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Managing a Farmers Market for Success I: 
The Power of Farmers Markets 

 
Randii MacNear 

Davis Farmers Market Manager 
www.davisfarmersmarket.org 

rmacnear@dcn.org 
 
To Strengthen Farmers' Markets for the benefit of Farmers, Consumers and Communities.... 
 
What is happening nationwide with farmers markets? 
With over 3000 farmers markets, our industry is exploding. 
 
"Farmers' markets are definitely here to stay, and they continue to expand and are an important direct 
marketing strategy for farmers," says Randii MacNear, manager of the Davis Farmers' Market in Davis, 
Calif. "It's important for us as manager to be as effective as possible. We have so much to learn from each 
other. It's important to stay in touch and become united so we have a voice in issues important across the 
United States and Canada. We need strength in numbers." 
 
The need for a North American Farmers' Market Coalition has been the evident for some time. Those who 
wanted to make the Coalition a reality have joined together to move forward on this project. 
 
To learn more about the Farmers' Market Coalition, find out how you can join, or take part in the 
discussion forum, go to www.nafdma.com/fmc.  The Farmers Market Coalition website allows all 
markets nationwide to communicate in an active on line forum.  You can also access all the FMC archives 
of past documents and meeting minutes, find out which markets are working together for common goals 
and find links to a cornicopia of resources.  
 
Excerpt from the www.nafdma.com/fmc website 
 
Farmers’ Market Coalition 
1.1 Definition 
The Farmers’ Market Coalition (FMC) is a subsidiary of NAFDMA. It will operate under 
the NAFDMA by-laws, and the NAFDMA management company and maintain the 
NAFDMA Executive Director as its Executive Director. It shall, however, exercise some 
self-governance with its own Council, who will coordinate FMC work with the goals and 
policies set by the NAFDMA Board of Directors. The FMC Council Chair shall be 
elected by the FMC Council, and will serve on the NAFDMA Board of Directors. 
 
1.2 Mission 
To strengthen farmers’ markets for the benefit of farmers, consumers and the community. 
 
1.3 Goals 
a) Serve as a clearing house and information center for farmers’ markets across the 
United States. 



b) Create a national policy voice for farmers’ markets 
c) Foster strong state and regional farmers’ market associations 
d) Bring private and public support to the table to sustain farmers’ markets in the long 
tern, for the benefit of farmers, consumers and communities 
e) Gather existing research, support and conduct research and put together 
documentation about farmers’ markets and their impact. 
f) Promote farmers’ markets to the public in ways that complement (but do not 
duplicate) existing efforts. 
g) Serve as a resource for educational programming related to farmers’ markets and for 
farmers, managers and boards of directors. 
 
1.4 Membership 
All members of NAFDMA will be joint members with FMC by indicating their wish to 
be a part of the FMC on their annual membership form. A portion of their annual 
NAFDMA dues will be assessed and set aside for use by the FMC. The portion of dues to 
be distributed to FMC will be determined by the NAFDMA board, with 
recommendations by the FMC Board. 
 
1.5 FMC Council 
a) The FMC Council will develop operating procedures, set policies for the FMC, and 
establish programs and services for its members. The Council will consist of 15 
members from the general membership. 
 
 
Look what is happening in the future for the Farmers Market Coalition:  
 
Excerpt from Nafdma/FMC Cooperative Agreement... 
 
Farmers Market Coalition & the NAFDMA Conference 
5. Develop a work plan of all project activities required to meet identified project 
goals and objectives. Submit a work schedule of proposed work activities 
indicating target start dates and activity durations. 
6. Plan and coordinate one full day’s Farmers Market Coalition Annual meeting at 
the 2005 NAFDMA Conference in Boston, MA. Identify the Federal Agency as 
a sponsor of the meeting and the NAFDMA Conference. 
7. Identify speakers for the 2005 NAFDMA Conference who will deliver 
presentations targeted specifically to farmers who sell at farmers markets. 
8. Produce proceedings of the conference and distribute an electronic copy to the 
Federal Agency. 
9. Develop, distribute, collect and tally an evaluation of the 2005 FMC Annual 
Meeting from participants and provide the Federal Agency with the results. 
 
