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Farmers Market Promotion Program 
Final Performance Report 

For the Period of October 1, 2014 – September 30, 2016 
                                 Revised 07-17-17 

 

 
 
Date: December 12, 2016 

Recipient Name: Jefferson Economic Development Institute and the Mt. Shasta Farmers’ Market 

Project Title: Improving Market Vitality in the Food Desert of Siskiyou County, CA 

Grant Number: 14‐FMPPX‐CA‐0030 

Project Location:  Mount Shasta, California 

Amount Awarded: $68,753 (only spent $52,101.35) 
Contact: Nancy Swift, JEDI Executive Director, 530‐926‐6670 x12, nswift@e‐jedi.org 

 

 
 
Program Summary: 
Improving Market Vitality in the Food Desert of Siskiyou County, CA was a successful transfer of a market from sole 

proprietorship to being hosted by a nonprofit.  It was a successful market expansion, diversification of offerings and expansion 

of sales to customers and shoppers of low incomes.  Due to the FMPP funding, this market was able to increase its CalFresh 

SNAP benefit redemption by 13%. The Mt. Shasta Farmers’ Market has established itself as the premier market in the region 

and is supporting local agriculture by providing a profitable venue for new farmers to sell and existing farmers to expand their 

selections. 

 

 

Goals and Objectives: 

 
Improving Market Vitality is a 2‐year market‐expansion and consumer education project designed to address very 

specifically FMPP’s stated goals of: 

1) Increasing domestic consumption of and access to locally and regionally produced agricultural products; and 

2) Developing new market opportunities for farm and ranch operations serving local markets by expanding a 

local certified farmers’ market and assisting the growers and producers in their business development 

efforts. 

 
It is expected that this overall project will: 

 Increase farmer/rancher /producers earnings 

 Increase the number of consumers who are youth, seniors and of low income 

 Increase the economic impact to the city and surrounding area 
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RESULTS 
 

Overall metrics for the project: Projected Actual 

 Number of Jobs created/retained: 2 4 
 Market expanded: Vendors increase from 13 to 25 30 
 Consumer Base Expanded: Survey to increase # of shoppers Low income, srs,  WIC

 Number of farmers/ranchers participating: Increase from 10‐14 17 
 Number of farmers/ranchers stating a   

% increase in sales: 10% All 
 Increase in EBT usage and WIC and Senior Nutrition 

Program vouchers redeemed  10% annual increase  13% 

 Number of vendors with online presence  75% of vendors online  all but 2 

 Increase economic impact to the city  annual consumer survey  not conducted this year 

 Expose school children to value of eating produce: 100 school kids  90+ kids 

 Raise Match for CDFA Market Match Program (this was not funded by or time billed to the FMPP grant, but is part of strategy to 
expand) 

  $1,000 annually  $2,000 each year
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Activities: 

Goal #1:  Transfer Ownership and Expand the Mt. Shasta Farmers’ Market 
 

Goal #1 – Object/Activity 1:  The market will move around the corner to the street on the 400 Block of N. 
Mt. Shasta Blvd 
The new location was approved by the Mt. Shasta City Council and the market moved to this new location on 
July 13, 2014.  It was a successful move for the last half of market season 2014 and for the following two 
market seasons 2015 and 2016.  It did allow the market to expand in terms of number of vendors and stall 
space as well as room for customers to roam and shop.  The Market also secured the park space for market 
use behind the market which added to the shoppers experience and made for a lovely downtown setting. 
The city of Mt. Shasta remains happy with the market’s presence in downtown and the traffic has now been 
detoured in a better way that accommodates the stores downtown. With the purchase of a trailer, the 
market became much more efficient at storing its booth set up and market day materials and had ready 
access to things.  This was parked on the street during market and offsite during the offseason. 

 
Goal #1 – Object/Activity 2:  Increase the customer base through new marketing efforts for this market 
and all certified farmers’ markets in Siskiyou County 
The Mt. Shasta Farmers’ Market developed and manages an active Facebook page and a website: 
mtshastafarmersmarket.com. The market also continues to grow its email list of over 300 people interested 
in the market happenings by collecting email addresses at the market stall each week.  MSFM sends out a 
market message every Sunday for the Monday market telling people about which vendors would be present, 
what services were available like EBT, WIC and Market Match and any other special happenings. 

 

The market was successful in getting 4 press releases in the local papers highlighting different vendors and 
aspects of the market.  One weekly feature in the Siskiyou Daily News also highlighted the offerings at each 
certified market in the county. 

 

The Market also developed a working relationship with the local Edibles print magazine.  We advertised 
every quarter with them and they often sought out the management’s input to write articles pertain to 
vendors or market issues like Market Match. 



JEDI‐14‐FMPP Grant, Page | 4 

One thing we learned was that we want to get the word out the market and all the incentives available 
by more than the written word.  Next season (starting May 2017), the market intends to produce Public 
Service Announcements in English  and Spanish for the local radio stations (there are 4 that cover this 
small town).  We think this could work well with increasing the EBT usage. 

 
 
 

Goal #1 – Object/Activity 3:  Increase visibility and funding of incentive programs for WIC, EBT users and 
seniors. 
One thing that happened alongside this FMPP opportunity that also was a gain for the low income 
shoppers in our region was that we started a Market Match program.  No FMPP time or funding was 
used for this project.  It was paid for separately.  The activity was a positive boon for the market and 
since this project is about the transition and expansion of our market, it has been referenced here. The 
market was successful in a collaborative grant application to FINI through the Ecology Center of Berkeley 
for the Market Match Program.  The Mt. Shasta Farmers’ Market Market Match program was started 
June 5, 2015 and offered at the market for two full season (2015 and 2016) and JEDI is part of another 
grant application with the Ecology Center to receive state matching support for the FINI funds—No 
FMPP funds were used for this grant writing or program implementation.  It operated under a separate 
budget.  This  opportunity unfortunately does not match WIC or senior vouchers and we have a request 
to the local hospital  foundation focused on wellness (Dignity Health) for additional fundraising to match 
these vouchers for next market season. We distributed $3,500 in Market Match incentives in 2015 
season and $4,078 in 2016  season.  The market received its WIC certification and had a representative 
onsite at market providing WIC  sign‐up opportunities twice each year. 

 

The market management team worked hard to understand how the Senior Nutrition Farmers Market 
Vouchers are distributed to counties and then to seniors.  It is a closed system and only a very few 
voucher  (under 500) are given to all of Siskiyou County, CA.  Then in our region, they are all distributed 
to the seniors  at the senior meals program on one day.  We would like to continue to work to get a 
greater number of  vouchers available for seniors and then work to distribute them more fairly and then 
assist in bringing s en io r s  to market or the market to them. 

 

Goal #2:  Support the Farmers/Ranchers/Producers to strengthen their marketing and increase revenue 

Goal #2 – Object/Activity 1:  Provide training in areas of computerized bookkeeping, farm financing, 
Online marketing and other customized requests for technical assistance from 
farmers/ranchers/producers  The Market conducted a survey in February 2015 with vendors and asked 
a few questions about  services/training that might like to have to improve their business operations. 
There were a number of market vendors who were already JEDI clients and they have participated in 
open houses, matched savings  programs, business planning consulting, social media workshops and 
much more.  The top three items on   the survey of vendor needs were:  social media training, marketing 
and market planning assistance, and  financing for growth. 

