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*This work was supported by the U. S. Department of Agriculture’s (USDA) Agricultural
Marketing Service through grant 15FMPPDE0099. Its contents are solely the responsibility of
the authors and do not necessarily represent the official views of the USDA.
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We calculate additional measures

v’ total attendance and by gate
v’ total sales and by market stand
v' number of children at story time We were able to calculate
v S value of food donated to charities |EESTRRESSETHNIgY

v’ S scholarships and grants to farmers « ¢ spend per customer

v' number of SNAP customers * S spend per SNAP customer
v' number of new SNAP customers
v’ total SNAP S issued & S redeemed
v’ total SNAP match S issued

v" total SNAP match S redeemed

v’ farmer acres

v farmer distance traveled

v’ weather on day of market

v’ special events in town / holidays




Logistics of Collecting Measures

* What measures will you collect? How and where will it be
* How do plan on using the data stored?

e Who will collect the data? e Paper, electronic, who retains
* Volunteers? copies?

 Paid Staff? e Who has access to the data?
* Vendors? « Restrictions on access and use?

* How will they collect it? e Privacy issues considered?
* Clarity and consistency of approach How will you analyze it?

 What will you report and

how?
e Ensure that the data is useful &
used







We began with a question...

What can we do to increase sales and attendance
at our market?

Our question led us to look at 4 main issues...

llll @5

increasing sales increasing attendance

By

I~

increasing the amount of increasing the number of
SNAP dollars issued new SNAP customers.




We looked for answers to
our questions

And found:

©) Lots of opinions ->
often conflicting

© A few surveys -> mostly
counts

@ Lots of research on retail
store settings

(X) Little research on farmers
markets

We decided to
use our market as
a “living lab” in
which to conduct
research at our
market to answer
the questions
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6 steps to make your market

a Living Lab

o @ ®

Decide what Decide what ideas/ Establish a baseline and
question(s) to answer interventions to prepare to collect pre,
and measures to use test post, and during test data
Design and implement Analyze results Repeat experiments

the intervention






What is an experiment?

Normal Test Normal
Operation Intervention Operation

(no intervention) (no intervention)

Collect measurement

Normal

Operation

(previous year)







Examples of Our Findings

Access Full Report at:

www.historiclewesfarmersmarket.org
info@historiclewesfarmersmarket.org




People buy more what they can see
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Photos on coolers
iIncreased sales

products sold out 25%
more quickly than without

photos.




People buy more of what they

know how to use

v

DN NN

. Recipe cards are often used at markets.
Our initial experiments with recipe cards/sheets did
not show consistent increases in sales.

Recipe cards are effective when:

v" Used to with unusual or unfamiliar products
v' Used as a customer engagement opportunity
v Incorporated cute or clever titles

Recipe card advice:

Focus on a few recipes

Make the recipes simple

Use recipes to reinforce your brand
Position the recipe display for impact



Advertising tests

We questioned which advertising
channels were the most effective

@ Announced a raffle through our newsletter and in print
advertisements — listing a different “secret phrase” which,
if mentioned, entitled the customer to 2 raffle entries.

@ Twice as many entrants mentioned the print ad secret phrase
than the online secret phrase
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and read www.historiclewesfarmersmarket.org

our full info@historiclewesfarmersmarket.org
report

See our

302-644-1436
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We experimented with a
Market Pairing Demo. Demos
boosted sales of products
used by an average of 20%.



Seeing, tasting and talking

A
Chef Demo

@ Professional chef

@ Many ingredients

@ Not all ingredients available at the
market

() Usually takes 1 hour or more to make
© Sign listing chef
© Complex

Market Pairing Demo

© Amateur Cook

@ Few ingredients

@ Everything available at the market
(@ Can be made in 30 minutes or less

() Sign listing where to buy ingredients
) Simple




People want to “know their farmer”

Twng PosT Farm

incess Anne, Maryland
Raising eggs from free-range

chickens and ducks fed all natural

grain with no antibiotics.
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We use Farmer
Profiles, name tags,
and smile reminders

but wanted to test some
additional approaches...

