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Maintaining New Growth Post-Covid 

Legislative Session is over for now, and I for one will not miss the incredible 

amount of emails from our lobbyists keeping us up to date the last week or so 

of session.  Dozens of bills RIFB was following were up for Consideration in 

Committee or Vote in the Legislature in the rush to close out the session.  The 

list on the RIFB website will soon be updated, and RIFB has a list of topics 

for possible 2022 legislation to be considered and worked on this fall. 

 

On a positive note, early indications are that farm sales are continuing to stay 

up, with direct-to consumer sales starting off well with both veggie and flower 

plants from Spring into summer.  It is nice to see folks are continuing with last 

year’s uptick in planting vegetable gardens in response to supply concerns in 

2020.  Those plant sales are now turning to strong early-season vegetable and 

local meat sales.  Farms and consumers will be adjusting to a post-Covid sales 

and shopping model, and as much as we hope to see consumers continue to 

buy local, only time will tell.  But we can do something about it. 

 

Adjustments were made on the fly over a year ago when Covid appeared and 

affected almost every aspect of our lives.  Rhode Island’s farmers deserve so 

much credit for creating new delivery, pickup and even no-contact pickup  

options; and in many cases, new online sales options.  Farmers are innovators, 

and Rhode Island Farm Bureau is proud of how quickly they adapted to the 

circumstances we found ourselves in.   We are well over a year into this new 

system and thankfully, restrictions have lessened or been lifted for most, and 

many businesses chose to continue to offer their new sales options. However 

the concern exists for many farms: “Will they forget about us?”  “Will con-

sumers just go back to the supermarkets and big box stores?”  We hope the 

answer is “no”. 

 

Buying local is not just about supporting our neighbors, but also about re-

connecting with our food.  In the early 1900s, 40 percent of our population 

lived on farms; today, just 1 percent does. Many Americans learn about farming for 

the first time when they meet a local farmer or read about their products and 

production methods in a store.  Local and regional food economies help non-

farming Americans reconnect with all of agriculture.  With the ability to stop 

by so many farm stands and farmers markets where you can actually meet your 

farmer, Rhode Island offers everyone the ability to learn more about their 

food.     (cont pg 2) 
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Maintaining New Growth Post-Covid, cont. 

 

As farmers, we hope to see the same faces return to our farm stands and farmers market displays, remember-

ing that local farms were there when the supply chains struggled. It would be wonderful if we could all work 

together to continue to spread awareness of the importance of not just local food, but local business.  It will 

take not just those familiar faces in our stands and markets, but new faces to allow for growth and expansion 

of our farm-based businesses.  Buying local and supporting small businesses helps our communities and our 

state. To paraphrase a comment from an important RI Agriculture meeting this week, “our farmers can’t 

make paper towels and toilet paper, but they did everything they could when their neighbors needed them.”   

I think that is also a good reminder to people that all our needs cannot be supplied by farms.  

Of course consumers do shop at local markets, box stores, and online for most items, yet if each family  

dedicated just $10-20 of their weekly food budget toward local farm and farmers market purchases, the  

resulting economic impact would resonate.  This local economic impact is not just a dollar figure, but it is  

another family you have supported.  This helps keep land in agriculture, it supports not just that farm but the 

other farms and small businesses that they purchase items from for resale.  It also helps their local economy 

because that money is likely spent locally too.  Dairy and livestock farmers need feed, bedding, veterinary and 

trucking services.  Those raising produce require tools; seeds and fertilizer; irrigation equipment.  Almost all 

farms require tractors and other heavy equipment, supporting those local sale and repair industries too.   The 

increased success of these farm businesses then creates jobs for this growing economy, it creates food for not 

only their direct-to-consumer sales but also to supply local markets and restaurants.  Every dollar you spend 

locally helps an incredible array of associated industries most people don’t even realize are involved.   

A previous concern that became a reality during Covid was a lack of adequate local processing infrastructure 

in southern New England.  Most local livestock farmers faced difficulty getting processing slots for their  

animals as farms all over the region rushed to take their livestock for processing to help fill the needs of their 

communities.  It was not long before 18 month or longer wait lists became the norm for most processors, 

whether USDA or custom.  We are just now beginning to see some openings as farms readjust their projec-

tions or hold back animals previously scheduled.  RI Farm Bureau is currently a part of the Northeast Farm 

Bureaus Livestock Processing Issues Work Group to determine what exists for regional needs and how we 

can work together in the creation of a new regional plant.  We are discussing the possibility of a dual-purpose 

plant that could provide both custom processing and also purchase livestock to create a local product, sell 

wholesale or sell in the in-house retail market. It doesn’t matter how high quality an animal you raise if you 

cannot get it processed in a timely manner, and the lack of processing availability extends all across the 

Northeast region.  

