Opera House Healthy Community Connections Marketing & Promotional Plan

	Table A
	The Opera House is situated on Main St in Dixfield, on Route 2, a major commuter route with 10,620 vehicles passing per day. On site, attractive and changeable letter board signage will be a major promotional tool. Department of Transportation road signs will be placed at five major intersections to attract tourists and remind local community members.  

Although the guest experience at Connections Café will work to build the business, generating general consumer awareness will require promotion. The Café’s photo based educational menus will serve as a promotional tool to help put a face on the farmer that provides the local products. The marketing plan includes a dedicated onsite farmer’s marketing kiosk and a portable kiosk for promoting farms at local events.

The marketing effort will target consumer segments attracted primarily by the business space rental, café, arts aspects, and those that will be attracted by the availability of local and natural or organic foods served. The events that we have identified for the 2006 - 2007 season are listed in Table A. 

Through the combined skills of our sponsoring businesses, we will use public relations to gain media coverage. These relationships coupled with attractive annual promotional events will perpetuate the press coverage given Connections Café as it enters each market. For specific goals and timely messages, local media such as newspapers and radio will be used. Connections will collaborate with local farmers as they offer a wealth of material for fun, and seasonally relevant promotions. 

Our marketing plan makes use of an array of portable catering equipment included with the lease of the building. Portable equipment available include: steam table, refrigerated serving table, electric soup pots, coffee urns, and beverage dispensers.

	 Identified Opportunities
	

	Grand Opening Event

June 21st, 2006
	

	River Valley Farmers Markets  - June - Nov
	

	Moontide Festival 
July 4th
	

	Open Farm Days 
Last Sunday in July
	

	Source to the Sea Canoe Trek  - July 2006
	

	Andover Olde Home Days August 6, 2006
	

	Dixfield Days Event

August 20, 2006
	

	Scrub the Scogg 
September
	

	Maurer Meals Scholarship Program 
 Oct 14, 2006
	

	Harvest Celebration November
	

	Blessing of the Sleds February 2007
	

	Maine Maple Sunday 
last Sunday in March
	

	Maine Fiber Arts Festival TBA
	

	River Valley Business Expo September 2007
	


Target Market and Target Consumer 

The target market and target consumers seeking healthy and value added meals in a comfortable, sit-down café, and who seek an authentic dining experience will love Connections Café and Fare Share Bakery. These health conscious consumers emerge from a broad collection of consumer segments; blue-collar union members, highly educated, high-income, income challenged retirees, and parents looking for a healthy family meal. 

The meals and local farm-focused mission of Connections Café and Fare Share Bakery will hold a powerful attraction to all consumer segments.

Market – Local and Regional Target Market Strategies 

To increase markets for farmers in the area, Connections co-founders Annette Marin and Lauri Ackley co-founded the River Valley Farmers Market (RVFM) in 2003. We applied to Maine Initiatives and received a grant of $2000 to promote and further the activities of the market. The market is held on Wednesdays in the parking lot at the Opera House location and on Friday at the Mexico Town Office location. 

Connections Farm Information Kiosk portable unit will be displayed at these open-air farmers market locations and off site event as weather permits. The Kiosk will contain promotional materials for local farms, plus nutritional and educational information will be available.  

Connections Café will cater off site events with an array of portable catering equipment. Utilizing the portable units, we will work in collaboration with local for profit and non-profit organizations, in a joint effort to raise funds, for a percentage of the profits.   

The co-founders are also active founding members of Oxford County Local Foods Network. The Local Foods Network through the development of a Local Foods Directory is helping citizens connect to farmers and farmers to connect to new markets, supplies, and, other farmers. This group, while collecting survey information for the directory, is also gathering crop availability information. This shared information will enable farmers to create niche markets.  

Menu systems in Connections Café and Bakery will contain photos and contact information for farms that provide the foods. Connections Local Foods Market signage will promote the local farms with growing practices listed while supplying nutritional information with the produce that they provide. 

Connections Café and Connection Local Foods Market will sponsor special events around holidays and host special community events. We plan to hold demonstrations on: apple pressing, spinning, petting zoo, clay oven baking, maple syrup, pig roasts, and greenhouse techniques. Press Releases and invitations will be provided to the media for all major events that are hosted by Connections sponsoring businesses. 

Connections Local Foods Market will build and maintain a Connections Local Foods Barometer, which will be displayed on the side of the building.  The barometer lines will increase in $500.00 increments as local foods are sold in the cooperative. Our first barometer goal is set at $10,000.00. 

