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We Have a New Look! 
As previously communicated VCTGA is taking a fresh critical look at our publications. Our 
intent is to streamline and improve the look and the quality of this, our organization’s news 
journal. Pines and Needles is now Virginia Evergreen.

You’ll notice the new name and the new look. We want to meet your needs by informing 
and educating our growers by providing the best technical information available for Virgin-
ia Christmas tree growers. We want to share with our members the best in production and 
growing practices,  the most recent trends and helps in marketing and promotion, and the 
best in new and ongoing services and products available to use through our advertisers 
and the companies who serve our agricultural farming community. We also want to be 
informed about what impacts our industry in terms of legislation and regulatory issues. 
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Presidentially Speaking….

Planting tomorrow’s Christmas today.

Well, it’s incredibly hot with temperatures in the 90’s, so it 
must be approaching “shearing time”! Don‘t worry, I have 
a great recommendation to get you out of the field and off 
your farm during the hot days of August. That’s right, you can 
schedule that “break” right now by making your plans and 
getting your reservations “IN” for the 2011 VCTGA Annual 
meeting. What better way to get away from that hot summer 
farm work than to attend our “Meeting in the Mountains”. 
Right this moment as we’re caught up in the day to day and 
week to week goings on of our operations, our world, the one 
in which we live, grow, and work, is changing all around us. 
Yep, we’re fully surrounded by not just the internet and web-
sites, but by a world of gadgets and techy stuff-everything 
from Facebook and YouTube to Twitter and Skype. Obviously, 
to use a phrase from the Wizard of Oz, “we’re not in Kansas 
anymore.” To say the very least, it’s not the world of yester-
year. And yet, here we are engaged in a farm industry growing 
and hopefully selling a traditional seasonal icon, peaked with 
huge sentimental and nostalgic appeal. Our traditional “farm 
icon”, often termed the centerpiece of Christmas, is also an 
environmentally friendly green farm product.

Are we aspiring and working toward being a cutting edge kind 
of people who work toward having the kind of organization 
that is always looking ahead to being better? Are we going to 
be open to new things, even with the iconic product we grow 
and sell? A long time ago I found I wasn’t really a part of 
something unless I jumped in with both feet. I wanted to know 
what was going on and how we were moving ahead. I’m re-
minded of Saddleback Church in California. Whether you’re a 
church goer or not you may have heard of Saddleback, its pas-
tor Rick Warren, and a little book called The Purpose Driven 
Life. At a time when the traditional church is declining, this 
church’s growth has been practically “off the charts”. (When 
last I checked, Saddleback had experienced 10,000% growth!) 
That church isn’t afraid of change, in fact it loves change. I 
don’t know about you, but if someone asked me about the 
likelihood of change, I’d bet change is the one thing we can 
count on!

 (continued on page 3)
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(continued from page 2 

During my tenure as president, 
I’ve considered greatly what 
kind of organization VCTGA 
really needs to be. I’ve consid-
ered whether we as a group of 
individuals and farms are ac-
tively vested in whether or not 
we’ll be an organization which 
merely survives or an organiza-
tion that thrives? I don’t know 
about you, but I’ve always 
wanted to do more than just 
keep my head above water. We 
have challenges, but we have 
tremendous opportunities. 
We’re already doing some real-
ly good things. We are moving 
ahead with some marketing ini-
tiatives and are talking a critical 
look at how we present our-
selves. In the next several 
months, we’ll be investing in 
some materials which will help 

to better promote who we are, 
what we do, and most im-
portantly what we have to sell.  

Many of you responded to last 
year’s meeting survey express-
ing your desires for our organi-
zation and how you might like 
to be involved and we’re grate-
ful for that. If we haven’t called 
on you yet, don’t worry there’s 
still time. 

In closing, if there’s one thing 
I’d like to see us resolve to do is 
to adopt a positive attitude and a 
willingness to commit to be not 
just growers, but remarkable 
growers producing a remarkable 
farm grown green product that 
our public wants to buy. At the 
forefront in all this, let’s have 
VCTGA broadening our scope, 
our voice, and helping us to bet-
ter do what we do best - grow 

trees. If we do all that, we’ll be 
successful and will have been 
able to help our patrons, the 
consumers, to have remarkable, 
memorable, experiences at a 
significant time of the year with 
a remarkable green product- the 
traditional Christmas tree. So, 
Merry Christmas, let’s make all 
this a reality! 

 

 

 
Virginia Carroll, VCTGA President 

  

Ad - TreeTeck 

Did You Know??? 
 Over a million trees are harvested and sold 

annually in Virginia 
 Virginia is ranked in the top 10 states in 

the number of trees harvested, total tree 
acreage and number of operations with 
sales in 2007 

 Virginia ranks 8th in the total number of 
Christmas Trees harvested 

 Virginia ranks 9th in total Christmas tree 
acreage 

 Agriculture is Virginia’s largest industry 
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Officers 
Virginia Chisholm Carroll, 
    President 
207 Fairway Drive, Louisa, VA 
23093-6522  
claybrookefarm@verizon.net 
Phone: 540-967-1076 (home) 
540-872-3817 (Farm/Christmas 
Shop) 
Cell number 540-872-8027 
 
Tim Williams, Past President 
Spruce Rock Farm 
1104 Morningwood Lane 
Great Falls VA 22066 
Phone: 540.543.2253 
TimothyWil@msn.com  
 
Steven (Steve) E. Satterfield, 
Vice President 
21041 Clarks Mountain Road 
Rapidan, Virginia 22733 
Elysium@vabb.com 
540-672-4512 (home)  
 
Jeff Miller, Secretary/Treasurer  
VCTGA Newsletter Editor 
Horticulture Management  
 Associates LLC  
383 Coal Hollow Rd 
Christiansburg VA 24073-6721 
540-382-7310 (Office) 
540-382-2716 (fax) 
540-250-6264 cell 
540-382-7575 Home  
secretary@ VirginiaChrist-
masTrees.org 
www.VirginiaChristmasTrees.org  
 
Horticulture Management Asso-
ciates LLC 
hortman48@verizon.net  

 

Directors 

Charles Conner, Director 2 yr 
970 Snider Branch Rd. 
Marion, VA 24354 
conner@vt.edu 
home 276-783-7732 
Cell 276-685-2392 
 
Robert O’Keeffe, Director, 
Scholarships 2 yr 
Rifton Farm & Nursery 
240 Rifton Lane 
Pilot, Va. 24138 
rifton@swva.net 
Home 540-651-8440 
Cell 540-580-3528 
 
