


Executive Summary: Main goals for JM Farms

● Increase awareness and visitation. 
We want these to be increased 
because the farm operates off of 
participants picking their 
blueberries. 



Executive Summary: Reaching these goals:
● We will:

○ Post on social media
○ Use flyers at elementary schools
○ Create a stand at the farmers market
○ Put ads in the Moscow-Pullman newspaper and 

The Arg
○ Partner with campus Fraternities/Sororities 
○ Co Op in the Local Business Partner Program. 



Executive Summary: How this helps
● Current followers be more engaged in what is happening 
● Flyers inform and encourage families to visit the farm for a 

fun activity 
● Farmers market will show locals who JM Farms is and that 

they have a quality product. 
● Advertisements in the Moscow-Pullman newspaper will 

reach older locals who want to know what is happening 
around town.



Executive Summary: How this helps
● The Argonaut will reach students at the U of I who are 

reading their student paper.
● Radio advertising at KUOI 89.3 to reach the broader 

Moscow Community 
● Fraternities and Sororities could host events/activities at 

the farm, and create attraction from the college 
demographic. 

● Co-Op gives JM Farms an easy way to make profit off of 
their leftover berries during the off season. 



Press Release
What this will accomplish:

● Introduce the community to the new 
owners, Jake and Brandy

● Remind the community about the farm and 
its season

● Give interesting facts about the farm
● Provide a future vision of what the farm 

can bring to the community



Press Release
After double checking the contact information to make sure it is current and changing the date, submit the 
press release Tuesday May 12th before 9 a.m. to the following email: editor@dnews.com. 

Follow up by email in a week if they haven’t run the press release.

Persistence is key, but don’t overdo it

mailto:editor@dnews.com


Flyer
● Pricing- At Staples 1,000 flyers will be approximately $230. 

● Co-Op: Seen by local food buyers. 

● Local elementary schools: A.B. McDonald, J. Russell and Moscow Charter
○ Deliver these to the front desk at the elementaries
○ In late May, right before the students get out of school for the summer and before the season 

starts. 

● Also post in local businesses: Bagel Shop, Palouse Juice, Cafe Artista, The Kenworthy, and One World 
Cafe in late June right before the season starts.





Target Audience
- Middle age (30-50) adults with children 
- Old people (50-75)

- Known from Facebook users
- This is the long-time residents of the Palouse community, 

and are the people who will find the social media posts 
relevant 



Social Media Posts
● $20 a post - Paid Facebook promotions

○ Post these throughout the winter to 
keep the customers interested and 
engaged 

● Post this the weekend after picking season 
ends in on Facebook



Post this on Facebook in early November: Post this on Facebook in mid December: 



Post Opening Day



The Best Young Team in Northern Idaho


