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Background 

The Rombach Pumpkin Farm is known for great pumpkins in a fun atmosphere at decent 
prices. Pumpkin season begins in July, and fall is by far their busiest time of the year. 
About 80% of pumpkins are sold in October. Yet the ranch is normally open year-round 
selling fresh fruits and vegetables, preserves, jellies, hand-crafted furniture and yard 
decor, and hot food.  

This year, however, there has been too much rain to grow any vegetables.  The pumpkins 
have been planted, though, and weather permitting, they should start springing up in 
September. The patches are pick-it-yourself, and the customer pays for the pumpkins or 
gourds they wish to keep. 

Pumpkin farming is more difficult than the cultivation of most other vegetables, which is 
mostly because they are so much heavier.  The average pumpkin weighs about 20 
pounds, but some get to be over ten times that.   The Rombachs must also take care not to 
plant the crops too early, because there is no market for pumpkins in August.  

A lot of business comes to the farm in the form of class field trips. During pumpkin 
season, the farm can see as many as 1000 children per day. The tours are free, and the 
kids enjoy a quest for the perfect pumpkin (some of them are white or red) or gourd.  

The Rombachs are accustomed to going all out for Halloween. All the way through 
October they conduct pony rides, hay rides, face painting, bar-be-ques, and allow access 
to a petting zoo and wooden maze. Pumpkin sales hit a dead stop with the end of 
October. 

The farm has been in the Rombach family since 1928. It was co-owned by the second 
generation on the ranch, brothers Chip and Steve Rombach.  Though Steve has been 
quoted saying he wished to pass the farm off to his three sons one day, he got out of the 
pumpkin business because he doesn’t see money in it, leaving the farm in the care of 
Chip and his wife, Marsha. 

Chip and Steve’s parents set up a produce stand and started selling vegetables there in the 
1950s.  Their father, Norman Rombach, and his brother Wally still live on the farm.  The 
Rombachs hold hard work in the highest regard. 

In 1993, a flood devastated the Rombach Farm.  Markers hang on the barn seven feet 
above the ground where the water topped out.  Steve and Chip lost their mother in the 
flood and it is a very emotional topic for many members of the family.  

Since then, commercial development has sprung up in Chesterfield, and pressure has 
been amassing to sell the ranch.  Every acre of the farm is worth over $300,000. (There 
are approximately 250 acres, about 60 just for pumpkin cultivation.)  The buyer, NAI 
Desco, is planning to build up part of the land for office space, and develop other pieces 
for industrial use.  The areas NAI Desco doesn’t use will be sectioned off and sold to 
other developers.    



Problem Definition 
 
Moving a landmark is a risky measure.  The Rombachs are concerned that the customer 
base will drop off because of the relocation.  This dilemma can be broken down into two 
parts. Some people may view the change as the loss of a piece of history and put an end 
to the yearly visits.  The individuals that wish to follow the Rombachs to the new location 
will need to be well aware of the move.   
 
This means we have two goals: retain existing customers and raise public awareness of 
the situation.  Success will be determined by the size of the customer base in October 
2009.  
 
Several groups have stake in the Rombachs’ situation.  These stakeholders include: 

• Local businesses 
 Current customers 
• Area residents 
• Residents in the area of the new location 
 Children 
 Parents 
 School employees 
• Purchaser of the farm/tenants of new buildings  

 
The key audiences are indicated by the arrows.  Children, parents, and school employees 
are also likely current customers, but the Rombachs get business from other people too.  
They’ll all need to be made aware of the relocation.   
 
Children should not be underestimated or overlooked.  They are the bulk of the customer 
base, and a large part of the pumpkin patch’s advertising is done through word-of-mouth 
among kids.  It is usually the children who most anticipate Halloween, and it’s a good 
idea to have them requesting their parents take them to the farm.  
 
Since such a large chunk of the pumpkin picking is done on field trips, employees of the 
school are also key audiences.  They need to be thoroughly informed well in advance of 
the next year’s field trips.   
 
Three key messages should be delivered to those audiences: 

1. Rombach Pumpkin Farms is relocating. 
2. We have chosen an excellent place to continue our business. 
3. While the location has changed, the tradition continues. 

 
The first point is aimed toward the entire public, whereas the second and more so the 
third are to be put in the ears of the individuals unsure of whether to give the new farm a 
chance.   
 
 
 



Strategies 
 
Three basic strategies are to be implemented to retain customers through the shift of 
Rombach Farms.  Together they will promote public awareness of the relocation. 
 