Greg Lemmer, Director 2 yr. 
Boy’s Home Christmas Tree Farm 
306 Boy’s Home Rd 
Covington VA 24426-5518 
PH: 540-965-7700 
Fax: 540-965-7702 
gglemmer@boyshomeinc.com  
 
Jocelyn Lampert, Director 1 yr. 
Crazy Joe’s Christmas Tree Farm 
18028 Carrico Mills Road 
Elkwood VA 22718 
Home: 540-423-9020 
jplampert@msn.com 
 
Tommy Naylor, Director 1 yr 
Northlake Christmas Tree & 
Nursery 
7326 Meadowbrook Road 
Benson NC 27504 
Phone: 919.894.3524 
Fax: 919-894-3524 
Tenaylor07@embarqmail.com  
 
Dave Thomas, Director 1 yr. 
Valley Star Farms 
390 Almond Drive 
Luray VA 22835 
Home: 540-860-8040 
valleystar@embarqmail.com  
 
 
 

 

Ex-officio Directors 
Sue Bostic, Grants Director 
5110 Cumberland Gap Road 
Newport VA 24128 
greatoutdoors@copper.net 
Phone number: 540-544-7303 
 
John Carroll, National  
 Advisor/Director 
Claybrooke Farm 
207 Fairway Dr 
Louisa VA 23093 
Phone 540.872.3817 
claybrookefarm@verizon.net 
John.Carroll@dof.virginia.gov 
 
Danny Neel, Industry Advisors 
VDACS, Marketing Specialist 
250 Cassell Rd 
Wytheville VA 24382-3317 
Phone: 276-228-5501 
Cell: 804-477-4113 
Fax: 276-228-6579 
danny.neel@vdacs.virginia.gov 
 
David Robishaw, Industry  
 Advisor 
VDACS, Marketing 
900 Natural Resources Drive, 
Suite 300 
Charlottesville, VA 22903 
434-984-0573 phone 
434-984-4156 fax 
804-357-3014 
david.robishaw@vdacs.virginia.gov 
 
Kyle Peer, Industry Advisor 
VA Tech Dept of Forestry 
PO B0x 70 
Critz VA 24082 
Phone: 276-694-4135 
Krpeer@vt.edu  
 

 

 

 

 

VCTGA Officers & Board of Directors 2011 
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Real Trees Sales Down 4% 
Artificial Trees Down 30% 

By John Carroll 
 
In the last issue I shared some 
informal sales information that I 
assembled after the 2010 season 
but promised to share with you 
the “official” results when they 
were received . According to the 
March 2011 issue of The Ameri-
can Christmas Tree Journal, sales 
were somewhat disappointing 
overall for the 2010 season. Real 
tree sales declined by 4% over 
2009 sales with 27 million trees 
sold nationwide. While there 
were some regional differences in 
the western US, most of the coun-
try experienced this decline after 
a couple of years of level sales. 
As you might expect with the 
economic situation, artificial tree 
sales also declined. If there any 
consolation in this for us, the ar-
tifical sales fell by around 30%! 
Whether you are a small choose 
and cut grower, retailer, or large 
grower you have to be interested 
in what this means to the future of 
your business and what can be 
done to improve the trend in real 
tree sales. If you want to learn 
more you won’t want to miss our 
annual VCTGA meeting in 
Blacksburg this year. The meet-
ing will lead off with a panel of 
experts on this subject and they’ll 
share opinions on the future of 
our industry. I will also be able to 
share with you some more infor-
mation on sales, why some areas 
of the market are doing well and 
others not as well. To quote Pam 
Helmsing who authored the arti-
cle on the 2010 sales information 
in The American Christmas Tree 
Journal, “Are we changing with 
the times, or still trying to sell 
board games in a video game 

world?” Don’t miss the discus-
sion and opinions we’ll share in 
Blacksburg at our annual meet-
ing!! Perhaps Virginia will bring 
along some moon pies for us to 
snack on as we hear about the 
future of our industry. 

Some other news nationally; we 
expect the Check Off Program 
for Christmas Trees to move 
forward after the favorable 
comments that were received fol-
lowing the posting in the Federal 
Register. I have not received any 
additional information on an ef-
fective date but we fully expect a 
Christmas Tree Promotion, Re-
search, and Information Board 
will be established by USDA in 
the near future. If you’ll remem-
ber, growers selling 500 or more 
trees per year will be accessed 
$0.15 per tree that will be used 
for promotion and research by the 
Christmas tree industry. 

If you missed the national meet-
ing in Winston Salem last year 
you will be excited to know you 
can attend the meeting this year 
in Huron, Ohio without having to 
drive all the way across the coun-
try. Located near the Great Lakes 
region at the Sawmill Creek Re-
sort, the meeting promises to be a 
good one with interesting speak-
ers, great accommodations, and 
excellent farm tours. If you grow 
Canaan fir, two of the most 
knowledgeable speakers on Ca-
naan will be speaking in a two 
hour segment of the program. Dr. 
Randy Heligman and Dr. Jim 
Brown who were vitally instru-
mental in the development of the 
Canaan as a Christmas tree and 
will be there. Although they are 
both retired, they are still willing 
to share important information 
with our industry. Jim Rockis, 
also a Canaan expert, is also on 

the program in Ohio and at our 
meeting in Blacksburg this year. 
Whether you are a national mem-
ber or not, Virginia members at-
tend as a member of the Tree In-
dustry Partnership (TIP) at a dis-
counted registration rate over the 
non- member rate. Go to 
www.christmastree.org to regis-
ter.  

If you have any questions, sugges-
tions, or need additional infor-
mation, please contact me at 

claybrookefarm@verizon.net. 

National Update & Trends 

Farmers Direct 
 Marketing 

27th Annual NAFDMA 
Convention  

 February 10-17, 2012 
Williamsburg, VA 

 
North American Farmers' 
Direct Marketing Association 
is a trade association dedicat-
ed to nurturing the farm direct 
marketing industry. Its actions 
are driven by those whose 
daily lives are dedicated to 
this way of life. Its members 
support their family farms by 
selling millions of dollars’ 
worth of farm-grown produce 
directly to consumers at farm 
stands, farmers markets, pick-
your-own farms, consumer-
supported agriculture, agri-
tourism venues, and other 
ever-growing innovations in 
direct producer-to-consumer 
agricultural marketing meth-
ods. 

