
Westkill Farm | 1



2 | Westkill Farm 



Westkill Farm | 3

            
            

               Table of Contents 

            Introduction              4
                                            Research Paper              6
                                         Design Research              12
                                                             Values              26
              Interaction              28
                 Audience              32
             Brand Positioning              36
                   Planning              40
      Design Process              46
 



4 | Westkill Farm 



Westkill Farm | 5

Westkill Farm 

Westkill Farm is a farm that grows produce and livestock in a manner that does 

not use pesticides or genetically modified organisms. The farm will sell its produce 

as well as value-added products to consumers by means of a farm store and mar-

kets. The farm will hold various classes that will enable consumers to make their 

own value-added products, an example of this being a class on home canning. In 

addition, the farm will hold farm-to-table dinners that feature produce and prod-

ucts from the farm, as well as featured products from other local farmers and pro-

ducers. The idea is that these dinners will promote buying local and fresh products 

from local producers, and display why it is important to do so. These dinners will 

also emphasize the importance of buying seasonally, and that the products that are 

purchased can be transformed into incredible dishes. Supporting local producers 

helps both the local economy as well as the local community.  
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Research Question 

Do small farms that participate in farm to table practices gain more 

revenue than small farms that do not?

Thesis 
Small farms that participate in farm to table practices gain more 

revenue than small farms that do not participate. By involving 

themselves in these practices, small farms are able to bring 

value-added products to the market as well as drawing in the 

community to their events, which in turn, creates a larger customer 

base, amounting to more revenue.
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Farm to Table

Small farms that participate in farm to table practices 
earn more revenue than small farms that do not par-
ticipate. By involving themselves in these practices, 
small farms are able to bring value-added products to 
the market as well as drawing in the community to their 
events, which in turn, creates a larger customer base, 
amounting to more revenue. 
        The term farm to table refers to an environment 
and nutrition based movement with the involvement of 
a community, that promotes local, healthier, and pure 
food products as opposed to processed food products. 
The goal of this movement is to connect individuals 
with the natural world by allowing them to understand, 
and in most cases, see where their food comes from. 
There are many different terminologies that are used 
with the topic of farm to table. Farm to fork is often used 
interchangeably with farm to table, along with terms like 
food traceability, locavore, and seasonal eating. While 
they all sound somewhat different, these terms have 
similar roots in what they stand for; knowing where the 
food you eat comes from. Farm to table refers to the 
stages in which food is produced as well. These steps 
include harvesting, storage, processing, packaging, 
and consumption. These steps have a direct link to the 
farm and serving quality food within the season that it is 
grown in (Brooks, 1). 
        There are many ways in which small farms can join 
the farm to table movement in order to increase their 
revenue. One way is to create value-added products to 
sell. An example of a value-added product would be a 
dairy farm turning excess milk into cheese, canning and 
selling tomato sauce, or making vodka out of potatoes 
that are grown on a vegetable farm (Brooks, 1-2). Dr. 
Jason Evans, an Agricultural Business professor at the 
State University at Cobleskill states that while the initial 
start-up costs that have to be spent in order to produce 
certain value-added products can sometimes be steep, 
as well as the added packaging that is needed for the 
products, as long as the products are marketed appro-
priately, the costs will be made up due to the desire for 
these products by consumers. 
        Another way that small farms can involve them-
selves in the farm to table movement is by selling their 

