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Records are important to measure and track progress

Market records should include:

- Total market sales (each market day)

- Sales in different vendor categories (each market day)

+ Stall fees collected

+ All other income and expenses by amount, type and date
+ Weather conditions for each market day

+ Customer counts (each market day)

- External special events f',\

+ Timing and types of promotional effort

+ Seasons for crops and duration at market \\\
- Responses from end of season survey of vendors \
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Vendor records should include:
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Individual vendor sales (each market day) 4;—7—77//%‘3{\&&

Vendors may be concerned about their privacy so some markets collect
this information anonymously

But anonymous data does not allow for conclusions about which
vendors and which type of vendors are doing well to provide them with
helpful information

The market may need to know which types of seasonal crops influence
the market and what types of products are in demand

Morgantown Farmers Market strongly encourages all vendors
to anonymously submit their total gross farmers market sales
They write dollar amount and date on slip of paper which goes into

envelope kept by market manager who enters data on excel
spreadsheet



Records are important to measure and track progress

- Vendor records should include:
+ Stall fees paid by each vendor
+ Vendor stall location
- Crops grown and number of weeks available
+ Vendor contact information
+ Farm or business name and location
+ Records of important correspondence, forms, conversations
+ Lists of current, past and potential vendors
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Number of vendors involved ‘
Estimated number of shoppers _
Gross market sales and total economic impact of the market

Key numbers from shopper surveys, including market
spillover effect

Donations to area food banks, shelters, etc.

Other statistics/comments that provide an overview of the
mar ket 0s I mportance to the ¢

Photos of the market
Observations and comments of the market manager




Rapid Market Assessment (RMA)

Lev, Stephenson and Brewer (2007)

- 3 parts

Customer counts

System of counting only entering customers for 10 or
20 minutes every hour (then multiply by 6 or 3)

Uses tally counters you can buy at office supply store




Rapid Market Assessment (RMA)

Lev, Stephenson and Brewer (2007)

- 3 parts

Dot surveys

Limited number of multiple choice questions
answered by customers putting stick-on dots under
their response

Use to address most important concerns (e.g. How
much did you spend at the market? Do you plan on
doing additional shopplng or eating downtown this
morning?) TS ‘




Rapid Market Assessment (RMA)

Lev, Stephenson and Brewer (2007)

- 3 parts

Constructive comments and observation (CCO)

4-5 managers from other markets visit your market
and provide constructive comments and observations




Evaluating the economic impact of your market

- SEED - Sticky Economic Evaluation Device
Free online tool developed by marketumbrella.org

Survey templates and online accounts where market
managers can store and analyze collected data

3-pronged approach
Internal impact (vendor gross sales)
External impact (consumer spending)

Anecdotal impact (interviews with shoppers, neighbors, and
other community members)




Evaluating the impacts of your farmers market

Other online tools being developed by
marketumbrella.org

- NEED - Neighborhood Exchange Evaluation
Device
Measures social capital creation due to farmers markets
- FEED - Food Equity Evaluation Device

Measures ability of farmers markets to reduce a
communityos food di sparity




