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30% 6 VS13
Children are obese
in South LA

Number of Farmers’
Markets in South LA
vs. West LA

$64

6%

MILLION

Grocery dollars
leaking out of the
South LA community

Adults in South LA that
reported eating 5 or
more servings of fruit

SOUTH LOS ANGELES FARMERS’ MARKET quick facts
Percentage of population
diagnosed with pre/borderline,
sugar or diabetes

23.8 %
23 %
25.6 %

Percentage of population 5
years of age and over who eat
5+ fruits or vegetables a day

BALDWIN HILLS MARKET

Vendors: 12 Farmers 7 Artisan
Location: 3650 Martin Luther King Jr. Blvd.
Area Serves: 90008 & 90043
Time: Saturdays 10am-3pm

ADAMS & VERMONT

Vendors: 20-25 Vendors
Location: 1432 W. Adams Blvd. / Vermont Ave.
Area Serves: 90007 & 90018
Time: Wednesday 1pm-6pm

V VILLAGE CDC/ CD UNIVERSITY
Vendors: Undetermined
Location: 7901 S. Vermont Ave.
Area Serves: 90044 & 90047
Time: Sunday 10am–2pm

39.9 %
42 %
42 %

For more information please contact Gwendolyn Flynn, CHC Policy Director at gflynn@chc-inc.org
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The Facts:

Research shows that
farmers’ markets lead
to increased access
to healthy foods.iii, iv

Among farmers’ market
attendees, women of low-income
had a greater increase in fruit and
vegetable consumption than the
same shoppers at grocery stores.v

MARKET MANAGER, LOCATION & PUBLICITY
60% of survey participants stated that the variety of products at the
farmers’ market fulfill their shopping needs.
82.8 % of farmers’ market participants are not aware of the Market
Match program.

SPECIALTY PRODUCTS & IMPROVING
CONSUMPTION

BUILDING COMMUNITY

55% of survey participants indicated that they
attend the market primarily for the specialty
fruit and vegetable products.
Overall, 42.6% of participants indicated that
their consumption of fruit and vegetables has
increased since they began shopping at the
farmers’ market.

62.6% of community residents indicated that they
were satisfied with their famers’ market experience.
70% of farmers’ market
participants feel safe at the
farmers market.

Recommendations
DevelopStrategic
StrategicPartnerships
Partnerships
Develop

Partner with local farmers and/or urban gardeners to build local food
supply that serves SLA farmers’ markets.

Collective
Marketing
Colletive
Marketing

Engage in collective marketing, advertising and problem solving
through South LA Farmers’ Market Coalition.

BuildDemand
Demand
Build

Develop a Buy Local campaign and promote at common community
venues.

FundInnovation
Innovationthat
thatSupports
support Equity
Fund

Fund Market Match & EBT Access at all farmers’ markets
Streamline Cal Fresh enrollment at farmers’ markets.

CatertotoLocal
localDemographics
Demographics
Cater

Bring booths (food, otherwise that caters to women)
Advertise at female-friendly establishments (YWCA, hair shops, etc.)

References:
i Social Compact. 2010 Grocery Retail Leakage Data. Accessed http://socialcompact.org/cityDNA/demo/index.php?proj=CA
ii Plan for a Healthy Los Angeles 2014
iii Freedman 2013* - Freedman DA, Choi SK, Hurley T, Anadu E, Hebert JR. A farmers’ market at a federally qualified health center improves fruit and vegetable intake among low-income diabetics. Preventive Medicine. 2013;56(5):288–92
iv Fitzgerald 2011 - Fitzgerald N, Hallman WK. Effectiveness of a farmers market intervention to improve the food access and intake in an urban setting. Journal of the Federation of American Societies for Experimental Biology. 2011;25(98.6).
v Herman DR, Harrison GG, Afifi AA, Jenks E. Effect of a targeted subsidy on intake of fruits and vegetables among low-income women in the special supplemental nutrition program for women, infants, and children. American Journal of Public Health. 2008;98(1):98-105
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research
method
introduction

Over the last 10 years, a paradigm shift has taken place
in South Los Angeles that has led to the increased health

This study is aimed at identifying the

consciousness of neighborhood residents, especially

prevailing challenges to farmers’ market

concerning food. This shift has taken place as a result of
policy, advocacy and educational strategies conducted

attendance in South LA from both vendor

by various community organizations and stakeholders

and consumer perspectives in order to

aiming to combat South LA’s nutrition-related chronic

develop comprehensive solutions aimed at

disease crisis by increasing access to healthy, quality and

addressing these challenges.

affordable foods. Strategies have included: new healthy
corner stores, grocery stores, healthy restaurants,
community gardens, produce stands and culturally
relevant farmers’ markets. Farmers’ markets are
particularly valuable, as they serve not only as venues to
purchase healthy foods, but also places to get information
related to healthy eating; a way for shoppers to connect
to the source of their food by meeting the farmers, and to
build health-supporting relationships and community ties
with other market attendees who share and understand
the value of this source. However, despite the increased
demand for healthy food in South LA, farmers’ markets in
the community struggle to maintain regular attendance,
which affects the sustainability of their operations. This
study is aimed at identifying the prevailing challenges
to farmers’ market attendance in South LA from both
vendor and consumer perspectives in order to develop
comprehensive solutions aimed at addressing these

funders, and farmers’ market operators. As an additional
value, we hope the case study serves as a template for
communities of color throughout the nation to conduct
their own assessments of farmers markets.
This study was led by the South Los Angeles Food Policy
Roundtable—a coalition comprised of South LA residents,
health policy organizations, health care advocates, food
justice supporters and food entrepreneurs who want to
support farmers’ markets as an access point for healthy
and nutritious food. We believe that farmers’ markets
can be an integral part of a comprehensive strategy
towards promoting local, healthy, affordable, and
quality food systems in the South LA area. This study
was also conducted with support from the University of
Southern California’s Los Angeles Community Impact

challenges.

(LACI) student organization, who assisted in survey

This report was developed to highlight and provide

Hills area, and additional research that is discussed

insight as to why South Los Angeles is a prime target

development, and implementation in the Baldwin
throughout this study.

area for farmers’ markets and new market vendors. We
hope those interested in supporting farmers markets can
utilize this information to attract greater investments to
South LA. The recommendations provided in this report
are directed towards local politicians, philanthropic

1

Relationships between Personal Eating Identity and Perceptions of Healthy Food Access in the Neighborhood Food Environment Blake, C.E., Liese, A.D.,
Freedman, D.A., Barnes, T.L.Epidemiology, 2012, Vol. 23 (1).

2

Food Access, Availability, and Affordability in 3 Los Angeles Communities, Project CAFE, 2004-2006. Azuma, A.M. et al. 2, 2010, Preventing Chronic
Disease, Vol. 7
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Farmers’ Markets: A Brief Overview
Farmers’ markets exist all throughout the United States
and vary by the unique cultural and economic dynamics
of the communities in which they are located. Between
1992 and 2007, the number of farmers participating in
direct-to-consumer sales increased by 58 percent to

communities, they can be an integral part of a healthy and
diverse food retail landscape. Due to the consolidation
of traditional grocery stores and mergers of regional
and national supermarket chains, farmers’ markets
could become much more important for communities
throughout California in the near future. 5 Such mergers

136,000, and the constant dollar value of direct sales
increased by 215 percent to $1.2 billion.3 Today, sales

Farmers’ markets are defined by the US

have more than tripled. As of 2012, sales stood at $7

Department of Agriculture (USDA) as

billion. California’s Certified Farmers’ Market Program
requires that each of the producers that sell at these

“multi-stall market[s] at which farmer-

markets be certified by the California Department of Food

producers

and Agriculture (CDFA) as well. According to the CDFA,

directly to the general public at a central

there are approximately 700 Certified Farmers’ Markets

or

(CFM’s) and 2,200 certified vendors in California. 4

fixed

sell

agricultural

location,

products

particularly

fresh

fruit and vegetables (but also meat
products, dairy products, and/or grains).”

Farmers Market Qualities
Local:
Farmers’ markets eliminate the
“middle

man”

(the

store)

and

connect consumers directly to the
farmers. The produce and products
sold at farmers’ markets are often
times locally grown, organic or
grown

without

pesticides,

and

fresher than foods sold at other
food retail outlets (Planck, 2007).
Unlike grocery stores or other food
retailers, farmers’ markets typically
only operate one to three days a
week during a limited time frame.
Although they may not be the only
solution for healthy food access in

Figure 1: Crenshaw Farmers’ Market

3

U.S. Department of Agriculture, Economic Research Service. 2007 and 2008 Agricultural Resource Management Surveys (ARMS).

