
Northwood Farmers’ Market

Preliminary Feasibility Report

April, 2010

Prepared for:

West Palm Beach Community Redevelopment Agency

Presented by:

Farmers’ Markets America



Table of Contents

Executive Summary
Introduction ......................................................................................................................................................... 1
City of West Palm Beach Study........................................................................................................... 1
Results............................................................................................................................................ 2

I . Site Analysis
Traffic ....................................................................................................................................................................4
Entrances................................................................................................................................................................5
Vendor Stalls........................................................................................................................................................5
Building Layout.............................................................................................................................6
Aisle Width...........................................................................................................................................................8
Product Mix ................................................................................................................................................ 9
Vacant Western Lot .........................................................................................................................................9
Parking ...............................................................................................................................................................10
Kitchen ....................................................................................................................................... 10
Financial ....................................................................................................................................................11
Management.....................................................................................................................................................12
Timeline ..............................................................................................................................................................13

I I . Consumer Research
Demographic Analysis ............................................................................................................. 12
Consumer Demand ........................................................................................................................................12
Tourist Data ......................................................................................................................................................13
Kitchen Demand ...............................................................................................................................................15

I I I . Competition
Price Comparison ...........................................................................................................................................21
Local Food Retailers ......................................................................................................................................22
Consumer Acceptance....................................................................................................................................23

I V . Community Input
Key Interviews .................................................................................................................................................23
Open Meeting .................................................................................................................................................23

V . Comparable Markets – Farmers’ Markets and Public Markets
1. Findlay Market, Cincinnati, OH ..................................................................................................................25
2. Greensboro Curb Market, Greensboro, NC ........................................................................................28
3. EmeryBay Public Market, Emeryville, CA..........................................................................................29
4. Winter Park Farmers’ Market, Winter Park, FL.................................................................. 30
5. Bellingham Farmers Market, Bellingham, WA ...........................................................................30
6. Olympia Farmers Market, Olympia, WA ........................................................................................32
7. Ferry Plaza Marketplace and Farmers’ Market, San Francisco, CA ..................................33
8. Public Market House, Portland, ME ...................................................................................... 36
9. Midtown Global Market, Minneapolis, MN ...................................................................................38
10. North Market, Columbus, OH ....................................................................................................................40
11. Chicago Green City Market, Chicago, IL ........................................................................................42
12. West Palm Beach GreenMarket, West Palm Beach, FL ..................................................................44
13. Rockridge Market Hall, Oakland, CA .............................................................................................45
14. Santa Fe Farmers’ Market, Santa Fe, NM ............................................................................................46

V I . Vendor Availability
Secondary Data .............................................................................................................................................46
Farmers’ Market Research ...........................................................................................................................46
Farmer/Vendor Mail Survey .....................................................................................................................48
Producer Meeting ..........................................................................................................................................50

V I I . Presentation of Findings
Further Study and Action ..............................................................................................................................50
Market Hall Summit.........................................................................................................................................51

V I I I . A p p e n d i c e s



1

Farmers’ Markets America

Executive Summary

Introduction

The farmers’ market has become a ubiquitous gem in the American foodscape. Virtually
every community either sports a market or wants one. The concept of farmers coming into
town to sell on the town common has historical roots back to the establishment of this
nation. Over time these farmers’ markets needed protection from the elements and deeper,
more secure roots in their respective locations. Public market buildings were built. Such
markets begot Market Street in many a town and major city from New York to San
Francisco. And these markets dug their way into the American consciousness.

With the advent of the supermarket early last century, many loose-knit farmers’ markets
disappeared from the American scene. As communities realized what they had lost, they
began to rebuild these outdoor markets beginning in the 1970s. Along the way some
communities decided to rebuild their indoor markets as well, with far less frequent success.

At the center of these markets are good foods and the personalities behind them. Chefs and
customers troll the aisles, meeting farmers and branding their signature dishes with a
distinctive farm name. These markets support new businesses, and build relationships that
speak to the importance of a localized food economy, “food with a face.”

West Palm Beach has been part of this market renaissance with its GreenMarket operating
since 1995. Its 80 vendors daily give downtown a vibrant character as people from near
and far experience the joy of fresh and prepared ingredients that enrich their lives.

Northwood Study

In reviewing the possible uses of their property at 550 Northwood Road, the City of West
Palm Beach Community Redevelopment Agency commissioned a study to investigate the
possibility of a Northwood Farmers’ Market being established.

The CRA property at the intersection of Broadway and Northwood Road appeared to be a
potential location for a food market. It hosts three buildings with almost 8,000 s.f. and an
adjacent lot to the west of 7,000 s.f. The site could sport outdoor and indoor sales all year.

With the revitalization of Northwood Road starting in the 1990s, the CRA has seen
significant growth. A market anchor on the west end of Northwood would help draw
visitors from the already well-established east end of Northwood Road at Dixie Hwy.

A Northwood market could help answer many social, economic, cultural and health issues
within the larger West Palm Beach community. The study seeks to address the desirability
of such a market for both local farmers/vendors and residents of the local area. It reviews
various farmers’ markets and public markets nationwide to learn from them, and it looks at
the local retail competition to evaluate the need for and the challenges to a new market.
Hopefully, the study components will further educate City policymakers.
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The Results

Concentration has occurred in every sector of the food distribution system. The vast
majority of farmland in Palm Beach County is now controlled by very large operators, 1000
acres and up – worldwide names in sweet corn, sugar cane, rice and more.

Agricultural professionals all agree that large producers are not interested in retailing their
products. Yet, surprisingly some large producers are looking at the option just as small and
medium-sized farmers who are pressed to find markets for their products. One of the only
small Westside operators still in existence laid off most of their workers during the course
of this study in an effort to avoid foreclosure.

Responding to an e-mailed and hand-delivered survey, farmers and other vendors showed
strong interest in a new market. However, they need educating about indoor marketplaces.

Two-thirds of the survey respondents are small producers with less than $250,000 sales
per year. They market their goods through a wide array of marketing channels, including
GreenMarkets (90%), wholesale (57%), retail stands (33%), mail order (29%), events
(14%), grocery stores (10%) and specialty markets (10%), and other.

The average vendor sells at three different GreenMarkets each week and needs $500 sales.
A full 84% of vendors want to expand and most are ready to do so all days except Monday.
They want indoor space and storage – more than outdoor – to extend their selling season.
They are willing to invest very little in build-out, being unfamiliar with indoor sales.

With predominantly one-story housing and the water so close, the local population is
limited. Even if a high percentage of residents shopped the market, local residents are not
likely to sustain the tenants. The great challenge is drawing thousands of people to an area
that is somewhat hidden and where some people have security concerns.

Certain farmers’/public markets studied around the country have been able to draw both
the local and the outsider clientele. The most successful are usually in cities where the
middle and upper-income residents feel comfortable coming and respond strongly.

Because of the small footprint, operation of a Market Hall would be more costly per square
foot, challenging the Market’s economic sustainability.

Vendors show substantial reluctance, hesitation and yet interest in seeing the site. Like
interviewed residents, farmers and other potential vendors describe the market location as
rough, undesirable, devoid of shoppers. The astute marketers with experience in other
cities cite the poor timing during an economic downturn in a tentative area.

Parking must be developed to the north, on either side of Broadway, and be maintained at a
level to sustain the Market, even during future CRA construction.

The City has concerns about maintaining the customers at the downtown GreenMarket
operating five hours each Saturday in a safe, pleasant environment with 500 immediate
parking spaces. By comparison, do we expect a larger crowd to come to this Northwood?
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Consumers want quality, selection, price, location, good parking and atmosphere.

Asked if people would shop at a food market at Northwood Road and Broadway, 82% said
people would. Of those who don’t think people would shop there (18%), one-third cannot
express why they feel that. Others are unfamiliar with the area (26%), think it is a bad area
(24%) or didn’t think it would work there (10%).

When asked their two preferred days for shopping at a proposed Northwood Village
market, Saturday was favored (48%) followed by Friday (26%), Thursday (21%) and
Sunday (20%). Half of local residents say they might be regular shoppers (once a week or
more) if a farmers’ or food market were established.

If there is desire for a permanent Market Hall, it might be wise to begin with a Sunday
farmers’ market from 10 a.m. – 2 p.m. that can test the public reaction to an outdoor
Northwood market. After operating successfully for one or two years, a plan could be
developed for an indoor market to operate two days or more per week initially.

Generally, public market development costs have been covered by a mix of government,
foundation and fundraising efforts, so that capital outlays do not push lease rates up and
jeopardize the market’s sustainability. Public market development in recent decades has
been notable albeit less dramatic than outdoor farmers’ markets because of the substantial
capital investment required.

Even in the best of times, public food markets are risky ventures that depend on local
government willingness to bend rules, a substantial set of independent businesses ready to
invest, and a broad constituency of locavores who appreciate the independent butcher,
baker, farmer, chocolatier and seafood supplier.

While many community leaders want a market, a clear vision of the market, its mission, its
people and its surroundings must be presented to earn the trust and support of the
community and vendors. If successful, the concept will address more than simply creating a
food market in an underserved area. It must be a niche market with attitude and service.
And it must help very local food producers – the Guatemalan empanada vendor, the laid-off
worker making pupusas, the barbecue vendor who subsists on direct sales.

