FY 2014

$83,530 to the North Kohala Community Resource Center, Hawi, HI, to increase low-income access
to locally grown food, and expand market opportunities for local farmers and producers.

Final Report



Farmers Market Promotion Program (FMPP)
Final Performance Report

The final performance report summarizes the outcome of your FMPP award objectives. As stated in the
FMPP Terms and Conditions, you will not be eligible for future FMPP or Local Food Promotion Program
grant funding unless all close-out procedures are completed, including satisfactory submission of this
final performance report.

This final report will be made available to the public once it is approved by FMPP staff. Write the report
in a way that promotes your project's accomplishments, as this document will serve as not only a
learning tool, but a promotional tool to support local and regional food programs. Particularly,
recipients are expected to provide both qualitative and quantitative results to convey the activities and
accomplishments of the work.

The report is limited to 10 pages and is due within 90 days of the project’s performance period end
date, or sooner if the project is complete. Provide answers to each question, or answer “not applicable”
where necessary. It is recommended that you email or fax your completed performance report to FMPP
staff to avoid delays:

FMPP Phone: 202-690-4152; Email: USDAFMPPQuestions@ams.usda.gov; Fax: 202-690-4152

Should you need to mail your documents via hard copy, contact FMPP staff to obtain mailing
instructions.

Report Date Range: | October 1, 2014 — September 30, 2016
(e.g. September 30, 20XX-September 29, 20XX)

Authorized Representative Name: | Megan Solis, Associate Director

Authorized Representative Phone: | (808) 889-5523

Authorized Representative Email: | megan@northkohala.org

Recipient Organization Name: | North Kohala Community Resource Center

Project Title as Stated on Grant Agreement: | Increasing Direct Producer to Consumer Market
Opportunities in North Kohala

Grant Agreement Number: | 14-FMPPX-HI-0051
(e.g. 14-FMPPX-XX-XXXX)

Year Grant was Awarded: | 2014

Project City/State: | North Kohala, Hawaii

Total Awarded Budget: | $83,530

FMPP staff may contact you to follow up for long-term success stories. Who may we contact?
X Same Authorized Representative listed above (check if applicable).
LIDifferent individual: Name: ; Email: ; Phone:

According to the Paperwork Reduction Act of 1995, an agency may not conduct or sponsor, and a person is not required to respond to a
collection of information unless it displays a valid OMB control number. The valid OMB control number for this information collection is 0581-
0287. The time required to complete this information collection is estimated to average 4 hours per response, including the time for reviewing
instructions, searching existing data sources, gathering and maintaining the data needed, and completing and reviewing the collection of
information. The U.S. Department of Agriculture (USDA) prohibits discrimination in all its programs and activities on the basis of race, color,
national origin, age, disability, and where applicable sex, marital status, or familial status, parental status religion, sexual orientation, genetic
information, political beliefs, reprisal, or because all or part of an individual’s income is derived from any public assistance program (not all
prohibited bases apply to all programs). Persons with disabilities who require alternative means for communication of program information
(Braille, large print, audiotape, etc.) should contact USDA’s TARGET Center at (202) 720-2600 (voice and TDD). To file a complaint of
discrimination, write USDA, Director, Office of Civil Rights, 1400 Independence Avenue, SW, Washington, DC 20250-9410 or call (800) 795-3272
(voice) or (202) 720-6382 (TDD). USDA is an equal opportunity provider and employer.
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State the goals/objectives of your project as outlined in the grant narrative and/or approved by
FMPP staff. If the goals/objectives from the narrative have changed from the grant narrative,
please highlight those changes (e.g. “new objective”, “new contact”, “new consultant”, etc.). You
may add additional goals/objectives if necessary. For each item below, qualitatively discuss the

progress made and indicate the impact on the community, if any.
i.  Goal/Objective 1: Increase access to locally grown food for the low-income population

Continue to provide an EBT component at the Hawi Farmers Market on every
Saturday.

a. Progress Made:

e 3,212 EBT Transactions total from December 2014- September 2016 (95
Saturdays; average 33.8 transactions per day, a 30% increase since Baseline data
of December 2014)

e 579,897 was generated for farmers and producers accepting EBT at Hawi
Farmers Market from December 2014- September 2016, a 22.75% increase from
Baseline data of December 2014.

e Atotal of 30 vendors accept EBT at the Hawi Farmers Market, a 30%
increase from baseline data of December 2014.

b. Impact on Community:

As shown in the data above, the increases in EBT transactions mean that more
low-income families are buying fresh produce at our farmers market and more
local farmers and producers are participating and being supported by EBT users.

Create and continue to run a CSA program for low-income families through the
North Kohala Food Basket

a. Progress Made:

e  Monthly CSA Boxes were distributed to Sacred Hearts Food Basket families
from June 2015 through September 2016. A total of 890 Ibs of produce was
distributed to food basket clients and $2,572.73 was paid to project partner and
local agricultural producer Palili O Kohala.

b. Impact on Community:

Two hundred (200) unduplicated low-income families have benefited from the
CSA boxes through Sacred Hearts Food Basket during this grant, and local farm
Palili O Kohala (a cooperative of 10 local families) has increased their income
through this partnership.

ii.  Goal/Objective 2: Expand market opportunities in order to increase the income for local
farmers and producers.
Advertising and marketing for Hawi Farmers Market
a. Progress Made:
At the start of the project there was no advertising or marketing for the Hawi
Farmers Market. Throughout the grant period:

Page 2 of 9



A total of Three (3), % page color advertisements for the Hawi Farmers
Market were placed in Ke Ola Magazine, a free magazine with an island-
wide bi-monthly distribution of 24,000.

