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FARMERS WE KNOW
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Who counts as 
“farmers”?
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STATEWIDE, EMPIRICAL

• April to June 2025
• Sent survey to 675 

FMNP Growers 
• + FM Outreach
• Online and paper
• English and Spanish

423
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https://wafarmersmarkets.org/farmers-market-
support/farmers-market-data/2025-vendor-survey/



FIGURE 1|Distribution of survey participants across Washington by zip code
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WSDA: 
https://agr.wa.gov/departments/land-
and-water/natural-
resources/agricultural-land-use
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GENERAL SUMMARY FOOD ACCESS FOCUS

(c) WSFMA 2026, Donovan C



Partner Preview on Oct 6
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1. Heterogeneity of  Vendors

• GEOGRAPHY
• AGE
• RACE OR ETHNICITY
• GENDER
• EDUCATION
• PRIMARY OCCUPATION
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AGE

0.3%

9%

23%

21%

22%

24%

18 to 24

25 to 34

35 to 44

45 to 54

55 to 64

65 and over

FIGURE 2|Age of survey participants (n=335)
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RACE OR ETHNICITY

80%

11%

8%

3%

2%

1%

0.3%

3%

White

Hispanic or Latino

Asian

American Indian or Alaska Native

Black or African American

Native Hawaiian or Pacific Islander

Middle Eastern or North African

Other

FIGURE 3|Race or ethnicity of survey participants (they could select all that applied) 

(n=334)

(c) WSFMA 2026, Donovan C



GENDER

59%

39%

2%

Female Male Other response

FIGURE 4|Gender of survey participants (n=330)
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EDUCATION
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PRIMARY OCCUPATION

70%

FIGURE 9|Seventy percent of survey participants said 

that farming is their primary occupation (n=348)
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2. Varied Engagement in FMs

• NUMBER OF FARMERS MKTS
• YEARS SELLING
• FM PLANS
• WHY FARMERS MARKETS IN GENERAL?
• WHY SPECIFIC FARMERS MARKETS?
• PRODUCTS
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NUMBER OF FMs

6%

2%

4%

5%

12%

23%

38%

10%

Seven or more

Six

Five

Four

Three

Two

One

Zero

FIGURE 14|Number of different farmers market locations survey participants 
sold at in 2024 (n=410)
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YEARS SELLING
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FM PLANS

24%

60%

9%

6%

I plan to sell at more farmers
markets

I plan to sell at the same number
of farmers markets

I plan to sell at fewer farmers
markets

I don’t plan to sell at farmers 
markets in 2025

FIGURE 16|Whether survey participants plan to sell at fewer, the same number, 

or more farmers markets in 2025 compared to 2024 (n=419)
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90%

80%

74%

72%

55%

54%

49%

44%

24%

15%

6%

8%

19%

19%

18%

30%

37%

33%

13%

2%

2%

2%

3%

6%

9%

5%

5%

11%

17%

4%

2%

10%

5%

3%

18%

11%

9%

12%

45%

79%

Opportunity to build relationships with customers (n=409)

Providing community with healthy food (n=410)

Ability to receive retail value for products (n=409)

Having control over prices (n=409)

To help launch or establish your farm business (n=405)

Opportunity to educate public about food and farms
(n=408)

Opportunity to network with other farmers (n=408)

Opportunity to promote other sales channels (CSA, farm
stand, restaurant sales, etc.) (n=408)

Ability to sell surplus from home garden (n=408)

Other (n=130)

Very important Somewhat important Not at all important Not applicable

FMs IN GENERAL?
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WHY SPECIFIC FMs?

