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The goal of this study is to understand the effectiveness of current

markets throughout the city and develop a plan for growth that:

 Improves equitable access to fresh, affordable, culturally
appropriate food;
 Supports our regional food producers; and

* Promotes healthy eating choices for all residents.



Preliminary Research of Similar Cities

(Chicago, Baltimore, Cleveland, Milwaukee, Philadelphia)

* Public-Private partnership options
* Permitting processes for markets

* SNAP accessibility

* Methods of improving fresh food access in “food deserts”



Scope of Work
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Develop Understanding

. Collect stakeholder Input

. Analyze current conditions

Provide Recommendations & Goal setting

. Release Final Plan



Project Timeline
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1 Define Evaluation Framework 6 ﬁ
2 Gather Data through Market Visits
3 Review Research and Compile Comparables 7 Qpu— ¢

4 Map Opportunities and Barriers
5 Gather Stakeholder Input
6 Complete Analysis & Draft Recommendations

7 Finalize Deliverables
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FMC is a 501(c)(3) nonprofit
dedicated to strengthening farmers
markets across the United States so
that they can serve as community
assets while providing real income
opportunities for farmers.
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Number of Farmers Markets in America
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$3 Billion in food sold directly to consumers in 2015

1400000

1200000

1000000

800000

600000

400000

200000

$1,322,000

On-Farm Store

$711,000

Farmers Market

$236,000 $226,000
Roadside Stand Community Supported

Agriculture (CSA)

B Sales (in millions)
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Online
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Top States in
Farm-to-Consumer Sales
1. California $467,000,000

2.  New York $237,000,000

3. Pennsylvania $224,000,000

4.  Virginia $155,000,000

5. Massachusetts $136,000,000
6. North Carolina $134,000,000
7.  Michigan $132,000,000

8. New Jersey $123,000,000

9.  Missouri $108,000,000

10. Ohio $108,000,000




Pittsburgh is incredibly well-positioned to
maximize the impact of its farmers markets.

Located in the middle of an abundant agricultural region.
Strong city and regional pride among residents.

A robust network of food access nonprofits and organizations.
A robust network of health systems, universities, and colleges.
A city government engaged in resiliency planning & market operations.
A network of existing farmers markets throughout the city.

A dedicated base of farmers market customers.
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Farmers markets don’t

“just happen.”

* Quality vendors « Ongoing & robust promotion
» Tailored vendor mix * Clear, applicable mission
+ Targeted locations * Appropriate rules & policies

* Access to public spaces & amenities ¢ Passionate & deliberate management
+ Connections & partnerships * Record keeping and data collection



National Trends

/ Increased Access

/ Defining “Local,” Protecting the Farmers Market brand
/ State Association and City Collaborative Growth

/ Extended Seasons

/ CSAs, Food Hubs, Mobile Markets & Online Delivery




SNAP Redemption Trends Increased Access
at Farmers Markets

/

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016
—Farmers Market SNAP Sales ——=SNAP Dollars In Circulation (x 1000) —PA Market SNAP Sales (x10)
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USE YOUR ACCESS, CREDIT OR DEBIT CARD TO ENJOY

PITTSBURGH'S FRESHEST PRODUCE AT THESE FARMERS MARKETS:
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Growth of State
Associations &
City Collaboratives
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Growth of State « 2016 Strategic Plan

Associations & * Collaborative includes market managers, city
City Collaboratives staff, and University of Minnesota staff.
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ROOTED IN CODDNESS

= FRESH VEGETABLES * FRESH FRUIT * GRASSFED MEATS

FARME Rs ORGANIC CHEESES * HOMEMADE JAMS * FRESH BAKED TREATS
MARKETS LIVE MUSIC ¢ CRAFTS * LIVE COOKING DEMONSTRATIONS
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Chartered in 2017 by Louisville Mayor Greg
Fischer to:

Streamline the provision of SNAP Double
Dollar and Senior Farmers Market
Nutrition benefits.

Partnership with Louisville Department of
Public Health, University of Louisville
School of Public Health and Information
Sciences, Kentucky Department of Public
Health, and Louisville Foreword.




Extended Seasons
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All of these

trends showcase a group of

invested stakeholders, working collectively to
create policies and programs in support of
market operations & promotions.

How can Pit

'sburgh best capitalize on its

existing networks and resources?
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Pittsburgh Markets Today




Research In Progress:

Surveys: Vendors and Visitors

Interviews: Market leaders, influencers, advocates, partners
Observation: Market operations, neighborhood assets
Secondary data: Published reports, plans & maps

Focus Groups: Non-market users



Preliminary Findings: Visitors

How often do you visit this market? Average Sale
per Shopper
40% Carrick $18
E Liberty $29
Northside $26
Southside $15
20% Squirrel Hill $28
0% . — - — et S dacotlece

First time Weekly Everyother Monthly Rarely Once per
week year




Preliminary Findings: Market Operators

Do you talk regularly to any other market leaders in the area?

9 responses

@ Yes, regularly via email or
phone

@ Yes, but only when | have a
spacific question

@ Yes, but only when | nun into
them

& Mo
@ Occasional visits to other
markets in the area.




Preliminary Findings: Market Operators

What is your market's main goal for 20187

eRecruit more farmers and consider location change to increase shopper attendance
ePossible move location to increase attendance

e|ncrease size while maintaining quality and appropriate vendor mix

eGrow vendor mix and attendance

eMore vendors

*No official goals yet, but we hope to keep up momentum, attract quality vendors and customers, and maintain our spot in the
community.

eMaintain our present group of vendors and try to add one or two in specialties we do not have.

eIncrease customer attendance and vendor numbers



What's next?

e Continue gathering market and community leaders’ input

* Collect non-market shoppers feedback about markets

* Invite independent markets to FMC's Farmers Market Metrics program
* Review the vendor data collected with Just Harvest

e Review Just Harvest's aggregate SNAP data

e |dentity compatible City policies and initiatives

* Analyze food environment maps



Breakout Groups

How can Pittsburgh farmers markets better:

1. Support Regional Food and Farming
2. Provide Access to Healthy Food
3. Serve as Hubs of Civic Life



Breakout Groups

» What are Pittsburgh’s existing assets?

* Who are the major players? Are there organizations or individuals
who should be involved, but currently aren’t?

* How can we capitalize on those assets? What are your
recommendations for improvement in policy, networking support,
general market management, and partnerships?

» What potential barriers exist in achieving these goals?
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Farm Vendor

Production / Farm Locations of CitiParks Farmers Market Vendors Value Added Vendor

OHIO PENNSYLVANIA
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Farmers Market Locations and Per Capita Incomes

M cCitdarks Marke
B independent btarket
2017 Per Copita |ncome
0 ko 23,600
23 800 to 30,100
30,100 £ 37,000
37,000 £ 48,300
48,300 to 343,000




Farmers Market Locations Currently in Study

B Gicomield S aturtay Farmers Marke
B CriFaris Buach Vies Farmans Markat
ChwParks Carrick Dairy District
I CitFaris East Litsarty
CHParks Mellon Souans
I Citwaris Morth Sida
ChParis Sharadan
B CriFaris South Sida
Ch#Parks Sou el HEl
Earst Liberty: Fammers Markst Dooperative
Farmars at Phipps
I Homensnod Earmes arkat
B Lawruncaille Farmars Marist
Mariest Square Farmers hMarsst
Diadtlaad Fafers. harkst {Schandey Paza)
[ S il Farimvars Mir e
Wikiashurg Opsas Warkal