A total of six (6) color advertisements for the Hawi Farmers Market were
placed in the Kohala Mountain News, a free newspaper delivered to every
PO Box holder in North Kohala with a circulation of 3,800.

A total of three (3) advertisements for the Hawi Farmers Market were
placed in the North Hawaii News. The North Hawaii News is a weekly
newspaper distributed in North Hawaii with a distribution of 17,000
including every PO Box holder in North Kohala.

% sheet flyers promoting the EBT Booth at the Hawi Farmers Market were
distributed to Sacred Hearts Food Basket Member clients on CSA
distribution days.

Two (2) roadside sandwich board signs and two (2) large banners
advertising the Hawi Farmers Market were designed, printed and set out
weekly to advertise during Market hours.

The Hawi Farmers Market website was launched and maintained at
www.HawiFarmersMarket.com. The website includes professional
photographs and profiles of vendors.

As the result of outreach to Hawaiian Airlines, a full color feature article
about Kohala, specifically Kohala’s agriculture and the Hawi Farmers Market
was published in the December 2014/January 2015 issue of Hana Hou,
Hawaiian Airlines in-flight magazine.

. Impact on Community:

e The Hawi Farmers Market advertising campaign expanded two (2)
consumer bases: Hawaii Island residents and visitors to Hawaii Island.

e Thirty (30) unduplicated farmers/producers benefited from the
marketing and advertising of the Hawi Farmers market.

Advertising and marketing for agricultural tourism initiative

a.

Progress Made

One (1) 1 advertisement was printed in Edible Hawaiian Islands Magazine, a
quarterly magazine with a statewide distribution of 15,000.

Three (3) months of advertising were published in This Week- The Big Island,
a magazine with an Island wide distribution of 65,000 per issue.

Two (2) advertisements were created and submitted for publication in the
Kohala Mountain News, a free newspaper delivered to every PO Box holder
in North Kohala with a circulation of 3,800.

A total of four (4) % page ads were placed in Ke Ola magazine, a free
magazine with an island wide bi-monthly distribution of 24,000.

A % page ad for an event hosted by a member of the North Kohala Ag
Tourism initiative, HIP Agriculture, was placed in The Paradise Post, a free
monthly newspaper with an island-wide distribution of 15,000.
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Renewed 2015 and 2016 annual membership with the Hawaii Visitors and
Convention Bureau, this membership lists North Kohala Farm Tours on their
website, www.gohawaii.com, which receives 800,000 views per month.

Rack Cards for the North Kohala Agricultural Tourism initiative were

distributed monthly by Big Island Brochure from January 2015- March 2016
to over 67 hotels, B&B’s, and local businesses.

A social media outreach campaign was launched and updated regularly on
the Farm Tours North Kohala Facebook page promoting the North Kohala
Agricultural Tourism initiative.

Outreach promoting the North Kohala Farm Tours was sent to 11 hotel
concierge and 3 destination management companies. Additionally in
November of 2014 Project Manager, Leslie Nugent, and project partner
Kohala Grown Farm Tours, visited 11 hotel concierge and 3 destination
management companies sharing information and resources about the North
Kohala Farm Tours.

Google analytics was set up in September 2015 to track the number of
website views. September 2015 will serve as our Baseline number with 223
views. From September 1, 2015 to September 30, 2016, the Farm Tours
North Kohala website had 700 page views; 94.2% were new visitors. The
Hawi Farmers Market website had 131 page views; 80.9% were new visitors.
In March 2015, the project manager attended a conference with the Hawaii
Tourism Authority and shared information and brochures with multiple
hotel representatives about the agricultural tourism initiative.

Project advertising and marketing specialist Andrea Dean attended a social
media workshop conducted by the Hawaii Visitor and Convention Bureau.
Marketing and Outreach Specialist, Andrea Dean, along with Project
partners Kohala Grown Farm Tours and Lokahi Garden Sanctuary, met with
the President of the Hawaii Agtourism Association to discuss how to best
promote Agtourism in North Kohala.

A video used for social media marketing that features the North Kohala Ag-
tourism initiative was produced by Filmmaker Keith Nealy Productions.

As the result of outreach and promotion, a full color feature article on Ag-
tourism in North Kohala was published in the February/March 2015 edition
of Ke Ola Magazine, a free magazine with an island wide bi-monthly
distribution of 24,000.

An article on the North Kohala Ag Tourism initiative featuring project
partners Kohala Grown Farm Tours, and Lokahi Garden Sanctuary was
published in the Honolulu Star Advertiser, on Sunday, March 20, 2016. The
Honolulu Star Advertiser is a daily newspaper with a state-wide and online
Sunday distribution of 171,160.

North Kohala Ag-tourism project partner Andrea Dean was featured
promoting local farms in North Kohala in the March 2016 issue of Bon
Appetit Magazine, a monthly magazine with total distribution of 1,521,651.
An article featuring North Kohala Ag Tourism initiative project partner
Lokahi Garden Sanctuary was featured in a USA Today article on December
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18, 2015, highlighting farms in Hawaii. The article was in the travel section
of USA Today online which has a 1.4 million “digital non-replica” circulation.