Farmers: Eileen & Ned Dykes
Practices: Free Range, No Antibiotics
Farm Size: 260acres

Travel to Market: 60 miles

e

We Accept
SNAP/EBT
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People want to “know their farmer”

Customer “reoae | -
Loyalty S L f -
Prog ram - WL e\ Kalmar Farm

Sales were up 39%
in one test and down
12% in another
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Kalmar Farm Every 5 visits is a chance to win!

EYnel] Sessony Tiooine At Smith Park and Crooked Hammock

www.KalmarFarm.com a8 aZ
Write in your name and email! ——, J
“
The Eliason Family S 4
Feeding Delaware for 5 generations!

N
4351 Canterbury Rd 302-222-0386 - a -
Harrington, Delaware 19952 302-335:6343 - Z
KalmarFarm@gmail.com & ‘



Lessons learned for market managers

Special Events can drive up sales and attendance:

Father’s Day:

5% increase in sales
vs prior year with no
special activities

Meat producers featured
in Father’s Day grilling
demo saw their sales
increase by between

15-30% (25% average)
that day.

Customer
Appreciation Day

Sales of producers
who provided snacks
for the day went up
7-8% that day.

Kids Day:
3% increase in sales

VS same market
prior year

Sales of farmers who
donated a snack for
the kids increased
6-27% that day.



Advertising tests

We questioned which advertising
channels were the most effective

@ Announced a raffle through our newsletter and in print
advertisements — listing a different “secret phrase” which,
if mentioned, entitled the customer to 2 raffle entries.

@ Twice as many entrants mentioned the print ad secret phrase
than the online secret phrase



SNAP engagement
Va

We took a multipronged
approach to attracting

more SNAP customers:

© Bilingual promotion cards

() Staff person who met with community
organizations to explain SNAP match ?
program

© $5 in free tokens to kids accompanying
an adult with an EBT card on Kids Day

© Started a new Wednesday Market in a
location closer to public transportation




SNAP engagement

Results: L S SR BT RN PR

) 57% growth in new SNAP
customers the first year,
maintained in the second year

24% growth in total SNAP
() customers

31% growth in SNAP dollars
© issued
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Challenges — How you implement an
idea Is very important




Challenges — variability In results

Customer
Loyalty | \
Program vy " e e
Sales were up 39% | | & ‘:

in one test and down :

12% in another i s
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Kalmar Farm Every 5 visits is a chance to win!

Frosh Seasonal Frodice At Smith Park and Crooked Hammock
www.KalmarFarm.com

Write in your name and email!

The Eliason Family k%)
Feeding Delaware for 5 generations!

N
4351 Canterbury Rd 302-222-0386 - a -
Harrington, Delaware 19952 302-335:6343 - Z
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6 steps to make your market

a Living Lab

o @ ®

Decide what Decide what ideas/ Establish a baseline and
question(s) to answer interventions to prepare to collect pre,
and measures to use test post, and during test data

O State your question 1 Describe the idea O How you will

& measure you want to test collect pre-, post
and during data?
» How can | grow sales? > Provide recipe cards. » Total sales.
» How can | retain CSA » Offer a repeat » Number of repeat

customers year to year? customer discount customers



6 steps to make your market

a Living Lab

@ & 6

Design and implement
the intervention

O Design the
comparison

» What specific idea for
growing sales will | test?

» What size of a CSA
repeat discount will you
offer?

Analyze results

1 Calculate the

>

impact
How do sales during
the test compare to

sales before or after
the test?

How many more CSA
customers were
retained?

Repeat experiments

4 Is the impact

consistent?
Tweaks needed?

Do you see the same
impact when you
repeat it?

Repeat with different
CSA advertising?