Markets embed themselves in the social, cultural and educational fabric. A Northwood
Farmers’ Market or Market Hall would take advantage of the exponential increase in
farmers’ market interest over the last 35 years. It must continue to build local food
awareness, serve a varied ethnic and income mix, provide classes, and stimulate local food
entrepreneurship. Together these activities can reinforce old food customs, reduce
alienation and return vibrancy to the community as they sustain local farmers and key food
businesses.
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Site Analysis

Traffic

Recent traffic counts in Northwood Village (December 9-10, 2010) show 11,885 vehicles
flowing between Broadway and Old Dixie Hwy:

1832 vehicles – 24th Street westbound 4249 vehicles – 25th Street westbound
1995 vehicles – 24th Street eastbound 3809 vehicles – 25th Street eastbound

No counts were available for Northwood Road itself. While there is regular vehicle traffic, it
is not heavy. Businesses report good customer flow at times but many seem irregular in
their hours, which is being addressed. The convenience stores have a consistent local
customer base while the restaurants attract vehicle traffic, especially Café Centro with its
valet parking. Plans for additional ethnic restaurants make the area even more desirable.
Various businesses attract customers for their furniture offerings through advertising and
magazine feature articles. Pedestrian traffic is somewhat limited except during events.

To the south, Pleasant City has substantial challenges with only 13% of its properties
homesteaded versus the 52% citywide. City programs have created many newly improved
single-family and multi-family properties, and CRA has made improvements to Spruce
Avenue. With the help of the Quantum Foundation, a Children’s Community Garden now
enlivens the environment on Spruce, halfway between Broadway and Old Dixie.

Most traffic to the proposed site will come south on Broadway or north on Old Dixie
Highway, the two connected by 25th Street to link US 1 north and south. Both streets are
rather unattractive with empty lots, dilapidated buildings, dead-end streets, barred
windows and convenience stores. In spite of these less than pleasant conditions, people
have been drawn to Northwood Village by an eclectic mix of shops and restaurants that
cater to people who will risk a little to challenge a stereotypical response to the
surroundings. In the process they help to change the area.

From the north, it is essential that people be redirected straight south to Northwood Road
rather than traveling east on 25th Street, the
continuation of US 1. Signage on the
southwest corner of 25th/Broadway is
essential, but more effective would be an
overhead sign a la Reno strip with flashing
lights inviting people to Northwood Village.

Then, as they approach the Market building
two blocks ahead, there should be a large
sign on top heralding the Northwood
“Market Hall” (possible name), preferably
with neon like Pike Place “Public Market” in
Seattle. Ample parking is available on either
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side of Broadway as they approach. Signs on the median announce vendor offerings. Every
change is focused on creating a desire for all that the Market and Northwood Village offer.

From the south, a huge sign on the east side of Old Dixie Hwy. will be critical to directing
Market traffic westward on Northwood. This is not done easily since it requires slowing
substantially and waiting for traffic to pass before heading west two blocks to the Market.

Entrances

Public markets generate traffic by increasing the number of access points. However, there
is always a need for security, so the access may be primarily from street side and either
end/corner as in the case of Rockridge Market Hall in Oakland, CA. Our Northwood location
is most closely a mirror of that market with the backside closed except for restocking and
garbage pick-up.

The concrete pads on the backside of the West and East buildings could be used as eating
places surrounded by building and high, well-decorated fences with hanging vines and
plants. They might or might not be made accessible to 23rd Street through doorways in
those fences, as determined based on aesthetic and security concerns.

The front side should probably have five doors, two on each of the West and Middle
buildings, and one on the East building. One new door could be added on the west side of
the West building to provide access to the plaza lot, and another door on the west side of
the Middle building to reach cold storage on the southeast corner of the west concrete pad.

Vendor Stalls

Stall size will be determined by vendor needs based on their product mix and volume.
Public markets in Barcelona, Spain have had spaces with as little as one meter (3’3.36”) of
frontage along walkways; in recent years, the City of Barcelona which operates dozens of
these public markets has attempted to consolidate spaces because vendors cannot compete
with supermarkets based on the vendors/employees per square foot of selling space.

This market, too, must be competitive even as it will be a specialty market. Vendors may be
able to operate in as little as 30 s.f. of space or they may take 1000+ s.f. to display a wide
range of products in the style of a specialty market like Carmine’s.

Generally, we should seek to provide what vendors want, being aware of the potential for
business failure and the need to release the space. Completed vendor surveys show a range
of desired space from 30 – 250 s.f. We have accommodated the smallest size in the drawing
below. Much larger spaces can be created by combining portions or all of two or more
spaces on the diagram. We have taken into account the desire for dry storage near a
kitchen and cold storage on the western concrete pad where demand determines size.

While vendors surveyed want smaller spaces, the Market might have an alternative layout
with four to size large businesses. This different format would require a more traditional
sales approach in seeking food businesses who want to relocate or set up in Northwood.
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Building Layout
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It is difficult to maximize leasable stall and storage space at 55-60% of overall building
dimensions in order to keep rents low. The goal was met in spite of air conditioning and
bathrooms in all three buildings, and truck unloading space at the back of the Middle
building. If the aisles are enlarged or seating space is made available for eating, 300-400 s.f.
of space could easily be taken, dropping the leasable space to 50% of the total area or less.

The configuration presented here allows for 3802 s.f. leasable selling space, 150 s.f. dry
goods storage and a 230 s.f. community kitchen. That totals 4182 s.f. of leasable space, or
exactly 55% of the interior dimensions of 7612 s.f.

This layout is only one of many that could be designed. It is based on a fairly high number
of expected vendors with small spaces and relatively low rents. A different model such as at
Rockridge Market Hall would have as four to six vendor spaces based on typical one-door
entrances from the street (one more in the Middle) and full rental of each narrow building.

Our first priority must be to provide sufficient space for the fullest range of products, while
considering the need for restrooms, HVAC, garbage, box compactor, cold/freezer storage
and possibly seating space for prepared foods. The higher the demand for selling space, the
greater will be the need to explore offsite storage options, especially for dry goods.

The layout presented only allows for 150 s.f. of dry good storage inside. It calls for
construction of a cold storage unit on the West concrete pad. The diagram shows 240 s.f. of
refrigerated space, but the actual size would depend upon vendors’ demands upon signing
contracts. The Market or vendors also could look for storage space in nearby buildings.

Based on the concerns outlined above and below, this preliminary layout should be helpful
in seeking tenants. It is to be used as a guideline that will change as management responds
to the needs and wants of individual vendors, within the framework of building
improvements that may have been made by that time.

The three buildings have interior dimensions of approximately:

West building 53 x 48 2544 s.f.
Middle building 49 x 76 3724 s.f.
East building 24 x 56 1344 s.f.

Total 7612 s.f.

Aisle Width

Based on interviews, community input through the charette process, and experience in
many markets around the globe, there is a strong desire to maximize the number of
entrances and the selling space to provide a feeling of abundance for all customers.

Public markets are places for people interaction. Aisles in supermarkets are narrow to
maximize product display space while still allowing for passage of customers. In local small
grocery stores, aisles are often 3’ wide or less at times.



9

Farmers’ Markets America

Aisle width is a function of customer volume, cost and desired interaction. Even Carmine’s
Gourmet Market maintains tight aisles, dependent on the expected foot traffic. Some
interior corners may have 3’ of space. We would seek to maximize customer interaction
and vendor interaction by maintaining minimal aisle width, as narrow as 4 feet but no
more than 6’ anywhere in the market.

The cost factor is extremely relevant here. Many public markets 50% or more of their total
interior area taken by common area. A Common Area Maintenance (CAM) charge is added
to vendor leases to fairly represent the cost of keeping that space free for consumers and
not unduly represent the vendor leased space as too high priced.

To the extent that many of the expected vendors are familiar with the minimal charges at
most GreenMarkets, they will have to adjust to the more common leasing rates of retail
buildings, including CAM costs.

Product Mix

Much like any specialty market, this public market should seek to cover all the key food
segments, including produce, meats & poultry, bread, wine, deli, prepared foods, canned &
bottled goods and an assortment of specialty and ethnic products distinctive to the local
area. These might include great BBQ, Guatemalan empanadas, Lebanese falafel, Salvadoran
pupusas and other traditional foods from around the world.

Since every public market is distinctive to its region, local food entrepreneurs should be
encouraged to participate with their special Florida foods even as others may want to
display Louisiana crawdads or Boston chowder.

The artisan market in the East building has an assortment of stalls initially including a
range of 25 t0 78 square feet. During leasing, these sizes may change radically, especially
the spaces E1 and E2, which could easily give up space to add another vendor between
them, or E9 which could be split in half, though it should not. Alternately, the E9 island
space could be deleted in favor of a more traditional aisle that splits two or three larger
spaces, each with more depth.

Vacant Western Lot

The 7,000 s.f. undeveloped lot
to the west of the Market
buildings could be used for
many purposes, including a
plaza, parking,
farmer/craft/hot food sales,
plaza, open-air restaurant
seating, etc. Given the current
surroundings and lack of
visual pleasantries, the best
use was initially imagined as
an overflow lot for vendors to
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sell their products, especially farmers in the winter.

The installation of trees and/or a fast-growing hedge could soften the heat of a southern
sun. While the surface is more amenable to sales than an asphalt parking lot, vendors
would appreciate additional greenery.

Certainly, this site could be for market activities. However, the site is hardly visible to
Broadway southbound traffic and completely invisible to Northwood westbound traffic.
Thus, it might be better used for Market parking, while situating outdoor vendors on the
northwest corner of Broadway and Northwood. Higher visibility is critical to capturing the
attention of drivers in every direction. Even vehicles westbound on 25th might glance left
and notice the activity.

Parking

If the Market Hall is open full days, 9-6, parking space for 200 vehicles will be sufficient. If a
substantial outdoor farmers’ market is attached, the parking need could expand
considerably. Parking is frequently the key limitation on the growth of farmers’ markets,
even when they have 1000 spaces or more.

