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Communities Benefit from
FarmerMarkets

U Community economics enhanced

0 Social connections across social,
economic, and ethnic groups

0 Enhanced Sense of Community =
Quality of Life



e

¥4 Access to fresher food, often
better flavor, encourages healthy
eating choices




Economic Benefits

v, 30 - 300% fiSpillover $0to local businesses

from Farmers Market customers
- Am J Ag Econ 90(5):1296-1302

%, Direct market producers receive 100% of the
$ spent, then spend a majority of that locally;
local $ stay local.

zA Chicago study found 68% of consumer
$s spent at a local business stayed in the
local economy vs. 43% when spent at a
chain store. i Andersonville Study of Retail Economics, 2004




Direct Marketing Provides Opportunities
for Small Farms

% Direct access to markets, no middle-man
. over 20% of food costs Is packaging and
advertising (minimal for local foods)

A Gain skill in marketing,
entrepreneuring

A Can experiment with
crops and products
with minimal financial
risk




Advantages of Locally Grown

A02000 Mi |l es freshe
Most fresh produce in South Dakota grocery
stores comes from 1500-2000 miles away

A Locally-grown varieties can be chosen for
flavor and harvested at the optimum time for
flavor (rather than for shipping and storage)



Starting a market

¥, Community support is critical
- Individuals
. Local businesses
- City government
. Other organizations
. Potential vendors




Beginning Steps
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Bring together interested persons/groups

Garner local business and local community support
Develop market board or steering committee

ldentify sponsor(s)

Outreach to potential vendors

ldentify and secure market site: land use agreements
Develop a budget

ldentify sources of funds, materials, equipment, etc.
Develop a market schedule



Mission Statement

%, The process of formulating a mission
statement can help make sure that
everyone Is clear about the purpose of
the market (eg., to bring in fresh food, to
help the local economy, to foster
communi ty, to help | oc



Market Board / Steering Committee

Needed attributes and skills
- Conflict resolution
- Good community relationships
- Fund-raising
- Grant writing
- Willinghess to serve



Board activities

¥, Establish policy concerning how hours, days, and
months of market operation are set

v, Determine who may sell at the market
v, Set fees for selling in the market

¥, Designate individuals who may act for the Board in an
emergency

¥ If there Is to be a manager, specify the responsibilities
of the manager plus the ext
authority

¥, Make provision for careful accounting of resources
and funds



Market Rules and Guidelines

¥, Market organization:
- Hours of operation
- Insurance liablility

v, Who can sell at the market?

- Process for determining, screening, enforcing
% Eligible products
¥, Required training for vendors?

- Food safety
. Other (regulations, etc.)



Rules and Guidelinecont.)

Market operations regulations:

¥, Establishing duties of market manager
¥, Setting and collecting fees

v, Weights and measures

¥, Liability insurance for market, vendors
¥, Taxes, licenses

¥, Cleanliness, trash disposal

¥, Health code requirements

v, Slte safety



Insurance

¥, Make sure the location has liability
Insurance coverage for accidents, etc.

- May need to form formal organization as a
market in order to purchase

- If on public property, city insurance may cover

¥ All vendors should have liability insurance
- minimum of a $1 million policy strongly urged




Market Site/Location

¥, Layout
%, Visibility
¥, Access & parking space

- both for the vendors and the public
%, Room for activities to draw people
v, Consider also

- Shade iIs a big plus

- Access to electricity is a plus
- Nearby restrooms are a plus



Dayto-Day Operations

¥, Set-up and close the market
%, Put up banners and signs
¥, Vendor stall positions
. Reassignment of unused space
¥, Collect fees
¥, Cleaning and upkeep/maintenance and repair

¥, Enforcing guidelines

- Resolve issues such as price, stall locations,
eligible foods, etc.

¥, Banking arrangements



Possible Products for Sale

%, Unprocessed foods: Fruits and vegetables, herbs, dairy,
eggs, meats and poultry

% Processed foods: Baked goods, honey, jams, other
prepared or processed foods

%+ Non-foods: Plants (bedding, transplants, perennials,
etc), flowers (cut or potted), crafts, seasonal display (eg,
corn stalks) or seasonal decorating items (garland,
small straw bales, etc);

Also consider offering booths to Civic clubs, city entities,
MGs, other booths with information or demonstrations



Recruiting Vendors

wLet people know youor e
- Advertise on radio (service announcements?)
. newspaper (maybe you can get an article on the
front page?
. contact Cooperative Extension, area RC&Ds,
frm_mrkt listserv (contact rhoda.burrows@sdstate.edu
- word-of-mouth

v, If you avoid the times of nearby markets, you may be
able to draw some of their vendors who want to
expand

v, Allow special groups to sell for a day, for example,
have a nKidodéds Gardeno or

-1



Vd

Remember é

¥, Vendors must have a SD sales tax license
and collect sales taxes!

%, New regulations are being put into effect for
processed foods
. Check with extension or Dept. of Health

%, Check Zoning and other city regulations; sign
laws



Bylaws & Rulescont.

%, Lots of templates can be found on the
Internet

%, Vendor fees can be seasonal or daily or both

. May have a one or two time trial fee



QUALITY & FRESHNESS
IS THE DRAW!

Price Is secondary!



Importance to the consumer

Taste | 7% T 21% (98%)

Quality 62% 34%

Nutritious and Healthy 56% 33%

Price 46% 37%

Supports Local Farmer 36% 35% (71%)

Locally Grown/Produced 29% 40%

Environmentally Friendly 25% 41%

Made by Small Local Co. 23% 39%

State Grown 25% 36%

All-Natural Food 20% 31%

Local Store Brand 15% 33%

Organic |7% 18%

O Extremely Important O Very Important




Maintain quality!

%, Customers come for fresh produce

w»»Donot try to attract cus
what you can make a profit on

¥» Emphasize quality and cleanliness with all
vendors



Marketing the market

%, Newspapers & radio (paid ads, public service
announcements, press releases, interviews or
feature stories

v, Street signs (if allowed)

¥, Posters in the usual local public spots (gas
stations, restaurants, other businesses, etc.)

% Invite service or other groups (4-H , MGO s ,
to have a booth for a d
out!)



Other Promotion ideas

¥, Banners

% Flyers, brochures

v, Bumper stickers

v, Facebook

¥, Special events - music, festivals, etc.

%, Public Relations with neighboring merchants

7. Chamber of commerce, development offices, or
business associations

¥, Mailings
¥, Coupon discounts
v, Working with other groups and businesses



*BUY FRI-:SI-P“ \
YBUY LOCAII.H




Government resources

v, State (S.D.)

. Dept. of Agriculture
z Rules & Regulations

z Robert Weyrich Specialty Crops: DakotaFlavor.com, Specialty
Crop block grants, nPor taddédo t o

. Dept. of Revenue
3z Sales tax licenses

. Dept. of Health
s Regulations; Healthy SD; Diabetes Prevention

. Dept. of Social Services
z Food Stamps/EBT




