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I. Executive Summary 
 
The Creston Valley Farmers' Market (CVFM) is a project under the Creston Valley Food 
Action Coalition (CVFAC), a registered non-profit society in the Kootenay Region of 
BC. The CVFM operates a Saturday market eight months of the year from May through 
December, and a Mid-Week market during the summer months. The CVFM is a member 
of the BC Association of Farmers' Markets (BCAFM), which stipulates that everything 
sold at the market is made, baked and grown locally. It provides one of the only venues 
for small scale producers and artisans to sell direct to consumers in the Creston Valley.  
 
The CVFM has been operating for close to a decade, under five different organizations or 
individuals. Previous to the CVFAC assuming operations, the market was held 
throughout the summer months and would generate less than $1700 in revenue from 
vendor stall fees. Since the CVFAC began running the market in 2010, the number of 
markets has increased significantly, as has the revenue from vendor stall fees (over 
$22,000 generated in 2011). Along with this growth comes a significant increase in 
expenses, namely the hiring of permanent part-time employees, venue rental, and other 
operating expenses.  
 
There was an initial project plan put together in early 2010 that helped guide the CVFM 
through its current journey. Now with two years of operations complete, a new more 
comprehensive plan was needed to guide market operations and to truly assess the 
markets viability for the coming years. With the significant growth over the past two 
seasons, the CVFM decided it was time to reassess how the market operates and 
understand the CVFM's role to their vendors, their market shoppers and broader 
community. 
 
The Town of Creston is positioning itself as an agritourism destination, which the 
Farmers’ Market fits in perfectly. There is a growing trend of people who are travelling to 
have an ‘authentic experience’ of a community. They want to experience the terroir of a 
place - that is the unique characteristics that the geography, geology and climate of a 
certain place bestowed upon particular produce. Some of these products are available 
right at the Farmers’ Market, and others are available through on-farm and other local 
retail outlets. The CVFM is actively working with the Town of Creston staff, Chamber of 
Commerce, and other community initiatives to improve the Creston Valley. 
 
The CVFM serves two distinct sets of customers: first the vendors of the CVFM who 
through stall fees provide the operating budget; second are the shoppers of the CVFM 
who purchase goods from the vendors. Vendors provide product to sell to customers at 
the market, and the CVFM provides the venue and broader amenities to the shoppers 
(seating, entertainment, etc.) as a service to our vendors and community. The CVFM 
must work over the coming years to continually increase the number of vendors attending 
the market to ensure financial sustainability. The focus should be on encouraging vendors 
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attending the market occasionally to attend regularly rather than only attracting new 
vendors. Additionally, the CVFM needs to recruit vendors to fulfill specific niches vacant 
at the market. The identified niches are: shoulder season produce, ready to eat food, eggs, 
and specialty food products. 
 
The Creston Valley hosts one of the longest running farmers' markets throughout the year 
amidst all Kootenay BCAFM Market, operating every Saturday from May until 
December with an additional mid week market in the summer. Most other markets only 
run through the peak summer months. There is a significant range of stall fees and 
memberships for farmers’ markets in the Kootenays. The Creston Valley Farmers’ 
Market seems to fall in the middle of the different stall fee systems. In order to make the 
Creston Valley Farmers’ Market a self-sustaining entity it seems inevitable that fees and 
membership prices will need to be increased. 
 
The CVFAC and CVFM face a number of risks with running this operation. There are 
numerous risks related to the operations of the organization, such as liability risk 
(insurance and food safety) and financial risk (uncertainty with operational funding and 
grants). There are also uncertainties and risks associated with the people, such as cultural 
patterns, burn-out with employees and volunteers, along with customer and vendor 
attendance. Each of these risks is discussed in the business plan. 
 
There are many areas for growth and opportunity with the CVFM, namely increasing 
market revenue and other benefits to the local community. This business plan explores a 
number of ideas for the CVFM to increase it's revenue, including increasing the number 
of vendors attending the market, increasing stall fees and membership fees, and 
developing a local business sponsorship program. For the community, the CVFM is 
looking at continually improving the market environment since it's a unique community 
gathering place. There are also initiatives in the Province of BC to promote healthy eating 
to low income individuals through the BCAFM's Farmers' Market Nutrition Coupon 
Program.  
 
Throughout the year, the CVFM operates at three different market locations: Millennium 
Park, Cook Street, and Morris Flowers and Garden Centre. Each of these locations offers 
unique benefits and disadvantages for the market. Ultimately, this plan looks at moving 
the market to a centralized location in the community.  
 
With a limited operating budget, large scale advertising campaigns are reliant upon grant 
funding. Fortunately, research shows that the majority of people come to farmers' 
markets through word of mouth and happenstance. The CVFM is already engaged in 
social media networks and should continue to do so as this is an affordable and effective 
means of advertising and educating consumers. The majority of customers attending the 
CVFM are senior women. More younger people and families need to be encouraged to 
attend the market; this business plan outlines some strategies to increase their attendance.  
 
During the 2012 season, the CVFM will be participating in a pilot study through VanCity 
Community Foundation for developing an on-line toolkit for farmers’ markets to 
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demonstrate the difference they make in their community. It is not enough to simply state 
that farmers’ markets do good for our communities. There must be methods and 
indicators to track the success and find opportunities for improvement. This toolkit will 
have the measurement tools and evidence to create a ‘snapshot’ of their market, which 
will allow organizers to understand and better communicate the value of the market in the 
community. Through this, the market will track and measure their social and economic 
impacts to be able to share this with their boards, vendors, customers, investors, policy 
makers, and other community members.  
 
A comprehensive financial analysis is provided in the appendix of this business plan. 
These financial documents have been developed on the principles of creating a Blended 
Value Farmers Market, where goals are measured on mission objectives as well as 
financial objectives. One outcome of these principles is the non-cash activity of In-Kind 
Contributions and Hidden Costs are included as part of the Cash Flow forecast because of 
the potential impact they could have on the enterprises’ operations should those 
circumstances vary. The overall financial goal is to be self-sufficient for day to day 
operations.  Based on 2012 cash flow projections the dependency on grant funds is 36% 
of total revenues, not including the In-Kind Contributions. This business plan has 
outlined a number of ways the CVFM can reduce their dependency upon grant funding 
over the coming seasons. 
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II. Company & Industry 
 

II.I Purpose of the Plan 
 
The purpose of this Business Plan is to determine the viability of the Creston Valley 
Farmers’ Market that will: 

• Support local growers, artisans, and other food producers 
• Co-ordinate local vendors and consumers in developing a sustainable local 

economy 
• Empower the local community to meet its basic food needs from local food 

production 
 
The Creston Valley Farmers’ Market (CVFM) is truly a success story. It probably has 
more visitors (customers) per hour of operation than any other business in the area. 
Generally, the vendors are satisfied with their sales, and new vendors are constantly 
starting to sell product at the market. The operational side of the market has been 
developed over the past two seasons, but the day-to-day and seasonal tasks of the market 
need to be clearly defined. There are also many dreams and ideas for the market moving 
forward, but this needs to be clearly outlined for future seasons. The market seeks to be 
self-sufficient for funding, covering all basic market operation costs with revenue 
generated from non-grant sources. There is a recognition that the CVFM will still require 
some grant funding, specifically for hosting any additional market activities (i.e., special 
events), for purchasing some equipment (i.e., a new storage shed), or any market 
development and policy work. However, the goal is to cover the basic day-to-day 
operating costs of the market (manager’s wages, insurance, membership fees, basic 
advertising) through the revenue generated by non-grant sources. 
 
The CVFM has been a member of the BC Association of Farmers’ Markets (BCAFM) 
since 2010. This membership stipulates that we will adhere to the guidelines that: A 
"farmers' market" is a market comprised exclusively (100%) of vendors who make, bake, 
grow or raise the products they sell, of which a majority of the vendors are selling farm 
products of British Columbia origin. These markets must be British Columbia non-profit 
organizations, whether incorporated or not, with at least 6 vendors, that operate for 2 or 
more hours per day for a minimum of 4 markets in a year.1 
 

II.II Business Description 
 
The Creston Valley Farmers' Market provides a venue that connects local producers to 
consumers. The market operates every Saturday eight months of the year (May through 
December), with an additional mid-week market during the summer (July & August). 
This market showcases the diverse selection of locally grown and produced goods from 

                                                
1 BC Farmers’ Market Association http://www.bcfarmersmarket.org 
2 Farmers’ Markets in North America: A Background Document by Kim Sanderson, 
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the Creston Valley and surrounding area. The vast majority of vendors at the CVFM live 
between Wynndel, Rykerts, and Kitchener, which are all approximately 10 kilometers 
away from the centre of Creston. The CVFM does accept vendors from Riondel to Yahk 
(and occasionally further if they offer a unique made, baked or grown product). The 
population of the area is approximately 14,000 between Riondel to Yahk.  
 

