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• Provides a baseline from which 
to measure future change

• Helps identify trends
• Helps make informed decisions
• Helps answer key questions
• Shows the impact of 

       your farmers market

W h y c o lle c t  d a t a ?

Da t a  p ro vid e s yo u  w it h  t h e  in fo rm a t io n  
t h a t  w ill h e lp  yo u  a sse ss h o w  t h e  fa rm e rs 
m a rke t  is d o in g  a n d  p la n  fo r t h e  fu t u re ! 



• SNAP EBT & WIC & 
Senior FMNP sales to 
show support to food 
access

• # of Vendors per Day
• # per Vendor Category

Gro ss  Sa le s  Da t a

Typ e s  o f Da t a
Qu a n t it a t ive  Da t a

• Bre a kd ow n  b y 
ve n d o r ca t e g o ry 
(Ag , P re p a re d  Food , 
Cra ft s, e t c .)

• Ave ra g e  d ist a n ce  food  
t ra ve ls t o  g e t  t o

       you r m a rke t

Of t h e  m a rk e t  o n  t h e       
co m m u n it y

Ve n d o r & Cu s t o m e r 
De m o g ra p h ics  

• #  a c re s o f la n d  in  
Ag  p rod u c t ion  
su p p o rt e d

Eco n o m ic  Im p a c t



• Get new ideas 
about your market 
from customers

• Evaluate the impact of 
market decisions

Typ e s  o f Da t a
Qu a lit a t ive  Da t a

• He lp  Illu st ra t e  
ove ra ll h e a lt h  a n d  
p e rfo rm a n ce  o f 
m a rke t  fo r re p o rt s

• He lp s m a ke  n e w  d e c ision s

• “Th e  W h y” com m u n it y 
p a rt n e rs & st a ke h o ld e rs 
sh ou ld  su p p o rt  t h e  m a rke t

• De scrip t ion s, 
a n e cd o t e s, 
op in ion s, q u o t e s 
a n d  in t e rp re t a t ion s

• Te ll you r m a rke t ’s 
st o ry!



• Gro ss  Sa le s
• Vis it o r  Co u n t s
• Vis it o r  Su rve ys

W h a t  d a t a  t o  c o lle c t ?

87% of visitors come to 
market to purchase 
fresh produce!



Go a l o f fa rm e rs  m a rk e t s  is  t o  
g e n e ra t e  in co m e  fo r  t h e ir  
ve n d o rs

• Tracking weekly sales, you 
will be able to assess 
market’s health and viability

• Track whether activities you 
do to improve your market 
are having an economic 
impact! 

Co lle c t in g  Gro s s  
Sa le s  Da t a A Ye a r In c re a se  Ra t e5K



After several years of tracking you see trends 
in  yo u r m a rke t  se a so n : w e e k-t o -w e e k, 
m o n t h -t o -m on t h , & se a so n -t o -se a so n  

• Sa le s d a t a  w ill h e lp  w it h  m a kin g  d e c isio n s:
⚬ Wh e n  t o  o p e n /c lo se  fo r t h e  se a so n
⚬ Wh e n  t o  h o st  sp e c ia l e ve n t s
⚬ Wh e n  yo u  n e e d  t o  b o o st  a d ve rt isin g
⚬ Ne e d  n e w , m o re  o r d ive rse  ve n d o rs?

Co lle c t in g  Gro s s  
Sa le s  Da t a

A Ye a r In c re a se  Ra t e5K



Production Ot h e rs Th in g

10K+ 1K+

Ne e d  10 0 %  p a rt ic ip a t ion  fro m  ALL ve n d o rs
⚬ An o n ym o u s  
⚬ Yo u  n e e d  a  syst e m  t o  co lle c t  sa le s d a t a

⚬ Exp la in  w h y yo u  a re  co lle c t in g  sa le s d a t a
⚬ Ha ve  a  t ra n sp a re n t  p ro ce ss in  p la ce  fo r 

h o w  yo u  u se  t h e  d a t a  a n d  w ill sh a re  d a t a  
co lle c t e d

⚬ Re p o rt  b a ck  t o  ve n d o rs  h o w  m a rke t  is 
p e rfo rm in g  b a se d  o n  sa le s d a t a

