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This toolkit is the result of the UK NEP
Farmers’ Market Social Marketing Project. The
project gathered input from current research,
Extension agents, farmers’ market managers, farmers,
community organization members, Kentucky
Department of Agriculture representatives, and
Nutrition Education Program assistants. Limited-
resource Kentuckians willing to discuss their
experiences with farmers’ markets also provided input
via surveys and focus groups held across the state.
The quotes sprinkled throughout the toolkit are from
these focus groups.

Why should members of farmers’
markets be concerned about
increasing the patronage of
limited-resource Kentuckians?

The Supplemental Nutrition Assistance Program
(SNAP) provides more than 41 million limited-
resource Americans with monthly benefits that can
be used to buy most foods and beverages. Of the $74
billion of SNAP benefits spent by Americans in 2020,
only $33 million went to farmers’ markets. During
fiscal year 2022, over half a million Kentuckians
(12% of the population) received SNAP benefits,
providing limited-resource households in Kentucky
$1.27 billion to spend on food. In Kentucky in
2022, only 48 out of the 170 farmers’ markets (28%)
located in 115 Kentucky counties accepted SNAP
benefits. (United States Department of Agriculture
(USDA) Food and Nutrition Service (FNS)) This
is true in spite of encouraging participants in the
USDA’s Women, Infants and Children and Senior
Farmers’ Market Nutrition programs and Double
Dollar programs available in Kentucky.

Additionally, limited-resource Kentuckians
need the fresh, nutritious foods available at farmers’
markets. Kentuckians bear a disproportionate
burden of chronic diseases associated with poor
nutrition. From 2011 to 2021, the number of
people living with diabetes in Kentucky increased
28%. (Kentucky Health News, 2023) The highest
percentage diagnosed with diabetes are in Appalachia
where many limited-resource Kentuckians live. Heart
disease is the leading cause of death in Kentucky,
while stroke is the sixth-leading cause of death.
(https://www.cdc.gov) Again, incidence of heart
disease is disproportionately higher among limited-
resource Kentuckians. Yet, in research conducted
by the University of Kentucky Nutrition Education
Program (UK NEP), SNAP-eligible participants who
reported shopping for fruits and vegetables at farmers’
markets, roadside stands, and pick-your-own produce
farms in addition to grocery stores ate an average
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of one serving more of fruits and vegetables per day
than their counterparts who reported shopping for
fruits and vegetables only at grocery stores. Clearly,
shopping for local fruit and vegetables at farmers’
markets is a strategy for improving diets and quality
of life for limited-resource Kentuckians. Results

of UK NEP research indicate that many SNAP
recipients would like to shop at their local farmers’
market.

What do we know about
marketing for the limited-resource
audience?

The UK NEP Farmers’ Market Social Marketing
Project gathered data by conducting a literature
review, holding focus groups, and administering
written surveys with 81 SNAP-eligible Kentuckians
in eight counties across the state. Sites and
participants were selected to reflect even geographic
distribution and even distribution between metro
and non-metro locations. The results provided
interesting information about reasons limited
resource Kentuckians choose not to shop at farmers’
markets, their perceptions of shopping at farmers’
markets, and features that encourage them to shop at
farmers’ markets. An executive summary follows:

In descending order, survey participants
perceived the following as barriers to shopping at
the farmers’ market:

* No coupons (80% agreement)

* Too expensive (75% agreement)

* Not easy to get to (68.4% agreement)
* Inconvenient hours (45% agreement)

* No EBT available (37% agreement)

Three of the five greatest perceived barriers related
to affordability.

In descending order, survey participants
perceived the following as motivators for shopping
at the farmers’ market:

* To buy fresh food (98.7% agreement)

* To enjoy the variety (98.7% agreement)

* To support farmers (97.3% agreement)

* To know the origin of their food (97.3% agreement)
* The food tastes better (93.4% agreement)

* Friendly service (92.1% agreement)

* Social environment (80.5% agreement)

* Activities for kids (57.8% agreement)

In focus group discussions, the most
frequently cited reasons for shopping at the
farmers’ market were:

* Quality

® Variety

* Buying locally

¢ Healthier food
* Affordability

* Social aspects

e Convenience

* EBT acceptance

Asked to describe the ideal farmers’ market,

the top 10 qualities identified were:
* Advertising and awareness (62 mentions)
® Location (37 mentions)
* EBT accepted (32 mentions)
* Hours of operation (27 mentions)
® Incentives such as Double Dollars,

samples, etc. (24 mentions)
* Convenience such as access, parking (23 mentions)
* Quality (22 mentions)
® Price (20 mentions)
* Friendly vendors (20 mentions)
® Variety (19 mentions)
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Barriers to shopping at the farmers’ market
mentioned during focus groups are listed in
descending order:

* Food safety

* Lack of cleanliness

* Inconvenient days or hours
* Lack of selection

* Lack of awareness

* Unwelcoming vendors

* Safety concerns

* Child safety

® Crowds

Shown pictures of farmers’ markets and asked
to identify characteristics that might inhibit them
from shopping there, the following additional
barriers were mentioned:

* Unwelcoming vendors

e Safety issues

® Child concerns

* Crowds

* Vendor appearance

* Produce appearance

* Lack of or confusing signage and labeling

Clearly, the most important issue for the limited-
resource population is knowing about the farmers’
market. With limited transportation, they need
to know exactly where it is, what days and hours
it will be operating, and if they can afford to buy
the products when they arrive. Participants from
non-metro counties mentioned electronic benefit
transfer (EBT) card acceptance more often (25 to
7). They also mentioned hours of operation (20 to 7)
and friendly vendors more often (15 to 5). In metro
counties, extras such as entertainment, chairs, and
prepared foods were mentioned more often (15 to 4).
Packaging and labeling were also mentioned more by
participants from metro counties (10 to 1).

The marketing tools, tips, and resources found
in this toolkit are included specifically because they
address the results of our formative research.
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