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Agriculture Awareness and Community Links Success indicators

Collaborative unity among agricultural and non-agricultural agencies.

Increased access to agriculture related funding sources for all agencies.

Greater awareness and utilization of existing farmer resources and services.

Access to locally produced nutritious foods to low resource families.

Positive image of agriculture, farming, and the local government is elevated

among farming and non farming population through community visibility.

Image of agriculture and County government is elevated within the community.

increased education and awareness in farming and agriculture by youth.

Integration of agriculture info the overall goals and mission of Tioga County

Tioga County assumes a role in Agriculture Development on a regional level.

Tioga County agricultural issues are known to Industry advocates on a Regional and

State level.

¢ Communication between farmers, agricultural advocates and the County
Govemnment is established.

e Communication and continuity between Towns and County Government efforts
involving land use planning efforts.

AGRICULTURE ECONOMIC DEVELOPMENT
Strategies and Action Steps

PRIORITY ISSUE

Strategy [. County Agriculture Economic Development Specialist

Assigned: County Planners/ Appropriate Agricultural & Non-agricultural Agency
Leadership and farmer representation.

Timeline: 1999

Implementation by: 2000

Action 1: Determine funding sources to cover salary, fringe & benefits, and operating
costs, for the employment of a full time County Agriculture Economic Development
Specialist. Currently Jefferson, Wayne, Delaware, Washington, Orange and Ulster
Counties employ Agriculture Economic Development Specialists. (Appendices R-8)

Measurement criteria: Funding possibilities are considered and a source is determined.

Action 2: Develop a specific job criteria for the Tioga County Agriculture Economic
Development Specialist that defines and addresses priority issues specific to agriculture
in Tioga County.



54

County Economic Development Specialist, continued

Example: In other counties, Agriculture Economic Development Specialists act as liason
between County farmers and markets for locally produced products. The Specialist is aware of
agricultural agency programs and current research data and provides direct marketing assistance

for farmers.

¢ Qualifications for this position should include knowledge of food processing,
various unions and regulations including USDA. Qualifications should include
extensive knowledge in the non-farming aspects of the dairy industry including
alternative markets for raw milk products and ‘new generation’ cooperative
marketing strategies.

e Qualifications should include an extensive knowledge of the red meat industry
including knowledge of ethnic and specialty meat market/industry and regulations
that relate.

e A farmer or person should not fill this position with a background in agriculture
production.

e This position should in no way act as an extension of Cornell University, Cornell
Cooperative Extension or any other agricultural agency.

e This position should be considered a component of Tioga County Planning &
Economic Development and represent County efforts toward the economic
development of the Industry.

Action 3: Identify priority action areas to be explored by the Agriculture Economic
Development Specialist. Areas to explore were indicated in the BR&E survey and
include:

e strengthening traditional farming (dairy) enterprises through aggressive use of
existing marketing research by Comell University,

e value added operations such as food processing and packaging,

e expanding access to organic markets for a broad scope of products that include
organic feed, seeds, fruits, vegetables, dairy products, poultry, livestock
products,

e expanding local markets for fruits, vegetables and developing a local freezer
trade (local meats & pouliry),

o expanding access to ethnic markets and exploring new product development
cooperatively with the research efforts of Cornell University, especially in areas of
marketing small ruminant livestock and specialty meat and milk products,

e exploring new uses/markets for traditional products,

e assisting farmers to obtain direct farmer funding for business development,

e aggressive participating organizations such as Just Food and NY Farms to
stimulate farmer participation regional and state markets.

(Appendices k-5, R-6).

Measurement criteria: Farmers obtain viable contracted markets for products.
Measurement criteria: Production increases.

Measurement criteria: Economic indicators show increase in revenues for individual
farms and agricultural economic contributions to the County.

*This position may be considered for a trial timeframe of three — five years. During the trial
period, annual reports will be submitted from the office of Agriculture Economic Development to
the County. The County can determine the effectiveness of the position on the industry of
agriculture and the benefits provided to farmers, farms and farmiand and the County.
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PRIORTIY ISSUE

Strategy li: Development of a multi-faceted farmers market within the County - To
provide farmers an opportunity to develop a local clientele, to stimulate the local
economy and to enhance downtown development and local tourism efforts.