 

Market Management also made guest presentations on mission statements, business plan 
development,  and agri‐tourism examples at an agri‐tourism class held in Redding in the early Spring 
2015  which two  farmers from the market attended (among 30 other people). 

 
We scheduled a farmers‐only social media workshop that two people attended so we decided it was 
more  cost‐effective to just market JEDI’s other entrepreneurial classes to the vendors instead of 
creating specific  workshops for them.  JEDI is proud to have worked with 4 of the vendors regularly 
over the years.  Some  farmers and vendors didn’t want any help on the business side of things. 
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We also held a vendor orientation at the beginning of the 2016 year that was well‐received and helped 
identify regulatory issues that vendors wanted more information about.  The County Health 
Department also made a guest presentation regarding sampling and that proved good relationship 
building with code enforcers. 

 

Goal #2 – Object/Activity 2: Conduct 3‐5 farm tours to increase networking and peer learning and 
collaboration 

We scheduled a 2015 year end celebration that was cancelled due to severe weather.  We tried to 
schedule  a tour of 2‐3 farms in early 2015 spring, but the farmers didn’t want to attend or commit. 
We continue to  talk with them about the best time and the most beneficial design for a farm tour. 
In the end, timing was  always wrong and we never got any farms to volunteer to willingly host a 
tour. 

 
 

Goal #3:  Educate Consumers Targeting Youth, seniors and Low Income populations 
 

Goal #3 – Object/Activity 1: Mock Farmers Market project for the elementary school aged kids 
This was an exciting project that the elementary school and the farmers both loved.  All the 
kindergarteners  were brought outside for a snack time to “shop” at a mock market.  The market had 

three stalls with farmers  and 6th graders helping the kids learn about the fruits and vegetables and 
picking some to eat for snack. 

There were 85 kindergarteners and 4 6th graders and 4 farms present.  We hope to expand this to the 
full elementary school next year.  (See attached newspaper article.) 

 

Goal #3 – Object/Activity 2:  Super Salsa Creation Competition for the middle school aged kids 
It turned out to be too much to coordinate a project with the middle school and we look forward to 
trying  this again in the future.  Instead, there were 6th graders involved in the elementary school 
mock market. 

 

Goal #3 – Object/Activity 3:  Increase redemption of Senior Nutrition Program vouchers 
The market management team worked hard to understand how the Senior Nutrition Farmers 
Market  Vouchers are distributed to counties and then to seniors.  It is a closed system and only a 
very few voucher  (under 500) are given to all of Siskiyou County, CA.  Then in our region, they are all 
distributed to the seniors  at the senior meals program on one day.  We would like to continue to 
work to get a greater number of  vouchers available for seniors and then work to distribute them 
more fairly and then assist in bringing seniors to market or the market to them.  We need to build 
stronger relationships with the local area council  on aging and the senior nutrition program.  We 
know the local community resource center would like to make the vouchers available through their 
programming and could assist in bring seniors to market. 

 
 

Goal #3– Object/Activity 4:  Increase number and dollar of EBT users at market 
It appears that the usage of EBT has declined slightly (455 transactions to 358), though the dollar 
amount has risen between 2015 and 2016 (4,036 to 4,634).  The management team thinks that 
anecdotally, because we started a MarketMatch (not funded or supported by this grant and FMPP 
funds), returning customers reduced their EBT usage to save for other  locations.  These numbers 
also represent a continued opportunity to reach out to CalFresh recipients and get new customers 
to the market. We have already talked with the County Department of Human services who will 
share the universe of CalFresh recipients next Spring and also by city, as well as allow up to spend 
out a notice to their beneficiaries about market hours. 
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Goal #4:  Create Outreach and Marketing campaigns for the benefit all the Siskiyou Certified Farmers’ 
Markets  in Siskiyou County, CA. 

 

Goal #4 – Object/Activity 1: Host two market manager peer exchange meetings to discuss 
market development topics and areas for targeted customer growth 

 
The local markets are very different in philosophies and a bit reluctant to talk shop together, as it turns 
out.  The Mt. Shasta Farmers’ Market is by far the largest certified market in the county and there is some 
competition around that from other folks. We did attend a workshop collectively regarding the new 
farmers’ market regulations two years ago and networked some then.  But there was no interest in a 
joint meeting of the market managers.  We did collaborate with a daily newspaper to have the markets 
listed  with the vendors listed on a weekly basis. 

 
Goal #4 – Object/Activity 2: Develop market campaign based on target populations for messaging (Youth, 
seniors, Low Income, General Consumer) 

 
We did work to publish on all marketing materials that we had services for each target population.  We sent 
home a flyer to the families of the elementary school kids to encourage the parents to come to market. We 
reached out to other agencies who serve seniors and low income populations and they marketed the 
hours, the acceptance of vouchers and use of EBT.  We put several articles in the paper. We had a lead story 
in the Edibles magazine aimed at encouraging more low income shoppers to come to the market.. We got 
feedback from the vendors that we may have  spent more time marketing only to low income rather than 
generating new general customers. We hope to have more marketing targeted to general consumers in 
the coming market season. 

 
 

Goal #4 – Object/Activity 3:  Create and disseminate promotional materials including posters, flyers, 
certified farmers’ market map, electronic newsletter 
We send out a weekly email to all our consumers who registered an email address with us and a weekly 
email to the vendors with lots of information and tips.  We secured the rights from a local artist to use her 
artwork to produce new posters from her paintings at the market and these are always well‐received and 
are creating a brand for us.  We designed a new logo and now even have t‐shirts, hats and bags with the 
logo on them. We created a map of all the farms at the market for the elementary school mock farmers 
market and we will use this in additional ways in the future. 

 

Goal #4– Object/Activity 4:  Conduct media campaign to raise awareness about the 6 certified markets in 
Siskiyou County. 

 
We provided some information and education to the local paper and reporters about what constitutes a 

“certified market.” We did not focus much on marketing the fact that the markets were certified since it did 

not seem to matter much to the customers. 
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Accomplishments: 

The market has successfully transitioned from its founder to be hosted as a project of a nonprofit.  This grant was in part an 

effort to support that transition and to expand its reach to a larger consumer base including seniors and low income people 

seeking local vegetables and fruits.  It took more than expected to transition to a new host entity. 
 

We started a Market Match program to encourage new and more low income shoppers (not funded through this grant or with 

FMPP funds.  Included in report because part of strategy to expand consumer base). 
 

The City of Mt. Shasta and the surrounding business community are very excited by the vibrancy that the market brings to the 

center of downtown every Monday afternoon from May through October.  The city staff members are very supportive and 

constantly working to make thing better and easier for the market. 
 

The market and JEDI have strong partnerships with many agencies that also serve targeted customer such as seniors, youth and 

low income families.  This has supported a 13% increase in  CalFresh SNAP benefits redeemed. 
 