Sue Bostic and Dave 
Robishaw attended the con-
vention this past spring and 
highly recommend it. 

http://www.nafdma.com/ 

www.christmastree.org
to register.
If you have any questions, sug-

gestions, or need additional 
information, please contact me 
at claybrookefarm@verizon.net
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2011 Annual Meeting Member Registration Form 

August 4-6, 2011 

Name of Primary Attendee: 

Farm Name 

Address: 

City: State: Zip Code: 

Phone numbers: 

E-mail: 

Additional Names Attending: 

 

Events or Function 
How 

Many? 
Fee  Total 

Registration fee for primary member  $80.00   

Registration fee for primary non-member  $175.00   

Additional Program Attendees  $40.00   

Thursday Lunch (Sandwich Buffet)   $17.50   

Thursday B-B-Q Dinner and Garden Tour  $15.00   

Friday:Marketing in a Virtual World Workshop  
Must pre-

register 

Limit 25 

people  

Friday Lunch (Sandwich Buffet)  $17.50   

Friday  Banquet Dinner and Awards 
(Prime Rib and Fried Chicken) 

 $29.50   

Saturday Lunch and Farm Tour  $15.00   

Late registration fee after July 22, 2011  $20.00   

                                                                                                            GRAND TOTAL  

The member registration rates apply to members in good standing of the  
Virginia Christmas Tree Growers Association  

$20.00 additional charge after July 22. 

Continued on back   
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  2011 Auction to Benefit Scholarship Fund 

Please list all new and slightly used items you are donating to our annual auction. 

____________________________________________________________________

____________________________________________________________________
____________________________________________________________________
____________________________________________________________________

____________________________________________________________________
____________________________________________________________________ 

 

Please promptly mail in your payment and registration form. 

$20.00 additional charge after July 22. 

 

Make checks payable to:  VCTGA 

Mail checks and registration forms to: 

    VCTGA 

    383 Coal Hollow Rd 
    Christiansburg, VA  24073-6721 

 

Hotel Reservations 

 Holiday Inn Blacksburg 
 

900 Prices Fork Rd 

Blacksburg, VA  24060 

 

Call: 1-540-552-7001 

 

ASK for VCTGA Special Rates. 

Hotel Reservation Deadline: 7/22/11 
Deluxe Room (single or double occupancy) $88.00 
 

Received in VCTGA office  _____/_____2011, check #___________, AMOUNT TOTAL $___________ 
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Speakers Bio and Info 
Jennifer Gagnon coordinates the Virginia Forest 
Landowner Education Program at Virginia Tech. She 
develops educational programs for forest landowners, 
including short courses, field tours and workshops. In 
addition, she publishes a quarterly newsletter, the 
Virginia Forest Landowner Update, and a website, 
www.cnre.vt.edu/forestupdate. She also writes extension 
publications on various aspects of forest management. 
Prior to coming to Virginia Tech. 

Jim Rockis has been in the Christmas tree, seed, and 
transplant business for many years. Based in 
Morgantown, WV and nearby Pennsylvania he has state-
of-the-art tree and seed storage facilities, seed cleaning 
and processing equipment and a wholesale and choose 
and cut Christmas tree operation. He is a recognized 
expert in the field of genetic improvement of several tree 
species specializing in Canaan and Fraser fir. 

Dr.Earl and Buddy Deal have been in the Christmas 
tree business since 1972 near Laurel Springs, NC. The 
Deals along with son Buddy and daughter-in-law, Della, 
manage a diverse operation called Smokey Holler 
Christmas Trees and Nursery that produces wholesale 
Christmas trees, nursery stock, and greenery. The Deal 
family was 2005 National Grand Champion winners and 
supplied the Blue Room Christmas tree to President 
George and Laura Bush. Earl is a Wood Science 
Professor Emeritus at NC State University where Buddy 
and Ella also received their degrees.  

Peter Cook, along with wife Elizabeth, own Oakland Tree 
Plantation in Berryville, VA and have been in the 
Christmas tree business for 24 years. Their operation is 
diversified and produces apples, nursery stock, and 
Christmas trees. While they are mainly a Choose and Cut 
operation, they also have wholesale customers as well.  

Dr. Eric Hinesley is a Professor Emeritus at NC State 
University specializing in Christmas tree production. He is 
a recognized expert in several areas including mineral 
nutrition, growth and development, seedling physiology, 
post-harvest handling, and shearing techniques. 

John M. Carroll received a B.S. in Forestry and Wildlife 
from Virginia Tech. He has worked for the Va Dept of 
Forestry from 1978-present. His current position is 
Deputy State Forester. He is co-owner of Claybrooke 
Farm with his wife, Virginia, growing Christmas trees, 
timber, nursery stock and pumpkins. They have been in 
the Christmas tree business for 26 years. 

Kyle Peer is the Superintendent of the Reynolds 
Homestead AREC in Southwest Virginia. He is also the 
VA Tech extension specialist for Christmas trees. His 
duties include providing information to the Christmas tree 
growers of Virginia in the form of workshops, publications 
and meetings and he is the VCTGA educational advisor. 
He received his M.S. in Forestry in 1997 at the University 
of Maine. 

John McGee is an Associate Professor and Geospatial 
Extension Specialist at VA Tech with areas of interest in 
natural resource management, geospatial applications 

and technology transfer. He is also responsible for 
extension and teaching outreach activities for community 
colleges, state government agencies and teachers. 

Norman Dart is a graduate of the Washington State 
University Plant Pathology Department where he studied 
root diseases of Christmas trees. He joined the VDACS’ 
Office of Plant & Pest Services as the State Plant 
Pathologist in June 2009. Prior to this, Norm worked at 
the State Plant Pathologist for West Virginia. He started 
his career serving the green industry as a research and 
extension specialist focusing on Sudden Oak Death 
(Phytophthora ramorum) for Washing State University.  

Sue Bostic is a Past President of the VCTGA, has been 
operating Joe’s Trees since 1988 and has worked to 
utilize all available resources of information and 
technology to enhance her father’s business including 
production, BMP’s, public relations and marketing to 
expand her customer base. 

Dr. Alex White is an Instructor at VA Tech in the Dept of 
Agricultural & Applied Economics and has spoken at 
previous VCTGA events and is returning by popular 
demand. He works with many agriculture commodity 
groups to develop marketing plans and financial 
management techniques to maximize profitability. 

Eric Day manages the Insect Identification Laboratory in 
the Department of Entomology at Virginia Tech. He 
receives and identifies approximately 1,700 insects per 
year, most of which arrive in the summer. In addition he 
coordinates exotic pest surveys with APHIS/PPQ and 
provide input to the NAPIS data base. He also manages 
Common Insect and Mite Pests of Christmas Trees 
website – an ongoing project providing scouting, 
identification, and control information to Christmas tree 
growers regarding insect and mite pests. 

