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Trish Dennis, Owner, Danielle Lee, Marketing/Event Coordinator,
Indigo Lavender Farms Indigo Lavender Farms
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Marketing Plan Agenda & Resource Modules:

—

o 1. MarketPlanning

Overview

Branding

o 2. MarketResearch
*  Customer
* Industry
*  Target Market
*  Competition
o 3. FourP’s- Product, Price, Place, Promotion/SWOT
o 4. Marketing Options/Content Calendar
o 5. Social Media/Email Marketing
o 6. Revenue Streams/Return oninvestment

o 7.PulsePoll

o Helpful Resources List

According to Modern Farmer, lavender is

one of the 5 most valuable crops You can
orow n the United States




Marketing Planning Basics

ADVERTISIMG BRANGING
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MARKETING
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SYSTEM
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Businesses exist because they have customers.

You have customers because you successfully meet their
customers needs or wants at a profit.

Businesses are successful when they make a commitment to
marketing that drives sales.

Marketing is successful when there’s a written and decisive set of
strategies that will position your business in the marketplace
based on industry and target market research.

Your marketing plan is the foundation of your business.

Strategic marketing ts about driving the right activity to the right audience at the vight time.




Lavender Marketing Plan 1 Minute Pulse Poll

Q1: On how many platforms do you sell your products/services now? Choose one answer:
O One
Q Two
QO Three
O Four or more

Q2: Do you currently have a marketing plan or set of written strategies to position your business, products, and servicesinthe marketplace?
O Yes
O No

Q3: Whetheryou have a plan now or not, what portion of your marketing plan do you, or would you, find most difficult to write down on paper?
Choose as many as applicable:

WBranding (Image, Style, Colors, Fonts, Packaging, Signage)

U Market Research (Customer, Industry, Competitor)

U Four P’s (Product, Price, Place, Promotion)

U Social Media/Email Marketing (Content, Images, Scheduling)

L Budget/Return on Investment (Expenditures vs. Profits)

Q4: What doyou think s the top social media site for agritourism? Choose one answer:
U Twitter
U Facebook
Ulnstagram
U Pinterest

LAVENDER
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Branding

Your Market Position, Branding, Imaging, Packaging, Marketing 7 : 'ﬂ"ﬂlll

Strategies & Tactics should all be aligned. ol \l '
Create Brand guidelines to keep your marketing consistent and
solidify your market niche.

Branding Best Practices:
o Choose 2-3 fonts and stick with them

o Define your color palette, pick one that works best for you,
there are many different“lavender”palettes to choose from.

o Consider your Brand Voice everywhere

o Image - develop an image style that is consistent with brand, =0 A [...ul ey IR iﬁée" N TIEERT
price and customer expectation g v :"_'-——-
nulmuu"""".. e

o Website, Packaging and Signage should be aligned with brand.
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https://www.canva.com/colors/color-palettes/

Marketing Plan

Research Customers, Industry & Competitors




Customer Research

Demographics
o Age - different age ranges have different buying habits

o Gender- men & women have different buying habits
Product Testimonials

Post research questions

o Location - customer proximity to business on Facebook, Instagram, blog

o Education- may indicatelevel of tech use

Face-to-face

o Occupation - age, income impacts buying behavior
P 9 P ying Phone interviews

Psychographics Email/Mail interviews
Online/Phone/Email/Mail Surveys

o Lifestyle - music, movies, art tell a lot about lifestyle
o Interests — hobbies, and causes impact buying habits

o Recreation - what do they like to do, scrapbooking, camping,
backyard gardeners, weekend chefs.

Owce gathered, all veseareh will help you get a clear picture of the
buying behaviors and spending patterns of Your deal Custoner.
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Industry Research

Research from Statista.com:

v U.S. consumers survey found 74% of women in study likely to
buy home fragrance products

v U.S. consumers found “Feeling Relaxed” main motivator for
purchasing home scent products

v U.S. consumers survey found 40% of study preferred buying
natural, and organic personal products

v U.S. household expenditures increased to highest in decade
for fragrance products 2007-2019

v Men's grooming market size growing to 81.2 billion U.S.
dollars worldwide during 2018-2024

LAVENDER
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Footer:

Indigo Lavender Farms Hydrosol | My Site (squaresite) 9



https://www.statista.com/
https://indigolavendershop.square.site/product/hydrosol/590?cp=true&sa=false&sbp=false&q=false&category_id=3

Target Market

Predominantly females,ages 20-70, who are 74% more likely to purchase our products
Who purchase fragrance products that are high-quality, natural, organic, or vegan.

