
Farmers Market Promotion Program (FMPP) 
Final Performance Report 

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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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:  
(e.g. September 30, 20XX-September 29, 20XX) 

September 30, 2015 – September 27, 2017 

Authorized Representative Name: Helen Austin 
Authorized Representative Phone: 803-470-4302 
Authorized Representative Email: Sustainablemidlands4@gmail.com 

Recipient Organization Name:  Sustainable Midlands 
Project Title as Stated on Grant Agreement:  Bridging the Gap: Consumers and Farmers 

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

15-FMPP-SC-0028 

Year Grant was Awarded:  2015 
Project City/State:  Columbia, SC 

Total Awarded Budget:  28,926 
 
FMPP staff may contact you to follow up for long-term success stories.  Who may we contact?  
☒ Same Authorized Representative listed above (check if applicable). 
☐ Different individual: Name: ______________; Email:  ______________; Phone: ______________ 
  

mailto:USDAFMPPQuestions@ams.usda.gov
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1. 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: Educate the Public about the current Midlands Local Food System 
a. Progress Made: An event called the Midlands Farm Tour occurred on May 21st, 

2016 which featured 10 local, diverse farms for people of all ages and 
backgrounds to tour and explore. The farms on the tour were: Six Berry Farms, 
Bee Trail Farms, Mercer House Estate Winery, Patchwork Farm, S.C. State 
Farmers Market, Sandhills Heirloom Tomatoes, Terra Kotta Farms, USC Green 
Quad Carolina Community Farm and Garden, Wright Farms of S.C. Featured on 
the Midlands Farm Tour website was an ArcGis application that enabled 
consumers to locate all the farms featured on the tour. This map application has 
grown to incorporate all the farms listed in the food guide and helps support 
linking consumers to food producing farms throughout the SC Midlands. On 
September 23, 2017 Sustainable Midlands had another farm tour. The 
September 23rd Midlands Farm Tour had a few farms from the previous year 
and a few new ones. The farms which participated in the September 23rd event 
were: Carolina Bay Farms, Fire Barrel Farm, The Mercer House Estate Winery, 
Up on Cedar Knoll, Leesville Aquaponics, Terra Kotta Farms, Meador Acres 
Chestnuts, Doko Farm, Six Berry Farm, Arnold Farms. 

b. Impact on Community: The Midlands Local Food Guides were distributed during 
the Midlands Farm Tour on May 21st, 2016. The Midlands Farm Tour, which 
occurred on May 21st, 2016, had online ticket sales of 200 with a total of over 
430 (additional tickets were purchased on site) community members visiting the 
10 local farms on the tour to learn sustainable farming techniques, seasonal 
vegetable and fruit harvesting, livestock care, honey-bee care and honey 
production. The farmers were encouraged to offer their products for sale and 
promote a sustainable lifestyle, they also had signup sheets for people who 
were interested to receive monthly updates and happenings on the farm. The 
mapping approach used in the tour allowed for people to easily access the 
farms and restaurants along the route. Signage was placed in strategic areas to 
further assist those following the tour route and to further promote the 
Midlands Farm Tour. The increase in traffic in the rural areas the farms are 
located also helped bring awareness to local business along the routes.    

ii. Goal/Objective 2: Increase in customer base of Midlands Food Producing Farmers 
a. Progress Made: By hosting an engaging series of events through the Midlands 

Farm Tour, May 21st, 2016, and on September 23rd, 2017, along with promoting 
individual local farms through the Midlands Food Guide and websites for the 
Midlands Food Alliance and Midlands Farm Tour- a growing consumer base is 
linked to our local food producing farms. Additionally, our organization 
leverages social media in providing profiles of “featured farms” on a weekly 
basis to help garner more consumer support through that form of outreach. Our 
staff and volunteers participated in 8 outreach events that promoted our local 
farm tour, the farms participating and the local food system as a whole.  
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b. Impact on Community: The community is better engaged around the subject of 
food literacy and gaining an understanding of our local food system. Consumers 
are also better engaged with the local area stores, venues, farmers markets, and 
local farm selling/delivery operation in order to further promote the “buy local” 
mentality. Measurements were not available on participating farms increase in 
customer base 6 months pre and post the farm tours.    

