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“Evaluating Barriers to Low-Income Customer Participation  

 at Urban Markets in Hartford, CT”  

 

EXECUTIVE SUMMARY 

 

Beginning October 2012 through March 2015, The University of Hartford’s Center for Social 

Research (CSR) joined with the Harford Food System, Inc. (HFS), an organization that has been 

dedicated to addressing the complex problems of food security in Hartford, to examine 

challenges in providing low-income communities access to fresh food through farmers’ markets.   

Specifically, the purpose of the project was to evaluate and inform farmers’ markets strategies 

for reaching low-income consumers. There were four Hartford markets that participated in the 

study: the North End, Homestead, West End, and Billings Forge. The markets are located in 

distinctly different neighborhoods and each has its own history, funding source(s), patronage, 

market potential, and successes and challenges.   

Importantly, all four of the farmers’ markets accept SNAP benefits (formerly food stamps) and 

during the evaluation, three of the four markets participated in the Double Value Coupon 

Program (DVCP), a national non-profit program that provides customers with an incentive to 

spend their SNAP dollars at farmers’ markets by matching the amount they spend on produce. In 

addition, all four markets accept federally funded coupons per the Farmers’ Market Nutrition 

Program (FMNP) for recipients of the Women, Infant, and Children (WIC) program and per the 

Senior Farmers’ Market Nutrition Program (SMFN) for low-income seniors.   

Data collection protocols and analyses were implemented in two stages. For the first stage, 

protocols included administration of household surveys within a mile radius of each of the four 

participating farmers’ markets and vendor interviews at each of the markets during the summer 

months 2013 and 2014. Development of the household survey and the vendor interview was 

based on a review of relevant research and reports, and feedback from the HFS team and the 

market managers. The household survey inquired about eating habits, meal preparation, shopping 

routines, means for transportation, and familiarity with farmers’ markets. It also included 

pertinent demographic data (e.g., race/ethnicity, age, household size, education, employment, 

income.). Field researchers conducted interviews with farmers (vendors) to learn about their 

experiences and views on the benefits of serving low income customers.  Below are key findings 

and recommendations from analysis of household surveys and interviews with vendors. 

 Less than half of the residents who had familiarity with farmers’ markets were aware that the 

market accepted SNAP benefits. In addition, less than one-fifth (15%) had awareness of 

farmer markets that double the value of WIC and SNAP.   

 Almost half (47%) of the residents who were surveyed reported that they do not go to the 

market, whereas only 15% reported they go 3 or 4 times or more a month.   
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 When asked what would or did make them attend the local market, one of the top factors, as 

reported, was the doubling of SNAP benefits. Additional factors included cooking 

demonstrations, music, education on produce, and an engaging and happy environment.   

 There was a wide range of farmers in terms of: size of farm, how long the person had been 

farming, the amount of revenue from farming, the percentage revenue from the Hartford 

farmers’ market(s), and even what it means to have a successful day at a farmers’ market.  

 Comments from this diverse group of vendors/farmers with respect to serving low income 

communities were consistent with findings obtained via household surveys: SNAP, FMNP 

and SFMNP participation are an advantage for vendors as well as the customers, and many 

vendors recommended promotional outreach to bring in more customers.   

 Given the diversity of the resident population, promotional and outreach efforts should 

include consideration of age, education, and ethnicity/racial subgroups within each of the 

neighborhoods.   

 

During the second stage of the evaluation, we conducted interviews with leaders of community-

based programs in each of the neighborhoods (i.e., schools, libraries, churches, art and cultural 

centers, youth and family support programs), focus groups with neighborhood residents and 

interviews with the market managers during the months of February and March 2015. In 

addition, we compiled and presented a review of the available research on the successes and 

challenges of farmers’ markets outreach to low income populations.  Data collection and analysis 

during the second stage focused on developing a better understanding of each of the markets and 

respective neighborhood needs, and gathering feedback on effective strategies for increasing the 

(low-income) customer base at farmers’ markets.  The interviews with community leaders 

additionally focused on exploring potential partnerships that would be mutually beneficial for the 

organization and the farmers’ market(s) (i.e., raising awareness of the markets and promoting the 

benefits of shopping at the markets).  Based on systematic coding of the interview data, we 

highlight areas where participants spoke to important aspects of the markets (separately and 

collectively), and identify the themes that emerged on current strategies and practices, barriers, 

and suggestions. Below are descriptions of each market and key findings and recommendations. 

Market Descriptions: 

Not surprisingly, the success of each of the markets - in general terms and specific to reaching 

low-income residents, varies depending on funding and available resources, and related 

promotional efforts, programming and partnerships.  None-the-less, across all four markets, there 

has been much effort to reach low-income residents.  

 The two small markets, North End and Homestead, are strategically located to serve low-

income populations; their success is evidenced by the large percentage of sales in the form of 

subsidies, i.e., FMNP and SFMNP, and, to a lesser extent, SNAP and DVCP usage (as 

reported, an approximate 10% of sales is cash at the North End market and there is little to no 

cash sales at Homestead).   
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 The North End market, established 8 years ago through a joint venture between HFS and the 

City of Hartford, is a very busy market with mainly a senior patronage (it is located across 

from a senior center) and a “loyal” farmer base. 

 Homestead is operated and funded by a non-profit social service agency (where it is also 

located). It is entering its 5
th

 season (2015) and has run with minimal financial support. 

Although there was a decrease in patronage during the 2014 season, there is strong 

administrative commitment to the community and relatedly, strong interest in maintaining the 

market in the neighborhood.  

 The West End market is the oldest of the four markets, entering its 13
th

 season, and has been 

funded by the neighborhood civic association since its inception. It is a mid-sized, “fringe” 

market (i.e., located between low- and middle-income communities) that has significantly 

increased SNAP usage between 2013 and 2014 as a result of relocating the market for better 

access as well as implementing programming targeted specifically toward SNAP recipients.  

 The Billings Forge market is the largest market and runs year-round.  The market, first 

established as a seasonal market in 2007, is part of a large organization whose mission is to 

“create access to healthy food with the collaboration of the community.” The market benefits 

from corporate funding support that is institutionalized and as such it has been able to 

implement innovative programming and outreach. Like the West End, the customer base is 

both low- and middle-income (e.g., professionals who work in the city).  In 2014 a new 

market manager was hired who lives in the community; per interviews, it is because of the 

connections and networking of the new manager that there was a corresponding (and 

significant) increase in neighborhood customers at the market.     

Key Findings and Recommendations 

The efforts and progress of these markets to increase patronage of low-income consumers at 

farmers’ markets in Hartford, as outlined above, is a large and impressive undertaking.   

Altogether, there is solid infrastructure to build on; there is also much more market potential (and 

need) in each of the neighborhoods.  In particular, potential for significantly increasing sales in 

SNAP benefits and DVCP was highlighted by all market managers, as well as many vendors.  

Also as already noted, less than half of the residents who had familiarity with farmers’ markets 

were aware that the markets accepted SNAP benefits.  Further, less than one-fifth (15%) had 

awareness of farmers’ markets that double the value of SNAP.   

 Multiple promotional strategies, over time, are needed to really fuel an increase in low-

income patronage (and sales), and relatedly, an increase in the consumption of fresh food 

(and health). 

 Given the progress thus far and established infrastructure(s) that are in place, explore 

opportunities for increased (formal) collaboration among the four participating markets so as 

to make outreach and promotional efforts more intentional and systematic, and therefore that 

much more efficient and effective.  A formal collaboration (e.g., with funding support) would 
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also be beneficial for fostering a stronger, collective understanding of the neighborhoods, and 

assisting with resource and partnership development.  

 Community partnerships are critical for improving and targeting outreach efforts and 

increasing patronage of low-income residents at the markets. Not only do many community 

leaders have a very strong knowledge base of the needs within the community, they (and 

their organizations) also have credibility among neighborhood residents.  

 Explore grant and other funding opportunities for building partnerships and alliances with 

community-based organizations. Fourteen of the 17 community leaders who were 

interviewed expressed interest in collaborating in mutually beneficial efforts for engaging 

and supporting low-income residents including publicizing the market, conducting or 

participating in cooking demonstrations and/or food education, hosting a “pop-up” market, 

facilitating youth involvement/programming, transporting people to the market, coordinating 

student field trips to the farmers’ market, and setting up art activities at the farmers’ markets.   

 Design promotional strategies for targeted subgroup(s)/neighborhoods: SNAP recipients, 

WIC recipients, seniors, children/youth/family, specific streets of a neighborhood (e.g., 

within mile radius of each of the markets). Determine means for measuring and tracking the 

impact of efforts (e.g., sales in SNAP benefits, household surveys, feedback from vendors, 

traffic counts at the markets, “cashing-in” of “market money”) to gauge progress and to 

inform ongoing efforts. 

 Highlight SNAP benefits, DVCP program, FMNP, and SFMNP in advertising as well as any 

other bargains and discounts. Focus group participants strongly suggested “lead[ing] with the 

doubling incentive,” and getting as much exposure and word of mouth as possible. They 

recommended advertising through churches, state organizations (SNAP, WIC, City Hall), 

buses, family resource centers, schools, and other community-based organizations, Hartford 

news channels, radio, local newspapers, laundry facilities, barber shops, and hair salons. 

 Deliver the message that the market is committed to understanding and meeting the needs of 

low-income customers. “Creat[ing] a welcoming atmosphere” at the market for low-income 

inner-city residents, many of whom have little familiarity with markets or local farms, was a 

strong theme throughout conversations with community leaders. As part of building 

community partnerships, provide tables at the market for community organizations and 

resources for low-income residences. At each of the markets, give as much face-to-face 

promotion and attention to building relationships between customers and vendors as possible. 

 Lastly, the need for education on cooking with raw ingredients was discussed during the 

majority of the interviews with the community leaders and with focus group participants.  

“You need to educate people on food because they don’t really know it, how to cook it, what 

it’s good for.” “Many people don’t know what is being sold at the market and this 

uncertainty discourages them.” Demonstrations, recipes, menus (for upcoming harvest from 

one week to the next), food tastings, “hands-on activities” were all suggested in order to “get 

people involved” and learning about, tasting, buying, and cooking  with fresh food from local 

farmers’ markets.  
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PURPOSE OF EVALUATION STUDY: 

Beginning October 2012 through March 2015, The University of Hartford’s Center for Social 

Research (CSR) joined with the Hartford Food System, Inc. (HFS), an organization that has been 

dedicated to addressing the complex problems of food security in Hartford, CT, to explore the 

challenges to providing low income communities with access to fresh food through Farmers’ 

Markets (FMs) within the city of Hartford, CT. Specifically, the purpose of the evaluation study 

was to evaluate and inform farmers’ markets strategies for reaching low-income consumers. 

There were four Hartford markets that participated in the study: the North End, Homestead, 

Billings Forge, and the West End.  

 

Importantly, the evaluation design as well as the measures and protocols for data collection were 

developed in collaboration with agency administrators at HFS and other stakeholders (e.g., 

farmers’ market managers; representatives from Department of Public Health). In addition, 

preliminary findings and reports were shared with agency administrators and market managers at 

periodic intervals to inform practices but also to gather feedback and direction for ongoing 

evaluation based on the issues and questions that were raised.  Data and information collected 

through household surveys, interviews, and focus groups with all the key stakeholders, including 

neighborhood residents, vendors, market managers, and leaders of community-based 

organizations were analyzed to acquire a better understanding of 1) the experiences and 

perspectives of the different stakeholder groups (i.e., neighborhood residents, vendors, market 

managers, community leaders), 2) each of the market dynamics (i.e., activity, progress, and 

change); 3) neighborhood context and challenges to reaching and engaging low-income 

consumers; and 4) effective and potentially effective strategies for increasing patronage of low-

income residents at the farmers’ markets.   

 

EVALUATION PROTOCOLS AND DATA COLLECTION: 

Data collection protocols and analyses were implemented in two stages. All evaluation protocols 

and data collection forms were approved by the Human Subjects Committee at the University of 

Hartford.       

 

First Stage of Evaluation 

Various factors that are likely to contribute to the engagement and decision-making of low-

income shoppers were first explored via household surveys within each of the four 

neighborhoods of the participating farmers’ markets. Field researchers also conducted interviews 

with vendors at the markets to learn about their experiences and views on the benefits of serving 

low income customers.  

 

Development of the household survey was based on a review of research on the history and 

viability of farmers’ markets in low-income communities, and feedback gathered from 

stakeholders working with low-income families. Specifically, we met with program 

administrators of the Women, Infants and Children’s (WIC) program, housed at the Department 

of Public Health to assess perceptions, knowledge, and challenges in working with benefit 
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recipients (i.e., low-income families). Field researchers also visited a WIC office to observe the 

educational programs and services on nutrition that are offered to families. Questions on the 

household survey inquired about family’s eating habits, meal preparation, and shopping routines. 

It also included demographic data, for example race/ethnicity, age, income, education, to gain a 

better understanding of the cultural background of the neighborhoods and the resident/household 

resources that shape decision-making relative to eating and shopping habits.  

 

Questions on the vendor interview were also based on a review of relevant research. However, of 

significance, market managers’ responsibilities are two-fold: recruiting and retaining farmers 

(i.e., having the appropriate quantity and quality of product) is as critical as engaging and 

retaining a good customer base; therefore, they, and the team at the HFS, had strong interest in 

learning the experience of vendors and gave a lot of input into the development of the interview. 

The one-to-one interviews inquired about vendors’ decision to work in the Hartford area, 

personal experiences at the Hartford market, revenue generated from the market compared with 

other markets, and sales from EBT, DCVP, FMNP, and SFMNP.  

   

Once drafted, both instruments were presented to the HFS team and the market managers for any 

additional feedback. Final copies of the Household Survey and Vendor Interview were also 

translated to Spanish.  (See “Household Survey,” pg. 43 and “Vendor Interview,” pg. 47  in 

Appendix.) 

 

Administration of Household Survey. Field researchers traveled each of the catchment areas 

(neighborhoods) and mapped the given area (North End, Homestead, Billings Forge, and West 

End). Addresses of families’ homes within 1 mile of each of the farmers’ markets location were 

entered into an SPSS data base from which households were randomly selected. Once 

households were randomly selected for recruitment, field researchers went door to door during 

daylight hours to introduce the study, obtain consent, and complete the survey. If no one was 

home or if the appropriate person to complete the survey was not there (i.e., household member 

who did most of the food shopping), we returned at a later date and did this up to 3 times. 

Participating families agreed to complete the Household Survey on two separate occasions, 

September-October 2013 and September-November 2014, and received a $10 gift card to a local 

supermarket each time they completed it.   