Kitchen

The charette was helpful in reinforcing the community’s desire for a kitchen facility but no
specific individuals were mentioned for participation in an interview process regarding
space, equipment and time needs. A similar kitchen is now operating in Delray Beach but it
has encountered problems of personality and availability. Ultimately, at least one user has
moved on to another facility (restaurant) to avoid the issues and make life more pleasant.

The kitchen(s) might be used by one individual business or multiple as in the case of
various community kitchens nationwide that serve as incubator sites for many businesses
too small to justify owning their own facility. These incubators can facilitate start-ups that
later grow into their own facility, allowing the original kitchen to grow a new generation of
businesses.

The kitchen location in the middle of the East building minimizes construction costs by
using two existing front and back walls. This space also seems ideal at 230 s.f. since it is
small enough for one user and large enough for two or three at a time, depending on
available equipment. The larger space in the primary Middle building is maintained for as
many food vendors as possible.

The Public Market House in Portland, ME operates a Community Kitchen in the lower level
of the Public Market House available for use by the public, caterers and small food
producers. The Community Kitchen is a fully licensed commercial shared-use kitchen with
dozens of feet of counter space, equipment, sinks, and a gas oven. Users of the kitchen must
have proper insurance, fill out an application and put down a nominal security deposit.
Rates for kitchen use are $10/hour without gas and $17/hour including use of the gas
stove or oven. Clean-up time is free. Refrigerated and dry storage is available at a separate
usage rate.



11

Farmers’ Markets America

Financial

Much like vendors would like to have all their up-front development costs covered by an
anonymous donor, Market organizers always want a building without any debt. They may
remember a market like Portland Public Market (ME) which had its $10 million cost
covered by a local philanthropist. These financial times just don’t seem to allow the same.
As it turns out, Portland found that such an investment by one was no guarantee of support
by all; the community never responded in spite of a spectacular building replete with stone
fireplace; it was too close to the Salvation Army. Yet, that market was the birthplace of
several vendors who rose from the ashes to create the Public Market House only two blocks
away. Struggle is sometimes the necessary precursor to success.

A study by West Architecture + Design for the CRA has determined that debt service on a
renovation loan would be approximately $58,000 per year. Based on 80% occupancy of the
3800 s.f. of principal leasable space (not including rent from kitchen or storage), debt
service would add an additional cost of $1.59/s.f. monthly to every space rent on top of
operational costs. While $159 doesn’t seem much for a 10x10 space, it represents $40 a
week, or the typical cost of an outdoor space at a market with several thousand customers
on a Saturday. For a vendor to commit to that cost on an annual basis, with no guarantee of
an equal or greater number of customers, is unlikely. GreenMarket vendors are quick to
adapt to failing markets; they look for a new market when they see that they are not
making enough to cover their product cost, time, transportation and fees.

That debt service cost does not begin to touch the real costs of Market management. Here is
an estimate of the most basic operational costs:

Management $75,000
Promotion $50,000
Security $60,000
Janitorial $24,000

Over $200,000 could easily be spent in maintaining the Market, bringing actual rental rates
(including debt service) up to $7.32 psf monthly.

The 100 s.f. lease is now worth $732. Even if debt service were covered by a foundation
grant, the tenant would still pay $573/month.

Vendors generally expect a median of $500/day in sales so a 4-day-a-week market would
require $8,000+ in monthly sales. The tenant would certainly evaluate other market
options if s/he were selling less than $5,000/month in product, especially with longer
hours than a GreenMarket.

Using that minimum, the Market must generate $190,000 income monthly for vendors to
survive at a low level. To have somewhat content vendors, the Market must create
$304,000/month or $3.65 million per year.
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What this market has for the vendor is weather protection, year-round selling potential, a
compatible vendor environment, the drawing power of many versus one, and the allure of a
marketplace with character.

Management

The Pike Place Market Preservation & Development Authority (PDA) is a nonprofit, public
corporation chartered by the City of Seattle in 1973 to manage 80% of the properties in the
nine-acre Market Historical District. The PDA is required to preserve, rehabilitate and
protect the Market's buildings; increase opportunities for farm and food retailing in the
Market; incubate and support small and marginal businesses; and provide services for low-
income people.

Though Pike Place Market is a public market, the PDA does not receive any public money to
own and operate the Market. Revenues are derived from the Market's tenants through rent,
utilities, and other property management activities.

PDA activities are governed by an all-volunteer, 12-member PDA Council: four are
appointed by the Mayor of Seattle, four by the Market Constituency, and four by the Council
itself. In the truest sense, this is a public market, owned and operated by and for the public.

A Pike Place Merchants' Association, which grew out of the original Farm Association
established in the 1920s, advocates for and serves its members by providing access to
professional legal, accounting, bookkeeping and insurance services. It publishes the
monthly Pike Place Market News.

The Market Area Merchant Association (MAMA) is a nonprofit membership organization
that was established to: promote the economic health of the merchants in the Market;
assist and support the owners and operators of Market area businesses; and represent and
advocate positions of MAMA members in the planning, development, political, and social
processes of the Pike Place Market Area.

The Daystall Tenants Association (DTA) was formed to preserve the dignity and character
of the Pike Place Market, specifically for the artists, farmers, agents and performers of the
Market community.

Markets like North Market in Columbus and Santa Fe Farmers’ Market, which opened its
doors in 2009, are operated by nonprofits. They, too, depend on the generosity of public
citizens to serve on their boards, although few have the appeal of Seattle’s market in terms
of public service.

Rockridge Market Hall in Oakland has a management company connected to the owners.
While it may seem unusual that such a market operates half of the vendor spaces and
manages the overall operation as well, it is understandable given the smaller size of the
development and the fact that three siblings conceived and executed the market concept in
1987.
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Many other major markets like Lexington Market in Baltimore, several public markets in
Vancouver, B.C., and others are operated by the developers or management companies.

Timeline

Should the City proceed with this project, there are two streams of thought: 1) Start when
the seasonal markets close, but there are also smaller number of customers available, or 2)
Begin when the season is building at the end of the year. Given the desire to implement a
course of action quickly to avoid the cost of carrying the buildings, it would be prudent to
set to work first on designing a marketing packet, and approaching developers and
architects for further outlines of a construction schedule and costs.

Secondly, the marketing plan should be implemented with regular meetings on site (at a
minimum, monthly) to familiarize potential tenants with the vision and site along with
blueprints of the final renovated buildings. As letters of intent lead to signed agreements,
construction efforts can begin.

If the City proceeds, it would be wise to phase development to ensure that the first building
(Middle) was a success, to guarantee that funds are not being spent precipitously on the
next phase (West) and to build the community interest, support and anticipation for all that
is to come.

Various sources of funding are noted in full in the appendices. A range of local sources
known to the CRA also might be approached.

Consumer Research

People speak of the fact that Florida is behind national trends in
terms of food awareness. There is a small community of locally-
oriented food activists, but the local retail food sector does not
reflect strong consumer desire for specialty foods.

Demographic Analysis

Palm Beach County data shows 17% foreign born, 10% non-citizens, and median
household income of $49,016 (white), $36,539 (Hispanic) and $31,019 (black). However,
data for the target area is substantially different, which may affect vendor composition and
the marketing program for the Market.

The Market Analysis Northwood Neighborhood (PMG Associates, July 2006) based on
Claritis data shows population data below. ESRI Survey data (*) based on radii from 24th &
Dixie Hwy is also presented here for comparison purposes.

1-Mile Radius 3-Mile Radius 5-Mile Radius
Population (2005) 12,916 67,979 154,724
Household Size 2.47 2.24 2.29



14

Farmers’ Markets America

Phones 972 6,000 14,000
Avg. HH Income $48,645 $70,518 $58,335
Med. HH Income* $32,638 $41,853 $41,823
% HH above $75K* 14.3% 20.9% 16.5%
Pop. White Alone* 25.5% 38.6% 46.3%
Pop. Black Alone* 62.9% 52.6% 44.0%
Food at Home $4,472 $4,540 $4,581
Food Away $3,459 $4,285 $4,096
Food at Home Total* $21.3M $148.2M $318.9M
Food Away Total* $14.9M $103.1M $221.5M

Note: Households with phone numbers available through US Data in February 2010 were
significantly lower than expected given household size. The predominance of cell phones
over land lines and emptiness of many housing units due to second homes or the economic
recession may explain the limited number of phones available for our residential phone
survey. These phone numbers were used for the phone survey to follow (next section).

Claritis data show an opportunity for increased retail sales in the target market area for six
selected categories, but not for food stores. In that category, the oversupply is $27.4 million
for the one-mile radius area, $106 million for 3-mile, and $54.2 million for 5-mile.

The annual merchant survey clearly shows a strong clientele beyond the 5-mile radius, so
Northwood is a destination already. Yet, only 35% of people within a 10-mile radius know
of Northwood Village.

The delay in construction of 2,987 permitted units east of US 1 limits the number of
appropriate customers for the Market.

The income analysis by zip code shows:

Population Avg. Adj. Gross Inc. Med. HH Income
33404 Riviera 31,691 $ 47,900 $33,888
33407 Northwd 28,672 $ 34,325 $34,337
33480 Palm Bch 12,355 $512,703 $89,865
33409 West 23,433 $ 38,771 $42,629
33401 Dwtn. 21,684 $ 86,091 $33,369
33417 Cypress Lks 30,618 $ 31,380 $28,551
33406 27,901 $ 38,142 $45,361
33405 20,945 $ 48,737 $42,774

Consumer Demand

The primary consumer research was done using purchased telephone lists from US Data
for 1-mile, 3-mile and 5-mile areas. An initial 52 surveys were completed by Lynn
University business students under the direction of Vance Corum, who also completed 15
surveys at Clematis by Night. An additional 168 surveys were compiled by Profile
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Two-thirds of area residents (64%) read the Palm Beach Post regularly. The New York
Times is read by 6% of residents, the Sun Sentinel by 5%, and Palm Beach Daily News,
Miami Herald and El Vocero Hispano by 1% each.