4

California Department of Food and Agriculture. 2014. Certified Farmers’ Market Program. Accessed Online: http://www.cdfa.ca.gov/is/i_&_c/cfm.html
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could lead to higher prices for consumers as
competition decreases, a smaller selection

payment method

of product brands, and more barriers for
local producers to enter the food retail

used at Farmers’ Markets in Los Angeles

market at grocery stores (Kinsey, 1998). It

80.00%

could very well create an economy where

70.00%

farmers’ markets become one of the sole
accessible healthy food options for many
communities. Due to the consolidation of
traditional grocery stores and mergers

60.00%
50.00%
40.00%

of regional and national supermarket

30.00%

chains, farmers’ markets could become

20.00%

much more important for communities

10.00%

throughout California in the near future. 5

0.00%

Such mergers could lead to higher prices
for consumers as competition decreases,
a smaller selection of product brands, and
more barriers for local producers to enter
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or Creidt
only
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Market

Senior
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Figure 2: Payment Method

the food retail market at grocery stores
(Kinsey, 1998). It could very well create
an economy where farmers’ markets
become one of the sole accessible healthy
food options for many communities.
More Opportunities for Equity:
As with other healthy food retail outlets,
the number of farmers’ markets per person
in low-income and communities of color is
lower when compared to more affluent
communities. According to the United
States Department of Agriculture (USDA),
in the affluent West Los Angeles area there
is 1 farmers’ market per 83,000 people and
1.20 Grocery Stores per 10,000. In South
Los Angeles there is only 1 farmers’ market
per 100,000 people and .40 grocery stores

5

10

Figure 3: Adams and Vermont Farmers’ Market

Food & Water Watch. 2010. Consolidation and Buyer Power in the Grocery Industry. Accessed: http://documents.foodandwaterwatch.org/doc/
RetailConcentration-web.pdf

per 10,000. Fewer options to access fresh, nutritious food
make it difficult for families to eat well fueling the health
disparities we see in South LA vs. West LA (Lewis, 2005).

for farmers’ markets in low-income communities.
Farmers’ markets with EBT payment systems have
been shown to lead to increased fruit and vegetable

Unfortunately, organic foods at farmers’ markets

consumption amongst program participants, especially

can be pricier and serve as a barrier for low-income

when coupled with dollar-for-dollar fruit and vegetable

families. Similarly, many families dependent on food

match programs such as the Market Match program in

assistance programs such as Electronic Benefits

Los Angeles, according to Hunger Action Los Angeles,

Transfer (EBT) the purchasing transaction system
used by CalFresh recipients or Women, Infant and
Children (WIC) program participants may not be able
to use these programs at farmers’ markets for lack
of acceptance, or may be unaware of their ability to
use them at markets, when available. Almost 70% of
farmers’ markets in Los Angeles only accept cash or
credit (See Figure 2 on page 10). This excludes many
low-income households dependent on supplemental
nutrition programs; as a result, there is less of a demand

“Market Match has stimulated increased spending
of public benefits (Cal Fresh) on healthier food
items such as fruits, vegetables and nuts. The
Adams/Vermont, East LA, Gardena, Huntington
Park and Long Beach Downtown markets that
have utilized the Market Match program have
reported increased Cal Fresh spending of 15% to
40% from 2012 to 2013. Over 6,000 Angelinos
have been served by the program since 2011.”

Figure 4: Vermont Village CDC/Charles Drew University
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Research
research
method

The research methods for this report were developed
exclusively through contributions from the South

CReDT FELLOW PROGRAM

Los Angeles Food Policy Roundtable Coalition of

The Community Research Development and Training (CReDT)

Community Health Councils. The study’s research

Program is a part of Community Health Councils’ community-

questions

Coalition’s

based participatory research strategy. This strategy involves

concerns for, and interest in, improving inconsistent

building capacity of community members with skills to

were

developed

from

the

attendance at South LA farmers’ markets. The Coalition
worked for a year to develop and refine survey and
interview questions and established segmentation
of markets and audiences to include in this report.

conduct informative and policy-changing research in their
own communities. Community-based participatory research
empowers residents to inform decisions in their neighborhoods
by incorporating them in the assessment process, and training
them on how to analyze various factors in their communities.

Research Questions Were:
What are the challenges and solutions for

some common challenges and opportunities that

improving customer attendance at South LA farmer’s

many markets in low-income communities faced.

markets?

These findings have been recognized as “Fisher’s

1.

2.

What new marketing and operational

practices should be adopted to better highlight the

communities of color. You will find the Guidelines on

assets and opportunities of South LA farmers’ markets

page 14.

to both vendors and customers?

6

Five Guidelines”6 for farmers’ markets in low-income

More recent case studies on farmers’ markets in

Systematic Review
To help inform the recommendations developed out
of this study, we examined case studies on farmers’
markets in low-income and communities of color
throughout the country. We analyzed 17 studies on
the impacts of farmers’ markets and identified best
practices that could be applied to South LA markets
based on the similar challenges that the studied
markets faced.

communities of color have continued to build off of the

Literature Review
In 1999, a study was conducted by the Community
Food Security Coalition on farmers’ markets in lowincome neighborhoods throughout the state of
California with a particular focus on Los Angeles.
Findings from this study revealed that there were

challenges the market used a word of mouth campaign

Fisher’s Five Guidelines. One USDA study conducted
in a particular community of color in Washington, D.C
found, in addition to Fisher’s guidelines, location and
publicity should not be overlooked in terms of their
importance. This study was conducted on a farmers’
market that was in its third year of operation that was
forced to change its location for liability reasons onto
a site that was less visible from the street and less
accessible to consistent foot traffic. To combat these
and erected semi-permanent signs in visible places with
the most foot traffic (DeMarco, 2014).
Other empirical studies on farmers’ markets have
identified the positive impacts of farmers’ markets

Community Food Security Coalition. 1999 Community Food Security: A Guide to Concept, Design and Implementation Accessed Online: http://www.
jhsph.edu/research/centers-and-institutes/johns-hopkins-center-for-a-livable-future/_pdf/projects/FPN/how_to_guide/getting_started/CFS%20A%20
Guide%20to%20Concept%20Design%20and%20Implementation.pdf
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on consumer fruit and vegetable consumption and

Other studies have been conducted to identify best

health behaviors. See Appendix B page 31 of this

practices for integrating farmers’ markets as key

report. Similar studies show that farmers’ markets are

players in the local food economies of communities. In

growing in popularity for their potential to increase

Iowa, for example, a northeast Iowa food and fitness

produce availability in low-income neighborhoods

initiative aimed at increasing healthy food access in the

with poor access to healthful foods. Farmers’ markets

community by supporting local food systems through

also help revitalize neighborhoods and promote green

farmers’ markets and other local food outlets led to

and sustainable environment through consumption of

an increase in the sales of local foods produced by

locally grown foods.

farmers from $10,000 in 2006 to over $2 million in

7

8,9

Case Study Recommendations:
Strategies to Support Farmers Markets

FISHER’S GUIDELINES
“Transportation may prove to be a significant barrier for market operation.”
“Low-income markets generally need to be subsidized.”
“Community organizing is an essential component of any successful market in a
low-income community.”
“Low-income markets should tailor their product mix to focus on basic foods at
affordable prices.”
“Farmers should consider hiring sales staff from the neighborhood.”