Assigned: Economic Planning & Development Office, Owego Farmer's Market, Owego
Historic Market Place, Tourism Office, with assistance from Cornell University:
Department of Rural Sociology, Delhi College: Recreation & Tourism-Rural Sociology,
Govemor’'s Task Force for Rural Development.

Timeline: 1999- Ongoing

Site Suggested: Downtown Owego

Action_1: Develop a farm market theme and promotional strategy that works in
conjunction with the overall county image for the establishment of a unique, customer
oriented, farmers market within the County. Establish a more suitable, amenable site
that will encourage shoppers into the downtown area. This will benefit retail merchants,
too. Designate operational hours that are more compatible with full-time, working
consumers. Invite theatre groups, dance schools, high school bands, private music
instructors, etc. to schedule student performances on those days when the farmers
market is operating. Stimulate and encourage local consumer interest in locally
produced foods and the farmers who produce it.

Example: In a consumer outreach effort, the Norwich Farmer's Market Master invited a local high
school band to perform during market hours on a Saturday. One hundred and sixty five band
students turned out in new band uniforms. Three hundred and fifty parents, grandparents,
brother and sisters came to listen to the performance. Fifty-three farmer's market participants sold
out within two hours. The farmers reporied the most common comment was “l didn’t know
Norwich had a farmer’'s market.”

Measurement criteria: Develop an exciting farmer's market that is consumer and
community friendly. Farmer's develop a local customer base and local merchants
increase sales. Shoppers come into rather than out of the County to shop.

(Appendices A3-7)

Action 2: Develop small business development programs/workshops for farm market
participants that include pricing and visual presentation strategies and positive customer
relations’ techniqgues. Open these workshops to agricuitural and non-agricultural small
business owners such as local merchants and small entrepreneurial enterprise owners
who will benefit from this education.

Measurement criteria: A series of workshops and/or training seminars that incorporate
a broad spectrum of available professionals and educators from across the State.
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Strategy lIl. Development of Farmer's Market, continued

Observations: _Downtown Owego is unique in that its historical district is still in tact.
Another unique feature is a riverbank location. This feature, in addition to Tioga County’s
central location within the region, provides potential for developing Downtown Owego.
Small businesses create the first impression of the County.

Shoppers are drawn from outside the Region for specific events or items.
Currently, there is a lack of commercial retailers to draw shoppers into the County.
Therefore, Tioga must rely on aesthetics, presentation, and the development and
promotion of its unique features. Through intensive business intervention and training,
downtown Owego can help develop small businesses and at the same time identify
entrepreneurial start-up opportunities. This is a long-term project that requires extensive
coordination of its many components.

In order to place small business owners (includes farmers) in a competitive
position with other counties for retail trade, small business owners must bring business
operation skills and presentation up to regional/national standards.

Tioga County should draw from the many college, university, and professional
resources available, statewide, for implementation of workshops and training projects.

Example:_The River offers Owego many development options. SEA GRANT NEW YORK is a
joint program of the State University of New York, Cornell University and NOAA, Department of
Commerce and in association with Cornell Cooperative Extension, U.S. Department of Agriculture
and U.S. Department of Commerce.

Action 3: Develop strategies to utilize the farmers market as a teaching tool.
Socialization skills, good customer relations, health and nutrition, product information
and even providing customers with correct change, are areas of education provided by
various social services and youth programs in the County.

Example: At the Norwich New York Farmer's Market an old-fashioned pushcart displays Maple
products. A young man from the neighborhood not-for-profit youth program can tell you
everything you want to know about Maple syrup because the farmer who produced the syrup
taught him. The same farmer recently lost his wife and cannot spend the day at the farmer's
market anymore. Nearby, the youth coordinator offers the youth tips on customer service, and
product display. The youth will earn minimum wage for his day of work. A Community
Development Grant obtained by the neighborhood youth program entitled THE PLACE pays his
salary. The farmer doesn’t have to spend time away from the farm to participate in the local
farmer’'s market.

Assessment criteria: A series of human services programs that enhance the farmer's
market and community through Community Links. (Appendices R-10).

Action 4: Design the market to work in conjunction with agricultural and non- agricultural
events in the community. Allow local enterprises to use the farmers market as a
marketing tool.