 

Administration of Vendor Interview. The market managers introduced CSR field researchers to 

the vendors while at the market. Researchers then provided more details on the purpose of the 

study and interview and obtained consent. One-to-one interviews were conducted during farmer 

market business hours “in fits and starts” depending on customer flow and transactions. All 

vendors who were approached agreed to participate and all interviews that were initiated were 

completed.  Interviews with vendors were conducted on two occasions, October 2013 (total of 9) 

and October 2014 (total of 19). Note that seven of the nine vendors who participated the first 

year also participated the second year.  

 

Review of findings. At the end of the first stage of the evaluation, the CSR and HFS team put 
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together a working meeting with the market managers to foster collaboration for outreach and 

promotion strategies. The CSR team presented the study findings relative to previous research on 

successful markets in order to facilitate discussion and planning on how to promote Hartford 

farmers’ markets and make them a more welcoming space for low-income residents.  

 

Second Stage of Evaluation 

Based on what was learned from the first stage of the evaluation, the second stage was designed 

to 1) explore more in-depth the individual characteristics of each neighborhood and resident 

subgroups, and relatedly, the dynamics of each market, and 2) identify specific practices and 

strategies for raising awareness of the benefits of farmers’ markets and for effectively engaging 

low-income residents who attend the neighborhood markets. Towards these efforts, we held 

focus group discussions with residents within three of the four neighborhoods (one of the focus 

groups was canceled due to weather), interviewed leaders of community-based programs in each 

of the neighborhoods (i.e., schools, libraries, churches, youth and family support programs, and 

an art and cultural center), and conducted one-to-one interviews with individual market 

managers. Evaluation activities during the second stage of the study were implemented in 

collaboration with the HFS team. 

 

Focus groups with residents.  Focus groups were advertised through community organizations in 

each neighborhood as part of a “winter cooking class.” Recruitment and location of an 

establishment for focus groups with residents was done by the team at HFS who reached out to 

community-based partners in each of the neighborhoods. Each cooking class/focus group was 

held at a community-based organization equipped with a kitchen and space to hold such an 

event. The cooking class portion of the event was sponsored, organized, and conducted by the 

HFS. The emphasis of the cooking class was on healthy and affordable foods and also was a 

promotional event for the farmers’ markets. Focus group discussions occurred following the 

class while eating the prepared meal. Notes were taken during the discussion and written on 

poster paper taped to the wall. Topics of discussion covered residents’ knowledge of farmers’ 

markets in the area, their perspective on the products, benefits and atmosphere of farmers’ 

markets, the needs of residents and related barriers to attendance at farmers’ markets, and ideas 

for how to best promote and engage residents at the markets (see “Focus Group Protocol for 

Neighborhood Residents,” pg. 56  in Appendix.)   

 

Three of the four cooking classes/focus groups in the North End, Homestead, and West End 

neighborhoods were conducted in February 2015. Six people attended the focus group for the 

North End, ten attended for Homestead, and ten for the West End. A Spanish speaking field 

researcher was at each of the focus groups for translation as needed. The fourth focus group, in 

the Billings Forge neighborhood, had to be canceled due to stormy weather and was not able to 

be rescheduled within the grant period. 

 

One-to-one interviews with market managers. The purpose of the one-to-one interviews with 

individual market managers was to better understand the specifics of that market (including its 

history and evolution), and the surrounding area, from their perspective, as well to assess 

past/current promotional efforts and resources for initiating new strategies or change. (See  

“Interview Protocol for Market Organizers,” pg. 58 in Appendix.).  Of significance, while two of 

the markets, Homestead and West End, had the same market manager throughout the evaluation 
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period, the other two, Billings Forge and the North End, had a turn-over from one year to the 

next. Interviews were individually scheduled and conducted in February and March of 2015; 

detailed notes were taken during the interview. Market managers were readily available and 

interested as each had been participating in meetings and plans, to a larger or lesser degree, 

throughout the evaluation period.   

 

Interview with administrators/ leaders of community-based organizations. The interviews with 

community leaders also focused on developing a better understanding of neighborhood needs 

and awareness of the farmers’ markets in each of the neighborhoods, as well as getting feedback 

on effective strategies for increasing attendance at the markets. However, interviews with 

community leaders additionally focused on the specifics of each organization and relatedly, on 

exploring potential partnerships that would be mutually beneficial for the organization and the 

farmers’ market(s). (See “Interview Protocol for Community Leaders/Partners,” pg. 57 in 

Appendix.) A list of community organizations within each neighborhood was compiled by field 

researchers with input from the team at HFS. Community organizations were selected based on 

location and resident traffic (e.g., nearby to a market) as well as based on type of population they 

served (e.g., children, families, specific racial/ethnic groups) and/or the type of service they 

provided (e.g., schools, health services, libraries, churches, cultural centers), all of which were 

determined to be key organizations that make up a neighborhood. 

 

Community organizations and leaders were contacted by the CSR field researchers by phone and 

in some instances by walking door to door while in the neighborhood. The CSR field researchers 

explained that they were working in conjunction with the HFS, described the evaluation study, 

and requested a meeting as part of inviting them to participate. All who were able to be reached 

(either by phone or face-to-face), agreed to meet immediately or scheduled an appointment 

within a week of the contact. A total of 17 interviews were conducted with community leaders 

from 16 community-based organizations during March 2015. Community organizations included 

4 schools, 3 social service agencies, 3 family resource centers, a public library, a church, a health 

center, a food bank, a cultural center, and an urban neighborhood development agency.    

 

Field researchers took notes at each interview that were later cleaned up and transcribed 

electronically. We analyzed the qualitative data (including interviews with vendors in 2013 and 

2014, interviews with community leaders and market managers in 2015, and focus group 

discussions with neighborhood residents in 2015) using computer assisted qualitative data 

analysis software (NVivo). We used findings from prior research on successful markets and all 

evaluation data/information that had been collected to date to develop an a priori coding system 

for identifying themes across interview and focus group data.  The outcome of this analytic 

process was descriptions and themes that represent the commonalities across the stakeholders’ 

feedback and as well as the variations.  

 

 

KEY HIGHLIGHTS AND FINDINGS 

 

Household Demographic Information (2013 Household Survey Data) 

A total of 160 households within all four neighborhoods were randomly selected of which we 

were able to engage and recruit a total of 124 respondents.   
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Not surprisingly, the majority of survey respondents (i.e., household member who did most of 

the food shopping) were female (79%); 59% were Black, 25% were Hispanic, 17% were White, 

4% identified as multiracial, and 3% were other (e.g., Asian/South Asian, Native 

American/Alaskan Native). There was a wide range of age: 15% of the respondents were 

between the ages of 18-29, 20% were between the ages of 30-39; 22% were between the ages of 

40-49, 23% were between the ages of 50-59, and 20% were 60 years old or older. (See Table 1 

below, “Household Family Demographic Information.”) 

 

Fifty percent of the respondents were never married, 21% were divorced or separated, 22% were 

married and the remaining 7% were widowed. Household size ranged from one person (19% of 

households) to nine people residing in a household (7% of households had 6, 7, 8 or 9 members). 

For 25% of households there were two residents, 23% had three residents, 17% had four people 

living in the household, and for 9% there were five household members.  

 

Survey data showed that there was a sizable subgroup of respondents with low levels of 

education although there was also a significant portion with college degrees: A total of 34% had 

a high school degree or GED while 15% had less than a high school degree and 12% had less 

than an 8
th

 grade education level. The remaining 39% had at least some college including some 

who had 2- or 4-year degrees or a Master’s degree.  There was a relatively high rate of 

unemployment among respondents: Forty-one percent of the residents we surveyed were 

unemployed while 23% worked full-time, 19% worked part-time and 15% were retired.  

 

Data indicated that overall, survey respondents were a very low-income group: for 25% of the 

residents, the annual household income was less than 9,999, an additional 15% had an annual 

income between 10,000 and 14,999, 20% had an annual income between 15,000 and 24,999, for 

14% the annual household income was between 25,000 and 34,999, an additional 15% had an 

annual income between 35,000 and 49,999, and lastly, for 10% of the households, the annual 

income was 50,000 or more. 

 

Table 1: Household Family Demographic Information* 

Gender (N=124) Education Status (N=124) 

Male 26 (21%) 8
th

 grade or less 15 (12%) 

Female 98 (79%) Some high school 19 (15%) 

Ethnicity/Race (N=124) High school degree 35 (28%) 

African American/Black 68 (59%) GED 7 (6%) 

Hispanic or Latino or Spanish 31 (25%) Some college 23 (19%) 

White 17 (14%) 2-year college 14 (11 %) 

Multiracial  5 (4%) 4-year college 7 (6%) 

Asian or South Asian 1 (1%) Master’s degree 4 (3%) 

Native American 1 (1%)   
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Other 1 (1%)   

Age (N=124) Employment (N=123)* 

18-29 18 (15%) Unemployed 51 (41%) 

30-39 25 (20%) Full-time employment 28 (23%) 

40-49 27 (22%) Part-time employment 23 (19%) 

50-59 29 (23%) Employment in more 

than one job 

 

2 (2%) 

60+ 25 (20%) Retired 19 (15%) 

Marital Status (N=124)  Income (N=118)* 

Single, never married 62 (50%) Less than 9,999 30 (25%) 

Married 27 (22%) 10,000-14,999 18 (15%) 

Legally Separated 7 (6%) 15,000-24,999 23 (20%) 

Divorced 19 (15%) 25,000-34,999 17 (14%) 

Widowed 9 (7%) 35,000-49,999 18 (15%) 

  50,000 and above 12 (10%) 

Household Members (N=124)   

1 household member 24 (19%)   

2 household members 31 (25%)   

3 household members 28 (23%)   

4 household members 21 (17%)   

5 household members 11 (9%)   

6-7 household members 9 (7%)   
*Number of total subjects varies as a result of missing data 

 

Familiarity and Attendance at Local Farmers’ Markets (See also Table 2) 

Of the 124 household respondents, 11% (14 people) had little to know familiarity with farmers’ 

markets (see Table 2 below). Importantly, of the 89% who did have familiarity with the local 

market(s), less than half were aware that the market accepted SNAP and WIC benefits (i.e., 

FMNP). In addition, less than one-fifth (15%) knew that some of the markets double the value of 

SNAP (i.e., DVCP).  Almost half (47%) of the families reported that they did not go to the 

market, whereas only 15% reported they go 3 or 4 times or more in a month. The top means for 

how respondents learned about the local market(s) included walking by (23%), word of mouth 

(19%), signage (14%), and displays and flyers (7%). 

 

Of significance, as compared with other responses to what did or would make neighborhood 

residents attend the farmers’ market for the first time, a relatively high percentage of residents 

(25%) stated the doubling of SNAP benefits (DVCP). There was also a wide range of additional 

responses including curiosity (11%), music (8%), awareness of schedule (8%), engaging 

environment (8%), cooking demonstrations (7%), education on produce (7%), WIC voucher 

(FMNP program, 6%), and other market times (6%). Survey participants also mentioned 

advertisement, fresh food, pricing, senior booklet, transportation, and general education about the 

market.  
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There was a wide and not so surprising range of responses to why residents have not gone to the 

nearby markets in their neighborhoods: 15% indicated that they were not aware of the (specific) 

market; for 12% of the respondents, the time of the market did not fit their schedule; 10% 

reported they did not have the time; 9% believed that produce at the market was not affordable 

for them; 8% indicated that they were not comfortable (e.g., familiar enough) at the market; 6% 

did not have transportation; 4% were concerned about food spoilage; 2% were not familiar with 

the produce; and another 2% stated they did not consume the type of product found at farmers’ 

markets.  

 

Table 2: Familiarity and Attendance at Farmers’ Market* 

 

Families’ familiarity with FMs (N=124) Awareness of FMs participation with WIC, 

SNAP, EBT (N=119) 

Yes 110 (89%) Yes 48 (39%) 

No 14 (11%) No 57 (46%) 

  N/A**  14 (11%) 

Families’ awareness of closest FM 

(N=123) 

Awareness of participating FMs that double the 

value of WIC and SNAP (N=121) 

Yes 83 (67%) Yes 18 (15%) 

No 26 (21%) No 89 (72%) 

N/A** 14 (11%) N/A** 14 (11%) 

Frequency of visits to FM (N=123) Factors that would or have made families go to 

FMs for the first time  

Never 58 (47%) Double SNAP/WIC 31 (25%) 

Once a month 17 (14%) Curiosity 14 (11%) 

Twice a month 16 (13%) Music 10 (8%) 

Three times a month 5 (4%) Awareness of schedule 10 (8%) 

Four times a month 13 (11%) Engaging environment 10 (8%) 

N/A 14 (11%) Cooking demonstrations 9 (7%) 

  Education on produce 8 (7%) 

  WIC voucher (FMNP) 7 (6%) 

  Other market times 7 (6%) 

    

How did you learn about FMs? (N=92) Why haven’t you gone to FMs?  

Signs 17 (14%) Didn’t know about it 19 (15%) 

Displays 6 (5%) Schedule 15 (12%) 

Word of mouth 23 (19%) Do not have time 12 (10%) 

Flyer 3 (2%) Not affordable 11 (9%) 

Walked/Drove by 28 (23%) Out of comfort (zone) 10 (8%) 

Other 29 (23%) Transportation 7 (6%) 

  Food Spoilage 5 (4%) 

  Unfamiliar with produce 3 (2%) 

  Do not consume FM products 2 (2%) 
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  Other  19 (15%) 
*Number of total subjects varies as a result of missing data 

 

Themes from Interviews with Vendors (2013 Vendor Interview Qualitative Data):  

There was a wide range of farmers in terms of the size of farm, how long the person had been 

farming, the amount of revenue from farming, the percentage revenue from Hartford farmers’ 

markets, and even what it means to have a successful day at a farmers’ market. (See “Vendor 

Interviews: Descriptive Data,” pg. 48 in Appendix.)  Nonetheless, overall comments from this 

diverse group of vendors/farmers highlighted the following views and experiences with respect 

to serving low income communities:  

 They described the market as having much diversity in customers; for two of the markets the 

vendors recognized that there was a mix of middle- and low-income customers in addition to 

the racial/ethnic diversity.   

 Many vendors mentioned that as a group, the low-income population are more interactive 

and relatedly, more apt to ask about price.  

 In low-income communities, the focus of shoppers is more on produce that is familiar to 

them (versus unique or new items). 

 Many vendors highlighted that the people and atmosphere were friendly and positive 

(specifically compared to other markets).  

 Too, many noted that they were pleased to have the opportunity to serve low income 

families. 

 Everyone who accepted the vouchers saw the advantage of serving SNAP, WIC and Senior 

recipients. Many specifically noted that vouchers bring in customers who typically they 

would not get; “a win-win situation;” any disadvantage of accepting vouchers and other 

subsidies was noted to be minimal. 