The importance of location and publicity should not be overlooked

Outreach into the community and semi-permanent signs are
the most effective long-term methods of advertising
Markets should be coupled with education efforts to
substantially affect consumption

Integrate farmers’ market vendors into the larger local
food system in communities
We used these guidelines to measure all three of our case study farmers’ markets to identify
opportunities for improvement.
7

Larson NI, Story MT, Nelson MC. Neighborhood environments: Disparities in access to healthy foods in the US.Am J Prev Med. 2009;36:74-81

8

Benefits of community gardens. American Community Gardening Association Website. http://communitygarden.org/learn/. Accessed March 30, 2014

9
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Farmers markets. US Department of Agriculture Agricultural Marketing Service Website. http://www.ams.usda.gov/AMSv1.0/farmersmarkets. March 30,
2014

2010. A substantial contributor to the increase was the
40 new farmers’ markets established throughout the
state from 2008 to 2010. The increase could also be
associated with the incorporation of farmers’ market
food producers into the school food system and their
expansion into the regional market. Lessons learned
from the northeast Iowa example highlight the benefits
of having hyper local food producers as vendors at
farmers’ markets and integrating them into the entire

Survey
The survey (Appendix A) was developed to identify
consumer perceptions of farmers’ markets for those
that both attended and did not attend the market. 486
surveys were collected, with at least 150 surveys (31%)
collected within a half mile radius of selected markets.
The tool was used to collect profile data, information
regarding farmers’ market experience, and about changes
consumers would like to see to improve farmers’ markets.

food system by partnering with larger community
anchor institutions such as schools and businesses. The
study demonstrates the opportunities that can arise
to support economic activity and health by connecting
hyper local food institutions to schools which serve low
income children of color who often don’t have access to
healthy food.10
The Youth Farmers’ Market Coalition (YFMC), a
student-led farmers’ market project in Denver,
is a perfect example of the type of community
infrastructure that can be built to support innovation
and partnerships to support food equity and health.
YFMC offers healthy food to communities, promotes
nutrition, demonstrates healthy meal preparation in
partnership with local chefs and develops community
capacity and leadership.
Based on the research collected through this
report’s case study analysis, the following collective
recommendations for farmers’ markets in low-income
communities were ascertained.
The guidelines draw on the information collected
through the farmers’ market case study analysis

Key Informant Interviews
Market managers and vendors at the three selected
markets were interviewed by USC LACI students. They
helped identify barriers and opportunities for their
specific markets through questions informed by the Food
Policy Roundtable Coalition. Interviews augmented
and intercept surveys students conducted at the
Baldwin Hills Farmers’ Market and those conducted by
CReDT fellows at the two remaining selected markets.
GIS Mapping
Geographic Information System mapping was used
to identify other food access points in the community.
Additionally, grocery stores, liquor stores, churches,
fast food restaurants, convenience stores, beauty
salons and barbershops were mapped to identify
places where markets could be advertised, or places
that may serve as competition to the market. Mapping
the information served to (1) identify other food
retail options that exist around the markets; (2)
identify opportunity sites that serve as community
resources for marketing and information dissemination
within a half mile of each market (Appendix A).

found in Appendix B (See Case Study Summaries). The
diagram lays out 5 key recommendations to support
and sustain farmers’ markets.

10

Ver Ploeg, M. et al. 2011. Access to Affordable and Nutritious Food: Updated Estimates of Distance to Supermarkets Using 2010 Data. [Report No. 143.]
Washington, D.C.: United States Department of Agriculture, Economic Research Service
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Key Findings
South LA Farmers’ Market Case Study Community
Snapshot

Farmers’ Market
chosen

for

April 2015. These markets were

their

differing

racial/ethnic,

income,

and social composition. Despite the differences in
In South Los Angeles there are approximately 17,497

demographics, each community suffers from nutrition

people and .08 farmers’ markets per square mile. During

and health challenges including obesity, diabetes

the study period, there were six (6) farmers’ markets

and heart disease. Farmers’ markets can be a part

operating with varying levels of attendance. This study

of the solution to help the surrounding communities

focuses on three (3) of those markets: Baldwin Hills

overcome these challenges (Flournoy, 2005). Each

Crenshaw, Adams and Vermont, and Vermont Village

of these markets is supported by partnerships with

CDC/Charles Drew University. Vermont Village CDC/

non-profit, academic or community-based entities.

Charles Drew University merged with Wilmington
Brief Overview of The Community Conditions Surrounding Each Market

South LA Farmers’ Market Case Study Community Snapshot
MARKET

VE N DOR S

Baldwin Hills
Crenshaw (est.
2007)

Vendors:
12 farmers
7 artisans

3650 Martin
Luther King Jr.
Blvd.

Products Offered:
Produce, breads,
nuts, baked goods,
spices, sprouts,
flowers

Saturdays 10-3
Rain or Shine
Adams &
Vermont

Vendors:
10-15 vendors

1432 W. Adams
Blvd./Vermont
Ave.

Products Offered:
Produce, nuts,
flowers, dried
fruits, sprouts and
herbs

Wednesdays 1-6
Rain or Shine
Vermont Village
CDC/Charles
Drew University
7901 S. Vermont
Ave.
Sundays 10-2

LA County
Average

Vendors:
Unknown
Products Offered:
Organic and nonorganic produce;
prepared food &
artisan vendors

A RE A S
SER V ED

RAC ES

HE A LTH

AVG.
IN C OME

90008;
90043

African-American:
66%

5 a day*: 39.9%

$38,000

Sustainable
Economic
Enterprises of
LA (SEE LA)

$32,000

Hunger Action
Los Angeles
& Southland
Growers
Association

$35,000

Charles Drew
University,
Heritage
Education
Group &
Vermont Village
Community
Development
Corporation

Latino: 26.7%
White: 2.2%
Asian: 1.5%

90007;
90018

African-American:
21.5%
Latino: 57.1%
White: 9.8%
Asian: 9.1%

90044;
90047

African-American:
50.4%
Latino: 46.4%
White: 1%
Asian: 0.4%

African-American:
8.3%

Diabetes**: 23.8%
Heart***: 650
Overweight/
Obese: 62.3%

5 a day*: 42%
Diabetes**: 23%
Heart***: 403.4
Overweight/
Obese: 59.03%

5 a day*: 42%
Diabetes**: 25.2%
Heart***: 622
Overweight/
Obese: 63.63%

5 a day*: 48.4%
Diabetes**: 18%

Latino: 47.7%
Heart***: 366
White: 27.8%
Asian: 13.5%
*Percentage of population 5 and over eating 5 fruits or vegetables a day
** Percentage of population diagnosed with pre/borderline, sugar or diabetes
*** Heart disease hospitalization rate per 100,000
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OPERATORS

Overweight/
Obese: 55%

$42,000

Primary Data Findings (survey, key informant
findings, GIS)
Although each community surrounding the profiled
farmers’ markets had varying assets and opportunities,
they are also faced with their own unique health-related
challenges. For example, data shows that despite
diversities in incomes, educational attainment and health
behaviors, communities with a higher concentration of
African-Americans have higher rates of obesity and heart

people in 90008 and 90043 as compared to 1.1
grocery stores per 10,000 people in LA County as a
whole. This

potential consumer market is untapped

due to the dearth of food retail options in the area.
There is also an oversaturation of unhealthy food
outlets like liquor stores, convenience stores, and fast
food restaurants in the community. The area is home
to six times more fast food restaurants than grocery
stores as compared to a 4.5 to one ratio County-wide.

disease hospitalizations. Additionally, we found that the

Unmet buying power has led to a “grocery leakage”

farmers’ market community with the lowest income

(dollars spent outside the community) of $5.9 million

level had the highest diabetes rates. To shed more light

dollars in 2010 alone. (Social Compact. 2010) This

on the challenges and opportunities that these markets
face, and to begin answering the research questions, we
highlight findings from our consumer survey as well as
showcase operational best practices in the next section:

Baldwin Hills Farmers’ Market
The Crenshaw Baldwin Hills community is home to
the highest concentration of African-Americans in
the City of Los Angeles and houses Leimert Park—
an African-American cultural hub. This area is also
currently

undergoing

substantial

redevelopment

with a $1.2 billion light rail project being built along
Crenshaw Boulevard. This is the largest investment to
ever take place in the South Los Angeles community.

