Choosing the Data

Because your work matters...

...but it is not visible to everyone.




Professional Development for Ohio Farmers Market Managers and OSU Extension
Educators on Creating a Culture of Data Collection for Sustainability Planning for Markets
and Farmers
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If these are the issues.....

Farmers markets & CSAs growth/decline/retooling

Market location instability

SNAP/vouchers/incentives programs are multiplying w/partners expecting more impact.

Increase in technology for food and farming

Corporate takeover of
“local”

Rural places are losing population

Overall food shopping fragmentation and increased interest in
healthy food, and decreased loyalty to long-time brands



... Which metrics work!?

Farmers markets & CSAs growth/decline/retooling

Market location instability

SNAP/vouchers/incentives programs are multiplying w/partners expecting more impact.

Increase in technology for food and farming

Corporate takeover of
“local”

Rural places are losing population

Overall food shopping fragmentation and increased interest in
healthy food, and decreased loyalty to long-time brands
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For farmers markets, the term “metrics” is used

to list the specific impact being measured

Avg. producer distance to market
Avg. $ spent at market

Avg. $ spent nearby market

Avg. visitors per day

Total incentive sales

Total market sales

Total senior FMNP sales

Total SNAP sales

Total visitors

Total volunteer hours contributed
Total WIC FMNP sales

# of employees

# of events hosted

# of farm employees

# of full-time business owners

# of full-time farm owners

# SNAP eligible goods

# of vendors

#of SNAP transactions

#/% of BIPOC-owned businesses

#/% of BIPOC-owned farms

#/% of farm vendors

#/% of farmers under 35 years of age
#/% of new or beginning farmers
#/% of vendors under 35 years of age
#/% of veteran-owned businesses
#/% of veteran-owned farms

#/% of women-owned businesses

#/% of women- and minority-owned
businesses

#/% of women-owned farms

% of visitors for whom market was primary
reason to visit the area

% of visitors who come to market weekly

% of visitors who plan to shop nearby

% of visitors who purchase fruits/vegetables
Acres cultivated by farmers

Frequency of market visits

Market models offered

Vendor reported sales

farmersmarketmetrics.guide
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Who Shops at a Mathure Famers’
Marlet?

Lydlia Zepeda and Kathryn A Gamoll
jB dassheations: D12, Q13
Keywords Agnaltural rerlets, consuarer expenditures reret satration

Growth in the number of farmers” markets is slowing. As of August 2017, there were 8,687 markets, doublethe
number from 10 years ago but only a 0.2% growth from the previous year {US. Department of Agriculture, 2018),
indicating that growth in the number of markets has leveled off. Many parts of the country, particularly in urban
areas, are witnessing a saturation of farmers” markets. Producers complain that maintaining a presence at multiple
markets has increased costs morethan it has added r (Zepeda and Reznickova, 2018}, Thesevendors
question whether adding marketsincreases the number of shoppers or just makes it more convenient for those
customers currently shopping at farmers” markets.

With the number of farmers” markets leveling off, what do we know about the shoppers who visit these
established, mature markets? What arethey buying? What areimpediments to further growth? We conducteda
survey of shoppers at one of the oldest and largest producer-only farmers” markets in the country to find out.

About the Suney

The Madison, Wl, Dane County Farmers’ Market (DCFM) is 45 years-old, the oldest and most popular of 11 markets
in a city of 200,000 and one of the oldest and largest farmers” markets in the United States. This established,
mature market sees thousands of visitors each summer Saturday andis restricted to four blocks of sidewalk
around the capitol building. Given the space restrictions, high foot traffic, andflat fee for a stall, it has consistently
had a vendor waiting list of about 10years. Despitethis, many current vendors complain that their revenues are
not proportional to the foot traffic.