This grant assisted in this strong transition that has laid the foundation for even more growth.  We are particularly encouraged 

by the fact that we grew the number of vendors from 13 to 28—all from Siskiyou County.  We could have more farmers, but our 

mission is to support the development of local agriculture.  We are the premier market in the region and we are working to 

influence farmers to extend their seasons and diversify their crop offerings. 

 
 

RESULTS: 
 
 

Overall metrics for the project: Projected Actual 
 Number of Jobs created/retained: 2 4 
 Market expanded: Vendors increase from 13 to 25 30 
 Consumer Base Expanded: Survey to increase # of shoppers Low income, seniors

 Number of farmers/ranchers participating: Increase from 10‐14 17 
 Number of farmers/ranchers stating a   

% increase in sales: 10% all 
 Increase in EBT usage and WIC and Senior Nutrition 

Program vouchers redeemed  10% annual increase  13% 

 Number of vendors with online presence  75% of vendors online  all but 2 

 Increase economic impact to the city  annual consumer survey  not conducted this year 

 Expose school children to value of eating produce: 100 school kids  90+ kids 

 Apply for CDFA Market Match Program (this was not funded by the FMPP dollars but was in our original goals and is a strategic 
way to expand the number of shoppers and the sales volume,  No FMPP time or funding was used for this endeavor) 

& raise match:  $1,000 annually  $2,000 each year 
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Beneficiaries: 

The Mt. Shasta Farmers’ Market remains a beloved market serving the City of Mt. Shasta and beyond.  The 

market is loved by the  customers, the community and the farmers, ranchers and other vendors.  Mt. Shasta is a 

town with a population of 3500 and  43% are of low income.  The county is sparsely populated and does not 

support a year‐round growing season.  It is an  economically depressed area where 25% of the households live in 

poverty.  Low income customers who receive CalFresh SNAP  benefits and the Market Match program are 

enthusiastic about the opportunity to spend more at the market.  The city loves the  market and makes many 

accommodations to ensure a safe and lively market.  There were more produce vendors this year than  ever 

before and the market management hopes that by building a strong base of customers, there will be young and 

new  farmers cropping up each year. 

 
 
 

Lessons Learned: 

This was a successful 2 years in transitioning the market from the founder to being hosted by a nonprofit that 

had not run a  market before.  This nonprofit (JEDI) was committed to community development and market 

access but had never worked with  farmers/ranchers before in providing a market opportunity for them. 
 

Building the relationships with the farmer and ranchers took a bit more time than expected.  We had hoped to 

increase peer  sharing and opportunities more with the vendors and we did in small part.  But there was never 

strong interest in hosting farm  tours for each other or coming to meetings or workshops.  The producers were 

more interested in working with JEDI on the  business of their production than the farmers and ranchers. 
 

We worked hard in these two years to institute the Market Match program (not funded through this grant but 

referenced because it is a strategy to expand the consumer base).  We anticipated that would bring new 

customers  with increased sales.  It is an important program to assist low income families to eat fresh produce 

more often and increase  wellness.  But it hasn’t translated into a significant increase in the number of market 

shoppers.  And we may have spent more time and energy marketing the incentive opportunities than 

marketing for new general customers.  This will be a focus for next year as it  is the intention of the market to 

increase the sales for each vendor and keep new shoppers coming. 
 

The  founder of  the market  stayed  involved  and managed  the market  in  an  effort  to  transfer wisdom and 

manage the market well.  This allowed JEDI to establish a solid foundation and understanding of the goals and 

activities of the market.  It helped  transition relationships between the farmer and ranchers and JEDI. 
 

There was very little interest in collaborating on marketing or a peer exchange among certified markets in this 

sparsely  populated county.  We expected more interest in joint marketing and collateral development.  This 

was disappointing as we  wanted to promote the benefit of certified markets in supporting local agriculture.  

But that is not the mission of every market  and there was some sense of competition. 

 
 
 

Attachments: 
 

See attached pdf of examples of marketing and press the market received over this grant period. 

 



mt. shasta
farmers’ market

Every Monday, 3:30 - 6:00 pm
May 23 - Oct 17, 2016

400 Block of N. Mt. Shasta Blvd, Mt. Shasta

Accepting WIC and Senior Farmers’ Market Vouchers,
SNAP, and Market Match 

Celebrating Local Farms and Foods!



Mt. Shasta Farmers’ Market
Celebrating the Farms and Foods

of Northernmost California

Live Music “On the Boulevard”
400 block of N. Mt Shasta Blvd

Mondays 3:30 - 6:00, until Oct 19
Accepting WIC and Senior Farmers’ Market

Vouchers, SNAP, and Market Match
A project of Jefferson Economic Development Institute
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The Mt. Shasta Farmers’
Market reports that its 18th sea-
son of operation “was a bounti-
ful one with record numbers of
vendors, including four new
agricultural producers and sev-
eral new ag-related craft ven-
dors.”

It was also the longest season
yet, open for 22 market days
from May 23 to Oct. 17.

The market again offered
Market Match coupons to Cal-
Fresh/SNAP customers, which
provided up to $15 extra per
market day to spend on fresh
fruits and vegetables.

The market had more atten-
dance and foot traffic than last
year and sales were strong
throughout the season, accord-
ing to a press release.

“We are grateful to the com-
munity for how they have
embraced this market,” said Jef-
ferson Economic Development
Institute Director Nancy Swift
in a press release. “The City of
Mount Shasta staff is to be com-
mended for their efforts each
week. They re-routed detour
traffic differently this year and it
made a positive difference for
downtown merchants and mar-
ket goers.

“Customers came out to the
market rain or shine and this
made for some very happy farm-
ers. We are looking for more farmers to sell at mar-
ket and for farmers to expand their offerings. The
customer demand is strong and this means oppor-
tunity for new and existing farmers,” said Swift.

One of the highlight’s of this year’s market
was a special Healthy Snack Day at Mount Shas-
ta Elementary School on Sept. 20. In cooperation
with the kindergarten teachers at the school,

inspired by a vision of Kirsten Olson and Leslie
Marconi, three market booths were set up offer-
ing seven different snacks, representing six local
farms who sell at the market including Scott
River Ranch, Mountain View Organics, Wind-
borne Farm, Homeward Bounty Farm, Hunter
Orchards, and Marble Mountain Farm.

Kindergartners could select the snacks offered

at the booths, similar to shopping at the farmers’
market. In addition to farmers Nicole Stewart,
Ute Micklos and John Tannaci, sixth graders
from Ms. Micklos’ class at Sisson School helped
distribute the snacks to the kindergartners along
with journalists from the Edible Shasta Butte
magazine.

The Market Team distributed a map showing

the location of the many different
Siskiyou County farms that are rep-
resented at the farmers’ market, and
it included a $3 coupon redeemable
for fruit and vegetables at the Mt.
Shasta Farmers' Market.

“We loved introducing the farm-
ers and their produce to the kids
and encouraging the kids to choose
something healthy for their snack,”
said market founder and co-manag-
er Kirsten Olson. “We hope to grow
this program over time and have the
parents use the coupons distributed
by bringing the kids to the market
on Mondays and shopping. The
middle school students were a great
hit with the younger kids and very
helpful with this event.”