Customer relations are important, as it is these people we wish to persuade to follow to 
the new pumpkin patch. Many visitors of the Rombach Farm look forward to hunting 
pumpkins there when the leaves begin to change.  Several of the farm’s customers travel 
a long distance to pick the pumpkins, be it in family vans or buses full of kids.   
 
The customers to target here are children and mothers.  The Rombach Farm is a highly 
family-oriented place.  This should be reflected by the tactics.  School-aged children are 
good targets because they can persuade their parents to take them.    
 
Information of the move should be readily available on the farm.  The more individuals 
are brought in, the higher the public awareness.  Thus, this strategy ties in directly with 
media and community relations.  
 
Community relations will be used to draw the local public to the farm.  Schools are 
communal networks of potential customers and should be in the know of all that’s going 
on with the Rombachs. Target other community spots, such as libraries, recreation 
centers, bowling alleys, and anywhere else that has a bulletin board.   
 
While the media will also be used to bring customers in, it will also inform those who do 
not wish to visit the farm in its last year.  These people will still know where to find the 
Rombachs in the future, perhaps when their children are old enough to enjoy it.    
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Tactics 
 
Customer Relations is going to play a key role in raising public awareness.  The 
Rombachs are accustomed to celebrating Halloween all through the month of October, 
but in years past the Halloween party has been for the Rombach family and close friends 
only.   
 
Though the October activities are to continue, one night will be set aside for a public 
Halloween party.  This is to be the day after Halloween (on a Saturday), as many families 
will be busy trick-or-treating the night of the holiday.  This event is to be titled 
“Rombachtober Fest.”  The name of the event should be on all relevant signs, fliers, and 
displays. 
 
All the usual attractions will be available: pony, train, and hay rides, face painting, bar-
be-que, maze, and a petting zoo.  There will be a few more things to do on the night of 
the event, such as pumpkin painting and carving, story-telling, and contests for both 
baking and eating pumpkin pies.   
 
With parental permission, footage should be taken of people (particularly children) 
enjoying these activities.  Short clips of this footage will be used later for video news 
releases.   
 
The party should start right around 3pm on November 1st.  Pumpkin carving and painting 
as well as the contests must be conducted before dark.  
 
Games such as Horseshoe, Bean Bag Toss, and Guess the Pumpkin’s Weight should be 
set up.  (The first two should be as close to the theme as possible, even if it’s only using 
orange bean bags.) 
 
The pumpkin pies for the baking contest should be set up near the front of the event.  
Samples are to be offered to customers, who will then vote for their favorite.  The prizes 
will be credit toward items the Rombachs have for sale, such as furnishings and 
decorations as well as various restaurant gift certificates.   
 
Pumpkin carving should be set up on a few sturdy tables for adults only (over the age of 
16) and miniature pumpkins must be made available near  
 
At dark a bon fire will be lit around which the area for story-telling is to be set up.  There 
should be at least 15 scary stories memorized in advance. (This duty can be shared.)  
Large sections of logs can serve as seats for listeners.  
 
On that night, parents will have the option of having a free photograph taken of each of 
their children next to a giant pumpkin (if available) or a tall pile of pumpkins.  The 
photos must be kept track of in an extremely organized manor as they will be developed 
and given to the parents at the new farm in the pumpkin season of 2009.  The kids will 



like seeing how they’ve changed in the past year, and the parents will appreciate the 
memento, hopefully enough to retrieve it  
 
To amplify satisfaction, great care must be taken into explaining the process to the 
customers, and the pictures must be well documented, organized, and kept track of to 
avoid losing or mixing up the pictures.  The pictures should be printed on a postcard 
designed around the Rombach Pumpkin theme and next year’s key messages.  If 
successful, the picture process should be offered again in the following years. 
 
Invitations should be sent out in the form of a direct mail postcard by the end of 
September.  They should explain the move, the party (when and where), and list the 
activities (including the free photos of children).  There must be a contact number for 
anyone who wishes to sign up for contests or would like more information. The Rombach 
Farm’s address must also be present.   
 
If the Rombachs have any sort of customer database, this invitation should be sent to 
every address in it.  If not, use a database to locate the addresses of Chesterfield residents 
who have children under the age of 12. 
 
Displays, signs, brochures, and fliers should be set up at both farms in September 
detailing the move and the Halloween party.  They’ll need to be displayed before any 
tours are taken.  This means the signs and displays should be designed and sent off early 
in August.  The fliers and brochures must be included in the press kits, so they will need 
to be completed and printed halfway through August.   
 