products to a farm to table restaurant. Most restaurants 
obtain their produce through a third party supplier, 
which means they will not necessarily know where ex-
actly the goods are coming from, which means they will 
never know the farmer or producer on a first hand basis. 
Farmers and producers that have a direct relationship 
with a chef and or restaurant owner is the key to a farm 
to table restaurant. The farmer is able to sell specialty 
goods that they would not normally be able to sell at a 
farm store or stand, or a typical farmers market. Chefs 
are able to work with the farmer throughout the year, 
going through the different seasons, making it a flexible 
task for both, as well as the customer ordering off of the 
ever-changing menu (Bayley, 40). Farm to table restau-
rants are important for small farms to be a part of not 
only because of the unique opportunity that comes with 
having a close connection with the chef and restaurant 
owner, but also because of the connection between the 
farmers and the diners at the restaurant. 64% of adults 
claim that locally sourced menu items are important 
when choosing a full-service restaurant, with there being 
an almost equal distribution between men and woman, 
through all age groups, 18 to 65 and older (Locally, 384).  
“People want to know where their food comes from, and 
dining at a farm-to-table restaurant is an extension of 
that farmers’ market experience” (Bayley, 42). 
        Over the past decade, the general public has become 
more interested in local foods (McEntee, 785), and 
they also want to get in touch with agricultural history 
and presence in areas where they buy the local food 
(Flanigan, 1). Americans spend nearly $1.2 trillion on 
food annually, which makes up a tenth of the United 
States total gross domestic product (GDP). When an 
individual buys their produce at a large chain store, such 
as Walmart, Price Chopper, or Hanford, only around 
fifteen cents goes back into the local economy. When an 
individual purchases product from a locally owned busi-
ness, 30 to 45 cents of every dollar goes back into the 
locally economy. This is important because as more and 
more people buy from small farms and other producers, 
the local economy will be more successful, making the 
entire community thrive. Small farms can also do better 
if they collaborate with other small farms and producers.  
Because there will be more ideas generated than if they 
were to work on their own, such as ways in which to mar-
ket their product, different locations to sell, and options 
for new products, they can offer more of a variety of 
products to consumers than if they were on their own. 
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They would also be able to spread out the costs by work-
ing together, making it be less of a financial burden. 
When small producers work together, creativity flows, 
and they can generate more wealth within their commu-
nities (Philpott, 1-2).  Buying local makes consumers 
feel good because they are supporting local producers 
who do not have to travel far in order to sell their goods, 
which means there is a smaller carbon footprint. It also 
means that because they are buying from a small, local, 
and independent farmer, they are not supporting “Big 
Ag” (Buying, 1), which are corporations like Tyson, 
Perdue, and Monsanto, that supply the majority of the 
countries meat, produce, seeds and chemicals (pesti-
cides and herbicides), to name a few.  
        Because there is such a growing market for small 
farms and their products, whether it be through farmers’ 
markets, value-added products being made and sold, or 
through restaurants, why would small farmers and pro-
ducers not want to be a part of the farm to table move-
ment? There are a few reasons as to why small farms and 
producers would be hesitant. One reason is the cost of 
adding on or changing their business. Purchasing equip-
ment, adding new buildings, marketing their products 
and creating packaging all have costs that some farmers 
feel are unnecessary, especially if they feel that there 
is not a big enough market for their product(s). 
Another issue is government regulations that are 
mandated for small farms. These include regulations 
on how to slaughter and process small numbers of 
livestock in USDA (United States Department of 
Agriculture) inspected slaughter houses, which are 
sometimes too costly for small producers because 
in involves trucking their animals to these plants as 
well as paying extra for them to be USDA inspected. 
Some producers do not realize that if they spend 
the extra money needed to bring these products to 
the market, they will be able to sell their product 
for a higher price, which will make up for the extra 
expenses. There is also the issue of farmers and 
producers not thinking that there is a big enough 
market for their product(s). Farmers may be hes-
itant to create value-added products because they 
may feel that if the product does not sell; it would be 
a loss to the business. Farmers and producers may 
also feel that they may not be in the right location 
to market their product(s). Farms that are located in 
communities that are in the low to middle-income 
sector may think that there is not a big enough mar-