Farmers Market Coalition Capacity Building Activities 
10. Develop a work plan of all FMC project activities required to meet identified 
goals and objectives. Submit a work schedule of proposed FMC work activities 
to the Federal Agency indicating target start dates and activity durations. 
11. Establish an FMC communications and data analysis network to: a) Coordinate 
coalition data and analysis activities, b) Serve as a clearing house and distribution 
center for farmers market issues, c) Organize, establish, initiate coalition 
objectives and partnerships with Federal and state agencies and other entities to 
accomplish FMC goals, and d) Serve as a liaison with farmers, market managers, 



market organizers and associations, Federal and state entities, and the Federal 
Agency to provide farmers and market managers technical assistance and 
marketing, policy, and regional opportunities. 
 
Regional Training and Informational Workshops 
12. Plan and coordinate five (5) regional training and informational workshops 
across the U.S. 
13. Conduct an extensive nationwide assessment of the EBT programs by state that 
will be conveyed by interviews with project managers/leaders at farmers markets 
and thorough research of available companies that offer wired and wireless EBT 
technology. Develop and present results, best practices, and how-to information 
at the workshop meetings. 
14. Identify, assess, and evaluate insurance company options, by state, for farmers 
markets. Prepare and present information to address options, issues, and 
concerns at the workshop meetings. Identify insurance company representatives 
to present and discuss farmers market personal liability insurance options that 
address participant questions during the workshops. 
15. Coordinate an open forum at the workshop meetings for farmers’ market 
managers to discuss broad-based trends, opportunities, and emerging policies and 
issues. 
16. Develop and distribute a multi-media tool chest that will provide workshop 
participants with national farmers market relative statistics and resources. 
Develop a presentation on the benefits of farmers markets for use in educating 
the public and policy makers. 
 
Farmers Market Policy Summit 
17. Develop a work plan of all project activities required to meet identified project 
goals and objectives. Submit a work schedule of proposed work activities 
indicating target start dates and activity durations. 
18. Plan and coordinate a two-day Farmers Market Policy Summit in 2005. Identify 
the Federal Agency as a sponsor of the summit. 
19. Identify speakers for the 2005 Farmers Market Policy Summit who will deliver 
presentations targeted specifically to policy issues that affect farmers markets. 
20. Produce proceedings of the conference and distribute an electronic copy to the 
Federal Agency. 
 



MAPPING YOUR ROUTE TO THE FUTURE

Great Lakes Fruit, Vegetable & Farm Market EXPO
DeVos Place Convention Center

Grand Rapids, MI
December 7-9, 2004

Managing a Farmers’’ Market for Success II

Thursday afternoon 1:00 pm 

Where: Gallery Overlook Room D (upper level)

Moderator: Susan Smalley, Crop & Soil Sciences Dept., MSU 

1:00 p.m. Market Rules that Work

• Trina Pilonero, Silver Heights Farm, Jeffersonville, NY

1:45 p.m. Sampling and Other Food Safety Challenges

• John Tilden, Food and Dairy Division, MDA

2:15 p.m. Davis Farmers’’ Market: What Works

• Randii MacNear, Davis Farmers' Market, Davis CA

2:50 p.m. How To Learn More



 
 
 
 
 

Market Rules That Work 
  

Trina Pilonero, Silver Heights Farm, 216 Eggler Road, Jeffersonville, NY 12748 
845-482-3608 845-482-3608       slvrhgts@catskill.net 

Member, Board of Directors, Sullivan County Area Farmers’ Market, Inc. (SCAFM) 
Member, Board of Directors, Farmers’ Market Federation of New York State 

Member, Governing Council, Northeast Organic Farming Association-New York 
  
Farmer’s markets come in all sizes, with a multitude of purposes, organized by many different groups and 
individuals, and serve many different kinds of communities.  Without some form of guidance, markets 
can become highly disorganized and fall apart.  The role of rules is to keep a market intact, define its 
purpose, and make it possible to be administered in an effective manner.  There are no universal 
guidelines for “the best” set of rules for every market, but there are some general guidelines that every 
market can consider for developing and enforcing rules. 
  