The market has a new logo cre-
ated by local artist Nadine Aiello
and a new season poster using the
artwork of Gail Domanski.

“We were also so grateful to the
four volunteers who were essential
to the market’s success this year
and helped out at the market
booth,” said Olson. 

For more information about the
market please see www.mtshasta-
farmersmarket.com or like them on
Facebook to be notified when the
season opens next May 2017.

The Mt. Shasta Farmers’ Market
is a project of the community non-
profit Jefferson Economic Devel-
opment Institute. Founded in 1997
with a mission to increase the eco-

nomic well-being of people and communities
through business development and local wealth
creation, JEDI is committed to running projects
that build our local economy.

This Farmers’ Market provides a market
opportunity and supports the development of
agriculture and farms in Siskiyou County as well
as community health and wellness.
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By Molly Brown
This is the third column in a

series inspired by Robin Wall
Kimmerer’s Braiding Sweet-
grass: Indigenous Wisdom, Sci-
entific Knowledge, and the
Teachings of Plants (Milkwood
Editions, 2013). I want to share
her Anishinaabe understanding
of the “Honorable Harvest” and
the implications that concept
holds for all of us today.

Kimmerer notes that “the
traditional ecological knowl-
edge of indigenous harvesters is
rich in prescriptions for sustain-
ability… Collectively, the
indigenous canon of principles
and practices that govern the
exchange of life for life is
known as the Honorable Har-
vest. They are rules of sorts that
govern our taking, shape our
relationship with the natural
world, and rein in our tendency
to consume–that the world
might be as rich for the seventh
generation as it is for our own.”

The central principle in this
canon is reciprocity, mutual
giving and receiving with the
natural world on which we
utterly depend. “… a harvest is
made honorable by what you
give in return for what you
take… A harvest is made honor-
able when it sustains the giver
as well is the taker.”

What a concept in today’s
world! You mean the world
isn’t just here for us to madly
consume for personal pleasure
and profit? Most of us in
today’s hyper-consuming world
rarely consider taking only

what we need, giving back in
reciprocity for what we take,
and nurturing the world that
nurtures us. Rarely do we even
pause to wonder about the
sources and true costs of the
things and energy we consume.

We must now relearn the old
ways that allowed humanity to
survive and thrive through ten
thousand years before the
Industrial Revolution. How
would reciprocity look in
today’s world?

We can grow some of our
own food organically, compost-
ing our kitchen waste and
returning nutrients to the soil
that produces our food. We can
exercise reciprocity in how we
spend our money. We can buy
from local farmers who grow
foods organically for Farmers
Markets in the summer time,
getting to know them as friends.

We can avoid buying prod-
ucts we don’t really need,
shipped from distant places and
produced under conditions we
know nothing about. We can
buy products that are certified
fair trade and/or organic, to
minimize harm in their produc-
tion.

That isn’t easy, by any
means. Kimmerer reports her
experiment of going to a shop-
ping mall, to see if she can shop
there with “the same attune-
ment and outlook with which I

go to the woods, receptive,
observant, and grateful.”

She finds it quite painful to
bring that state of conscious-
ness into a shopping mall, with
heightened awareness of the
delusions there, and of “the
mountain of needless stuff that
hurts the chances that my
grandchildren will have a good
green earth to care for.” It’s
almost too much to bear.

Have we indeed, as Kimmer-
er asserts, created an artificial
ecosystem “where we perpetu-
ate the illusion that the things
we consume have just fallen off
the back of Santa’s sleigh, not
been ripped from the earth”?

As the Christmas season
bears down upon us, I am afraid
this is not an inaccurate
metaphor. And I ask, in all sin-
cerity, how can we enjoy giving
and receiving gifts in this sea-
son within the framework of
reciprocity – not just between
friends and family, but in rela-
tion to the web of life of Earth?

Can we find ways to give
something back to the Earth for
every gift we give to one anoth-
er? At the very least, let’s hold
that possibility in our hearts and
minds.

Community
Sustainability

The ‘Honorable Harvest’
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With seasonal rains promoting the growth of
wild mushrooms, California Department of Public
Health Director and State Public Health Officer Dr.
Karen Smith is reminding people that collecting and
eating hazardous wild mushrooms can lead to seri-
ous illness and even death.

Amanita Phalloides

“It is difficult to distinguish between wild
mushrooms that are poisonous and those which
are safe to eat,” said Smith. “Wild mushrooms
should not be eaten unless they have been care-
fully examined and determined to be edible by a
mushroom expert.”

Wild mushroom poisoning continues to make
people ill and send them to the hospital. According
to the California Poison Control System, 679 cases
of ingestion were reported statewide from Novem-
ber 2015 to October 2016. Among those cases:

• Three suffered a major health outcome, such as
liver failure leading to coma and/or a liver trans-
plant, or kidney failure requiring dialysis.

• 50 suffered a moderate health outcome, such as
dehydration due to vomiting and diarrhea, or injury
to the liver or kidney.

• 348 were children under six years of age. Usu-

ally the children ate a small amount of a mushrooms
growing in yards or neighborhood parks.

• 415 were treated at a health care facility. 
• Eight were admitted to an intensive care unit.

Amanita Ocreata

The most serious illnesses and deaths have been
linked primarily to wild mushrooms known to cause
liver damage, including Amanita phalloides (shown
above), also known as the “death cap;” and Amanita
ocreata or “destroying angel.” These and other poi-
sonous mushrooms grow in some parts of California
year-round, but are most commonly found during
fall, late winter or spring.

Eating poisonous mushrooms can cause
abdominal pain, cramping, vomiting, diarrhea,
liver damage or death. Anyone who develops
symptoms after eating wild mushrooms should
seek immediate medical attention. People who
develop these symptoms, or their treating health
care providers, should immediately contact Poi-
son Control at 1-800-222-1222.

Local mycological societies offer educational
resources about mushroom identification, and may
be able to help people identify mushrooms they
have picked.

Mount Shasta Elementary School’s Kindergarten Healthy Snack Day, which featured three Farmers’ Market booths offering snacks from
six local farms.  SUBMITTED

Mt. Shasta Farmers’ Market reports bountiful 2016 season

COUNTY BIDS
FAREWELL TO
OLD SHERIFF’S
OFFICE
Submitted photo/Virginia Rea

The old sheriff’s office in Yreka will be
no more after a planned demolishing
this week. According to Siskiyou County
Director of Public Works Scott Waite,
the space opened up by the building’s
removal will be used for parking. The old
jail, which is pictured behind the con-
struction, will remain. Waite said that
the old sheriff’s office had been aban-
doned for years.

Mount Shasta Area Audubon will hold
its annual Christmas Bird Count in the
Yreka area on Thursday, Dec. 15; and in
the Mt. Shasta area on Saturday, Dec. 17.

Each year thousands of volunteers
throughout the Americas spend a day
counting all birds that they see or hear in
a specified circle 15 miles in diameter.