Opportunities
Grocery leakage:
Despite the diversity of incomes in the two zip codes
surrounding the Baldwin Hills Crenshaw Farmers’
Market, there are only 0.51 grocery stores per 10,000

Map 1: Baldwin Hills Crenshaw Farmers’ Market
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leakage may be marginal for the grocery industry, but

that prices were higher for most produce options at

the Baldwin Hills Crenshaw Farmers’ Market could

the farmers’ market than both grocery chains. The

substantially benefit from capturing a portion of this

primary factors impacting the higher produce prices at

leakage by expanding the number of vendors that

farmers’ markets include the greater concentration of

currently service the market, 19 as of this writing). The

organic and locally grown produce options available.

new Crenshaw/LAX Transit Project could also generate
opportunity for more development including healthy food
retail options along the line to capture the dollars leaking
out of the community. This opportunity is most closely
linked to the secondary analysis finding of “integrating
farmers’ market vendors into local food system.” Light
rail can attract retail options that could allow farmers’
market vendors to sell their products outside of the
limited market operation hours, encourage a stronger
vendor presence in the community, and provide greater
economic sustainability for vendors. Relationships
can also extend to local restaurants as a means of
developing economic sustainability and integrating
vendors into larger local food systems in communities.
Price & Market Match:

The Baldwin Hills Crenshaw Farmers’ Market is
addressing this need by providing Market Match,
a dollar-for-dollar match for CalFresh (EBT/ Food
Stamps) benefits spent at the market. The Crenshaw/
Baldwin Hills Market Match program also extends
to the Women, Infants and Children Supplemental
Nutrition Assistance Program and Senior Dollar
Match program participants as well. This program was
recently instituted at the farmers’ market during the
time of this study, but early numbers indicate success.
In just the first week of implementation sales of fresh
fruits and vegetables grew from approximately $7,000
to $13,000. Despite the success of the program, there
are still opportunities for growth as 86.4% of survey
participants outside of the market indicated that

Our survey of Crenshaw Baldwin hills residents revealed
that price was a barrier for consistent farmers’ market
participation among current and potential customers.
An analysis of produce prices at supermarket chains
Ralphs and Superior Grocers in comparison with the
Baldwin Hills Crenshaw Farmers’ Market prices reveals

they were not aware of the Market Match program.
More Product Variety:
Survey responses also indicated a desire for greater
variety of fruits and vegetables at the market. 30.9%
of survey respondents outside of the market indicated
fruit and vegetable variety as an opportunity for

Price & Market Match
Food Prodc ut s

q uan ti ty

superior

r alp h s

far m es ’ m ark e t

Grapes

per lb.

$0.69

$0.88

$1.75

Kale

each

$0.69

$1.48

$1.50

Carrots

per lb.

$0.50

$0.69

$1.50

Corn

each

$0.50

$0.50

$0.50

Green Beans

per lb.

$1.99

$1.49

$2.00

Tomatoes

per lb.

$0.79

$1.49

$2.00

Note: Additional price analysis can be found in the appendix in the Los Angeles Community Impact Farmers’ Market Deliverable for
Community Health Councils
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improvement for the market. There are currently

seasonal products. Currently, most of the vendors at

twelve produce vendors at the market, some of whom

the market are growers from Bakersfield and central

sell similar products. One limitation to product variety

California. Greater product variety can be achieved

is seasonality; local vendors often only sell produce

through an increase in vendors, potentially from

that are in season. Therefore, grocery store staples

neighborhoods more local to South Los Angeles. Urban

like bananas, citrus fruits, and peaches, that may not be

agriculture, a growing phenomenon in the Los Angeles

in season year round or grown locally, are not sold at

area and in South LA, encourages people to grow fruits

farmers’ markets when they are not in season. Another

and vegetables at their homes, schools, and throughout

reason may be that local farmers tend to follow the

their neighborhoods. The produce grown in surrounding

practice of producing or growing a single crop per season.

neighborhoods could overcome some barriers in price

There is still an opportunity to expand the variety of

since transportation costs will be less for these producers.

Best Practices11
One of Fisher’s five guidelines is that
the market managers come from the
community. The Crenshaw/ Baldwin Hills
farmers’ market is managed by an invested
community resident, stakeholder and
activist who is involved with coalitions,
community gardens and artist collectives
in the neighborhood. She has developed
an extensive email marketing campaign
for the Farmers’ Market that includes
updates of new vendors, recipes with
seasonal fruit, and community events. Key
findings from the secondary data analysis
also indicate the importance of location
and publicity. The market recently
relocated to a place with more foot traffic;
an outdoor promenade in front of a mall
entrance and movie theater entrance.
The change has led to a substantial
increase in farmers’ market participation.

MARKET
MANAGER,
LOCATION &
PUBLICITY

11

62.6% of community residents indicated that
they were satisfied with their famers market
experience. Much of this is due to the strategies
implemented to create a family-friendly, lively,
and community oriented environment. The
Crenshaw market has free community booths
that allow community-based organizations
to promote their events, services, and
resources. There is also live music, face
painting and child-oriented activities at the
market to create a festive environment that
is based on more than just increasing access
to healthy food ; it also creates a place for
strengthened community networks. Fisher’s
guidelines recommend community organizing
as a strategy for supporting farmers’ markets
in low-income neighborhoods. Although
there currently is no direct organizing
in association with the market, there is
potential for community organizing due
to the strong social networks established
between the market and community groups.

BUILDING
COMMUNITY

One strategy the Crenshaw/ Baldwin
Hills Farmers’ Market uses to introduce
consumers to seasonal fruits and
vegetables that they may not have been
previously exposed to is to conduct
healthy food demonstrations and
distribute delicious, healthy recipes
utilizing the seasonal ingredients at
the market. As a result, 55% of survey
participants indicated that they
attend the market primarily for the
specialty fruit and vegetable products.
Furthermore, 42.6% of participants
have indicated that their consumption
of fruit and vegetables have increased
since they began to patron the market.

SPECIALTY
PRODUCTS &
IMPROVING
HEALTH

Best practices for the three markets examined in this case study draws on survey data collected from consumer intercept surveys and key informant
interviews with market managers.
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Adams/Vermont Farmer’s Market

fast food restaurants than grocery stores in the area.

The Adams and Vermont Certified Farmers’ Market is

the market in the church’s parking lot. This market is

one of the oldest markets in the City of Los Angeles. The

unique in that it specifically targets older individuals,

market serves a diverse population and is located at the

which helps overcome disparities in access to healthy

northern boundary of South Los Angeles, not far from

foods for the area’s aging, fixed-income population.

Downtown Los Angeles, the University of Southern
California, and Koreatown. Many of the community
residents surveyed around this market are monolingual
Spanish speakers. Like the Crenshaw/Baldwin Hills

The market partners with St. Agnes church to host

Opportunities
Price & Market Match:

Farmers’ Market, the surrounding area experiences

Price was also a barrier at the Adams/Vermont

a disparity in healthy food access with 0.89 grocery

farmers’ market. One farmer’s market participant

stores per 10,000 residents and over eight times more

claimed: “Los mercados de los agricultores son muy caros
y no se puede comprar mucha de la fruta; esta bien, pero
no puedo comprar mucho” or “The farmers’ markets
are good, but they are very expensive and I can’t buy a
lot of good fruits because I can’t afford a lot”. 31.9% of
those surveyed believed food was more expensive
at the farmers’ market than at the supermarket.
The Adams/Vermont market has also established an
extensive Market Match program to address barriers
in price. This Market Match program is open to seniors
and families receiving benefits such as CalFresh and
WIC. In May of 2014, there were 334 Market Match
participants at the Adams/Vermont Market. Families
of children age 0-5 were able to have over $8,000 in
total benefits matched between January and June
of 2014. Despite the high participation rate, there
is still opportunity to expand the program as 42.8%
of participants surveyed received CalFresh benefits
but only 34% utilized the Market Match program.
Hours of operation:
87.5% of survey participants get their fruits and

Map 2: Adams and Vermont Farmers’ Market
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vegetables

primarily

from

supermarkets

despite

the fact that 70% believed that the produce at the

they became aware of the market through a neighbor,

farmers’

needs.

family member or friend. Another 34.3% indicated

There could be many factors that contribute to

that they learned about the market from driving by it.

this disconnect. Survey respondents indicated, one

More data is needed to determine the most effective

such factor is the limited hours of operation for the

way in which market visibility could be achieved to

market. 32.1% of survey respondents at Crenshaw

support greater market foot traffic.

and

extended

interviews with market vendors revealed that there

operation hours could improve the markets while

may be other opportunities to reach out to a broader

21.1% at Heritage/Vermont indicated extended hours.

audience. The market’s close proximity to high schools,

market

41.4%

at

fulfilled

their

Adams/Vermont

shopping

noted

Key informant

University of Southern California and Mt. Saint Mary’s

Marketing and Publicity:

College could serve as an opportunity to use social

Currently, 46.3% of survey participants indicated that

media to reach local high school and college students.