 
Figure 1: Riondel to Yahk Map 
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II.III Product and Service offering 
 
Farmers’ Market vendors receive: 

• Downtown market location, lease, and business license negotiated and all costs 
covered by the CVFM with the Town of Creston 

• A diversity of vendors attracting a wide customer base 
• Guaranteed customers during a short time period 
• A set time and place for customers to easily access local producers product 
• The opportunity to develop a relationship with individual customers 
• An opportunity to learn about their customers and gain feedback for further 

improvement 
• No wholesale costs or volume requirements 
• No middle-person so vendors receive highest price for product 
• A low-risk, low-cost entry-point for trying out a new business opportunity 
• On-site marketing and yearlong advertising throughout town and in various 

publications 
• Advertising (traditional and social media) 
• Table and canopy rentals to help vendors sell their product 
• A vibrant community atmosphere with free entertainment, shade and seating to 

help attract visitors and grow customer base 
• Intertwined social and economic benefits 

 
Farmers’ Market shoppers receive: 

• A diversity of locally made/baked/grown goods purchased directly from the 
producer 

• A vibrant festival-like atmosphere 
• The opportunity to develop relationships with local producers 
• An opportunity to give feedback to producers 
• No middle-person so customers receive local goods for a fair price 
• A relaxing seating area and free entertainment 
• Intertwined social and economic benefits 
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II.IV Business Overview 
 
Mailing Address: 
 Creston Valley Food Action Coalition – Farmers’ Market 
    c/o College of the Rockies 
 P.O. Box 1978 
 Creston B.C. 
 V0B 1G0 
 
Office Address: 
 Creston Valley Food Action Coalition (CVFAC) 
 Located in the Chamber of Commerce & Visitors Centre 
 121 Northwest Blvd 
 Creston B.C. 
 
Market Location Addresses: 
 Millennium Park Market 
 401 16th Ave S 
 Creston BC 
 
 Morris Flowers and Garden Centre Market 
     1403 Erickson St 
 Creston BC 
 
 Cook Street Market 
 111 Northwest Boulevard 
 Creston BC 
 
Food Action Coalition President (2012): 
 Len Parkin 
 Phone: 250-866-5405 
 Email: LenParkin@telus.net 
 
Farmers’ Market Managers (2012):  
 Tamara Movold & Martha Boland  
    Phone: 250-644-1096 
     Email: CVFarmersMarket@gmail.com 
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II.V Trends around Farmers’ Markets and Local Food        
 

Brief history of Farmers’ Markets 
 
Farmers’ Markets came to North America from Europe. The first Farmers’ Market 
documented in North America occurred in the 17th Century. Early Farmers’ Markets 
were the primary way urban dwellers got their food and they were the cities’ focal points, 
attracting people to city centres. Markets remained integral to feeding cities and 
providing urban-rural interaction until the early 20th Century when privatized and 
commercial food distribution came into play. In the 1950s and 1960s people became 
further removed from the origin of their food through commercialized farming and 
supermarkets. However in the 1970s, there was a renewed interest in Farmers’ Markets 
and thus began somewhat of a Farmers’ Market renaissance, which has continued onto 
today.2  
 

Present day Farmers’ Markets            
 
Today Farmers’ Markets have become more than just a place to buy and sell produce - 
they have helped shape communities - exhibiting a vibrant snapshot of a community’s 
social and cultural essence. Individuals can visit the market and get a taste of the local 
flavor that makes a particular region authentic and unique. 
 
Many of the current reasons and trends for the rebirth of Farmers’ Market can be 
attributed to popular food movements and awareness campaigns. Local food is a growing 
trend in Canada and other countries around the world. The “100 mile” food movement 
has gained significant traction as evident through “locavore” being named as the word of 
the year in 2007. The “slow food” movement has emerged as a reaction to “fast food.” In 
addition to high-quality food, people are interested in other social and environmental 
factors like reducing their carbon footprint, getting transparency in how their food is 
produced, and want to support independent artists and crafters (i.e. Handmade Nation). 
With more people living in cities than outside of them, the reality is that people are no 
longer directly connected to the growing of their food or know how many of their 
products are made. Farmers’ Markets offer a viable option for re-making the connection 
between producer and consumer. 

                                                
2 Farmers’ Markets in North America: A Background Document by Kim Sanderson, 
Michael Gertler, Diane Martz, and Ramesh Mahabir 
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II.VI History and current situation of CVFM 
 
The Creston Valley Farmers’ Market (CVFM) has been operating for close to a decade. It 
has been taken on by an array of individuals and organizations using volunteers with 
varying degrees of success. Since 2010, the CVFAC has overseen the market operations 
with a paid manager. Over these past two years the market has experienced tremendous 
growth in both the number of vendors selling at the market and customers visiting the 
market. There are no statistics recorded for the number of customers visiting the market 
prior to 2011, but from verbal accounts from vendors and customers, these numbers have 
greatly increased. During the summer of 2011, an average of 1000 customers came 
through the market in the four hour time period. Throughout the spring and fall, an 
average of 600 customers attend the market.  

 

 

II.VII Strategic Plan  
 
The current vision (stated below) was developed in the 2010 CVFM business plan with 
input from the current vendors and committee at the time.  
 

Vision  
A vibrant and sustainable farmers’ market for the Creston Valley’s community of artisans, 
craftspeople, farmers, producers and consumers to gather and experience mutually 
satisfying benefits. 
 

Mission 
To become a vibrant and self sustaining venue where producers, artisans, crafters and 
consumers can gather, share, learn, support and enjoy a positive community atmosphere 
with benefits to all participants.  
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Objectives 
• To create a sustainable and credible market with an effective governance and 

management structure 
• To partner with the communities of the Creston Valley at all levels 
• To promote availability, production and consumption of a wide variety of local 

food, arts and crafts 
• To provide an accessible, enjoyable and safe venue 
• To locate in a permanent setting which will promote flexibility of function and 

expansion of seasonal hours of operation 
• To communicate a variety of information through various educational means, 

such as but not limited to, display booths, presentations, published articles, 
leaflets, coupon programs and the internet 

• To be socially responsible by ensuring that fresh quality food is made accessible 
to all members of our community 

• To attract tourists and make Creston a significant destination for travelers 
• To create a family oriented environment with entertainment, including musicians, 

buskers and fun activities 
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III. Market Opportunity 
 

III.I Market Synergy  
 
Farmers’ Market Canada research from 2008 clearly shows a growing nationwide interest 
in locally produced farm fresh food. Research completed through the University of 
Northern British Columbia on farmers’ markets show the top three reasons for people 
coming out to markets are (1) fresh product, (2) locally produced goods, and (3) 
atmosphere. Quality of produce and connection with the actual producers is the new 
branding that attracts customers. Farmers’ Markets are a major tourist attraction 
throughout much of British Columbia and North America. 
 
Creston is a rural community in the Kootenay Region, with a town population of just over 
5,000 and approximately 14,000 in the surrounding area. The other closest farmers’ 
markets are all over an hour drive away (Nelson, Crawford Bay, Cranbrook, Castlegar). 
The Creston Valley features the largest amount of agricultural area in the region; 
however, there are few full-time farmers in the region (mostly limited to commercial 
dairy operations or tree fruit growers). The majority of individuals farming in the area are 
small-scale producers and is located within the communities of Wynndel, Erickson, 
Lister and Canyon (approximately a 15 kilometer radius from the town of Creston). There 
are limited options for producers to sell their products directly to consumers. There is a 
welcoming atmosphere for new vendors entering into the marketplace, as new vendors 
are seen as increasing customer options. The CVFM sees a dedicated vendor and 
customer base returning each week to the market, and vendors are developing strong 
relationships and gaining customer loyalty. 
 
The CVFM is more than just a collection of vendors setting up once or twice a week. The 
BCAFM sees farmers’ markets as “something greater than the sum of its existing vendors. 
It is a business that ‘profits’ by bringing vendors and market shoppers together in a 
unique setting. As a business, a farmers’ market provides one very important service: it 
serves to match farmers who want to sell directly to customers with shoppers who want to 
by food directly from farmers.”3 Beyond connecting producers with consumers, the 
CVFM acts as a vehicle in the community that creates linkages between organizations 
and promotes sustainable and vibrant opportunities. The illustration on the following 
page shows what some of these linkages are in the Creston Valley.  
  

