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Records are important to measure and track progress

- Records for your market help you:
Evaluate the effectiveness of marketing expenditures
Present data on grant applications
Make your case to local government for site improvements
Discover problems and gain insight into solutions
Develop growth strategies

Show the impact of your market on
Vendors
Customers
Your community




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




Vendor records should include:

20
- Individual vendor sales (each market day) EZAN

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 types 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




Vendor records

Morgantown Farmers Market recently changed its market
rules to the following:

Gross vendor sales must be reported on a weekly basis

Failure to remit weekly market sales may result in fines to the vendor

and a vendor may be suspended from the Morgantown Farmers

Market. Fines will be as follows: first offense $10, second offense $25,

and third offense suspension from the Market for the rest of the season
Under the new reporting system the market manager will
check off the vendor 6s name
form for the previous market day.

New form is being developed where vendor will

report sales amounts in different product categories

Vendor puts form into envelope kept by market

manager who enters data on a spreadsheet




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
Customer counts (each market day)

Weather conditions for each market day f'?:\\
External special events (what, when)

Timing and types of promotional effort %

NN
Seasons for crops and duration at market \\\\

Responses from end of season survey of vendors



Number of vendors involved
Estimated number of shoppers \' _' _

Gross market sales and total economic impact of the market
Dollar value of Senior and WIC FMNP vouchers redeemed
Key numbers from shopper surveys, including market spillover
Donations (pounds) to area food banks, shelters, etc.

Number of volunteers helping with each market

Non-profits given space at market and/or worked with

Other statistics/comments that provide an overview of the
mar ket 60s | mportance to the comr

Photos of the market
Observations and comments of the market manager




Rapid Market Assessment (RMA)

Lev, Stephenson and Brewer (2008)

Customer counts
Let vendors estimate potential sales
Estimate potential spillover for neighboring businesses
Document the market as a community social center




Rapid Market Assessment (RMA)

Lev, Stephenson and Brewer (2008)

- Customer counts

- Very labor intensive to count everyone who comes into the
market

+ Instead count everyone entering during a 20 minute (or less
accurate 10 minute) period

+ Multiply 20 -minute totals by 3 or 10-minute totals by 6 to get
hourly estimates

- Use tally counters you can buy at office supply store
+ Count only adults
- Do not count shoppers re-entering the market
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Rapid Market Assessment (RMA)

Lev, Stephenson and Brewer (2008)

- Customer counts

Depending on the size of your market, it may take 2 or more
people dividing the market into zones for each counter

Agree on exact lines that mean the customer has entered the
market

Use consistent count periods

If market opens on the hour (such as 8 a.m.), the count should
occur every hour from 20 minutes after the hour to 40 minutes
after (20 -minute count) or from 25 minutes after the hour to 35
minutes after (10-minute count)

Include date, weather and other information that could
Impact attendance when reporting customer counts




Rapid Market Assessment (RMA)

Lev, Stephenson and Brewer (2008)

. Dot surveys

Limited number of closed -ended, multiple choice
guestions answered by customers putting stick-on dots
on flip charts

Better response rates than faceto-face interviews or
written questionnaires

Do 1 to 3 times per seasor . N




Rapid Market Assessment (RMA)

Lev, Stephenson and Brewer (2008)

- Dot surveys

- Use to address most important concerns
- How much did you (or will you) spend at the market?

- Do you plan on doing additional shopping or eating downtown
this morning?

+ Questions should be clear and succinct
- As few answers as possible to get needed information
- Consumers usually willing to answer 4 questions

+ Changing the sheets every hour will show if early

shoppers respond differently than late shoppers (or could
change color of the dots)
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