ket to bring in enough revenue to be worthwhile, 
compared to being in an urban area, where there is 
more generated wealth (Mellor, 1). The United States 
food system is influenced by farmers, consumers, 
businesses, and policy makers (Morath, 1).  
        Local farms and restaurants in Schoharie and 
Ulster Counties in New York have found ways to be 
a part of the farm to table movement in more ways 
than one. Barbers Farm in Middleburgh has a year-
round farm stand, as well as small stands that they 
set up in surrounding towns and cities. They sell the 
produce that they grow in their fields through the 
summer and fall, and in the spring they sell a small-
er variety of produce that they grow in high tunnels 
in the spring and winter. In order to generate more 
revenue, they have built a distillery where they dis-
till small batch potato vodka from potatoes that are 
grown on the farm. They have set up a tasting room, 
and branded the product so that it appeals to indi-
viduals from out of the area, or form the city, who 
are willing to spend more money. Schoharie Valley 
Farms, also known as the Carrot Barn in Schoharie 
is a year round farm store that sells its own pro-
duce as well as many other goods from other local 
producers. The store also has a cafe that features its 
produce, right next to its bakery counter that offers 
a variety of treats including carrot cake, and in the 
fall, cider doughnuts. The Phoenicia Diner in the 
town of Phoenicia in Ulster County is an authentic 
diner that serves diner food with local products. 
The diner sources its produce, meat, fish, eggs, milk, 
and ice cream from local farmers and producers 
around the area. The farmers and producers are all 
featured on a sign as well as on the menu. Many 
farms throughout New York are finding ways to be a 
part of the growing farm to table movement because 
they are realizing that they are able to generate more 
income due to the immense want from consumers. 
        Christian Malsatzki, the agricultural program 
leader at the Cornell Cooperative Extension of Ul-
ster County states that the farm to table marketing 
strategy though classes and community events helps 
small farms to increase their visibility to the public, 
which helps them to be recognized by more people. 
Michael Lapi, a chef and professor at SUNY Coble-
skill, states that small farms that involve themselves 
in farm to table practices help to educate the people 
in the community, and education is the backbone to 
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community supported agriculture. Morten Sohlberg, 
owner of Michelin rated farm to table restaurant, 
Blenheim Restaurant in Manhattan, and Blenheim 
Hill Farm in Jefferson New York states that farm 
tours, farm to table dinners, and speeches, while 
sometimes costly, help to educate people, especially 
college students, who need to understand the im-
portance of small farms. Young people are also the 
next consumers, and educating them on the impor-
tance of small farms and buying locally will help the 
farms gain new customers. These individuals also 
feel that if marketed correctly, small farms that bring 
value-added products to the table will increase their 
revenue because of their high demand. There are 
also some problems that these individuals have been 
made aware of by either being a producer them-
selves or by working with producers. One problem 
is that it is sometimes hard to convince people to 
pay for local products. Produce is easy to sell, but 
when it comes to meat like grass fed beef, pork, and 
chicken, it is hard to get people to pay more than 
the supermarket .99 cents a pound, states Bill Parker 
of Horton Hill Farm in Jefferson, who sells grass 
fed chicken and pork. This also depends greatly on 
where you are selling the product. Another prob-
lem, as mentioned, is the high cost of producing 
value-added products. A problem that small farms 
and producers face is how to turn interest in local 
food into profit, states Jason Evans, who works with 
small, local farmers daily. A lot of the time people 
they say they have an interest for local products, but 
then do not end up buying them. 
        Because of the high demand for local produce 
and goods in both the retail segment (farms stores 
and farmers’ markets) as well as the wholesale 
market (specialty stores for value-added goods and 
restaurants), small farms that participate in the farm 
to table movement, either through these methods, 
or through community events like farm to table 
dinners, farm tours, or hands-on educational classes, 
they will generate more revenue than small farms 
that do not participate in the movement. “Bringing 
together a collective of rural artisans and food-mak-
ers under one umbrella, the community has once 
again clasped hands, working together not just to 
rebuild but to rebirth, reinvigorate, reengage, and 
reinvent” (Ridge, 9).
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Design Research

Objective

The objective for my project is to educate people that farms are important. I feel 

that even today with the ability to purchase locally grown and made products, 

individuals will still go to the grocery store and purchase a greenhouse grown 

tomato that comes from another state rather than going to a farm stand. I want all 

of the elements of my project to display a feeling that small farms play a crucial role 

in the community that they are in. I also want individuals through my project to 

understand that there is more that goes on at a small farm than they thought, from 

planting and harvesting produce to packaging and selling goods.  

Goals

The goal of my research is to find out what value added products other small farms 

have on the market and if they make a difference in the farms overall revenue. I plan 

to observe how other farm retail spaces market their products and how much they 

sell them for. At the end of my research I would like to have information on what 

packaging to use for my products, an idea of how my products should look and how 

they should be presented, as well as an overall feeling for my actual brand.  
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Research Plan

Interviews & emails
Michael Lapi, Agriculture & Food Management at SUNY Cobleskill 

Jason Evans, Agriculture & Food Management at SUNY Cobleskill 

Morton Sohlberg, Blenheim Hill Farm, Blenheim Restaurant 

Bill Parker, Horton Hill Farm 

Mike Cioffi, Phoenicia Diner 

Site Visits 
Barber’s Farm

Schoharie Valley Farms 

Horton Hill Farm 

 

Methods 

The most useful method of research for my project will be to visit farms and talk to 

individuals in the market. I feel that I will be able to understand more by interacting 

in this manner rather than using secondary sources. I also plan on reading books 

that focus on farm to table practices.