Best Practices
This market has strategic partnerships with
First 5 Los Angeles and the Ecology Center to
fund the Market Match program. The market
also sourced a portion of its produce from
the local Crenshaw High School’s community
garden. This partnership not only increased the
variety of food being offered at the market by
increasing the number of local vendors, but also
contributed to increased and more consistent
market patronage due to the students, parents
and school supporters more likely to attend the
market as well. Finally, the Adams and Vermont
market has a partnership with LA CARE, to
pilot a farmer’s market voucher prescription
program. This program involves a $5,000 grant
to distribute farmers’ market vouchers to clinic
patients whose health conditions could benefit
from increased healthy food consumption.
Since this new program has been implemented,
few changes have been observed in market
attendance, implying a potential opportunity for
better promotion of both the program and the
market.

Strategic
Partnerships

One of Fisher’s guidelines was that
transportation could be a barrier
to farmers’ market participation.
Adams and Vermont is centrally
located and in close proximity to
major transit stops, however, so
that transportation may not be as
much of an issue here as it is in other
neighborhoods. 44.5% of survey
respondents said that they attend the
market because of its close proximity
to home. 53.4% of respondents
indicated that they walked or took
public transit to the market.

local and
community
grounded

65.5% of survey participants
indicated that they were satisfied
with their farmers’ market
experience. Many participants
indicated that their satisfaction
was derived from the diverse
availability of healthy and quality
fruits and vegetables. 59.3% of
survey participants indicated that
their consumption of fruits and
vegetables increased as a result of
their attendance at the market.

health and
produce
availability
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Vermont Village CDC/Charles Drew
University (CDU) Farmers’ Market*

Price & Market Match:

This student-run farmers’ market is a joint effort

price was identified as a barrier to market attendance

of the Charles R. Drew University of Medicine and

for the Vermont Village market as well with 25.1% of

Science, Heritage Education Group, and Vermont

survey participants indicating that the market could

Village Community Development Department (CDC)

be improved by having lower prices. One week prior

and is one of the newest farmers’ markets in South Los

to the administration of this study’s survey, the market

Angeles, as of this writing. The market was formerly

began to administer the Market Match program to help

located in the Crenshaw Christian Center parking

overcome challenges in price. While it is still too early

lot and operated Sundays before and after church

to determine the effects of this program on attendance,

service where data for this report was collected. It is

there is an opportunity for better promotion as only

As with the other farmers’ markets in this case study,

located in South LA, which has a modified Retail Food
Environment Index (mRFEI) score of 8 compared to
City average of 11. The mRFEI index measures the
number of healthy and unhealthy food retailers in an
area and presents the percentage that are healthy.

Opportunities
Product variety/ inconsistent participation:
The Vermont Village CDC Charles Drew University
Farmers’ Market experiences substantial fluctuation
in the quantity and variety of vendors, as well as
general farmers’ market attendance. Information was
gathered through qualitative data collected by LACI
consultants. 78.5% of survey participants shopped at
the market less than once a week. Furthermore, only
43.2% of survey participants indicated that they were
satisfied with the farmers’ market experience. This was
primarily due to the dissatisfaction with the variety of
products available at the market and the inconsistent
participation of farmers’ market vendors, according
to the market manager. The fluctuating attendance of
consumers may have deterred vendor participation at
the market.

Map 3: Vermont Village Farmers’ Market

* Vermont Village CDC/Charles Drew University Farmers’ Market closed March 29, 2015. Charles R. Drew University entered into a partnership with
Wellington Square Certified Farmers’ Market April 1, 2015. Wellington Square Farmers’ Market is located in South Los Angeles.
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14.7% of survey participants were aware of the

6% used them at the market. Better promoting that the

Market Match program. Furthermore, 17.6% of survey

market accepts food assistance programs could lead to

participants were on food assistance programs but only

improved attendance as well.

Best Practices

STRATEGIC
PARTNERSHIPS

The Vermont Village Farmers’ Market was built through strategic community partnerships
that have helped to sustain the market over this past year [2014]. The market is managed by
Charles Drew University students who coordinate community outreach activities at the market
including healthy food demonstrations, activities for children and community outreach programs.
The market has also initiated a new program targeting elementary school-age youth who are
invited to the Farmers’ Market on a fieldtrip where they can tour the market, taste free samples
of fruit and vegetables, participate in a hands on demonstration of how to start a home garden
and win free prizes for their participation. The market should continue to leverage relationships
across the South LA area to strengthen programming that will help keep customers coming back.
One key strategic relationship the market should leverage is with local establishments that are within a
1⁄2 mile of the market. Providing outreach materials, or discounts to patrons that these establishments
serve can help catalyze a stronger customer base and demand for farmers’ markets products.
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Recommendations

Despite the differences in the demographics of the
communities surrounding each of the markets presented
in this study, there were some common challenges that
each of the markets faced: 1) high prices, 2) opportunity
to expand the Market Match program, and 3) lack of
vendor diversity. There were also some unique challenges
relative to sustainability, encouraging more foot traffic
and strategies that the markets faced individually.
These recommendations were developed using the
information collected from the surveys, key informant
interviews, literature review, and policy opportunities

Case Study key
recommendations
• Build upon the urban agriculture movement to support
farmers’ markets.
• Develop strategic partnerships that leverage local assets
like community gardens.
• Build community demand for farmers’ markets’ through
collective marketing & a South LA Farmers’ Market Coalition

that exist in the City that could help support the
markets as food access points. This section will highlight
a set of recommendations aimed at market operators

Develop strategic partnerships that leverage local assets

that, if adopted, could help ensure their success:

like community gardens: According to the LA Community

Build upon the urban agriculture movement to support
farmers’ markets: Throughout Los Angeles there is
a movement to support community health through
urban farming. South LA farmers’ markets could tap
into this movement and increase vendors from local
urban agricultural producers that are looking to support
healthy eating in food poor communities. Tapping
residents that are invested in the community can help

Garden website, there are no active community gardens
within the 90008 and 90043 zip codes. There are,
however, approximately fifteen gardens in the greater
South LA area that can potentially serve the farmers’
markets in the community. In addition, tapping into school
garden projects like the one at Crenshaw High School
can help strengthen the relationships that can help
build demand for farmers’ markets’ by area residents.

support local micro-garden enterprises and urban

Below we identify additional gardens that could help

farmers that are looking to vend at farmers’ markets.

serve the farmers’ markets examined in this case study:

LA Open Acres (laopenacres.org), an online platform
that documents vacant lots in the city, is a useful tool
developed by Community Health Councils that can
help residents and farmers identify land to grow food
and serve farmers’ markets. According to some GIS
spatial analysis there are more than 8,600 parcels
between 0.1 and 3 acres in size that could be used to
grow food in LA. LA Open Acres is an ideal platform
for stakeholders interested in growing their own food.

Adams/Vermont
There are two community gardens near the Adams/
Vermont farmers’ market. They include Seeds of Carver
(90018) and Eliza J. Glazer (90007) managed by the Los
Angeles Neighborhood Land Trust (LANLT). The Adams/
Vermont farmers’ market should develop a partnership
with LANLT to have a booth at the market to support
community residents engaged in agriculture activities
and looking to vend their produce at the markets. Tapping
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into local urban growers strengthens the commitment
of the market and its investment in the community.
Vermont Village

looking

to

support

healthy

eating.

The following are a set of recommendations the
coalition can help support:

There are two gardens near the Vermont Village. They
include the Epworth garden (90044)

stakeholders

managed by

Coalition for Responsible Community Development
(CRCD) and the West Athens Victory Garden (90044)
managed by LANLT. The Vermont Village should work
with garden operators to develop partnerships with these
garden operators as well as schools near the market.
Meaningful community engagement can translate into
social entrepreneurial opportunities for students and

• Create a marketing plan that brands the 		
existing six South LA farmers’ markets as a 		
collective network of food access points aimed 		
at increasing healthy food in South LA. The 		
marketing plan should focus on profitability, 		
customer retention, market sustainability, and 		
elevating the demand for healthy food.

• Work with the City and local Economic and 		

families working on gardens and who are looking to bring

Workforce Development Department to help 		

in healthy and nutritious food into farmers’ markets.

secure funding through a Community 			

Build Community Demand for Farmers’ Markets’ through
Collective Marketing & a South LA Farmers’ Market
Coalition. Collective advertising can be a creative way
to market and build demand for farmers’ markets in
South Los Angeles. Our findings suggest that a coalition
of South Los Angeles farmers’ markets can help augment

Development Block Grant or the California 		
Healthy Food Financing Initiative to support 		
collective impact strategies that help brand and 		
support existing and new farmers’ markets in 		
South Los Angeles.