Choosing simple design aestheticin sustainable packaging, as many have values and
beliefs with preference for eco-friendly goods.

Developing products/services to attract “the buyers who drove fragrance sales in the
industry to record highs,” as a large percent of them engage ecommerce shopping all
year round and are in web communities and participate heavily in social dialogue (such
as attend workshops, give reviews, add likes, and adore unboxing videos, and product
videos in general).

Wholesaler purchasesfrom Faire.com, Social Media, Etsy.com, and Retailersreaching
outdirectly.

Analyzing the “voice” of my customersfrominteractionsin person, social media, and
testimonials, and applying theirfeedbackinto the marketing plan.

LAVENDER

LAVANDAURA o
(oot fape

"I absolutely love these candles.
They burn clean with a subtle
scent that does not overpower.

They make my room cozy and homey

on those chilly winter evenings."

- Pamela

THANKS!

LAVANDAURA

(rslomen [

"Beautiful scent
smells like snow."
-Joanne

THANK YOU!




Competitor Research

The purpose of market researchis to identify:

o Your Competitive Advantage-What makes you better

o Your Customers-Who will buy your product? than or different from the competition?
o Your Market Niche - Who is your competition, o Where will you Sell (Location) - Where will you sell your
and where do you fit into the market? products to reach your target customer?
o Your Prices- What prices make you competitive? o How will you Sell - How will you sell your product to
your target customer (direct/indirect)
Top Selling Candle Gift Brands - Comparison of Quality/Price/Consumer Acceptance (updated 6/2022)
Top 10 Selling Home Fragrance Gift Lines Strengths Weaknesses Company to "my business"” in Quality/Price/Market Acceptance
1. Ty Product range for wax products Design is limited with dated style Less QualitylLower Price/Retailer Acceptance
2. 5 Product range for wax products Designis limited Less ClualitylLower Price/Retailer Acceptance
3. TH jous | Trending product fragrance/design (Mo weaknesses, just released spa-related Equal Quality - Better Packing/Higher Price/Market Acceptance
4 M Traditional Top Seller in retail Designs appeal mostly to =40 group Equal Quality - Better Packina/Migher Price/Market Acceptance
| Featured at big box home stares Designed to be a low cost offer Less ClualitylLower Price/Market Acceptance
6. W Featured at big box home stores parafiin based, fragrance not essential oils Less QualitylLower Price/Market Acceptance
7. B n Raises dollars 4 good cause Mo weaknesses, dedicated to their "cause” Equal Quality'same Price/E-Commerce Consumer Acceptance
I us Unmatched wax products, tech sve | Traditional top selling but parafiin wax declining |Less QualityBetter Product Range/Lower Prices/Market Acceptance
9 In Brand attracks =30 group Limited line Equal Quality'Same Price/BE-Commerce Consumer Acceptance
10. Froee—roreorrermeerer—eerd [10US  (ESthetic appeals to <30 group Limited line Equal Quality'Same Price/E-Commerce Consumer Acceptance

LAVENDER

How to Lolentify your market niche to lead your suceess

Footer: About | Giftbeat, USLGA webpage: See "Competitor Research Template” Excel 1
O


https://www.giftbeat.com/about-giftbeat

Indigo Lavender Farms

U-Pick for & competitor information, and how

did you apply it to your plans?

the sheer joy
of being in
the fields
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Marketing Plan

Market Plan Product, Price, Placement, Promotion

13



LAVENDER
GROWERS

Determine the best methods of marketing your
goods and services to our customersbased on
our market analysis.

Create a marketing mix using the Four P’s.
v Product
V" Price

v Placement

v

Promotion

( e List Price

-
e Functionality W
¢ Discounts

¢ Brand

e Packaging ¢ Bundling
e Services e Credit Terms
— -

—

e Advertising » Channel

e Sales Force ¢ Inventory
e Publicity e Logistics
e Sales Promotion J L e Distribution
\ J

Wt our customer/tind ustry vesearch compt@ted, let’s Look at the prod ucets, pr’w”m@,

placement and promotions that will be the foundation of our marketing messages.