Example: Plan a Taste Tioga event. Invite local chefs to perform public cooking demonstrations
using locally produced foods, to promote their restaurant and the farmer’s enterprises. Encourage
local restaurants to utilize local produce. Regional chefs can be invited as they have potential as
farmers market clients,
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Strategy ll. Development of Farmer's Market, continued

Example: Invite the local bookstore to display and sell seasonal cookbooks at a Great Tioga
cook-off day at the farmer's market. Consider inviting regional bookstores to pariicipate. County
Fair food judges may participate in judging ‘best pumpkin dish” or “best salsa” contests. Invite
corporations such as Frito Lay, LaPrinos, etc. to pariicipate.

Example: Host a ‘TIOGA GARDENS' day at the farmer's market. In addition to a wide selection
of bedding plants and horticultural supplies, invite George Caldfeld (Fox 40 Home Gardner) to
come and give gardening tips. Plan media coverage. Work with Tioga Gardens and Tourism
Office to make this a County Event.

Assessment criteria: Local farmers access a broader customer base. Regional
customers begin to come info the County. Farmers, merchants, restaurants—all
businesses benefit.

Action 5: Set quality product and presentation standards for participants, and farm
market member fees that will cover minimal, local promotion such as radio ads. Develop
competitive pricing strategies. Assign market members specific roles to assist in special
market events. Invite County boards and local merchants and organizations to
participate in regular market member meetings and to consider the farm market as a
place to promote for free’.

Assessment criteria: Farmer's market members develop a stronger association, the
market becomes more viable to the community, and the community develops a regular
customer base from outside.

Action 6: County agency leadership with assistance from Cornell University:
Department of Farming Alternatives, develop a Community Food Security (Grant)
Initiative to provide funding for enhanced development of a Farmer's Market, Community
Food Security, and downtown development. Application for funding will also apply to
USDA Cooperative Initiatives. County funding should include a salary, fringe and
benefits for a part-time project coordinator. (Appendices R11-1 = R11-13)

Assessment criteria: A vital and viable farmer's market and downtown district
developed to full economic potential.

SECONDARY PRIORITY

Strategy lll: Develop Agri-Tourism Opportunities — Establish income generating
opportunities by linking tourists with various County attractions and agricultural
attractions in innovative ways.

Assigned: Farmer-Agri-Tourism Committee, Chamber of Commerce, Tourism Office,
Economic Planning & Development, Agricultural agency participation, Board of Health.

Timeline: 1999 - ongoing
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Action 1: ldentify and create a working group of farm based enterprises interested in
participating in county tourism efforts.

Measurement criteria: Established agri-tourism committee. *This step has been
accomplished.

Action 2: Develop and implement small business development workshops that educate
and prepare farmers for issues specific to the recreation-tourism industry. Provide one
on one, on-farm business development and enhancement assistance to farmers
involved in agri-tourism.

Measurement criteria: Farm enterprises and farmers are prepared to integrate the
tourism-recreation industry with the farming operation.

Action 3: Develop programs and tour packages that incorporate several farms per
package. Initial farm tours should target specific interest groups that may include:
conference and corporate meetings, company picnics, senior programs, educational,
family. Develop promotional material and direct market to local and regional groups.

Measurement criteria: Business community develops a greater awareness of
agriculture potential. Farmers gain experience in dealing with tourist trade.

Action 3: Inventory existing attractions such as farmers markets, traditional and non-
traditional farm operations that offer educational and entertaining attractions. Assess
farmer readiness to integrate the farm with agri-tourism. Assist farmers who need
business development assistance.

Measurement criteria: Completion of enterprise assessments. Small, rural enterprise
owners gain greater professional knowledge and are more at ease participating in the
industry of Tourism.

Action 4. Link Agri-tourism tours with commercial recreation attractions and
accommodations such as Tioga Scenic Railroad, The Hickories, Jud Spencer water-
skiing competition, the Waterman Conservation Center, the Transportation Museum,
Tioga Park Racetrack, Tioga Gardens and the Ti-Awhaga to name a few. Also, consider
joint promotion with the Coming Museum. Currently, The Coming Glass Museum jointly
promotes with The Baseball Hall of Fame, located in Cooperstown and more than 125
miles away?

Measurement criteria: The development of vital and viable tourism destination point.

Action 5: Improve and /or create marketing brochures that promote agricultural
attractions in conjunction with commercial atfractions.