Dr. Jeffrey Derr is a Professor and Extension Weed 
Scientist for Horticultural Crops, 1984 to present. His 
responsibilities include conducting a statewide extension 
and research program in weed management for 
horticultural crops. Commodity responsibilities include 
tree fruit, small fruit, nursery and landscape ornamentals, 
and turf. 

Betsy Stinson is a Wildlife Biologist for the Virginia 
Department of Game and Inland Fisheries (VDGIF). 
Betsy has over 25 years of experience in wildlife research 
and management. She joined the VDGIF in 1989. Her 
work encompasses wildlife and habitat management and 
survey, as well as wildlife regulation development in 
southwestern Virginia. She manages the Department of 
Game and Inland Fisheries quality deer and hunting 
program at the Radford Arsenal and is also active in 
black bear management and research. 

Mark Brewer is the Virginia Conservation Police Officer 
assigned to Floyd County, Virginia for the last three 
years. His varied background includes six years of 
service as an officer in the U.S. Air Force, as well as 
positions in the logistics and financial industries. He holds 
a bachelor’s degree from the University of Maryland, and 
a master’s degree from Embry-Riddle Aeronautical 
University. 

Washington State University.
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It’s that time of year when we 
pass ourselves coming and going. 
In fact, while I write this article, I 
am more than 30,000 feet above 
the earth on my way to a farm in 
the state of Washington. But I 
know you are just as busy, so this 
month’s article is short and to the 
point. 

Here it is in a nutshell: The basic 
rules of direct marketing have 
changed. 

We all have adopted the word 
“agritourism” as a way to define 
our industry, but let’s not forget 
what this really means. We are 
“direct sellers” of our products to 
the consumers. We are “direct 
marketers” of our businesses to 
attract customers to come to our 
farms. 

In the past decade, the choices of 
marketing strategies focused di-
rectly to the consumer have 
changed so dramatically that eve-
ryone is having a hard time keep-
ing up. I’m seeing many farms 
that are doing a great job keeping 
pace with the growing and farm-
ing trends, but you still have to 
keep that third plate spinning—
marketing your products, services 
and attractions to the consumer. 

So here are the new rules:  

Facebook no longer optional 

A recent study tells us that 96% 
of people in the U.S. between the 
ages of 12-50 now use Facebook. 
It is no longer an “optional” 
choice but it’s “required.” Farms 
that have made Facebook an inte-
gral part of their daily marketing 

mix are growing “fans” and loyal 
customers. For example, we have 
a new web client with a brand 
new business, 
www.fromthefarmtreats.com , 
and see that 25% of the visitors to 
the new website are referrals from 
their Facebook page. 

Tune into the new version of 
“Let Your Fingers  
   Do the Walking” 

This simple slogan used to be 
how the telephone yellow pages 
advertised their services, but now, 
it’s more about “flying thumbs” 
than fingers; now, phone books 
are obsolete and I’m talking about 
people using “smart phones” to 
access the Internet 24/7. People 
can and do still talk on smart 
phones, but they also text, send 

Ad – Cherokee Mfg 

Direct Marketing: The “New” Basics 

  Virginia Specials              www.cherokeemfg.com 

 

 

TWINES AND LENO                PRUNERS, LOPPERS, AND MORE 

1250 Blue‐Red Christmas Twine $64.00 per case (27 cs per pallet $60.00 Per cs)   BAHCO P51H Hedge Shears $52.00 
1500 Green Christmas Twine $60.00 per cs (27 cs per pallet $56.00 Per cs)    BAHCO P16‐70 Long Handle Loppers $52.00 
LENO (White Burlap) 15x300 $155.00 per roll          BAHCO P16‐40 Short Handle Loppers $46.00 
LENO (White Burlap) 12x300 $120.00 per roll          4’ Pole Pruner $65.00 each 
LENO Tarps (24x50 w/2’ grommets) $60.00 each          6’ Pole Pruner $75.00 each 
Shade Cloth Panels (24x100 w/4 grommets@73% shade) $165.00 each     7’ Heavy Pole Pruner $85.00 each 
1 Ply Plain Sisal Twine $9.75 per 10 lb roll            130 DXR Hand Pruners $21.00 each 
SHEARING KNIVES AND ASSC.              FELCO #2 Hand Pruners $41.95 each 
(SHARP SHOP)                  **SHEARING KNIVES, WREATH RINGS,  
16” Plain Blade w/6” Wooden or Poly handle $35.00 each (12 or more $30.00 each)  (CLAMP & HANDTIE) WREATH WIRE,  
16” Serrated Blade w/6”Wooden or Poly Handle $36.00 ea. (12 or more $31.00 each)  FLAGGING TAPE AND MANY OTHER 
Rainsuits (yellow) $10.00 each              ITEMS AVAILABLE! 

Thanks for the opportunity to quote you! 
CHEROKEE MFG 

    80 Ceramic Tile, Morganton NC 28655   828‐584‐3334 (Office)        828‐584‐7434 (fax)     

www.fromthefarmtreats.com
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and receive emails, twitter, scan 
QR codes, and go on the Internet 
to get any information they could 
access from a desktop computer 
without ever flipping the pages of 
a phone book. 

Customers now expect “deals” 
The down turn in our economy 
over the past few years not only 
has challenged our businesses, 
but it has changed the way we do 
business. The consumer is now 
holding onto their wallet and is 
searching for “deals” to incentiv-
ize them to purchase. 

Market your uniqueness 

Our customers enjoy coming and 
shopping at our farms because 
we’re unique. We are not a “box” 
store, and we don’t have aisles 
and aisles of generic food items. 
We have open fields, animals in 
the pasture and a John Deere trac-

tor parked at the side door. We 
sell what we grow, we pick it the 
day it is ripe and packed with 
nutrition and flavor, we allow our 
customers to go to the fields to 
pick for themselves, and we en-
courage them to ask questions 
and to meet our families. 

When a farm brand truly markets 
their uniqueness, our customers 
will remain loyal and tell others. 

Your website is perhaps the 
single, most important market-
ing tool you have  

A website has literally become 
your billboard to the world. A 
website has replaced your local 
newspaper classified advertising 
and yellow page listings to be-
come the—and I mean, THE— 
informational source of choice for 
local and distant prospects to be 
attracted to visit your farm. 

Good website design, informa-
tional content, search engine op-
timization and great photographs 
are an absolute must. Farms who 
fail to appreciate the importance 
of good visual design and fre-
quent updates are missing out on 
today’s single, most important 
marketing strategy. 