Before developing any rules, the organizers of a market need to answer several questions about their 
particular market.  Why is this market being created?  What is the purpose or philosophy of this particular 
market?  Who will benefit from the market?  A mission statement for the market is appropriate for this 
purpose.  Not-for-profit groups need to develop a mission statement for legal reasons, including 
mentioning what will happen to funds if the group disburses.  A mission statement simply identifies 
why the market is being created and who benefits from its existence.  Such a statement should be very 
simple:   

  
(This market) is here to serve (this locality) by providing locally grown, fresh, high quality produce 
and products, and to provide an opportunity for local farmers, producers and artisans an economic 
outlet within (this locality). 
  
(This market) is a showcase for (locally) (regionally) grown food and other farm-related products, 
providing an alternative marketing opportunity that allows farmers and consumers to interact directly 
with each other (rather than through a third party). 
  
(This market) provides the opportunity to preserve the connection between farmer and consumer, and 
to educate consumers about the benefits of preserving local agriculture and the benefits of using 
locally produced foods. 
  
(This market) strives to enhance the quality of life of (this community) by creating a social 
opportunity to gather and interact.  (This market) further strives to bring more foot traffic to the 
downtown, providing local merchants the opportunity to strengthen their businesses and keep the 
downtown economically viable. 
  
(This market) serves as (name of association) marketplace for excess produce from local gardeners.  
Local value-added food producers and cottage industries will be provided opportunity to directly 
interact with consumers in (this neighborhood) as well.  Educational programs will be conducted 
about nutrition on a regular basis.  The (marketplace) will provide a social outlet for (this 
community). 



  
Notice that in all of these mission statements both providers and consumers of products are identified.  
The market organizers should understand who the market will be serving on the consumer end.   
  
Market rules define more precisely who is eligible to participate as a vendor.  Will this market be a 
producers-only market, will “carrying” be permitted (re-selling another’s products), will value added 
products be allowed, will artisans or cottage industries be allowed?  Will drop-in vendors be permitted?  
Will local groups (churches, not-for-profits, 4-H…) be permitted to participate on an occasional basis, 
will take-home foods be permitted, will there be entertainment or education?  Some markets define what 
locality the vendors must come from – within a 50 mile radius, within the county or multi-county area, 
within the state, within a 3 hour drive…. Statement of who qualifies as an eligible vendor must be clear so 
that enforcement cannot be easily challenged. 
  
Market rules also provide the opportunity to define eligible products.  Some markets are very 
specific about what produce and products can be sold.  Is the market  a produce-only market?  Can more 
than one vendor offer the same produce?  Are plants (herbs, bedding, landscape) and cut flowers allowed?  
Will eggs, meat, honey, maple syrup, jams & jellies, baked goods, wine, and soaps and cosmetics be 
allowed?  The larger the market, the more important this parameter becomes.  A market with 3 or 4 
vendors needs as much product as possible to remain economically viable.  A 20+ vendor market needs to 
ensure that all vendors have the opportunity to make money without allowing overly intense competition 
when everyone is selling the same products.  So a 20+ market could benefit from having a value-added 
aspect beyond produce only. 
  
Market rules need to create certain provisions that address effective operation of the marketplace. 

1. Identify the sponsor or organizer of the market. 
2. Identify the day-to-day decision maker (market manager) and define that individual’s 

responsibilities. 
3. Enumerate the rules for market operation.  Agreeing to abide by the market rules should be part 

of a legally binding agreement between the vendor and the market, or rules cannot be enforced.  
Have the applicant sign an agreement to abide by the rules and regulations in the application 
process.  (See  #8 for specific kinds of rules.) 

