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A brief note on technology  

Tech Support 

• Email: jackieo@aspeninst.org 

 

Chat Feature 

• Type your message in text box below 

“Chat with Presenter” and click the 

“Send” button 

 

mailto:jackieo@aspeninst.org


Goals 
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• Share ACEnet 

Case Study 

• Allow ACEnet to 

Comment on 

Conclusions 

• Hear about your 

Brands Strategy 

Experiences 
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Special thanks to the 
U.S. Small Business 

Administration,  

Citi Foundation, and  

Charles Stewart Mott 
Foundation 

http://fieldus.org/Webinars/index.html 



Guest Today 

Leslie Schaller 
Director of Programming 

Appalachian Center for 

Economic Networks (ACEnet) 



Access to Markets 
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What is a Brands Strategy? 
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Increases market 
awareness and 
sales for 
entrepreneurs 
that operate 
under brand 



• Poll 
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Poll 
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Study Questions 
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• Potential for Scale? 

• Understanding the 

challenge for MDOs of 

managing a brand 

 



Three Brands 
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Food We Love 
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FWL Components 
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• Product Development 

• Product Placement 

• Marketing and Consumer Education 

• Quality Control 



FWL Results 
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• High Growth For a 

Few Producers 

•     # of 

Entrepreneurs 

Under the Brand— 

54 in 2010 

•     Sales Figures:       

$ 6 mm in 2010  

http://orangeacorn.files.wordpress.com/2011/04/snowville.jpg


Art of Ohio 
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Art of Ohio Components 
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• Quality Control/Vetting 

• Common Market Channel 

• Limited Fulfillment Function 



Art of Ohio Results 
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• By 2007, 156 artists 

participating 

• Over $90,000 in product sales 

in 3 years through the site 

• Partnership developed with 

Hocking College to provide 

“The Business of Art” training to 

area artisans 



30 Mile Meal 
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http://30milemeal.files.wordpress.com/2011/07/come-in-sign.jpg
http://30milemeal.files.wordpress.com/2011/07/king-kong.jpg


30 Mile Meal Results 
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• 130 Participants 

• 30 Mile Meal Month 

• Increased Sales to 

Restaurants by at 

least 20 producers 
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Can a brands strategy scale? 

Maybe…Growth in clients,  

 but only 18% are brand participants 

And yet Brands can… 

• Keep entrepreneurs connected 

• Attract aspiring entrepreneurs 
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What Roles should an MDO Play? 

• market ready product development; 

• facilities for safe food manufacture;  

• marketer and consumer educator;  

• broker;  

• distributor; 

• E-commerce retailer. 
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How Broad or Narrow? 

• How many types of 

producers or products 

can one brand have?  

• How many brands can 

one MDO support?   
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Earning Potential? 

• Fully Cost 

Recoverable? 

Probably Not 

• Earned Income 

Strategy?                  

Yes, With Planning 
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Where to Start? 

• Critical Mass 

• Core Agreement 
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What to Expect? 

• There’s a Limit 

• Pipeline Counts 

• Success Breeds 

Competition 
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http://www.worldwidehippies.com/wp-content/uploads/2010/06/keeping_it_real_colour_sticker-p217772576530566907tdcj_210.jpg


What is Success? 

• Product Quality & 

Consistency 

• Able to Meet Demand 

• Value to Consumers & 

Positive Return to 

Brand Participants 
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Success? 
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Product 

Quality and 

Consistency 
+ + - 

Meet Demand + + ? 

Value to 

Consumers, 

Positive 

Returns to Pax 

+ for Producers 

(34 to 52, $6M 

sales) 

- For ACEnet 

TBD: 

130 Pax 

20 farmers 

report gains 

- 
 



 

 

Questions? 
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http://fieldus.org/Publications/ACEnetProgNotes.pdf  

http://fieldus.org/Publications/ACEnetProgNotes.pdf
http://fieldus.org/Publications/ACEnetProgNotes.pdf
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