° An article featuring North Kohala Ag Tourism initiative project partners was
featured in the Alaska Airlines Magazine March 2016 issue (pg 135-145).
The monthly in-flight magazine is available to all 1.88 million passengers
that board Alaska Airlines flights monthly.

. An article featuring North Kohala Ag Tourism initiative project partners
Kohala Grown Farm Tours was featured in an October issue of the North
Hawaii News. The North Hawaii News is a weekly Newspaper distributed in
North Hawaii with a distribution of 17,000. We have attached a pdf of the
advertisements and articles promoting North Kohala ag-tourism and the
Farmers Market.

b. Impact on Community

The print advertising and web based promotional campaign for the North Kohala
Agricultural Tourism initiative expands 2 customer bases: Hawaii Island residents
and visitors to Hawaii Island.

e Five (5) farmers/producers benefit from the marketing and advertising of North
Kohala Ag tourism initiative.

Creation and distribution of a “Grown/Made in Kohala” label
At the start of the project there was no way to readily identify products that are
made and/or grown in North Kohala at the Hawi Farmers Market.

a. Progress Made:
¢ 800 sheets of 2 inch round Made and Grown in North Kohlala stickers were
printed and distributed to twenty (20) Hawi Farmers Market vendors.

b. Impact on Community:

Establishment of (1) new market: value-added products

Expansion of (1) new consumer base: Hawaii Island residents

Expansion of (1) new consumer base: Visitors to Hawaii Island.

Farmer/producer beneficiaries: Twenty (20) Farmers/Producers benefit from the
"Grown/Made in Kohala" label.

2. Quantify the overall impact of the project on the intended beneficiaries, if applicable, from the
baseline date (the start of the award performance period, September 30, 2014). Include further
explanation if necessary.

i

ii.
iii.
iv.

vi.

Number of direct jobs created: 8 jobs created

Number of jobs retained: 8 jobs retained

Number of indirect jobs created: 38 indirect jobs created

Number of markets expanded: Three (3)- (low-income population through EBT and CSA
programs, Hawaii Island residents, and visitors to Hawaii Island through improved
Farmers Market signage, website and print ads)

Number of new markets established: One (1) — Value-added products by identifying
products grown or made in Kohala

Market sales increased by $79,897 and increased by 22.7% since baseline data of
December 2014 for Farmers’ Market farm vendors participating in EBT program.
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vii. Number of farmers/producers that have benefited from the project: 38
a.Percent Increase: 52%

3. Did you expand your customer base by reaching new populations such as new ethnic groups,
additional low income/low access populations, new businesses, etc.? If so, how?

We expanded three consumer bases: low-income consumers through the EBT and CSA box
programs; Hawaii Island residents, and visitors to Hawaii Island through improved Hawi Farmers
Market signage, website, and print ads and articles. We also established one (1) new consumer
base: Sacred Hearts Food Basket clients.

4. Discuss your community partnerships.

i.  Who are your community partners?
Palili O Kohala: farm providing produce for CSA program
Sacred Hearts Food Bank: program administering CSA box distribution
Hawi Farmers Market: partner in EBT acceptance with vendors and Grown/Made in
Kohala label distribution; beneficiary of new website and ad campaign
Lokahi Garden Sanctuary, Kohala Grown Farm Tours: Farmers/producers participating
in farm Tours North Kohala

ii. How have they contributed to the overall results of the FMPP project?
Our community partners (listed above) have been instrumental in supporting the
implementation of our project. It is with their support that we have been able to
maintain an EBT Booth at the Farmers Market, increase opportunities for direct
producer to consumer sales, distribute CSA boxes to our low-income population, and
expand resident and visitor markets through the implementation of the Farm Tours
North Kohala initiative.

iii. How will they continue to contribute to your project’s future activities, beyond the
performance period of this FMPP grant?
Our community Partners will continue to contribute to our future activities by
continuing to support the EBT Booth at the Hawi Farmers Market, continuing to use the
made/grown in Kohala labels, continue to promote Farm Tours North Kohala.
Additionally more local farmers are beginning to distribute locally grown produce to the
Sacred Hearts Food Basket.

5. Are you using contractors to conduct the work? If so, how did their work contribute to the
results of the FMPP project?

Yes, we used contractors to conduct work such as bookkeeping, photography and videography
services, and graphic design. Their work has supported us in achieving our outcomes by
maintaining clear financial records, taking necessary photographs and video suitable for
professional advertising, and designing materials for to maximize our marketing and outreach
impact.

6. Have you publicized any results yet?*

i If yes, how did you publicize the results? Yes, results were publicized via informational
flyers and an article in the Kohala Mountain News.

Page 6 of 9



To whom did you publicize the results? Results were distributed to all project partners,
all farmer beneficiaries, and all PO Box holders in North Kohala via the Kohala Mountain
News.

How many stakeholders (i.e. people, entities) did you reach? Over 4000 stakeholders
were reached.

*Send any publicity information (brochures, announcements, newsletters, etc.) electronically
along with this report. Non-electronic promotional items should be digitally photographed and
emailed with this report (do not send the actual item). — Attached.

7. Have you collected any feedback from your community and additional stakeholders about your

work?
i

If so, how did you collect the information? Yes, feedback was collected via surveys
distributed to project partners, farmer beneficiaries, recipients of the Sacred Heart Food
Basket CSA, and EBT Booth customers, a suggestion box at the EBT Booth, as well as
verbal feedback.

What feedback was relayed (specific comments)?

