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Agenda + Objectives
• Introductions 
• Setting the Stage/Why this is important
• Vocabulary Lesson  
• How to measure metrics
• Tips and Tricks
• Real life example - WMGC (CSA + Wholesale)
• Things you can implement now 

  



Presenting Today

Stefanie Jaeger
Director of Sales and Customer Success
Local Food Marketplace

STEFANIE JAEGER
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• Lives in Northern Wisconsin on Lake 
Superior 

• Mediocre trail runner + rock climber + 
CrossFitter

• Dabble in pottery and creative writing
• CSA customer for over 15 years (fun fact: I 

get two CSA’s from two different farms!)
• Over 15 years in food systems work
• 4 years running a producer cooperative 

CSA in Northern Wisconsin (Ashland, WI)
• 8 years supporting farms and hubs on 

technology 

About Stefanie

Stef and Moon Pie



About Local Food Marketplace
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➢ Provides flexible and scalable software to 
help local food businesses plan, sell, and 
distribute local food

➢ We provide streamlined customer 
ordering, inventory and distro 
management, as well as subscriptions, 
CSAs and storefront ordering



About Local Food Marketplace
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2009: LFM was founded to help small 
farms thrive and re-localize our food 
system

2024: Leading platform for local food sales 
in US & Canada - serving 300+ food hubs 
and 12,000+ producers

Vision: An equitable local food 
ecosystem



How They Use LFM 
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● Wholesale

● Retail

● CSA/Subscription Programs

● Farmstands & Farmers Markets

● Institutional sales (schools, hospitals, 

etc.) 

● Farm to school programs

● Farm to food pantry programs



Presenting Today

Brooklyn Maloley
Marketing Consultant

Grapevine Local Food Marketing

Brooklyn Maloley

brooklyn@grapevinelocalfoodmarketing.com 

mailto:brooklyn@grapevinelocalfoodmarketing.com


About Brooklyn 
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• Lives in San Diego as a Midwest transplant
• In my free time I love to hike, bake, create new 

recipes, and travel
• BA in Anthropology with concentrations in 

Sustainable Food Systems & Sustainable 
Development

• Lived in Thailand learning from and working with 
small-scale farmers

• Over 6 years working with food businesses & 
farms 

• 1.5+ years at Grapevine



Answering Questions Today

Jacy Rittmer
Senior E-commerce Consultant

Grapevine Local Food Marketing

Jacy Rittmer



About Jacy 
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• Former business founder in food-tech industry
• Recently moved back to Iowa from Colorado
• 7+ years working with food businesses & farms to 

develop and launch websites
• Specialized experience in e-commerce for meat 

& perishables
• 1.5+ years at Grapevine
• In my free time I enjoy cooking, baking bread, 

making pottery, and weight lifting
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• Founded by Sarah Highlen in 2016 to help local food folk 
leverage marketing and E-commerce to grow their businesses.

• Grown to include 8 passionate marketing professionals who’ve 
served 100+ farms, local food nonprofits, and food hubs. 

• Grapevine uses a strategic approach blending technical expertise, 
creative ideas, and a passion for local food.

About Grapevine Local Food Marketing
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Let's Jump In! 
✔ Introductions
✔ Vocabulary Lesson
✔ Why this is important
✔ Metrics
✔ Real-life example
✔ Summary
✔ Things you can implement now
✔ Next Steps



Setting the Stage

➢ LFM is a multi-channel platform 
○ Our customers often have for example, CSA, wholesale, 

institutional buyers, etc. coming to their storefront to 
shop. 

➢ These different types of buyers have different customer 
journeys 
○ Ex. The buying process for wholesale is usually 

different than a CSA customer! 
○ Different CTA’s 



Setting the Stage

➢ Within LFM, our customers can create different buyer 
profiles for their buyers to create a customized shopping 
experience with:
○ Pricing lists
○ Order windows 
○ Types of products (entire product categories, or 

product selling units) 



Setting the Stage

➢ The storefront is white-label: it’s branded for each market 

➢ Since sites are URL based, sites can be set up in a way to 
direct customers to exactly where they need to go and sent 
back to the markets companion website and back to LFM’s 
storefront seamlessly 

➢ There is a lot of customization here! 