4. Vendor and product eligibility are defined.  Carrying rules or producer-only requirements are 
defined.  Other terms should be defined (farmer, other eligible vendors, organic, locality). 

5. Location of markets are identified.  Set out hours and days of operation. 
6. Membership fees to the market are stated.  Space fees and payment requirements are stated. 
7. The application process needs to be clear cut.  The vendor should know who/what group reviews 

each application.  Are there any privileges extended to prior vendors, such as space assignment or 
preference in the acceptance process? 

8. Guidelines for selling should include signage for the farm and products, posting of prices and 
pricing guidelines, whether or not pre-market sales are acceptable, whether a vendor can leave 
early or arrive late on a market day, arrival times for set-up and times for departure, providing 
vendors own displays, pets in the marketplace, who are acceptable representatives of the vendor 
at the market, cleanliness of the selling space, quality of the product sold, courtesy towards 
customers and other vendors and the market manager, deceptive advertising/packaging not 
permitted, parking, sampling, hawking, smoking, non-attendance and notification of inability to 
attend, use of legal scales, specific rules for food handling that may not be covered by regulations 
of the locality or state, participation in FMNP or Food Stamps, allowance for end of market 
discounting (not recommended), allow producers to buy from other vendors before market opens, 
and require vendors to comply with local, state and federal regulations and laws.  

9. Necessary licensing and permits are to be submitted to the organizers as well as displayed at 
market.  (This fits the regulatory aspect of markets for localities and the state.) 



10. Violations of rules and regulations need to be dealt with.  Define a clear-cut procedure.  Enforce 
the rules.  Or the rules become meaningless.  Establish how to report of violations (how and to 
whom), and how to notify vendors about the violations (informal spoken, formal written) and 
develop a procedure for enforcement (suspension or removal after X # or severity of violations 
for 1 or more or all market days, financial penalties).  Compliance with rules should be 
incorporated into the application approval.  Can vendors complain about others violating rules?  
Is there an appeal process? 

11. Insurance requirements need to be defined.  Does the market itself carry insurance?   Is it enough 
that a vendor have farm insurance, or should they also name the market as an additional insured? 

12. Are there provisions for changes in ownership of a vendor’s farm or business?  Are there waiting 
lists for eligibility (and seniority on such list)?  Is there a seniority list for space assignments? 

13. Develop a hold harmless and indemnification clause acceptable to whoever gives the market legal 
advice.  Decide whether the locality should be included.  As part of the application process, the 
vendor should agree that the market organizers and other sponsors are protected from legal and 
financial liability in accidents and other incidents at the marketplace. 

14. Provide for and conduct farm/business inspections to verify that the vendor is producing what 
they are selling.  (This is already required by NYS for participating vendors of FMNP.)  Decide if 
a detailed farm plan is necessary for this process.  Is there a fee if violations are found with 
inspection of facilities?  Who conducts the inspections? 

15. If there is a board of directors or a directing committee for the market organization, how they are 
“tapped” to serve should be defined.  Terms and limitations of offices and types of administrative 
committees should be defined. 

  
Make a provision for a regular review of rules so that rules remain effective.  Rules can be dropped, 
changed and added as needs present themselves.  And keep rules as simple as possible.  Complicated 
rules are confusing, often not understood, and hard to enforce if vendors get a headache trying to interpret 
their meaning.  For instance, if absolutely no selling is allowed before market is open, say so.  If there are 
exceptions to selling before market opens, be specific:   
  
Sales before market opens are allowed in the following instances only: 

1.  Sales to other vendors. 
2.  Sales to customers who have placed an order at a prior market, and the market manager is notified 

before the customer is allowed to get the order. 
3.  Sales with market manager approval only. 
4. Violations to these rules will result in a written notification, which can lead to (suspension, 

expulsion, tarring-and-feathering….)  
  