Food Basket clients shared that they greatly enjoyed receiving fresh produce each
month and would like to continue to see that service offered.

Farmers/producers at the Hawi Farmers Market reported that an average of 20% of
their sales comes from the EBT Booth. Farmers shared the following comments:

e “The Hawi Farmers Market signs help tourists/visitors find us and know the
market it happening.”

e “The EBT Booth is very important to farmers”

100% of EBT Booth clients surveyed reported that being able to use the EBT Booth at
the Hawi Farmers Market is very valuable to them. Additionally 100% of EBT Booth
clients surveyed shared that having the EBT Booth at the Hawi Farmers Market continue
is very important to them. When asked if having the EBT Booth at the farmers market
impacts how they/their families eat, clients responded with the following comments:

e “The EBT Booth at the farmers market helps provide fresh food that | know
is local and healthy for me and my family”

e “l||love the EBT Booth at the Farmers Market, | can find varieties that | can’t
find in stores and all in one place, So very much appreciate this
opportunity.”

e “Makes available 'fresh' and real food to young and old residents of Kohala.”

e “It allows us to have more locally grown fruits and veggies in our home. This
program is awesome and a great resource in our community.”

e  “Allows our family to eat fresh food during the week”

8. Budget Summary:

As part of the FMPP closeout procedures, you are required to submit the SF-425 (Final
Federal Financial Report). Check here if you have completed the SF-425 and are
submitting it with this report:
Did the project generate any income? No income was generated.
a.lf yes, how much was generated and how was it used to further the objectives
of the award? N/A

9. Lessons Learned:
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Summarize any lessons learned. They should draw on positive experiences (e.g. good
ideas that improved project efficiency or saved money) and negative experiences (e.g.
what did not go well and what needs to be changed).

An important aspect to having success with our project was regular and consistent
communication with project partners. Our project partners were essential in
completing our goals and objectives and communicating in a way so that we were all on
the same page allowed for a smooth execution of our activities. There were instances
when our timeline was altered based on the need for certain deliverables to be
accomplished, such as needing professional photographs before launching the website.
In these instances it was important to include these changes in our reporting and work
to accomplish our goals as best we could.

If goals or outcome measures were not achieved, identify and share the lessons learned
to help others expedite problem-solving: N/A

Describe any lessons learned in the administration of the project that might be helpful
for others who would want to implement a similar project: In administering the project
we found it helpful to have a payroll service for staff and to use contracted labor to
conduct specialized tasks. It was helpful to keep clear records both financially as well as
of things that were published. It was best for us to keep these records organized by the
reporting period they corresponded with. It was helpful to be in communication with
the FMPP grant management team when questions regarding budget and timeline
arose; we found these communications to be helpful and clarifying.

10. Future Work:

How will you continue the work of this project beyond the performance period? In other
words, how will you parlay the results of your project’s work to benefit future
community goals and initiatives? Include information about community impact and
outreach, anticipated increases in markets and/or sales, estimated number of jobs
retained/created, and any other information you’d like to share about the future of your
project.

One of the main highlights from this project is that the EBT Booth at the Hawi Farmers
Market is a large economic generator for our local producers, increases direct producer
to consumer sales, and supports our low-income community in having access to fresh
and healthy food. The feedback from this project shows that it is a priority for our
community to continue to receive this service. To ensure that the EBT Booth continues,
we are working to build a broad base of funders including individual donors, private
foundations and government grants. We anticipate EBT Booth sales will increase by 5%
in the next year and that all 30 farmer beneficiaries will continue to benefit. The farmers
involved in Farm Tours North Kohala will continue to offer farm tours and expand the
growth of ag-tourism in our community. The made/grown in Kohala label will continue
to serve to increase the market for value added products. The Hawi Farmers Market
Roadside signs and banners are fixtures that continue to expand the consumer base for
the market to include residents and visitors alike. Additionally, the partnership with the
Sacred Hearts Food Basket has strengthened and more farmers/producers are beginning
to donate produce to support our communities most food insecure population. We
anticipate funding being available to continue offering compensation to our farmers and
producers for their contributions to the food basket.
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Do you have any recommendations for future activities and, if applicable, an outline of
next steps or additional research that might advance the project goals?

Our next steps are to secure funding to continue to offer these valuable services to our
community with priority placed on the EBT Booth, the distribution of fresh produce to
the Sacred Hearts Food Basket, and Marketing and advertising for the Hawi Farmers
Market. In addition, we are planning to publish a revision of our North Kohala Know
Your Farmer Directory, first published in 2012, that serves to increase direct producer to
consumer sales by connecting local producers with local consumers. Additionally we
anticipate funds generated from advertising and marketing within the directory and a
small fee for its distribution can be used to help support the continuation of our
programs.
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LOCAL FOOD &%
LOCAL FARMS
NORTH KOHALA

Kohala Grown
Farm Tours & Market

Lokahi Garden Sanctuary
Palili ‘O Kohala

Culinary & Fermentation Classes

EXPERIENCE THE CULTURE AND
AGRICULTURE OF NORTH KOHALA

The community of North Kohala is committed to
revitalizing the local food system and agricultural
traditions. Come meet the farmers who are growing food
and perpetuating culture in our community today. North
Kohala has farm tours and tastings, cultural and culinary
events, and farm fun for the whole family!




All tours and
culinary events are
in North Kohala.
Please contact the
farm directly for
reservations, address
and directions.