Marketing the Guest Experi-
ence 

The final marketing step is man-
aging the guest experience pro-
vided by your employees. This 
one has not changed. As an own-
er/boss, you have the first oppor-
tunity to create the best guest ex-
perience through friendly and 
educated employees. Don’t leave 
this step to chance. Your employ-
ees need training, motivation and 
inspiration…daily. Great custom-
er service takes time and effort 
but the payback from our custom-

Ad – Bosch’s Countryview Nursery 

10785 84th Avenue • Allendale, Michigan 49401
Phone: (616) 892-4090 • Fax: (616) 892-4290
Email: brian@boschsnursery.com
www.boschsnursery.com

Fall 2010 and Spring 2011 Wholesale Price List for

Quality Seedlings & Transplants

FRASER FIR
	 (3-0)	 6-12”	 $45.00	 $225.00
	(2-2,	PL+2)	 8-15”	 $100.00	 $725.00
	(3-2,	PL+2)	 10-18”	 $110.00	 $750.00
	 (P+3)	 12-22”	 $125.00	 $850.00

BALSAM FIR
	 (2-0)	 5-10”	 $40.00	 $195.00
	 (P+1)	 8-14”	 $86.00	 $575.00
	 (P+2)	 10-18”	 $110.00	 $750.00

CANAAN FIR
	 (P+1)	 8-14”	 $90.00	 $595.00
	 (P+2)	 10-18”	 $115.00	 $795.00

DOUGLAS FIR - Lincoln
	 (2-0,	3-0)	 9-15”	 $40.00	 $175.00
	 (2-1)	 12-18”	 $86.00	 $575.00

CONCOLOR FIR
	 (2-0)	 5-12”	 $45.00	 $225.00
	 (2-1,	P+1)	 8-14”	 $90.00	 $595.00
	 (2-2,	P+2)	 12-18”	 $115.00	 $795.00
	
COLORADO BLUE SPRUCE - San Juan & Kiabab
	 (2-0,	3-0)	 9-15”	 $40.00	 $175.00
	 (2-1,	2-2)	 10-16”	 $75.00	 $495.00
	 (2-2,	P+2)	 10-18”	 $110.00	 $750.00
	 (X-LG)	 15-24”	 $250.00	 $1,600.00

WHITE SPRUCE - Lake States
	 (2-0,	3-0)	 9-15”	 $40.00	 $175.00
	 (2-1,	2-2)	 15-20”	 $90.00	 $595.00
	 (2-2)	 15-24”	 $110.00	 $750.00
	 (X-LG)	 20-30”	 $250.00	 $1,600.00

NORWAY SPRUCE - Lake States
	 (2-0,	3-0)	 9-15”	 $40.00	 $175.00
	 (2-1,	2-2)	 15-24”	 $90.00	 $650.00
	 (X-LG)	 20-30”	 $250.00	 $1,600.00

BLACKHILL SPRUCE
	 (2-0)	 5-12”	 $40.00	 $175.00
	 (2-1)	 8-14”	 $75.00	 $495.00
	 (2-2)	 8-15”	 $95.00	 $695.00
	 (2-2)	 12-18”	 $110.00	 $750.00

SERBIAN SPRUCE
	 (2-0)	 8-14”	 $45.00	 $225.00
	 (2-1,	P+1)	 8-14”	 $90.00	 $595.00
	 (2-2,	P+2)	 12-18”	 $115.00	 $795.00

AUSTRIAN PINE
	 (2-0)	 5-12”	 $40.00	 $175.00
	 (1-2)	 12-18”	 $115.00	 $795.00

RED PINE - Lake States 
	 (2-0)	 4-8”	 $35.00	 $150.00
	 (2-0,	3-0)	 5-12”	 $40.00	 $175.00

WHITE PINE - Lake States
	 (2-0)	 4-8”	 $35.00	 $150.00
	 (2-0,	3-0)	 5-12”	 $40.00	 $175.00
	 (3-0)	 8-15”	 $45.00	 $225.00
	 (2-1)	 8-14”	 $82.00	 $550.00
	 (2-2)	 12-18”	 $110.00	 $750.00
	 (X-LG)	 18-24”	 $250.00	 $1,600.00

SCOTCH PINE - Scothighland + French
	 (2-0)	 6-12”	 $35.00	 $165.00
	 (2-0,	3-0)	 9-15”	 $40.00	 $175.00

WHITE CEDAR
	 (2-0)	 4-8”	 $40.00	 $195.00
	 (3-0)	 8-15”	 $45.00	 $225.00
	 (2-1)	 8-14”	 $82.00	 $550.00	
	 (2-2,	P+2)	 12-18”	 $110.00	 $750.00

ARBORvITAE - DARK GREEN, TECHNY, 
EMERALD & GREEN GIANT
	 (RC+1)	 6-12”	 $110.00	 $750.00
	 (RC+2)	 12-18”	 $140.00	 $950.00

10-20% Discount on orders over 10,000 plants

For complete list please write or call us.

Brian Bosch / Owner

   Per 100 Per 1,000
 Age Size Rate Rate

   Per 100 Per 1,000
 Age Size Rate Rate

   Per 100 Per 1,000
 Age Size Rate Rate

Ad_1_BW.indd   1 7/28/10   12:37 PM
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ers can be huge. Take the time to 
develop an employee culture to 
always “exceed expectations” and 
you’ll keep your customers re-
turning again and again. 

If any of you ever have a topic in 
mind that you would like me to 
write about I welcome your sug-
gestions and emails. 

Jane Eckert is the founder of  
Eckert AgriMarketing 

www.eckertagrimarketing.com, a 
full-service marketing and public 

relations firm that helps farmers to 
sell directly to consumers, diversify 
operations and become tourist des-

tinations. She is also CEO of 
www.RuralBounty.com, a search 

directory for agritourism farms and 
ranches in North America. Jane can 

be reached at 314-862-6288 

Provided by Sue Bostic, Joe’s Tree, 
reprinted with permission 

  

Ad – Tim Mitchell Yule Stand System 

Ad - Kelco 

www.eckertagrimarketing.com, a

www.RuralBounty.com,



18 | VCTGA News Journal – Summer 201118	|		 	 VCTGA	News	Journal	–	Summer	2011	
 

Watch Out 
 for Invasives!! 

Having completed teaching a turf 
grass management course at our 
local community college, the last 
chapter I covered with the stu-
dents were other turf grass prob-
lems that addressed shade, soil 
compaction and thatch. One prob-
lem the chapter did not cover but 
will eventually have to addresses 
are invasive plants that are com-
peting with turf. 