 When asked what they would like to see or improve at the market, majority of vendors who 

had suggestions (7 of 9) highlighted more traffic/new people, and specifically remarked 

about need for more advertisement and promotion of SNAP benefits and subsidy programs. 

 

Information and ideas collected from vendors were consistent with findings obtained via 

household surveys: WIC, SNAP, and EBT participation are an advantage for vendors as well as 

the customers, and many vendors recommended promotional outreach to bring in more 

customers.   

 

Preliminary Recommendations 

Based on preliminary findings from household and vendor data collected during the 2013 market 

season (as above outlined), the CSR team suggested that administrators from the Hartford Food 

System work together with the market managers from each of the four catchment areas to 

develop a plan for implementing promotional outreach and education strategies to increase 

attendance of low-income customers at the Farmers Market.  

 

In addition to promoting SNAP, DVCP, FMNP, and SFMNP benefits, the CSR team suggested 

that promotional efforts include consideration of age, education, and ethnicity/racial subgroups, 

and relatedly the specifics of each farmers’ market. As described in meetings with the market 

managers, mainly senior citizens attended the North End market (it is located near a senior 
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center) and the market manager was trying to expand to additional populations. (Relatedly, a 

respondent in the neighborhood had the impression that the market only served senior citizens.) 

At the Homestead market, operated by a non-profit social service agency and located in the 

poorest of neighborhoods, there was a high rate of people with mental health issues and/or other 

disabilities who patronized the market. For the other two markets, the West End, and Billings 

Forge, there was comparatively much more variation in the population(s) that attended in terms 

of socioeconomic groups.  

 

Second Administration of Household Surveys 

Mainly due to the transience of some of the households (e.g., apartment living and movement), 

and also due to change in availability or interest, there was a significant decrease in the number 

of respondents who completed the household survey during the second year from 124 to 57 

(46%). Note that this in and of itself was a significant finding and likely indicative, directly and 

indirectly, of the challenges in engaging low-income residents at the farmers’ markets.  

 

A pre-post analysis of survey data for residents who completed the survey in both 2013 and 2014 

did not show a significant increase in awareness of SNAP benefits or other subsidies such as 

DVCP at the market. However, in fairness, although there were many promotional strategies and 

other outreach efforts occurring at each of the markets (described below), each market manager 

was managing one transition or another (e.g., moving locations, turn-over in market manager, an 

unplanned change in patronage), and as well had their own set of resources/constraints. Raising 

awareness of farmers’ markets and the available benefits in such a way that increases the chances 

of potential low-income customers’ attendance requires time to develop collaborative 

partnerships and plan and implement promotion and outreach. Toward this effort, the CSR and 

HFS team had a series of working meetings including a presentation and planning meeting with 

the market managers. 

 

Presentation of Findings Relative to Previous Research 

At the working meeting, the CSR team presented the study findings relative to previous research 

on successful markets to facilitate discussion on how to best promote Hartford farmers’ markets 

and make them a more welcoming space for low-income residents (see “Literature Review,” pg. 

50 in Appendix.) The following questions were used to guide the discussion:  

 Does our mission and market meet the needs of low-income customers? 

 Is the location and time of our farmers’ market convenient and visible to the public? 

 Is there a variety of appropriate and affordable products at our market? 

 Is it convenient to get to the market using public transportation? 

 Are we communicating the DVCP program effectively to low-income consumers? 

 Have we engaged the community by partnering with community organizations? 

 Are we interacting with community members to get the word out about our market? Or are 

we just stuffing mailboxes? 

 Are we hiring local community members to work at the market? 
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 Are we engaging local youth at the market and in promotion and outreach efforts? 

 

Market and Neighborhood Descriptions  

 

North End Market 

North End market, a joint venture with the Hartford Food System and the City of Hartford, is 8 

years old and was initially established to cover a part of the city that at that time had no other 

farmers’ market. Residents who participated in the focus group reported that, among other 

things, the needs of the neighborhood include employment, affordable and accessible food (“a 

real grocery store”), and transportation. Household survey data show that the neighborhood has a 

sizable group of older, retired adults who are either living with their spouse or alone as their 

families are no longer residing with them. Many of the residents are African-American (long 

history in the neighborhood); in addition, approximately one quarter of residents are foreign born 

(census data), mainly from Jamaica as well as from other Caribbean Islands. Interviews with 

community leaders indicate that there are also many undocumented foreign born families in the 

neighborhood (i.e., of school-aged children). Because of their immigration status and language 

barriers, many of these families are extremely isolated and underserved. One of the biggest 

concerns is the nutrition and health status of this population.    

 

The market is located in front of a senior center on property that is owned and donated by the 

city. Given the neighborhood demographics (high unemployment and poverty rates), farmers 

knew (and were informed by the market manager) that the customers would be mainly low-

income. According to the market manager, it is maintained as a small market so that farmers get 

good sales and less competition; in addition, the market manager did not want to compete with 

other markets and found that Wednesday mornings was a time when farmers were available for 

such a market. In 2014 there were 6 regular farmers (who pay a stall fee) along with other guest 

vendors and tables. According to the market manager, “the market has a good loyal farmer base 

and is financially viable [i.e., farmers go home with no leftover product].” 

 

The majority of customers are seniors from the senior center across the street; when early in the 

2014 season the senior center was closed for construction, the market was noticeably slower until 

the center reopened. There is an active bus line nearby that was mentioned by both the market 

manager and the vendors. There is also a smaller subgroup of professionals who work at the 

nearby hospital who attend the market.  An estimated average of 300 customers visit the market 

in a given week and it is generally “front loaded,” that is “people come early to that market and 

‘descend’ on the tables, especially the fruit vendor who always runs out.” 

 

The North End market accepts FMNP and SFMNP as well as SNAP and also offers the DVCP. 

According to the vendors, “everything is [SFMNP],” “cash is less than 10%.” “This is a lower 

income group. The people are poor. If not for [SFMNP] the customers would not have 
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discretionary money to spend.”  The market relies on the senior population. “It’s hard to get the 

WIC participants to show up at the market,” so the Hartford Food System has hosted a “pop-up” 

market in the lobby of the WIC office.  

 

As discussed with the vendors as well as with the market manager, there is much less usage of 

SNAP and the DVCP. Although they promote it in their flyers and other promotional materials, 

“there is more opportunity to reach SNAP recipients,” as one vendor noted, “a market share 

that we can tap into.”  

 

Past and current outreach and marketing strategies include:    

 “Revitalize” program in collaboration with and sponsored by the Urban Alliance, a faith-

based coalition that is committed to urban health. The program includes outreach events 

and campaigns in an effort to provide residents with schedules and information about 

farmers’ markets as well as $5.00 coupons that are dispensed a the market (i.e. for free 

produce) in exchange for completing a survey.  

 Summer programs for youth who assist by administering surveys and/or for example, 

carries groceries for the seniors. Currently considering involving the youth group in 

promotion of DVCP. 

 Grants award for music events. “Patrons love music days. There are a variety of music 

acts, jazz, harpist, gospel singers, in response to patrons’ tastes.” 

 Flyers, email, Facebook, and word of mouth 

 Hosting pop-up markets for example at the nearby WIC office. 

 Publicizes the market around music and other events (“A beekeeping demonstration was 

very popular.”) and services, for example health screenings.  

 

Homestead Market 

The Homestead market, also located in the north end of the city, is entering its 5
th

 season (4
th

 

season in 2014). The market is an off-shoot of Fresh Place, a program of the Chrysalis Center, a 

non-profit social service agency, that is privately funded (city-based insurance company) to 

provide free fresh food for eligible families. The funding that is set aside for the market is mostly 

for the DVCP.   

 

The Homestead neighborhood is very transient. Many of the participants who participated in the 

household survey were no longer at the same residence from one time point (2013) to the next 

(2014). Census data show that Upper Albany is primarily a black neighborhood with some 

Latino, multiracial and White inhabitants; the percentage of foreign born residents is 30% 

(mostly West Indian, census data). Forty-five percent live below the poverty line; relatedly, 

household survey data also indicate that many people have less than a high school education and 

there is a high unemployment rate. According to leaders in the community, “there is very little 

economic development in the area with nothing but fast food, package stores, and churches,” 
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Crime, drugs, gangs, violence, and absentee landlords were all listed as problems in the 

neighborhood. Transportation is an issue and there is little access to a supermarket or healthy 

foods. “A lot of people in the community shop at local markets and bodegas, particularly those 

that carry West Indian staple foods.” There is also a sizable population of undocumented 

individuals in the area for whom services are difficult to access.     

 

The market is located in the upper part of the parking lot of the Chrysalis Center and is visible 

from the street. During the course of the 2-year evaluation study, there was a dramatic shift in the 

market: from 5 vendors during the 2013 season to 2 vendors in 2014 (and vendors are no longer 

charged the $10.00 stall fee). Accordingly, the number of customers also decreased from 

approximately 100 patrons to 60. Of significance, the parking lot has been enclosed by a chain 

linked fence with barbed wire. This has recently been replaced with “a much nicer fence” and 

for this reason it is hoped that for this upcoming season (2015), the market will have a “more 

welcoming” appearance.  

 

About 85% of sales are SMFNP and FMNP; the rest is SNAP and the DVCP. There is little to no 

cash sales at the market. There is one fruit vendor that also sells jams and honey which are 

popular items; “plums and peaches sell like crazy.” There were 2 vegetable vendors but one left 

half-way through the 2014 season because “the market was not working out financially,” The 

one remaining vegetable vendor does well selling calaloo.  In addition, the Chrysalis Center sells 

bread from the kitchen (a program for recently released ex-offenders) and produce from their 

own garden plots.  

 

Although there was a significant decrease in patronage during the 2014 season, and financial 

support and resources as of the end of the grant period were very limited, there is strong 

administrative commitment to the community and relatedly, a very strong interest in maintaining 

the market in the neighborhood. The market manager believes that 4 to 5 vendors would be ideal, 

making the market viable.  

 

Past, current, and future ideas/plans for outreach and marketing strategies: 

 Sandwich boards are up in front of the market during operating hours. Two semi-

permanent banners are up throughout the market season. Balloons are also used to draw 

attention to the market.  

 The market manager has left flyers with the YMCA, the library, community health 

services, and the Urban League of Greater Hartford.  

 The Chrysalis staff are on an email list promoting the market and there are flyers in the 

building (as of 2014, there was little staff attendance).  

 Market manager discussed leaving flyers with churches for the upcoming 2015 FM 

season, and perhaps have members of the Fresh Place program distribute flyers for the 

market.  
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 The market manager is interested in grant and other funding opportunities for having 

music at the market (also highlighted by attendees at the focus group) and for an 

independent coupon or voucher program to encourage patronage. 

 

Billings Forge Market 

The Billings Forge farmers’ market, in the southern half of the city (Frog Hollow neighborhood), 

was established in 2007.  The farmers’ market is part of a larger mission of the Billings Forge 

Community Works, a non-profit organization to “create access to healthy food with the 

collaboration of the community.” Comparatively, Billings Forge is a much larger market than the 

other three, with 20 regular vendors and 4 guest vendors each week. Originally established as a 

seasonal market, it now runs year-round with 7 regular vendors in the winter. Funding, grants, 

and other resources for the market, within this organization, are relatively plentiful and well 

established/institutionalized. According to the administrative head and the market manager, their 

biggest expense is operational: tents.   

 

Interestingly (and in contrast), 50% of household respondents in this neighborhood were 

unemployed; in addition, compared to survey data from the other neighborhoods, this 

neighborhood had the largest household size on average, and almost one-third of the people who 

were surveyed had less than an 8
th

 grade education. Census data show that within the entire 

neighborhood, 55% of the residents speak Spanish at home and 20% of the population is foreign 

born; immigrants most commonly come from the Dominican Republic, Peru, and Jamaica with 

Mexico, Colombia Brazil and Guyana also sizable proportion.   

 

According to the market manager and administrative head, the market was initially “driven” 

more by the organization; however “last year that changed and became more community-run 

and that’s when we hired [resident who lives at Billings Forge apartments] to run the market.”  

Importantly, the new market manager is not only a resident of the neighborhood, but she also 

speaks Spanish (first language) and helps with translation as needed. 

 

In the summer, attendance varies from 300 to 600 customers and for the indoor (winter) market 

there are 40 to 120 customers with an average of 70. Much of their marketing, particularly with 

the new market manager (i.e., a well-connected resident of the community), is done via word of 

mouth (and not door to door). Interviewees at the market estimate that the average market 

attendance has jumped 200+ due to the new market manager. “There are tons of people looking 

for [new market manager]…last year there were 100 seniors lining up at 9:30 am for the market 

and it doesn’t open until 11:00.” This was also confirmed by the vendors who reported during 

interviews that there has been a corresponding (and significant) increase in neighborhood 

customers due to the connections and networking of the new manager.   

In addition to Frog Hollow and Asylum Hill communities, patrons also include employees from 

the Capitol (Legislative) Building and insurance companies.  The market manager and agency 
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administrator estimated that about 65% of customers are frog hollow residents and 35% are 

professionals. “It is crucial to have professionals to help subsidize the market and keep the 

farmers happy.”    

 

Billings Forge Community Works purchases FMNP coupons (for WIC, seniors) using private 

donations. Their investment of $3,000 for coupons lasts about 5 weeks. Of course, there is 

additional usage of these coupons at the market obtained elsewhere. Likewise only one-third of 

their DVCP is funded by wholesome wave, the remaining is funded via their Fresh Express 

program. The Fresh Express is a collaborative effort with one of the organization’s funders (a 

city-based insurance company that provides transportation for residents of the adjacent 

neighborhood (Asylum Hill) and for employees of the insurance companies (every 15 minutes) 

located downtown. Moreover, for every dollar spent by one of the employees, it is matched by 

the insurance company for the DVCP.  Interviews with vendors indicated that this program has 

been a very big success significantly increasing sales.  

 

Other outreach and related infrastructure characteristics: 

 Frequent Shopper Card program 

 Tables at events around the city (e.g., South Marshall block party), Facebook, Weekly 

email blast though other Billings Forge program and the farmers’ market listserv 

 Press release for the summer season and for the Fresh Express program 

 Promoted through events at Billings Forge (i.e., catering events) 

 Guest vendors from the community, “helps give sense of community” 

 Food trucks selling prepared food 

 Mobile market in the winter, “people come for mangos and plantains”  

 

West End Market 

This year (2015) will be the 13
th

 season of the West End Farmers’ Market, a program of the West 

End Civic Association since its inception. Mostly funded by the civic association, they also 

receive stall fees from vendors (sliding fee depending on the size of the farm) and most recently 

have received a grant for providing art and music at the market. It recently re-located from a 

church site (free of charge) to a much larger area 3 miles down the road that is owned and 

operated by an apartment complex that includes low income housing units (also free of charge). 