https://emeritus.org/in/learn/top-4ps-of-marketing-in-2022/

Four P’s Chart Example

LAVENDER
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Market Product Price Product Promotion Product Placement Hashtags
Women age 20-55 |Soy Candles & oz, 11 oz, 3-wick 18 oz, 17 -%35 Social Media FB/INSTA, Email (1-2 x/p/mon), |#giftcandles #giftideas #giftideasforhim
Candle, Giftsets, Eco-Friendly Package Blog (1x p/m), Sponsored Ads (seasonal), |#giftideasforher #giftideasformen #giftideasformom
Postcard Insert ("Thanks 20% off) #giftbox #fallvibes #giftcandles #allfragrances
#holidayhome #candleloversofinstagram
#lavendercandleph #wedding #weddinggifis
Women age 55-70+ |Soy Candles & oz, 11 oz, 3-wick 18 oz, %17 - %60 Social Media FB/INSTA, Email (1-2 xp/mon), [#allhomedecor #gificandles #gifideas #giftideasfo
Candle, Giftsets, Eco-Friendly Package Blog (1x p/m), Sponsored Ads (seasonal),  |rhim #giftideasforher #giftideasformen #gifideasfo
Postcard Insert ("Thanks 20% off), research |rmom #giftbox #allvibes #giftcandles #fallfragranc
possible print ads (MorthforkLl, Northforker, |es #holidayhome #candleloversofinstagram #laven
MNorthforkliving), local POS signage/displays |dercandle #northfork #northforkli #northforker #no
rthforklongisiand #northforkliving #northforkphotog
rapher #ullmoon #pindarvineyardscandleloversofi
nstagram #lavendercandle #northfork #northforkli
#northforker #northforklongisland #northforkliving
#northforkphotographer #ullmoon
Men 20-55 Men's Soy Candles, All Natural, Eco- 317 - 360 Social Media FB/INSTA, Email (1-2 x/p/mon), [#newcandlecollection #newcandles #menscandles
Friendly Package Blog (1x p/m), Sponsored Ads (seasonal), [#menscandlecollection #soycandles #soywaxcandl
Postcard Insert ("Thanks 20% off) es #handpouredcandles #handmadecandles #can
dles #candlesofinstagram #candlesandcandles #lo
calbusiness #smallbusinessowner #smallbusinesss
Upport #smallbusiness
Retailers\Wholesale |Soy Candle Pre-Pack Displays/Props, Min. $300 Trade Shows, Faire.com, Etsy.com, "My Site"|retailer hashtags, instant messenger
brick/morta + onling |Ready Favors wholesale contact form or portal
Social Influencers  |Samples of any online product for review [Any product  |Social Media, Guest Bloggers influencer hashtags, instant messenger, YouTube

"Social Media” includes: instagram, Pinterest, Facebook, and YouTube - Promos use soclal/emall best practices

Now You Rnow who, what, where, anot ow You are selling Your proclucts?

Footer: USLGA webpage: See "Four P’s Chart Template” Excel
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Indigo Lavender Farms

pmducts

igolavenderfarms@gmail.com

LAPERIENCE THE MAGIC OF SUNSET ON THE FARM

Wrealh Making P

TEATERING [00D 1ROM: @lavenderfarming

Py T NS

) ‘.\- B The
o> ’;4 xr/‘“\ RN \\ ‘\‘ Rustic Bluebird www,indigolavender.com
Q\JNMGQJ, 575 ‘ ) T [} CARRYOUT AND CATERING

-:\ y [ N o

FRIDAY NIGHTS Gp - 9pm
View available dates onlune!

‘A 9  You AREIWVITED TO
i 6 Wwé o % Fom
FEATURING FOOD FROM

3 ? Thei=i: s
| Rustic Bluebird .
!} CARRYOUT AND CATERING ~

INDIGO LAVENDER FARMS

51 N. Van Dyke - Imlay City - Ml + 45444
510-417-0909

SUNDAYS @ 1AM~ -

<€D S7
N A7

B
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SWOT

“SWOT"” Analysis is a matrix showing
strengths, weaknesses, opportunities & threats

17



Marketing Plan - Product Positioning, Competition, SWOT

Product

Business

— > 2 om 44 2 —

LAVENDER
GROWERS

SWOT - Sample

STRENGTHS

OPPORTUNITIES

Advantages include a unique mix of proprietary
products, services, and events.

Beneficial trends are home accent & bath goods markets
are growing - USA & Global.