23% of area residents claim they do not read any newspaper regularly.

The ethnicity of surveyed residents was:

White 31%

Black 53%

Hispanic 8%

Asian 1%

Native American 0.4%

Hawaiian Islander/Polynesian 0%

Refused/Don’t know 8%

The age of surveyed residents:

18-24 4%

25-34 6%

35-44 12%

45-54 16%

55-64 20%

65-74 17%

75+ 18%

Average 58.91

The gender of survey participants:

Male 33%

Female 67%
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The annual household income of surveyed residents was:

Under $15,000 27%

$15,000-$24,999 24%

$25,000-$34,999 14%

$35,000-$49,999 12%

$50,000-$74,999 9%

$75,000-$99,999 5%

$100,000-$149,999 2%

$150,000-$199,999 5%

Over $200,000 2%

Mean (In Thousands) $43.43

Home ownership of surveyed residents:

Own 55%

Rent 43%

Refused 3%

Type of home of surveyed residents:

Single Family Home 55%

Duplex 15%

Apartment/Condominium 25%

Townhouse/Villa 2%

Mobile Home 0.4%

Refused 3%

Approximately one-half (49%) of surveyed consumers live within one mile of the target
market site at Northwood Road and Broadway.

Tourist Data

Tourists are not expected as a significant part of the customer base. Traditional food
marketing maintains that tourists should be considered as icing on the cake, rather than
counted as a reliable source of income.
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While major city markets count tourists because they are huge destinations, this market
should not plan the same. Pike Place has 9 million visitors per year, many of them repeat
locals. The scale of the market is enough to cause visitors to spend an entire afternoon or
day or more in its confines. Northwood Market Hall would be very small by comparison.

Tourists do come to good markets over time. When local people are proud of their market,
even a relatively small GreenMarket, they will bring people with them or suggest it to
friends and family. Research done at many farmers’ markets indicates that as many as 12%
of shoppers on any day may be tourists. This is important for any given market to know,
but we do not want to depend on any given number until we do the research at the Market,
once established.

Kitchen Demand

Since there were no interviewees provided, a clear determination of need for a community
kitchen is not absolutely apparent. However, if outreach is done in the community, kitchen
users could be found, especially given the recession. When unemployment is high as are
food preparation skills, the opportunity to create new entrepreneurs is palpable.

For example, Mamma Assunta just opened for business two months ago and is selling at the
Delray Beach GreenMarket. As they build sales and expand from their Italian tomato-based
sauces into various prepared dishes (lasagna, eggplant parmesan), they will need
additional time in their leased kitchen space.

The Delray community kitchen should be visited to
assess what equipment might be most appropriate for a
Market kitchen, and where equipment and supplies are
purchased.

Before building out the kitchen, we might test the local
market need by lining up a church kitchen. Alternatives
exist. Rev. Joseph Tyson at St. John Missionary Baptist,
19th & A.E. Isaacs, said that he would be willing to have
their commercial kitchen used by micro-entrepreneurs.
Other church kitchens represent good options.

Using these resources is a wise way to build community
knowledge and interest in the Market while providing a
small source of income and testing the issues that the
Market will confront in managing a kitchen. It also will
give the Market experience in determining what
equipment is most used, fair rental rates, hours needed
per week, storage, equipment, etc.
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Competition

Price Comparison - West Palm Beach GreenMarket and Local Supermarkets

Product Unit WPBGM Publix
Wal-
Mart

Winn-
Dixie

Whole
Foods * Organic

Apple, Granny Smith lb. 1.99* 1.75 1.27 1.89 1.99* WF Gala
Avocado, Haas ea. .75S 1.29M 0.68 1.39M 2.50S
Avocado, Florida ea. 2.50 1.99 1.68 2.50
Banana lb. 0.59 0.69 0.44 0.69 0.69
Blueberries 6 oz 3.50* 5.09 3.98 4.99 3.99*
Cantaloupe ea. 1.50 2.50 1.68 2.99 L 2.50S GM Guat
Grape, red seedless lb. 1.89 2.49 2.99 3.49
Grapefruit lb. .50 ea. 0.72 0.50 0.99
Mango ea. 1.25 1.79 1.50 2.00* GM Peru
Papaya lb. 0.99 0.99 1.08 1.69
Pineapple ea. 3.00L 4.49 2.88M 2.99M 4.99S
Plum lb. 1.89 1.69 S 1.25 1.99 2.99
Peach lb. 1.89 1.97 1.78 1.99 2.99 GM Chile
Kiwi ea. .50* 0.65 0.33 0.59 .33*
Lemon ea. 0.50 0.66 0.38 0.66 0.63
Strawberries lb. 3.00 3.50 5.99
Tangerine lb. .15 ea. 1.00 0.48 1.29
Asparagus lb. 3.00 2.49+ 2.98 3.69 3.49 + Sale
Beets bu. 2.00 3.99 3.24` 1.99 3.99*
Carrot ea. 2.00* .88* 0.89 2.99* GM Calif
Celery bu. 2.00 1.39 1.46 1.49 2.49
Green beans lb. 2.50 2.99 3.99*
Lettuce, iceberg lb. 1.50 1.59 1.34 1.59 3.99*
Lettuce, red leaf bu. 2.00 1.78 1.79 2.99*
Lettuce, romaine lb. 2.00 1.59 1.78 1.79
Mushroom, button 8 oz 1.50 2.09 1.50 1.25 2.49
Mushroom,portabello 6 oz 2.40 3.09 2.98 2.62
Onion, yellow lb. 1.25 0.63 0.67 1.69
Potato, red lb. 2.00 0.72 1.00 0.50 1.69 WD 10 lb
Pepper, bell, red lb. 2.50 1.97 1.50 3.99
Pepper, bell, green lb. 2.50 0.78 2.99
Snow peas lb. 2.50 3.99 4.99
Squash, yellow lb. 1.89 2.49 2.99 3.99*
Tomato lb. 1.50 2.79 1.50 3.99 WF local
Cheese, blue lb. 21.00 17.78 14.47 18.99
Salami lb. 20.00 11.72 12.78

15 5 17 5 1



22

Farmers’ Markets America

Price Comparison

The above price comparison was completed at all markets on Saturday, February 27, 2010.
Prices were initially checked at the West Palm Beach GreenMarket and then prices for the
same or similar prices were found at each supermarket. Every effort was made to ensure
that comparisons were made fairly, noting size differences, quality, organic and sale price.
Items were only used if at least three outlets of the five offered the product. Admittedly, the
Green Market had an advantage since all items were found there initially. If two outlets had
the same price or within one cent, they were both found to be winners on that item.

Rather than doing a market basket approach, we sought here to simply find which food
outlet was the price leader. While Wal-Mart came out on top with 17 low-price winners, the
West Palm Beach GreenMarket was not far behind with 15 low-price leaders. Publix and
Winn-Dixie were matched at five winners a piece and Whole Foods had one price leader
among the 36 items.

One arena where supermarkets excel is in providing volume cheaply, getting out the 5 and
10-lb bags of potatoes while GreenMarket vendors can tend to keep unit size small and
pricey. These vendors seem to do best on items they are reselling, where the cost of
overhead is lower than for the retail grocer.

Market Hall vendors will need to remain price vigilant because even the quality shopper is
also focused on price. Few people choose or can afford to ignore all prices. Vendors need to
serve great quality at a good price with a winning smile.

Local Food Retailers

It appears that each local food retailer, as small as they may be, serves a given market. Even
on Northwood Road, there is competition between stores for the one-item sale. Both
outlets cater to the prepared food customer, offering use of a microwave or cooking up a
quick meal. Many local residents are able to find free sources of food through various
agencies, thus reducing the demand that any retailer depends on for survival.

Most stores along Broadway have a variety of foods, from canned goods to simple produce
items. Along with Broadway Food Market at 41st, there are Kwik Stop and Family Dollar at
47th along with newcomer Rosa’s at 43rd. All have relatively weak produce selections,
indicating a lack of customer base.

Northwood Farm Produce at 52nd has witnessed a major drop-off in business with drop in
day labor demand. Food Plus at 54th is mainly another convenience store.

City Market at Broadway and 49th is the major player for the Northwood area. While it is
over a mile from the target market site, it does a good job serving local residents with all
their grocery needs in a 5,000 s.f. facility. According to an employee, their customer base is
about 65% Latino, 30% black and a few whites. The Miami owner is in the permit process
for an expansion to 14,000 s.f. as the store becomes a Tropical supermarket.
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Consumer Acceptance

It has been suggested that the predominant target area for this market would be
households to the northeast, those east of Broadway from 25th to 45th. These local people
represent the most likely buyers based on income. Yet, a Market Hall with 50 vendors – or
even 20 – needs considerable numbers to support those businesses.

Alternately, it has been said that people living in the immediate area have great need of a
grocery store that provides inexpensive foods. However, the envisioned Market Hall with
multiple business owners needing a profit is unlikely to be price competitive with the
Miami operators of Presidente/Tropical with one profit line of concern. Within 14 years of
their 1990 start, Omar Rodriguez and Manuel Marin had 12 supermarkets, becoming the
second largest independent store group in the Miami area. Given their policies, quality and
strong pricing controls, they will easily be able to use their 600 employees (2004) to
operate more cheaply than Market Hall’s multiple owners. Tropical (currently City Market)
should take its lead and build an even more powerful presence in the Northwood
community as it nearly triples in size and expands its parking lot.