We have an opportunity in agriculture to make the best of a bad situation: to continue to provide for our 

neighbors, to grow our farm businesses and increase sales.  Letting your customers know they are appreciated 

is more than just a “thank you for coming”.  Maintaining a positive impression of your farm, be it the people 

working your stand or the parts of the farm everyone sees, is also key.  Make sure your location is the one 

they want to visit.  In this month’s President’s Corner, President Wright discusses agritourism and how you 

can make your farm be that location people want to return to.  Covid taught most consumers that their local 

supermarket chain or big box store won’t always be there for them.  It is up to the farms to put their best 

products forward and show them that Rhode Island’s farmers will be there, to the best of their ability, with all 

the local products they can offer.  
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Join us for a fun evening of good food and games at the historic Fry Farm in East Greenwich! 

RIFB Young Ag Professionals are putting on a Chicken BBQ and you’re invited!    

Tickets available only until Monday, July 26!  

Get your tickets now one of these 3 ways: 

• Eventbrite– Use your cellphone camera to scan the QR code below to open the Eventbrite website 

• Call the RI Farm Bureau Office at 401-385-3339 to pay by CC and have a ticket emailed. 

• Stop by the RIFB office to purchase a ticket– call first to make sure we’re open.  
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BENEFITS OF MEMBERSHIP 
  

Don’t forget your membership benefits!  You can easily 

save the cost of your dues by taking advantage of these 

discounts. Go to rifb.org for more info on: 

American National Insurance 

Avis 

Budget 

Case IH 

Caterpillar 

Choice Hotels 

Dungarees.com  

Ford  

Grainger 

John Deere 

Propane Plus 

Wyndham Hotels  

 
Your Access Card offers discounts at over 300,000 

companies throughout the United States, including: 
Disney World Tickets 

Cruise Lines 

Updating Your Email Address 
 
RIFB wants to provide you with timely updates on leg-

islation, meetings and other important information.  We 

have worked hard to ensure that all member emails are 

correctly categorized to ensure that you  receive our 

emails.  If you do not currently receive emails from RI 

Farm (rifarm@rifb.org), please email us (using your 

preferred email) or use the Contact Form on our web-

site to provide us with the best email to use.    

Ashley Johnson 

Agent– Licensed in CT, MA & RI 
 
780 Victory Highway, Unit 1 
West Greenwich, RI  02817 

 
401.397.1050 
Ashley.Johnson@american-national.com  

collaborative effort between Farm Fresh RI, the 
Young Farmer Network, RI DEM Division of Ag 

forum to buy/sell/trade, share advice, seek/offer 

mailto:Ashley.Johnson@american-national.com
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RI Farm Bureau offers free Notary Services.   

Please call the office @ 401-385-3339 before coming in.  
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President’s Corner   

  

Opportunities Abound 

 

As we have come through Covid and look at what we think is back to normal, 

we will find this new normal will not be the old normal, nor will it fall between 

the two.  It is going to continue to move and we will need to learn to transition 

quickly, and guard against transitioning back to pre-pandemic “norms”.  It has 

changed how people think about so much since 2019.   

I believe 2021 to 2022 will likely be just as dramatic a change, but you need to guard against it—it behooves 

one to really study the market.  People will be doing things differently as they come out the other side of this.  

There are many things that were learned by people as individuals during Covid, things they will continue to 

do and things they will no longer do because they’ve had enough of it.  Agritourism is at a growth point, and 

you need to think how to draw people in not just today, but next year and beyond.  Providing an experience, 

one that is not mediocre, is of key importance.  You had a chance to help grow some family traditions, and 

now you need to keep those in the forefront of your advertising and therefore people’s minds.  Hold annual 

events, monthly events, special events.   Memories a family makes at your farm are ones they will likely want 

to repeat. Be it mailing lists for postcards or emails, regular Facebook posts, local advertising in print or ra-

dio, all of these will remind them of the experience they shared with you. 

One area farm stands need to consider is to be adapted to all 4 seasons.  Yours needs to be a well-rounded 

experience, one that makes your customers want to return over the seasons and over the years.  But don’t 

over-focus on offering only your own products.  There are plenty of local businesses you can offer products 

from, increasing your own sales while helping to support other local businesses.   People don’t necessarily 

care that the products on your shelf weren’t grown by you, they care because YOU picked it out.  For those 

who lack the location or desire to expand to agritourism, reach out to those who do offer those experiences 

to see if your products have a fit there.  The importance of making an alliance with others who wish to create 

an agritourism experience should not be discounted. 