FOR UP TO DATE TOUR INFORMATION:

www.farmtoursnorthkohala.com
or call farms directly:

Lokahi Garden Sanctuary: 808-987-7501
Kohala Grown Farm Tours: 808-937-4930
Culinary & Fermentation Classes: 808-884-5633
Palili ‘O Kohala: 781-454-6573
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FARM TOURS IN
NORTH KOHALA
BIG ISLAND, HAWAI'l

GROWING THE LOCAL FOOD SYSTEM
IN NORTH KOHALA

Growing Agricultural Tourism in North Kohala is a project of the North
Kohala Eat Locally Grown Campaign and is sponsored by the USDA
Agricultural Marketing Service’s Farmers Market Promotion Program.






Dear Sacred Hearts Food Basket Clients,

Did you know that you can use your EBT card at
the Hawt Farmers Market to purchase fresh local
produce?

It’s as ‘\ (D)

easy as:
(1)

79

What You Gan Buy At The Farmers Market

* Fruits & Vegetables e Milk, Eggs, Cheese e Food that will be e Alcohol or tobacco
e Breads and Cereals e Seeds eaten at the market e Household supplies
o Baked Goods e Plants which produce e Hot foods o VVitamins and

e Meats, Fish and food ¢ Any nonfood items medicines

Poultry e Jams, Jellies & Honey e Soaps
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Hawi Farmers Market
Saturdays, 8 am -2 pm
Under the Banyan Trees in Hawi

\: The Hawi Farmers Market
accepts EBT! (for eligible food items)

Promotional support for the Haw1 Farmers Market is provided by the
North Kohala Eat Locally Grown Campaign and Haw1 Farmers Market
with funding support from the USDA Agricultural Marketing Service’s

Farmers Market Promotion Program.




EXPERIENCE THE FLAVOR OF NORTH KOHALA

«Hawl Farmers Market
Saturdays,8am -2 pm

Under the Banyan Trees in Hawi
(Corner of Akoni Pule Highway (270) and Haw1 Road)

Promotional support for the Hawi Farmers Market is provided by the North Kohala Eat Locally Grown Campaign and Haw1 Farmers Market
with funding support from the USDA Agricultural Marketing Service’s Farmers Market Promotion Program.




EXPERIENCE THE FLAVOR OF NORTH KOHALA

«Hawl Farmers Market
Saturdays,8am -2 pm

Under the Banyan Trees in Hawi
(Corner of Akoni Pule Highway (270) and Haw1 Road)

Promotional support for the Hawi Farmers Market is provided by the North Kohala Eat Locally Grown Campaign and Haw1 Farmers Market
with funding support from the USDA Agricultural Marketing Service’s Farmers Market Promotion Program.




EXPERIENCE THE FLAVOR OF NORTH KOHALA

«Hawl Farmers Market
Saturdays,8am -2 pm

Under the Banyan Trees in Hawi
(Corner of Akoni Pule Highway (270) and Haw1 Road)

Promotional support for the Hawi Farmers Market is provided by the North Kohala Eat Locally Grown Campaign and Haw1 Farmers Market
with funding support from the USDA Agricultural Marketing Service’s Farmers Market Promotion Program.




EXPERIENCE THE FLAVOR OF NORTH KOHALA

«Hawl Farmers Market
Saturdays,8am -2 pm

Under the Banyan Trees in Hawi
(Corner of Akoni Pule Highway (270) and Haw1 Road)

Promotional support for the Hawi Farmers Market is provided by the North Kohala Eat Locally Grown Campaign and Hawi Farmers Market
with funding support from the USDA Agricultural Marketing Service’s Farmers Market Promotion Program.




EXPERIENCE THE FLAVOR OF NORTH KOHALA

«Hawl Farmers Market
Saturdays,8am -2 pm

Under the Banyan Trees in Hawi
(Corner of Akoni Pule Highway (270) and Haw1 Road)

Promotional support for the Hawi Farmers Market is provided by the North Kohala Eat Locally Grown Campaign and Hawi Farmers Market
with funding support from the USDA Agricultural Marketing Service’s Farmers Market Promotion Program.




EXPERIENCE THE FLAVOR OF NORTH KOHALA

«Hawl Farmers Market
Saturdays,8am -2 pm

Under the Banyan Trees in Hawi
(Corner of Akoni Pule Highway (270) and Haw1 Road)

Promotional support for the Hawi Farmers Market is provided by the North Kohala Eat Locally Grown Campaign and Haw1 Farmers Market
with funding support from the USDA Agricultural Marketing Service’s Farmers Market Promotion Program.




LOCAL FOOD AND LOCAL FARMS
NORTH KOHALA

The community of North Kohala AND
is revitalizing the local food O0 lo('

system and agricultural traditions. 49 Y/
Come meet the farmers who are  ~ ;
growing food and perpetuating 5 o
culture in our community today. Q, x4
North Kohala has farm tours and < ©
farm to fork culinary events for

the whole family! NORTH KOHALA

FARM TOURS:

Lokahi Garden Sanctuary
Kohala Grown Farm Tours & Market
Kohala Institute At ‘lole
Palili ‘O Kohala

FARM-TO-FORK CULINARY EVENTS:
The Coastal Oven
The Art of Fermentation
Rio Polynesian Supper Club
Kohala ‘Aina Harvest Festival

www.farmtoursnorthkohala.com

Growing Agricultural Tourism in North Kohala is a project
of the North Kohala Eat Locally Grown Campaign and is
sponsored by the USDA Agricultural Marketing Service’s
Farmers Market Promotion Program.
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Hawaiian harvest: Exotic agriculture, pineapple wine

Nancy Trejos, USA TODAY  8:05 a.m. EST December 18, 2015

HAWAII ISLAND — Jim Reddekopp and his wife Tracy moved to the Big Island from Oahu 18 years ago

because, he says, that island got "too busy." . Rullscreen

"My wife and | had dreams of raising our children in a rura/Beyomnd thiedeachh Hoawdii farmsit's
still untouched.” welcome visitors

Now, the Reddekopps and their kids are running the Hawaiian Vanilla Co., which draws island visitors for
(Photo: Mauiwine) vanilla-infused luncheons and tours of the 20-acre farm.