Employees must be well-informed about the move and coached on how to answer 
customers’ questions.  They should appear upbeat and excited about relocation and 
Rombachtober Fest.  Most of them will also need Halloween costumes for the night of 
the event.   
 
 
Media coverage is crucial to this campaign.  News releases regarding the sale details 
should be sent to business journals immediately.  Keep track of this and all media 
coverage, as it will be pertinent to the evaluation.  Send similar news releases to trade 
publications for the agricultural and culinary industries.  Plans for the future must be 
included in these releases, as well as quotes that convey the second and third key 
messages. 
 
Press kits must be sent out including the following: 
 

• Information regarding the sale of the land 
• Press release inviting reporters to a media tour 
• Press passes for journalists 
• Pictures of the new location 
• Fact sheet about the new location 
• Bios/Family Tree of the Rombachs 



• History of the farm 
• Historic pictures 
• Pictures of children picking pumpkins 
• Map of the new farm  
• Articles published in relation to the situation 

 
The media tour should take place in the beginning of September. First Chip and Marsha 
Rombach should greet the reporters individually, and gather them together for a speech 
when all have arrived.  They will thank the people for attending and work in the message 
that “the tradition continues.”  They must be confident that this is the best place to carry 
on pumpkin farming and encourage the reporters to look around. This speech should be 
written in their voice at least two weeks before the media visit to give them time to 
practice it at their convenience. 
 
Hayride-style tours should be offered to the journalists with an informative, well-spoken 
guide.  This information should also be pre-written, but can be varied a little for each 
group.  Afterwards, the reporters may be released to shoot pictures or video around the 
farm.   
 
News releases should go out again the week of the event.  It should describe the activities 
in detail with quotes from the Rombachs.  Video news releases with clips of kids riding 
the ponies and painting pumpkins should be sent out to web and video media outlets.    
 
High school publications should not be left out. Fax news releases attentioned to the 
school’s newspaper staff or Journalism department.  These releases should be sent out 
earlier than the others, as many school publications are monthly.  Get them out by 
September 17th.   
 
 
With such a high percentage of the Rombachs’ sales coming from field trips, community 
relation is a must.  Schools should be faxed information on the relocation and invitations 
to tour the new farm free of charge during the months of September and November.  This 
should be done in August when schools begin fall sessions.  This gives teachers wishing 
to visit in September a little bit of planning time.   
 
Tours to the new farm should not be offered in October as the focus will be on the 
existing pumpkin patch, and sales could decline if all the field trips are taken to the new 
acreage.  The faxes should clarify that the regular field trips to the existing Rombach 
Farm can still be taken in October.  
 
This information should be sent to every school that has taken field trips there before, and 
to all the schools within 30 miles of both farms. 
 
Make the trips to the new farm fun for the kids.  Have farm animals available for petting 
and give the experience a “sneak peek” atmosphere.  Encourage them to tell their friends 
by subtly suggesting the present company is more informed than others.   



 
Though there is no way to determine the effect of word-of-mouth advertising, it is a good 
idea to keep track of how many children visit the new farm. 
 
Event fliers should be distributed around West County and to libraries all over St. Louis.  
These fliers must include information on the event and the three key messages. A contact 
number and address is critical.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
Evaluation 
 
The largest part of the evaluation will be in how many customers follow the Rombachs to 
the new farm, and thus cannot be measured until November 2009.  Compare the number 
of visitors between the years of 2007 and 2009.  Separate this into adults, teenagers, and 
children.  If the number of teenagers is higher in 2008, continue use of the high school 
publications.  A spike of child visitors in 2008 would prompt to keep the schools 
informed.   
 
Another way to gauge this is to track what percentage of the photographs were retrieved 
by repeat customers on the second year.  If most of the photographs were retrieved, offer 
the service annually.   
 
Make a comparison of sales, separated into revenue of pumpkins, other vegetables, and 
non-produce items.  If sales of the latter two have declined, consider adding more 
information of them to future promotions.   
 
Chart how many times the story was covered by different media.  Save articles, print web 
stories, and record video news.  Factor in an estimation of how many individuals were 
reached by the media coverage. Section the results into positive, negative, and neutral 
media coverage.   
 
Find out what kind of impact the campaign had on the customers by talking to them.  
Start at Rombachtober Fest in 2008 and keep communication open the next year.  If the 
Halloween party has a high turnout, consider organizing a similar event each year.   
 