Competencies include beautiful design, high-quality
goods, and impactful gift packaging.

Niches: custom event styling products and paid member
services are possible.

Revenue stems from retail, wholesale, and online, with
some custom guantity orders.

Online Auto ship & Product Replenishment programs

Successfully developing collections, and impactful gift
packaging.

Product lcons attract "groups" of buyers: Eco-Friendly
Minarity/Women Owned business, Cruelty Free.

WEAKMESSES

THREATS

Lack of investment money to purchase greater
inventory & web-tech consultants.

Website development is a bit slow - technology issues to
owvercome - hiring experts is expensive & hard to find.

Lack of staff to help with harvest, packing/fulfillment.

Many successful competitors in industry.

Meed greater profit margins at wholesale level without
compromising quality, need "minimum" orders.

The business climate can change fast, designs change fast
& competitors rise fast, keeping up is difficult.

Improvements will come from investment money to
leverage economy of scale.

Collecting email addresses is regulated. Labeling needs
to comply with FDA, organic labeling needs licensing.

Now You kinow where You FLt tn the

~ > 2 o m — X m

Based on
Research

Based on
Competition
or Industry

marikeet, ano wheve You stand out?

18

Footer: USLGA webpage: See "SWOT Worksheet Template”, “SWOT Chart” Excel




Marketing Plan

Options, Advertising and Content
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Marketing Options, Advertising, and Content Formats

Marketing Options Types of Advertising I.lSt Of content FO I'mats
. @ How-to’s ® Helpful Application / Tool
©  One-on-oneDirect o TV/Cable . @ Content Curation Opinion Post 3
Selling Case Studies @ White Papers
o Radio . @ Charts/Graphs @ Viog
©  PaidAdvertising Fbooks Videos
o SpecialtyAdvertising o Magazines { @ Email Newsletters / Autoresponders Templates

. @ Cartoons/ lllustrations @ Surveys

PublicRelations . QO Book Summaries @) Slideshares
© TradeShows . €3 Tool Reviews € Resources
Online Marketing/Social Media . € Giveaways (13 Quotes
o Shoppers . @ FAQs @ Quizzes
©  Seminars/Workshops/Surveys @ 08&A Session @ Polls
o DirectMail o OutdoorTransit & Webinar @ Podcasts
7\ . @ Guides €D Pinboards
o  E-mail Blasts o Specialtyltems € Dictionary Photo Collage
< @ > “Day in the Life of” Post & Original Research
©  Newsletters . @ Infographics Press releases
o Google AdWords Interview Photos
O  Blog/Articles ; ® : o ‘
5 Lists @) Predictions i
o PressReleases o OnlinePaid Ads Mind Maps @ User Generated Content |

. @ Meme & Company News
Online Game & Timelines

LAVENDER


https://wedcbiz.org/

Best Practices

Best Practices:

ContentMarketing: Contentdeveloped to marketonline

Website/SEO . . . .
Email Marketing: allows sending commercial messagesto a pre-approved group of

people, forthe most part, your current customers. o Reninders. Conctant

Paid Search, contact/matl chimp

Google Ads/
SEM

Content
Marketing . . .
Social media: allows posting contentthat engagesyour current followers, as well as
reach new audiences, to create new “brand fans”whether they buy fromyouyet or not.

F§3rar;_ding Awareness Bullders. Canva/MS Video Editor/ Instagram/Facebook/ Plnterest
ractices

Blog: share articlesthat informreaders about a topic while increasing brand visibility to

S drive increased productand/or service sales. Tople Expertice. wordprese

Marketing
Website: Web pagesand related contentidentified by a common domain name to

Bromote your business, products or services, and tell visitors why, and how, to do

Social Media usinesswith you. It is your conunmerciol Portal. c,omo{d@,/smpifg

Paid Ads: web ads known as, “Sponsored Google ads,”that show up top of search results
with anicon that looks like this: Faid Gooole Adds glven Priority Listing Ad

o Track: marketing successes, repeat those, thentryandadd new ones.

LAVENDER
GROWERS




Content Calendar

1)  Annual Announcements
o Holidays
o Annual Events

o Brand“Values”

2) Monthly Announcements
o Product Promos
o Seasonal Interest

o Agritourism

3) Weekly Announcements
o Reminders
o Contests

o Filler Posts

LAVENDER
GROWERS

DESCRIPTION

PLACEMENT

Annual Post
"Brand Builder”

Happy Father's Day

Happy Father's Day from Indigo Lavender
Farms - share your favorite Dad moment?