Westkill Farm | 15

Resources

The resources that I will need are information from outside sources that include 

articles about farm to table methods, value added products made by small farms, 

etc., in combination with books about farm to table methods. I will also use the 

interviews that I conducted with individuals that are connected in some form to 

small farms as a resource. I plan on preparing food from local produce and keeping 

track of the recipes that I create along with photos of both the raw product and the 

finished product in order to put together my final project.

 

Benefits 

Benefits from my project will be a better understanding of what farms need to do in 

order to thrive in the ever changing market. Individuals who will benefit from my 

project are individuals who are already producing a product. By seeing my project, 

they will be able to see what they need to do in order to grow their business and 

expand to a wider range of consumers. I also think that people who already like to 

shop locally will benefit from my project because they already have a strong interest 

in the topic. My main target market are individuals who do not shop locally because 

they do not understand the importance of it. They are also the biggest group in my 

opinion because I see their actions almost every day. I want my project to ultimately 

educate these individuals and make it so that they realize that they need to support 

local producers, because in the end, they are the ones who get the greatest benefit 

by doing so.  
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Questions

 

Assumptions 

 

What would make customers want to buy my products?

What are customers looking to buy when they come to my farm store?

How much are people willing to spend on my products, classes and dinners?

Who are the competitors in this market (including classes and dinners)?

Is there a season in which more product sells more than other times of year? 

What can be done in order to market products, classes and dinners so that  
they are profitable year round? 

How do I make it so that local individuals want to buy my product and still 
make a reasonable profit (not selling goods at supermarket price)?

The majority of individuals that are interested in my product are those that 
are not from the area.

People who will buy my product are on the wealthier side.

Well-designed labels and packaging will make people want to purchase my 
products, as well as pay more for the product.

Classes and dinners will do better in summer/fall months due to weather. 

Product will sell more in the summer (more availability and more to offer) 
and around the holiday season (value added products as gifts). 

Most local people would rather buy cheap food at the supermarket rather 
than spending more on my product. 
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Looking Broadly

Site visit to Barber’s Farm in Middleburgh, New York, where I photographed their 

entire set up as well as the products that they carry, including produce, meats and 

dairy products, as well as value added products from other producers that are sold. 

I also looked at their branding; their signage, their logo and labels for products, 

grocery bags, and produce bags, their merchandise (t-shirts, bags) as well as their 

business card, brochure and website. I also participated by tasting their own potato 

vodka in their tasting room, and looked at that products individual branding as well 

(packaging, label, shirt, info handout). 

Site visit to Schoharie Valley Farms (The Carrot Barn) in Schoharie, New York, 

where I photographed different elements of the entire store from the way produce 

was displayed, the coolers and refrigeration units, the bakery and café section, 

along with packaged products from other producers. I looked at their signage, 

packaging, and stickers from various products. I also purchased cider doughnuts to 

evaluate their packaging. 

Site visit to the Phoenicia Diner in Phoenicia, New York, where they promote buy-

ing from local farmers and producers to obtain their ingredients for dishes served 

at the diner. I gathered their menu as well as business car and post cards to use as 

examples for design research. 

Site visit to Wayside Cider in Andes, New York, where I attended a class on mak-

ing wines and ciders from ancestral flora in this region of New York State. Was 

able to gather information on how the products are made, as well as tasting finished 

products, and information on how the products should be bottled and kept. I also 

gathered information on how to set up a class to be held. Took photos of the menu, 

as well as the signage.  
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Site visit to Beekman 1802 Mercantile in Sharon Springs, New York to view how 

the space of the shop was set up and decorated, as well as what sort of products 

they offered. I viewed their packaging and labeling along with the style of branding 

that they used for their business. Was able to meet with both the owners, as well as 

purchase their new cookbook, which I also viewed for inspiration.

Site visit to The Sheep’s Nest in Hobart, New York, which as small, English-style 

boutique set in an Old English style cottage. Although not a farm store exclusively, 

selling mostly purchased gifts and products, minus their wool, I was able to get an 

idea of the set up of the small space and the particular style that is used in the shop. 

