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MDA’s Buy Local Program 

 

 Connecting Farmers with Markets 

 

 Branding Maryland Grown Products 

 

 Increasing Consumer Demand and 
Preference for Maryland Grown 
Products 



Consumer/Retail 
Trends 

 Demand for 
local is very 
high 

 2012 Schaefer 
Center study 
shows 78 % of 
Marylanders 
want Md.-grown 
produce 

 Food safety 
concerns 

 



Maryland’s Best 

 More than 52 percent of the 5.7 
million Marylanders are now aware of 
Maryland’s Best (University of 
Delaware study, 2010)  

 

 Preference for Maryland-grown 
produce has increased by 37 percent 
since 2006 (Schaefer Center report) 



Maryland’s Best Web Site 

 www.marylandsbest.net … is growing, improving 
 
 December 2008 – 2,845 visitors 

 
 In 2012 – 41,400 visitors, visited 52,600 times 

 
 Since 2007 – 159,370 visitors, visited 211,617 times 

 
 Advertising has reached more than 800,000 Marylanders 

 
 Web site updates including smart phone friendly access in 

2013 through USDA Specialty Crop Block Grant 
 

 Connecting consumers with farmers & 
sharing the farmers stories 

 
 
 

http://www.marylandsbest.net/


Web Site Functions 

Featured Promotions 

Searchable Database 



2013  
Advertising & Promotions  

 WYPR Public Radio 

 Washington Post Digital 

 Online target demographic 
advertising, retargeting advertising 

 Facebook, Twitter, Google, YouTube 
channel 

 Trade press – The Packer, Produce 
News 

 

http://www.youtube.com/user/marylandsbest1
http://www.youtube.com/user/marylandsbest1


2013 
Advertising & Promotions  



2013  Maryland  
Promotions by Month 

 January/February – CSAs 
 February – winter farmers markets 
 March – meat, nutrition month 
 April –nurseries & garden centers, poultry 
 May/June – eggs, strawberries, farmers’ markets, 

milk 
 June - wine, dairy 
 July/August – Buy local challenge, watermelons, 

farmers markets 
 September - Apples, farm to school 
 October/November – Ag-tourism, turkeys, 

pumpkins 
 December – Christmas trees 

 



Connecting Farmers with  
Grocery Retailers 



Connecting Farmers with 
Grocery Retailers 

Maryland Farm Tours 

Harris Teeter Local Produce Buyer at Homestead Farms 



Connecting Farmers with 
Grocery Retailers 

 Trade shows: Including PMA’s Fresh 
Summit- largest produce expo 

• 20,000 Participants 
 
• Decision Makers from Nearly all of the Grocery Retailers 



Connecting Farmers with  
Grocery Retailers 

 Advertising in trade publications 

targeting retail buyers 

 

 In-Store Promotions 

 

 Partnerships in  

promotional campaigns &  

advertising to increase  

consumer demand 



Connecting Farmers to  
Consumer Markets 

Buyer-Grower Expo– connecting farmers 
with buyers from grocery retailers, 
schools, restaurants, and institutions.  

• 350 Participants 
 

• 60 Farms Exhibited 
 

•146 Buyers Attended 
 

• 98% of Exhibitors 
reported potential sales  



Connecting farmers with 
Restaurants 

Dine Downtown Baltimore’s Farm to Table Event 

The Georgetowner’s Chefs Go Fresh Motorcycle Tour 



Special Promotions 

Mar-Delicious Watermelon Promo in New England 



Special Promotions 

Mar-Delicious Watermelon Promo in New England  

• Targeted radio advertising 
 

• Watermelon Queen promotion 
with Boston Red Sox and 
interview during game 
 

• In-store promotions with 
partnering grocery retailers 
 

• Sales of Mar-Delicious 
watermelons went from 
$298,008,693 in 2011 to 
$362,116,185 in 2012 during 
promotional period 
 
 Mar-Del Watermelon Queen Terra Tatman 



Special Promotions 

Maryland Farmers: Faces of the Land Exhibit 

•Strategic Promotions 
targeting decision makers 
 

•Photograph exhibit at the 
Miller Building in 
Annapolis 
 

• Features farmers from all 
types of agriculture and 
throughout the state 
 

• Promotional event to 
highlight agriculture to 
policy makers and their 
staff  



Consumer Promotions 

Buy Local Challenge 

• Pledge to eat at least 
one thing from a MD farm 
each day 
 

• Kick off with Governor 
O’Malley’s Buy Local 
Cookout 
 

• 5,000 Marylanders 
pledged to participate so 
far 



Consumer Promotions 

Trail Passport Ice Cream Trail Signs 

 
• Ice Cream & 
Geocache Trail 
 

• 8 Creameries on 
the Trail 
 

• 200 Completed 
Passports in 2012 
 

• Stamped 
Passport at each 
location  
 

• Maryland Dairy 
Industry Trivia 
 

2013 Maryland’s Best Ice Cream Trail 



Plans for 2013  
and beyond…… 

 Continuing specialty crop advertising to 
Maryland consumers 

 Maryland’s Best Restaurant Award 

 Update web site to increase user-friendliness 
& mobile responsiveness 

 Ag-Tourism Sign Program and Kick-off Event 

 In-store Maryland apple promotion 

 New Cut Flower Web site and promotional 
materials 

 Additional Special Promotions 

 



Thank you 

 Questions? 

 
   Stone Slade 

   Agricultural Marketing Specialist, MDA 

   410-841-5779  

   Stone.slade@maryland.gov 

 