Data collected in this census is used to
assess the health of bird populations.

Beginning to experienced birders are
invited to participate. Contact Joey Rus-
sell at 530-340-0673 or rjrussell@cot.net.

Bird counts
to be held
this week

Caution urged with wild mushrooms
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Dogs and cats may not live as long as their
human companions, but they age just like
other living creatures. Cats' and dogs'
rate of growth and maturity is acceler-
ated compared to human beings',
and pet owners should know it's
never too soon to make plans for
keeping pets comfortable as they
grow older.

Pet owners may find signs of
aging more noticeable in dogs
than cats, as cats tend to be less
active in the daytime than dogs.
Canines that were once rambunc-
tious and energetic can sometimes
lose their zeal as the years tick by.
Knowing what to expect of aging dogs
can help owners prepare for the years
ahead.

Nutrition
Aging dogs need vitamins, minerals, fats, and fuel. The
right pet diet can help dogs remain active and playful as long as
possible. Take the time to speak with your dog's veterinarian about
brands or food formulations that may help your dog live with certain
conditions. Vets may suggest foods that are easily digestible or that
include essential fatty acids for cognition and a healthy coat. Foods
may need to be low in calories to help prevent weight gain from re-
duced activity.

Veterinary care
Geriatric dogs may require more frequent veterinary visits than
younger animals so any potential health conditions can be discov-
ered before they escalate. Expect senior pet exams, which may in-
clude bloodwork, to be more in-depth, says the American Veterinary
Medical Foundation.

Discuss any mental and behavioral issues your dog has exhibited
with the vet, as dogs can show signs of senility as they get older.
The AVMA says studies conducted in the early 1990s were the first
to identify brain changes in older dogs that were similar to brain

changes seen in humans with Alzheimer's
disease. The doctor may recommend

tasks to keep dogs engaged and more
cognizant.

Arthritis
Aging dogs may suffer the aches
and pains associated with arthri-
tis. Large dog breeds are espe-
cially vulnerable to joint
diseases. Take note if your pet
seems to be walking stiffly or
having difficulty sitting down. In-
creased irritability may also be a

sign your pet is in pain.

The vet may suggest nutritional sup-
plementation with glucosamine and

chondroitin as well as pain relief medica-
tion to help. An orthopedic bed, frequent

rub downs of stiff joints and cozy spots to
stretch out can help, too.

Dental cleanings

Dental care is important throughout a pet's life, but even more so
as he or she ages. Tartar buildup can lead to gingivitis, which can
cause bacteria to get into the dog's bloodstream, potentially leading
to internal illness. Brushing your dog's teeth and providing teeth-
cleaning chews and toys can help. You also may need to schedule
thorough teeth cleanings at the vet's office.

Pets' needs change as they get older. Dog owners should keep
watchful eyes on their aging pooches to ensure man's best friend
stays happy through his or her golden years.
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Column by Sherry Ackerman
We’ve all become familiar with the concept of Community Sup-

ported Agriculture over the past few years. It’s an idea whose time
has come. It’s pretty simple: consumers purchase a share in a partic-
ular local grower’s produce. That share entitles them to a box of

fresh, organic vegetables at given
intervals throughout the growing
season.

The box contains whatever is cur-
rently available: peas, beets, tar-
ragon, sunflowers. The consumer is

assured of fresh, local vegetables and the grower is assured of a
viable market for their products.

Some communities, however, haven’t stopped with agriculture.
They have extended the buy-local spirit into, for example, Commu-
nity Supported Art.

The Community Supported Art program is an exciting model of
distribution that supports artists in the creation and promotion of
new work and establishes relationships with local collectors and
patrons.

It works like this: a predetermined number of juried artists each
receive a commission to create a determined number of works of art
for the program. Work from the selected artists are then sold in the
form of “shares” to local art collectors and patrons.

A “share” consists of a CSA box containing one piece from each
of the artists. These shares are distributed at a number of unique,
exclusive events that provide opportunities for artists and patrons to
further connect.

One of the most important success criteria for the Community
Supported Art program is in building lasting relationships between
local art producers and consumers. It’s one thing to buy a piece of
art; it’s another to meet artists at the pick-up event to ask questions,
talk about their practice, or just get acquainted.

A community with a thriving arts and cultural life is a liveable
community. It makes people want to stay there, instills community
pride and supports social cohesion – transforming and shaping iden-
tity and building strong, resilient communities.

Art differentiates a society from its merely economic function. It
uplifts the community by focusing attention on the intangible. Art
nurtures passion and emotion and consequently, enhances daily life.

An extraordinary business climate is no consolation for a hol-
lowed out arts scene. The uncomfortable reality is that the creative
industries are not purely commercial in motivation – they operate
in a complex arrangement whereby making money and making
meaning intermingle.

The potential for creating this type of intermingled value is front
and center with ideas such as Community Supported Art.

The first such CSA was organized in Minneapolis-St. Paul in
2010. Since then, more than 50 communities in the US have started
spin-off programs by plugging into a free, Community Supported
Art toolkit that offers template budgets, communications and time-
lines.

This toolkit can be requested by emailing:
creativeexchange@springboardforthearts.org.

It just might be our turn!
• Shasta Commons is a network organization whose mission is to

encourage a resilient and thriving local community. They are overseeing

the Community Sustainability column in Mt. Shasta Area Newspapers.

For more information, visit the website: www.mountshastacommons.org/

Community 
supported art

Community
Sustainability
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The Mount Shasta Amateur Radio
Club’s two-day license class May 21 and
28 is scheduled to be followed by a testing
session for the FCC Technician Amateur
Radio License. 

Both sessions will be held at the Mount
Shasta Amateur Radio Clubhouse, 329 N.
Washington Drive.

Call 530-925-0292 or send email to
ki6wjp@arrl.net to reserve space by May
18.

Session 1 is scheduled for May 21 from
9 a.m. to 4 p.m.

Session 2 is scheduled for May 28 from
9 a.m. to 3 p.m. Testing begins at 3 p.m.

The class will cover all topics in the

FCC Element 2 (Technician) question
pool. At the completion of the class, volun-
teer examiners will administer a 35 ques-
tion multiple choice test. You must score
74 percent or better to pass.

In the event of a disaster, cell phones
and telephones are the first infrastructure
systems to fail. How will you communi-
cate when your cell phone quits? Ham
Radio has been providing emergency com-
munication for over a hundred years.

With your Technician Class license, you
can access wide area repeaters, make
phone calls, and send text messages. You
might even be able to talk to an astronaut
on the space station, all with a small $40

handheld radio.
Morse Code is not required for any level

of Amateur Radio license.
Class cost is $15, class and test only (no

study guide); $37, class with study guide
and test.

The Mount Shasta Amateur Radio Club
has provided public service and emergency
communications for the Mount Shasta area
since 1947.

The club meets monthly on the 3rd
Wednesday at 7 p.m. at the Mount Shasta
Amateur Radio Clubhouse. All are wel-
come.

For more information visit
www.w6bml.com.