iii. Goal/Objective 3: Increase the amount of money consumers spend on direct farm 
purchases 

a. Progress Made: The Midlands Food Alliance and Sustainable Midlands launched 
a buy local campaign during the Midlands Farm Tour and continued to promote 
it through their websites and social media, in which consumers sign a letter of 
support that investing in our local farmers would be a priority for them and that 
food-system development would be an essential part of our county plan. In 
doing so, consumers also pledged to spend $10 weekly in purchasing local 
food/agriculture items produced in the SC Midlands. Survey results from the 
pledge show:  

• 20% spend $10 or less 
• 34% spend between $10-$20 
• 28% spend between $20-$30 
• 12% spend between $30-$40 
• 6% spend more than $40 

b. Impact on Community: As of July 1, 2016 over 260 individuals have signed 
pledge, which demonstrated an increased commitment to buying local. In three 
months local farms and retail venues that sell local food items reported a 
combined increase of revenue of approximately 18%. Of the 260 people who 
signed up for the pledge 61 responded to the follow up survey stating they 
continue to support local farmers.   

iv. Goal/Objective 4: Make Farm Tour participation accessible to all 
a. Progress Made: Our leadership has approved a drastic reduction in ticket 

prices to $10, “early bird” and $15 day of (which is decreased from $35 day 
of). Children under 10 were free, all SNAP, EBT and WIC beneficiaries and their 
families attended the farm tour for free. Attendance at the 2016 Midlands 
Farm Tour are as follows: 

• 200 people – Eventbrite online sales……………………$10 
• 163 people – day of farm tour at the gate……………$15 
• 16 people - SNAP/EBT/WIC…………………………………..Free 
• 56 children under 10 ……………………………………………Free 

b. Impact on the Community: By making the farm tour more affordable and free 
for some demographics we were able to make it accessible to all people of the 
community.  

Demographics 
• White……………………………………………………………………..88.33% 
• Hispanic/Latino………………………………………………………..1.67% 
• African American/Black…………………………………………….5.00% 
• Native American/American Indian…………………………….0.00% 
• Asian/Pacific Islander………………………………………………..0.00% 
• Mixed Race………………………………………………………………..3.33% 
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• Other………………………………………………………………………….1.67%  
v. Goal/Objective 5: Connect Farmers with training for Continued Agritourism   

a. Progress Made: Outreach and training has begun to take place in helping farms 
market themselves as agritourism destinations. The farm tour coordinator, 
trained as an environmental interpretive educator, has met with each farm 
individually to facilitate the logistics of the tour, and offered interpretive 
education pieces for each site. Additionally, the director of the new Office of 
Agri-tourism offered courses for farms interested in growing their farm as a tour 
site, and provided training. All ten farms in the 2016 Midlands Farm Tour were 
offered additional resources from the South Carolina Department of 
Agriculture’s agritourism program. Only two participants, SC State Farmers 
Market and Mercer House Estate Winery, continued with the program and are 
currently listed in the SC Agritourism Passport.   

b. Impact on the Community: By helping expand the agritourism industry for these 
10 farms, along with other farms that now begin to feel motivated to participate 
after being involved with the farm tour and/or Midlands Food Alliance, we are 
helping to facilitate a stronger link between consumers and farms. This helps to 
develop the local food economy and bring a varied niche of tourism to the SC 
Midlands. This year marks the second year that the “SC Agritourism Passport” 
has been printed, which further helps promote the economic development of 
this area’s local food ways. The Midlands region is a featured growing region for 
population.  Sustainable Midlands opened the door for the farmers to pursue an 
agritourism trade. The two which are currently listed in the SC Agritourism 
Passport have had to expand their facilities. The SC State Farmers Market 
moved to a larger facility, closer to local farmers and food hubs. Mercer House 
Estate Winery’s select wines are now a featured local product at Wholefoods.  

