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According to Modern Farmer, lavender is 

one of the 5 most valuable crops you can 

grow in the United States
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Strategic marketing is about driving the right activity to the right audience at the right time. 
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https://www.canva.com/colors/color-palettes/
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Once gathered, all research will help you get a clear picture of the 

buying behaviors and spending patterns of your Ideal Customer.
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https://www.statista.com/
https://indigolavendershop.square.site/product/hydrosol/590?cp=true&sa=false&sbp=false&q=false&category_id=3
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How to identify your market niche to lead your success

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

WorkshopsNatural gifts

U-Pick for 

the sheer joy 
of being in 

the fields

Trish & Danielle – how did you find 
your ideal customer, industry insights 
& competitor information, and how 

did you apply it to your plans?
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With our customer/industry research completed, let’s look at the products, pricing, 
placement and promotions that will be the foundation of  our marketing messages.

• Channel 

• Inventory

• Logistics

• Distribution

• Advertising 

• Sales Force 

• Publicity 

• Sales Promotion

• List Price 

• Discounts

• Bundling

• Credit Terms

• Functionality 

• Brand 

• Packaging 

• Services

Product Price

PlacePromotion

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


Now you know who, what, where, and how you are selling your products? 



workshops

products

events

Trish & Danielle – tell us how you plan 
four P promos?





Product Based on
Research

Business

Based on
Competition
or Industry

Now you know where you fit in the market, and where you stand out? 
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https://wedcbiz.org/


Branding 
Practices

Website/SEO

Content 
Marketing 

Blog

Social Media

Email 
Marketing

Paid Search, 
Google Ads/ 

SEM 

o

o
Warm Reminders. Constant 

contact/mail chimp

o

Awareness Builders.   Canva/MS Video Editor/Instagram/Facebook/Pinterest

o
Topic Expertise. wordpress

o

Commercial Portal.  GoDaddy/Shopify

o
Paid Google Ads given Priority Listing

o
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A Content Calendar helps us implement the product/promo to the right audience at the right time. 



Trish & Danielle – tell us 
how you use FB Meta as 

a content calendar? 

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




Influencer Marketing | #1 Platform, Agency & Influencer Resources (influencermarketinghub.com)
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Indigo Lavender Farms Virtual Tour – Perfect for online marketing!

https://influencermarketinghub.com/
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tell your story

educate/inform

add video
or reels

https://vimeo.com/


Trish & Danielle – 
tell us a little about 

your successful 
social media 
campaigns?



o

o

o

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


Trish & Danielle – 
how do you plan 
email marketing 

campaigns?





Trish & Danielle – you have some 
interesting revenue streams can you 

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



Weddings on the Farm

Photo Sessions on the Farm
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 well-defined marketing plan gives you: “A clear understanding of the target audience, a 
unique value proposition, effective communication channels, a well -defined brand identity, and a plan for measuring and 
adjusting the strategy as needed.” 

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/
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Industry Data Source Links:

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/




mailto:education@uslavender.org
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