Amateur radio operator license class starts May 21

The Mt. Shasta Farmers’ Market is
beginning its 18th season earlier than
ever with the first of 22 scheduled mar-
ket days beginning Monday, May 23
from 3:30 to 6 p.m. on N. Mt. Shasta
Blvd. in Mount Shasta.

With a mission to support local agri-
culture and local foods, organizers state
in a press release that “the market is
growing and expanding to provide the
community with the best our region has
to offer in terms of locally grown pro-
duce, meats, poultry, creative food
products and more.”

Market co-manager Kirsten Olson
states in the release, “We are looking
forward to a bumper crop of vendors
this year. We will have more vendors on
opening day this year than any previous
year and the diversity of applications
we have received is very exciting. We
are supporting new farmers and new
opportunities. We are also opening ear-
lier than ever and will have 22 market
days this year. We anticipate eight agri-
cultural producers on opening day
among the 15 or so vendors, which also
breaks a record for all previous year
opening days. Of course, the number of
vendors doubles over the course of the
season.”

The market is expanding its location
to include the 400 block of N. Mt. Shas-
ta Blvd. as well as Parker Plaza behind
it 

“We are so grateful to the City and
the surrounding business owners for all
their support to make this market hap-
pen in the middle of town each week,”
states co-manager Phoenix Lawhon

Isler. “This will allow us to accommo-
date the new vendors who have applied
this year.”

The market has built a new website –
www.mtshastafarmersmarket.com – to
highlight the vendors and their prod-
ucts. It includes contact information
and the vendor schedules.

Musicians interested in playing at
market and volunteers wanting to help
can find application forms on the web-
site.

The market is continuing its Market
Match program this year with some new
upgrades.

Market Match is available for Cal-
Fresh SNAP recipients. Up to $15 per

market day is available for users with
an equal SNAP benefit purchase as
well.

WIC representatives will be onsite a
few more days this season answering
questions and registering for the WIC
Farmers Market Nutrition Vouchers to
spend at market.

Senior Farmers Market Nutrition
Vouchers are also accepted and can be
acquired at the Mt. Shasta Senior Meals
program.

Opening day will include live latin-
style guitar playing from Rick Garrett.

For more information, contact the
Farmers’ Market through its website
listed above or on Facebook.

Parks Creek Road closure part
of ongoing maintenance project

The Shasta-Trinity National Forest will be temporarily closing Parks
Creek Road, 42N17,  beginning Monday, May 23 and it will remain closed
through June 24.

The closure order will be in effect from Monday mornings at 6 a.m. and
lasting through Fridays at 5 p.m. The road will be open on the weekends.

The exact location of the closure begins at the 42N17 and the intersec-
tion of Stewart Springs Road, County Road 4L051. This will not impact
access to Stewart Mineral Springs.

This closure is part of an ongoing maintenance repair project to continue
to stabilize Parks Creek Road. Last fall, Forest Service maintenance crews
installed pin piles alongside of the road in order to help to stabilize the road
shoulder in several areas.

This latest closure will allow crews to remove the old road surface and
reinforce the previously installed pins. The next phase of the project will
take place later this summer when contractors will come back and repave
the repaired areas.

Motorist are advised that a significant amount of snow remains in place
over the higher portions of 42N17 and southbound travel to the Trinity
Lake area is not possible at this time.

For current Forest Service road conditions and recreational opportuni-
ties in the Mt. Shasta area, call the Mount Shasta Ranger Station at (530)
926-4511.

For more information about the Parks Creek Road Project, call the For-
est Supervisor Office at (530) 226-2500.

‘Fabulous ’50s’ is 2016
Tribute to the Trees theme

Savor the sounds and the beauty of summer at the 26th annual Tribute
to the Trees scheduled for Saturday, June 18 in the Dunsmuir Botanical
Gardens in Dunsmuir.

“Fabulous ’50s,” the theme of this year’s event, promises to be fun-
filled as the 50th anniversary of the Palo Alto Chamber Orchestra is cele-
brated.

The gate opens at 3:30 p.m. with special pre-concert activities. Raffles
and an array of silent auction items will be included.

Bring a picnic or reserve an al fresco dinner catered by Liza Wood of
Lunchbox Dinners in Dunsmuir. A beer and wine bar will also be available.

Dinner will be served at 5 p.m.; with the concert beginning at 6:30 p.m.
The public is invited to spend the afternoon on the Gardens meadow,

tour the Gardens, and meet old friends and new.
Tickets are $20 for open lawn seating; or $45, which includes dinner

and seating at tables surrounding the meadow. Student tickets are $25 for
dinner and concert; concert only tickets are $10. Group discounts are avail-
able.

Tickets are available in Mount Shasta at Village Books; in Dunsmuir at
Dunsmuir Hardware, and the Dunsmuir Recreation and Parks District
office, 4821 Dunsmuir Avenue; by calling 530-235-4740; and online at
www.dunsmuirbotanicalgardens.org. 

The Silk Road Chai Shop in Mount
Shasta has scheduled a presentation on
“Co-Operative Leadership within Com-
munities” for Friday, May 20, at 7 p.m. at
105 E. Alma Street. Presented by
Stephanie Ophelia Kiser.

“The steps to co-operative leadership

begin and end in win-win situations.
Understanding and learning a framework
of communication is essential to any
form of leadership, private and public,”
Kiser states in a press release. “It is an
unfolding process with simple steps.
From my experience as executive direc-

tor of a federally-funded, not-for-profit
social mentoring program in the late
’90s, involvement in community organi-
zations, in private business and on the
journey of spiritual searching, the steps
of co-operative leadership were revealed
over time, said Kiser.

Mt. Shasta Farmers’ Market opens May 23

Submitted photo of Mt. Shasta Farmers’ Market.

Friday presentation: steps to co-operative leadership
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The City of Mount Shasta
will be accepting concepts
for artwork to be showcased
on utility and power boxes
throughout the city.

The artwork is part of the
Downtown Enhancement
Art Project series which fo-
cuses on bringing the arts
to downtown Mount Shasta.

The content should be re-
lated to the “Spirit of
Mount Shasta” including,
but not limited to, histori-
cal, natural and metaphysi-
cal contexts. 
The final artwork should

not exceed a $250 budget.
The deadline for submis-

sions is Friday, Aug. 12 at 
4 p.m. 
Submissions can be in

PDF or paper form and sub-
mitted to City Planner Ju-
liana Lucchesi at
jlucchesi@mtshastaca.gov.
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Dunsmuir Community
Health Center

FAMILY MEDICAL CARE

4309 Stagecoach Dr., Dunsmuir  •  530-235-4138

Affordable Health Care for Everyone
OPEN 5 DAYS A WEEK • Monday thru Friday

WALK-INS WELCOME!

Mount Shasta Police reports

Parenting is never an easy job – and, unfortunately, it can be especially diffi-
cult if you’re doing it on your own. As a single parent, you face many challenges,
not the least of which are the financial ones. But by following the suggestions
below, you may be able to make life easier – for you and your children.