                                                
3 BC Association of Farmers’ Markets “Selling at BC’s Farmers’ Markets: A Guide for 
New Farm Vendors”  
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III.II Direct sale marketing opportunity for local vendors 
 
Currently, the CVFM is the only regular opportunity in the Creston Valley for vendors to 
sell directly to customers. This model means the vendor is able to receive the highest 
possible price for their product since there is no middle person and minimal overhead. It 
also provides an opportunity for the vendor and customer to develop an ongoing 
relationship through a weekly marketplace, which allows vendors to test out products and 
receive feedback directly from consumers. The benefit to the customer is a transparent 
marketplace, where they can directly ask the producer about production practices and the 
potential of developing new products.  
 
Some produce vendors have changed their business model because of the success of the 
CVFM over the past two years. One vendor specifically has stopped shipping tree fruit 
outside of the valley and has begun selling exclusively to local consumers. Additionally, 
this farm has expanded their operations beyond tree fruit to include carrots and potatoes; 
which helps fill a market niche through the fall months. They are also researching organic 
production methods because their customers are asking for organic products. None of this 
would be possible without having a vibrant farmers’ market. 
 

III.III Industry context 
 
The direct farm marketing sector has grown and evolved over the past two decades in 
North America. A greater number of farmers’ are seeing how they can benefit from 
eliminating the middleperson and sell directly to customers. Simultaneously, consumers 
are realizing they can obtain fresh, high quality products directly from the farmer. 
However, the biggest hurdle for individuals on both sides is finding effective, economical 
and convenient ways to connect with each other. An additional significant challenge for 
farms selling direct to consumer is marketing; how to get the message out to interested 
consumers is often a time consuming and costly endeavour. Farmers’ Markets help 
bridge this gap between producers and consumers.  
 
The trend for farmers’ markets within British Columbia and North America is increasing. 
In the year 2000 there were approximately 60 farmers’ markets across BC, and now in 
2012, there are over 125. In the United States in 1994 there were 1755 farmers’ markets 
operating, and in 2011 the number is over 7100. New customers are starting to shop at 
farmers’ markets as they become more prevalent and accessible, along with new vendors 
starting to sell their products. 
 
Farmers’ Markets provided a $1.03 billion direct impetus to agriculture producers in 
Canada and represents 1/3 of their total farm income according to the 2008 Farmers’ 
Market Canada research.  These markets also provided a total economic benefit to their 
surrounding communities of $3.09 billion or $18.44 per visit to other surrounding 
businesses.  The annual (over 10%) increase in Farmers’ Markets nation wide suggests 
that this is a major growing trend.   
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Creston needs and deserves to have a vibrant market to harness this growing potential. At 
this point the financial impact of consumer spending at the CVFM is unknown, however 
in the summer of 2012, the CVFM will be participating in a pilot project through VanCity 
on measuring social, economic and environmental indicators at Farmers’ Markets. After 
participating in this study the CVFM plans on implementing ongoing measures to track 
these indicators over the following years. This will provide a standardized method of 
tracking and reporting on indicators for all farmers’ markets around British Columbia.  
 
The Town of Creston is positioning itself as an agritourism destination, which the 
Farmers’ Market fits in perfectly. There is a growing trend of people who are travelling to 
have an ‘authentic experience’ of a community. They want to experience the terroir of a 
place - that is the unique characteristics that the geography, geology and climate of a 
certain place bestowed upon particular produce. Some great examples found in the 
Creston Valley include the three new wineries that have opened up in the past few years, 
an organic raw dairy fromagerie, and a specialty juice facility. Some of these products are 
available right at the Farmers’ Market, and others are available through on-farm and other 
local retail outlets. These are just a few examples of innovative food product 
developments in the Creston Valley, with many farmers and producers looking to 
additional value added products as a means to diversity and support a farm based 
livelihood. 
 

III.IV Local Market Analysis 
 
The first goal for the CVFM is to draw in as many vendors as possible on market day, 
which in turn draws in as many shoppers as possible to the market. Then, the farmers’ 
market seeks to keep the shoppers at the market through making the market an exciting 
and interesting place to be. Encouraging vendors to attend the market on a regular basis 
so customers know who to expect is extremely important in developing regular customer 
attendance.  
 
The CVFM has two main categories of customers that we serve: (1) the vendors of the 
Farmers’ Market, and (2) the customers of the Farmers’ Market. The CVFM’s provides a 
service to local vendors through hosting a weekly market place to sell their goods. These 
vendors provide product to sell to customers at the market, and we provide the venue and 
broader amenities to the customers (seating, entertainment, etc.) as a service to our 
vendors. Currently, the vendors are the market’s only ‘paying’ customers through their 
membership and stall fees. Customers of the Farmers’ Market do not pay the CVFM any 
money; however, they are a critical piece to the success of our business.   
 

Market Analysis: Vendors 

Product guidelines and geographic boundaries for CVFM vendors 
 
The CVFM has a strict policy for what products are allowed to be sold at the market, as 
well as where these products originate from. Everything sold at the CVFM is made, 
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baked, and grown locally (or by the person/business selling the product). For food 
products, the boundaries are limited to what is grown and raised in the Creston Valley, 
which is approximately a 16-20 kilometer radius (or the “10 mile diet”). This is very 
unique among BCAFM markets, as the vast majority of markets simply require the 
product to be from BC. Initially, in 2010 the CVFM allowed vendors to come from 
within 100 miles of the Creston Valley, but this lead to a grower coming in from the 
Boundary Regional District with product that they sold for significantly cheaper than the 
local vendors and undermined them. Additionally, there were questions raised about the 
sources of this product (i.e., not grown on their farm), and with the distance being too far 
for the CVFM to see their operation, a stricter guideline for the following season was 
implemented. The CVFAC and CVFM feels strongly that our role is to support our local 
produce, fruit and meat vendors and not allow for product to be coming from areas 
outside the Creston Valley such as the Okanagan. This is only possible because of the 
unique growing conditions present in the Creston Valley.  
 
The guidelines for craft and artisan vendors are not as restrictive. What the CVFM 
requires is that the product is handmade by the person (or a family member) selling it. 
The majority of artisans and crafters at the CVFM are from the Creston Valley, with 
several coming down a few times throughout the season from areas up the lake (i.e, 
Crawford Bay) or from Cranbrook. The Vendor Catchment Area map in Figure 1 shows 
these boundaries. 
 

Vendor attendance 
 
The number of vendors attending the CVFM had been growing incrementally from 2004 
through 2008. Then the 2010 and 2011 seasons experienced tremendous growth, with the 
2012-2014 seasons projected to continually increase incrementally. Although there is no 
recorded data to show customer attendance, the reported growth in the number of 
customers mimics the same trend as the vendors. With the increasing number of vendors, 
the diversity and mix of products for sale at the market has also increased. The price of  
increased 
 
Approximately a quarter of vendors come on a regular basis (two or more seasons), 
depending on their product. These vendors include folks with a diverse selection of 
produce throughout the whole year (start with bedding plants, summer vegetables, and 
stored winter vegetables), meat vendors, bakers, other value added food products, and a 
couple of artisans. Approximately another quarter of vendors drop in one or two times at 
the market. Often these are individuals trying the market out for the first time and simply 
do not return, or those with a short season on their product (i.e, raspberries, 
huckleberries), or a non-profit organization. The remaining 50% of market vendors attend 
the market several times. These vendors represent an opportunity to move from coming 
several times in a season to a more regular basis, which would boost operating revenues 
for the market. 
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Year% #%of%weeks%% Average%stall%fees% Average%#%of%

vendors%
2004% 14! $6.00!! 10!
2005% 14! $8.00!! 12!

2006% 12! $8.00!! 16!

2007% 15! $8.00!! 13!

2008% 16! $8.00!! 14!

2009% no!data! !! !!

2010%(Summer)% 14! $17.00!! 29!
2010%(Fall)% 13! $17.00!! 32!

2011%(Spring)% 8! $15.00!! 28!
2011%(Summer)% 12! $17.00!! 42!
2011%(Midweek)% 12! $15.00!! 10!

2011%(Fall)% 13! $17.00!! 32!
 
 

Mix of vendors 
 
Fresh produce and other agricultural products (i.e., meat, cheese, honey) make up over a 
quarter of what is sold at the CVFM. Including baking and other prepared food, that 
represents almost half of what is available. The remainder is made up by local artisans 
and crafters, and those who fall into the ‘other’ category (i.e., books, local organizations, 
a barber). This mix of vendors helps attract a wide diversity of customers, greatly 
benefiting all vendors through expanding their exposure. 
 