vi. Goal/Objective 6: Build a Network of Food Producing Farmers and Supporters in the SC 
Midlands 

a. Progress Made: At the inception of this project was the creation of the local 
food advocacy organization, the Midlands Food Alliance. The Midlands food 
Alliance has become an engaging food policy council that represents farmers, 
advocates, specialty food vendors, food retail professional and community 
educators that seek to develop support for a strong local food system, link new 
farmers to local resources, advocate for best labor practices, engage with like-
minded organizations and agencies to research the feasibility of a food-hub in 
the Midlands. Sustainable Midlands and Midlands Food Alliance are both 
networked with the Midlands Local Food Collaborative and as of September 
2016 have participated in the Stronger Together economic development plan 
that includes 11 counties. This plan is specifically evaluating the economic needs 
for agri-business, farming resources, and the need for a food-hub in this region 

b. Impact on the Community: Sustainable Midlands and the Midlands Food 
Alliance launched the Midlands Farm Tour, the Local Food Pledge Campaign, 
created the farm tour interactive map and website as well as held monthly 
meetings and quarterly potlucks to help engage farmers, advocates, retailers, 
and municipal officials. These general meetings and potlucks have grown from 
an average of 8 people in August of 2015 to over 30 in late January of 2016. The 
Midlands Food Alliance has gained traction and now collaborates with other 
events to further engage consumers, advocates, farmers, and municipal agents 
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concerning the issues of local food. Such collaborations have been outreach 
tables at local film festivals, local natural food stores, SC Department of 
Agriculture events, young farmer and rancher events, with local social services 
agencies, and at local farmers markets. The network of food producing farmers 
and supports continues to grow under the programming and outreach efforts of 
the Midlands Food Alliance.      

  
 

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, 20__).  Include further 
explanation if necessary.   

i. Number of direct jobs created: Two part time jobs were created for the Farm Tour 
Coordinator and Volunteer Coordinator 

ii. Number of jobs retained: 1 – Program/Outreach position is retained  
iii. Number of indirect jobs created: 1 – Sustainable Midlands developed a new PT position 

of “local food outreach coordinator” for the 2017 budget year 
iv. Number of markets expanded: The market expanded has been the lower-economic 

areas of the Midlands region with respect to engaging them in local farm tour/agri-
tourism events that they were previously priced out of. Additionally, agri-tourism 
markets have expanded to include 7 farms that are first-time farm tour participants. The 
Food and Farm guide has 132 farms, produce stands, food hubs, and farm to table 
restaurants listed. This guide was distributed throughout the midlands as follows: 

Destination of Guides Number of Guides 

MFA Leadership-Personal Copies 7 

COPASCities at USC-Team Member Copies  8 
10 Counties in Guide's Clemson Extension Offices via Weatherly 
Thomas 550 

Terra Kotta Farms 100 

Whole Foods 600 

Rosewood Market 50 

Farm to Table Event Co. 50 

Crust Bakehouse 25 

City Roots 100 

Farm to Table Event Co. 100 

Lane Specialty Gardens 400 

Cayce Farmers Market 40 

Dupres at the Market 45 

Irmo Farmers Market 40 

Blythewood Farmers Market  100 

Soda City Farmers Market  600 
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Four Oaks Farm Country Store  50 

Watsonia Farms 100 

Heathwood Hall  50 

Lake Carolina Farmers Market 50 

Ebenezer Lutheran Church Farmers Market 50 

CRAVE Market  50 

USDA Office 15 

Tasty Tomato Festival 775 

Manning Farmers Market/Food Box 30 

Palmetto Health Presentation 50 

Rocky Branch 10 

Barter Barn 25 

Price's Feed and Seed 25 

Rosewood Market  50 

Mercer House Winery 25 

The Nest 100 

Wil Moore Farms 25 

Mac Pottery 15 

Midlands Council of Governments 10 

Stronger Economoies Together Meeting 25 

SC Department of Agriculture 50 

Gardeners Outpost 50 

Wisteria Garden Club 75 

Richland County Soil and Water Conservation District 30 

SC Kidney Foundation 150 

Chi Designs 25 

Black Bean Company 25 

Marriott Hotel Store 25 
 

v. Number of new markets established: Three (historically black communities, historically 
black colleges and beneficiaries of social services such as “food stamps” – EBT, SNAP, 
and WIC) Specific outreach has been developed with historically black communities, 
churches and colleges that have not typically been engaged in such events. 