Market Hall must market itself to a larger area of West Palm Beach and surrounding
communities with a picture of small, independent retailers who know their product and
have great customer service. Quality and service must be their hallmark.

Community Input

Key Interviews

More than two dozen community leaders were interviewed to incorporate as many views
as possible into a full analysis of the Market’s potential as well as pitfalls. There was a wide
disparity of views, perhaps reflecting individuals’ more optimistic or pessimistic
worldviews. These opinions gave importance to the questions that were asked of vendors
and consumers relative to their interest in a Northwood market. The diversity of opinions
reinforced the need to critically evaluate as many nuances of market development as
possible.

Open Meeting

On Saturday, January 30, 2010, a public forum was hosted at the Pleasant City Community
Center from 10 a.m. to 1 p.m. A massive mailing was sent to 8,600 households, and about
forty (40) people attended the forum. While the turnout was not strong, the energy level
was fairly high. The meeting began with presentations by Kim Vazquez, City of West Palm
Beach CRA; Rafael Rodriquez, Northwood Greenlife; and the report author.

The CRA property was described as the location for a Farmers’/Public Market at 550-602
Northwood Road. It was purchased in 2006 as part of the overall acquisition strategy for
the “Anchor Site” development for the properties located between 25th Street to the north,
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23rd Street to the south, railroad tracks to the west and Broadway to the east. The CRA will
issue an Invitation To Negotiate (ITN) in the future on this site.

Recognizing a need to create activity on the western end of Northwood Road, CRA staff and
the CRA Advisory Board began discussions on renovation of the buildings or new
construction at 550-602 Northwood Road creating vanilla box retail or restaurant space.

Raphael Rodriguez, CRA Advisory Board member, tenant in Northwood Village and a
member of the Northwood Greenlife initiative, suggested the idea of a farmers’ or public
market. His firm, RAR Architects, created drawings and a conceptual site plan for a market.

Following a power point presentation of images and comments about public markets
around the world, the report author asked those present to visualize a community market
and respond to these questions:

1) What would you like to see this market be? Write or draw your vision.
2) Imagine and list products and services you want.
3) What are the obstacles we need to overcome? And how will we do that?

The attendees broke into three (3) groups and presented their ideas at the end of the
meeting for discussion by all. The groups generally wanted a 7-day market in a renovated
set of buildings, indoor/outdoor, diverse seasonal product mix, independent businesses,
local businesses prioritized, a commercial kitchen incubator, good police security,
relatively small units (300-600 s.f.) and a full array of food, processed and value-added
items, art, music and performances.

They suggested various vendor types including: bookstore/newspaper stand, coffee shop,
prepared ethnic foods, garden center, crafts (artwork, quilts), organic food, and services
(shoe repair, vitamins, dry cleaning, pet supplies, tailor/alterations).

Ideas presented included keeping a local product focus rather than imports, serving people
within the Northwood CRA boundary, local governance by a co-op board, local emphasis
from manager to vendors, a unique model to change the image of Northwood, reflect the
entire community, cultural and education venue, green features visible, meet minimal LEED
goals including air conditioning, bicycle racks, walkability, trolley access, electric car
charging stations, sustainability education, using a name like Northwood Village Market (or
holding a naming contest), mercantile and sustainable design, an open courtyard inside the
Middle building, a side yard, and parking adjacent to market

They recognized many obstacles such as: customers, financing/affordability, re-sellers,
wholesalers, adaptability (crafts) and flexibility of vendors. And they saw solutions in
allowing short term or daily use, creating awareness (public service announcements),
community marketing (door to door to Boys & Girls Club or youth empowerment
organizations), incentives for young adults/students to visit, e.g., jam sessions and musical
stage. They suggested using as a model the farmers’ market on Congress 30 years ago.

The workshop concluded with an open question & answer period, capped by mention of
the study findings being posted on the CRA website at www.wpbcra.com.
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Comparable Markets – Farmers’ Markets and Public Markets

Presented below are a cross-section of North American markets with comparable
characteristics. They represent comparables on
different levels – city size, area demographics,
building size, vendor composition, development
challenges or elements desired for the
Northwood Farmers’ Market. In each market
review, the goal was to assess its relative success
as a sustainable market meeting local needs and
find aspects that might relate to our Northwood
experience. Explore them for yourself! This
information should be used by a market
organizer for concepts and vendor ideas. Some

of the markets researched were recommended by Floridians who have heard high praise.

Population figures are U.S. Census estimates as of July 1, 2008 unless otherwise noted.

1. Findlay Farmers’ Market, Cincinnati, OH Pop. 333,336
http://www.findlaymarket.org/ Median Household Income: $33,562
Tues-Fri 9-6, Sat 8-6, Sun 10-4

Findlay Market is Ohio's oldest continuously operated public market and one of Cincinnati's
most cherished institutions. The Market is located just blocks from downtown in Over-the-Rhine,
a dense historic neighborhood rich in 19th century architecture. Open six days a week, Findlay
Market is home year-around to about two dozen indoor merchants selling meat, fish, poultry,
produce, flowers, cheese, deli, and ethnic foods. On Tuesdays, Saturdays and Sundays from
April to November the Market also hosts a thriving farmers’market, dozens of outdoor vendors,
numerous street performers, and lots of special events.

Findlay Market is a gathering place for people from all over the city. It routinely attracts perhaps
the most socially, economically, racially, and ethnically diverse crowds found anywhere in
Cincinnati. They come for the sights and sounds and smells of an old-fashioned public market,
for the great variety of fabulous fresh foods, for bargains, for people watching, and for a
quintessentially urban shopping experience.

In the central tower of the market lies a new Market Carpet, a floor mosaic of ceramic tiles that
fill an area 8’ by 8’. It shows a history of 150 years of commerce and culture in Cincinnati with
changes in the market layout, structures and people from 1852, 1902, 1952 and 2002.

There are 31 vendors listed as permanent vendors in the Market House, with some spaces vacant.
Reading about individual businesses on their market webpage is like listening to a family history
of the long line of children working for others, then taking over their own family business when
the time was right. You learn that Mike Luken, in addition to his Findlay stand, has a wholesale
fish distribution business in a modern refrigerated warehouse on the Market Square, selling to
restaurants, river boats, and other retailers. He communicates by email to fish suppliers all over
the country to keep up with the customer demand for fresh seafood. You find that Helen Baldwin
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sold grilled meats for three years outside before becoming the first African-American female to
have an indoor business at Findlay Market. You see how Cornelius Dean, a black kid from Over-
the-Rhine starting at age 6, took over the business in 1993 and still employs his former white
boss who taught him the business.

#142 - 144 Simpson Produce – 2nd generation Elmer started working at age 5.
#312 Gaudio Produce – 5th generation produce business
#314 Dean's Quality Produce – Work at age 6, took over business 1993.
#145 Madison's (Ridgefield Farm) – produce, mushrooms, organic.
#146 - 147 Ron Roth Produce
#149 Claddagh Farms – Canned goods preserved at peak, jams, granolas.
#150 Niemeyer Farm – Apple, honey, fall squashes. Wooden kitchen
ware handmade or grown on their farm.
#101 Busch's Country Corner – turkey, chicken, capon, duck.
#104 Mackie Quality Meats – meats, chicken nugget, potatoes, pizza.
#105 Bender Meats – lunch meat, chops, ribs, Schad's ham
#109 Mike's Meats – quality, affordable meats, chicken nuggets, deli.
#110 Kroeger & Sons Meats – 40 types of handmade sausage Mike Busch started working at 13, and at
#134 Charles Bare Meats – quality meat, chicken, lunchmeat, cheese. 21 took over Grieger’s Country Corner.
#107 Frank's Fish and Seafood Market 2
#128 Luken's Fish, Poultry, and Seafood
#108 Areti's Gyros – gyros, moussaka, salads, desserts since 2009.
#112 World Food Bar
#113, 117 Taste of Belgium
#116 Adrian's
#118 Aunty's Homemade Food – gourmet, natural, frozen entrees –
spaghetti, lasagna, cheesecake, bread pudding.
#120, 124 Bean Haus
#121, 129 Bouchard's Pastas and Baked Goods
#126 Ms. Helen's Grill – mac & cheese, turkey ribs, grilled meats
#130 Gibbs Cheese – butter, eggs, cheese, sausage, jams, noodles, fudge
#133 -135 Herbs & Spice
#136 Dojo Gelato
#148 Maumee World Traders – Fair Trade baskets, furniture, syrup, etc.
#151 It’s All My Stuff Pottery – Handcrafted pottery.
#152 Betina’s – Handmade soaps, natural creams, lotions, soy candles.
#153 Bee Haven/Blue Oven Bakery – Honey, candles, artisan breads.
#154 Cake Rack Bakery – Cheesecake, tarts, cakes, biscotti, bread, granola. Aunty’s opened at Findlay in 2006.