The Challenge

Getting the correct customer 
funneled into the correct journey! 



Customer Journey
Includes every interaction a customer might have with your company before, during, and after a purchase, online 
or offline. Today, we’re just going to focus on the customer’s journey once they land on your site.

 

Conversion Rate
A calculation that tells you how many people are actually taking action on your site & completing the desired 
action (in this case it would be purchasing a product from your farm).

           # of conversions

                                              X 100 = rate at which web visitors are becoming customers
        # of site visitors 
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Awareness AdvocacyConsideration Purchase Retention

Vocabulary Lesson
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• Good customer journey = higher conversion rates = 
better business for you!

• Brand reputation
• Customer satisfaction / retention

Why is this important? 
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• Measuring success with Google Analytics (GA4)
• Ensure cross-domain tracking for LFM companion sites 

• Common metrics we’re monitoring & goals to shoot for:
• Conversion rate, 3%+
• Bounce rate, 20-40%
• Avg. session duration, 2-3+ mins.
• Cart abandonment, ~60-70%
• … and more! 

Metrics
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• Short navigation menu

Top Tips for Driving Conversion
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• Build confidence in the mind of the reader

Top Tips for Driving Conversion
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• Build confidence in the mind of the reader

Top Tips for Driving Conversion
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• Avoid complex how-to guides
• Direct your homepage to new leads
• Include a primary CTA & make it easy to take action

Top Tips for Driving Conversion
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• Avoid complex how-to guides
• Direct your home page to new leads
• Include a primary CTA & make it easy to take action

Top Tips for Driving Conversion
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• Mirror your navigation menus between LFM & companion 
site

Top Tips for Driving Conversion
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• Match your companion site and LFM storefronts fonts and 
colors 

Top Tips for Driving Conversion
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• Connect with your audience using high quality images

Top Tips for Driving Conversion
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• Connect with your audience using high quality images

Top Tips for Driving Conversion
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Western Montana Growers Cooperative
• LFM Customer 
• Farmer-owned local food distributor 
• 14+ member farms cooperative
• Offering 20 sites in Western Montana from Missoula to Helena 
• Serving restaurants, institutions, grocery stores, and individual community 

members through a CSA program. 

Real Life Example
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Main problems they were facing

1. Synthesizing their content into clear CTA’s to build customer confidence & 
drive conversions with multiple customer journeys

2. How to direct different buyers to the correct information needed to 
purchase

Real Life Example
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Western Montana Growers Cooperative
• How did we help?

• Built customer confidence & included a clear CTA

Real Life Example
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Western Montana Growers Cooperative
• How did we help?

• Differentiated journeys for improved customer experience

Real Life Example
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Western Montana Growers Cooperative
• How did we help?

• Differentiated journeys for improved customer experience

Real Life Example
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Western Montana Growers Cooperative
• How did we help?

• Differentiated journeys for improved customer experience

Real Life Example
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Western Montana Growers Cooperative
• How did we help?

• High quality images & design consistency

Real Life Example
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• Implement top tips shared today on your site 
• Take new photos
• Update your website copy
• Update LFM menu navigation
• Update LFM colors and fonts (if applicable)

Things to do now
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• We'll send the recording and the slide deck out to everyone. 
• We’ll also include Grapevine’s website for more examples to 

reference & read our helpful resource posts
• Need help implementing? We can connect you with the 

Grapevine team for a consultation. 
• Reach out to LFM’s team for help with LFM specific site 

updates 

Next Steps

https://www.grapevinelocalmarketing.com/


39

Q&A



Get in Touch! 
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Stefanie Jaeger
Director of Sales and Customer Success, 

Local Food Marketplace

       Stefanie@localfoodmarketplace.com

localfoodmarketplace.com

brooklyn@grapevinelocal.com

Brooklyn Maloley
Marketing Consultant, Grapevine Local 

Food Marketing

grapevinelocalmarketing.com



Thank You!