vi. Market sales increased by $2,500 and increased by 63%.  
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vii. Number of farmers/producers that have benefited from the project: 10 farms have 
directly benefited from participation in the 2016 Midlands Farm Tour.  Over 30 farms 
have benefited from the digital mapping application that helps to link consumers to the 
local sustainable farms. 132 farms, markets, retail establishments benefited from being 
featured in the printed and digital versions of the Midlands Farm and Food Guide.  

a. Percent Increase: Estimated a 60% increase in farms represented in Lexington 
County 
 

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? Yes, with this 
specific outreach approach we have reached low-income and low-access populations in 
historically black communities, churches, and schools. Additionally we have reached low-access 
populations by allowing those on EBT, SNAP, or WIC to participate in the tour for free. We have 
also developed outreach to small, developing farms hat have not participated in agri-tourism 
events previously, in turn gaining further exposure for their farms. 
 

4. Discuss your community partnerships.   
i. Who are your community partners? South Carolina Department of Agriculture, the Farm 

Bureau, South Carolina Specialty Food Association; Midlands Local Food Collaborative; 
media outlets – The Free Times, Lexington Life Magazine, Hometown Columbia, over 
one dozen local restaurants featuring local food, Sustainable Carolina of the University 
of South Carolina, retailers – Whole Foods market, Rosewood Market and Deli.  

ii. How have they contributed to the overall results of the FMPP project? They have 
discounted media costs, sponsored outreach events for our farm tour and education, 
promoted the tour in their establishments, discounted printing and advertising 
opportunities to help promote the farm tour and map application and also acted as a 
facilitators on our behalf as we leveraged support for further programming around local 
food. No fundraising occurred, only promotion of the Midlands Farm Tour.  

iii.  How will they continue to contribute to your project’s future activities, beyond the 
performance period of this FMPP grant? They will continue efforts by expanding 
sponsorships, helping to gain support from other counties near the Midlands region as 
we expand the farm tour for next year, continue to feature and support the local farms 
participating by purchasing (in retail/restaurant markets) goods from those smaller 
sustainable farms as well as lend support in developing a land access resource for new 
farmers.  
 

5. Are you using contractors to conduct the work?  If so, how did their work contribute to the 
results of the FMPP project? The contract work used for this tour has been specifically to 
coordinate logistics of the farm tour, prepare outreach materials and website by a graphic atist, 
recruit and train volunteers, host informational tables at local outreach events, meet with farms 
to determine how the farm tour will operate for each location, speak at community events to 
promote the tour and recruit volunteers. Map and create the farm tour passport. Take 
photographs of the farms before the event for promotion and during the event.  
 

6. Have you publicized any results yet? Yes 
i. If yes, how did you publicize the results? We publicized the results in our annual report, 

info graphics produced on October 2016 and at the Carolina Farm Stewardship 



Page 8 of 10 

Association Conference and the Sustainable Agriculture Conference, both located in 
North Carolina.  

ii. To whom did you publicize the results? Community members, stake holders, like minded 
non-profits, agency supporters, our board, staff and volunteers 

iii. How many stakeholders (i.e. people, entities) did you reach? Through our newsletter 
alone over 4,000. At the conference, an estimated 40 or more, as well as to the food 
policy council (MFA) leadership and stake holders, which is 30 members.  

*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).    
 