A review of the Findlay Market website on December 16, 2009 revealed a list of vendors
promoted for the holidays with much lengthier descriptions than shown below of their
product offerings. Besides the regular, permanent indoor vendors, there were a few
businesses selling for the holiday sales period only:

1893 House Chocolates: Gourmet chocolates and gift baskets.
Jeanne’s Holiday Shoppe: Gift baskets, centerpieces, wine bottle carriers and holiday wreaths.
Dorsa Studios: Custom jewelry designs.
Fabulous Ferments: Sauerkraut and other fermented foods locally produced.
Mama Made It Kettle Corn: Traditional and caramel glazed kettle corn, hot apple cider, field stone candle holders.
www.MamaMadeIt.com.
Todd’s Run Nursery: Poinsettias.
Nature’s Gifts: Christmas trees, centerpieces, garlands, herb crafts, natural remedies, herbal soaps, salves, bath
herbs, aromatherapy oils and candles.
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4. Winter Park Farmers’ Market, FL Pop. 28,600
Sat. 7-1 Median Household Income: $60,053

Held at the old train depot restored as an historical landmark, this Saturday market is the #1
produce and plant market in Central Florida, at 200 W. New England Ave (mail: 401 Park Ave
South, Winter Park, FL 32789)

It is a popular community gathering place that provides fine produce, plants, baked goods, and
more. (Closed on third Saturday in March for Winter Park Sidewalk Art.)
• E-Mail: kpatterson@cityofwinterpark.org
Tel: 407-599-3397, Fax: 407-599-3454

5. Bellingham Farmers’ Market, WA Pop. 75,150
http://www.bellinghamfarmers.org/ Median Household Income: $32,530

Nine farmers and community members met in 1992 to plan the opening of the Bellingham
Farmers’ Market in the largest city and the county seat of Whatcom County, in far northwestern
Washington State. The City provided a parking lot as the site and money for tents because of its
interest in redeveloping downtown. Solid planning led to 50 farmers on opening day in 1993,
with the largest sales of any new market in the state at that time. In 1994 they opened a second
market day nearby and in 1995 a third market was started.

Soon thereafter they began to envision a market structure to
provide weather protection and restrooms. Through
community support, planning and laying groundwork, they
emerged 10 years later with a building that far exceeds their
initial vision. In 2003 the City lobbied heavily to secure the
initial state grant that kicked off a $2.7 million campaign:

o $450,000 State capital fund special appropriation
o $900,000 City real estate excise tax
o $150,000 City parking fund
o $150,000 City sewer fund (for restrooms)
o $220,000 County Economic Development Investment

Fund grant (State tax rebate)
o $500,000 Market fundraising

The mayor’s funding support was essential; when more funds
were needed, additional City real estate excise tax was

secured. Community fundraising was critical in meeting the final budget, especially with the
increase in steel during the capital campaign. A major Skagit River bridge being torn down was
recycled into the project, adding history and design to the main pavilion.

The 1-acre site along Railroad Avenue is a corner parcel approximately 140’ deep. There is
31,900 sq. ft. of outdoor space, including two 20’ x 125’ sheds running parallel to the avenue and
one perpendicular, creating 7500 sq. ft. of covered space. The central area hosts another two
rows of vendors with canopies. Another 5,220 sq. ft. is available in the Pavilion (top left of
photo) that also hosts restrooms, accessible from outside.
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The final $500,000 was raised due to the leadership of Brian Griffin, chair of the Depot Market
Square Committee (including City, Market, local business, etc.) that had to overcome opposition
from those opposed to the use of public dollars and to fundraising taking money from other local
non-profit causes. Griffin convinced his Rotary to make a $25,000 donation if he raised the
match, and sold bricks at the market each week.

The project was designed with LEED certification in mind.
With Seattle Lighting Institute consultation, tall doors and
windows fill one side of the Pavilion for natural light
penetration, complemented by numerous skylights. The three
sheds each have one roof of translucent plastic. The Pavilion
has radiant heat, all walls open, exits are accessible when
walls close, and the canopy in front expands rain protection.

Following the 2005 season, core drillings and excavation began on the city parking lot that has
always hosted the farmers’ market. The multi-use Depot Market was inaugurated on July 18,
2006. Market sales, long stagnant at $500,000, increased to $740,000 in 2004 and $900,000 in
2005, largely as a result of the tremendous media coverage due to opposition. In 2006, they rose
to $1.15 million and hit $1.5 million in the first full season with construction completed even
though no dedicated parking exists.

The market reserves 50% of its 108 spaces for farmers, and fills them with crafters if necessary.
During the summer they fit 24 vendors inside, and during the winter 32, right up until Christmas.
They now operate two market days, Saturday being the strongest. In 2004, they averaged 63
vendors per day; since construction, it is up 38% to 87 per day.

Under a 10-year lease, the Market now pays the City $246 rent for each Saturday, which covers
garbage and cleaning (increasing by $20 each
year) and $50 for each Wednesday. One year in
advance it has right of first refusal on dates for
the next year so that it can extend its season. The
vendors pay $100 annually ($70 dues and $30 set
up/clean up fee) and daily fees of $28
Saturday/$20 Wednesday or a percentage of
sales, whichever is greater: Farmer 6%, Crafter
6%, Food Processor 7%, Service Provider 8%,
Eastern Washington Contract Grower 10%.
Double farm booths pay 1% extra.

Their $1.5 million in 2007 sales makes the
Market a significant downtown economic engine. The City has revived a downtown core just one
block away. Market Depot Square has extended the Railroad Avenue upgrade, allowing a
connection with a new condominium project on the trail to the city's Fairhaven district.

The City had a caterer who wanted a kitchen on site; she fell through because of costs. Now the
Market has helped create a small kitchen that can be used by all events leasing the space. Sound
is being added as well. Issues remain to be resolved around windscreens, access, meeting space,
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garbage, storage, etc. Professional management has done a superior job of marketing the Market
and is considered the leasing of the pavilion for the City as well. Flexibility is a key future need.

The Bellingham Farmers’ Market is a story of community
inspiration that is constantly unfolding. Did the community
build a market or did the market rebuild a community?
Chicken or egg? Hopefully, the community recognizes the
role which the market that it created will continue to have
as it builds entrepreneurs and community goodwill each
week. The Market made $34,000 in direct market
contributions (including a $11,000 fundraising dinner) and
raised a total of $500,000 for the project. The City
parlayed that into a building for all. While the Market
justifiably takes some credit, the City must balance the building’s use with other entities: a flea
market, shows, dances, fundraising events, family gatherings, weddings...anyone.

6. Olympia Farmers’ Market, WA Pop. 45,322
http://www.olympiafarmersmarket.com/ Median Household Income: $54,351

The Olympia Farmers’ Market has grown through relocations over the years until it was
invited to anchor Capital Avenue on Port property. The resulting development has

surprised many who doubted the effort to build a structure for the Market. When the
market board sought approval of a construction bond from the City, the mayor said that

would happen when pigs learned to fly.

The market forced a plebiscite that fell short by
a narrow margin. However, recognizing the

tremendous public support, Council decided to
finance the $800,000 bond. The weathervane
proves that pigs can, indeed, fly. Over the 10-
year initial lease the market paid 1% of their

Thursday thru Sunday sales toward the bond.
Now the Market has a second lease.

The Market has two aisles, each with vendors
on both sides, that go end to end in a soft U fashion. Wood trusses have been left open to

view and pigeons have been a problem. While skylights were installed throughout, there is
insufficient natural light so most vendors add lighting or go

without. Still, four days a week provides $4+ million in sales.

Behind the building is a covered Market stage that is flanked
by four restaurant booths on either side. People eat

independently owned, ethnically diverse foods while
listening to live music. Parking lots with 500+ spaces initially
seemed sufficient; commercial and residential development

spurred by the Market has cut short the spaces and left
customers frustrated. More parking is necessary to keep 6-8,000 capitol visitors.
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MERCHANT LOCATION MAP
Plaza side

Embarcadero side

Acme Bread Company #15 Ferry Plaza Wine Merchant #23
Bay Crossings (Ferry Tickets, Maps) #22 Frog Hollow Farm #46
Blue Bottle Coffee #7 Golden Gate Meat Company #13
Boccalone Salumeria #21 Hog Island Oyster Company #11-1
Book Passage (Books & Literary Events) #42 Imperial Tea Court #27
Boulette's Larder #48 I Preferiti di Boriana #33
Ciao Bella Gelato #8 Kingdom of Herbs #20
Cowgirl Creamery's Artisan Cheese Shop #17 Lulu Petite #19
Culinaire #35 MarketBar #36
DELICA rf1 #45 Mastrelli's Delicatessen #47
Farm Fresh to You #9 McEvoy Ranch Olive Oil #16
Far West Fungi #34 Miette #10
Ferry Plaza Seafood #11-2 MIJITA #44

Peet's Coffee & Tea #43 Stonehouse California Olive Oil #28
Prather Ranch Meat Co. #32 Sur La Table #37
Recchiuti Confections #30 Taylor's Refresher #6
San Francisco Fish Company #31 The Gardener #26
Scharffen Berger Chocolate Maker #14 Tsar Nicoulai Caviar #12
Slanted Door #5 Village Market #29

Their website schedule included these events for November and December, 2009:

Festive Fruit Preparation Class – turn apples into chutney and preserve pears
Olive-o-Rama – a tasting to compare olive oils from two market companies.
Seasonal Cooking Demonstrations and Book Signing – a
Food Wise Booth Guest Chef – Amy Fothergill, The Family Chef, prepares an easy meal using market
ingredients.
Pasta & Pesto Workshop – learn to make handmade potato and pumpkin gnocchi, and create a
sage and roasted garlic pesto, as well as a cilantro and pistachio pesto.
Thanksgiving Cooking Demonstration – Marc Vogel, chef and author of The Perfect Holiday Meal.
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Holiday Cocktail Night – ten bartenders from restaurants and bars prepare two full-size drinks and
eight samples using market items.
Brassica Festival – brassica activities plus seasonal cooking demonstrations, book signing and a
holiday Cocktail Class – Author of Artisanal Cocktails, and owner of Charbay Distillery.
The cooking demonstrations by name chefs are made more possible because of the market’s
importance to these chefs. The market website, www.CUESA.org, modestly proclaims that over 50
Bay Area chefs purchase fresh ingredients at the Ferry Plaza Farmers’ Market and then lists more
than 75 restaurants by name and style of cuisine, from vegan to Moroccan to Italian seafood. That’s
good marketing with a win/win such that chefs willingly do market cooking demonstrations.
The farmers’ market has numerous sponsors including a financial investment firm, an auditing
company, and various cookware and appliance manufacturers. Their farm tours are sponsored by a
community bank and a bus charter company.