"It's like welcoming people into our home," he says.

Hawaii is known for its stunning beaches and resorts, but beyond the surf and sand, there's an abundance of agricultural land that many travelers don't
think to explore.

Farming sugar, cattle, pineapples, and coffee began in the early 19th century. Sugar is no longer a viable industry, but Hawaiians have turned their
attention to a more diverse bounty.

The state has 7,000 farms and more than 1.1 million acres of land in production, according to the U.S. Department of Agriculture. In addition to cattle and
coffee, these farms produce such goods as vanilla, mushrooms, lavender and even pineapple wine.

"There's a historical precedent and rich tradition of agriculture here," says Richard Liebmann, owner of Lokahi Garden Sanctuary, a wellness retreat
center and organic farm on the Big Island.

Many of the farmers and producers welcome visitors. | take Liebmann up on his hospitality. He comes out to greet me as soon as | pull into his driveway.
Liebmann is originally from Queens, N.Y., but after 35 years in Hawaii, he's adopted the Aloha spirit of kindness and warmth.

"Are you hungry?" he asks.

He serves a delicious asparagus soup followed by an omelet of fresh vegetables picked that morning from the garden along with a mixed greens salad.
Liebmann, a naturopathic physician, and his wife Natalie Young, a massage therapist, are growing more than 250 species of plants on their farm.
"Some are edible, some are medicinal and some are just beautiful to look at," he says.

The garden is located in the historic North Kohala community on the Big Island. In addition to growing plants, the couple tend to many animals, including
chickens, sheep and a cow on 10 lush acres with sweeping ocean views. They offer walking tours as well as longer retreats, spa treatments and healthy
meals.

"We really like this rural lifestyle," he says.

Jane Holmes is also enjoying that lifestyle at the Hamakua Heritage Farm in the rural community of Laupahoehoe, where mushrooms known as alii and
pioppini sprout in jars.

The specialty exotic mushrooms are grown in a mixture of corncob, wheat bran and grandis eucalyptus sawdust called substrate. The bottle cultivation
method originated in Japan.

"Excuse the sawdust," Holmes says as she leads a tour of the 16,000-square ft. production facility. "We're definitely a working farm here."

After passing various rooms used for incubation, growing and packaging, she shows off the finished product: a 3 %2-inch alii mushroom with a thick meaty
stem that is sold to markets and restaurants throughout the island.

The factory produces more than 4,000 pounds of mushrooms a week. The substrate is then recycled and given to local farmers, who use it to boost their
own crops.
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Hawaiian harvest: Exotic agriculture, pineapple wine http://www.usatoday.com/story/travel/destinations/2015/12/18/hawai...
Holmes ends the tour with a taste of treats made with mushrooms, including trail mix and cookies. Later, | have Hamakua mushrooms in a more
traditional preparation in a ricotta cheese cavatelli pasta at Merriman's, a farm-to-table restaurant in Waimea.

About 10 miles from Hamakua, | prepare my palette for a very different taste. At Hawaiian Vanilla Co., | have a vanilla-infused lunch of shrimp, chicken,
salad and ice cream, all washed down with a vanilla lemonade.

"The more vanilla you use, the better everything tastes," says Reddekopp.

After lunch, Reddekopp leads our group on a tour of the property while telling us the history of vanilla, which comes from an orchid. It also happens to be
difficult to produce, which is why a 4-o0z. bottle costs $18 to $20.

"This has humbled me, this plant," he says.
An island away, the producers of pineapple wine have also been humbled at times.

Growing wine in Hawaii isn't easy because of the climate, but the owners of MauiWine decided to give it a shot in 1974. The winery produces roses,
syrahs and chenin-viognier. But it's also found a niche in pineapple sparkling wines.

Joseph Hegele, director of sales and marketing, says the growers got into pineapple wine accidentally.

"When they were waiting for the vineyard to mature, they used what was readily available as a practice," he says. With pineapple so prevalent, "It's kind
of like we fell into it," he says.

Fruit is also the star of the show at ONO Organic farm, a family-owned and operated coffee and tropical fruit farm located in the Kipahulu community.

At an afternoon exotic fruit tasting, Bailey Spry chops, explains and passes around exotic fruits. A soursop tastes like Sour Patch Kids. An ice cream
banana, one of almost 30 varieties, tastes just as it sounds.

Gary Lamb, who is visiting from San Diego with his family, says he'd rather visit a place like ONO than just sit on the beach.
"It connects us with the food we eat," he says.