In the end, customer satisfaction is the key.  A high quality experience must be your goal.   It isn’t enough to 

have the best tomato, you must offer the consumer the best experience at your location.  Whether it is 

unique, expansive or high-quality, remember that is what will bring them back. 

The market is yours to keep, to develop or to lose.  How do you plan to evolve your market? 

 

  

 

Henry B. Wright III, President RIFB 
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As I think about our country’s 245th birthday, I thank God for all those who have stepped up to defend our nation, for 

those who have fought for change and for those who bring comm- 

unities together to support each other in times of crisis. 

Our country was built on a spirit of self-sacrifice, ingenuity and hard work with everyone doing their part. Over the past 16 

months, Americans have shown that spirit is still strong. We gave up time with family to keep each other safe. We found 

ways to serve and connect with our communities in spite of the distance. Others dedicated resources and expertise to create 

safe and effective vaccines. And as our neighbors were struggling, we came together to make sure everyone had the food 

they needed. 

At the time of our first census in 1790, 95% of Americans lived in rural communities, and most families had to grow their 

own food. Today, less than 20% of Americans live in rural communities and only 1% are farmers and ranchers. At the 

American Farm Bureau Annual Convention in 2014, Secretary of Agriculture Tom Vilsack spoke about freedom. He noted 

that because 1% of the population chooses to farm, the other 99% are free to pursue their passion. 

Everywhere I go, as I travel around our country, I speak with farmers and ranchers who take great pride in their life’s work. 

We enjoy farming because this work is more than a job. It’s a calling. We enjoy rising early, getting our hands dirty and put-

ting in a full day’s work. We take great pride in caring for our land and animals. And we recognize that through all our 

country’s good times and bad times, it’s our duty to make sure Americans have the food, fuel and fiber we need to help 

keep our country strong. As we gather around picnic tables, pools, and grills this weekend to celebrate our nation’s birth, 

we will once again enjoy a delicious meal produced by America’s farmers and ranchers. 

Our economists at the American Farm Bureau crunched the numbers – with the help of some Farm Bureau price checkers 

around the country – and found that the average cookout basket for 10 people will cost $59.50. The price of your July 4th 

cookout is down 1% from last year but is still an 8% increase from 2019. This fully loaded basket comes with ground beef, 

pork chops, chicken breasts, potato salad, chips, beans, cheese, hamburger buns, strawberries, lemonade, and, of course 

dessert, chocolate chip cookies and vanilla ice cream. 

Even with the slight decrease in cost as the market continues to adjust from the pandemic, farmers see slim  

margins on the food dollar. U.S. farmers and ranchers get about 14 cents of every dollar consumers spend on food, which 

adds up to around $8.33 from the summer cookout basket. 

While farming is more than a job, that doesn’t mean we don’t worry about finances. We have families to support and a 

farm we want to leave in better shape for our children. It is easy to take the food in the grocery store for granted, but when 

shelves were empty at the beginning of the pandemic, Americans became more concerned about where their food would 

come from and whether there would be enough. Of course, farmers and ranchers were #StillFarming like we do every day. 

We worked with our partners in the food supply chain to restock shelves, fill food banks and made sure Americans knew 

we were still on the job. 

Part of that job is ensuring we have a stable and secure domestic food supply, so we don’t have to rely on other countries 

for our food. The increased public interest in our food supply brings new opportunities to highlight not only the commit-

ment of farmers, but also the fact that food production is a matter of national security. In times of crisis, like the onset of  

a global pandemic, we all want to be sure that our families will be fed, and  

America’s farmers are doing just that. 

So as you gather together with family, friends and neighbors this weekend for a barbeque, a parade or a day on the water, 

know that America’s farmers and ranchers are proud to supply the food in your coolers and picnic baskets and we are  

ever-thankful for the liberty we’ll all be celebrating. 

—This was President Duvall’s Zipline column for the July 4th holiday. 

 

The Zipline: I’m Proud to Farm for America 
By Zippy Duvall, President, American Farm Bureau  
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CALLING ALL FFA AND 4-H MEMBERS! 

 

   
          

Thank a farmer 3 times a day! 

16 B Nooseneck Hill Rd 

West Greenwich, RI 02817 

Phone: 401-385-3339 

Fax: 401-385-3394 

E-mail: rifarm@rifb.org 

Web:   www.rifb.org 

R I  F a rm B u re a u  

JOIN RI FARM BUREAU FOR FREE 

 

 

 

Just a reminder that all 4-H and FFA Members can 

join RI Farm Bureau for free, and receive all the 

benefits our other members receive including 

discounts at thousands of  businesses nationwide. 

Our 4-H and FFA Members are the future of  

agriculture and we encourage you to join, either online 

at RIFB.org,  or by calling the office at 401-385-3339. 