It is highly visible at the new location (next to a landmark used as an easy reference point) and 

includes trees, a park, more parking, and 3 nearby bus lines.   

 

Survey data (within a 1 mile radius) indicate that this population, relative to the other markets in 

this study, is younger (on average); however there is a senior residential program located nearby 

to the market. It is mixed in terms of race/ethnicity with White, Black, and Latino residents. The 

education levels vary with most having achieved a high school diploma or equivalent. According 

to resident feedback in a focus group, there are also sizable subgroups of Eastern European, 
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Somalia, and Jamaican residents in the area. Other needs as cited by focus group residents 

included transportation, especially for the elderly (i.e., to and from the market), “things for kids 

to do,” a grocery store, and more varied food products (i.e., familiar items for the different 

subgroups).  

 

As a result of the move, and related changes in access and usage (including increased use of 

SNAP/EBT), the market has increased its size from a small farmers’ market (5-9 vendors) to 

medium-sized market with 15-18 vendors. In addition to improved and larger space, there has 

also been a consistent market manager for three years. According to the market manager, this has 

been very important for building trust among the farmers, “continuity makes a difference!”   

 

The manager also discussed that the market steering committee wanted more accessibility and 

also wanted to offer the DVCP program. The new location needed to have the customer base to 

do this.  (Note that the committee hosted an open forum with community residents for feedback.) 

Attendance at the new location, average of 400 customers, is now twice that of the previous 

location. Moreover, they significantly increased their SNAP (EBT) usage: Whereas at the old 

site they rarely used the EBT machine, perhaps 3 to 4 times a season, last year they used it 3 to 4 

times a market. In addition, for vendors who can accept FMNP coupons, they receive more than 

50% of their sales in coupons.  Ultimately, “the vendors are the gauge; the sales went ‘through 

the roof’!” Interestingly, the market manager added that “anything that people can’t pay with 

SNAP, the vendor will not make as much money. We still supply higher end items but they don’t 

make as much money.”   

 

Other outreach and marketing strategies:  

 Similar to the North End Market, the West End market also offers the Revitalize program 

in partnership with the Urban Alliance Coalition.  

 Partner with the nearby Boys and Girls club: Children of families who receive SNAP 

benefits are given market bucks to spend at the market along with a cooking class and at 

tour of the market. “A majority of the children in this program came back with their 

parents: 90% of the coupons came back.” This program will continue. 

 Currently building a partnership with Billings Forge to better serve the low income 

families in the West End neighborhood as well as in Asylum Hill (bridging this 

neighborhood between the 2 markets) by providing a DCVP (new to the market this 

2015season).  

 

Feedback and Suggestions from Community Leaders, Residents, Vendors, and Market 

Managers  

As stated, field researchers took notes at each interview that were later cleaned up and 

transcribed electronically. In addition to providing the above market descriptions, we coded the 

qualitative data (via computer assisted analysis software, NVivo) using an a priori coding system 

based on prior research and current evaluation information. The qualitative data included 
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interviews with vendors in 2013 and 2014, interviews with community leaders and market 

managers in 2015, and focus group discussions with neighborhood residents in 2015.  

 

The coding system covered a very wide range of topics for identifying themes across interviews: 

 Market descriptions (attendance, location, hours, music and events, promotional efforts 

and programs, community organizing and partnerships, change in markets over time)  

 Government and other subsidies (FMNP, SFMNP, SNAP/DCVP) 

 Community descriptions, wants, and needs 

 Affordable and appropriate product mix at market 

 Cooking and healthy food knowledge 

 Transportation: barriers, suggestions, and current examples of practices 

 Immigration status and language: barriers, suggestions, and current examples of practices 

 Child care at markets, Seniors at markets 

 Resident motivation, Market atmosphere 

 Advertising and promotion: barriers, suggestions, and current examples of practices 

 Independent vouchers, promotions, and deals: barriers, suggestions, and current examples 

of practices 

 Community organizing and partnerships, Hiring from the community, Youth engagement 

 Potential community partnerships 

 

In addition to compiling the number of times a given topic was discussed, we also analyzed the 

nature or characterization of the ways in which it was discussed across interview data. The 

outcomes of this analytic process are descriptions and themes that represent commonalities 

across the stakeholders’ feedback as well as the variations. Below are some of the key themes 

that were determined to be the most relevant for purposes of this report.   

 

Affordability and product. An affordable and appropriate product mix was discussed by 12 

community leaders, the residents at all 3 focus groups, all 4 market managers, and at 13 

interviews with vendors (6 vendors during the first year and 7 during the second year of the 

grant).  Some of the feedback indicates, directly and indirectly, that residents perceive produce at 

farmers’ markets as too costly.  

 “Fast food is an easier and cheaper option for most families.”  

 “Residents don’t usually know that the food at the market is cheaper, fresher, and grown 

with fewer pesticides.” 

  Cost! The Farmers’ Market is expensive.” “Residents probably assume that market 

prices are more expensive.”  

 “People here are more price-motivated” I sell everything for less here [than at another 

market outside of the city]…adjust price to sell better.” “[He added that he] used to put 

up price signs but that they always ask about price so he stopped putting up signs. He 

also feels that once they ask, it opens it up for him to get them talking about other 

products.” 

 “Customers here are more concerned about price than other areas. Sometimes they 

complain or try to haggle over the price.” 
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 “There are varied reactions to the price on the part of the customer. They tend to get 

more negative feedback about prices here. Customers are more likely to ‘give them sass’ 

or ‘haggle’ about the prices.   

 

Additionally, “As compared with other markets, people [at Hartford farmers’ market] want 

more familiar product.” Another vendor similarly noted, “Customers in higher income areas are 

interested in trying new or unique things where customers from lower income areas want to buy 

familiar items to not waste money.” Relatedly, “Customers ask for fruits and vegetables that are 

out of season and ask for items found in supermarkets such as bananas and lemons.”  One 

vendor stated that “it was interesting to try to figure out what to grow.” He made “a mistake” 

(“my mistake”) and grew calaloo with red color in the leaf, “they asked if I had the green 

calaloo.” He plans to grow green leaf calaloo for next year, mentioned that neighboring 

vendor/farmer did well with this; he also added that next year he was going to double his okra 

crop – he expressed surprise that he “sold a lot!” Other very similar comments: 

 “People typically don’t know how to use vegetables, aside from collards, tomatoes and 

culturally familiar foods. And potatoes are typically cheaper down the street. People are 

interested in culturally relevant foods, callaloo for West Indian population.” 

 “I generally sell everything but okra, collards, and kale go fast.” 

 

Awareness and education 

Related to having an appropriate product mix, education on healthy eating habits and cooking 

was cited as an important need at all 3 focus groups, 11 of the 17 interviews with community 

leaders, and by at least 3 vendors. As stated by one community leader, “You need to educate 

people on food because they don’t really know it, how to cook it, what it’s good for.” “Many 

people are not exposed to raw ingredients - or to farmers, due to their urban residency. This 

gives them no point of reference when considering the market.” “It is difficult for many 

[residents from other countries] to adapt to the American lifestyle. The food and ingredients are 

especially foreign to them.”  Whether due to lack of exposure or familiarity or related barriers 

(i.e., immigration, language), “People don’t know what is being sold at the market and this 

uncertainty discourages them.” Moreover, it was suggested at one focus group that “Maybe 

people don’t get it. They may not know why they want it fresh, just as long as it’s not bad when 

they get it.” Relatedly, one vendor stated “Most [urban] people don’t understand or appreciate 

the process and care that goes into the [market] products.”  

 

During one-to-one interviews and focus groups, people discussed the need for increased 

awareness and education on the following topics: 

 Recipes and different ways to cook produce and ingredients from the market 

 Storing (and not overbuying), freezing, and canning food 

 Nutrition, health, and food 

 GMO and pesticides 
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 Gardening and growing food  

 Importance of buying fresh food from local farms   

Demonstrations, recipes, menus (for upcoming harvest from one week to the next), food tastings, 

“hands-on activities” were all suggested in order to “get people involved” and learning about, 

tasting, buying, and cooking food. 

 

Transportation  

Transportation was noted by community leaders to be a common barrier for accessing any kind 

of service in the city, theirs included, and “likely the farmers’ market as well.”” Transportation 

is a big hurdle. Even if it is available, people need to know that it is.” “People seem to know 

about the market but aren’t able to get there.” “People know what they know” they may not 

know that the farmers’ market is easily accessible by bus” As a church leader noted, 

“Transportation is difficult for everyone and especially the elderly. It is difficult for him to even 

get members to attend the group meetings.”   

 

Community leaders and residents alike highlighted that “Transportation is essential.” “Elder 

transport or food delivery programs would be very helpful.”  After noting “transportation is a 

large barrier” at one of the focus groups, participants recommended “looking into a delivery 

system for those who are housebound.”  

 

Market atmosphere 

As with any promotional effort but even more so when attempting to increase the low-income 

customer base at farmers’ markets, it is critical to build and maintain relationships (e.g., due to 

lack of experience, understanding or awareness, isolation/language barrier, and/or otherwise 

feeling discomfort or intimidated). Community leaders spoke strongly about delivering the 

message that the market is committed to understanding and meeting their needs.  “Lack of 

understanding is a big barrier.” “People need to be comfortable and welcomed. Need to build 

relationships between the vendors and the customers. Need to reach out to customers to make 

sure that customers are satisfied.”  Creating a welcoming atmosphere was a strong theme 

throughout many conversations with community leaders: 

  “Be welcoming at the farmers’ market and explain coupons and incentives at the 

outset.” 

  “Residents need to know the purpose and benefits of the market. Mainly show that the 

market is for them.” 

 “Getting more information out is necessary. Should especially highlight that it is for 

everyone.” 

 “Farmers’ markets have to prove that there are benefits to going to the market.” 

Many of the vendors spoke positively about selling their product in low income neighborhoods 

and the interactions and relationships they had with some of their customers:  

 “There is always a following, have regular customers; both loyal and steady.” [When 

interviewer made reference to piece of pie that was given to her], she added that it was 
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sweet potato pie and that the woman brings them whole pies regularly. Referring to this 

in general terms she stated, “always very nice; makes it extra special.” 

 “I like the interaction with people, and at the same time making money too, talking to 

everyone, educating people on what they don’t know.” 

 “The market is a very tight knit family and there are many established regulars.” 

 Overall he enjoys it. Some people haggle more for the price but they view this as a 

positive thing because they want to work together with people to make everyone happy.  

However, it is important to note that in several instances, there were different, even inconsistent, 

views of the same market depending on the person’s position.  While the experiences of many of 

the vendors were relative to markets they sell at outside of the city, community leaders’ 

perspectives were based on their experiences working with residents on a day-to-day basis. As 

one example, a vendor states, “The market is much more personal and community rooted. Here 

[in the city], people come in from the community rather than traveling out to the markets [in the 

suburb]. This provides a nice environment for the community to bond and mingle with each 

other.” However, a community leader, speaking about the same market, saw it quite differently: 

“…It does not seem like it is for poor people… Walking by the farmers’ market as a poor person, 

it doesn’t seem like you can afford anything… It’s so closed off… seems exclusive.” 

 

Creating a welcoming atmosphere for low income residents who are unfamiliar with the market 

setting (e.g., due to lack of experience, understanding or awareness, isolation/language barrier, 

and/or otherwise feeling discomfort or intimidated) can be a challenge. As one market manager 

noted, “People’s natural reticence to try something new is a hard barrier to overcome…need to 

be careful with branding and marketing… it is difficult to appeal to broad population…The 

market has a reputation for being high end but that’s not what the market is about. The market is 

for everyone.”  There is none-the-less much potential as well as many benefits (in addition to 

increased consumption of fresh food and increased sales)to creating opportunities for 

overcoming this barrier. “Many customers are bilingual Spanish/English speakers and assist one 

another in translating at the market when needed.” “The market is good for meeting new people 

and sharing recipes as well as cooking styles.”  

  

Advertising and Marketing 

Given the purpose of the evaluation/interview, advertising and marketing was of course 

discussed with all 4 market managers at length, and at each of the focus groups as well as with 

13 of the 17 interviews with community leaders.  In addition, 6 of the vendors in 2013 and 7 

vendors in 2014 initiated the discussion. “People need to be informed and aware of [farmers’ 

markets], and they need to take advantage of [what farmers’ markets have to offer]. These 

changes take sustained efforts and reprioritization.” Advertising and marketing strategies that 

were suggested include: 

 Increasing awareness of subsidies, promotions, bargains 

 Need to inform people about the farmers’ market and how they can get more food for 

less money at the farmers’ market. 

 She recommends pushing the doubling incentive to gain shoppers. 
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 Price – the produce needs to be affordable, and people need to know that it is 

affordable. [Interviewer described the DVCP program and she was enthusiastic, but 

said that people need to know about the program]. 

 Need to educate customers that farmers markets accept SNAP and double the value. 

 Coupons are alluring : Residents say they are “Coupon kings” 

 They like the term “half off everything” 

 Residents had a very strong response to doubling incentive: advised to lead with the 

doubling incentive 

 Stamps are mostly used the 1st to 3rd of the month : Perhaps do more advertisements 

and deals during mid or end of month when people are trying to stretch their dollar 

 Highlighting the price difference between products at the market and the store (e.g. 

Honey) 

 Using flyers to disseminate farmers’ market information - - but only with face-to-face 

interaction: 

 “Flyers being handed out on the street corner are ineffective and wasteful unless 

there is face to face conversation to accompany them.” 

 “Face to face interactions are the best.” 

 “Giving out flyers is good but only if you can explain verbally the benefits of 

attending the market.” 

 “It is important to talk to residents, not talk at them.” 

 “People would rather hear you talk than read a flyer.” 

 Intentionally targeting your efforts toward particular audience (e.g., low income, 

immigrant subgroups), via Public Service Announcements (or Ads, PSA) and local 

televised stations, hosting neighborhood events, newsletters 

 It’s best to target audiences that might be interested.   

 Giving out flyers is good but only if you can explain verbally the benefits of attending 

the market. 

 Open invitations have less successful responses than targeted invitations. 

 As much exposure and word of mouth as possible:  

 Residents (at focus group) recommended spreading information through: 

Churches, State organizations and buildings (WIC, SNAP, City Hall), Buses, 

Organizations with similar interest (Urban League of Hartford, YMCA), 

Libraries, Grocery Stores, Health Conscious Places (CVS, Walmart, Doctors 

office, Clinics), TV and Internet from homebound people, Hartford News 

Channels, Liquor Stores, Telephone Poles (very successful according to 

residents), Family Resource Centers in schools, Newspapers such as the 

NorthEnd Agent were cited as successful.  