Enforcement of a markets’ rules need to be fair and consistent.  SCAFM has not had a procedure for 
enforcement until recently.  However, the need for enforcement has been present since the very 
beginning.  Vendors tried to sell before market opened, even though this was not permitted.  A tough 
market manager put a stop to most early sales.  Vendors tried to be completely packed up by the official 
end of a market, when rules required that they have their product displayed until the end of advertised 
selling hours. 
 
It is discouraging to vendors to keep the wares on display when there are few customers around.  But, 
advertised hours mean that their products should be available to their customers, should they choose to 
come to market.  Vendors are now allowed to consolidate their displays, but complete packing up is 
allowed only after market officially closes.  Again, a persistent, tough market manager has made the 
difference.  In both cases, early sales and early packing up, verbal warnings have sufficed.  Discipline has 
yet to be a real problem in these areas. 
  



However, SCAFM has had vendors that tried to sell products that they misrepresented as grown by them, 
when the products were actually carried.  When faced with a farm inspection, those vendors have 
voluntarily withdrawn from the market.  A vendor spit tobacco juices into the strolling area of the 
marketplace.  The threat of calling the Health Department put a stop to those actions.  Another vendor 
placed baked goods on the ground (market rules require food items to be at least a foot off the ground) 
and refused to cover other baked goods (Health Department regulations).  After too many requests to 
comply, the vendor was expelled.  Another vendor strolled through the market before opening and re-
priced his product with considerably lower prices.  The market manager stopped that practice 
(undercutting of prices not allowed).   
  
Quite a few other minor infractions of rules and regulations occurred, until the board of directors finally 
decided to institute a disciplinary procedure.  The procedure is still new and probably needs refinement.  
Basically, the market manager is given the discretion to issue verbal warnings that have no “teeth” so that 
the vendor can fall back into compliance without being penalized as long as compliance is immediate.  
(People do forget rules and regulations, and a reminder is usually all that is necessary.)  However, if the 
market manager decides that the vendor is not responding to the verbal warnings or that the violation is 
blatant and important, 2 written warnings in a market season are issued before true financial impact to the 
vendor is enforced.  With the issuance of a third written warning, the vendor is not allowed to attend the 
market the following week.  With the issuance of another warning, the vendor cannot attend any of the 4 
markets they are in during the next 2 weeks.  With the issuance of a final warning, the vendor is expelled 
from the market for the remainder of the season.  The vendor continues to owe fees for stall space when 
suspended. 
  
If you stop and think about rules violations, some violations are considerably more important than others.  
For instance, not posting prices is not as important as selling spoiled meat.  The type of penalty should 
meet the nature and importance of the violation.  Forgetting to post prices does not potentially kill a 
customer, while salmonella in spoiled meat can kill the customer – and the marketplace!  Rules should 
provide a sliding scale of penalties based on numbers and severity of violations.  Markets need to decide 
if fines should be paid, suspension from whatever number of market days and expulsion are appropriate. 
  
Furthermore, markets need to provide an opportunity for non-frivolous complaints to be filed by other 
vendors and by customers without threats of recriminations.  Usually, a “heads-up” stated to a market 
manager should be sufficient, if there is an appropriate enforcement policy handy.  Some markets attach a 
fee that is refundable only if the violation is proven and results in discipline of the offender.  This helps 
cut down on frivolous complaints.  
  
Vendors also must have the right to defend themselves against accusations in front of whatever 
enforcement group is set up by the market.  And those found in violation ought to have the opportunity to 
appeal decisions.  Not all individuals are “nice” to be around, and managers and sponsors may disfavor 
certain individuals enough to the point of persecution.  The right for a hearing helps keep management 
abuses in line. 
  