While this article is not about turf 
grass management it does have 
similarities to invasives concern-
ing Christmas tree fields. The 
most common invasive that is 
becoming a problem is Pyrus 
calleryana, the rootstock to Brad-
ford pear. Bradfords has been a 
popular spring flowering tree of 
homeowners choice for years. 
This overused tree is now a prob-
lem. When it flowers it is subject 
to spring freezes and the blooms 
are history next day. Ice storms 
and high winds breaks the weak 
wood with ease. It does fruit but 
are inedible to humans but birds 
loves the fruit. Herein lies the 
problem. Once the eaten seed is 
digested and excreted from the 
bird, the seed sprouts in spring 
and grows to form a long taproot 
and rapidly grows before it is no-
ticed. 

I have continuously gone through 
my tree fields and have ‘pick 
axed’ the pears to get as much 
root as possible. Imagine hun-
dreds of callery pears which they 
are now instead of Bradfords 
growing up inside your pines, firs 
or spruces. If recognized early 
they can be removed before they 
get any larger. Most of the time 
the mowing lanes are most sus-
ceptible to see these trees take 
root and constant mowing off the 

tops makes them more resilient 
and tougher to remove. Some 
herbicides may work such as 
Crossbow and 2-4-D but the solu-
tion needs to be strong. The pear 
if left unattended to will develop 
thorns as a larger tree making this 
a weed tree that have unpleasant 
implications. 

Much of the countryside land-
scape along highways are being 
invaded by Pyrus calleryana and 
is mixing with native trees and 
shrubbery. Yes, these bloom too 
but is out of place in the native 
landscape. What will happen if no 
action is taken to slow the ad-
vance of this invasion? Most like-
ly it will out compete the native 
plants and a massive takeover 
will occur just as Chinese privet 
has done to our woodlands.  

Other Possible Invasives 
When a field is considered for 

Christmas tree production, site 
selection is of the utmost im-
portance. All perennial trees and 
shrubs and vines must be re-
moved. After establishment these 
invasive soon makes their way 
back into the fields. Vines are 
perhaps the most aggravating of 
most invasives. Poison ivy, Vir-
ginia creeper, trumpet creeper and 
honeysuckle can soon take over if 
not removed at once, Chinese 
privet, multi flora rose, red cedar 
trees and other natives will also 
compete. New on the horizon that 
may be a threat in our tree fields 
could be Japanese switch grass 
which is running rampant in our 
woodlands but will tolerate direct 
sunlight. This grass spreads like 
wildfire and will grow up to a 
foot before falling over by late 
summer, spreading seeds for the 
next year. 

(continued on page 23) 

Ad – Riverside Enterprises 
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 Christmas in July 
Another year is now behind us 
in the wreath business. Most of 
us are not really looking for-
ward to that time of the year 
again to come along very soon. 
But to stay competitive and on 
top of it all, our thoughts must 
continually be geared to what 
will be happening the next year 
in our shop. How will things be 
different? How can we improve 
our product or services? Are we 
satisfied with our performance 
and if not, why not? So many 
questions are floating around 
our head and we want to make a 
difference and a dramatic im-
pact on our business from year 
to year.  

In our last article, we spoke of 
the necessity to rid our shops of 
things that we had been stored 
for years and years and was not 
using any longer. Things are 
still good but no longer of inter-
est to me as I had used them 
over and over again and wanted 
to try and be creative with them 
in a new and challenging way. 
My creative juices refuse to 
produce results after I have 
made the same wreath over and 
over for years.  

 Most items that you buy for 
your shop should have a shelf 
life of five years and no longer. 
Colors change, composition of 

materials are different and the 
look of an item will soon be-
come dated and everyone sees 
that. The best example I can 
give of how noticeable this con-
cept is by looking at silk flow-
ers. Ten years ago, most con-
sumers could spot a silk flower 
from a mile away, but now 
many times we have to touch it 
to see it is real or not. There had 
been a tremendous improvement 
in the floral and silk industry in 
that you can’t hardly tell if they 
are real or not except by touch 
or smell. You must admit that 
you have had to touch or smell a 
flower to see for yourself, ha-
ven’t you? I have done it and 
know that you have also. The 
floral industry has reintroduced 
plastic foliages of years gone by 
but the look is modern and up-
graded so that you can hardly 
tell it is made of plastic. It has 
long lasting quality and people 
are buying it because it has val-
ue and appeal to the consumer 
and that saves them money in 
the long run. 

The plans for our shop this past 
season was to get rid of lots of 
decorations and accessories that 
we had stocked or stored for the 
last ten years. I had high expec-
tations that I would do just that 
but I failed miserably at the 
task. Oh, I did as I said and used 
more than the usual accessories 
on each wreath but I had so 
much stuff that I hardly made a 
dent in it. So beginning in Feb-
ruary I began anew with clean 
up and revamping our shop ar-
ea. I had many boxes left over 
from my gift basket section that 
did not go as I had planned, so I 
pulled those out and started col-
lecting types of ornaments, col-
ors and shapes in the same box. 

Things that were still useful but 
too good to throw away, I added 
to these boxes as I came across 
things I wanted to get rid of. 
Then with a big magic marker, I 

labeled each box and priced it 
right then as to the value that it 
held. Then I placed it aside and 
started another box. By the time 
I was through I had more boxes 
on the table than I had on the 
shelf. So I made another com-
mitment to get rid of these box-
es before November of this 
year.  

 

Joe’s Trees will be having a 
“Christmas in July” open door 
sale two weeks in July. Christ-
mas in July is growing in popu-
larity in many retail businesses. 
It is an opportunity to move 
stock while having fun with the 
season when the weather is the 
opposite of what is usual for the 
tree grower. A Christmas in July 
sale can be based around the 
season or it could be another 
opportunity to rid your farm of 
implements or tools that you no 
longer need or use. If you have 
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items that can be used as 
Christmas gifts, then this is a 
golden opportunity to get shop-
pers interested in starting their 
shopping list early. While the 
idea is promoted as “Christmas 
in July”, it is a chance to get 
some early Christmas sales hap-
pening - ahead of some other 
retailers. 

 Run the Christmas in July 
campaign over two weeks in 
July. Probably be best to wait 
till after the 4th is over for a 
few days to set your dates. 

 Seek your employee ideas 
and explain the reason of the 
sale you are creating.  

 Set aside a defined space in-
store or your building for 
promoting your left-over 
stock.  

 Dress the team and the store 
to suit the Christmas theme.  

 Display any spare Christmas 
stock from last year.  