Comparatively to all markets in BC, the CVFM is on par with the diversity of products 
available at the market. Throughout BC, approximately 60% of vendors sell food 
products (including farmers, bakers, and other value added food products), and 40% are 
crafters and artisans. According to the BCAFM breakdown on the size of markets, the 
CVFM is a medium-large market. During the summer we are a large market hosting over 
40 regular vendors, and during the spring and fall we are medium sized market with 20 - 
39 vendors. Something that sets the Creston Valley apart from other markets, is that 70 of 
74 markets in BC are looking for additional farm vendors; the CVFM is comfortable with 
the number of farm vendors that the market hosts throughout most of the year (although 
they are looking for more vendors selling stored winter crops and niche products). 
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Revenue Generated by Farmers’ Market Vendors 
 
This has been a challenging question to answer from CVFM vendors. In the most recent 
survey (January 2012) the figures ranged from $0 - $12,000 in a season. Some vendors 
are reluctant to provide the information, and others do not keep track of their sales. When 
asked what were their best days for sales, the answers depended greatly on their product 
for sale, but generally, long weekends are great for sales for most vendors at the market 
(customer traffic is also very high on those weekends). Another weekend vendors 
reported being very satisfied with their sales was the weekend of the local Fall Fair 
(second weekend in September) where the market relocated for the first time to the Rec 
Centre grounds (same location as the Fall Fair). The CVFM will again be relocating for 
that one weekend up to the Rec Centre lot for the 2012 Fall Fair. Recently, a number of 
food vendors reported their sales for the 2012 May Long weekend to be in the $400 - 
$800 range, and they were very satisfied with customer turn out and sales. Many artisans 
report that their best days for sales were the weekends leading up to Christmas. 
Collecting and reporting on data for vendor sales is an area that the CVFM needs to work 
on for future seasons.  
 
While most vendors are always happy to increase the amount of sales they make at the 
Farmers’ Market, the majority of vendors surveyed are satisfied with their sales at the 
market. Some have reported as the market has grown, their sales have decreased, which 
may be the result of increased competition for similar products. When asked how the 
CVFM could help vendors increase their sales, most reported that it was up to themselves 
to do that, and they didn’t really see it as the responsibility of the market. However, some 
suggestions for the CVFM include keeping customers at the market for longer with hot 
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and ready-to-eat food products, which would encourage people to perhaps buy more. 
Having a debit machine at the market was also suggested by a number of vendors, 
because if a customer runs out of cash, it is unlikely that they will return to the market if 
they have to leave to find a cash machine. The vast majority of vendors for the CVFM 
report that their income generated at the market is hobby and extra income for themselves 
and their families. Some combine their sales at the market with other sales of their 
product to make a full-time income. At this point, it doesn’t appear any vendors use the 
market as their sole source of their livelihood in the Creston Valley.  
 
Comparatively to other BCAFM markets and vendors, Creston Valley vendors do not 
appear to sell as much as other vendors at other markets. According to research reported 
in Selling at BC Farmers’ Markets: Profile of Farmer Vendors the sales that for half of 
farmer vendors, markets are their primary source of annual gross revenues. Additionally, 
almost half of farm vendors reported that they sell at more than one market. This is where 
it is a challenge for rural communities, since the other farmers’ markets are over an hours 
drive away, as compared to markets that are clustered closer together in the Capital 
Regional District, Metro Vancouver area, and Okanagan. The vendors who sell at more 
than four markets are also those who are more likely to generate over $30,000 in gross 
annual revenues from farmers markets. 
 

More than just the money 
 
In the BCAFM’s Guide for New Farm Vendors, it outlines that for vendors interested in 
selling at farmers’ markets they must evaluate four areas that will determine if this is an 
appropriate outlet for them based on four criteria: 

1. Money: the time, labour, transport and market fees are relative to income earned 
2. Mobility: the distance to market relative to farm/home operation 
3. Marketing: beyond gross sales, using a farmers’ market as a marketing tool to 

increase business exposure, educational and public relations, directing customers 
to farm gate/gallery, product testing, etc. 

4. Morality: the matching values and principles of the market with those of the 
farmer/producer/artisan (i.e., educating customers, community and social well-
being) 

 
It appears through CVFM vendor surveys that these points are very important to our 
vendors. Some comments from a recent survey of why vendors want to sell at the CVFM 
included, 

• “Being a part of the community of Creston” 
• “It is so fun to meet people, brag about this valley” 
• “Customer loyalty, friendly and fun atmosphere, good relations with other 

vendors” 
• “The personal relationship with the customers” 
• “The opportunity to improve our lifestyle” 
• “The opportunity to help educate young families about the importance of eating 

nutritious foods” 
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• “This is the best outlet for us to capture the highest profit on our product” 
• “It’s the only outlet I have in the area” 
• “It provides a necessary outlet for our farm gate sales, not only through sales at 

the market but it acts as advertising for future orders” 
• “It’s more than selling. It’s helping to establish a community focus, a place where 

people will congregate each week. We have made so many friends at the market.” 
 

Barriers to entry 
 
New vendors at farmers’ markets face barriers before entering into the marketplace, some 
of which are overcome after the first few markets. Additionally, the CVFM has looked at 
some strategies to reduce these barriers to entry to encourage new vendors in the Creston 
Valley, such as providing affordable table and canopy rentals.  
 
Barriers to entry: 

• Initial cost of getting an effective display together (display stands, marketing 
materials, packaging, bags, table, canopy, etc.) 

• Time commitment of coming to the market on a regular basis to establish a loyal 
customer base 

• Physical labour and logistics of transporting equipment and product to and from 
market 

• Need to expect sales to increase with time spent at market - not going to be 
biggest and best sales right from the get go 

• Need to have the personality to be able to sell product to customer 
• Need a consistent product and appropriate packaging 
• Creston is small, new vendors should look at niche market products  
• Land acquisition expensive and limited for new farm vendors 
• Finding a price point that works for vendor and customers 
• Having the time to be at the market, or financial ability to hire a staff person 
• Initial cost of attending market (CVFM membership fee, booth rental, equipment 

rental if needed) 
• Liability insurance if vendor chooses to purchase it (available through BCAFM or 

own farm/business/home insurance provider) 
 
Some of the barriers are for first-time vendors and will be overcome with attending 
multiple markets, such as: 

• Developing a routine which simplifies the logistics of getting to and from the 
market and setting up booth 

• Developing a loyal customer base (comes with attending the market consistently) 
• Perfect a ‘market elevator pitch’ about product  
• Vendors confidence about their product will increase 
• CVFM membership fee is an annual cost on first market day 

 



 

 

!
Creston(Valley(Farmers’(Market(

!
! !

23 

Market Potential 
 
Estimating the number of vendors at the market versus the total potential of vendors in 
the valley is a challenge. The CVFAC as one of their initiatives has been publishing a 
local Farm Fresh Guide which lists local producers in the area and their product. Of the 
70 local listings, 25 sell at the Farmers’ Market. Some of the listings are ineligible to 
participate in the market (restaurants, fruit stands, butcher shop) and others have a 
dedicated customer base without needing to do additional marketing. The number of 
farms in Creston increased according to the 2006 census. It shows that the number of 
farms is up from 35 in the 2001 census, to 90 in the 2006 census. This shows a 157.1% 
increase, compared to the BC average of a 5.2% increase. There are new people moving 
into the Creston Valley and starting to grow produce and raise livestock on a small-scale 
basis, the CVFM would benefit from finding a way to recruit these individuals as vendors 
for the market.  
 
The number of artisans in the community is an even bigger challenge to estimate, as 
many artists are independent and their information is not recorded anywhere. The Arts 
Council in Creston has on average 30 members, which is under-representation of the 
number of artists in the Creston Valley. 
 

Market Analysis: Customers 
 

Local Customers 
 
There are approximately 10,000 people living within a 20 minute drive of the CVFM, and 
14,000 in under an hours drive. On an average spring or fall market during 2011, 600 
customers would come through. That represents 0.06% of the population. During the 
summer, over 1000 customers would visit A detailed customer market analysis was 
completed on an average summer day during 2011. It found that 70% of customers were 
women, with a large number of those being senior women (about 42% of total visitors). 
These numbers reflect that the population of the Creston Valley has a high proportion of 
seniors. The fact that the largest segment of shoppers at the CVFM is senior women is a 
different trend than the provincial average, where three-quarters of farmers’ market 
shoppers are between 36 and 65 years of age. The CVFM should work on strategies to 
capture a greater diversity of customers.  
 