Ho w  t o  c o lle c t  s a le s  d a t a

75K



Production Ot h e rs Th in g

10K+ 1K+

Co lle c t  w e e k ly g ro s s  s a le s  d a t a  
⚬ Usin g  p a p e r slip s co m p le t e d  b y e a ch  

ve n d o r a n d  t u rn e d  in  via  ve n d o r e n ve lo p  t o  
m a rke t  
￭ At  sa m e  t im e  co lle c t  SNAP EBT t o ke n s, 

m a rke t  t o ke n s, POP t o ke n s e t c .
⚬ Vo lu n t e e r/m a rke t  st a ff co lle c t s a t  e n d  o f 

m a rke t  fro m  e a ch  ve n d o r
⚬ Use  a  ce n t ra lly lo ca t e d  co lle c t io n  b o x
⚬ Use  o n lin e  fo rm (s) (Go o g le  Fo rm s; Mic ro  

So ft  Fo rm s; Su rve y Mo n ke y, e t c .) 

Ho w  & W h a t  t o  Co lle c t

75K



Ho w  & W h a t  t o  Co lle c t

10K+

Best practice for markets is to collect at 
m in im u m : 

• Ag ricu lt u ra l Sa le s 
⚬ Pro d u ce
⚬ Me a t s, p o u lt ry, e g g s, e t c .
⚬ Va lu e  Ad d e d  Pro d u c t s

• Pre p a re d  Fo o d  Sa le s
• Ho m e -Ba se d  Ve n d o rs
• Cra ft  Sa le s
• Se lf Ca re  P ro d u c t  Sa le s
• To t a l Gro s s  Sa le s



Re co m m e n d e d  t h a t  yo u  t ra ck  b y w e e k , m o n t h  & 
se a so n :

• Gross sales totals 
• Sales by category breakdowns and averages 
• Number of vendors
• Average sales by vendor

Get all the data into Excel spreadsheet(s) or 
Google Sheets which will enable you to see 
what is going on!

Lo o k in g  a t  Sa le s  Da t a

Re s o u rc e : 
h t t p s :/ / fa rm e rs m a rk e t m e t r ic s .g u id
e / re s o u rc e s /



• Provide an indicator on how a market is doing
• Knowing that customer traffic is increasing, 

decreasing or holding steady = taking the 
pulse of the market

• Helps market and board make important 
decisions

It ’s  im p o rt a n t  t o  p re p a re  ve n d o rs , m a rk e t  s t a ff & 
vo lu n t e e rs  a h e a d  o f t im e !

Yo u  a re  co u n t in g  visit o rs t o  t h e  m a rke t
⚬ So m e  visit o rs m a y b e  sh o p p e rs, 

so m e  a re n ’t .

Vis it o r  Co u n t s



• If you conduct just one count per season
⚬ Yo u  w ill g e t  a  b a sic  u n d e rst a n d in g  o f h o w  

m a n y visit o rs yo u  h a ve  co m in g  t h a t  p a rt icu la r 
d a y

• Th e  m o re  co u n t s yo u  h a ve  t h e  m o re  d a t a  yo u  w ill 
h a ve  t o  w o rk w it h  t o  se e  p a t t e rn s, a n o m a lie s, 
t re n d s, e t c .

• Aim  t o  d o  a t  le a s t  t w o  co u n t s , p re fe ra b ly 3-4  
co u n t s , p e r  s e a so n
⚬ Pro vid e  m o re  d a t a  t o  se e  p a t t e rn s a n d  t re n d s
⚬ So lid  d a t a  h e lp s ve n d o rs a n d  m a rke t  

m a n a g e r &  le a d e rsh ip  m a ke  g o o d  d e c isio n s

Fre q u e n cy o f Co u n t s :
Vis it o r  Co u n t s



• Consider choosing dates carefully and then 
repeat visitor counts on those same dates 
each year
⚬ Ma ke  n o t e s a b o u t  o t h e r fa c t o rs t h a t  m a y 

h a ve  im p a c t e d  t h e  co u n t s o n  d a t e  t a ke n

W h e n  t o  co n d u c t  co u n t s :

