


WELCOME!
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What story do 
you want to tell? 

To whom?





WHO’S INTERESTED IN YOUR DATA?

• Chamber of Commerce

• Downtown Association

• Tourism/Agritourism 

• Small Business Advocates

• Food Policy Councils

• Anti-hunger/Food Access 

Groups 

• Farmer Groups

• Extension

• WA State Dept of Agriculture

• Farmers Market Week 

Organizers

• FM Associations

• Local Foundations, Civic 

Groups

• Teachers, Child Care Centers

• Senior Centers

• Media





E D U C AT I N G  
S H O P P E R S





F U N D R A I S I N G

Source: 2017 FMPP proposal narrative
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(Spokane)





Does data change 
your mind?

Why or why not?



F – Fit

M – Measurable

D – Documented

A – Answers a question

T – Transparent

A – Aggregate-able



CAPACITY VARIES – DO WHAT FITS!

Market association

Older market

Larger market

City-run

Main Street Program

University partners

Food access

Single market

New market

New manager

Small or very small 
market

Volunteer-run

“Informal” systems

M
o

re
 m

a
rk

e
t 

c
a

p
a

c
it

y
Le

s
s

 m
a

rk
e

t c
a

p
a

c
ity



“Market Vitals” 
Project



THE “MARKET VITALS” PROJECT
http://www.wafarmersmarkettoolkit.org/chapter-3/

MARKET VITAL statistic DEFINITION - per season ideas on HOW VITAL 

CAN BE USED to help 

markets

ideas on HOW IT CAN 

BE COLLECTED

1

Shopper 

Count

Total # of visitors, of all ages, 

who come to market during 

market hours per season.

Recruiting/informing 

vendors about customer 

base; fund-raising; 

monitoring trends.

Clicker method at the 

entrances or a walk 

around the market every 

30 minutes. The key is to 

be consistent.



COLLECTING SALES FROM VENDORS?
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Please! Oh, OK.

What are your market policies? 

If you do want to collect sales information: 

• Set expectations early.

• Explain (repeatedly) why it is important.

• Think through how you collect sales data.

• Be rigorous about protecting vendor 

privacy.

• Share what you learn!

Kari Carlson Local Roots Farm



”Don’t measure with a micrometer what you cut with a chainsaw.”



D O C U M E N TAT I O N

 Vendor application (and survey?)

 Roster of vendors

 Market day data: vendors, products, shoppers, volunteers, conditions

 WIC/Senior & SNAP

 Event records

 Special projects – photos, video, interviews, RMAs

 End of Season report

 WSFMA Application



DOCUMENTATION 

Date

Description of context

Who recorded info?



What decision 
do you want to 

make? Info?





Share 

Results



www.tableau.com

www.infogr.am

www.tagxedo.com

www.wordle.net

https://batchgeo.com



USDA’S “LOCAL FOODS DATA”

https://www.ams.usda.gov/market-news/local-regional-food



Farmers Market Coalition’s  
Market Metrics Project

https://farmersmarketcoalition.org/programs/farmers-market-metrics/





2 0 1 7  R M A  T e a m s
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This is my first
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How often do you shop at this farmers market?

Everett Farmers Market percent Olympia Farmers Market percent South Perry Farmers Market percent

Wenatchee Valley Farmers Market percent Kent Farmers Market percent Proctor Farmers' Market percent
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Core F’Mkt
Shoppers

Occasional 
Shoppers

Non-Farmers 
Mkt Shoppers
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What is your primary reason for shopping at this farmers market today?

Everett Farmers Market percent Olympia Farmers Market percent South Perry Farmers Market percent

Wenatchee Valley Farmers Market percent Kent Farmers Market percent Proctor Farmers' Market percent
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Primary Reason "To Support a Local Farmer"

Everett FM

Olympia FM

South Perry FM

Wenatchee Valley FM
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▪ Signage – leading to market

▪ Signage – within market

▪ Signage – in booths

▪ Educational activities? 

▪ Do you want shoppers to linger?

▪ Layout

▪ Vendor mix

▪ Vendor (& product) quality

▪ Role of prepared foods? 

▪ Resellers?

▪ Safety issues
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SNAP & FMNP

programs

How important is it to you that low income people can shop at this farmers 
market with SNAP EBT (food stamps) or WIC / Senior FMNP?

Everett Farmers Market percent Olympia Farmers Market percent South Perry Farmers Market percent

Wenatchee Valley Farmers Market percent Kent Farmers Market percent Proctor Farmers' Market percent
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THANK YOU!

Colleen Donovan
Ellensburg, WA

colleendonovan509@gmail.com