Town of Creston Population and Demographics 
 
The Town of Creston’s population has just passed the 5,000 person mark in 2011. The 
Creston Valley (from Wynndel to Yahk) has a population of approximately 10,000 
people. Based on the BC average, the Town of Creston has a higher than average senior 
population, and lower than average population under the age of 44. The average median 
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income for individuals and families is also lower than the provincial average, with a 
higher prevalence of low-income individuals and families.  
      
These statistics highlight some challenges for the Farmers’ Market. For example, seniors 
that have limited transportation face barriers for leaving their homes to visit the market, 
and those with mobility issues have a hard time getting around on the gravel lot at 
Millennium Park. There is no community bus service on Saturdays to provide 
transportation to and from the market. Lower than average incomes for Creston Valley 
families and individuals and those on a fixed income (i.e., those on pension) means it is a 
challenge for those local customers to pay the premium demanded for local products. 
Additionally, many of the current CVFM vendors are older, and this is especially 
prevalent with the food producing vendors. Unless more young people and families are 
able to move to the Creston Valley, we may be facing vendor shortages in the coming 
years, especially those in farming, as the average age of farmers is increasing each year.  
 
Data from BC Stats - Town of Creston 
% Total%

Number%%
Male% Female% %%of%

population%
Creston%

%%of%population%
BC%

All%ages%2006%
Census%(2011%
census)%

4,837!
(5,306)!

2,250! 2,575! ! !

0L14% ! 335! 255! 12.1%! 16.5%!
15L24% ! 200! 225! 8.8%! 13.1%!
25L44% ! 385! 455! 17.4%! 27.4%!
45L64% ! 625! 740! 28.4%! 28.4%!
65+% ! 700! 900! 33.1%! 14.6%!

Labour%Force%
(15+%years)%

1760! ! ! ! !

Employees% 1455! ! ! ! !
SelfLemployed% 280! ! ! ! !
Unemployment%
Rate%

! ! ! 6.00%! 6.00%!

 
% Creston% Creston%

Males%
Creston%
Females%

BC%Average%

Median%Income%
(individuals)%

$20,019!! $27,901!! $16,913!! !$24,867.00!!

Median%Income%
(families%

$47,088!! ! ! !$65,787.00!!

Prevalence%of%low%
income%

15.50%! ! ! 13.30%!
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Income%from%
Pension%

27.90%! ! ! 11.90%!

Income%from%
Employment%

49.30%! ! ! 63.50%!

 

Tourist Customers 
 
The CVFM sees a lot more tourists during the summer months compared to the rest of the 
year, which is expected with tourist patterns in the Kootenays. According to BCAFM 
research, the number of tourists visiting a market depends directly on the location of the 
market. For a market to be a tourist destination it needs to be in a convenient location and 
highly visible, and needs to have adequate signage. The BCAFM also reports that tourist 
shoppers are more likely to buy craft and artisan items rather than meats and vegetables. 
CVFM vendors also report that tourists purchase a lot of locally made value added 
products (i.e., local fruit juices, honey, jams, etc.). Some tourist customers who visit the 
Creston Valley on a reoccurring basis will call specific vendors to ensure they’ll be at the 
market on the weekend they will be in town, and order specific product ahead of time to 
pick up at the Farmers’ Market.  
 
The CVFAC is working in conjunction with the Chamber of Commerce and the Creston 
Valley Advance (newspaper) to promote the Creston Valley as an agritourism destination. 
The Farm Fresh Guide compiled by the CVFAC is published as the centrefold of the 
local visitors guide (a Chamber initiative put together by the Advance). In addition, the 
Chamber has contracted out publishing the Farm Fresh Guide into map form, which will 
be available summer 2012.  
 

Customer Feedback on the CVFM 
 
When customers were asked about what improvements they would like to see at the 
market which would encourage them to linger longer or attend more frequently, the most 
common responses were: 
 1. Additional shade and more seating 
 2. More ready to eat and hot food 
 3. Having a single consistent location (permanent location) 
 4. Greening the space with trees, grass, and paved walkways 
 5. Expand the variety of vendors 
 
When customers were asked about why they visit the market, the top five responses were: 
 1. Buying locally grown produce and goods 
 2. Socializing and meeting people 
 3. Browsing and exploring 
 4. Eating and drinking 
 5. Being entertained 
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The CVFM does have a high number of regular customers. There is more opportunity to 
develop regular customers shopping at the market, along with attracting more tourists 
passing through or staying in the valley. A more concentrated effort on attracting and 
retaining regular local market shoppers doing a portion of their weekly grocery shopping 
needs to be a priority for future seasons. Judging from the responses given in the 
customers surveys, if the market was able to relocate to a permanent home which 
included shade trees would help retain customers at the market longer. If the market was 
able to recruit the noted niche market vendors, then that is an opportunity to bring more 
customers down to the market.  
 
There are a number of initiatives being discussed by the CVFAC board to increase the 
educational opportunities at the market and provide incentives for repeat customers at the 
CVFM. These are great opportunities to be developed by the CVFAC after they have a 
full-time coordinator in place, along with utilizing summer students, or high school 
students. 
 

III.V Competition 
 

The CVFM is the only market of it’s kind in the Creston Valley! This market allows 
people to shop for a wide variety of goods and purchase them directly from the producer. 
It is a social gathering place for locals, and provides an authentically local experience for 
tourists. Beyond the Creston Valley, this farmers’ market has it’s own unique 
characteristics that set it apart from other markets in the surrounding region. 
 
By one definition, farmers’ markets only compete with other outlets selling directly from 
producer to consumer without any middle-person. One the other hand, farmers’ markets 
are competing for customers food dollars at all food outlets in a community, and 
competing for the growers and producers who supply those food outlets. 
 
Competitors & 
Target Market 

Pro’s  Con’s 

Grocery Stores - 
Locals 

• Provide daily grocery service 
(longer hours, year round) 

• Perception of ‘safe’ products 
• Wide variety of products 
• Anonymous shopping 
• Have brand awareness and 

recognition 
 

• Don’t get to see the face 
behind the product 

• Almost exclusively 
imported goods 

• Managed by central 
corporations outside of 
Creston 

• Produce is “well-traveled,” 
isn’t always highest quality 

• Although offering a variety 
of goods, customers can’t 
usually expect to find new, 
interesting or unique 
products 
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Fruit Stands - 
Tourists and 
locals 

• Open daily 
• Seasonal access to fruits, 

vegetables, artisan food 
products, and crafts 

• Some stands sell exclusive 
local goods 

• Serve ready-to-eat foods 
• Attract attention of tourists just 

driving through/habit for repeat 
tourists to stop at Creston fruit 
stands on way through 

• Fruit stands have developed a 
reputation for Creston Valley 
for produce 

• Clustered along Hwy 3 in 
Erickson 

• Indoor locations 
• Managed locally by families, 

hired staff 
 

• Some include 
imported goods 

• Grower makes less 
money because of share 
between fruit stand and 
grower 

• Most of the produce 
is not organic or grown 
naturally as possible 

• Does not really 
address lowering carbon 
footprint of food supply 

• Customers do not 
know producer 

• Fruit stands 
increasing growing their 
own produce to sell to 
consumers 

 

Farm Gate - 
Locals (and to a 
lesser extent 
tourists)  

• Provide 
longer hours of operating for 
customers (often set up as self-
serve at farm driveway) 

• No guarantee on selection 
and quantity of produce 

• Not very accessible to non-
locals 

 
Artisan Studios - 
Tourists 

• Buy direct 
from artisan, shops often set up 
at their home 

• Usuall
y only one artists work is 
featured 

Craft fairs - 
Locals and 
tourists  

• Provide a bigger venue for 
customers to purchase local 
artisan goods 

• Seasonal habit to visit craft fairs 
• Biggest craft fair hosted at Rec 

Centre, a larger (and more 
expensive) venue - pro and con 
for entry to vendor 

• Only available at holiday 
time 

• Fragmented from other 
local artisans, only offers 
arts and crafts, not a wide 
variety of local goods like 
Farmers’ Market does 

 
Other local area 
Farmers’ 
Markets - Locals 
and tourists 

• Vendors typically able to charge 
more for products (pro for 
vendor, con for customer) 

• Some markets are well 
established, Nelson has been 
operating for 13+ years, Baynes 
Lake for 20+ years 

• Larger visitor base 

• Nelson allows some 
imported products 

• Distance for Creston 
vendors to travel to is 
great (3 hours round trip), 
challenge to keep produce 
fresh 

• Have a shorter operating 
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 season (Nelson: May - 
October, Cranbrook: June 
- September) 

• Have significantly smaller 
produce selection than 
Creston 

 
 

Surrounding Farmers’ Markets Insights 
 
The Creston Valley Farmers’ Market (CVFM) is one of ten vibrant Farmers’ Markets 
located in the Kootenay Region. A summary of the data on the surrounding markets is 
presented on the following table, along with a more in depth analysis in the appendix. 
 