Social: FB/ANSTA - Link: Join us for brunch
on the farm to celebrate Father's day!

Week 1

E-Minders for
Customers

Indigo Lavender Farm - join us for
Brunch on the Farm to Celebrate
Father's Day

As our valued customer, we'd like to invite
you to join us on Father's Day is June 18th
for brunch, see the menu and sign up early!

Customer Email: Join us for brunch on the
farm to celebrate Father's day!

Week 1

Monthly Post
"Seasonal Products”™

Lavender Honey, Indigo Lavender
Farms, Herbs De Provence,
Indigo Lavender Farms

Happy Father's Day from Indigo Lavender
Farms - need a gift for Dad?

Social: FB/ANSTA - check out great gits like
Lavender Honey and Herbs de Provence for
Dad - better than a pair of socks!

Week 2

Weekly Post
"Date TBA Posts”

Indigo Lavender Farm imvites you
to the farm Wreath Making
Waorkshops. See your schedule
and sign up early!

Indigo Lavender Farm invites you to the farm
Wreath Making Workshops. See your
schedule and sign up early!

Social: FB/ANSTA - Indigo Lavender Farm
invites you to the farm Wreath Making
Waorkshops.See your schedule and sign up
early!

Week 3

Monthly Post

Weddings on a Lavender Farm -
forever love!

Wedding season is here, see beautiful
ideas from our weddings on the farm!

Social: FB/NSTA/Pinterest - Wedding
season is here, see beautiful ideas from our
weddings on the farm!

Week 4

A Content Calendar helps us tmplement the product/promo to the right audience at the right time.
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Indigo Lavender Farms

oQ Planner
Plan your marketing calendar by creating, scheduling, and managing your content,
Week  Month <  Today > August 2023
Q Sun 30 Mon 31 Tue 1 Wed 2 Thu 3 how you use FB Meta as
o
?
$  Erpmmm— a content calendar
@ ¢ Event regponses * Active
= v 1More
= ) 6:58 AM € 7:00 AM £ 7:00 AM £ 7:00 AM € 7:00 AM
4l I
NNCIC  JARTER LTI
s oF
O -.—gn ¥ ‘QA \m"\ S?l
Archived o A4 i @1 A1 w12 A2 23 P8 A4
&
) 6:59 AM £ 7:00 AM 1)) 7:00 AM = 700 AM D 7:00 AM ) 7:00 AM i) 7:00 AM
1y RO 9 7 ] - TODAY
NCK POULME BRISOFEET
< MAGIC - VIBTE: ROLLERS AND |
DTS RON o1
I Archivad ws Archived Active
Q 7:00 AM £ 7:00 AM B 7:53AM
N WAYE .
& . R
F Dsy‘r‘ : ~-r/.:-¢.r :
LRI &5 L ; "{. B
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Footer:Meta | Facebook 23



https://www.facebook.com/Meta/

Marketing Plan
Social Media and Email Marketing
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Social Media

Social Media providesa dynamic way to build Brand Awareness.

Social media allows posting content that engages your current followers in open communication and enables you
to reach new audiences to increase your “brand fans” whether they buy from you yet or not.

Top SOC|a| Med|a Sltes* by number Of users: NAigo Lavender rarms Virtual four — Perfect tor online marketing'

Facebook: 2.6 Billion active users

lavenderfarming « Follow

enderfarming Check out our new YouTube video!
rience a virtual tour of our farm for weddings and events!

YouTube: 2 Billion active users

el
indigolavender.com

Instagram: 1.1 Billion active users
TikTok: 800 Million active users
LinkedIn: 690 Million active users

#lavender #lavenderoil #lavenderlove #lavenderhaze
#lavenderfarm #lavenderfields #youtube #youtubevideo
i i ) #events #events

#eventslife
2d

Pinterest: 335 Million active users
Twitter: 330 Million active users

o O O O O O O O

Snapchat: 229 Million active users

LAVENDER
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https://influencermarketinghub.com/

Social Media Content

Online Marketing Doesn’t Exist Without Content

O

©)

O

O

O

Social media posts may be text, photos, links, videos, events,
stories, reels, live or presentations. All are intended to starta
conversationor customer engagement, always be transparent.

First and foremost: Tell Your Story - Telling your story will clearly
differentiate your business from others.