Given concerns about market saturation at this mature market, the DCFM manager requested that we conduct a
consumer survey to find out who is buying, how much they are buying, andthe obstacles to purchasing more. The
DCFM board reviewed, modified, and approved the questionnaire in January 2015, and the University of Wisconsin
human subjects internal review board approved the protocol and questionnaire {Zepeda and Carroll, 2016). The
DCFM board agreed to fund participant incentives in theform of $1 coupons for DCFM products. Ultimately, $732
in coupons were distributed to participants. Thus, the only cost to DCFM went straight to vendors. All other costs
for the project were provided free of charge. The authors and 15 volunteer enumerators collected data from
February 7 through December 19, 2015, at all four DCFM sites: late winter market, Saturday summer market,
Wednesday summer market, and early winter market.

We chose enumeration to ensure a high response rate, a representative sample, and because pre-testing showed
that enumeration was faster than self-administration. Enumerators usedtablets displaying a Qualtrics survey. They
approached customers at random, asked them to participate in a DCFM-approved survey, screened for consumers
over 18 years, obtained informed consent, and distributed a $1 DCFM coupon. In total, 732 questionnaires were
completed. Overall response rate was high: 624%.

3rd Quarter 2018 » 33(3)




So what does data look like?

13,137 Marylanders in 4,379 food-insecure 2018

households
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" Tofal Market Sales in 2018
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Five Points Market
8049 Main St, Ellicott City, MD 21043, USA

Hampton Bivd Farmers Market Hampton Bivd Farmers Market Friday - Year round - 3:00 pm to 7:00 pm

May 20-Q Avgun 9-0O

Keeping it LOCAL and FRESH! That's what wo'te all about! Come 3o We have updated stats based on our cutrent vendor lineup. Check
us Wednesdays 3-7 pm at the Church of the Good Shephera, 7400 this cut! #farmersmarketweek We do Bave vendors from Suffole,
Hampion Bivd in Norfolic, Surry County and even Williamsberg, but this is the average.

Hampton Blvd Farmers Hampton Blvd Farmers
Market Market 0

With more than 8 vendors, our Growers Market provides the best of local produce, meat, plants and baked goods each Friday - Year
round - 3:00 pm to 7:00 pm. Enthusiasm, education and a social gathering spot are all part of what makes Five Points Market unique. To
best serve our shoppers, the market accepts, (fmcPlacehoderPaymentMethods).

2businesses

19 miles
average distance food travels
from farm to our market
That's fresh! Most food eaten in the U.S.
has travelled nearly 1,200 miles

21 miles

average distance food travels from
farms and kitchens to our market

11 miles

average distance food travels from
farms and kitchens to our market

2 of our vendors

are women-owned businesses

Our market offers economic opportunity
to all members of our community

of diversified farmland in
production by vendors

America loses an acre of farmland every
hour to development

o o
| ol

14 employees

are supported by our vendors'
businesses

Small businesses create new meaningful
employment opportunities

are supported by our markets,
over the course of the year

the market allows new and small
businesses to enter the marketplace

$120

In total market sales for the
season

Small businesses benefit

That's fresh! Most food eaten in the US. has
travelled nearly 1,200 miles.

That's fresh! Most food eaten in the US. has
travelled nearly 1,200 miles.

Learn More At:

http://www.market5.com

The market is supported by a volunteer Board
of Directors elected directly from the market
vendors, as well as a paid Market Manager. All .
of the elected volunteer and paid positions Stay in touch:

ultimately answer to the membership. = market5@gmail.com

.\ l a I'I\'(‘,l @threepoints




Williamsburg Farmers Market

Virginia- Tracy Herner runs a #TuesdayTweets
campaign at her Williamsburg Farmers Market in
historic Williamsburg, Virginia. Each week she shares
a Metric, and precedes the metric with a thought-
provoking question to make visitors really give a

moment to what the tweet is saying.

READ MORE

WFM @WiliamsburgFM - Jun 26
Wonder how many acres it takes to bring the market to life each Saturday?
vkeepingf Q Muesdayty vKnowledgelsPower

o

of diversified farmland in
production by vendors.

America loses an acre of farmland every
hour to development.




Returning 3x more of their sales to

That's fresh! Most food eaten in the i
the local economy than chain retailers.

2 5 times more social

Visitors enjoy <«

interaction than at a super market.

U.S. has traveled nearly 2 500 miles.