 
Days and Times 
 
The Creston Valley hosts one of the longest running markets throughout the year amidst 
all Kootenay BCAFM Farmers’ Market, operating every Saturday from May until 
December with additional mid week markets in the summer. Most other markets only run 
through the peak summer months. Those that run in the winter only hold the market one 
day per month. A few markets model the same structure the CVFM with a consistent 
Saturday market and a few weeks of a Mid-Week market. Hours seem to vary from 
market to market. Most have a time frame of four hours, give or take an hour. The 
majority of the markets run in the mornings (as does the CVFM), however, through 
vendor and customer surveys we have noticed an interest in holding the occasional 
evening market (as done with Cranbrook and Nelson). This may be something to consider 
as some produce vendors find the hot daylight sun hinders their ability to offer the 
freshest produce possible. 
 
There are various days of the week being used for market days, not just the traditional 
Saturday. However, the most popular time for markets was Saturday mornings in the 
summer. The next most commonly used day is Wednesdays, with some weekday markets 
starting in the morning and others taking place in the evening. One market is open 
Sunday during the day, one is open Friday during the day and one is open on Thursdays 
from afternoon into early evening. No markets operate on either Monday or Tuesday. 
 
The CVFM is satisfied with the Saturday morning market (and are encouraged to hear 
that it is a popular time for other markets); however, they are debating a change for our 
midweek market and are considering moving it from Wednesday to Thursday. The 
CVFM would also like to change the midweek hours from 3-6 to 10-2. They feel this 
change will help attract more tourists that are passing through on long-weekend trips and 
also allow our vendors to attend other nearby weekday markets like in Nelson 
(Wednesday morning and afternoon), and the nearby weekday market in Cranbrook 
(evenings). By spreading out the days the market runs it gives vendors more opportunities  
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to sell and also gives market visitors a variety of days to enjoy the market festivities. This 
idea will be piloted during the 2012 year, and evaluated at the end of the season.  

Funding 
 
Some markets have tapped into local grant funding (i.e. CBT) to cover expansion costs or 
to fund specific projects, but for the most part it seems that many of these markets are 
self-sustaining. Some even pay thousands of dollars a year to their town in rent for 
market space and others work on a purely volunteer basis so costs can be kept low. 

Vendor Fees 
 
There is a significant range of stall fees and memberships for farmers’ markets in the 
Kootenays. The Creston Valley Farmers’ Market seems to fall in the middle of the 
different stall fee systems, as well as the various strategies implemented to attract more 
vendors and balance successful with unsuccessful market selling days. In order to make 
the Creston Valley Farmers’ Market a self-sustaining entity it seems inevitable that fees 
and membership prices will need to be increased. However, it is understandable that in 
this economy every penny counts and increased fees may cause some vendors financial 
hardship. Therefore, by looking at fee and membership increases in a strategic light, it is 
possible to increase general market revenue, but also keep the vendors happy and offer 
them a little extra. 
 
The following table provides a detailed analysis of future projected stall and equipment 
rental fees.  
 
Year Fee Type Fee Charged Number of Projected Sales 
2012 Membership Fee $12 per vendor 143 

Regular Stall $15 per week 711 
Drive-in Stall $20 per week 711 

2013 Membership Fee $13 per vendor 150 
Regular Stall $17 per week 747 
Drive-in Stall $22 per week 747 

2014 Membership Fee $15 per vendor 158 
Regular Stall $20 per week 785 
Drive-in Stall $25 per week 785 

 
Year Equipment Rental Fee Charged Dollars Projected 
2012 Canopy $10 per week  $4,200 

Table $5 per week $1,260 
2013 Canopy $11 per week  $4,620 

Table $6 per week $1,512 
2014 Canopy $13 per week  $5,460 

Table $7 per week $1,764 



 

 

!
Creston(Valley(Farmers’(Market(

!
! !

31 

III.VI CVFM Market Position Summary 
 
Strengths 
• Strong customer support base that has 

increased since FAC took over operating the 
market 

• Strong political support at local level 
• Provide a free community hub for people to 

gather, to share, and to learn 
• Wide variety of vendors  
• Provides a low-risk, low-cost business 

incubator for producers and artisans to test the 
market 

• Only certified BCAFM Farmers’ Market 
within an hours drive and 120km 

• Current policies only allow produce from the 
Creston Valley, and handmade product from 
Yahk to Riondel which reduces competition 
for vendors 

Weaknesses 
• Uncertainty and shared use of 

Millennium Park and mid-week 
market space, lack of expansion space 
for fall market at Morris Flowers & 
Garden Centre 
• Outdoor space lacks shade and 

protection from weather which 
prevents customers from lingering 
longer and can be a health safety issue 
• Need more diversity of vendors to fill 

all market niches 
• Lack of advertising in Kootenay 

Region (and beyond) that the Creston 
Valley is an agricultural mecca 
• Only open for 4 hours a week the 

majority of the year 
Opportunities 
• Increasing demand from consumers for fresh 

local produce and value added products 
• Creston Valley marketing focus on a “10 mile 

diet” through Chamber of Commerce and 
Town of Creston, bringing in new customers 
farmers and investment to the area 

• Room for more vendors and products at the 
market 

• Provide educational opportunities at the market 
to educate customers on the importance of 
supporting local vendors 

• Farmers’ Markets are more than just a place to 
go grocery shopping - they are a community 
gathering place and opportunity for vendors to 
develop personal relationships with customers 

• Increase shoppers in the 25-64 year old age 
group 

• Introduce access to a debit/credit machine at 
the market 

• Increase the number of mid-high income 
earners to attend the market 

• Develop sponsorship revenue package for 2013 
and 2014 seasons 

• Host markets in January - April 

Threats 
• Potential loss of vendors as older 

farmers and artisans retire 
• Ability to maintain the product mix 

that will allow the market to maintain 
or increase sales 

• Loss of political support and/ or loss 
of access to site 

• Food safety problems or liability 
issues and other potential regulatory 
issues 

• Consumers not willing to pay the 
premium demanded from local 
vendors and choosing for cheaper 
imported food, art and baking 

• New farm and fruit stands are 
increased competition for CVFM 

• Overwaitea is carrying more local and 
niche products which is a threat to 
direct farm marketing industry 

• Insurance costs increasing for vendors 
and the market 
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IV. Business Model 
 

IV.I Community Hub 
 
The CVFM provides a venue that connects local producers to consumers in a direct-sales 
marketing environment. The market operates every Saturday eight months of the year 
(May through December) and bi-weekly during the summer months. The market 
showcases the diverse selection of locally grown and made goods from the local region 
and attracts over 25,000 customers annually. 
 
The CVFM a hub for people to gather, share, learn and actively participate in a vibrant 
local community. It is a vehicle for individuals to support small-scale local development, 
regardless of age, income, and other personal traits. The local arts and culture movement 
is supported through the CVFM with weekly busking entertainment and artisans who sell 
their wares.  
 
The Farmers' Market is in direct alignment with the constitution of the Creston Valley 
Food Action Coalition and 3 of its 5 goals.  Specifically these are: 

• To support local growers who produce food 
• To co-ordinate local growers, food distributors and consumers in achieving a 

sustainable local food economy 
• To empower the local community to meet its basic food needs from local food 

production 

 

IV.II Risks 
 
The CVFAC and CVFM face a number of risks with running this operation. There are 
numerous risks related to the operations of the organization, such as liability risk 
(insurance and food safety) and financial risk (uncertainty with operational funding and 
grants). There are also uncertainties and risks associated with the people, such as cultural 
patterns, burn-out with employees and volunteers, along with customer and vendor 
attendance. Each of these risks is discussed in the following sections, along with how the 
CVFAC and CVFM plan to mitigate and control these risks.  
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Market Operations 
 

Insurance  
 
The CVFM is a member of the British Columbia Association of Farmers’ Markets 
(BCAFM).  Membership in the BCAFM ($400 per year) allows the market to acquire 
basic insurance ($350 per year).   
 