I also made a purchase so that I was able to have one of their gift bags to use as a 

reference, as well as taking a photo of the outside of the building.

Interview with Dr. Jason Evans, an agricultural business professor at SUNY 

Cobleskill, who has personal experience with small farms. 

Gathered pieces such as an information post card, boxes and bags that products 

come in, business cards, and other designed elements.
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Site Visits
Schoharie Valley Farms (The Carrot Barn)

Notes
Entirely enclosed 
Wide variety of products not made by farm 
Value a dded products included baked goods 
Information written on chalk boards
Sells produce by the pound
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Barber’s Farm

Notes
Outdoors under cover 
Plastic bags have logo on them 
Value added products are from other producers 
Tasting room is separated from farm stand 
Information is written on white boards, laminated signs for produce 
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Product Development
Packaging 

Notes
Most labels are very busy 
Typography driven labels 
Jar sizes for jams and jellies varied 
Sauce jars were the same from brand to brand 
Bland labeling
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Product Development
Packaging 
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Values

Mission Statement
To provide the local community with quality, sustainably grown food while pro-

moting the importance of buying locally and seasonally, and supporting their local 

farmers and producers.

Vision Statement 

Westkill produces produce and livestock by means of sustainable farming practic-

es, allowing all of our customers access to the freshest ingredients while helping 

them understand the importance of buying local. 
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Interaction

Participation
Individuals participate by coming to the farm store where the products are sold. 

They also participate by going on the farms website to look for new events as well 

as to purchase fresh products to be picked up in store, or packaged products that 

can be shipped directly to their home. Participants can also pay to attend farm to 

table dinners located at the farm as well as classes that are also hosted at the farm.

Participation is meaningful for the participant because they are able to purchase 

products that they want at the store or on the website. They are also able to obtain 

meaningful information about upcoming events that they may be interested in 

attending by using the website. Individuals who attend farm to table dinners at the 

farm are able to connect with friends and neighbors as well as other community 

members and individuals that they may not know. They are able to connect with 

local farmers and producers that supply additional products to the dinners. At 

classes individuals are able to gain valuable information on topics that they may not 

have known anything about.

Participation is voluntary because the participant has to go to the store or the web-

site themselves and they have to buy the products as well as paying to attend the 

farm to table dinners and classes.
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Response
What my viewer will understand about my product based on my design is that the 

labeling and packaging will have a feeling of homemade (through the specific jars, 

bags, boxes, etc.), but though the labeling and added elements (string, paper, 

stamps, etc.), will come the feeling of elegance. The viewers will feel that each 

product was made especially for them through the finishing touches added to the 

design, and feel good about paying a higher price because of this look.

Visual Communication Objective
My visual communication objective is one that conveys a high price 
point feeling while still invoking the handmade aspect of my products. I 
want to keep my logo simple, straight forward, and sophisticated, with 
a classic (heritage) feel about it. This concept will tie in with the key 
motivators of the actual farm and brand itself; limited processing, no 
chemicals or antibiotics, clean, fresh, etc. I want all of my labels for my 
products to also be simple so that they will work with my logo design. I 
do not want a busy feel for any of my designs, which is what tends to be 
on the market currently. I want a color palette that gives off a feeling of 
sophistication (high-quality) to make my products more appealing than 
others. When it comes to the actual packaging, I want my products to 
have the combined look of a handmade product with a classic feel, but 
with a more modern label to make it stand out.  
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Audience

Description 
People who care about where their food comes from, “foodies”, people who like 

to cook and entertain, people who feel it is important to support small businesses, 

“locavores”, may have a small garden but do not have everything at their disposal, 

like the rural area to come and visit on the weekends. 

Interaction
Will come to store, returning customers will order online, promote business by 

word of mouth, bring friends when visiting, participate by attending dinners and 

classes on the weekends.  
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Persona

Name:  Gail

Age: 45

Location: Manhattan, summer residence in upstate New York 

Job: author, involved in publishing 

Quote: “I love shopping locally. Because we live in the city, it’s so great being 

able to get the farm experience when purchasing product.” 

Goals
Support local businesses/community, to buy products that do not contain 

chemicals or antibiotics. 

 

To find products that are not available in supermarkets (specialty). 