Rather than“sell’, consider spending your time adding value by
educating, informing and/or entertaining your followers.

Video, reels and presentations are the growing trend in social,
add video to your social media content calendar.

Hashtags: A hashtag is powerful organization tool! They're like
using libraryindex cards that organize the entire contents of

a subjectallin one place. Using the right hashtags puts your
content with similar content so you are in front of people

who are interested in what you offer!

LAVENDER
GROWERS

Mine includes:

» classic reads

See you in Spring ;)

LAVANDAURA

e chunky knit throws
* okay ... and football

tell your stmj

WL g Jl - |t
=

educate/inform

* warm scented candles
e some mini pumpkins \X/hy is the Fall

sky purple?

According to Sarah Keith
Lewis at BBC Weather,it
is caused by "the optical
illusion of the pink
wavelengths lighting up
the base of the cloud
(due to the low angle of
the sun's rays), and these
pink clouds superimposed
on a dark blue sky. The
combination of pink and
dark blue can make the

ol
AUTUMN

Y

sky appear a deep
purple.” Noel Kirkpatrick
adds "Getting those
purple hues is abo —
'l " shaving just the righ - |
conditions happen at the
right time."

B
= b o
LAVANDAURA

AUTUM

"Everybody's Getting Marrle.d"
Mix-n-Match Wedding Collection
lets you celebrate the Big Day
with the right message for the
happy couple.

*Footnote:Vimeolnteractive Video Fxperience Platform 26



https://vimeo.com/

lavenderfarming - Follow

indigolavender.com

—
L QWK
Y lavenderfarming Check out our new YouTube video!
I Experience a virtual tour of our farm for weddings and events!
) Come see what we are all about.
\
)

#lavender

#youtube

#events #events

g
\ #eventslife
L 2d

your successful
social media
campaigns?

Nesar sase

Bertormance 0 Ad rating
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Email Marketing

Email marketing provides a direct way to send commercial messages to your best prospects — your current customers.

Email marketing allows sending commercial messages to a pre-approved group of people that you have already, for the
most part, conducted some type of business with or they have expressed interest in your business.

The Importance of Call to Action in Emails

Don’t forget to add a“call to action” to your emails, here’s why: : :
Buyer's Journey and CTA's

o Awareness:It helps the conversation (“Visit Us”directs to your site ...) Awareness Consideration Decision

o Consideration:It helps continue the buyer’s journey (“Learn More”)

o Decision: It helps improve customer experience (“Free Delivery”or “Act
Now” or “Quantities Limited”providesincentive to take the next step...)

Learn more Get free
delivery now

LAVENDER
GROWERS

Footer:Call To Action in Emails: The Only Guide You'll Ever Need (unlayer.com),
Resources: MailChimp, Constant Contact 28



https://unlayer.com/blog/call-to-action-in-emails
https://mailchimp.com/
https://www.constantcontact.com/

VENDORS

Indigo Lavender Farms

BANDS

August 5 & 6 10am - 5pm

RIS FREEZIE TREATS ARTIZAMA @) PEACE, LOVE & LAVENDER! Join us for IndigoFest August 5 & 6 from

SUNDAY FOX CANDLES KRAFTY KRAB .

COLOR STREET ORIGAMI OWL August 5 - Ben Traverse « pm - 3pw 10am - 5pm both days. Shop some great vendors, sip lavender lemonade and

THE AMERICAN SNO-WAY THREE GOATS SOAP Augu.stﬁ W‘ Music tham - Ipm listen to groovy music while strolling the lavender fields.

FNRL RESES O SMIPEN ST FL Y » UPICK $18 for one bundle ($15 for Seniors/\Veterans)

TASTEFULLY SIMPLE WHIPSY GYPSY :

YOUNG LIVING SILVER STREAM CUISINE « Buzz About $7.50 (85 for Seniors/Veterans)

PHOENIX AND SNOW FABULOUS FILES PLUS « Under 12 FREE

GREAT LAKES BOTANICAL DAES THAT GIRL CREATIONS :

DENISES DESIGNS PEACEFUL MOON HENNA “FREE kg

RUGGED BEAUTY RUSTIC BLUEBIRD « FREE Farm Tour at 11am & 2pm each day

CARTER'S CUSTOM COOKIES EVER WELD #lavenderfarming #ilovelavender #lavenderfarm #farn

TEABEELLC AUDI & AVA'S BOUTIQUE

OUR SOLEMN BOUTIUL STAS UNCENSORED

GREAT LAKES L EMONADE THE DEUICATE TOUCH do YOU p an
MOTOWN ROCKS KP AROMAS i i
WREN SEWING BLACK RIVER MOON €ma II ma rketmg

campaigns?