 Residents at another focus group recommended targeting: Laundry facilities, 

Grocery stores, Nursing homes, TV screens in public buildings, Barbershops and 

hair salons, people would go if their neighbors worked there, state programs 
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(WIC, EBT, DHS), Radio, TV (less expensive than radio) - dinner time would be 

best, Farmers’ market app: everyone has a smart phone, through [community-

based] organizations, city buses. 

 Host neighborhood events and highlight the market 

 Offering tables at the farmers’ markets for community organizations and resources for 

low income families 

 Host “pop up’ markets and stands 

 Independent Vouchers, Promotions, and Deals. Interview and focus group discussions 

indicated that subsidy programs offering bargains and discounts are critical for reaching 

low income residents.  From one separate interview to the next, comments were very 

similar: 

 Bargains, people are looking for bargains. 

 Taste tests are a good way to get people to come into the market as well as introduce 

them to new food. 

 Offering samples at the market is a good way to get people in the door as well as 

getting them introduced to the available products. 

 Food attracts people so perhaps offering samples would be helpful. 

 Healthy food tastings gives a reference point for residents 

 Explore coupon options. 

 Farmers’ markets need to host promotional events 

 Creating vouchers to give to people to spend at the market 

 Giveaways 

  Free samples 

 A special monthly or weekly offered product would generate continuous interest. 

 

BUILDING COMMUNITY PARTNERSHIPS: INTEREST FROM COMMUNITY-

BASED ORGANIZATIONS  
 

One of the central purposes of interviewing administrators and leaders of community-based 

organizations was to inquire about interest and potential for partnerships.  Receptivity to 

collaboration was very impressive: Fourteen of the 17 community leaders who were interviewed 

expressed interest in collaborating in mutually beneficial efforts for engaging and supporting 

low-income residents including publicizing the market, conducting or participating in cooking 

demonstrations and/or food education, hosting a “pop-up” market, facilitating youth 

involvement/programming, transporting people to the market, coordinating student field trips to 

the farmers’ market, and setting up art activities at the farmers’ markets. Below is a list of each 

interviewee (by neighborhood) who expressed interest in collaboration, along with a description 

of their organization and its purpose, and their suggestions for working together.     
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HOMESTEAD AND NORTH END NEIGHBORHOOD 

 

Albany Avenue, Hartford Public Library branch 

Contact: Anwar Ahmend, Head Librarian Hartford Public Library, Albany Ave Library 

Branch; 1250 Albany Avenu, 06112 

Met on 3/12/15 

Description and purpose:  

 The library provides information and resources, regardless of one’s background or 
circumstances, and  to support the growth of democratic institutions.  

 The Albany Ave library branch serves residents of the Upper Albany neighborhood 
 Programming is centered around families and children. There are lots of kids that 

come to the library after school.  
 The library is a center for civic engagement, culture, technology, and a space for 

community meetings.  
 Host The American Place (TAP) program for new arrivals in the United States to get 

them oriented and civically engaged with neighborhoods, schools, voting.  
 The library hires young people – teen leaders – who know the neighborhoods and 

know who needs services  
 The downtown library hosts an art walk. They are actively engaged in everything in 

the city. The library hosts panel discussions, debates 
 At the downtown library, there is a job and career center, at the Albany branch, they 

assist people with their resumes and email and basic coaching around job searching 
Suggestions for partnering: 

 The downtown kitchen is structured to have cooking shows – Ahmed suggests that the 

farmers’ market film cooking demonstrations at the downtown library and simulcast to 

library branches/broadcast on public tv station. This way, the farmers market can show 

people how to eat food from the farmers’ market in a way that is cheap.  

 The library could also host a live cooking demonstration.  

 The downtown library can also screen documentaries on food and farmers’ markets and 

encourage people to visit the farmers’ market.  

 

Community Health Services (CHS) 

Contact: Judy Tallman, Director of Grants and Outreach  

500 Albany Avenue, 06112 

Met on 3/16/15 

Description and purpose: 

 17,000 patients come through Community Health Services every year 
 The CHS is often the one point of contact for many illegal immigrants in the area. 

They are able to get care with no questions asked 
 The organization offers a food pantry through food share that includes a nutritionist  
 The organization hosts a farmers’ market (1 vendor) of its own in the parking lot 

from July through October. It occurs every Friday morning. During the off-season, 
the HFS mobile market visits Friday mornings.  

 The farmers’ market receives funding from the Urban League. They have also 
applied for a grant from the Hartford Foundation. Aetna also supports the market by 
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funding $5 coupons for the CHS farmers’ market, providing health checks. CHS has a 
goal of a 5% reduction in health readings (weight, blood pressure, etc.) and many 
participants have shown improvements.  

 The independent vouchers really help support the farmers market, and many of the 
farmers have been happy.  

 St. Josephs also gives cooking demonstrations at the farmers’ market.  
 People know about the farmers’ market and they use it!  
 Representative from the WIC and SNAP program also work wit the CHS and are 

frequently enrolling patients in these programs  
Suggestions for partnering: 

 It’s helpful to get poor people access to healthy food, so the CHS is interested in sharing 

information that would increase the community’s health and wellbeing, including the 

farmers market. 

 The CHS farmers’ market is only once a week, so they are happy to share information 

about other farmers’ markets in the area that are occurring at different times of the week. 

 Judy said that she could ask the CHS nutritionist if she would be willing to give out 

literature on farmers’ markets in the area to clients 

 Judy also suggested that the farmers’ market set up a table at the CHS to advertise the 

farmers’ market. She mentioned that representatives from the SNAP and WIC program 

often table at the CHS to enroll patients in these programs.  

 

YMCA 

Contact: Lisa Morgan, Youth Director 

444 Albany Avenue, 06120 

Met on 3/27/15 

Description and purpose: 

 The YMCA serves families in the Upper Albany community and makes sure that all 
services and activities are accessible and affordable. Program pricing is determined 
by a family’s ability to pay. 

 The YMCA offers: Workout facility for adults; Preteen and Teen centers; Day care 
 The YMCA promotes s healthy lifestyle and helps stem the disparity in education 

and health. 
 The YMCA is about having a caring adult in youths’ lives. 
 The Healthy Living Initiative program is offered for teens aged 15-18. They work 

with a dietician, take cooking lessons, and give back to the community through 
hunger relief service projects. 

Suggestions for partnering: 
 The youth from the YMCA could be recruited to help flyer and advertise the farmers’ 

market as a part of their community service and civic engagement efforts  

 Interviewer mentioned the voucher program that the West End farmers’ market 
created in partnership with the Boys and Girls club, and Lisa seemed really 
interested in replicating a similar type of program. She said the YMCA development 
officer could look into obtaining grant funding for a similar program for the YMCA 
and a farmers’ market, but that they would definitely be interested in doing a similar 
program if funding were available either through grants or from the farmers’ 
market.   
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 Lisa could see visiting farms with the youth and getting them involved with planting 
and growing food. Maybe YMCA could partner with farmers from the farmers’ 
market to provide this opportunity? 

 

Kings Chapel Church of God 

Contact: Pastor Mitchell 

400 Woodland Street, 06112, 860, 728-5777 

Met on 3/24/15 

Description and purpose:  

 The Church has been in the community since 1998 
 Primary goal is to reach people of Hartford as a “holistic ministry,” not just to 

preach, but to take care of the physical man 
 The church offers a food pantry that feeds over 100 people on a monthly basis. It is 

open every Thursday afternoon and Saturday morning.  
 The church purchases produce and other products from Foodshare  
 The church also assists people with their rent, utility bills, whenever funds are 

available  
 Offer daycare on site as a separate non-profit 

Suggestions for partnering:  
 The church reaches out and helps the community, particularly families, very effectively. 

The church promotes kids going to school through scholarship. The church promotes 

family values and generally speaking, places a lot of value on education.  

 The church hosts “King’s Chapel Day” in June. At this event, the church invites people 

from the community to promote themselves, offer health screenings, games and fun for 

the kids. Around 200-300 people attend this event. Pastor Mitchell suggested that the 

farmers’ market manager attend this event to spread the word about the farmers’ market. 

 There are bulletin boards and places to put flyers in the lobby to advertise the 
market.  

 Interviewer also spoke with an administrator at the daycare associated with the 
church while waiting for the pastor, and she said that they already take the children 
from the daycare to the farmers’ market in the summer. She said that they use petty 
cash from the daycare to let the kids buy things at the market. I mentioned how the 
West End farmers’ market gave vouchers for the farmers’ market to students from 
the Boys and Girls Club to spend at the farmers’ market and give to their parents 
back home. She was very interested in this idea. Perhaps there could be a potential 
partnership between the daycare and the Homestead farmers’ market?  

 

Urban League of Greater Hartford 

Contact: Natasha Moore-Harris, Youth Development Program Manager  

140 Woodland Street, 06105 

Met on 3/13/15 

Description and purpose: 

 The Urban League of Greater Hartford is a social service agency with 4 departments- 
Youth development; Economic enrichment; Education; Workforce training. 

 All services are free to the public. 
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 The organization services the greater Hartford area, and serves predominately low-
income population.  

 The organization promotes self-empowerment. 
 The organization recently received a grant to help people access health services. 

Suggestions for partnering:  

 The organization has their youth promote the work of the Urban League. They are out on 

foot in the community often when the weather is appropriate. This is how they get a lot of 

information out to the community.  

 The director of the workforce development program might be willing to hand out 

literature on the farmers’ market to clients  

 If  there were vouchers to spend at the farmers’ market, staff at the Urban League 
could hand the vouchers out and help explain how to use them and help familiarize 
clients with the farmers’ market. 

 Natasha explained that she thinks of the Chrysalis Center as a mental health 
provider and not as a farmers’ market. She thinks that giving vouchers out for the 
farmers’ market could help raise awareness.   

 Natasha suggested that a farmers’ market at the Urban League would be of interest 
(e.g., pop-up market). 

 

Rawson School 

Contact: Jackie Berthea, School family support advisor,; Direct line:  (860) 695 – 4846 

Holcomb St, 06112 

Website: hartfordschools.org 

Met on 3/16/15 

Description and purpose:  

 Jackie is the family resource head and the behavior specialist at Rawson. She works with 

families and students frequently. She works very closely with students one-on-one on 

behavior. She directs families to agencies that can assist them in whatever they need. 

 Rawson is transitioning from STEM to STEAM based curriculum (science, technology, 

engineering, arts, and math). Rawson is also becoming a “lighthouse school” over the 

next three years. This means that the school is to become a cultural hub for the 

community. 

 The school has many programs involving the community currently including citizenship 

classes and occasional health programs. 

 The biggest concern of hers is health and food. Many residents don’t have medical care 

or a way to get any (many families are undocumented).  

 Approximately 605 families are served by them and they are very responsive. 

 The school deals with community issues such as homelessness. The school refers families 

to job resources, health services, Department of Children and Families, mental health, 

and housing. 

 They are partnered with the Blue Hills Civic Association. 

 The gym is open twice a week for children. 

 The host a robotics program (CPET) every Saturday 

Suggestions for partnering: 

 They are interested in hosting cooking demos. 

http://www.hartfordschools.org/
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 Jackie can mobilize families. 

 She sometimes gives rides to the North End Market. 

 Perhaps there could be a farmers’ market evening with a representative from the market 

who could talk with families. 

 They host monthly Parent-Teacher meetings (the third Thursday of every month) which 

could serve to disseminate information. 

 She would love to get the mobile market to come here or to have their own market/fair. 

The school has a very large yard that could be used for events and they are centrally 

located in the community. (Perhaps a “pop-up” market?) 

 Parents always come to pick up and drop off their kids. That is a key time to get 

to them. 

 Jackie lives across the street and can easily coordinate events. 

 Perhaps they could start a “fresh dollars for fresh vegetables” with farmer’s market 

coupons. 

 

BILLINGS FORGE NEIGHBORHOOD 

 

Burns Elementary School 

Contact: Maribel Bermudez, Family Resource Center  

195 Putnam Street, 06106 

Met on 3/24/15 

Description and purpose: 

 The Family Resource Center at the Burns School is called “The Village” 
 Serves the Frog Hollow community primarily, but doesn’t turn anyone away 
 The Burns School is a community school and they work with the community quite a 

bit. Provide activities/programs: 
 Parenting classes, in English and Spanish 
 Family reading and literacy classes 
 Home visitations early on (pregnant women and families with young 

children).  
 Play groups to socialize children and address social and emotional 

development. 

 Positive youth development for 6th-8th graders, addresses values and ethics. 
 Provide families literature on finances, nutrition, health.   
 Offer food pantry through Foodshare as an emergency food pantry. 
 Offer a backpack program for 30 students. They take home a backpack full of 

food on weekends. Donations from Emmanuel Church and Foodshare.  
 Clothes bank through St Paul’s church and salvation army.  
 Work with “Hands up” to give away donated furniture for those transitioning 

out of a shelter. Everything that is donated is taken, nothing is ever leftover  
 Billings Forge also comes to the Burns School to host “family night” about 4 times a 

year. There is a community meal that everyone takes part in preparing and eating. 
Lots of activities for the family.  
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 Being in the school is a big resource for working with the community as it is a 

community school. The Family Resource Center offers holistic services and has lots of 

partnerships with organizations. Everyone knows about “the village ladies.”  

Suggestions for partnering:  

 Come to the school and talk with parents, or go door-to-door. Word-of-mouth is crucial. 

This is how the Family Resource Center gets word out about their programs. 

 Farmers’ market can table in the main lobby of the school, particularly during 
parent teacher conferences. 

 Offer tables at the farmers’ market for community organizations and resources for low-

income families. 

 Billings Forge already comes to the Burns School for “Family Night” – this would be a 

good venue for the farmers’ market to advertise the market and the DVCP program 

 The Family Resource Center can stuff flyers into the backpacks of the students’ who 

receive backpacks from the backpack program. 

 The Family Resource Center can enroll families in EBT, WIC, and other programs 

through ABO online – can let families know about the farmers’ market and DVCP 

program when enrolling in these programs, hand them a flyer.  