Read or Share this story: http://usat.ly/1YpQnGf
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EBT Card at the
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Hawi Farmers Market
Saturdays,7am -2 pm

Under the Banyan Trees in Hawi (Corner of Akoni Pule Highway (270) and Hawi Road)

Promotional support for the Hawi Farmers Market is provided by the North Kohala Eat Locally Grown Campaign and Haw1 Farmers Market
with funding support from the USDA Agricultural Marketing Service’s Farmers Market Promotion Program.
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_ r 4 Hawai‘i In A Glass

from the Hawaiian Islands

Go beyond the cliché umbrella drinks and explore Hawai‘i’s burgeoning cocktail
scene. All six islands make use of fresh and exotic ingredients to create

distinct drinks with inspired flavor profiles. In celebration of all its delicious
diversity, Bon Appétit asked top tastemakers to share their go-to cocktails that

“Let Hawai‘i Happen” with every sip.

O TIKI INIKI
Kaua'i
“Sit at the bar and order a Trader Vic’s Mai Tai. On your first sip, the smell
of fresh mint and orange draw you in. Then, ice-cold lime juice and complex
% rum flavors are followed by hints of caramelized sugarcane, bananas, coconut,
- “y almond, and cocoa beans aged in oak casks. This is a well balanced cocktail
@jake_Of_al |_t rades Went Oon a SupsquatCh I'ide- using two different rums including an agricole, fresh-squeezed local limes
and oranges, and garnished with mint from co-owner Michele Rundgren’s

and n]et a neW friend. #LetH aWai i Happen #ViSitoahu 5 —— gl _- _ garden on the North shore.”
Marta Lane, Author and Owner, Tasting Kaua'i Food Tours {0 @TastingKauai

THE PIG AND THE LADY
O'ahu

“If you want something salty and sweet, try the salt preserved calamansi and

O

palm sugar soda. It’s a bright, effervescent, and refreshing drink that’s great
anytime. The citrus-like flavor of calamansi, plus the round sweetness from the
palm sugar, all come together when it’s muddled with a splash of ice cold soda
water. It goes down easy, so it’s very hard to have just one!”

Andrew: Le, Chef, The Pig and the Lady (U] @Pigandthelady

MAUI BREWING CO.
Maui

“If you want authentic Hawai‘i flavor, order a Coconut Porter. Ours is milder

O

on the roast and carries toasted, nutty flavors of coconut in the nose, along
with mocha characteristics on the back end. It goes great with rich meat dishes,
but chocolate is where its flavor truly shines.”

Garrett W. Marrero, Founder, Maui Brewing Co. 8] @MauiBrewingCo

Q MY HOUSE!
Hawai'i Island
“I make my own fresh pifia coladas using white pineapple grown at Sage Farms
and my homemade coconut milk. Local rum and local white kiawe honey —
- preferably Rare Hawaiian Honey but Big Island Bees Lehua is great too — make
for a 100% locally grown cocktail. I can tell myself that this is a smoothie and
feel great about having it for lunch or dinner.”

Andrea Dean, Writer/Local Foodie [Q) @AndreaSwanDean

Visit gohawaii.com/farm-to-table to view more must-try Hawai‘i finds.
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The community of North Kohala AND 4
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Come meet the farmers who are :t' ;

growing food and perpetuating o o

culture in our community today. O) 5

North Kohala has farm tours and

farm to fork culinary events for

the whole family! NORTH KOHALA
FARM TOURS:

Lokahi Garden Sanctuary

Kohala Grown
Farm Tours & Market

Culinary & Fermentation Classes
Palili ‘O Kohala

www.farmtoursnorthkohala.com
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Additional photos can be found at northhawaiinews.com.

When first conceiving the Kohala Market in Hawi, Leo Woods and his wife, Jeannievie, decided they
wanted to take it one step further. Why not also offer tours of the very farms where the local, organic
produce they sell is grown?

In partnership with Nate Hayward, a permaculture designer and farmer, the Kohala Grown Farm Tours
have been offered since last Aug., led by him and Leo on Wednesdays, Thursdays and Fridays weekly.
Groups range from three to 14 people and are often a mix of locals and tourists.

Traveling by van, the tours visit two or three farms, with guided hikes around the properties. Nate provides
historic facts about the exotic fruits, vegetables and herbs that grow in the orchards and gardens. The
organic produce found there is sold to local restaurants, the Kohala Market and Hawi's weekly farmers
market.

http://www.northhawaiinews.com/kohala-grown/

4/25/16 8:34 PM
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“Originally we started with farms where we had personal connections but it has expanded since then,” Leo
says. “The farms we visit now rotate seasonally.”

Currently, tours visit Blue Dragon Farm, owned by Bennett Dorrance Jr., who also owns the Blue Dragon
Restaurant in Kawaihae, and Lokahi Garden Sanctuary, a 10-acre farm owned by Dr. Richard Liebmann
and Natalie Young. A rare Bodhi tree, usually planted in close proximity to every Buddhist monastery,
brings a Zen-like quality to their orchard.

If not eaten whole, fruits found in the orchards are often prepared into juices, sauces, salads and sorbet
served at local restaurants. Mamey sapote — a sweet, salmon-colored tropical fruit that resembles a
papaya — is the main ingredient in a creamy milkshake popular in Cuba, according to Nate.

The lush Kohala countryside is home to a wide variety of crops that thrive on the rich volcanic soil. White
pineapple, apple bananas, dragon fruit, mango, papaya, lilikoi, lychee, Longan and star fruit are some of
the fruits to name a few. Cacao, coffee, avocados, asparagus, taro, kale, chard, pumpkins, okra, eggplant,
cucumbers and tomatoes are also grown in Kohala. According to Nate, asparagus shoots grow so fast
here they have to be harvested twice daily.