When SCAFM was being set up in 1995, we reviewed copies of rules and regulations from other farmers’ 
markets throughout the state.  We  earmarked every rule we thought would be pertinent to our market in 
each set of rules we found.  Then, we re-ordered the rules into the following framework: 
 Mission Statement 
 General Rules (how the organization is run) 
 Items for Sale (day to day operations in the marketplace) 
 Regulatory Guide  (State, local, SCAFM legal requirements) 
  Insurance 
  Sanitation 



  Products 
  Deceptive Advertising Is Not Acceptable 
  Deceptive Packaging Is Illegal (with phone # for agencies) 
  Definitions  
  
The rules are reviewed and revised every January by the newly elected Board of Directors.  State and 
local regulations and contact phone numbers are reviewed and updated.  Rules can also be revised or 
added anytime during the year by the Board of Directors.   
  
The application is revised every year.  On the application, we have added size of vehicle to help the 
Market Manager decide where to assign appropriate spaces.  We also have requested permission to post 
appropriate vendor websites or e-mail addresses on the SCAFM website.  The application asks for 
appropriate information for our database.  It includes a checklist so that we receive a complete application 
from the get-go: 
  
  _____  Completed application 
  _____ Completed listing of produce and products 
  _____ Membership fees 
  _____ 2 week stall deposit fee 
  _____  Photocopy of Sales Tax Certificate if you sell taxable items 
  _____ Copy of Certificate of Insurance for general (premises and 
   product) liability naming SCAFM, Inc., as an additional insured. 
   (Name & phone of SCAFM insurance agent included.) 
  
The application also includes a Vendor Compliance and Indemnity Agreement with a required signature: 
  

I (we), the undersigned, have read the Rules and Regulations of SCAFM, Inc., and do agree to 
abide by all these rules and regulations. 
  
I (we) further agree to operate my (our) stall in accordance with these rules and regulations and to 
pay all applicable fees as set out in the rules and regulations.  I (we) do understand that the stall 
fee, length of season and hours of operations are set in the rules and regulations, and I (we) will 
abide by them. 
  
I (we) further understand that failure to comply with the rules and regulations of SCAFM, Inc., 
could mean dismissal from the market. 
  
As a vendor wishing to participate in SCAFM, Inc., located in [names of the communities], I (we) 
agree to SAVE, HOLD HARMLESS AND INDEMNIFY, SCAFM, Inc., Cornell Cooperative 
Extension of Sullivan County and the Town(s) of [names of various local Towns] from any and 
all liability or responsibility pertaining to any damages to person or property on the site assigned 
to me (us) by SCAFM, Inc., when such damages or liability arise out of acts of my (our) own, or 
of my (our) employees or associates, located at such site. 
 

The applicant’s signature represents a legal binding agreement between the vendor and the market once 
the application is approved. 
  
So, rules have a good function in the operation of viable farmers’ markets.  They help interested parties 
identify the purpose or philosophy of a market.  They set up a framework for day-to-day administration.  
They provide for disciplinary procedures.  The application process creates a legal binding agreement 
between market and vendor. 



  
Rules that are kept simple, are pertinent to a particular market, and are reviewed from time to time can 
guide a market to success. 
  
  
Resources: 
  
For a copy of SCAFM, Inc., Rules and Regulations: 
 www.scafm.org 
  
ATTRA has a good website for farmers’ market formation: 
 www.attra.org/attar-pub/farmmrkt.html 
  
Any search engine: type in farmers’ market rules, and you will get many choices 
 
 



 
 
 
 

 
Davis Farmers Market Promotions Program 

 
Randii MacNear, Market Manager, rmacnear@dcn.org, 

www.davisfarmersmarket.org 
Davis Farmers Market, P.O. Box 1813, Davis, CA 95617 

 
Off Site  
Year round general DFM flyer distribution points:  15,000 / year 
 upgraded marketing tools (flyers and business cards) 
 