8. Public Market House, Portland, ME Population: 62,561
http://www.publicmarkethouse.com/ Median Household Income: $43,603
Mon – Sat, 8-7; Sun 10-5

The Portland Public Market opened to great fanfare around 2001. In spite of a $10 million
infusion by a local philanthropist, the market never succeeded in overcoming its location, which
was filled with Salvation Army lunch line recipients.

However, four original vendors of the market
got together as it was dying. When it closed in
2006, Market Vendors, LLC conducted a search
for a suitable location and moved into 28
Monument Square that summer. The square was
where Portland’s original public market
operated and Monument Square also hosts the
weekly in-town farmers market, leasing space
from the City of Portland.

The new Market House occupies the street level
and basement level of the former Surplus Store
building. The street level houses the three

original vendors, K. Horton Specialty Foods, Maine Beer & Beverage Co. and Big Sky Bread
Co., with a new addition, Spartan Grill, which used to be a food cart on the square selling
prepared Greek food. The basement level houses the Community Kitchen. The Market House
also leases a portion of Monument Square from the City of Portland, where it provides day tables
for small business owners to sell their Maine grown, produced or value-added products.

K. Horton Specialty Foods
Fine cheeses, gourmet foods, condiments, party platters & gift baskets.
Online ordering and local delivery available.
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Maine Beer & Beverage Co.
Specialty beverages, wide and varied selection of affordable wines, craft-
brewed beer from Maine and grocery items.

Big Sky Bread Co.
Breads, cookies and breakfast pastries made with certified organically grown
wheat. Sandwiches on our freshly-baked bread, soups and salads.

Spartan Grill
Traditional greek food, pita sandwiches, gyros and salads. Open lunch hours.

Kamasouptra

Three soup aficionados who have studied soup for years in order to provide
just the right combination of vegetarian soup options – beer and cheddar,
butternut apple, cranberry borscht, broccoli cheddar, cream of mushroom,
Ecuadorian peanut, grilled cheese and tomato, kamasouptra chili, loaded
potato, rainbow chard and lentil, ribollita, roasted red pepper and gouda,
Scotch broth, Southwest vegetable, tomato basil, vegetable minestrone.

Peanut Butter Jelly Time

Countless combinations of an All-American comfort food, along with several
homemade, original recipe peanut, cashew, and almond butters. Hot
breakfast all day, plus fresh fruit, yogurt, and Maine organic granola. 2nd Fl.

Pie in the Sky Pizza
Pie in the Sky Pizza is a new venture of Big Sky Bread Company, featuring six
different Tuscan crust pizzas with fresh toppings.

The mission of the Market House is several-fold. The Market House provides an inner-city outlet
for Maine food producers in the heart of Maine’s largest population center. It also seeks to
incubate small businesses just as the original vendors were incubated, helping the rejuvenation of
downtown Portland and including the city’s diverse and vibrant international community that has
grown through immigration in the past several decades.

With the dominance of big box stores and internationally-owned supermarkets, the new public
market provides the people of Portland with an alternative shopping experience in which
customers can purchase foods and other goods from small, local, owner-operated businesses and
even farmers themselves.

Two of the three original vendors comprising Market Vendors, LLC, K. Horton’s Specialty
Foods and Maine Beer & Beverage Co. were created and incubated in the Portland Public
Market (Big Sky Bread is the only exception). The fourth business, Spartan Grill, was a food cart
on Monument Square before moving in and becoming an indoor, year-round establishment.
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Since their inception, dozens of small business people have rented day tables or our community
kitchen in furthering their small business ventures.

Small businesses tend to be more energetic, enthusiastic and creative than larger, established,
corporate-owned businesses and franchises. The owner is often present. Customer service tends
to be better. These are primary reasons why the members of Market Vendors, LLC succeeded in
the first place. Further, the grass roots nature of these small businesses appeals to consumers and
adds to the atmosphere of a public market. So, not only is incubating businesses important as a
goal in itself, this activity adds to the appeal and attractiveness of the public market experience.

The Public Market House accepts applications for second floor vendor spaces approximately 100
s.f. and larger, including common area bathrooms, aisles and seating. These would include food
vendors as well as crafts, textiles or other consistent with the Public Market House mission of
supporting Maine grown, made and value-added products. Rates will run from $750 up, plus
common area maintenance and triple net charges.

For Monument Square day tables, food cannot be served from a day table ready-to-eat but must
be packaged for home consumption. Also, the application must be filled out in advance to be
approved due to licensing requirements by the City of Portland for use of Monument Square.

The user fee for a day table is $25/day for the second floor of the Market House and for event
days on Monument Square (farmers’ market, Alive at 5 concert series, etc.) The user fee for
other days on Monument Square is $15/day, or $10/day for a block purchase of 10 or more days.

The Public Market House operates a Community Kitchen in the lower level of the Public Market
House available for use by the public, caterers and small food producers. The Community
Kitchen is a fully licensed commercial shared-use kitchen with dozens of feet of counter space,
equipment, sinks, and a gas oven. Users of the kitchen must have proper insurance, fill out an
application and put down a nominal security deposit. Rates for kitchen use are $10/hour without
gas and $17/hour including use of the gas stove or oven. Clean-up time is free. Refrigerated and
dry storage is available at a separate usage rate.

9. Midtown Global Market, Minneapolis, MN Population: 382,605
http://www.midtownglobalmarket.com/ Median Household Income: $48,724
days

In 2003, the City of Minneapolis was searching for a use for the long neglected Sears
Building on Lake Street. Business owners and neighborhood groups from surrounding
areas convinced the City that the historic building should be saved and connected to the
ethnic diversity of the neighborhood and the entrepreneurial vibrancy of Lake Street
businesses.

Latino Economic Development Center (LEDC) and a group of Latino business leaders
wanted to start a Latino grocery store in the building, and began meeting with the
Neighborhood Development Center (NDC). The “global market” concept evolved and was
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presented to the Ryan Companies, which was planning a multi-use development for the
site. They incorporated the market concept into their plan for housing and office space, and
presented the idea to the City.

In 2004, the LEDC and NDC added the African Development Center (ADC) and Powderhorn
Phillips Cultural Wellness (PPCWC) to create a “MGM Development Team” of four non-
profits. They all worked together in every aspect from visioning and layout to leasing
decisions, after visiting various public markets including Reading Terminal
Market,Granville Market, Pike Place Market and Mercado Central locally. In late 2004, the
City accepted Ryan’s proposal and construction on the Midtown Global Market began.

The market took shape through the extraordinary efforts of a wide range of people. The
City stretched to provide support through financing, leasing and inspections.
Entrepreneurs risked in signing leases and devoting creativity and energy to their spaces.
Many people contributed because of their commitment to a grassroots economic
development initiative and the creation of dynamic public space.

In late 2005, the tenants began meeting as the MGM Tenants Association to participate in
decisions about market operation, an ongoing project. The market opened on May 15,
2006.

The Midtown Global Market is an internationally-themed public market featuring fresh and
prepared foods, restaurants, and a selection of arts and crafts from around the world. Their
homepage states that they have 50+ independent, locally owned businesses (yet their
business listing shows a less impressive 27 businesses). They have permanent leases and
day table leases.

Their mission is to operate a public market that builds upon the economic, social and
cultural assets within the surrounding community and welcomes the diverse peoples of
their community to share and celebrate together the healthy foods, arts, crafts and other
aspects of their heritages. To fulfill that mission they will host meetings or entertainment
events for groups up to 100 people. They offer catering from different restaurants, bus
parking, self guided tours, scavenger hunts, sound system rental, an entertainment booking
service, and cooking demonstrations that allow people to try preparing Latino, Somali or
Italian favorites at their portable kitchen site.

Their website schedule for December included these events, always with validated parking:

Community Chess – Mondays, 4:30-8:00 p.m. – free for all levels of play, lessons at $20, and rated
and non-rated events.
Steppin’ Lessons – Tuesdays, 6:00-8:00 p.m. – free lessons with dance expert
Wee Wednesdays – Wednesdays, 10:00-1:00 p.m. – interactive programs, hands-on activities, and
free lunch for kids five and under at participating MGM restaurants with the purchase of an adult
meal.
Neighborhood Night – Thursdays, 5:00-8:00 p.m. – free live music, shopping and plenty of options
for foods to eat.







42

Farmers’ Markets America

11. Chicago Green City Market, IL Population: 2,853,114
http://www.chicagogreencitymarket.org/ Median Household Income: $46,911
(773) 880-1266

Chicago’s only year-round farmers’ market promoting local, sustainable farmers, producers and
chefs by connecting them to the public through educational programming and special events. It
operates as an indoor market on Wednesdays and Saturdays in November and December. Then
from January through April, it operates every other Saturday from 8 a.m. to 1 p.m., continuing
operation in the Peggy Notebaert Nature Museum.

From May to October, they operate Wednesdays and Saturdays, 7:00 am–1:00 pm at the south
end of Lincoln Park between Clark and Stockton Drive.

There were 47 farmers and vendors signed up for the November-December 2009 indoor market
season. From the list below, one can see that only 19 intended to sell on Wednesdays, while
almost all 47 intended to sell most of the Saturdays leading up to Christmas.