 
This insurance provides the following coverage: 

• Commercial General Liability ($5,000,000) 
• Premises, products and completed operations ($5,000,000) 
• Broad form property damage ($5,000,000) 
• Occurrence Basis Property Damage ($5,000,000) 
• Employees as Additional Named Insured ($5,000,000) 
• Contingent Employers Liability ($5,000,000) 
• Non-owned watercraft up to 8 meters only ($5,000,000) 
• Personal Injury ($5,000,000) 
• Medical Payments ($2500.00/person) 
• Tenants Legal Liability ($250,000) 
• Non Owned Automobiles ($2,000,000) 
• Blanket Accident Insurance ($50,000,000 Principal sum) + ($200.00 weekly 

indemnity) 
 
This is a significant area of risk that needs to be addressed. Currently, vendor products 
themselves are not covered under the existing CVFM insurance (i.e., for food poisoning). 
The BCAFM offers a vendor group liability insurance through the Cooperators. (Note: 
Some vendors may have basic coverage with their farm/ business insurance policy.) The 
CVFAC is in the midst of obtaining directors and officers insurance, which the board has 
been operating without since becoming a society in 2008.  
 
For the CVFM the most significant uninsured risk is with food vendors in the event of a 
food borne illness. There are only two other markets in BC that require prepared food 
vendors to provide proof of insurance (Kelowna and Ladner). If the CVFM was to 
implement mandatory insurance for prepared food vendors, this would affect 
approximately 16% of our vendors. If the CVFAC board required insurance for all food 
vendors, this would affect 55% of the CVFM vendors, or all of our vendors regardless of 
what they make/bake/grow.  
 
Other action items the CVFAC would like to take to help protect board members include: 
(1) a clause in the CVFM membership application for vendors stating that they will not 
hold the CVFAC/CVFM liable for any issue arising of their action; and (2) Make the 
MarketSafe course mandatory for all food based vendors at the market. 
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Health Guidelines and Inspections 
 
All Farmers’ Markets in BC are required to follow the “Guidelines for Sale of Food at 
Temporary Markets” (available on CVFM and Interior Health’s websites). These are a 
Provincial-wide set of guidelines created by BC Centre for Disease Control and Food 
Protection Services in collaboration with BCAFM, BC Ministry of Health Services, BC 
Ministry of Agriculture and the five Regional Health Authorities. The guidelines take 
into account two categories of food products to be sold at the market, those that are 
deemed “low risk” and “high risk”. The market manager is responsible for approving low 
risk food products, and referring to the local Environmental Health Office with any high 
risk foods. The market manager must have a basic understanding of food safety, and have 
attended FoodSafe and MarketSafe courses.  
 

Town of Creston Guidelines/Restrictions 
 
The Farmers’ Market and their vendors are covered by one annual business license 
through the Town of Creston (currently $80 annual fee).  The manager will take on these 
responsibilities, and will be supported by the CVFM in developing a relationship with the 
Town of Creston staff. The CVFM has an annual license of occupation contract with the 
Town of Creston for all market locations. The contract states the CVFM has permission 
to operate a Farmers’ Market at the determined market locations and access to the site 
with adequate set-up and take-down time. The Town of Creston is named on the CVFM 
insurance policy, which covers any property damage from the CVFM. From time-to-time 
the town makes a request to the CVFM to use the market locations for special activities 
on Saturdays, and the CVFM will work with the town to find an alternative location for 
that day. 
 

Increasing stall fees 
 
Stall fees will need to incrementally increase over the years to cover increased operating 
costs of market. Some vendors may not be willing (or able) to pay this increase. The 
CVFM will determine appropriate amount of increase and over time period with input 
from vendors.  
 

Funding 
 
Ongoing market operations (manager, insurance, venue rental, office rental and basic 
advertising) are to be covered by stall fees, so reliance on grant funding is not to be 
imperative for the market to operate. However, grants are needed for specific projects 
that will enhance the market experience for shoppers (such as children's activities and 
educational displays).  
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New Market in Town 
 
There is talk in the community for a need of another ‘market’, specifically coming from 
those who fall outside of the guidelines for our Farmers’ Market (i.e., Epicure, Avon, and 
flea market goods). Suggestions from some community members have included setting 
up a market adjacent to Farmers’ Market to capitalize on our customer traffic and 
advertising. There is a risk that customers would not understand difference of two 
markets, and could undermine the philosophy of our Farmers’ Market. However, it could 
present the opportunity to draw more customers to venue. A market in this fashion would 
not be covered through the CVFM insurance policy and would be required to obtain their 
own insurance policy. 
 
 

Site Safety 
 
The outdoor market locations provide no shade for customers or vendors at the market. 
During the summer months the temperature can climb significantly before noon, which 
does provide some risk to people, especially the young and old. It has been suggested a 
number of times through surveys of customers and vendors that a market location with 
shade trees is most desirable.  
 
The other main concern with site safety is the setting up and dismantling of stalls. 
Vendors tend to arrive in a short time frame in the mornings and vehicle congestion can 
become an issue. It is up to the market manager and volunteers to help direct vendors to 
their stalls in a timely and safe manor. This usually requires asking vendors to patiently 
wait a few minutes while the vendor ahead of them parks their vehicle for those vendors 
with car stalls. For the vendors who do not have their vehicles at their stall location, they 
are asked to drive into the market site, quickly unload their goods and immediately move 
their vehicle to the designated parking locations. Vendors do need to be reminded that 
they need to act quickly.  
 
Vendor canopies are to be staked into the ground (both Millennium Park and Cook Street 
market locations are gravel lots) or secured with concrete blocks, sand-filled jugs, etc. On 
especially windy days, vendors may take their canvas tops off their canopy frames to 
prevent them from blowing away even while secured into the ground. Under no 
circumstance may a vendor start to take down their canopy and frame while the market is 
operating, as this is a significant safety concern. In addition, if a vendor sells out of their 
product part way during the market and wishes to leave, they may put up a ‘Sold Out’ 
sign at their booth, leave their canopy and table and return at the end of the market day to 
clean up.  
 
Some vendors require access to power for their stalls. There are specific stalls marked 
that have access to power, and they may only set up in those designated locations (unless 
they supply their own power via a generator). No power cords are permitted to run 
through the market, as it is a tripping hazard.  
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No Dogs 
 
In 2011, the CVFM implemented a ‘no dogs’ policy at the market. This was due to a 
number of concerns that were raised during the 2010 season, which included customers 
bring their dogs to the market to ‘be socialized’. This situation raised concern as to the 
market not being an appropriate location for this. The other issue is that vendors are 
encouraged to use the full vertical space of their booth, which includes goods for sale on 
the ground (in baskets, bins, etc.) These goods are in leg lifting distance of dogs, and 
vendors were nervous that their products could be peed on. Allowing dogs in the market 
presents a health and people safety risk. 
 
To mitigate this risk and provide convenience to customers who have brought their dogs 
to the market unknowingly, the CVFAC offers a ‘puppy parking’ service at their booth. 
This spot allows the dog owner to tie up their animal to the fence, and the CVFAC 
provides a water dish and shade for the animal. This service has been well received with 
a few dogs each week being ‘parked’. 
 

Cultural Patterns 
 
There has been a cultural attitude of not wanting to pay a fair market value to cover the 
expenses and hard work provided by the vendors. The result of this attitude has been 
devastating to the long term potential that the Creston Valley could provide for all of the 
Kootenays, and ultimately to Creston and vicinity itself. For many vendors/producers to 
be financially viable; they have to travel out of the valley to places like Nelson or 
Cranbrook. While the vendors do get better sales at better prices outside the valley, they 
also must travel longer distances, incur greater expenses and work longer hours, and this 
is a struggle for many vendors. By changing the perception of local product cost and 
quality and other preconceived notions, it is our goal to put Creston on the map as being 
one of the best places to visit and shop at a Farmers' Market.  
 

Lack of customer attendance 
 
Risk that customer volume is less than expected. The CVFM should track attendance at 
market, and adjust advertising strategies. Discuss with vendors and customers to gauge 
how market is doing and find suggestions for changing and improving market.  
 

Lack of vendor attendance 
 
Since the CVFAC took over operating the market, the vendor attendance has increased a 
tremendous amount. That however does not alleviate the risk that vendor turn-out may 
not meet the future projected growth at the market. If vendor attendance is lower than 
expected, the CVFM will survey vendors as to why they are no long attending, and 
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attempt to address their concerns. The CVFM should also continue working with 
Kootenay Employment Services and Community Futures to foster new entrepreneurs 
interested in direct marketing to consumers.  
 

