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Introduction
In Michigan and across the nation, the landscape and culture of 

agriculture is changing. Customers are seeking not only diverse, 

farm-fresh foods but also a connection to the land on which 

it is grown. Small and medium-sized farms are on the rise; 

and growing food is not only happening in our rural areas, but 

in gardens, greenhouses and farms in our cities and suburbs. 

Michigan’s food and agriculture production and processing 

markets, and their associated businesses, are ripe for expansion. 

Increased consumer demand for locally grown and processed 

products, combined with a desire to know where our food 

comes from and an increased focus on health and nutrition, 

provide opportunities for new and existing producers to succeed 

in the food and agriculture industry in Michigan. And, with 

over 300 commodities produced on a commercial basis in our 

state, Michigan’s production resources give our farmers and 

processors the upper hand in local foods production.

“Growing Michigan’s Future – A Guide to Marketing Your 

Michigan Food and Agriculture Products” is a comprehensive 

resource for Michigan producers, processors, distributors, 

local food groups and others interested in expanding and 

strengthening Michigan’s food and agriculture industry. It 

is meant to be a resource for all food-related businesses, 

regardless of size, production practices or the diversity of 

products. From information on how to select a market that best 

fits an individual farm operation, to food safety, pricing and 

market development, we hope you will find this guide useful  

to your business.

Additional copies of this guide are available from:

Michigan Department of Agriculture &  
Rural Development 
Office of Agriculture Development 
P.O. Box 30017, Lansing, MI  48909 
800-292-3939

This publication is also available electronically at  

www.michigan.gov/mdardmarketingguide. Check for  

chapter updates.

“Growing Michigan’s Future – A Guide to Marketing Your Michigan 
Food and Agriculture Products” was created using a 2010 U.S. 
Department of Agriculture & Rural Development Specialty Crop  

Block Grant. Second edition, November 2012Grow ing M ich igan’ s  Fu ture     11
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