To know where their food comes from and to know the producer on a 

personal level. 
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Expectations
High quality, well-labeled (nice label), clean (farm as well), large range of product, 

unique products as well as the availability of “everyday” products that would be 

expected to be at a farm store. 

Perception of the Service
Able to look around the store without being bothered, but can ask a question when 

needed, shelves are always stocked, when requesting something, it is taken into 

consideration. 

Motivations
Website 
To order packaged products, to put in an order for fresh goods like vegetables and 

baked goods to pick up in store. 

Store 
To buy product, to pick up product, browse, curiosity (repeat customers).

Service 
Classes-educational purpose 

Dinners-enjoyment, socialize with neighbors and community members 
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Brand Positioning

The Brand

The brand presented is one that has a consistent feel throughout all of its products, 

as well as throughout the store and at its events. Although a farm, the brand does 

not display that feeling. There is a homegrown, heritage feel with the products, but 

it is done in an upscale way in order to differentiate from its competitors, as well as 

being able to be marketed at a higher price point. The customer expects there to be 

a consistency throughout all of the products, as well as with the events that are held 

periodically at the farm. The customer expects a high level of customer service as 

well as a wide variety of unique products along with the typical products that would 

be expected at a farm store. The customer also expects a clean look not only of the 

farm but also of the product and store.  The outcome of the brand is to have it so 

that my customers have brand loyalty and visit, shop, and attend events regularly. 

The brand should have a uniform look throughout every entity available to the con-

sumer; labels, packaging, website, cookbook, farm to table dinners, classes, etc. 

The consumer should be able to distinguish my products from the products that 

are already on the market. Another outcome of the brand is to make it so that the 

customers know what they are buying, and care about what went into growing each 

stem of swiss chard, and how the gooseberry jam was processed.  
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Business Audit 

Barbers Farm 

Schoharie Valley Farms 

Bohringers 

Hillhaven Farms

Cold Spring Farm

Middleburgh, NY

Schoharie, NY

Middleburgh, NY

Stamford, NY

Cobleskill, NY

Farmstand open year-round, greenhouses open in spring.
Only farm-made value added product is vodka.

Farmstand and greenhouses open year-round.
Value added products are baked goods.

Farmstand opens in June.
No value added products of their own.

Farmstand only open July-October.
No value added products, only produce.

Farmstand open late spring until Christmas.
Some value added products of their own.

The Lucky Dog
Hamden, NY

Farmstore open year round.
No value added products of their own, just produce.

Beekman 1802 Mercantile 
Sharon Springs, NY

Store open year round.
Wide variety of value added products, no produce.
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Possitioning Matrix 
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Large-Scale

Barbers Farm 

Schoharie Valley Farms 

Bohringers 

Hillhaven Farms

Cold Spring Farm

Westkill

The Lucky Dog

Beekman 1802 Mercantile 
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Planning

Deadlines 
Final research paper due November 16

Final thesis document due November 17

Printed process book due December 1

Logo Design due by end of semester 

Set up for show due one week before

Timeline
Through September come up with a name for the business as well as design re-

search and planning. Have all research for paper including interviews, site visits, 

and email correspondents completed by due date. Continue design research and 

planning through semester. Have logo development started by the end of Octo-

ber, and have finalized logo design by the end of the semester. Compile a list of 

products that will have to be made and find packaging for the items, while coming 

up with an overall brand identity. Work on process book throughout the semester 

to be completed by fall deadline. Have business website made by the end of the 

semester. Begin cookbook recipe compilation at beginning of semester, and begin 

layout.  Make product that can be stored over winter break as well as purchasing 

needed packaging etc. Begin design on printed materials and work on design and 

layout for show setup, and collect needed materials. Have everything packaged, 

and printed for show by deadline, prepare baked goods and package one to two 

days before show.
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Budget
$500.00 

Packaging materials (jars, containers, bags, boxes, etc…)

Ingredients to make products 

Products and materials from other businesses 

Printing materials

Other materials for final show 

Audience
The audience viewing my project will be everyone who is attending the final show.

Location
The location of this event will be held in the Gallery for all to view and enjoy. 
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Outcomes

For Business
Business card

Brochure 

Post card

Website

For Store 

Bags with printed or stamped logo

Brown or white craft paper with logo 

Tissue paper with logo

Stamps with logo(s)

Gift boxes 

Shelf sticker 

Product description cards 

Price tags 

Ribbon with logo? 