Vis it o r  Co u n t s

Qu e s t io n s  Vis it o r  Co u n t s  Ca n  An sw e r:
• Do  visit o rs in c re a se  d u rin g  e ve n t s & a ft e rw a rd s?
• Are  t h e  h o u rs o f yo u r m a rke t  rig h t ?
• Ra t e /fre q u e n cy p e o p le  co m e  in t o  t h e  m a rke t  

fro m  d iffe re n t  e n t ra n ce s
⚬ He lp s d rive  ve n d o r lo ca t io n



Co n s id e r:

Lo g is t ic s  fo r  Vis it o r  Co u n t s  

Do e s  yo u r m a rk e t ’s  la yo u t  a ffe c t  yo u r a b ilit y t o  co n d u c t  
co u n t s ?

⚬ Locate all points -o f-e n t ry
⚬ Blo ck o ff se co n d a ry e n t ra n ce s fo r t h a t  d a y

• Are  t h e re  w a ys t o  co n d u c t  co u n t s w it h  t e ch n o lo g y o r 
u se  m a n u a l c lick co u n t e rs?
⚬ Ph o n e  a p p s; d ro n e s; co u n t in g  ca rs; e t c .

• If u sin g  m a rke t  st a ff & vo lu n t e e rs, h o w  m a n y w ill yo u  
n e e d  t o  h e lp  yo u  d o  t h e  co u n t s?

• Wh a t  m e t h o d o lo g y w ill yo u  u se ?



Me t h o d s
• Fu ll Vis it o r  Co u n t s

⚬ attempt to count every single visitor attending 
market during one day

• Sample Counts
⚬ pick a certain time of each hour to conduct counting;
⚬ final count is adjusted with a multiplier to get 

estimate of how many visitors market during that 
hour

• Walk Through Counts
⚬ when one or more counters walk through the market 

at predetermined time and take a headcount of each 
person that’s at the market at that time



W h o  t o  Co u n t

Me t h o d s

• Will you count just adults or also children?
• Some markets count older children as long as they 

look like they may also be shoppers?
• Some markets count children separately!
• Don’t count visitors that re -enter
• Don’t count vendors
• Important to agree and to set standards so that counts 

are consistent between counters and comparable over 
time

Visitor Count Template available from the 
Farmers Market Coalition:
https://farmersmarketmetrics.guide/resources/



Ve n d o r Su rve ys
Fro m  Th e  Fa rm e rs  Ma rk e t  Co a lit io n : 

• Info collected tells who is benefitting from 
selling at your market 

• How their farming/production practices 
benefit the community
⚬ Ju st  13 q u e st io n s a ske d  1x ye a r p ro vid e  yo u  

d a t a  o n  t h e  im p a c t  yo u r m a rke t  h a s o n  t h e  
la n d , lo ca l e co n o m y & lo ca l fa rm e rs 

Re so u rce :
h t t p s://fa rm e rsm a rke t m e t ric s.g u id e /re so u rce s/



Vis it o r  Su rve ys
Un d e rs t a n d  m o re  a b o u t  yo u r cu s t o m e rs !

• Responses can help you understand who 
are your customers

• Responses can help test theories about 
your customers and the market 

• Responses fill gaps and provide actual data
• Responses will help gain insight(s) that 

may be missed by market leadership and 
vendors

Visitor Surveys are typically done when 
visitor counts are done!



Vis it o r  Su rve ys
Qu e s t io n s  t o  a sk :

• Who your customers are
⚬ d e m o g ra p h ic s
⚬  w h e re  t h e y live  - Zip  co d e
⚬ t h e ir sh o p p in g  h a b it s

• Wh a t  cu st o m e rs w a n t  t o  se e  ch a n g e d  o r h e ld  co n st a n t  
a b o u t  t h e  m a rke t

• Qu e st io n s a b o u t  t h e  m a rke t in g /a d ve rt isin g
• Qu e st io n s a b o u t  p ro g ra m s a n d  e ve n t s

*It ’s  im p o rt a n t  t o  le t  yo u r vis it o rs  & 
ve n d o rs  k n o w  w h e n  yo u  a re  su rve yin g !
*Ke e p  t h e  su rve y sh o rt !