 Davis lodgings- 8 locations 
 City offices-  
 Davis Chamber of Commerce- 
 Davis Conference and Visitors Bureau 
 Davis Art Center 
 Selected Downtown stores 
 Event specific flyer distribution 
  Fall Festival-5,000  Farmers Feed Your Heart-5000 
  Pig Day- 5,000   Thanksgiving Feast Display-3000 
  Picnic in the Park-8,000 Holiday Market Calendar-3000 
 Day Cares 
 Selected public/private schools 
 International House 
 UCD Memorial Union Campus Information Center-referral network 
 UCD Extension 
 UCD Campus Events & Conferences & Alumni Center 
 UCD International Visitors Programs-speaches and market tours 
 Davis Welcome Services-coupons 
 UCD Community Housing Service Directory 
  
Market promotion in community year round  (publications/websites/places) 
 ** indicated paid ads 
 Yolo County Phone book-community access pages 
 **City of Davis Parks and Community Services brochure- 4X year- 
  12,000 printed, inserted in Davis Enterprise and at City.  
 DDBA Website & downtown brochure/tabs- 20,000 distributed  
 Chamber of Commerce Business Directory/Website/Newsletter 
 **Chamber of Commerce map ad- 20,000 printed 
 City of Davis gift and general catalogue/website 
 Davis Convention and Visitors Bureau brochure and Website 
 Chamber of Commerce Calendar of Events/website 
 Small Farm Center Publications/website 
 **Farmer to Consumer Directory-40,000 printed  
 Davis Food Coop Calendar of Events 
 DDBA newsletter/website  features 
 Varsity Theater window display 



 Davis Enterprise Visitors Guide-20,000 
 Annual New Teachers Reception 
 Food Stamps Accepted Flyers at Davis Community Clinic, Yolo County    

Social Services and Yolo County Public Health Department 
 
Community Outreach: 
 DDBA Promotions Committee 
 Chamber Community Relations Committee 
 Chamber Board of Director 
 Chamber of Commerce Breakfast and Mixer announcements 
 City Visitor Attraction Development Committee/website 
 Participation in City Celebrations/websites 
  Arbor Day at the Central Park 
  Cyclebration 
  Children's Fair 
 Davis Community Meals support 
 Public school classroom presentations-5-A-day 
 Presentations to local service groups, ie. Kiwanis club 
 Coupons given away/City giveaways 
 Realty video features for Coldwell Banker and ReMax 
  
FM Industry Outreach: 
 5-A-Day-Power Play Steering Committee 
 Direct Marketing Advisory Committee 
 California Farm Conference presenter and participant 
 North American Direct Marketing BOD/Conference 
 Best of Sacramento Winner 
 Small Farm Center Advisory Committee 
 California Federation of Certified Farmers Markets/Secretary 
 
Special Features: 
 Sunset Magazine 
 Country America Magazine 
 Central Park video project "Community Partnerships" 
 Esquire Magazine 
 Cookbooks: mentioned in at least five 
 Continental Airlines Video Segment 
 
Displays: International House "New Student" Orientation 
 Holiday Open House 
 Earth Day Brochures 
 UCD Alumni Center 
 Chamber Day on the Quad 
 State Fair/County Fair 
 National Direct Marketing Conference 
  
Target Promotions: 
 DDBA Valentines Day promotion 
 UCD Fall Welcome 
 UCD Family Weekend 
 Turkey Trot-5000 flyers 
 Farm to School "Crunch Lunch"  



 Chamber of Commerce "Neighborhood Days" 
  
Free Media Coverage: 
 Davis Enterprise-front page articles/photos/calendar listings 
 California Aggie and Sacramento Bee- several articles and photos 
 Other surrounding newspaper features not collected 
 Featured in at least a dozen  
 UCD California Farmer Publication feature story 
 Special Enterprise Supplements (Dec. and May)-six city distribution 
 Newsletters: SFC, NAFDMA, The Marketer, SAREP 
 NPR "All Things Considered" interview on Farmers Markets 
 KDVS Weekly Cooking Show 
   