• Create a “safety net.” On any given day, you could incur an unexpected –
and unexpectedly large – expense, such as major car repair, a new furnace
or a toothache-inducing bill from your dentist. Your daily cash flow may not
be enough to cover these bills, and you won’t want to tap into some of your
long-term investments or retirement accounts. So you’ll need to build a
“safety net,” or emergency fund, containing three to six months’ worth of
living expenses, held in a liquid, low-risk account.

• Purchase adequate life insurance. With sufficient life insurance, you can
provide your survivors with a level of comfort and security. You might have
heard that you require coverage worth seven or eight times your annual
earnings, but there’s really no one “right” answer for everyone. A financial
professional can assess your situation and recommend an appropriate
amount, and type, of life insurance.

• Consider disability insurance. As a single parent, without the support of a
spouse’s income, you could run into serious financial difficulties if you were
to become ill or injured and had to miss work for an extended period. Your
employer might offer disability insurance as an employee benefit, but it may
not be enough to meet your needs. So you could consider adding private
coverage.

• Save for retirement. It’s not always easy to simultaneously save for your
retirement and your children’s college education. You will have to decide on
your own priorities, but keep in mind that your children may have access to
grants, loans and scholarships, whereas you have to rely on yourself for
your retirement income. Consequently, you may want to put in as much as
you can afford to the retirement accounts available to you, such as an IRA
and your 401(k) or other employer-sponsored plan.

• Establish your estate plans. All parents need to develop their estate plans –
but it may be even more essential for single parents. Your estate plans
should include at least these three documents: a will, a power of attorney
and a health care power of attorney. A will allows you to name a guardian
for your children and specifies how you will pass your assets on to them. A
power of attorney gives someone the legal authority to make financial and
other decisions for you, while a health care power of attorney authorizes
someone to make medical decisions on your behalf if you become inca-
pacitated. You may also need to create other arrangements – such as a liv-
ing trust– but in any case, you will need to work with your tax and legal pro-
fessionals to develop comprehensive estate plans.

Single parenthood can offer every bit as much joy as any other family situa-
tion, but it will require you to plan carefully and take advantage of every oppor-
tunity to help ensure financial stability for your children and financial freedom
for yourself.

This article was written by Edward Jones for use by your local Edward Jones
Financial Advisor.

by Mark S. Clure

206A S. Mt. Shasta Blvd., Mt. Shasta • 926-0682

Financial Tips for
Single Parents

The Mount Shasta Police De-
partment reported  the following
news  between  July  24  to  29.
There were 170 calls for service.
Of  those  calls,  seven  became
cases and three arrests were made.
On  July  28  the  MSPD  re-

ceived a report of a burglary that
occurred at Cross Mini Storage
Units. The loss was estimated at
over $11,500. There is an ongo-
ing investigation.
On  July  25  Marilee  Diane

Mersygivler, age 27 of Redding,

was  arrested  for  driving  under
the  influence.  She was  booked
into Siskiyou County Jail.
On July 25 Anna Elaine Thomas,

age 26 of Redding, was arrested on
an outside warrant. She was booked
into Siskiyou County Jail.

On  July  24  Kohlton  Pascal,
age 23 of New York, was arrested
for public  intoxication. He was
booked into Siskiyou County Jail.
Anyone with information re-

garding the above cases is asked
to call the MSPD at 926-7540.

The Greater Lake Shastina Fire
Safe  Council  landed  a  matching
fund grant from the Wildland Urban
Interface to reduce fire fuels at the
southern  boundary  of  their  area,
GLSFC reported last week.
The mission of the GLSFC is to

promote  the  safety  of  individuals
and  minimize  the  destruction  of
property from wildfires through the
education,  fire fuel  reduction, and
the identification and mitigation of
wildfire  hazards,  according  to  a
press release. One of the most im-
portant activities of the council is to
investigate and apply for grant fund-
ing for fire fuel abatement and fire
safety projects.
To  this  end,  the  Greater  Lake

Shastina Fire Safe Council has been
searching  for  grant  opportunities,
and submitting applications to ex-
pand work being done by their part-
ners.
Those partners include the Lake

Shastina Property Owners Associa-
tion, the Rancho Hills Community
Association,  the  Lake  Shastina
Community  Services  District,  the
US  Forest  Service,  the  Northern
California  Resources  Center  and
CAL FIRE.
This work is part of a strategic

plan contained in the Greater Lake
Shastina Community Wildfire Pro-
tection  Plan;  currently  in  draft
mode. 
The grant application process is

extremely time-consuming and re-
quires working through several ap-
plication cycles before, hopefully,
an  application  is  successful  and
funding is received.
This is the first such grant in the

Siskiyou Unit of CAL FIRE. This
grant will enable the organization to
reduce the fire fuels (brush) at the
southern boundary of our area. 
This  project  will  clear  brush

along Highway 97 from the Shasta-
Trinity National  Forest  road  edge
(approximately half a mile north of
Big Springs Road)  to Big Springs
Road,  then  continue  down  Big
Springs Road to Ordway Road, and
down  Ordway  Road  to  Jackson
Ranch Road.
Work activities associated with

this  grant  are  in  the  planning  and
layout stages. If you own property
within the area described above, and
would like your property to be con-
sidered for inclusion in this project,
contact George Jennings, Northern
California  Resource  Center  (non-
profit sponsor of GLSFSC) at (530)
468-2888.
This work is considered Phase I

of a project that will provide a much
needed fire break in the southern ac-
cess  to Lake Shastina;  the area of
greatest vulnerability, according to
CAL FIRE and other fire experts.
The GLSFC has submitted a sec-

ond WUI grant application (Phase
II) which will  continue  these  fuel
clearance  activities  along  main
evacuation routes – Big Springs and
Jackson Ranch Roads. Going  for-
ward, it is anticipated there will be
a need  for  future grant  funding  to
offset the costs of maintaining this
fire break.
The  GLSFSC  will  continue  to

seek opportunities to obtain funding
assistance  to  support  its  local  fire
fuel abatement projects. Anyone in-
terested  in  learning  more  about
these grants,  or  the organization’s
activities,  is  invited  to  attend
GLSFC’s monthly meetings.
Meetings are generally held the

third Monday  of  each month  at  2
p.m. in the Lake Shastina Adminis-
tration Building.