• Develop a campaign that promotes healthy 		

the visibility of farmers’ market in the community and

eating and purchasing in season to support 		

increase demand for market operators in South LA.

farmers’ market vendors, much like the “Buy 		

Marketing can help increase the visibility of the markets

Local” campaigns in nearby Mar Vista. Farmers’ 		

while increasing awareness of community events and

market operators should work to promote the 		

opportunities to connect the myriad of stakeholders

campaign at common community venues, 		

already involved in advancing food equity through

restaurants, and across the private and public 		

LA including: Charles Drew University, Coalition for

sector.

Responsible Community Development, Community
Health Councils, Los Angeles County Department of

• As part of the campaign, incorporate 			

Public Health, First 5 LA, Hunger Action Los Angeles,

community education on the benefits of eating 		

Kaiser, Los Angeles Food Policy Council, Los Angeles

produce grown without chemical pesticides 		

Neighborhood Land Trust, Seeds of Carver, local

as well as some that are not but are still 			

City Council District Offices, Sustainable Economic

considered safe and healthy (recommendations 		

Enterprises of Los Angeles, and other invested

from sources such as “the dirty dozen” produced
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by The Environmental Working Group http://		

• The City of LA should work with South LA 		

www.ewg.org/foodnews/summary.php)

farmers’ markets and the Economic and 			

• Increase customer base through the 			
development of strategic partnerships with larger
institutions in the area that not only support 		
the market by providing space, but procure 		
funding for the market on a consistent basis.

• Incorporate farmers’ markets into the healthy 		
food procurement policy for the Los Angeles 		
Unified School District and other institutional 		
vendors.

• Develop mechanism for connecting vendors to
a training process for those who want to be 		
certified organic by the USDA.
Fund innovative programs and policies that support
equity: Farmers’ markets in South LA serve a vital need

Workforce Development Department to fund 		
Market Match, EBT access at all farmers’ markets,
and innovative programming that supports 		
greater access to fresh fruits and vegetables at 		
farmers’ markets.

• Aggressively pursue Federal Healthy Food 		
Financing Initiative dollars to fund farmers’ 		
market programming, technical assistance, and 		
grants that expand and sustain farmers’ markets 		
in underserved communities like South LA.
Cater to Local Demographics: There are untapped
strategies that farmers’ market operators should employ
to support demand for healthy food. Survey findings
reveal that there is a large female base that shop at South
LA farmers’ markets. Farmers’ market operators should

for the community. They provide access to nutritious

cater to this demographic by advertising at female-

food for families, children, and senior citizens faced with

friendly establishments like the local YWCA, beauty

limited food choices. Through the support of Market

salons, laundromats, and daycare centers near market

Match, a program that doubles the benefits of SNAP

locations. In addition, farmers’ market managers should

recipients, farmers’ markets are becoming an important

work to bring in vendor booths that cater specifically

food access point to increase access to quality food in

to female shoppers. By identifying niche consumers,

Los Angeles. The City of Los Angeles and its elected

farmers’ market managers and vendors can begin

officials should work with South LA farmers’ markets to

testing new strategies to increase customer retention

fund programs like Market Match and guarantee SNAP

and opportunities to attract more people to the markets.

recipients EBT access at all farmers’ markets. Supporting
greater EBT access at markets could lead to more food
equity and in turn lead to fewer preventable chronic
diseases associated with unhealthy foods (Neil, 2012).
The following are action steps the City of LA can take:

• Leverage Community Development Block 		
Grants to support the development of more 		
farmers’ markets in South LA.
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conclusions
12

13

14

15
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Farmers’ markets are increasingly viewed as tools to
address challenges to food access in low-income urban
environments. According to the Robert Wood Johnson
Foundation’s County Health Rankings, low-income
communities benefit from farmers’ markets through
increased access to fruits and vegetables, increased
availability of healthy foods in food deserts, and
increased fruit and vegetable consumption. A number of
studies indicate that farmers’ markets lead to increased
access to healthy foods in general. 12,13 One study of lowincome women in Los Angeles found that farmers’ market
attendees had a greater increase in fruit and vegetable
consumption than shoppers at grocery stores.14,15
In South Los Angeles, where unhealthy food options
saturate the community, farmers’ markets are a
great amenity for residents looking to access healthy
food. The findings of this case study are important to
developing programmatic and policy strategies that
can help ensure the sustainability and success of the
markets. Access to affordable, healthy foods is a basic
necessity and an essential component of a healthy
neighborhood and community. Farmers’ markets and
other healthy food access points must be part of a
broader strategy to improve community development,
promote healthy eating, and reduce rates of obesity
and diet-related chronic diseases. More research
is needed to continue to support South LA farmers’
markets. This case study gives us a window into the
opportunities and challenges that must be addressed to
support a vital resource in the community to increase
nutritious food and improve food environments.

Freedman 2013* - Freedman DA, Choi SK, Hurley T, Anadu E, Hebert JR. A farmers’ market at a federally qualified health center improves fruit and
vegetable intake among low-income diabetics. Preventive Medicine. 2013;56(5):288–92.
Freedman 2011a* - Freedman DA, Bell BA, Collins LV. The veggie project: A case study of a multi-component farmers’ market intervention. Journal of
Primary Prevention. 2011;32(3-4):213-24.
Herman DR, Harrison GG, Afifi AA, Jenks E. Effect of a targeted subsidy on intake of fruits and vegetables among low-income women in the special
supplemental nutrition program for women, infants, and children. American Journal of Public Health. 2008;98(1):98-105.
Fitzgerald 2011 - Fitzgerald N, Hallman WK. Effectiveness of a farmers market intervention to improve the food access and intake in an urban setting.
Journal of the Federation of American Societies for Experimental Biology. 2011;25(98.6).

appendix A

South Los Angeles
Farmers’ Market Survey

Please take a few moments to share with us whether or not you shop at the farmers’ market, and if it plays a role in you
or your families’ consumption of fruits and vegetables.

GENERAL INFORMATION
Age (select one only)

18-25

26-35

Gender

Female

Male

Race and ethnicity

African American

(select all that apply)

36-45

46-55

56-65

66 & older

Asian American Pacific Islander

Latino

White

Zip code
Once a week
Once a month
First time at the
1 How often do you shop at farmers’ markets?
farmers’ market
Do not shop at the farmers’ market (please indicate why in question #18 why you do not shop at the farmers’ market)

2 Who are shopping for when purchasing products from the farmers’ market? (select all that apply)
Children

Relative

Spouse

3 What is the size of your household?

Yourself

1

4 How do you travel to the farmers’ market?

2

3

Bicycle

I do not shop at the farmers market
4

5

Car

above 5

Public transit

Walk

N/A I do not shop at the farmers’ market

5 How did you find out about the farmers’ market?

Church

Driving by

Church Organization Affiliation

Facebook

Radio

Family member/friend

A neighbor informed me about the farmers’ market

6 Where do you regularly purchase fruits and vegetables? (please provide the name of the retail establishment)
Supermarkets
Corner Store
Local Farmers Markets
Other Farmers Markets
Fast food restaurants
I didn’t know about the farmers’ market
Other

Farmers’ Market Experience
7 How would you characterize your overall experience at the farmers’ market?
Satisfied with my experience

Unsatisfied with my experience

Somewhat satisfied with my experience

N/A (select if you do not shop at the farmers’ market)

8 Why do you shop at the farmers’ market?

Location is close to my home
Hours of operation
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Farmers’ Market Experience
Relationship with vendors/farmers
I am able to purchase specialty items not available at traditional grocery stores
The farmers’ market offers fruits and vegetables that are not available in traditional grocery stores.
Other
N/A (select if you do not shop at the farmers’ market)

9 Does the variety of products at the farmers’ market fulfill your shopping needs?

Yes

No

N/A (select if you do not shop at the farmers’ market)

10 What improvements would you like to see at the farmers’ market?
Extended hours of operation

Other

Increased sitting space for participants

N/A (select if you do not shop at the farmers’ market)

Increased amount of fruits and vegetables

11 Does the variety of produce fulfill your shopping needs?
Yes

No

N/A (select if you do not shop at the farmers’ market)

12 Do you feel safe when shopping at the farmers’ market?
Yes

No

N/A (select if you do not shop at the farmers’ market)

13 Is the farmers’ market pricing comparable to the location selected in question number 6?
Comparable

More expensive

Less expensive

N/A (select if you do not shop at the farmers’ market)