 
PAID ADVERTISING 
 City Parks Brochure-$57 four times per year- $228/yr. 
 Chamber map ad- $350 every two years=$175 per year 
 Davis Food Coop ad for Picnic in the Park 
 Wednesday coupon program ads- 
  weekly ad in Aggie classified section 
 Special Downtown Supplement 
 Davis City Hostess 
 Insert in Chamber newsletter Market coupons- 
 Fresh Ideas commodity promotion-recipes 
 Dixon Tribune- Feature story on grower and ad 
 UCD Student Directory 
  
On Site 
Market Events and Displays: 
 Valentines Day Gift display-Feb. 
 Pig Day-March 
 Nutrition Clubhouse 
 July is Certified Farmers Market Month 
 Cholesterol month "Farmers Feed Your Heart" event-September 
 Fall Festival-October 
 Thanksgiving Feast Display-November 
 Holiday Craft Faires-December 
 Santa and Carolling at the Market-December 
 
Possible new ideas:  

Soup cookoff, Earth Day vegetable start giveaway, Nursery event, Iron Chef Cookoffs,  
  



 
 
 
 
 
 

What makes TEAMWORK work? 
    T: Tell them  
    E: Excite them 
    A: Acknowledge them 

M: Make opportunities to include them 
 
1.  SELLERS/MEMBERSIP OF ASSOCIATION 

Off-Site Communication: 
minutes  
newsletters  
invitations to meetings  
annual meetings  
member surveys  
telephone calls  
presentations 

 
On site:  

market notices  
copies of publicity 
scrapbooks 
photo boards at markets and events 
market sign boards 
hello each day  
product recipes at stands  
signage at stands  
gifts ideas  
positive critiques of stalls  
market tshirts, aprons 
central market stand 
comments section on loadsheets  
help them help themselves:  sampling tools, signage   

 
2.  CUSTOMERS: 

volunteer opportunities 
signboard announcements and market schedules  
handouts  
recipe displays, cooking displays  
decorations, & christmas lights  
signs at stands  
hello, answer questions  
market information designation  
be available and visible  
community information area  
suggestion box  



 
3.  BUSINESS COMMUNITY: 

Join business associations (Chamber, Downtown Association) 
 Committee work 
 Attend functions  
 Say hi to them at the market 
 Read local newspaper every night- look for connections 
 Refer growers to supermarkets to buy direct 
 Refer customers to other stores for appropriate merchandise 
 City liaison 
 City, merchant, alliance goodies at holidays 
 City council meeting treats 
  
4.  OTHER MARKETS; 

Join industry organizations 
 Conferences 
 Visits 
 Share your ideas willingly 
 Serve on industry boards 
 
5.  ALLIANCES: 

Form partnerships 
 Establish common goals 
 
6.  BOSSES: 
 Be nice & Help them do their jobs 
 
7.  STAFF: 
 Market apparel 
 Birthday celebrations 
 Staff lunches just for fun 
 Goodies from market 
 Certificates of appreciation 
 Holiday presents 
 Help them out sometimes 
 Acknowledge them at annual meetings/in minutes 
 
8.  SUPPORT CONTACTS: 
 check in regularly 
 make their jobs easier 
 be a good neighbor and tenant 
 ask for their recommendations 
 thank you 
 invite to annual meeting- introduce and acknowledge to sellers  
  
 
9.  MEDIA: 
 Photos with press releases 
 Photo opportunities schedules 
 Thank you at the end of the year 
 Thank you after a lovely story 



  
 
10.  COLLEAGUES; 
 Share share share 
 Personal notes of successes 
 
FOR MORE INFORMATION: 
 RANDII MACNEAR, MANAGER 
 DAVIS FARMERS MARKET 
 P.O.BOX 1813, DAVIS, CA   95617 
 530-756-1695,  FAX 530-756-1858 
 EMAIL:  rmacnear@dcn.org 
  