Connections sponsoring businesses will collaborate in advertising to get the most value for their advertising dollars. We will advertise through local radio station WOXO’s popular series Country Corner by offering gift certificates and / or meals as prizes in exchange for advertising dollars. 

Connections Internet Café, sponsoring business partner, Abe Kreworuka of the Electronic Rural Network, will film agricultural, arts, related community events, and the community process of revitalizing the Opera House. The resulting media will be shared on local public broadcast station 7 in the River Valley and Farmington areas. These film clips will also be shown on the stage utilizing the LCD and screen during the café’s busy lunch hours. 

Outdoors flea markets, sports like snowmobiling, and other community related events are a big part of the culture of our area. Dixfield Days is held in August featuring a well-attended community flea market and “fair” food as the main attractions. Through purchase of booth space, and use of Connections Café’s portable catering units will allow us to compete directly on the flea market grounds. This event is held within walking distance of the Opera House and will provide an additional avenue for advertising. 

Connection Café is located on a major artery of the local snowmobile trail. We will post advertising signage on the snowmobile trails and promote Connections by hosting meetings for the local snowmobile clubs. Connections will become an attractive and convenient stopping point and meeting place on the trails and highway.  

Market – State Wide Target Market Strategies 

State Wide - Sponsoring businesses will barter wholesale gift certificates for statewide television advertising with a local broadcast television program called Maine Dollars.  

Connections will sponsor events like, Maine Fiber Arts Festival where fiber enthusiasts come from all over Maine to display, demonstrate, and sell their crafts. 

Connections will publish Connections E-Newsletter, a monthly newsletter which each sponsoring business will contribute written materials. Connections newsletters will target varied audiences including walk in clientele, delivery hubs, and interested citizens, Connections Local Foods Market members, civic organizations, and other interested organizations.  

Connections will offer or rent business space in the stage and café area for private business meetings. The planned addition of the LCD projector unit and projector screens, wireless Internet access, and catered meals will provide an attractive meeting place and an additional revenue stream.  Connections will also work with other cooperatives to develop a hub and spoke system of moving local foods across the state. 

Market – Connections and E-Commerce - Worldwide Target Market Strategies 

Connections website will focus on promotion of local farms, education, niche and value added marketing of sponsoring businesses and incubator program participants’ products.  The website will evolve into an            E-commerce website to allow the ability to sell products of sponsoring businesses, participating farmers, and incubator program participants. Our current web address is http://www.users.adelphia.net/~hile
The size and growth rate of the market

Connections Café and Connections Local Foods Market targets sits at the junction of three broad and deep food trends, a location in the competitive landscape it alone holds. These trends show an attractive market for Connections Cafe and Connections Local Foods Market to capture. Connections Café and Connections Local Foods Market will capture a share of the sales potential of the combination of these trends – convenient, healthy organic and natural, and local foods.  

Growing restaurant and home meal replacement sales. From 2000 to 2010, the projected annual sales growth for restaurants and café as a whole is 4.4%, to $577 billion annually. Long-term demographic shifts including increasing labor participation, the declining difference between restaurant and home prepared meal costs, and increasingly older and wealthier populations are driving this growth. Despite growth in the family casual segment and the many well-known chains, the full-service restaurant category remains fragmented: 74% of full-service restaurants and café’s with an average check under $15 are independently owned restaurants and café’s.  

The sales growth of natural and organic foods. The natural/organic food market hit $10.8 billion in sales in 2003 and is expected to reach $30.7 billion by 2010, driven by tremendous consumer interest in healthy, safe food. Over the past five years, demand for natural and organic options in diner food staples such as dairy and meats has grown more rapidly than that of organic fruit and vegetables. For example, organic meat sales are expected to grow from $547 million in 2002 to $3.86 billion in 2007. 

The evolution of local foods as “the next organic” to consumers seeking to eat higher quality more sustainably grown foods. The early adopters of “organic” are shifting their focus to more sustainably raised food -- natural or organic foods grown locally. Studies and market data indicate this trend is underway: farmers markets in the United States have grown from nearly 1000 in the mid–1970s to 1,755 in 1994 and more than 3,100 today, a greater than 110% increase from 1994 to 2004; the number of CSAs (direct sale subscription programs at local farms) in the United States has grown from 1 in 1985 to over 1,000 today; and in a 2002 survey across four Midwestern states, 37% of consumers said they are willing to pay 10% more than typical prices for locally grown or produced meat. 
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