14 What is your preferred method of payment at the farmers’ market?
Cash

EBT

Market Match

WIC

15 Are you a Cal Fresh or WIC participant?
16 Are you aware of the Market Match program?

Other
Yes

N/A (select if you do not shop at the farmers’ market)
No

Yes

No

17 Has your consumption of fruits and vegetables increased from shopping at the farmers’ market?
Yes

No

Other

N/A (select if you do not shop at the farmers’ market)

Additional Comments
18 Please provide any additional comments about your experience at the farmers’ market below.
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appendix B
Study/ Primary Issue
Hot Peppers and Parking Lot
Peaches: Evaluating Farmers’
Markets in Low Income
Communities by Andy Fisher
of the Community Food
Security Coalition
(January 1999)

Farmers’ Market Analysis
Case Study Summaries

City
(geographic area)

Markets throughout
California, Los Angeles
specifically

Key Findings
1. “Low-income markets generally need
to be subsidized.”
2. “Community organizing is an essential
component of any successful market in a
low-income community.”

citations
http://www.eatbettermovemore.
org/SA/enact/neighborhood/
documents/community.
farmersmarkets.tools.
hotpepperspeaches.pdf

3. “Low-income markets should tailor
their product mix to focus on basic foods
at affordable prices.”
4.“Farmers should consider hiring sales
staff from the neighborhood...”
5. “Transportation may prove to be a
significant barrier for market operation.”
Improving and Facilitating
a Farmers’ Market
in a Low-Income
Urban Neighborhood:
Anacostia Farmers’ Market
(2001)

Washington, D.C

In addition to Fisher’s five guidelines, the
importance of location and publicity, in
particular, should not be overlooked. As
the market enters its third year, changing
location proves difficult as the market
has become known for its location,
the site is free, and the Union Temple
Baptist Church’s insurance covers the
market for liability. However, the market
would benefit from being on a street
with greater visibility and more foot
traffic. More signage, such as banners,
would help to overcome this challenge.
Customer surveys confirmed that
outreach into the community and semipermanent signs are the most effective
long-term methods of advertising.

http://www.ams.usda.gov/
AMSv1.0/getfile?
dDocName=STELDEV
3101257

Farmers’ markets/stands in
low income neighborhoods

Nationwide

Expected Beneficial Outcomes
• Increased access to fruits & vegetables
• Increased availability of healthy foods
in food deserts
• Increased fruit & vegetable
consumption

http://www.
countyhealthrankings.org/
policies/farmers-marketsstandslow-income-neighborhoods

The health argument for
farmers’ markets in lowincome communities

Nationwide

Evidence that farmers’ markets increase
access to healthy foods.

Young 2011* - Young C,
Karpyn A, Uy N, Wich K, Glyn
J. Farmers’ markets in low
income communities: Impact of
community environment, food
programs and public policy.
Community Development.
2011;42(2):208-20.

A study of low income women in
Los Angeles, for example, finds
that farmers’ market participants
have a greater increase in fruit and
vegetable consumption than grocery
store shoppers and non-participants
(HERMAN)

McCormack 2010* - McCormack
LA, Laska MN, Larson NI, Story
M. Review of the nutritional
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Study/ Primary Issue
The health argument for
farmers’ markets in lowincome communities

City
(geographic area)

Nationwide

Key Findings
However, education efforts may need
to accompany markets to substantially
affect consumption (FITZGERALD)

citations
implications of farmers’ markets
and community gardens:
A call for evaluation and
research efforts. Journal of the
American Dietetic Association.
2010;110(3):399-408.
Larsen 2009* - Larsen K.
Reassessing state housing
trust funds: Results of a Florida
survey. Housing Studies.
2009;24(2):173–201
Sallis 2006* - Sallis JF, Glanz K.
The role of built environments
in physical activity, eating, and
obesity in childhood. Future of
Children. 2006;16(1):89-108.
Freedman 2013* - Freedman
DA, Choi SK, Hurley T, Anadu E,
Hebert JR. A farmers’ market at a
federally qualified health center
improves fruit and vegetable
intake among low-income
diabetics. Preventive Medicine.
2013;56(5):288–92.
Freedman 2011a* - Freedman
DA, Bell BA, Collins LV. The
veggie project: A case study of
a multi-component farmers’
market intervention. Journal of
Primary Prevention. 2011;32(34):213-24.
Herman DR, Harrison GG,
Afifi AA, Jenks E. Effect of a
targeted subsidy on intake of
fruits and vegetables among
low-income women in the special
supplemental nutrition program
for women, infants, and children.
American Journal of Public
Health. 2008;98(1):98-105.
Fitzgerald 2011 - Fitzgerald N,
Hallman WK. Effectiveness of
a farmers’ market intervention
to improve the food access
and intake in an urban setting.
Journal of the Federation
of American Societies for
Experimental Biology.
2011;25(98.6).
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Study/ Primary Issue

City
(geographic area)

Key Findings
Studies suggest that prices at farmers’
markets are often lower than at
supermarkets
In North Carolina, shopping at a farmers’
market resulted in an average savings of
18% for all produce items

citations
Swenson 2012 - Swenson PJ.
Paired price comparisons of
farmer’s market and supermarket
produce in San Luis Obispo
County. San Luis Obispo:
California Polytechnic State
University (Cal Poly); 2012.
McGuirt 2011* - McGuirt JT,
Jilcott SB, Liu H, Ammerman
AS. Produce price savings for
consumers at farmers’ markets
compared to supermarkets
in North Carolina. Journal
of Hunger & Environmental
Nutrition. 2011;6(1):86–98.

The economic argument for
farmers’ markets in lowincome communities

As the market for local foods has grown,
many Job Corps Centers have integrated
local food into their training programs
or operations. Some have herb and
vegetable gardens on site for use by the
culinary arts students or in the cafeteria.
Others source food from local farms in
season.

http://www.usda.gov/wps/portal/
usda/usdahome?contentidonly=
true&contentid=KYF_ Compass_
Case_Studies_Treasure.html
http://www.usda.gov/wps/portal/
usda/usdahome?contentidonly=
true&contentid=KYF_ Compass_
Case_Studies_VEDA.html

But at the Treasure Island Job Corps
Center in the San Francisco Bay, they’re
taking it to the next level. Several years
ago, the Center’s carpentry instructor
and a doctor working in the wellness
center had the idea of turning a large,
unused plot of land into an urban farm.
Another Center staff member secured
funding, while local urban agriculture
experts from City Slicker Farms in
Oakland helped them develop the plan
that would turn an acre of land on the
Island into a working farm.
For students at the Center, building the
farm was just as instructive as running it.
“We knew this was a great opportunity
for the students studying building trades
to experience what it’s like to be part of
a large-scale construction project from
start to finish,” says Corey Block, who
was hired on as the farmer and project
manager for the Treasure Island farm in
2010. “Every trade had a niche: heavy
equipment operators graded and leveled
the ground, the facility maintenance
students cut trenches and laid irrigation,
cement masonry students poured the
foundation, carpenters framed the

33

Study/ Primary Issue

City
(geographic area)

Key Findings

citations

buildings. Everyone had a hand in it.”
CREATE A BUY LOCAL CAMPAIGN
AND CONNECT VENDORS WITH
FOOD HUBS
Funding Opportunities for
farmers’ markets
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Beginning Farmer and Rancher
Development Program- $250,000
per year for 3 years, with a 25% match
in resources. The Beginning Farmer
and Rancher Development Program
provides grants to organizations that
train, educate, and provide outreach
and technical assistance to new and
beginning farmers on production,
marketing, business management, legal
strategies and other topics critical
to running a successful operation.
Earth Learning, based in Miami,
Florida, received $750,000 through
the Beginning Farmer and Rancher
Development Program to train new
and beginning farmers and connect
them with resources to access farmland
and establish viable farms. Included in
the training is information on growing
practices, financing and asset building,
and accessing land. The project will focus
on Latino and urban farmers with the
goal of creating a network of small farms
selling into the nearby Miami market
through the Everglades EcoGrown
Cooperative.
Community Food Project GrantProjects range from $10,000-$300,000
and require a match in resources are
designed to increase food security in
communities by bringing the whole
food system together to assess
strengths, establish linkages, and
create systems that improve the selfreliance of community members over
their food needs. The National Center
for Appropriate Technology is utilizing
a $298,000, three-year grant from
Community Food Projects to develop
farm to school programs in Montana’s
food deserts. In partnership with
AmeriCorps, the organization has hired
11 service members to address rising
obesity rates in children by connecting
schools with nearby farms and ranches to
serve healthy meals, building and tending
school gardens, and educating students
about how and why to eat nutritious
foods. This Montana FoodCorps program
has also inspired a national FoodCorps
program.