The Market Match program at Siskiyou farmers’ markets
By Sarah Kirby
GateHouse Media California
Farmers’ Markets are increasing in pop-

ularity throughout the nation, and now there
is  even  more  reason  for  those  on  food
stamps known as Supplemental Nutrition
Assistance Program to take advantage of
supporting local farmers for double the re-
ward. 
Market Match is an incentive program

designed  to  encourage  people  spending
SNAP benefits to improve their own health.
The program gives each SNAP member up
to $15 in matching funds at a farmers’ mar-
ket – so instead of only being able to buy
$15 dollars worth of produce, the SNAP
member is able to buy $30 worth.
Plus, someone with a food stamp card

can take advantage of this offer every time
they go to a farmers’ market.
“Someone gets free money to spend at

the market. Second, the farmer gets more
interaction  with  people  and  gets  more
money, so the community and overall mar-
ket is more successful. We have applied to
more sponsors to match the Special Sup-
plemental Nutrition Program for Women,
Infants and Children so  that  is a similar
clientele, but right now we are only match-
ing SNAP benefits,” Jefferson Economic
Development Institute Executive Director
Nancy Swift said.
“We are partners with the Ecology Cen-

ter out of Berkley. They received Food In-
security Nutrition Incentive Program funds
and they got a multimillion dollar grant to
match Market Match programs across the
state. Yreka and Mount Shasta  farmers’
markets administer Market Match money.
We were trying to prove to the state that
Market Match was an incentive for low in-
come shoppers, and we have proved that,”
Swift said.
At the end of June, the state budget was

approved, and it included $5 million for in-
centive programs geared toward improved
health, such as Market Match. The FINI
money is federal money, so not only does
each market match SNAP, but it also had
to find nonfederal money, so that is why the
market uses some of the generated revenue
as a match.
This is the Mount Shasta market’s 18th

season, and currently they have the highest
number of vendors with breaking sales.
“We have a very  specific mission to en-

hance agriculture. We won’t sell a tomato
unless  it  is  grown  in  Siskiyou  County.
When you see something in our market,
you know it was grown in Siskiyou County.
At our market we strive to have fruits and
vegetables make up  fifty percent  of  our
vendors. Market Match is enhancing every-
one’s experience and increasing opportuni-

ties to have great food,” Swift said.
Those at the farmers’ markets explained

that  they  have  new  shoppers  and many
have earned more income because of the
incentive program.
According  to  data  from

MarketMatch.org, the incentive program
produced $3.7 million in economic activity,
which  was  a  saving  grace  for  many
drought-ridden communities.
The same data showed that in 2015 and

2016, the FINI Program is expected to fund
upwards  of  $31  million  in  non-federal
matches.  Information  from  the  Market
Match website showed that $2 million in
fresh fruits and vegetables was the product
of $450,000 in Market Match incentives,
which accounts for a 44 percent return on
investment.
“You  come  to  the  market  with  your

EBT card, and talk to the market manager.
They give you tokens and you can have up
to fifteen dollars in market match. You can
spend as much of your SNAP benefits as
you want with $15 market match. You turn
the  tokens  into  the farmer and they turn
them back into the market managers to get
cash for the tokens. It is that easy. All you
need is $1 on SNAP to participate,” Swift
said.
The farmers’ markets in Mount Shasta

and Yreka have both expanded to include

many new vendors. In the Mount Shasta
market, there are 24 vendors and 13 agri-
cultural producers. Baby G’s lotion based
out of Yreka is a regular booth, and Scott
Valley Ranch is selling beef. Kirsten Olson
founded the market in 1999 with John Tan-
nacci.
Olson still works as a co-manager of the

Mount Shasta Farmers’ Market. She feels
that the Market Match program is fabulous
for farmers in Siskiyou County who are al-
ready  trying  to grow  in  challenging  cli-
mates. 
Mountain View  Organics,  owned  by

Ute and Jeff Micklos, is one of the booths
that benefits greatly from the Market Match
program because they grow mostly fruits
and vegetables.
“We enjoy seeing all the people and in-

teracting with people who are preparing our
food. It is a celebration of what we do. Mar-
ket Match doubles the spending power of
the customer, and it allows them to produce
more and make it more worthwhile for the
customers while doubling the income for
farmers. We sell more. They buy more. We
are happy it is in place,” Ute Micklos said.
Phoenix Lawhon-Isler is a co-manager

of the Mount Shasta Farmers’ Market. She
mentioned that she loves the farmers’ mar-
ket because for her it feels as though the vil-
lage  is  coming  together.  Lawhon-Isler

believes the market is a social event where
she can see many relationships being de-
veloped, and she loves seeing where her
food is coming from.
The Mount Shasta and Yreka farmers’

markets are the only certified farmers’ mar-
ket programs in the county, which means
that before a farmer can sell at the market,
the government checks to make sure that
the farmer is growing the products that they
are selling. 
Hollis Baldwin and Ross Husted  run

Marble  Mountain  Farms  based  out  of
Happy Camp. They are another set of pro-
ducers who reap benefits from the Market
Match program.
“It is a lot of work to get the produce

here but we make retail prices, which is the
difference between half versus double. We
find  that  people make  healthier  choices
with Market Match, and we try to find out
what customers want,” Baldwin said.
For more information about the Mount

Shasta  Farmers’ Market,  visit  www.mt-
shastafarmersmarket.com/blog/.
For more information about the Yreka

Farmer’s market, go to yrekasaturdaymar-
ket.wordpress.com/.
To  find  out  more  about  the  Market

Match  program,  call  JEDI  at  530-926-
6670.

Jeff and Ute Micklos own Mountain View Organics. The couple set up a regular booth at the farmers’ market in Mount Shasta.
Their farm is located in Grenada.   BY SARAH KIRBY

Grant to
help Lake
Shastina 
reduce 
fire fuels 

state has meant that the Center can no longer
provide recycling service unless cities, including
Mount Shasta, pay for that service.
Staff recommends approval of payment for

the additional costs for recycling until they can
develop new charges for refuse collection for
both residential and businesses; and bring a new
agreement between the city of Mount Shasta and
Siskiyou Opportunity Center.

Smith Sanitation

The Black Butte Transfer Station had a fire
on Feb. 13 that closed the facility for commer-
cial refuse removal until July 7.
Smith Sanitation Inc. is contracted to collect

the city’s residents refuse and dispose of the re-
fuse at the Black Butte Transfer Station.

It was recognized that there would be addi-
tional  costs  associated  with  this  unfortunate
event.
Staff recommends approval of payment for

the additional costs for refuse removal during
the closure of the Black Butte Transfer Station
closure.

Renegotiation with county

Staff would like council to discuss and con-
sider taking action regarding a tax sharing agree-
ment between the County of Siskiyou and the
city of Mount Shasta reached in the year 2000
when The Landing property (Roseburg mill site)
was annexed.

Closed session

Public employment, city manager – pursuant
to Government Code §54957. 

• Swish: A bag that goes directly in the hole without touch-
ing the board.
This year’s State of Jefferson Brewfest, one of the West

Coast’s oldest beer festivals, will feature over 50 breweries and
their beers from across the West Coast.
Enjoy great beer, local wineries, home brews, live music,

games, activities and a Cornhole Tournament. Fresh local food
vendors and artisans are all part of the festivities. Get lost in
the tastes and smells of this year’s extraordinary beers from
throughout the region, country, and even the world.
This year’s Brewfest isn’t just about beer and wine tasting

– it’s about celebrating too. What would a summer festival be
without some great tunes to kick up your heels? Great live en-
tertainment featuring Soda Creek, Sound Advice and The Se-
cret Handshake Society and more, the release states.
Entrance  to  the  ballfield  is  free,  while  tickets  for  the

Brewfest tasting event are $30 per person. Check www.jeffer-
sonbrewfest.com for more information.

(Continued from A1)

� City council meeting . . .

(Continued from A1)

� Brewfest . . .Deadline for utility and power box 
artwork concepts is Aug. 12 at 4 p.m.