Measurement criteria: Completion of promotional strategy and materials.

Action 6: Promote Agri-tourism in Tioga County through direct distribution and
marketing of promotional material to tour operators as well as targeted groups within
urban areas of the ‘technology triangle’. Develop and implement a web page or
participate in a regional tourism web page. Establish a tourism information and
reservation system that allows potential guests 24 hour-7 day per week access.
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Strategy lil. Develop Agri-tourism Opportunities, continued

Measurement criteria: ldentified attractions are marketed to targeted groups via an

aggressive and multi faceted promotional strategy.

Currently there are ample funding sources on all levels to encourage the

development of Agri-tourism. It is recommended that key agencies seek
collaborative funding to provide a salaried position for a project coordinator whose
specific services include individualized production and business development
assistance for participating farmers and to coordinate farmer/agency action.
Funding should also be considered to assist the Tioga County Tourism Office in
meeting additional operational costs incurred through implementation of this
strategy. Additional funding should be procured for extensive marketing efforts
during the final phase of this project.

Agriculture Economic Development Success Indicators

e & & & e o

The industry of agriculture assumes an active and more viable position
within the framework of County economic development.

Funding to develop and/or strengthen a range of traditional and alternative
farm enterprises is obtained through marketing-especially dairy and small
ruminant livestock.

The County can begin to commercialize and profit on academic agricultural
business-product development research and case studies by applying
research directly to project implementations.

Farmer access to markets for specialty and organic products is expanded.
The volume of locally produced foods marketed within the County expands.
More farm businesses continue operation.

Farmers profitably access new Regional and State markets.

The development and enhancements of downtown districts increase.

There is an increased consumer awareness of the availability of locally
produced foods.

Small rural businesses develop and begin to meet national tourism
expectations become more competitive.

County farm and environmental improvements are stimulated due to
incentives and expanded profitability resuiting from expanded downtown
area and tourism.

Farmers and local retailers profit from expanding consumer base.

New markets for traditional agricultural products such as raw milk.

Access to new ethnic markets.

Agriculiure census data and county estimates reveals improving trends in
the retention of farms, farms, and productivity of farms.

Employment opportunities result from expanded retail traffic.

Entrepreneurial and small business opportunities evolve.

Awareness & education opportunities for youth and human services
programs evolve.

A positive county image results in greater local and regional revenues.

Tioga County positions itself as a viable agricultural resource within the
region .
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The following sftrategies merit additional time, effort, and consideration of
agencies and policy makers, for the economic development of agriculture in Tioga

County.

Assigned: Tioga County Cooperative Extension and Tioga County Soil Water
Conservation District, Farm Bureau, Natural Resource Conservation Service, Tioga
County Agriculture and Farmland Protection Board, County Boards. Cooperative efforts
on a regional level may prove to be productive.
Timeline: 1999- 2005
e Conversions of farm waste into methane, bedding, feed and landscaping
products on a county or regional basis.
e Bulk or cooperative energy purchases.
e Assistance to farmers to obtain permits and applications to expand or
diversify farming enterprises and estate planning.
e Research and development of forest products and potential markets.
e Deer herd and other wildiife management.

LAND USE PLANNING AND TAXATION
Strategies and Action Steps

The following strategies address:

e A lack of awareness among municipal officials and government personal
regarding their role and obligation in supporting farmers, farms and farmland
through the Agriculture District Law, Article 25-AAA Agricultural and Farmiand
Protection Programs and all agriculture laws.

e The need to establish equitable farmland valuation practices for active farms.

¢ Awareness among farmers of County development goals, especially in areas
targeted for industrial and/or residential development.

e The need to promote farming interests in land use planning decisions.

e Awareness among members of the farming community of all agriculture laws
and how the laws affect individual farms.

e A lack of communication and collaboration of goals and development efforts
between Town & County government.

Strategy . Create a Tioga County Learning Team whose members will work
directly with State Agencies and others in this field to develop a complete
understanding of all Agricultural Laws . The Learning Team will coordinate the
Strategies of the Land Use Planning and Taxation goal.