Advertising Prod u c t ion Ot h e rs Th in g

Ma rk e t  Um b re lla ’s  St ic k y Ec o n o m ic  
Eva lu a t io n  De vic e  (SEED)

10K+ 1K+

SEED Su rve y - u se d  t o  m e a su re  e co n o m ic  
im p a c t  o f yo u r m a rk e t  o n :

• yo u r ve n d o rs
• h o st  n e ig h b o rh oo d
• su rro u n d in g  re g io n

Co m b in e d  w it h  visit o r co u n t  o n  sa m e  d a t e , d a t a  a n a lysis u se s a  m u lt ip lie r 
e ffe c t  t o  c re a t e  a n  im p a c t  re p o rt  a b o u t  sp e n d in g  fo r t h a t  d a y a n d  t h e  
e n t ire  se a so n  b y p ro je c t in g  t h o se  d o lla rs b e in g  re c ircu la t e d  in  t h e  la rg e r 
lo ca l e co n o m y.



Advertising Prod u c t ion Ot h e rs Th in g

SEED Su rve y a s k s  q u e s t io n s  a b o u t :

10K+ 1K+

• t h e  fre q u e n cy w it h  w h ich  t h e  cu st o m e r sh o p s a t  t h e  
m a rke t

• if t h e  m a rke t  is t h e ir p rim a ry re a so n  fo r visit in g  t h e  
n e ig h b orh ood  o n  t h a t  d a y

• h o w  m u ch  t h e y e st im a t e  t h e y sp e n t  a t  t h e  m a rke t
• if t h e y t h in k t h e y w ill sp e n d  m o n e y e lse w h e re  in  t h e  

n e ig h b orh ood  t h a t  d a y
• if ye s, h o w  m u ch
• cu st o m e r zip  co d e
• cu st o m e r g e n d e r

SEED To o l Ava ila b le  fro m  
m a rk e t sh a re :  
h t t p s ://w w w .m a rk e t u m b re lla .o rg /
m a rk e t sh a re /o rg a n iza t io n s /s ig n u p



Th e  Su rve y
• Pen and paper survey 

⚬ Ma ke  m u lt ip le  co p ie s a va ila b le
• Su rve y in  Go o g le  Fo rm s, Mic ro so ft  Fo rm s o r Su rve y Mo n ke y

⚬ QR Co d e  a va ila b le  t h a t  d a y o n ly
• Do t  Su rve ys - Ch a rt s & Do t s

⚬ Ea ch  q u e st io n  w it h  a n sw e r o p t io n s o n  1 ch a rt

Da t a  An a lys is
• SEED Su rve y To o l- in p u t  yo u r d a t a  o n lin e  

SEED d a t a  a n a lysis fo rm
• Go o g le  Fo rm , Mic ro so ft  Fo rm s o r Su rve y 

Mo n ke y p ro vid e  re p o rt s



Lo g is t ic s  fo r  Vis it o r  Su rve ys
• Recruit surveyors to help administer survey or 

answer questions on what is happening
⚬ Ma rke t  st a ff
⚬ Vo lu n t e e rs
⚬ Bo a rd  m e m b e rs

• Tra in in g  yo u r su rve yo rs 15-30  m in u t e s b e fo re  
su rve y is t o  st a rt

• Lo ca t ion  - t h in k  co m fo rt a b le
⚬ Sh a d e d  a re a  o r a  t e n t
⚬ Ta b le  w it h  ch a irs
⚬ Wa t e r co o le r & cu p s o r w a t e r b o t t le s

• “Th a n k yo u ” it e m s fo r t a kin g  t h e  su rve y



• Fa rm e rs  Ma rk e t  Co a lit io n
⚬ https://farmersmarketmetrics.guide/
⚬ https://farmersmarketmetrics.guide/resources/

• Farmers Market Metrics: A Toolkit for 
Collecting & Using Data  
⚬ https://www.nofavt.org/sites/default/files/files/res

ources/farmers_market_metrics_final_0.pdf
• Results of Dot Survey, USDA Outdoor 

Farmers Market
⚬ https://www.ams.usda.gov/sites/default/files/medi

a/Results%20of%20DOT%20Survey%20 -
%20USDA%20Outdoor%20Farmers%20Market.p
df

Re s o u rc e s :



THANK 
YOU

For questions, contact Christina at 
c fe rro li@icd c .co o p
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