 

Hartford Neighborhood Center, Inc. (HCNI) 

Contact: Cora Mercer, Executive Director, and Jessinia Santos, Program Director 

38 Lawrence Street, 06106 
Met on 3/30/15 
Description and purpose: 

 HNCI is a community center. They offer the following programs: 
 School readiness program for 42 students aged 3-5 
 Basic human needs program that includes a food pantry, support for signing 

up for Husky insurance, also offer Spanish translation.  
 Computer enrichment program – instruction for all levels on how to use 

computers. Participants get to take home a refurbished computer. 
 Summer camps for youth (day camp) 

 The organization is very connected with the community -  Sanchez school and Mi 
Casa were examples that were specifically cited.  HCNI coordinates with the 
community and organizations that are serving the community 

 HCNI serves all Hartford neighborhoods 
Suggestions for partnering: 

 HCNI can help advertise the markets and the DVCP program to Foodshare clients. HCNI 

moved 7,000 lbs of food last year through food share, so it sees a lot of families who are 

in need of food assistance. HCNI said they would directly tell their Food Share clients 

about the farmers’ market and the DVCP program because many can’t read.  

 HCNI was cut from being a FMNP coupon distributor, but would be interested in 
handing out coupons and supporting the farmers’ markets in this way.  

 

WEST END NEIGHBORHOOD 

Connecticut Coalition of Mutual Assistance Associations, Inc. (CCMAA) 

Contact: Ban Tran, Executive director 

143 Madison Ave, 06106 
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Met on 3/20/15 

Description and purpose: 

 CCMAA works with the department of social services to help refuges and the elderly. 

 They have offices scattered through CT but since their budget is so small they 

concentrate primarily in Hartford.  

 The CCMAA offers citizen classes and language classes primarily. 

 They primarily work with Vietnamese individuals and families but they also have 

subprograms that work with people from Laos, Burma, and Myanmar. 

 They shelter people when necessary. 

 They meet twice a week for meetings. 

 Currently their transportation consists of a few members who have a license and 

volunteer to drive other members. 

Suggestions for partnering: 

 He is very open to forming partnerships but they have a very limited budget. 

 He can give out flyers and information but it would be best to have it translated. 

 He would like to focus on transportation access (more generally in addition to 

markets). 

 

Noah Webster School 

Contact: Michelle Rapp, Program Assistant/ Outreach Coordinator 

5 Cone Street, 06105 

Met on 3/25/15 

Description and purpose:  

 Noah Webster was a neighborhood school previously. Now they actively recruit students. 

 The school consists of students from various backgrounds. As is required of them, their 

student body consists of 50% suburban students and 50% urban students. They have a 

diverse student body in terms of ethnicity.  

 Overall NW is very health conscious.  

 Students watch documentaries about food (e.g. Super Size Me). 

 NW has their own garden, which is cared for by a few master gardeners. 

 They grow the food and once it is ripe families are allowed to take it home to eat. 

 Classes often get involved in the gardening. 

 Each year every kindergartener is given a plant (e.g. cabbage) to take home. 

These plants come with planting and care instructions for the family. 

 The school has a wide variety of community partners: West End Civic Association, the 

Science Center, St. Joseph’s, the Rockcats, the Wolfpack, Junior Achievement, Diversity 

Academy, and tutors from the Inter-Faith Consideration. 

Suggestions for partnering: 

 Word-of-mouth is the best way for the word to get out. Residents who go may bring their 

friends to the market and introduce them to [a new] kind of environment. 

 They will certainly publicize the SNAP program and the markets. 

 They are interested in hosting a food stand at their location (e.g., “pop-up” market) 

 Residents need to know someone who has gone to the market before to guide them 

through their first time. 

 They are interested in field trips to the markets. 
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ALL FARMERS’ MARKETS NEIGHBORHOODS 

 

Charter Oak Cultural Center 

Contacts:Tianna Glass, Administrative Manager  

21 Charter Oak Ave, 06106 

Met on 3/16/15 

Description and purpose: 

 They are a cultural arts program seeking social justice.  

 They give children access to arts. They primarily focus on music but also incorporate 

visual art and physical activities such as yoga. 

 Charter Oak receives their funding from grants and donors. 

 They do adult arts programs occasionally too.  

 They also offer the BOTS Creative Learning program which leads to schooling 

through Goodwin. 

 They host community dinners (primarily families attend). 

 They also run Beat of the Street (BOTS), a newspaper for home insecure individuals and 

families. It is run by Ms. Cook and has over 100 subscribers. 

 Their BOTS POTS program: donors provide vegetables or money for vegetables. 

They then plant them around the city (6 different locations) and once ripe they can 

be eaten by anyone. 

Suggestions for partnering: 

 They are very dedicated to working within the community and forming ties with groups 

of a similar nature. 

 They offer once a month community dinners (accompanied by an activity) that the 

markets could flyer at or even do a cooking demo at. Tiana would be the contact 

for that.Tianna.Glass@charteroakcenter.org 

 Susan Mazer coordinates the arts programs. Perhaps can talk to her about offering 

an arts table or music event at the farmers’ market – could be mutually beneficial? 

She can be contacted at Susan.Mazer@charteroakcenter.org 

 She suggests utilizing their phone list (the list is comprised of residents who have 

taken classes offered by Cultural Oak before. 

 Generally, flyers being handed out on the street corner are ineffective and wasteful, 

unless there is face to face conversation to accompany them. 

 Charter Oak flyers a ton of target areas, schools, libraries etc and rely on word-of-

mouth. They offer emails, mailings, and newsletters. They don’t assume people 

have internet. Charter Oak has a phone list of people they call to inform them of 

opportunities at the organization. 

 Sometimes, Charter oak has people on foot with flyers, but Tianna doesn’t think 

that this is the most effective method. They are unsure of where to go. It’s best to 

target audiences that might be interested.   

 Tianna suggested to use the monthly dinners at charter oak to promote the farmers’ 

market. To offer literature or host a representative of the farmers’ market. Perhaps use the 
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dinner to offer a cooking demonstration/ food samples to the community. Tianna likes to 

“stack” community dinners with activities.   

 

Community Renewal Team 

Contact: Elizabeth Horton Sheff, Director of Community Services 

330 Market St., 06120 

Met on 3/31/2015 

Description and purpose: 

 The CRT is a community action agency. They have been around for 50+ years. Their 

goal is to provide human services and support to the community. They are the oldest in 

the state.  

 For a full list of programs go to www.crtct.org.  

 They attempt to improve access to basic human needs like food and clothing. 

 CRT has programs to cover all ages. As she says their programs are “cradle to grave.” 

 They promote upward mobility through their Steps to Success process. In this process, 

the individual who is being helped chooses a goal for themselves. Then they are given a 

case manager who guides them to reach their goals. 

 They have two types of food programs here: a dry pantry for families and children as well 

as a mobile market every two weeks on Park St. 

 They do not house fresh food here because they unfortunately do not have a 

fridge. 

Suggestions for partnering: 

 She would like to distribute the flyers. 

 She is open to the idea of partnering for cooking demos. 

 There could be possible trips to the market for a demo or workshop. 

 

The Food Bank at Mt. Sinai Hospital 

Contact: Joan Dauber, Director, (860) 714-2845 

675 Tower Ave, 06112 

Met on 3/30/2015 

Description: 

 This food bank is interesting in that it acts within a hospital. They take referrals from the 

hospital. 

 Their main focus is overall nutrition and improving diets. 

 The food bank attempts to distribute food according to nutritional/familial needs.  

 The food bank targets the working poor and young families, pregnant women, and 

girls/women in particular. 

 They offer a variety of programs such as: dietician services, counseling, a diaper bank, 

help with housing etc. 

 They operate through 12 sites to assist in housing (nine private sites and three state sites). 

 They also deliver food to their sites and to the elderly 

 They offer free taxes, exercise programs, and budgeting classes. 

 They work on events throughout the year. For example, they provide food to “Keep the 

Power On” to raffle.. They work on food demo programs. 

 The food bank very purposefully doesn’t put a sign up for its location. As she puts it “If 

you know you should be here you know about it.” 
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Suggestions for partnering:  

 She approves of flyers and is willing to distribute them on our behalf. 

 She is open to exploring other options as well. 

 They have done cooking demos before. 

 They offer nutrition counseling as well. 

 

Organized Parents Make a Difference (OPMAD),  

Contact: Kathy Evans, Program Development Director 

350 Farmington Ave, 06105 

Met on 3/16/15 

Description and purpose: 

 OPMAD was started in 1992 by parents. 

 They aim to support children and families academically, socially, and improve 

opportunity for them. 

 They run afterschool programs in the North and South ends of Hartford. They do 

them primarily through four schools: the Montessori Magnet school, Annie 

Fischer, Batchelder, and Mary Hooker. Another school also offers tutoring 

through them as well. 

 The after school programs cover education, culture, and physical wellbeing. 

 The four schools all operate dinner programs with OPMAD as part of a 

federal grant. 

 They offer summer programs during the five week summer school session 

timeline designated by Hartford schools. They offer a sliding scale for parents’ 

childcare fee. 

 They have cooking classes held in the schools in conjuction with 4H and Fresh Catch. 

 They have parents meetings every other month and they do something special for each 

event (e.g. salsa dancing). 

 They host other events such as bingo and a talent show. 

 OPMAD has a “captive audience” because they offer child care, a much needed service 

for many of the families. 

Suggestions for partnering: 

 They have cooking classes held in the schools in conjuction with 4H and Fresh Catch. 

 They are open to, at the very least, putting up posters and flyers. They would like to 

explore the options of collaboration for long term programming. 

 For example, they are open to doing cooking demos in conjunction with the 

markets. 
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KEY FINDINGS AND RECOMMENDATIONS  

The efforts and progress of these markets to increase patronage of low-income consumers at 

farmers’ markets in Hartford, as outlined above, is a large and impressive undertaking.   

Altogether, there is solid infrastructure to build on; there is also much more market potential (and 

need) in each of the neighborhoods.  In particular, potential for significantly increasing sales in 

SNAP benefits and DVCP was highlighted by all market managers, as well as many vendors.  

Also as already noted, less than half of the residents who had familiarity with farmers’ markets 

were aware that the markets accepted SNAP benefits.  Further, less than one-fifth (15%) had 

awareness of farmers’ markets that double the value of SNAP.   

 Multiple promotional strategies, over time, are needed to really fuel an increase in low-

income patronage (and sales), and relatedly, an increase in the consumption of fresh food 

(and health). 

 Given the progress thus far and established infrastructure(s) that are in place, explore 

opportunities for increased (formal) collaboration among the four participating markets so as 

to make outreach and promotional efforts more intentional and systematic, and therefore that 

much more efficient and effective.  A formal collaboration (e.g., with funding support) would 

also be beneficial for fostering a stronger, collective understanding of the neighborhoods, and 

assisting with resource and partnership development.  

 Community partnerships are critical for improving and targeting outreach efforts and 

increasing patronage of low-income residents at the markets. Not only do many community 

leaders have a very strong knowledge base of the needs within the community, they (and 

their organizations) also have credibility among neighborhood residents.  

 Explore grant and other funding opportunities for building partnerships and alliances with 

community-based organizations. Fourteen of the 17 community leaders who were 

interviewed expressed interest in collaborating in mutually beneficial efforts for engaging 

and supporting low-income residents including publicizing the market, conducting or 

participating in cooking demonstrations and/or food education, hosting a “pop-up” market, 

facilitating youth involvement/programming, transporting people to the market, coordinating 

student field trips to the farmers’ market, and setting up art activities at the farmers’ markets.   

 Design promotional strategies for targeted subgroup(s)/neighborhoods: SNAP recipients, 

WIC recipients, seniors, children/youth/family, specific streets of a neighborhood (e.g., 

within mile radius of each of the markets). Determine means for measuring and tracking the 

impact of efforts (e.g., sales in SNAP benefits, household surveys, feedback from vendors, 

traffic counts at the markets, “cashing-in” of “market money”) to gauge progress and to 

inform ongoing efforts. 

 Highlight SNAP benefits, DVCP program, FMNP, and SFMNP in advertising as well as any 

other bargains and discounts. Focus group participants strongly suggested “lead[ing] with the 

doubling incentive,” and getting as much exposure and word of mouth as possible. They 

recommended advertising through churches, state organizations (SNAP, WIC, City Hall), 
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buses, family resource centers, schools, and other community-based organizations, Hartford 

news channels, radio, local newspapers, laundry facilities, barber shops, and hair salons. 

 Deliver the message that the market is committed to understanding and meeting the needs of 

low-income customers. “Creat[ing] a welcoming atmosphere” at the market for low-income 

inner-city residents, many of whom have little familiarity with markets or local farms, was a 

strong theme throughout conversations with community leaders. As part of building 

community partnerships, provide tables at the market for community organizations and 

resources for low-income residences. At each of the markets, give as much face-to-face 

promotion and attention to building relationships between customers and vendors as possible. 

 Lastly, the need for education on cooking with raw ingredients was discussed during the 

majority of the interviews with the community leaders and with focus group participants.  

“You need to educate people on food because they don’t really know it, how to cook it, what 

it’s good for.” “Many people don’t know what is being sold at the market and this 

uncertainty discourages them.” Demonstrations, recipes, menus (for upcoming harvest from 

one week to the next), food tastings, “hands-on activities” were all suggested in order to “get 

people involved” and learning about, tasting, buying, and cooking  with fresh food from local 

farmers’ markets.  
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Household Survey: 
Background: 

1) What is your gender?  

a. Male b. Female 

2) What is your age? ________ 

3) What is your racial/ethnic background? 

a.  African American or Black b. Hispanic or Latino or Spanish  c. Asian or 

South Asian            d.  Native American or Alaskan Native e. Native Hawaiian or 

Pacific Islander   f. White  

g. Multi-racial (please describe) _________________________ 

4) What is your marital status? 

a. Single, never married b. Married c. Legally separated d. Divorced e. 

Widowed 

5) What is your education status? 

a. 8
th
 grade or less  b. Some high school c. High school degree  d. GED 

e. Some college f. 2 Year college degree  g. 4 Year college degree     h. Master’s 

degree 

6) What is your current employment status? 

a. Not working b. Working full-time c. Working part-time d. Working more than 

one job             e. Retired 

Household: 

  Key-  1: Spouse  2: Son/Daughter 3: Parent 4: Sibling 5: Grandparent 

  6: Grandchild  7: Niece/Nephew 8. Son/Daughter in law  9. 

Other 

Household 

members: Head 

of household 

and relationship 

to head of 

household 

Household 

members’ sex 

 

Age(s) of 

household 

member 

Education 

status 

Employment 

Status 

Marital 

Status 

 

Head 

     

      

      

      

      

      

      

      

7) What is your household income? 

a. Less than 9,999  b. 10,000 - $14,999   c.$15,000 - $24,999  

d. $25,000 - $34,999  e. $35,000 - $49,999  f. $50,000 and above 
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Meal Preparation: 

8) In a typical week, how often are meals prepared by someone in your home? (i.e., preparation 

must include ingredients from home)  

a. Daily  b. 4-6 times per week  c. 1-3 times per week  d. 

