be needed to preserve postharvest quality and for
short-term storage. Most supermarkets require product
liability insurance, and some require growers to attend
food safety training, to have a third-party auditor and
to have specific requirements for harvesting, packaging
and handling produce. For example, most supermarkets
require the items to fit on a 40-by-48-inch pallet for ease of
handling in the warehouse or store.

Some supermarkets will accept locally grown produce at
the local store, and others may require the produce to be
delivered to a central warehouse facility. Contact the local
produce manager from the supermarket you are interested
in selling to, and establish a relationship with the buyers.
Buyers may wish to inspect the farm and discuss production
practices used to grow the crop. Prices for produce are
negotiated with each buyer, but price levels do not fluctuate
significantly.

Food Safety Modernization Act (FSMA)
The FSMA was signed into lawin 2011 and establishes
minimum standards for food safety. [t was prompted by
the report of many food-borne illnesses prior to that
date and represents the first major revision of food safety
laws since 1938. The goal of the FSMA is to ensure a safe
supply of food by shifting government emphasis from
reacting to food safety incidences to preventing them.
As food suppliers, vegetable growers with annual sales of
more than $2 5,000 are subject to the terms of the FSMA
and must become familiar with it. Visit www. fda.gov/
Food/GuidanceRegulation/FSM A/defanlt. brm for more
information.

Good Agriculture Practices (GAP)

"T'here are several types of GAP certification; all are
aimed at ensuring that food producers adhere to practices
consistent with the production of safe food. GAP programs
usually are buyer-imposed and set standards for growers
to follow. Various produce marketing outlets may require
GAP certification of some sort. The FSMA is altogether
separate from GAP certification and is nota substitute.
Check with your marketing outlet to see if their vendors
must be GAP certified. If so, your local extension specialist
can provide additional information on obtaining GAP
certification.

Pricing vegetables

Setting price is a critical component of successful
marketing. Vegetable growers have a greater level of control
than most other growers over marketable yields, input costs
and price. The closer a grower is to the consumer, the more
control over price the grower has. Buyers perceive price to
represent value of the product. Underpricing, or pricing too
low, gives the perception the productis inferior, and setting
the price too high often drives customers away. Many
growers make the mistake of setting the price too low at
the beginning of the marketing season when competition is
low and demand is high and then find it difficult to increase
price later in the season. Before setting price, gauge the
level of competition and the consumer demand for your
product. For example, organic produce may have a stronger
demand in urban areas, so prices can be setata higher level.
Also, early-season produce, such as tomatoes, has high
demand with little competition in most markets, resulting
in a higher price range.

"T'here are several techniques for setting price. T'he most
direct method is relative pricing. Relative pricing involves
acquiring price information from competitors and setting
vour price relative to that level. Though a direct, easy way
to set price, this may not be the most profitable method
because individual growers have different production costs
and quality. Local produce is fresh and often vine-ripe,
and should therefore receive a higher price than imported
produce at most supermarkets. So, the price of imported
vegetables can often be used as the base price.
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Cost-oriented pricing is the best method for setting
price for vegetables. With cost-oriented pricing, the
grower needs to know costs of production. When growers
know both the fixed and variable costs of producing their
vegetables, thev can determine the break-even price. Fixed
costs, commonly called overhead costs, are costs that do
not change regardless of the level of production. Land rent,
property taxes and depreciation are common fixed costs.
Variable costs are input costs that vary with each production
season and type of vegetable. Seed, fertilizer, boxes, fuel
and labor are examples of variable costs. Variable and fixed
costs added together are the total costs of production and
can be averaged over the marketable yield to get an average
total cost per pound, box or bushel. Break-even price is the
price for a produce item at a certain level of yield where
total costs are covered. "This is the price floor for a grower’s
vegetables. Selling below this price level for a significant
period of time will lower net income. However, once this
price level is determined, most growers establish a price
margin above this level to secure a profit.

Because most supermarkets, institutions and restaurants
contract with growers, these market outlets maintain
arelatively stable price through the marketing season.
Wholesale produce auctions, farmers markets and roadside
markets experience variable pricing based on local supply
and demand.

Resources

American Vegetable Grower. Toll-free: 800-572-7740.
bitp:/fwww.growingproduce com

Building a Sustainable Business: A Guide to Developing
a Business Plan for Farms and Rural Businesses.
2003, Minnesota Institute for Sustainable
Agriculture. bigp:/fwww anisa. amn edu/Publications/
BuildingaSusiainable Business

Community Supported Agriculture. Alternative Farming
Systems Information Center, National Agricultural
Library. btip:/twww.nal usda. gov/afsic/pubs/csalcsa.
shrml

Community Supported Agriculture (CSA): An Annotated
Bibliography and Resource Guide. 1993. DeMuth, S.
USDA: National Agricultural Library. btep:/fvuww. nal.
wsda.goviafsic/pubs/csalcsadef shtml

Farmers’ Markets: Rules, Regulations and Opportunities.
2002, Hamilton, Neil D. National Center for
Agricultural Law Research and Information Center.
brtp:/nationalaglowcenter.ovg fwp-content/uploads/
asseis/articles/bamilion_farmersmarkets.pdf

"The Farmer’s Legal Guide to Producer Marketing
Associations. 2005. O’Brien, D.; Hamilton, N.D.; and
Luedeman, R. National Agricultural Law Center. begp://
new nationalaglawcenter. ovg/wp-content/uploads/
assets/ariicles/obrien_producermarketing book.pdf

Growing for Market. A newsletter and website for
produce growers. Toll-free: 800-307-8949, batp:/fwww.
growingformarket.coi

LocalHarvest. This website is heavily marketed to
consumers and is a great place to list your farm for
free. Consumers moving to new areas can find u-pick,
farmers markets and CSAs through this site. beep:/fwww.
localbarvest.org

Food Circles Networking Projectis an MU Extension
program that connects farmers and consumers around
local food. The project offers guides to sourcing local
foods and information on creating community food
svstems. beip:Hfoodcircles. missonri.edu

The New Farmers’ Market: Farm-Fresh Ideas for
Producers, Managers and Communities. 2001. Corum,
V., Rosenzweig, M. and Gibsen, E. New World
Publishing, Auburn, Calif.

North American Farmers’ Direct Marketing Association.
Toll-free: 888-884-9270. betp:/frwww. nafdma.com

Marketing Options for Commercial Vegetable Growers.
University of Kentucky Cooperative Extension Service,
publication ID-134. wunw.ca.uky.edulage/pubs/id/fid 134/
id134.bim

Missouri Vegetable and Fruit Growers Database. berp://
agebb.missouri.edu/borigrow

Missouri Produce Auction Report. betp:/lagebb. aunissouri.
edu/bori/anction

National Cocperative Business Association. Information on
forming a cooperative business. bitp://ncha.coop

Sell What You Sow: The Grower’s Guide to Successful
Produce Marketing. 1994. Gibson, E. New World
Publishing, Auburn, Calif.

"The Legal Guide for Direct Farm Marketing. 1999.
Hamilton, N.D. Drake University Agricultural Law
Center, Des Moines, Iowa.

"T'he Pacler. A newspaper and website for commercial
produce growers. Contains wholesale terminal market
price information. "Toll-free: 866-647-0918. bip:/fwww.
thepacker.com

Vegetable Growers News. Phone: 616-887-9008. hrzp://
www, vegetablegrowersnews.com

Original authors: Mary Hendrickson, Division of Applied Social Sciences,
and Lewis W. Jett, Division of Plant Sciences
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