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

i. If so, how did you collect the information? This is a digital based survey. Emails of 
attendees who bought their tickets online (200 people) were sent a survey through 
Survey Monkey from May 21st through August 21st to determine who spends more than 
$10 weekly on local food. Of those 200 people 71 replied.  

ii. What feedback was relayed (specific comments)? A summary of significant survey 
questions and results:  
Data from Farm Tour Survey/Data Sheets 
435 attendees 
41 were children/students utilizing Green Step promotion (a school program which 
focuses on sustainable communities and school gardens) 
*Respondents to survey – Farm Tour attendees: 71 out of 200 people who purchased 
online tickets 
88% White 
5% Black 
2% Hispanic/Latino 
5% Mixed Race 
 

• My Knowledge of local food increased: 96% agree or strongly agree 
• I choose to shop at local farms/markets more often: 77% agree or strongly agree 
• I seek out restaurants that serve lo al food: 64.7% agree or strongly agree 
• Cost can be a barrier when seeking our restaurants that serve local food: 52% 

agree or strongly agree 
 
Dollar spent on local food weekly: 

• 20% - spend $10 or less 
• 34% - spend between $10-$20 
• 28% - spend between $20-$30 
• 12% - spend between $30-$40 
• 6% - spend more than $40 

 
The Midlands Farm Tour was entertaining/enjoyable: 100% agree or strongly agree 
 
I am more likely to attend an agri-tourism event as a result of my experience on the 
Midlands Farm Tour: 92% agree or strongly agree 
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8. Budget Summary:  
i. 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: ☒ 

ii. Did the project generate any income? No 
a. If yes, how much was generated and how was it used to further the objectives 

of the award?    
 

9. Lessons Learned: 
i. 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). The agri-tourism law that protects 
farms from the need of extra liability insurance does not extend to 3rd party non-profits. 
Due to this issue the budget for insurance far exceeded what was allocated. Suggest to 
farmers to sell drinks and snacks and to keep the money as profit. On the 1st Farm sign 
in sheet there needs to be an extra column for the number of people in the party and a 
column for zip code capture. Better volunteer training is the day before the event, such 
as sign in procedures, using the square/card reader, writing receipts, checking 
Eventbrite because we didn’t cut off online ticket sales early and there wasn’t an 
updated list at each station. The confusion with Eventbrite was that some people had 
printed tickets, others had receipts on their phone, while others had no information at 
all expecting us to have them on a list of attendees. This is when early cutoff is 
necessary, plus the point of online tickets sales is getting that “early bird” discount. 
More tour direction signs would have been useful, especially when coming from 
different directions. Pre-driving the routes will help in identifying where the direction 
signs should be placed. 

ii. If goals or outcome measures were not achieved, identify and share the lessons learned 
to help others expedite problem-solving: Goals were met 

iii. Describe any lessons learned in the administration of the project that might be helpful 
for others who would want to implement a similar project: Not enough time was given 
for all the farms in the Midlands to submit their applications. We extended the time an 
additional three weeks which allowed the administration to have extend the tour into 
Lexington County. Also, better train volunteers on how to use Square to take credit 
cards on site.  
 

10. Future Work:  
i. 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.  This project has allowed Sustainable Midlands to offer the Midlands Farm Tour 
in 2017 and a part time coordinator was hired to update the Midlands Food and Farm 
Guide and to coordinate farmers for the event. The Green LEAF educational program 
was a result of the farm tour. The Calhoun County food-hub has been established due to 
outreach from this project with an estimated creation of 5 jobs. The Midlands Food and 
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Farm Guide is a resource for finding local farms and restaurants offering local foods. 
Copies of the guide can be found at the SC Department of Agriculture, Clemson 
Extension, as well as with Sustainable Midlands.  

ii. 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? Sustainable 
Midlands is looking to expand their curriculum in educating children and the public 
about the importance of healthy food and farm to table. Research conducted showed a 
need for food hubs in rural counties and the Calhoun County Food Hub was created. 
Keeping an updated data base of farms in operation is recommended. As we were 
updating the Food and Farm Guide for 2017 we discovered several blueberry farmers 
lost their crops and had to shut down their farms permanently due to flooding.   















































SUPPORTING LOCAL FARMERS FOR A CENTURY

Loans for: · Land
· Agriculture
· Operating Expenses
· Equipment

· Home Construction, 
Purchases and 
Improvements

· Livestock

· Land and Farm 
Improvements

· Barns and Fencing

844-AGSOUTH | AgSouthFC.com
NMLS# 619788

843-662-1527 | ArborOne.com
NMLS# 449370

Whether you’re considering expanding your operation or starting a farm of your 
own, give us a call. We have special loan programs designed just for you.