Abby's Crepe Stand
Bennison's Bakery (All dates but 11/25)
Blue Marble Family Farm (Saturdays only until stock runs out)
Brunkow Cheese
Burton's Maplewood Farm (Saturdays only)
Capriole (Saturdays only)
Earth First Farms
Ellis Farm (Saturdays only and 11/25)
Floriole Bakery
Garden Offering (Saturdays through November, no dates in December)
Genesis Growers
Green Acres
Growing Home (Saturdays only)
Growing Power (Saturdays only)
Hawks Hill Elk Ranch (Saturdays only)
Heartland Meat (Saturdays only)
Heritage Prairie Market
Hillside Orchard
Hoosier Mama Pies
Iron Creek
King's Hill
Kinnikinnick (Saturdays only)
Lehman's Orchard
Liberty Family Farm (Saturdays only)
Meadow Haven Farm (11/14, 11/25, 12/12, 12/19)
Mick Klug Farms (Flora Confections will be sold at this stand; both are at the market November only)
Mint Creek Farm
Nichols Farm (all markets in November, Saturdays only in December)
Nordic Creamery (11/14, 12/5, 12/12)
Oriana's Oriental Orchard (Saturdays only)
Pasta Puttana
Prairie Fruits Farm (Saturdays only)
Prairie Pure Cheese (Saturdays only)
River Valley Ranch
Seedling
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Smits Farm (Saturdays only)
Snooklefritz (New vendor!)
Snug Haven (Saturdays only and 11/25)
Stoney Run Fields (Saturdays only)
Three Sisters Garden (Saturdays only)
Tiny Greens (Saturdays only)
TJ's Free Range Poultry (Saturdays only)
Tomato Mountain
Traders Point Creamery (Saturdays only)
Twin Oak Meats (Saturdays only)
Zullo's (Saturdays only)

Nearly 90% of the 53 farmers on their website are actual producers, the rest being bakers,
caterers and others. They also list about 85 chefs/restaurants that support the Market by
participating in Market events and/or purchasing Market products. They also provide recipes for
the GCM website.

Green City Market, a 501(c)(3) organization, is the only Chicago farmers' market to provide free
resources and educational opportunities about local sustainable issues to shoppers, sprouts, and
farmers in an effort to achieve a sustainable future. Their mission is to make quality, healthy,
delicious food available for home cooks, restaurants, schools, and healthcare facilities. Their
programs include:
Chef demonstrations
A Green City Market favorite. Supporting chefs from the finest
restaurants in the city demonstrate how to prepare meals using locally
produced, seasonal ingredients from market farmers and producers.
Club Sprouts
Green City Market encourages young people to try new, locally grown
sustainable foods as children are given the chance to taste a different
market item each week. Samplers receive a stamp.
Community Festivals
Events center on a Chicago neighborhood including entertainment, music, cooking demos
highlighting farmers’ products, special tastings and chef demos.
Edible Gardens at Lincoln Park Zoo's Farm-in-the-Zoo
GCM founder Abby Mandel envisioned an environment for children to learn what it takes and
Jeanne Pinsof Nolan created and planted the Edible Garden in the spring of 2005.
Heritage and Heirloom Project
This program promotes heirloom and heritage products through signage at farmer stands and
incorporation into all GCM programs.
Locavore Challenge
People signed up for the 2009 Locavore challenge which ran from September 9-23, culminating
in The Town Hall Meeting on September 23rd, from 5:30-7:30 p.m.
Savor the Season Tasting
Monthly program designed to promote market products at the height of their season. Chef
tastings and cooking demonstrations introduce shoppers to the basics and variety of local
produce, with tips, storage techniques, freezing, and cooking.
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12. West Palm Beach GreenMarket, West Palm Beach, FL Population: 98,779
http://www.wpb.org/greenmarket/ Median Household Income: $45,866
Sat 8-1

The City’s website lists 54 vendors at the Greenmarket. However, market manager Dawn
Fennessy maintains a more lengthy list of 237 contacts, 158 of which have business names and
presumably are involved in markets.

It may be helpful to look at the demographic comparisons of these cities all together:

City Pop

Med
HH
Income Source

1. Cincinnati, OH 333,336 $33,562 http://www.city-data.com/city/Cincinnati-Ohio.html

2. Greensboro, NC 250,642 $41,393 2008- http://www.city-data.com/city/Greensboro-North-Carolina.html

3. Emeryville, CA 9,583 $57,074 2008- http://www.city-data.com/city/Emeryville-California.html

4. Winter Park, FL 28,600 $60,053 2008 - http://www.city-data.com/city/Winter-Park-Florida.html (city)

5. Bellingham, WA 78,905 $37,388 http://www.city-data.com/city/Bellingham-Washington.html

6. Olympia, WA 45,322 $54,351 2008- http://www.city-data.com/city/Olympia-Washington.html

7. San Francisco, CA 808,976 $73,798 2008- http://www.city-data.com/city/San-Francisco-California.html

8. Portland, ME 71,831 $50,312 2008- http://www.city-data.com/city/Portland-Maine.html

9. Minneapolis, MN 382,605 $48,724 2008- http://www.city-data.com/city/Minneapolis-Minnesota.html

10. Columbus, OH 754,885 $44,369 2008- http://www.city-data.com/city/Columbus-Ohio.html

11. Chicago, IL 2,853,114 $46,911 2008- http://www.city-data.com/city/Chicago-Illinois.html

12.West Palm Beach 98,779 $45,866 2008- http://www.city-data.com/city/West-Palm-Beach-Florida.html

While several of these market are valuable resources in terms of ideas and inspiration, their
demographics or market development experience may not be very comparable to that which we
see or envision for Northwood Village. For example, Ferry Plaza Marketplace and Farmers’
Market in San Francisco serves a very affluent clientele at a prime waterfront location that is
well known for its historical roots as a ferry destination from various Bay Area communities.
Olympia Farmers’ Market is also a waterfront destination market that gets more tourists than the
Capitol itself a dozen blocks away. Learning from the failures in Emeryville, CA and Portland,
ME, it seems wise to make a late addition to the market list because of its number of vendors and
management and ownership – Rockridge Market Hall in Oakland, CA.
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13. Rockridge Market Hall, Oakland, CA Population: 404,155
http://rockridgemarkethall.com Median Household Income: $48,699

Anyone who has passed through the
Rockridge BART station in North
Oakland is sure to know Market Hall.
The developers (three Wilson
siblings) wanted to give the Bay area
an alternative to the weekly treks to
the supermarket, so they developed
the first European-style market place
in the Bay area. Recognizable for its
unique architectural design as well as
the eight individual food and flower
shops open to the sidewalk, Market
Hall is a bustling cornerstone to the
very unique, active and alluring
Rockridge district.

Rockridge Market Hall is most comparable to Northwood in its scale, 8,000 s.f. In most other
regards it is different. For one it has a second floor to help cover building costs. All tenants front
the entrance glass doors that virtually open the entire northern façade facing the street (right side
of photo). The BART station (Bay Area Rapid Transit) is immediately across the intersection
from the northeast corner entrance, which also serves as an entrance to Oliveto restaurant,
occupying 3,000 s.f. on the second floor. Accessible from the west end of the building are 4,500
s.f. of doctors’ offices upstairs.

The Wilson family not only developed the property but has come to own five of the businesses.
Their investment in 1987 has paid off in part because they picked the right property and found
the right tenants. Even so, not every business survived. They now have taken over half the
operations. Each has its own clientele and hours (within limits) and they do well at cross
marketing:

Mon-Fri Sat Sun
Market Hall Produce 9 – 8 9 – 7 9 – 6
Hapuku Fish Shop 10 – 8 10 – 7 10 – 6
The Pasta Shop 9 – 8 9 – 7 10 – 6
Market Hall Bakery 7 – 8 8 – 7 8 – 6

Individual merchants still operate four of the businesses within Market Hall. They pay CAM
charges to cover trash, security, bathrooms, promotion, management and other operational costs,
on top of rent which is generally 7% of sales, with the exception of the meats at 5%.

Paul Marcus Wines 10 – 8 10 – 7 10 – 6
Peaberry’s Coffee & Tea 7 – 7 8 – 7 8 – 6 650 s.f.; 800 people/d.
Bloomies Flowers 10 – 8 10 – 7 10 – 6 unrefrigerated; glass
Enzo’s Meat & Poultry 10 – 8 10 – 7 10 – 6
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Market Hall Caterers (Monday - Friday, 9 am - 5 pm) collects product from all the businesses to
serve the larger community. The Wilson family is very involved with the San Francisco Fancy
Food Show, hosting many foodies who want to see Market Hall and sell product to its vendors.
They have an on-line presence through Market Hall Foods, providing exclusive food offerings
from around the globe.

Sean Wilson, who manages the real estate and building operation, acknowledges that very few
communities can compare to the Rockridge area of Oakland, even though many try. Because of
all their quality demographics and tenants, they have a waiting list for new tenants in spite of the
poor economy.

“The demographics are right, we have the BART station, it’s the quality of tenants and the
incredible food knowledge among people who live here.”

14. Santa Fe Farmers’ Market, NM Population: 71,831
http://www.santafefarmersmarket.com/ Median Household Income: $50,312
This market’s website is worth reviewing since the building came about in 2009 after more than
30 years of operating outdoors, mainly in a railroad yard. They use a 30,000 gallon water tower
and have market offices on the second floor.

Vendor Availability

Secondary Data

A 2008 Florida Small Farm Survey conducted by the University of Florida validated the 2007
Census of Agriculture showing that about 93% of Florida farmers are small farmers (under
$250,000 gross annually). There are 41,407 farms (87% of total) in Florida with under 180 acres
(USDA, 2007). While average farm size decreased by 18% from 236 acres to 195 acres, the
number of Florida farms increased by 8% from 2002 to 2007.