Herbs and spices range from two types of cinnamon to ashwaghanda — a tonic herb that can help relieve
stress and anxiety in adults — tamarind, allspice, basil, ginger and curry leaf.

Miracle berries are a tour highlight. When sucked on for several minutes, a natural chemical component
dramatically changes the taste buds so lemon juice tastes more like lemonade.

As Nate explains, all of the fruits and vegetables grown on Hawaii Island originated elsewhere, first
brought here by original settlers traveling in canoes from Polynesia. Later, additional plants were brought
from Central and South America, Asia, the Caribbean, Mexico and the Yucatan Peninsula by Spaniards,
Asians and from elsewhere.

After touring the first farm, tables are set up — complete with table cloths, plates and napkins — where
hungry visitors sample juicy, tropical fruits picked just feet away, along with fresh coconut water as a thirst
quencher. Tourists from as far as India, China, Chile, the Philippines, Switzerland and Ethiopia have taken
the tour.

After visiting the farms, visitors experience a farm-to-table lunch at Sushi Rock in Hawi, utilizing produce
seen that morning used in sushi rolls, sandwiches and salads.

“One day, a sustainable shift will happen when people eat less wheat and rice and more local produce,”
Nate remarks. “Kohala is a little hidden gem.”

The Kohala Grown Farm Tours are $125 per adult and $60 for children 12 and under. Locals receive a 20
percent kam’'aina discount. Reservations can be made at www.kohalagrownfarmtours.com/. For more
information call 937-4930.
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LOCAL FOOD AND LOCAL FARMS
NORTH KOHALA

The community of North Kohala AND
is revitalizing the local food 00 IO('

system and agricultural traditions. g 'Y/
Come meet the farmers who are  ~ :;;
growing food and perpetuating o
culture in our community today. Q, I
North Kohala has farm toursand = ©
farm to fork culinary events for

the whole family! NORTH KOHALA

FARM TOURS:

Lokahi Garden Sanctuary
Kohala Grown Farm Tours & Market
Kohala Institute At ‘lole
Palili ‘O Kohala

FARM-TO-FORK CULINARY EVENTS:
The Coastal Oven
The Art of Fermentation
Rio Polynesian Supper Club
Kohala ‘Aina Harvest Festival

www.farmtoursnorthkohala.com

Growing Agricultural Tourism in North Kohala is a project
of the North Kohala Eat Locally Grown Campaign and is
sponsored by the USDA Agricultural Marketing Service’s
Farmers Market Promotion Program.
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today. North Kohala has farm tours and farm to
fork culinary events for the whole family! NORTH KOHALA

FARM TOURS:
Kohala Grown

FARM-TO-FORK CULINARY EVENTS:
The Farm Table

Farm Tours & Market Rio Polynesian
Kohala Institute at ‘lole Supper Club

Lokahi Garden
Sanctuary

Palili ‘O Kohala

The Art c_)f Fermentation
Kohala ‘Aina
Harvest Festival

www.farmtoursnorthkohala.com
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FAT JOCALLY GROWN

Growing Agricultural Tourism in North Kohala
is a project of the North Kohala Eat Locally
Grown Campaign and is sponsored by the USDA
Agricultural Marketing Service’s Farmers
Market Promotion Program.






North Kohala Eat Locally Grown (NKELG) was a recipient of the 2014 USDA
Agricultural Marketing Service’s Farmers Market Promotion Program grant.
This grant provided funding for almost two years of programming from December
2014 - September 2016. Here are some of the results we accomplished:

Operated an EBT Booth at the Hawi Farmers Market every Saturday, distributing
over $34,650 to Hawi Farmers Market vendors from December 2014- September
2015, and over $42,500 to Hawi Farmers Market vendors from October 2015-
September 2016. There were an average of 111 EBT transactions per month.

Advertisement for the Hawi Farmers Market and the North Kohala Ag Tourism
Initiative was placed in Ke Ola Magazine, Kohala Mountain News, North Hawaii
News, Edible Hawaii, and Paradise Post. Over 30 Kohala producers benefited.

In partnership with Palili O Kohala, 330 lbs poi and 560 Ibs of sweet potato were
distributed to over 200 families through the Sacred Hearts Food Basket.

“Made and Grown in Kohala” Labels were created and distributed to Hawi Farmers
Market vendors.

Two roadside stands and two banners were created to highlight the Hawi Farmers
Market.

Outreach to concierge promoting the Hawi Farmers Market and the North Kohala Ag
Tourisn initiative, as well as distribution of rack cards for the Ag Tourisn initiative.

Launched the new Hawi Farmers Market Website at www.HawiFarmersMarket.com

We welcome your feedback about this program!
We have an anonymous comment box at the EBT Booth,
or you can email Leslie at Lrae.nugent@gmail.com.

Thank You for all of your support!

We are grateful to all our project partners including: Hawi Farmers Market LLC,
Sacred Hearts Food Basket, Palili O Kohala Cooperative, Hawi Farmers Market
vendors, North Kohala Ag Tourism initiative participants, and our fiscal sponsor the

North Kohala Community Resource Center.

We intend to continue this valuable work in our community If you are interested in supporting

financially or otherwise please reach out to Leslie at the EBT Booth or via email
Lrae.nugent@gmail.com
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