 Play Christmas music.  
 Have a competition for the 

kids around the theme. This 
could be a coloring competi-
tion - offer to display their 
works of art as parents and 
family will visit to see.  

 Create a giant Christmas bas-
ket with one lucky customer 
can win.  

 Try and create a real sense of 
bargains. But have new items 
for the fall season also avail-
able.  

 Promote the event using a 
flyer showing your location - 
it is a great way to draw peo-
ple into your shop. On the 
flyer, promote the activities 
and any specials. Be sure to 
activities such as hay rides 
etc. to entice them to come 
back.  

 Call the local paper and get 
their attention.  

Events like Christmas in July 
are all about giving people a 
reason to visit your shop. Mak-
ing the event fun and relevant to 
the season should make it a 
winner for you. 

Remember, the real focus of a 
Christmas in July sale is to in-
crease sales. We are encouraged 
that this will be a successful 
event for our farm. Time will 
only tell if we can sell all these 
boxes. Then the remainder of 
the boxes that are left will be 
offered at the Virginias Christ-
mas Tree Growers Association 
meeting in August and then 
come September if some re-
main, Goodwill will be the pre-
cipitant of the rest. Even our 
resident mouser wants to get rid 
of these boxes so he can have 
more room to romp. Enough 
said.  

By Sue Huffman, Joe’s Trees 
, host for the Meeting Tour 

Five “Quick Fixes” 
to Improve Your 
Farm Marketing 

This past summer I was hired by 
the Ontario Farm Fresh Market-
ing Association to visit ten 
agritourism operators in the prov-
ince. My assignment was to con-
duct farm reviews and provide 
recommendations on how each 
operator could grow their busi-
ness.  

It was a good week for me be-
cause, not only did I get out of the 
oppressive heat of our Midwest 
summer, but I also had the oppor-
tunity to visit ten very diverse 
farming operations and spend 
time with the farm families. The 
operations included a bed & 
breakfast with a spa; some small, 
outdoor farm stands; a small pas-
ture-fed beef operation; and a few 
traditional farm markets. 

Once again it was obvious to me 
that the farm enterprises in Cana-
da are very similar to those in the 
United States—except for the fact 
that they are not suffering from 
the economic downturn to the 
same degree as U.S. businesses. 
In both countries, though, I find 
that as farmers, we are all still 
struggling to find the right formu-
la to turn profits on our farms.  

My project in Ontario required 10 
written reports, and in completing 
them, I began to observe some 
common issues—issues that I 
also see in many other farms both 
in Canada and the U.S.   

If your farm is not quite where 
you want to be, here are five 
“quick fixes” I’ve found to be 
almost universal to farm enter-
prises nibbling at the edge of their 
profit potential. 
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1. Paint Up – Fix Up 

Farmers always want to show me 
their “newest” attraction, and they 
have tremendous enthusiasm for 
the next great item to be added to 
their entertainment area. Howev-
er, when I look at the entire mix 
of attractions, my attention is of-
ten caught by the older ones. At 
four or five years old, they are 
showing wear. Sure, the new at-
tractions are fun for you and will 
excite your visitors, but the 
wooden picnic tables, play struc-
tures, fencing and old signs that 
have flaking and peeling paint 
can be a turn-off for your guest 
no matter what new attraction you 
added this year. 

Unfortunately, it is easy for us to 
walk around our farm and look 
right past the obvious wear. I 
suggest you ask an honest friend 
to take a fresh look to see what 
needs to be painted, replaced or 
just thrown on the burn pile. 

2. Price For a Profit 

No matter what size or scale of 
your operation, you need to be 
pricing your products to earn you 
a profit. I am still amazed at the 
number of farms that continue to 
have the “wholesale farmer” 
mentality. If you are growing ap-
ples here in the Midwest and have 
a pick your own farm, then it re-
ally does not matter what the 
prices are of apples from Wash-
ington State or anywhere else. 
Forget about competing on the 
wholesale price. You are offering 
both a delicious, locally grown, 
fresh picked product, and in addi-
tion, you provide a unique expe-
rience for people to come on your 
farm. We should not be ashamed 
or embarrassed to charge a fair 
price for our labor as well as the 
value of our products and ser-
vices. 

 

3. Follow Your Passion 

The farms that do best are those 
that enjoy what they do and re-
spect their customers. Sure, by 
the end of October we are tired 
and looking forward to a winter 
break or slow down, but if this is 
the lifestyle you love, you’ll 
bounce back and be successful.  

The creative minds never seem to 
stop. The folks that can combine 
their own interests and entrepre-
neurial passion into building a 
unique business, are sustaining 
themselves and doing well. 

This winter, review your interests 
and see if they could be used to 
build a new business based on the 
farm. Agritourism allows us to 
not only sell our products but to 
create experiences people can’t 
get in town. What else can you 
create on your farm?  

4. Be Willing to Change 

While some farms are always 
looking for the “newest” attrac-
tions, there are also those that 
don’t ever want to make changes. 
There is saying, “If it’s not broke 
- don’t fix it.” However, in some 
cases, our guests may view our 
lack of change as an inability to 
keep up with the times. 

Our agritourism competition con-
tinues to expand and continues to 
raise the bar on farm experiences. 
For those farms that don’t believe 
they need to change, I’d like to 
talk to you five years from now 
when you are wondering where 
your customers have gone. 

5. Websites Are Critical  

The Internet has become the mar-
keting media of choice for most 
of our customers. Yet, so many 
farms aren’t paying attention to 
what is on their website and how 
it is viewed by the public.  

A website is your primary bill-
board to the world, and those 
printed pieces and other media 
have now become a much less 
significant factor in the marketing 
mix. Make sure that your website 
is not only attractive with good 
information and photographs, but 
that you have a website designed 
so that the search engines can 
find you.  

That means that the text, head-
lines, and the title and hidden 
coding behind each webpage 
must meet the design standards of 
the search engines. Yet, I see so 
many websites that fail to include 
the basic components to be search 
engine friendly. If you want to 
learn more about how the search 
engines find you and how to op-
timize your site for Google and 
the others, then I suggest that this 
winter you might read, SEO for 
Dummies. 

The winter is our time to renew 
and reflect on our operations. 
Make a point to sit down with 
your family and discuss these five 
critical areas to see how you can 
improve for 2011. 