Wax stamps?

For Products 

Jarred labels (jams, sauces, etc…)

Baked good labels (cookies, pies, etc…)

Packaged good labels (granola…)

Meat labels (beef, sausages, etc...)
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For Farm to Table Dinners 
Seasonal menus 

Recipe cards 

Food labels (for dishes served)

Logo stickers

For Classes
Event calendar

For Shipping 
Boxes for shipping (to look like bags)

Shipping labels 

“Thank you for your order” cards 

Packing paper (to look like craft paper)

Extras
Cookbook

T-shirts with logo

For Show 
Large printed photographs 

Large (wood) sign with farm logo/name (wood burned or painted)

Three small wood signs with describing words



46 | Westkill Farm 



Westkill Farm | 47

Design Process

Prioritizing Content

An engaging way to present content is one that catches the eye of the viewer by 

standing out from the other products sold by other producers. The packaging 

will be unique to each product, but will have an overall uniformity throughout 

the brand through logos, packaging color, and finishing touches like string and 

stamps. 

 

The materials that will be used in presenting my products will be different in com-

parison to those that are currently on the market for value added products sold at 

farm stores, markets, and stands. The packaging will have a more expensive look 

based on the details that the packaging has, as well as the finishing touches that are 

added to the packaging. 

I feel that people who are buying my product will understand what I am presenting 

to them based off of the packaging because my labeling will be clear about what 

the product is, and it will also be presented in packaging that you can see what the 

product is. The viewer will see that the products are pricier because of the pack-

aging, labeling, and care that goes into the product as a whole. Viewers will have 

enough background information based on shopping at other farm stands and stores 

to know what they are looking for in a homemade product. 
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Thinking Map 

Westkill 

Appealing

Sustainable

Clean

Heirloom  

Flavorful

Niche

Handmade

High-quality

Diverse

Unique

Seasonal

Desirable

Heritage

Fresh

Local

Classic

farm
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Attribute List

Appealing - attractive or interesting

Sustainable - able to be maintained at a certain rate or level  

Clean -  uncontaminated; pure

Local - belonging or relating to a particular area, typically exclusivly so

Fresh  - recently made or obtained

Heritage - archaic

Desirable - wanted or wished for

Seasonal - relating to a characteristic of a particular season of the year

Unique - unlike anything else 

Friendly - kind and pleasant

Diverse - showing a great deal of variety; very different 

High-quality - a high level of value or excellence

Handmade - made by hand, therefore a superior quality

Niche - a specific area of marketing

Flavorful - the quality of something that affects the sense of taste

Heirloom - a traditional variety of plant or animal
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Ideation 
Inspiration for 
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Ideation 
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Type Study

Westkill Avenir

Westkill Lao MN

Westkill Copperplate

Westkill Superclarendon

Westkill Cochin

Westkill Palatino

Westkill Marion

Westkill Didot

Westkill Bodoni 72

Westkill Bodoni 72 Oldstyle Bold

Westkill Bodoni 72 Smallcaps

Westkill Big Caslon

Westkill Baskerville
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Westki l l
f a r m 

Avenir  Next  & Bodoni  Oldsty le

Westkill
f a r m 

Superclarendon Light & Avenir Next

Westkill
F a r m

 
C o p p e r p l a t e

Westkil l 
Far m

Baskerville

Westkill 
Farm

Superclarendon light

Westki l l 
Fa r m

Baskerville & Avenir Next

Westkill 
F a r m

Bodoni 72 oldstyle 

Westki l l
f a r m 

Avenir  Next  & Copperplate

Westkill 
f a r m

Bodoni 72 oldstyle & Avenir Next
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Color Study

Pure White
RGB: 255,255, 255
CMYK: 0,0,0,0
#ffffff

Cast Iron
RGB:0,0,0
CMYK: 0,0,0,100
#000000

Eucalyptus Leaf
RGB: 87,101,92
CMYK: 65,47,59,25
#57645b

Classic Navy
RGB:20,27,46
CMYK: 89,80,52,65
#131a2e



Westkill Farm | 57



58 | Westkill Farm 

Logo Development
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Westkill 

farm 

W

Westkill 
f a r m
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