FARMERS MARKET METRICS
a program of the Farmers M arket Coalition

Metrics Selection & Communications
Planning Worksheets

By cormpleting this packet, youll create a brief comrmunications strategy for your market, tar geting 4 main types of sake-
holders, and data collection plan for the season. It’s recorrmended that you read Farrrers Market Metrics Training Units
Onethrough Three before completing the worksheets. {farmersrmarketcoalition org/metrics)

Step 1: Stakeholder Spectrum

Ligt any groups, individuals or stakeholders with whom your market interacts. These stakeholders may be supportive of the mar-
ket, detractors of the rrarket, or somewhere on the spectrurnin between. List proroters at the top, detractors at the bottorn, and
any neutral, dighly skeptical stakeholders Gzkeholders mayindude neighbors of the rrarket, vendors, nearby businesses, face-
book followers, church congregations, public officd s lad zhool 5 tospitd 5 conmu ni ty goups, ¢c

NEUTRAL
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Step 2: Audience Map

Select four of the audiences who fall in the ‘Actively Engage’ sector of the stakeholder map to the right.
Write the audiences in the grey boxes on the following page.

Keep Actively
Satisfied Engage

(]
(]
c
()]
=
S
{=
i

Keep
Informed

Interest/Availability




Vendor Profile
Visitor Survey
Market Day Report
Visitor Count

SNAP Eligible Goods
Vendor Sales

Vendor Sales - Anonymous

Market Day Report: <Market Name>, <Market Date>

Number of vendors:
Number of Farm Vendors:

¥ of SNAP transactions:

$ of SNAP tokens distributed:

How many volunteer hours were worked
in preparation for and during the market
day?

What was the temperature like today?
O Hot
0O Wam
0 Coal
0O Cold

What was the weather like today?
O Sunny
0O Cloudy
O Rainy
0 Windy
0O Soowing

Did you have any activities or outreach at
or leading up to the market? Sedect all that
apply:

0O Cheflcooking Demonstratson

O Taste Tests / Sampling

O Nutrition Education

0O General Outreach

O Activities for Kids

O Contest

O Promotion

0O Health Far

0O Gardening Demonstration

0O Market Tours

Briefly describe the event:

Was there a target population you were
trying to attract? Select one:

O All Market Shoppers

O New Market Shoppers

O SNAP Recipients

O College Students

O Teens

O ESL Communaties

O Coupon Program Participants

O Voucher Program Participants

Were there community partners
supporting this activity? Select an option

O Grocery o other food retailer
0O Other

Names of community partners:

Were there any outreach activities for this
activity? Select an option:

O Flyer dsstrsbution

0O Food demonstration

O Public speaking event

0O Food to door

O Radso advertising

O Public transit ads

0O Other

Wias this activity/outreach at the market or
off-site? Select an option:

0O Atmarket

0O Oftsite

Total number of participants:

Participants under 18:

Once this poge is completed, be sure to add
this data into your Metrics occount.




Visitor Survey
{Enter Name of Your Market}

FARMERS
c m ?'FRKI E; Prospective Users v Training v  Troubleshoc {Date of Survey}

Data Collection Methods: Our goal is to receive {X} number of completed visitor surveys today. Please ask every {X} visitor who

VI S I T 0 R S U RV EY crosses the survey line if they'd complete the survey with you.
-

1. Was the farmers market a primary reason you came to (local neighborhood/area name) today.

Circle one: Yes / No

Vendor Profile
- Home'to Frepare How gl ooy el 2. How did you get to the market today? Circle one.
Visitor Survey
Market Day Report Ideally, Visitor Surveys should be conducted on the same days a a. Personal vehicle
Gheior:Count This makes it easier to know if the market collected a represent: b. Walkmg
responses based on the attendance that day. If it's not possible c. Bicycle
SNAP Eligible Goods both the Visitor Count and Visitor Surveys on the same day, ther d. Two-wheeled motor vehicle
Vendor Sales week following a Visitor Count is the next best approach. This w c. Taxi/ paid rideshare
Vendor Sales - Anonymous closer relationship between the attendance and the number of : d. Bus or other public transportation
method used in FM Metrics is to collect survey data for at least z e. Other

preferably over 4 days in one season. A market season is usually
weeks. If you want to collect data for a year round market, you v
two separate data collection; one set in the summer/fall season
another in the winter/spring season, for a total of 4-8 data collet

3. What is your home zip code?

the year. 4. What will you buy at the farmers market today?