Never 

9) Who, in your household, generally plans the meals? ________________ 

10)  Who, in your household, generally prepares the meals? _____________ 

Eating habits: 

11) In a typical week how often do family members eat the following meals with one or more 

members of the household?  

 Breakfast: a. Daily    b. 4-6 times per week  c. 1-3 times per week 

 d. Never 

 Lunch:  a. Daily    b. 4-6 times per week  c. 1-3 times per week 

 d. Never 

 Dinner: a. Daily    b. 4-6 times per week  c. 1-3 times per week 

 d. Never 

12) In general, how often do you and the members in your household eat fruits? 

a. Daily    b. 4-6 times per week  c. 1-3 times per week d. Never 

13) What fruits does your household eat? Check all that apply. 

Fresh apples ___  Pears ___  Peaches ___  Plums ___  Bananas ___  Grapes ___  Mangos ___  

Other:___________________________________________________  

14) In general, how often do you and the members in your household eat vegetables?  

a. Daily    b. 4-6 times per week  c. 1-3 times per week d. Never 

15) What vegetables does your household eat? Check all that apply. 

Tomatoes ___ String beans ___ Broccoli___ Collard greens___ Peas___ Carrots____Callaloo 

Other: ________________________________________________ 

Shopping habits: 

16) When are you free to go grocery shopping? Check all that apply. 

a. Morning b. Afternoon c. Evening d. Weekends e. Weekdays 

17) Who, in your household, generally does the grocery shopping? __________________  

18) Do you shop alone or with others? If so, who do you shop with? 

_________________________ 

19) How often do the groceries get done during the month in your household?  

a. Once a month b. Twice a month c. Three times a month d. Four or more 

times a month 

20) During what day(s) of the week are the groceries likely to be done? Check all that apply. 

a. Monday b. Tuesday c. Wednesday  d. Thursday e. Friday

 f. Weekends 

21) What time(s) are the groceries more likely to be done? Check all that apply. 

a. Morning  b. Afternoon  c. Evening 

22) How long do you typically spend grocery shopping? 

a. One hour or less b. Two hours c. Three or more hours 
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23)  

 

Key: Reasons for shopping at locale  a. Convenience/close by  b. Convenience/time

 c. Affordability   

d. Sales   e. Familiarity  f. Quality  g. Quantity 

 h. Fresh food i. Non-perishables j. Has most of what I need k.  Accepts 

coupons     l. Other 

Key: Means of Transportation-  a. Walking  b. Your own car    c. 

Relative/friend car  

           d. Public transportation (i.e., bus)  e. Taxi   f. 

Other   

24) During a month, how much money do you spend on: 

 Amount: Form of payment used 

Include all that apply 

Groceries   

Fruits   

Vegetables   

Key:  a. Cash    b. Debit/Credit/Check     c. WIC  d. SNAP/EBT    e. Other 

_______ 

Farmers Market: 

25) Are you familiar with what a Farmers Market is or a farm stand is? Y or N 

If participant indicates that they do not have any familiarity with a Farmers Market, the interview 

has been completed. 

26) Do you know about the Farmers Market that is closest to you or of any in Hartford? Y or N 

If yes, which one(s)? ____West End   _____North End    _____ Homestead _____Billings 

Forge  

27) How often have you gone this summer to the Farmers Market?  

a. Never   b. Once a month c. Twice a month   d. Three times a month e. Four 

times a month  

Where do you shop for groceries? 

 Check all that apply. 

Why do you shop there? 

Include all that apply. 

Transportation 

Include all that apply. 

Supermarkets (e.g., Stop & Shop)   

Corner Stores/Bodegas     

Convenience Stores (e,g., Mobil Food 

Mart) 
  

Wholesale Retailers (e,g., Costco)   

Big Box Stores (e.g., Walmart)   

Discount Supermarkets (e.g., C-town, 

PriceRite 
  

Specialty Stores (e.g., Whole Foods)   

Farmers Markets   

Other ____________________   
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Proceed to question #28 if participant does not choose option ‘a’ in the above question. Proceed 

to question #30 if participant chooses ‘a’ in the above question. 

28) What have you liked most about the Farmers Market when you’ve gone this summer? Check 

all that apply. 

a. Fresh food  b. Social interaction c. Affordability  d. use 

WIC/SNAP  

e. Contribute to local business  f. Enjoy atmosphere g. Develop community 

29) What have you bought when you’ve gone? Check all that apply. 

a. Fruits   b. Vegetables   c. Meats   d. Dairy  e. Flowers  f. Honey   g. Other 

__________ 

30) Why haven’t you gone to the Farmers Market? Check all that apply. 

a. Do not consume those products in meals  b. Not affordable c. Didn’t know 

about it 

d. Unfamiliar with produce e. I don’t have time f. The time of the market 

doesn’t fit my schedule g. Out of comfort zone  h. Food spoilage/food waste

 i. Transportation j. Other 

31) Are you aware that you can use WIC/SNAP/EBT benefits at the Market? Y or N 

32) Are you aware that some of the farmers’ markets in Hartford double the value of your SNAP 

and WIC benefits? Y or N 

33) What would make you go for the first time to a Farmers Market (or made you go for the first 

time)? 

a. Cooking demonstrations  b. double SNAP/WIC c . Music d. Education on 

produce              e. Friendly Customer Service f. Environment-

Engaging/Happy g. Other _________ 

34) How did you learn about FMs? 

a. Signs  b. Display c. Friends/Family d. Flyer  e. Walked/ 

Drove by it   f.  Other ____________ 

  

Thank you for your participation! 
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VENDOR INTERVIEW PROTOCOL 

1) Where is your farm located? 

2) How big is your farm? 

3) How long have you had the farm? 

4) How much of your income is farming? (ask for percentage) 

5) Do you sell wholesale? If yes, about how much of your total farming income is 

wholesale? 

6) Besides this market, how many other Farmers Markets do you go to?( List all others, 

locations and the customers, i.e., lower or higher income)  

7) What do you consider a successful day at the market? (Money? Selling all produce?) 

What’s most ideal? 

8) [If more than one Farmers Market], what percentage of your total revenue is from this 

market? 

9) [If more than one Farmers Market], how would you describe this market in comparison 

with other markets? 

10) How would you (or do you) describe your experience working in low income 

neighborhoods? How would you describe differences in your interactions with 

customers? 

11) What are the advantages and/or disadvantages of accepting SNAP and/or WIC vouchers? 

12) What do you like about this market? Specifically, what are the benefits to you? 

13) What would you like to see or improve on at this market? 

14) [If first time attending], do you plan to return next season? Why? 
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Vendor interviews: Descriptive data 

Table 4.  Demographic and revenue information of participating farms 

Vendor/Farm
er 

Size of 
farm 

How 
long at 
farm 

% $ from 
farming  

% 
Wholesale 

# of 
FMs 
go to 

Successfu
l day? 

% $ from 
this FM 

Return 
next year? 

Farmer 1)- 
Billings Forge 

25 
acres 

30 years 7% 1/4 - 1/3 8 $300-
$450; 
usually 
does not 
sell all 

1-4% Most likely 
– had 
good 
season 

2) Billings 
Forge 

100 
acres 

Over 
100 
years 

80% 50% 7 $200-
$220; 
dairy 

Avg with 
other FM 

Yes- sales 
and 
atmospher
e 

3) Billings 
Forge 

100 
acres- 
2 
locales 

105 
years 

80% 25% 12 Selling 
lots; 
people 
are happy 

Other 
owner 
knows 
this 

Yes, been 
coming for 
yrs  

4) Billings 
Forge 

17 
acres 
(does 
not use 
all 
land) 

40 years 25% 50% 1 $150; sell 
out kale & 
spinach 

10% Yes, 
started 
last year 
and enjoy 
it 

5) Billings 
Forge & 
Homestead 

< 1 
acre 

2 years 50% 10% (sell 
to 
restaurant
s) 

3 $250 at 
BF; $150 
at 
Homestea
d 

25% at 
BF; 20% 
at 
Homestea
d  

Yes (both); 
likes 
ambiance 
at HS 

6) Homestead 3 acres 30 years 10% (hobby) N/A 3 At least 
$200; 
sells out 
w.melon, 
brocc 

15% Yes, seems 
to be a 
growing 
market 

7) Homestead 1 acre Leases 
for 2  
years 

100% (no 
more 
unemploymen
t) 

10% (sells 
to 
restaurant
s) 

1 $50-80 at 
HS vs 
$350-400 
at other 

10% Yes, 
steady 
market, 
busier yr 

8) West End 
(Dairy) 

150 
acres 

Over 
100 
years 

25% 20% 9 
(som
e 2X) 

$100/hou
r at small 
market- 
Sunny day 

10% at 
most, 
includes 
2X 

Not sure 
due to 
(lack of) 
sales 

9) West End 
(Dairy& 
honey) 

86 
acres 

43 years 100% Maybe 
25% (store 
on farm) 

4 $100-
$125 last 
yr; less 
this yr 

Better $ 
at this FM 
all 3 yrs; 
surprised 

Considerin
g no FM; 
instead 
wholesale 

10) West End 2 acres 3 years 100% 5-10% 3 $7-800; 
selling out 

1/3- 
different 
FM, 
identical 
sales 

Yes 
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11) North 
End- not 
owner 

3 
“blocks
” 

Thinks 
25 
years; 
employe
d 15 yrs  

Not sure Not sure 4 At least 
$1,000 
and sell 
out 

80% Yes, 
owners 
are poor; 
need 
busines 

12) North End ¼ acre 2 years 100% N/A 2 Happy 
w/produc
t; 53 
coupons 

80% Yes; feels 
good to 
serve 
communit
y 

13) North End 50 
acres 

10 years 25% 10% 3 $ and 
selling 
out- Both 

1/3- same 
at each 
market 

Yes, but 
nothing 
for sure 



   50 
 

LITERATURE REVIEW 

 The number of farmers’ markets in the United States has been rapidly rising. In 1994, 

there were only 1,755 famers’ markets in the United States, whereas in 2014 the number of 

farmers’ markets more than quadrupled to 8,268.
1
 Over the last few decades, it has become 

evident that farmers’ markets are valuable hubs for healthy, fresh food as well as sources of 

community and economic development. However, low-income communities have not fully 

enjoyed the benefits of this upward trend. This disparity has led practitioners and researchers to 

question the viability of farmers’ markets in low-income communities. What are the barriers for 

low-income consumers in attending farmers’ markets? And how have farmers’ market organizers 

been successful in overcoming these barriers and attracting low-income families to their 

markets? There is a growing body of research that seeks to answer these questions. Academic 

literature describes specific outreach methods and infrastructural attributes of “successful” low-

income farmers’ markets that can serve as a set of best practices for farmers’ markets in low-

income communities. 

Hot Peppers and Parking Lot Peaches: A Foundational Study. Research on the topic of 

low-income farmers’ markets began in earnest in 1999 with the Community Food Security 

Coalition’s report Hot Peppers and Parking Lot Peaches: Evaluating Farmers’ Markets in Low-

Income Communities, authored by Andy Fisher. This paper reports on eight case studies, 

outlining the general characteristics of successful and less successful farmers’ markets serving 

low-income communities. Here, “success” was defined as a continuum with contributing factors 

including longevity, sales, and whether a market met the needs of the vendors and community 

(Fisher, 1999). Through interviews with city officials, market managers, farmers, and consumers, 

Hot Peppers and Parking Lot Peaches analyzed eight different farmers’ markets in the United 

States. From this research, five key themes for successful low-income market operations 

emerged, including: 1) subsidies, 2) hired staff from the community, 3) appropriate and 

affordable product mix, 4) transportation, and 5) community organizing. Hot Peppers and 

Parking Lot Peaches is a foundational study, the findings of which are referenced in nearly every 

paper on the topic following Fisher’s publication (USDA, 2001; Grace, 2007; DC Hunger 

Solutions, 2007; Markowitz, 2010; Briggs, 2010; Young, 2011). More recent studies on low-

income farmers’ markets continue to build upon the best practices that are identified in Hot 

Peppers and Parking Lot Peaches. The following paragraphs provide a review of the research on 

low-income farmers’ markets, including both challenges and successes. 

Convenience: Hours and Product Mix. Many low-income consumers expressed a preference 

for a one-stop shopping experience at a retailer with flexible hours (Grace, 2007; Briggs, 2010; 

Colasanti, 2010; Fang, 2013; Project for Public Spaces, 2013). In particular, low-income 

consumers were looking for a wide variety of culturally appropriate staples and convenience 

items at affordable prices (Fisher, 1999; Grace, 2007; Briggs, 2010; Colasanti, 2010). To make 

farmers’ markets more convenient for low-income consumers, Fisher suggested that market 

                                                           
1
http://www.ams.usda.gov/AMSv1.0/ams.fetchTemplateData.do?template=TemplateS&leftNav=WholesaleandFarm

ersMarkets&page=WFMFarmersMarketGrowth&description=Farmers+Market+Growth 



   51 
 

organizers serving low-income communities accommodate those who work by operating markets 

on weekends or evening hours (Fisher, 1999). Studies also found it critical to ensure the 

availability of a wide variety of culturally appropriate products and staple items to create a 

convenient shopping experience for consumers (Fisher, 1999; DC Hunger Solutions, 2007; 

Markowitz, 2010; Colasanti, 2010; Young, 2011; Fang, 2013). In particular, studies concluded 

that customers preferred to purchase fruit over vegetables because fruit is easier to prepare 

(USDA, 2001; Grace, 2007).  

Transportation.  Studies found that many low-income consumers do not own cars and rely on 

public transportation for travel (Fisher, 1999; Grace, 2007; Markowitz, 2010; Briggs, 2010; 

Colasanti, 2010). When establishing a low-income farmers’ market, researchers found it 

important to locate markets near bus lines (Fisher, 1999; USDA, 2001; Markowitz, 2010; Young, 

2011). Alternatively, market managers could seek policy solutions that would change bus routes 

for better access to farmers’ markets, as Markowitz recommends (Markowitz, 2010). Several 

other studies further suggested that market organizers ought to partner with local organizations to 

offer a shuttle service for low-income consumers with limited transportation options (USDA, 

2001; DC Hunger Solutions 2007; Briggs, 2010).  

Awareness. Lack of awareness regarding the time, location, and even a famers’ market’s 

existence were other highly cited barriers for low-income consumers (Grace, 2007; DC Hunger 

Solutions, 2007; Briggs, 2010; Colasanti, 2010; Fang, 2013; Project for Public Spaces, 2013). 

Moreover, unawareness of certain farmers’ markets’ ability to accept SNAP benefits (formerly 

known as food stamps) was cited as another challenge for low-income customers (Grace, 2007; 

Briggs, 2010; Colasanti, 2010; Project for Public Spaces, 2013). Given most farmers’ markets’ 

limited resources, signage and promotion regarding hours, location, and product offerings – and 

in particular, SNAP acceptance – were cited as challenges for market organizers (Briggs, 2010). 