Assigned: Tioga County Planning Board will coordinate Strategy 1.
Timeline: 1999
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LAND USE PLANNING AND TAXATION, continued

Explanation: Leaming Teams are created by combining groups of citizens who come
together to learn about one or more key issues in their community with the intention of
generating new information that will lead to positive change. (Appendices R-8)

Many agricultural laws are not fully understood by all policy makers, key county
workers, and agricultural and non-agricultural agency management, farmers and others
who have direct or indirect impact on land use. As agricultural laws were researched for
this project it was determined that:

e agricultural laws are always changing,

= there are many details and loopholes in the laws that have potential to result in
that can result in costly errors for both County and individual farmers, and

e unknown aspects of an agriculture law can result in lost funding opportunities
that could be used to benefit the County,

Learning Team Membership should include representation from: The Tioga County
Planning Boards, Tioga County Economic Development, Cornell Cooperative Extension,
Natural Resource Conservation & Development Service, Tioga County Heaith
Department, Tioga County Department of Real Property, Town and Village assessors,
Tioga County Industrial Development Agency (IDA), Valley Economic Development
Association (VEDA) Tioga County Chamber of Commerce, Tioga County Tourism Office,
Tioga County Local Development Corporation, Tioga Opportunities Program,
Department of Environmental Conservation, Tioga County Farm Bureau,

The Learning Team will develop an awareness of all agricultural laws through
meetings and workshops facilitated by the following: New York State Agriculture &
Markets, Southem Tier East Regional Planning, Agriculture and Markets Environmental
Research Specialist, The New York State Legislative Commission on Rural Resources,
The New York State Task Force on Food, Farm, and Nutrition, Comell University
Agriculture Development & Diversification Program.

Measurement criteria:_Informed County leadership regarding all agriculture Laws.

Strategv ll.  Agriculture & Markets Law — Article 25AA — Create a greater
awareness and understanding of regulations in article 25AA, Ag Districts Law and
all agricultural laws, within County governing and planning boards. (Appendices
R1-1, R1-2, R1-3).

Assigned: The County Learning Team
Timeline: 1999

Action 1: Facilitate workshops public forums and use news media to create an
awareness involving Agriculture Districts, Right to Farm issues, limitations on local
regulations, and farmland existing outside of Agriculture Districts and the County and
State Agriculture & Farmland Protection Plans.

Measurement criteria: Completed workshops with farmers and municipal officials.

Action 2: Resolutions by Town Boards to support farmers, farms, and farmland and the
Agriculture District Law.
Measurement criteria: Level of participation by Town Boards.
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Strategy ll. Agricuiture & Markets Law, continued
Action 3: Encourage land-use policy decisions that have positive impact on farmers,

farms and farmiand in towns, villages, and hamlets throughout the County.
Measurement criteria: Pro-agriculture decisions on related issues.

Strategy lil: _Land Use Planning & Regulation Policy — Farmland Assessment
Assigned: County Boards and Assessment Director with County Learning Team.
Timeline: Open

Action I:

Phase 1: Evaluate reports from Tioga County Assessments that evaluate current and
recently changed active farmland assessments. Develop an active farmland value
assessment process that results in a low current-use value for active farmland.
Measurement criteria: Developed assessment procedure and timeline for changing
assessments on active farmiand.

Phase 2: Develop an assessment procedure and timeline for changing assessments on
active farmland so that assessments on farmland are uniform throughout the County.
Phase 3: Provide training to Town and Village assessors so they can promote this
program throughout the County.

Phase 4: Provide new assessment information regarding active farmland to real estate
agents so that they understand the fundamentals and function of farmland laws and can
better inform prospective clients.

Measurement criteria: A unification of farmland assessments throughout the County.
Measurement criteria: Economic relief for farmers.

Measurement criteria: Incentive for farmers to increase production.

Measurement criteria: The BR&E survey asked farmers to rank issues that will have
major impact on future farm profits. Tioga County farmers rank property taxes as the
number one issue. Reassessments of active farmland will provide some relief for
farmers, provide supportive action from County Governments at minimal revenue cost to
the County.

Note: Tax burdens fo farmers have been an issue on Regional and State levels. Last year,
through the State School Tax Credit Program farmers were provided some tax relief. In order to
benefit from the State School Tax Credit Program farmers must meet a set level of off-the-farm
income. Many small family and part time farms do not meet the minimum income requirements
stated in the State School Tax Credit Program, they cannot take advantage of this tax credit
program. The County farms that net $30 - $100,00 or less are currently experiencing the greatest
economic difficulties and would be positively impacted by reassessments or stabilized
assessments of active farmiand.
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LONG RANGE PLAN

Strategy IV: Long Range County Land Use Planning Strategy that incorporates
success factors for the industry of agriculture and industrial-residential
development goals.