ONLINE STORE
LAVENDER

GROWERS




Marketing Plan

Revenue Streams & Return On Investment

30



Indigo Lavender Farms

ell us more about them? Then,
continue to next two slides for
images and ROI discussion.

Y]

Revenue Streams:

B2C: Direct to Consumers
o Farm Store
o Farm Events — Admission/U-Picks/Food/Beverages
o Farm Photography Sessions
o Farm Wedding Events
o Online Store, Etsy.com

B2B: Wholesalers/Retail/Restaurants
o Retailers (brick & mortar wholesale)
o Faire.com (online wholesale)

LAVENDER
GROWERS



Indigo Lavender Farms

Pushaller ~
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LET'S PLAN

the best day even

www.indigolavender.com
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o 47,
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LAVENDER
GROWERS

ASSOCIATION

ALL PACKAGES INCLUDE CEREMONY & RECEPTION

- High Peak White Tent with sides
= Round Tables for guests, cake,
desserts, gifts & memory table
« Long Tables for food and
attendants
« High Top tables for cocktail hour
» Drink Bar for serving
+ Dance Floor
+ Bistro Lights
« Golf Carts with staff to assist
elderly and handicap
+ 6 Hours of Private Farm Rental
+ 2 Hours of Set Up time
- Staff to help set up and clean up
the day of your event
+ 2 Hour Dress Rehearsal

OPTIONAL ITEMS
- Flowers for attendants
« Centerpieces
» Linens for tables
+ Cloth Napkins
+ Favors
+ Luxury Bathroom Trailer

5 B

UP TO 75 PEOPLE

$ 10,790 - § 14,150

UP TO 100 PEOPLE

$ 10,900 - $14.525

UP TO 150 PEOPLE

$ 11.200 - $15.205

UP TO 225 PEOPLE

$ 11,900 - $16,500

« Pricing for over 225 guests
available upon request -

Ask us about pricing for other
special events; Bridal or Baby

Shower, Engagement Party,
Anniversary Celebration,
Retirement Party and more!

Weddings on the Farm

- w.’ \ IR )
2
\ \

e

PHOTO SESSIONS

+ Engagement
« Bridal
» Family
« Baby
« Graduation

Photo Sessions:
* 1 hour: $60
* 2 hours: $100

Photo Sessions on the Farm




Indigo Lavender Farms

Photo Sessions

12 weeks
Visitors 300 +
Sales $11.350
Labor $6,450

Expense $0
Profit $4,000
ROI 43%

LAVENDER
GROWERS

Weddings

6 weeks
Visitors 700 +
Sales $39.600
Labor $3,406
Expense $24.384
Profit $11,720
ROI 30%

twreath making, Date night, Brunch)

20 weeks
Visitors 800 +
Sales $20.539

Expense $5,750
Labor $3.555
Profit $14,234

ROI 487%




Summary

(" ldentify Customers

v" Understand customer wants and needs

Tools & Resources:

Statista.com - Industry Data
Competitor Research Excel

v’ ldentify your target audience and how to reach them

'\
SatiSfy CUStOmerS Tools &Resources:
v The right product to the right people at the right time o Research e

SWOT Grid Excel
v' Make everyone feel better off from the exchange

Retain Customers

. . Tools & Resources:
v’ Give customers a reason to keep coming back
Content Formats List PDF
Content Calendar Excel

v" Find new opportunities to win their business

GROWERS




Lavender Marketing Plan Pulse Poll Tips

Q1: How many platforms do you sell your products/services now? Choose one answer:
O One

L Three

L Four or more

Q2: Do you currently have a marketing plan or a set of written strategies to position your business, products, and services in the marketplace?

D YeS Q2 Tip: According to Linkedin,
d No

Q3: Whetheryou have a plan now or not, what portion of your marketing plan do you, or would you, find most difficult to write down on paper?
Choose as many as applicable:
LBranding (Image, Style, Colors, Fonts, Packaging, Signage) | & 1 accoiiiion
L Market Research (Customer, Industry, Competitor)
L Four P’s (Product, Price, Place, Promotion)
U Social Media/Email Marketing (Content, Images, Scheduling)
L Budget/Return on Investment (Expenditures vs. Profits)

Q4: According to Linkedin, here are tips to best utilize social sites for Agritourism marketing:
Instagram -

Q4: What doyou think s the top social media site for agritourism?