83%

81%

78%

76%

75%

72%

70%

67%

63%

52%

40%

32%

32%

16%

16%

20%

22%

22%

26%

28%

31%

33%

37%

43%

50%

49%

1%

3%

2%

2%

2%

2%

3%

3%

5%

10%

17%

18%

19%

Farmers market is well-managed (n=396)

Farmers market attracts serious shoppers
(n=395)

High-quality products at the farmers
market (n=394)

Desire to help your local farmers market
succeed (n=397)

Fair farmers market rules and policies
(n=396)

Fair stall fees charged by farmers market
(n=396)

High daily sales volume (n=395)

Good prices for products (n=396)

Travel distance to the farmers market
(n=395)

Farmers market serves low-income
shoppers (n=394)

Fewer permits and licenses required
(n=395)

Low competition from other vendors with
similar products (n=394)

Farmers market has a longer season
(n=394)

Very important Somewhat important Not at all important
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PRODUCTS
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3. Sales + Connections

• IMPORTANCE TO INCOME
• BEST PART SELLING AT FMS?
• CHALLENGES TO SELLING AT FMS?
• WHERE GET INFO?
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IMPORTANCE TO INCOME

80%

16%

3% 1%

Very important Somewhat
important

Not at all
important

Don't know

FIGURE 15|How important survey participants said farmers market sales 

were to their overall income in 2024 (n=332)

(c) WSFMA 2026, Donovan C



5

12

12

15

16

17

18

21

21

21

22

28

40

43

62

64

134

Networking

Opportunity to socialize

Reach broader audience/new…

Sales volume/traffic

Feedback from customers

Business exposure

Fair prices

Source of positive emotions…

Educating customers

Source of income

Customer loyalty

Direct sales/no middleman

Relationships with other vendors

Meeting new people

Building community

Pride in providing healthy, local…

Connecting and interacting with…

FIGURE 21|Themes on the best part of selling at farmers markets by number of participants 

(n=370)
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7
7
7
8
9
10
11
11
13
14
14
15
16
17

22
24
26

32
47

52
66

Not enough farm vendors
Market not accepting new vendors

Keeping product fresh
Market management

Difficult customers
Attracting customers

Breaking even
Customers not buying product

Market fees
Prepping for market

Labor/staffing
Administrative challenges

Knowing how much product to bring
Physical challenges/aging

Unpredictable sales
Low foot traffic/sales

Long drives and gas prices
Competition/ Saturation

Time commitment/ long days
Weather

Setting up/taking down

FIGURE 22|Themes related to the most challenging part of selling at farmers markets by 

number of participants (n=360). For example, 66 participants’ responses included mention 

of setting up/taking down.
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8
9
10
10
11
11
11
11
11
12
12
15
15
17
17
18
20
20
21
22

34
34

51
97

Podcasts
Accountant

Self-taught/ Trial and error
Green Book/ Farm guide

Farmer networks
Classes and workshops

Conferences
Federal agencies

Experience
Mentors

Publications (e.g. magazines,…
WSFMA

Small Business Administration…
Books

Google
Specific farmers or farmer groups

Extension agencies
Social media

Family, friends, or neighbors
YouTube

Farmers market manager
State agencies

Online sources (general)
Other farmers/vendors

FIGURE 24|Survey 

participants listed the top three 

sources of information, training, 

or support that they go to for 

help related to running their 

farm business. n=237). 
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4. Costs up, Prices same

34%

56%

1%

9%

Increase prices Keep prices the
same

Decrease prices Don't know

FIGURE 17|Whether survey participants planned to increase their prices, keep 

their prices the same, or decrease their prices at farmers markets in 2025 

compared to 2024 prices (n=342)
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5

6

8

9

9

10

10

15

19

28

33

Matching other vendors…

Seed costs increasing

Cost of living increasing

Production costs increasing

Tariffs

Gas prices increasing

Material costs increasing

Inflation

Input costs increasing

All other costs increasing

Labor costs increasing

FIGURE 17|Themes related to factors contributing to vendors’ decision to increase prices in 
2025 by number of participants (n=103). For example, 33 participants’ responses included 
mention of labor costs

FACTORS RE PRICE INCREASE
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5. Food Access: Sales + 
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FARMERS WHO COUNT!
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NEXT STEPS

• SHARE SUMMARY REPORTS
• CONFIRM/REFINE FINDINGS
• REGROUP PARTNERS TO DISCUSS
• PUBLISH FULL REPORT
• WORK ON THE ‘SO WHAT’?
• GET IN HANDS OF KEY PEOPLE

+ SHARE AT VENDOR MEETINGS??
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Thank You!