http://www.usda.gov/wps/portal/
usda/usdahome?contentidonly=
true&contentid=KYF_grants_
nifa3_content.html
http://www.usda.gov/wps/portal/
usda/usdahome?contentidonly=
true&contentid=KYF_grants_
nifa4_content.html

appendix C

Los Angeles Community Impact
Farmers’ Market Report:

Community Health Councils’ worked with LACI over the course of 12 weeks to gather additional data regarding the
farmers’ market case study. Information regarding this report developed by LACI can be found here: https://www.
dropbox.com/sh/qdzpsp283jstm3x/AAByAlf6YWXSzE3Q_hLPA9-Na?dl=0
Below is an outline of the LACI report, in it the following can be found:
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Baldwin Hills Fulﬁlling Grocery Needs
Market Manager Coalition
Customer Education
Pricing
Objective
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Segmented Recommendations
Community Outreach
Objective
Baldwin Hills Customer Proﬁle
Marketing and Outreach Best Practices
Community Engagement
Conclusion
Timeline
Next Steps
Appendix
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Appendix D

South LA Survey Results
appendix
D
South LA Survey Results Graphs andGraphs
Charts and Charts
Q1: Where was this survey collected?
N =389

Farmers’ Market Data Collection Sites
30.00%
25.00%
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Outside Baldwin
Hills FM

Farmers Market

Q2: What is your age?
N=376

Survey Respondents Age
22.1%

11.4%

22.6%

8.5%

16.5%

18.9%
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18 to 25
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Q3: What is your gender?
N=363

Gender of Survey Participants

Female

Male
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Gender of Survey Participants

Q4. What is your race and ethnicity?
N=350

Race and Ethnicity of Survey Participants
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Q5: In
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Q5: In What Zip code is your home Located?
N = 358
90044, 90037, 90001, 90059, 90220, 90301, 90630, 90016, 90049, 90302, 90047, 90006, 90005,
90019, 90065, 90020, 90007, 90018, 90001, 90037, 90018, 90011, 90006, 90008, 90003, 90062,
90021, 90048, 90247, 90324,90070, 90045, 90097, 90044,90250, 90001, 90094, 90302, 90604, 90752,
91706, 90640, 90056,90813, 90221, 90220, 91306, 90278, 92504, 90623, 91602, 90004, 90247,
90059, 90024, 90745, 90062,90018, 900250, 90231

Q6: How often do you shop at farmers’ markets?
N=375

40 | Page
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Q7: Who are you shopping for at the Farmers’ Market?
N=358

Who survey participants were shopping for at Farmers’ Market

59.2%

22.1%

15.1%

19.8%

32.4%

I do not shop at the Farmers Market

Children

Relative

Spouse

Yourself

Q8: What is the size of your household?
N- 371

Household Size
Above 5
5
4
3
2
1
0.0%

5.0%

10.0%

15.0%

20.0%

25.0%

Household Size
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Q9: How do you travel to the Farmers’ Market?
N=360

How Survey Participants travel to the Farmers’ Market
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%
0.0%

I do not shop at
farmers market
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Car

Public Transit

Walk

Q10: How did you find out about the Farmers’ Market?
N=311

How survey participants find out about the Farmers’
Market
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informed me
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Q11: Where do you regularly purchase fruits and Vegetables?
N= 377

Where survey participants regularly purchase fruits and
vegetable
100.0%
90.0%
80.0%
70.0%
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50.0%
40.0%
30.0%
20.0%
10.0%
0.0%

I didn't know
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market

Supermarket
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Markets

Other Farmers
Markets

Fast Food
Restaurants

Q12: How would you characterize your overall experience at the Farmers’ Market?
N= 382

Overall experience at Farmers Market
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50.0%
40.0%
30.0%
20.0%
10.0%
0.0%

Satisfied with my
experience

Somewhat satisfied with
my experience

Unsatisfied with my
experience

N/A (Does not shop at
farmers market)

Overall experience at Farmers Market
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Q13: Why do you shop at the Farmers’ Market?
N= 329

Why survey participants shop at farmers’ markets
N/A (Does not shop at farmers market)
The farmers market offers fruis and vegetables at are not
available at traditional grocery store
I am able to purchase specialty items not available in
traditional grocery stores
Relationship with vendors/farmers

Hours of operation

Location is close to home
0.0%
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10.0%

15.0%

20.0%

25.0%

30.0%

35.0%

Q14: Does the variety of products at this farmers’ market fulfill your shopping needs?
N=363

Do variety of products at farmers’ market fufill survey
participants shopping needs
14.9%

24.8%

60.3%

Yes

No

NA (Do not shop at Farmers Market)
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Q15: What improvements would you like to see at farmers’ market?
N=336

What Improvements participants would like to see at Farmers’
Market
N/A (Does not shop at farmers market)

Increased amount of fruis and vegetables

Increased sitting space for participants

Extended hours of operations
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Q16: Does the variety of produce fulfil your shopping needs?
N=388

Do variety of products at farmers’ market fufill survey
participants shopping needs
12.9%

28.4%

58.8%
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No

NA (Do not shop at Farmers Market)
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Q17; Do you feel Safe when shopping at the farmers’ market?
N=388

Safety at Farmers’ Markets
2.8%

26.8%

70.4%

Yes

No

NA (Do not shop at Farmers Market)

Q18: Is the Farmers’ Market pricing comparable to the location selected in question number 6?
N= 383

Farmers’ Market Pricing Comparision to Other Food Access
Points
35.0%
30.0%
25.0%
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15.0%
10.0%
5.0%
0.0%

Comparable

Less Expensive

More Expensive

N/A (Does not shop at
Farmers Market)
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Q19: What is your preferred method of payment at the farmers Market?
N=376

Prefered method of Payment at Farmers’ Market
3.2%
9.3%

7.4%

27.1%

63.0%

Cash

EBT

Market Match

WIC

N/A (Does not shop at Farmers Market)

Q20: Are you a Cal Fresh or WIC Participant?
N=385

Cal Fresh and WIC Participant at Farmers’ Markets
74.3%

25.7%

Yes

No
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Q21: Are you aware of Market Match
N=384

Market Match Awareness at Farmers’ Markets
82.8%

17.2%

Yes

No

Q22: Hs your consumption of fruits and vegetables increased from shopping at the Farmers’ Market?
N=383

Consumption of Fruits and Vegetables after Shopping at
Farmers’ Markets
50.0%
45.0%
40.0%
35.0%
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25.0%
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15.0%
10.0%
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0.0%

Yes

No

Consumption has not
changed

N/A (Does not shop at
Farmers Market)
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appendix E

Market Match Data
Provided by Hunger Action Los Angeles

Market Match Data Provided by Hunger Action Los Angeles
Cal Fresh Distributed and Redeemed by Month

Cal Fresh Distributed and Redeemed Q1 - Q4
$250,000.00
$200,000.00
$150,000.00
$100,000.00
$50,000.00
$0.00

Quarter 1

Quarter 2
Cal Fresh Distributed

Quarter 3

Quarter 4

Total

Cal Fresh Reedemmed

Market Match Distributed and Redeemed Q1 - Q4
$100,000.00
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$60,000.00
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Quarter 4

Total

Market Match Reedemmed
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Number of Customers Received Market Match Q1 - Q4
16,000

Number of Customers Received Market Match Q1 - Q4

14,000
16,000
12,000
14,000
10,000
12,000
8,000
10,000
6,000
8,000
4,000
6,000
2,000
4,000
0
2,000
0

Quarter 1

Quarter 2

Quarter 3

Quarter 4

Total

Quarter 1

Number
Received
Quarter 2of CustomersQuarter
3 Market Match
Quarter 4

Total

Number of Customers Received Market Match

Number of Customers Received Market Match Q1 - Q4
6,000

Number of Customers Received Market Match Q1 - Q4

6,000
5,000
5,000
4,000
4,000
3,000
3,000
2,000
2,000
1,000
1,000
0
0
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Quarter 1

Quarter 2

Quarter 3

Quarter 4

Total

Customers
Market Match
Quarter 1 Number ofQuarter
2 Received Quarter
3

New Customers
Quarter
4

Total

Number of Customers Received Market Match

New Customers
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