Assigned: County Learning Team, Industrial Development Agency
Timeline: Open

Action 1: Asses case studies and plans from other counties and states currently utilizing
land use-planning strategies. Evaluate the feasibility of application of long range such
strategies to Tioga County.

Note: Land Use planning strategies are currently utilized in states that have lost a major portion
of prime famnland to non-agricultural development. These states are using land use planning
strategies as a last hope of retaining a minimal farm base for the future. When land use planning
strategies are applied prior to the excessive loss of farmiand, the results are cost effective. Some
strategies such as community planning or ‘Clustering’ have been proven to decrease the conflict
of agricultural development and industrial/residential development. (Appendices R-1, R-2, R-4).

Action_2: Develop a long-term land use plan. The early stages of planning should
concentrate on areas currently targeted for immediate industrial and/or residential
growth. The goal of this first planning phase is to reduce the impacts of non-farm
development on farmiand.

Measurement criteria: A land use strategy that results in minimal alterations to current
farmland status.

Action 3: Communicate County plans and encourages input from farmers throughout

the ongoing planning phase.
Measurement criteria: The degree of participation and input from the farming

community.

Action 4: The Learning Team with assisting groups will seek State funding opportunities
for the implementation of the County long range land use plan and for the enhancement
of all lands. The Learning Team will also seek State and private funding opportunities
for individual agencies involved in initiatives that enhance farmlands and/or non-
agricultural lands. Project Considerations include: Projects that enhance the current
Tioga County Watershed Initiative, Purchase of Development Rights (PDR), Lease of
Development Rights (LDR), Roadside Enhancement Projects such as the current Tioga
County Wildflower Project, and Rail System Development.

Note: Currently, Texas, California, Arizona, North & South Carolina, Virginia, and Vermont are
working toward reconstruction and development of for both passenger and freight rail services.
The goal is to regenerate the train as a historic method of distribution of products as well as to
encourage local, short distance commuters and State tourism efforts. Foundation and corporate
funds have been granted for these projects.

Measurement criteria: Additional County agency funding for environmental and
transportation enhancements that contribute to agricultural and non-agricuitural
economic development and to the County’s ‘quality of life’.
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Strategy V: Develop Countywide Site Plans and Land Development Patterns

Assigned: Leaming Team with County Planning Boards.
Timeline: Prior to new industrial and/or residential development plans.

Action 1: Develop methods and visual material that inform and update those persons
who are affected by and affect farmland in regard to current County land development
plans and opportunities. Make these plans available to the public through media, public

hearings.
Measurement criteria: Response from the public, especially farmers.

Action _2: Continue to update information as the Learning Team proceeds through

various planning phases.
Measurement criteria; Interest and participation on a countywide level. Plans that

incorporate farming interests.

Strategy VI: Actively seek a County Farmland Tax Policy.
Assigned: Leaming Team, Division of Assessment, appropriates County Boards.
Timeline: Prior to the implementation of new industrial and/or residential development.

Action 1: The development of tax incentives for active farmland, prior to additional
industrial and/or residential development, especially in areas where concentrated areas
of active farms will be highly Impacted by valuation increases of non-farming
development.

Measurement criteria: A lessened negative impact from non-agricultural development
on remaining active farms.

Measurement criteria: Greater incentives for active farms to continue and/or farming

operations.

Land Use Planning and Taxation Success Indicators

® A countywide awareness of the contributions of agriculture to the overall
County.

e A greater awareness of the benefits of all agricultural Laws.

e Land use policies that have positive impact on farmers, farms, farmland
throughout the County.

® Economic incentives that encourage the continued active use of farmland.

o Long term land use County plans.

e Land use strategies that result in minimal alterations to current farmland
status.

o Reduced impacts of non-farm development on farmland.

e Opportunities for funding environmental enhancements to County Lands.

e A farmland tax policy that encourages continued farming in areas highly
impacted from non-farm development.

e Unification of economic and development goals among municipalities.

o Coordination of Town and County goals.

END
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