However, studies have identified effective strategies for how market organizers can raise 

awareness and support through community organizing, effective marketing strategies, and by 

giving back to the community.  

Community Organizing. Different outreach strategies for raising awareness about farmers’ 

markets have concluded that community organizing is critical for raising awareness and 

generating community support for low-income farmers’ markets (Fisher, 1999; USDA, 2001; 

DC Hunger Solutions, 2007; Markowitz, 2010; Community Food Security, Coalition 2010; 

Young, 2011; Fang, 2013; Project for Public Spaces, 2013). Heightened level of community 

outreach and support can be the critical difference (Markowitz, 2010).  Beginning with Hot 

Peppers and Parking Lot Peaches, Fisher found that publicity-based outreach strategies that 

relied on conventional media sources were typically less successful than community organizing 

methods (Fisher, 1999; USDA, 2001). In particular, announcements made during Sunday church 

services were found to be more effective than traditional media sources, including newspapers, 

radio and flyers (USDA, 2001; DC Hunger Solutions, 2007). In addition to churches, studies 

found that partnerships with WIC offices, recreation centers, schools, food banks, social service 
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agencies and other local organizations and businesses were also effective in raising awareness of 

markets (DC Hunger Solutions, 2007; Markowitz, 2010; Briggs, 2010; Colasanti, 2010).  

Marketing Strategies. While community organizing is widely accepted as the best way to 

raise awareness, studies have cited several other marketing techniques for advertising farmers’ 

markets serving low-income communities. Flyers, brochures, and signage are all key outreach 

methods for many farmers’ markets (Briggs, 2010). In considering what to include on 

promotional postcards, researchers from D.C. Hunger Solutions concluded that market 

organizers ought to include the following information on promotional materials: 1) map with bus 

routes to the farmers’ market, 2) list of products available at the market, 3) photos of diverse 

clientele and staff, and 4) EBT/FMNP acceptance highlighted (DC Hunger Solutions 2007). 

Market visibility and signage are other important methods of raising awareness about farmers’ 

markets in low-income communities. Studies reported that in addition to word-of-mouth, the 

most common way people learned about farmers’ markets was from driving by the market itself 

(Colasanti, 2010; Project for Public Spaces, 2013).  A USDA study further demonstrated that 

banners and semi-permanent signs that were visible to drivers and passersby were effective in 

raising awareness of the Anacostia farmers’ market (USDA, 2001).  

Giving Back to the Community. In addition to raising awareness of farmers’ markets, studies 

have found it particularly important to generate a sense of communal ownership and support for 

low-income farmers’ markets (Fisher, 1999; USDA, 2001; Markowitz, 2010). Recent studies 

have demonstrated how farmers’ markets that partner with organizations to give back to the 

community are often successful in yielding community support for farmers’ markets (Markowitz, 

2010; Young, 2011; DC Hunger Solutions, 2007; Briggs, 2010). These types of partnerships 

have included arrangements with local organizations, such as schools and churches, to serve as 

locations for farmers’ markets (USDA, 2001; Markowitz, 2010; DC Hunger Solutions, 2007). 

Programs for donating unsold produce to a local food pantry or soup kitchen, was cited as 

another successful strategy for giving back to the community and generating support for markets 

(USDA, 2001; DC Hunger Solutions, 2007; Markowitz, 2010). Studies also found it important to 

invite community groups to set up information tables at the farmers’ market (USDA, 2001; DC 

Hunger Solutions, 2007). Lastly, a recent study found that youth programming was a great 

strategy for fostering healthy eating habits among low-income youth while also building 

goodwill with communities (Project for Public Spaces, 2013). 

Cost. While convenience and awareness are typical barriers for farmers markets’ serving 

both middle and low-income consumers, cost is of particular importance for farmers’ markets 

serving low-income communities. Although research is inconclusive as to whether products sold 

at farmers’ markets are actually more expensive than other food retailers, studies have cited that 

the perception that farmers’ markets are more expensive and elitist has discouraged low-income 

consumers from shopping at farmers’ markets (Grace, 2007; Briggs, 2010; Colasanti, 2010; 

Fang, 2013). However, other studies have found that price is not a barrier for low-income 

consumers, finding that a majority of those surveyed believed that farmers’ markets had 

competitive prices. (Colasanti, 2010; Young, 2011; Project for Public Spaces, 2013). The 
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perceived and actual price of products sold at farmers’ markets is of considerable importance for 

low-income families with limited budgets. Opportunities to promote discount opportunities, 

subsidize low-income markets, and accept SNAP benefits are important for ensuring that 

farmers’ markets are affordable for low-income consumers.  

Discount Opportunities. A Portland, OR based study found that low-income consumers were 

dissuaded from shopping at farmers’ markets because of the lack of discount opportunities. 

Respondents from the study suggested that market organizers ought to create and distribute 

grocery store style circulars featuring bargains and promotions (Grace, 2007). Focus group 

respondents from a separate study similarly suggested that market organizers ought to advertise 

promotional products and featured deals at the farmers’ market (Colasanti, 2010). In another 

study from DC Hunger Solutions, those surveyed suggested that farmers’ ought to bring surplus 

or cosmetically imperfect produce to the market to sell at a discounted rate (DC Hunger 

Solutions, 2007). Lastly, several studies suggested that markets serving low-income communities 

ought to recruit farmers who can bring a larger volume of produce because they are often able to 

offer more affordable prices for their products (Fisher, 1999; DC Hunger Solutions, 2007).  

Subsidies. Studies show that there is a fundamental tension between farmers wanting a fair 

price for their product and customers’ desire for affordable products (Fisher, 1999; USDA, 2001; 

DC Hunger Solutions, 2007; Markowitz, 2010; Briggs, 2010; Fang 2013). These studies further 

found that subsidies are critical for keeping products affordable and ensuring that farmers receive 

adequate compensation. Without some form of subsidization, researchers found that it was 

unlikely that vendors received adequate sales to justify their time selling at low-income farmers’ 

markets (Fisher, 1999; DC Hunger Solutions, 2007; Markowitz, 2010; Fang, 2013). The 

federally funded Farmer’s Market Nutrition Program (FMNP) coupons for recipients of the 

Women, Infant, and Children (WIC) program was one form of subsidization that nearly every 

study referenced (Fisher, 1999; USDA, 2001; Grace, 2007; DC Hunger Solutions, 2007; 

Markowitz, 2010; Briggs, 2010; Colasanti, 2010: Young, 2011, Fang, 2013; Project for Public 

Spaces, 2013). The FMNP program provides recipients with cash value vouchers for locally 

grown produce and honey. In 2001, the federal government expanded the FMNP program to 

include not only WIC participants, but also eligible seniors. This expansion resulted in the Senior 

Farmers Market Nutrition Program (SFMNP). The SFMNP program created new opportunities 

for low-income seniors to purchase local produce using FMNP coupons, and presented a new 

source of income for vendors at low-income farmers’ markets (USDA, 2001; DC Hunger 

Solutions, 2007; Markowitz, 2010; Briggs, 2010; Young, 2011, Fang, 2013).  

In addition to the FMNP program, recent studies have found other incentive programs to be 

particularly beneficial for attracting low-income populations to farmers’ markets (Markowitz, 

2010; Briggs, 2010; Young, 2011). In 2008, Wholesome Wave, a national non-profit, expanded 

upon the FMNP and independent voucher incentive programs by implementing the Double 

Value Coupon Program (DVCP). As the name suggests, the DVCP program provides customers 

with an incentive to spend their SNAP dollars at farmers’ markets by matching the amount they 

spend on produce – doubling the value that low-income consumers can obtain at farmers’ 
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markets. Since the program’s inception, it has expanded from three states to twenty-one states 

and Washington DC, reaching more than 350 farmers’ markets nationwide.
2
 Studies have found 

the DVCP program to be particularly effective in attracting low-income families to farmers’ 

markets (Briggs, 2010; Young, 2011).  

Middle-income consumers can also subsidize low-income markets. Fisher refers to these 

markets as “fringe markets,” which are typically located between low and middle-income 

communities, and enjoy patronage of middle-income consumers which ultimately makes the 

market financially viable (Fisher, 1999). In a 2010 study, researchers described how the second 

attempt to establish a farmers’ market in Louisville, KY was successful in large part because it 

was a “fringe market” that attracted both low and middle income consumers (Markowitz, 2010). 

Recent studies following Hot Peppers and Parking Lot Peaches also advocate public and private 

subsidization of farmers’ markets serving low-income communities, including signage, utilities, 

EBT machines, space and location (DC Hunger Solutions, 2007; Markowitz, 2010).  

Market Environment. Studies cited unwelcoming market atmospheres and complex shopping 

experiences as significant barriers for low-income consumers. The need for childcare (Briggs, 

2010) and language barriers between customers and vendors (Briggs, 2010; Grace, 2007) were 

also cited as obstacles for low-income consumers. In a particularly candid report, researchers 

found that respondents of color had experienced racist interactions with vendors while shopping 

at farmers’ markets (Colasanti, 2010). Overall, studies found it important to create a good market 

atmosphere and a sense of community. Studies cited that special events and activities were 

effective ways of attracting customers to farmers’ markets. Some of the special events and 

activities listed in studies included cooking/canning demonstrations, taste tests, gardening 

workshops, harvest festival, music, and baked goods contests (USDA, 2001; DC Hunger 

Solutions 2007; Markowitz, 2010; Young 2010; Fang, 2013). Researchers also found that 

engaging youth was an effective way of welcoming families to the farmers’ market. For instance, 

offering childcare or hosting a “kids café,” were effective methods of enhancing the market’s 

appeal to families (USDA, 2001; DC Hunger Solutions, 2007; Markowitz, 2010; Young 2010; 

Fang, 2013). The ability to recruit farmers and staff who represent the same ethnic heritage as the 

neighborhoods that a farmers’ market serves is another theme among studies on low-income 

farmers’ markets.  In particular, studies found that recruiting farmers’ and staff of the same 

ethnic background as the customer base was effective in fostering a welcoming market 

environment for customers of various cultures (Fisher, 1999; USDA, 2001; DC Hunger 

Solutions, 2007). This is especially the case when language was a barrier for customers in 

communicating with vendors (Fisher, 1999; DC Hunger Solutions, 2007). Moreover, studies 

                                                           
2
 https://www.wholesomewave.org/our-initiatives/double-value-coupon-program/ 
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found that hiring within the community generated a sense of community ownership and support 

of the farmers’ market, which is critical for farmers’ markets to be successful in low-income 

neighborhoods (Fisher, 1999; DC Hunger Solutions, 2007).  
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FOCUS GROUP PROTOCOL FOR NEIGHBORHOOD RESIDENTS 

1) What do you know about the farmers’ market in your neighborhood? Do you shop at your 

neighborhood’s farmers’ market? Why/why not? What does the community (at large) know about it? 

Why/why not? 

2) How did you learn about it? What would be the best way for the neighborhood to learn about it? 

3) When you do utilize the market [if so], how much do you buy? [How much of your total consumed 

produce?] What kinds of items do you typically buy? What kinds of items would people in this 

neighborhood typically buy?  

4) What are some of the needs/wants of the neighborhood residents?  

5) How does or can the farmers’ market benefit your neighborhood? 

6) What are some of the barriers to getting people to use the market? 

7) What do you think would be the best way to get information about the markets out to residents in 

your neighborhood? What are some ways that the markets can better serve residents in your 

neighborhood (e.g., hours, location) and meet the needs of shoppers? [If applicable, present idea, 

designs, prototypes, and ask for specific feedback.] 

8) Can you think of any agencies, organizations or groups in your neighborhood who might be able to 

assist with promoting the market to residents or helping the markets contribute to the neighborhood?  

9) Is there anything else that is important to discuss?  
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INTERVIEW PROTOCOL FOR COMMUNITY LEADERS/PARTNERS 

1) Describe your organization, its purpose, access and utilization by the community or 

neighborhood residents. If applicable, who is the population that you serve? What kind of 

programs do you run? 

2) How does your organization’s interests relate/fit with the purpose and goals of the farmers’ 

markets? What are your shared goals? 

3) Describe neighborhood needs/wants (i.e., food, diet, nutrition, health).  

4) What are some of the barriers to attracting low-income shoppers at farmers’ markets? 

5) What are some unique strengths, experience, or expertise that your organization can bring to 

the issue (i.e., attracting and meeting the needs of low-income and minority shoppers at 

farmers’ markets)?  

6) What do you suggest for engaging low-income residents and encouraging their use of the 

farmers’ market in your community? How do you think the farmers’ markets can best serve 

residents in your community and why? 

7) Would your organization have an interest in partnering with the farmers’ markets? What would 

that look like (e.g., programmatic support, promotional or marketing strategies, funding 

opportunities)? NOTE: If applicable, we can also inquire about providing location and 

recruitment for neighborhood focus group. 

8) Do you know of other potential partners who you can refer us to?  
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INTERVIEW PROTOCOL FOR MARKET ORGANIZERS 

1) How would you describe your market? [What are the main characteristics? How old is it? What 

is the mission? Describe any major developments from one year to the next in terms of change 

in size, location, mission, recruitment efforts, etc] 

2) Where do your primary revenue streams come from? What are the sources of your primary 

expenses? 

3) What is your annual number of shoppers? How has that changed, if at all, over the past 3 to 5 

years? What is your goal?  

4) What are your estimated market sales from food subsidy coupons? [Out of total sales] 

5) Please describe the specific food subsidy program used at your market. Do you have any other 

payment systems specific to your market? (e.g. program that allows shoppers to make credit 

card charges)  

6) Who are your partners [if any]? What’s the nature of the partnership?  

7) How would you describe the community/neighborhood? [Demographics, anything that is 

particularly relevant to their market] 

8) Who are your vendors? [Range of farms, produce and other products, demographic information 

on vendors, how they fit/don’t fit with the neighborhood needs, any missing vendors/produce] 

9) Who are your shoppers? [Who are your most intense/high-use shoppers (i.e., as determined by 

percentage of purchases that are their total consumed produce)? How do you identify them?] 

What is your understanding of their needs, wants (i.e., food, diet, nutrition, health)? Are there 

any groups of shoppers/residents that you would like to engage more in the future?  

10) What promotional strategies have you used? How have your partners assisted with promoting 

your market? Have they been successful? Why/why not? Have you engaged in any outreach or 

promotional efforts to reach the other groups you identified in the previous question? Have 

they been successful? Why/why not? 

11) What do you think is needed in terms of promotional materials, hours, location, programming 

that is attractive to meet the needs of shoppers (high-use, others that you want to engage)? 

 