Choose one answer: Facebook-
D Twitter Twitter -
U Facebook "
interest
UlInstagram
Lwenoes| | A Pinterest

GROWERS
Sstres Eooter:01-Top s Social Media Platforms for Agritourism Marketing (agfunnelcom), Q2 - GoDaddy.com; Q3-(40) 7 Problems 35


https://www.agfunnel.com/social-media-platforms-to-boost-your-agritourism-marketing-efforts/
https://www.linkedin.com/pulse/7-problems-when-you-dont-have-marketing-plan-nic-eversett/
https://www.linkedin.com/pulse/7-problems-when-you-dont-have-marketing-plan-nic-eversett/
https://www.linkedin.com/pulse/5-key-elements-successful-marketing-strategy-linda-fanaras/

Resources: Industry Data Research Sources

Industry Data Source Links:

Encyclopedia of American Industries (available through library)
Local, state, and national trade and industry associations

Local, state, and national nonprofit foundations

Follow industry leaders and experts on social media
Professional industry analysts and market researchers
Chambers of Commerce

Encyclopedia of Emerging Industries (available through library)
Business and industry magazinesand websites

Conduct interviews and surveys with key industry contacts
Follow competitors on social media

Local newspapers and magazines

Onlineindustry forums and sites

4
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North American Industry Classification System (NAICS) https://www.census.qov/eos/www/naics/

Industry Statistics Portal https://www.census.gov/econ/isp/

Office of Industry and Analysis https://www.trade.gov/industry/

SBA Industry Guide (accessible from https://www.sba.gov/)

U.S. Business Reporter http://www.activemedia-guide.com/

Standard & Poor’s Surveys http://www.loc.gov/rr//business/company/industry surveys.html

Small Business Development Centres (SBDCs) https://www.sba.gov/local-assistance/

National Association of Manufacturers https://www.nam.org/

Statistics of U.S. Business https://www.census.gov/programs-surveys/susb.htm]|

Industries at a Glance https://www.bls.gov/iag/

ProQuest Statistical Insight (available through library)

USLavender.org USLGA Education &Research Library:
v' Front Porch Event: Create a Business Plan, Christine Teeple, Red Rock Lavender Farm, Parts |, 11, 11l
v" Front Porch Event: Lavender Personal Products, Sarah Richards, Lavender Wind Farm
v Front Porch Event: Lavender Marketing Plan, Trish Dennis, Danielle Lee, Indigo Lavender Farms, with Barbara Cesiro, Lavandaura.com
v

Research study entitled, “Regarding Agritourism, Market Segment Highlights and Possible Implications for USLGA members,” by author
Mary Pilotte, Petite Provence Farm, along with Barbara Cesiro, Lavandaura.com

Resource Page


https://www.census.gov/eos/www/naics/
https://www.census.gov/econ/isp/
https://www.trade.gov/industry/
https://www.sba.gov/
http://www.activemedia-guide.com/
http://www.loc.gov/rr/business/company/industry_surveys.html
https://www.sba.gov/local-assistance/find/?type=Small%20Business%20Development%20Center&pageNumber=1
https://www.nam.org/
https://www.census.gov/programs-surveys/susb.html
https://www.bls.gov/iag/
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Thankyou for attending!

uslavender.org/front-porch

USLGA's Education and Research Committee hosts
Front Porch webinars to share with and educate
lavender lovers everywhere.

Contact us with questions or topic suggestions!

education@uslavender.org

"If you have an hour to an hour-and-a-half tosit on the

front porch with a cup of coffee or glass of tea, a rocking

chair or swing, a few cookies or a piece of fresh-out-of-

the-oven apple pie ... and a computer or smartphone ...

let’s get together and chat!" Next Session:

Mixology
Thursday, October 12, 2023
5pm PT/8 pm ET

Presenters: Tina Schooler, Raider West Lavender Farm,
GROWERS :
and PresleaThompson of Preslea Thompson Bartending

Creating Cocktails and Non-Boozy Cocktails is fun and easier than you might think!



mailto:education@uslavender.org
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