Step 1: Identify Sample Size, Selection Interval and Number -

Collectors Produce Meat and Seafood Dairy Eggs

The term sample size means the number of surveys needed to p Plants and Flowers Value-Added Goods* Prepared Foods* Crafts/Art/Services
reasonably representative amount of responses. The sample siz Alcohol

table below will provide a 90% confidence level, with 5% margin
a level that most researchers would find adequate. You will set t

3. How much money have you spent, or do you plan to spend at the market today? Money includes
cash, credit/debit, and SNAP, WIC-FMNP, WIC-CVV, and Senior FMNP vouchers.

$




Charlottesville City Market
(established 1973)

Run by City Parks & Rec. assisted by
friends of market org
Saturday mornings

Paid staff, full-time, year-round
Parking lot

100 - 110 vendors

Downtown, 43,475 population

20,001 - 30,000 square feet

Permanent roadway signs, parking
deck, surrounded by shops, restaurants,
downtown businesses

OnTheSquareVA Farmers Market
(established 2018)

State Sponsored — Governor’s office
supported but run by non-profit

Friday lunch time
Paid staff, part-time, seasonal

Grassy area surrounded by state
agencies — very little parking

16-25 vendors

Downtown of City with 227,000
population

1 - 10,000 square feet

Created primarily for state employees as
part of an employee wellness campaign




Farmers Market Clusters
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Programs Partnerships

Key Metrics

Type A

Location is well known,
attracts visitors from a larger
number of zips; operates with

a festival atmosphere.

Prioritizes event planning, often
has added logistical support staff
on site. Welcome Booth/Table
offers city or regional information
on food and civic events.

Citywide initiatives & events
Banks

Universities

Host neighborhood association
Other market organizations
Placemaking entities

* Centralized EBT/Credit Card System *

* Food Trucks

» Numbers of Visitors

+ Average Sale

* Number of Vendors

» Category % of Vendors

* Number of Farm Vendors

+ Transportation Used by Visitors

Type B

Focused on multi-sector
community engagement,
adding amenities to area, and
supporting the neighborhood
business corridor.

Prioritizes community relations
and logistics. Welcome Booth/
Table offers a wide swath of
civic information and vendor
information.

Neighborhood storefronts
Hospitals

Sustainability efforts
Library branches

Neighborhood services agencies

Regional agricultural advocates

+ Children’s programming
* Gleaning program

Number of Visitors

Average Sale

Number of Event Attendees
Number of Products
Transportation Used by Visitors
Frequency of Visit by Shoppers

Type C
Meant to increase street
activity in the immediate area,
especially social activity. Often
allows other types of vendors,
including crafts.

Prioritizes working with under-
served populations with

partners often supplying staff or
volunteers. Welcome Booth/Table
offers food education handouts
and healthy living information.

Public health agencies
Community centers
Senior centers
SNAP-ED

« Market Boxes

* SNAP Sales
+ Average SNAP Sale

* Number of SNAP-Eligible Goods

* Number of Farm Vendors
* Frequency of Visit by Shoppers

2018 Farmers Market Coalition | farmersmarketcoalition.org

Type D

Serves immediate area either
defined as a food desert or a
Low-Supermarket Access (LSA).
Programming directed towards
nutrition program shoppers.

Prioritizes neighborhood
connections. Welcome Booth/
Table offers neighborhood-level
information.

* Neighborhood associations
* Business sponsors
+ Other market organizations

+ Often vendor-level EBT/CC system
or only EBT system at market level

+ Cooking demonstrations

* Number of Visitors

* Number of Farm Vendors

* Number of Products

+ Frequency of Visit by Shoppers




Central Baltimore Farmers Market
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