Jane Eckert is the founder of 
Eckert AgriMarketing 

(www.eckertagrimarketing.com ), 
a full-service marketing and pub-
lic relations firm that helps farm-
ers to sell directly to consumers, 
diversify operations and become 
tourist destinations. She is also 

CEO of www.RuralBounty.com , 
a search directory for agritourism 

farms and ranches in North 
America. Jane can be reached at 

314-862-6288 

Provided by Sue Bostic, Joe’s 
Trees, reprinted with permission

(www.eckertagrimarketing.com),

CEO of www.RuralBounty.com,
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Small, rural businesses (e.g. 
agritourism operations, art gal-
leries, antique shops, “mom and 
pop” restaurants) face many 
challenges, especially when it 
comes to marketing and adver-
tising their products and ser-
vices. 

Advances in technology are re-
sulting in a revolution in adver-
tising. Location and place-based 
services, made possible through 
the integration of global posi-
tioning system (GPS) devices 
(including both portable and in-
dash car navigation systems) 
can be used to geographically 
connect potential consumers 
with nearby businesses. When 
integrated with the Internet via 
Smartphone devices, these ap-
plications link potential (and 
often mobile) customers with 
nearby businesses and specific 
products. Likewise, businesses 
are also able to target and 
“reach out” to potential custom-
ers through the use of virtual 
coupons and other marketing 
techniques.  

This hands-on workshop will 
take place in a computer lab. It 
will walk participants through 

the process of registering their 
agritourism businesses on mul-
tiple regional and national busi-
ness databases. These databases 
are used to support an array of 
car navigation and smartphone 
applications that are designed to 
literally direct customers to your 
seasonal tree farm or other op-
eration. This is an entry-level 
workshop (You just need to 
know how to operate a mouse 
and type!).  

 
John McGee is an Associate 
Professor Geospatial Extension 
Specialist at Virginia Tech with 
academic interests in Natural 
Resource Management, Geospa-
tial Applications, Technology 
Transfer.  

Teaching Responsibilities 
 Develop, deliver, and eval-

uate high-quality education-
al programs for extension 
agents, natural resource 
managers, and teachers.  

 Organize and conduct 
workshops to support 
Workforce Development 
programs in the Common-
wealth.  

 Develop and disseminate 
geospatial curriculum into 
new courses and units with-
in existing courses at the 
community college, under-
graduate, and graduate edu-
cational levels  

 

 

 

Extension and Outreach  
       Activities 
 Serve as a geospatial 

knowledge broker to Virginia 
Cooperative Extension, the 
Virginia Community College 
System, local, regional, and 
state government agencies;  

 Create specialized workforce 
courses and training through 
Virginia's Community Col-
lege System and VSGC 
member universities as re-
quired;  

 Provide faculty development 
open to all Virginia's institu-
tions of higher education;  

 Provide K-12 educational 
outreach in cooperation with 
the VCE and VSGC mem-
bers;  

 Support the geospatial needs 
of constituents by providing 
linkages to NASA and other 
geospatial resources for data 
and programs.  

Provided by Dr. John McGee 

  

This is a 
“Can’t Miss” 
Workshop!! 

 
 

Invasives 
( continued from page 19) 

 
Scouting the fields on a routine 
basis will rid many of these inva-
sives that could compete with the 
Christmas tree. Birds mostly are 
the culprits as they distribute the 
seeds from many plant sources 
from vines, trees and shrubs. 
Manually removing foreign 
plants or spraying them will en-
sure the field to be clean and 
produce the tree we all want to 
profit from in December. 

Provided by Tommy Naylor, 
VCTGA Director 

Roadside Advertising in a Digital Age: Hands-on Workshop 
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VCTGA Christmas Tree & Wreath Contest 

 [NOTE: these are abbreviat-
ed rules for theses contests. 

For the complete set of rules, 
go to 

www.VirginiaChristmasTrees.
org ] 

Tree Contest 

 
Joe Freeman 2010 Tree Winner 

The 2011 Virginia Christmas 
Tree Contest will be held at the 
Holiday Inn, Blacksburg, VA. 
Trees will be set up and judged 
on Thursday, August 4, 2011. 
Setup will begin at 8 a.m. and 
must be completed by noon. 

Delivery, setup and responsibility 
for the tree’s condition will re-
main with the entrant until the 
tree is set up in the judging area. 

PURPOSE OF CONTEST: 

 To establish an opportunity 
for VCTGA to encourage and 
promote the use of Real 
Christmas Trees. 

 Select a grand champion 
winner to receive the honor 
of presenting a Real Christ-
mas Tree to the Governor of 
Virginia. 

RULES AND JUDGING 
GUIDELINES 

General 

 The tree contest will be held 
at a site selected by the host 
association and will be con-
venient to the convention 
site. 

 The four contest classes will 
be: (A) all firs (B) all pines 
(C) all spruce and (D) all oth-
er species. 

 Trees entered must be com-
mercially cultivated and be 6-
8 feet in height from bottom 
of the handle to top of leader. 
The length of the handle shall 
be at least 6 inches but no 
longer than 12 inches. The 
tree shall not have been arti-
ficially colored. No wiring, 
tying or inserting of limbs or 
branches or other artificial 
means will be permitted. Any 
tree failing to meet these 
qualifications will be disqual-
ified by the tree contest 
committee.  

Wreath Contest Rules 
 To establish an opportunity 

for the VCTGA to encourage 
and promote the use of Real 
Christmas Tree evergreens. 

RULES AND JUDGING 
GUIDELINES 

These rules and guidelines estab-
lish the procedure to be followed 
in selecting the national champi-
on wreaths. 

General 

 Wreaths are to be made of 
Real Christmas Tree ever-
greens (no princess pine), 
grown within the state of the 
contest entrant. No colorant 

may be applied. Wreaths may 
be single or double faced. 
They will be judged either 
hanging on a wall or on an 
easel. All wreaths must be 
made on a 12-inch diameter 
ring only. 

 
Sue Huffman, 2010 Wreath Winner 

 Both decorated and undeco-
rated wreaths can be made of 
mixed evergreens. On deco-
rated wreaths, natural or arti-
ficial decorations may be 
used. Decorated wreaths must 
have a bow. 

 The wreath contest will be 
held at a site selected by the 
chair and will be convenient 
to the convention site. 

 Questions? Contact: Robert 
O’Keeffe, (H) 540-651-8440; 
(cell) 540-580-3528, Email: 
rifton@swva.net   

 

 
  

[NOTE: these are  
abbreviated rules for  

theses contests. For the 
complete set of rules, go to 
www.VirginiaChristmasT

rees.org ] 
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383 Coal Hollow Rd 
Christiansburg, VA 

24073-6721 
540-382-7310 

www.Virginia 
ChristmasTrees.org

383 Coal Hollow Rd
Christiansburg, VA

24073-6721
540-382-7310

www.Virginia
ChristmasTrees.org
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