Poor weather 
 
Market is hosted rain or shine outdoors at Millennium Park May - September. While it is 
noted that customer attendance is lower on poor weather days, vendors still feel it is 
worthwhile to attend the market on those days. Vendors have developed strategies to 
make themselves comfortable during cooler days (i.e., canopy walls to protect from wind, 
warm drinks, layers of clothing).  
 

Burn out  
 
When new, grassroots projects are organized and implemented with limited funds and 
people-power, burnout is inevitable for the lead organizers of these projects. This trend 
has been observed throughout various projects in the Creston Valley. Though still 
holding strong, the Farmers’ Market is similarly at risk of burning itself out without 
changes to its infrastructure. The Market only has one seasonal staff member and just a 
sprinkling of fair-weather volunteers, which has become too few people to handle the 
work of the Market as it expands. In order to manage the risk of burnout, the roles of the 
current market employees and potential positions is outlined later on in this business plan.  
 
Market Manager - The Market Manager should be responsible for overseeing the inner-
workings of the Market: day-to-day tasks, logistics, budget, advertising, continued 
planning and innovations, volunteer sourcing and retention as well as contributing to 
vendor/customer and town relations. This should be a year-round position. The specific 
daily tasks of market operations are outlined in the appendix.  
 
CVFAC Executive Director - The CVFAC is looking at hiring an employee, and some 
of these duties could be taken up by that individual, and allow the Market Manager 
position to remain at a part-time permanent position. 
 
Other Market Employees - There are a number of additional positions that would 
relieve the work burden of the Market Manager and allow for expanded market activities. 
With enough increase in vendor revenue, the additional market coordinator positions 
could be hired during the market season in addition to a manager. The student positions 
are dependent upon grant funding and should therefor not be essential to running the 
market at a basic level.  
 
Market Assistant - The implementation of a new, complementary role to the Manager, 
such as a Market Assistant, would alleviate the workload of the Market Manager and 
allow for allow him or her to focus on higher level projects and general Market 
organization. The Assistant would assume the day to day activities of the Market 
including but not limited to coordinating vendor stall reservations and accompanying 
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payment, overseeing the weekly market specifics like stall assignments, market setup and 
tear down, supervising volunteers and information booth, and being sure everything runs 
smoothly at each Market. 
 
Volunteer Coordinator - For continued success of the Market further support is needed 
from a strong volunteer base. Volunteers are crucial to the continued growth of the 
Market, however it is hard to retain them due to a variety of factors. By implementing a 
structured volunteer program, the Market can start to rely on volunteers to help with 
additional market activities (such as kids activities and special events). Furthermore, the 
community focus and home-grown feel of the Market creates a natural enticement for 
people to volunteer. Individuals want to be part of it, they want to help it succeed.  
 
The administration of the volunteer program could initially be run by the Market 
Manager and/or Assistant, but with enough funding it could be an entire position by itself 
and the individual could be hired to benefit the entire Food Action Coalition. There are 
many activities through the CVFAC that require volunteers (community events such as 
the Fall Fair, the Harvest Share program, other educational opportunities), and it would 
be beneficial and efficient to run these through one individual. A volunteer program is 
outlined in the appendix business plan. 
 
Student Employee - Through both the Federal Government and Columbia Basin Trust, 
non-profit organizations are eligible to receive funding for hiring student employees. In 
2012, the CVFAC was successful in hiring two students (one part-time February - June, 
the other full-time May - August), and these individuals have helped the market manager 
with day-to-day tasks at the market, staffing the CVFAC booth at the CVFM (which is 
helping relieve volunteer burnout), and additional tasks that relate to their specific area of 
study. It is recommended to apply for this funding year to year. 

 

Risks for Market vendors 
 
Farmers’ Markets typically represent low barrier access for entrepreneurs to get started. 
Minimal stall fees ($15-20/week) means a vendor isn’t losing out on much to give the 
market a try. A previous barrier was lack of a shade canopy and adequate table were 
addressed through the Farmers’ Market purchasing rental equipment for a nominal fee 
(canopy and tables for $5 - $10 a week). During the fall months when the market is 
indoors at Morris Flowers & Garden Centre the tables are provided by the market and 
included in the stall fee.  
 
Despite the CVFM trying to reduce the risks associated with getting set up at the market, 
it is ultimately up to the vendor to promote and sell their product. It has been observed 
that attending the market on a consistent basis increases market sales and customer base. 
Vendors need to be willing to ‘give it a shot’ for a few weeks to truly gauge their 
potential. 
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Food Safety 
 
Being an outlet for food products, food safety is of utmost concern for the CVFM and the 
vendors. There are regulations set out through the BC Centre for Disease Control and 
administered through Interior Health providing guidelines and regulations for the sale of 
food products at the market. The primary document is “Guidelines for Sale of Food at 
Temporary Markets” which all prepared food vendors follow. At this point, it is not 
mandatory for food vendors to have taken Food Safe or Market Safe, but it is highly 
recommended by the CVFM.  
 
The regulations for prepared food products can be a significant barrier, especially for hot 
food products prepared on site. There is minimal hot food on site because vendors must 
obtain a temporary food service permit from the health authority, after providing proof of 
facilities with hot running water, sanitation plans, meal plans, etc. As the market becomes 
more established, and vendors willing to go through the process, the market will see more 
hot ready to eat foods available at the market.  
 

Produce Regulations 
 
Organic food products are increasing in demand by consumers, and organic produce 
fetches a premium price in the market place. Produce vendors with organic product must 
produce third-body certification to the market manager. The most common local 
certifying body is through Kootenay Local Agriculture Society under the Kootenay 
Mountain Grown logo (which a number of local vendors have). Provincial organic 
certification at the market is rare due to the costs and labour involved with becoming 
certified. For many vendors who use organic growing practices, they label their products 
as ‘naturally grown.’ There are no guidelines around using the term ‘natural’ and thus it 
is up to the consumer to discuss specific growing practices with the vendor. For produce, 
it is expected that the produce is cleaned and in good quality (free of spoilage), and is 
provided to the customer in adequate packaging if necessary. 
 

Substitutions  
 
A common complaint at the Farmers’ Market is the price of locally produced goods, 
specifically vegetables and meat products. Produce and meat vendors are competing with 
cheap imported food available from the grocery stores, and do no always realize the 
labour, energy, and expense that goes into local food production. Artisans and crafters 
also face significant challenges with customers unable or unwilling to pay a premium for 
local artisan products. The Farmers’ Market does not want to see local vendors lowering 
their prices for customer demand, but ideally consumers adjusting their mindset for the 
true cost of local food and art. 
 
The CVFAC has been attempting to address this issue through educating the public by 
hosting a monthly speakers series. Starting in January 2012, the CVFAC has put together 
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a panel discussion with local producers to share their challenges, opportunities and 
concerns about their industry or operations. 
 

IV.III Growth & Opportunity 
 

Increasing Market Revenue 

Increase number of markets 
 
Increasing the number of markets the CVFM hosts throughout the year is an option for 
increasing revenue generated at the market. As a pilot, it is suggested to host a monthly or 
bi-monthly winter market, running January through April at an indoor location. An 
additional market location would need to be secured, and ideally located within the Town 
of Creston or close to the town boundaries.  
 
A summary of appropriate venue rentals is provided in the table. The Chamber of 
Commerce appears to be the most appropriate venue because of the size, location and 
rental fee. The Chamber Board would need to set a rental rate, but it would be affordable 
for the CVFM. The main downside to the venue location is that it’s in the basement, 
which does not have natural lighting and has low ceilings. The space needs to be 
renovated, and the CVFM could work with the Chamber to design an appropriate space 
(renovations would require grant funding).  
 

Increasing Stall and Membership Fees 
 
Currently the CVFM stall fees range from $15-20 a week, which places this market in the 
middle range for stall fees compared to the other Farmers’ Markets in the Kootenay 
region. New vendors find out about our market through word of mouth, the website, 
media coverage, and attending the market to talk to the manager in person.  
 

Venue Number 
of 
vendors 

Cost Description 

Creston & District 
Community 
Complex (CDCC): 
Erickson Room 

150 
vendors  

$235.43 Tables and skirting available. Location 
of Arts Council Christmas Craft Fair. 
Has access to a commercial kitchen. 

CDCC: Creston 
Room 

15 
vendors 

$117.72 Tables and skirting available. 

Rotacrest Hall 20 
vendors 

$117.72/ 
$82.40  

Two room hall located in same property 
as CDCC. 

Chamber of 
Commerce & 
Visitors Centre 

25 
vendors 

Cheaper 
than other 
venues 

Basement of Chamber of Commerce. 
Some tables supplied.  
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Stall fees have incrementally increased since the CVFAC took over operating the market. 
During this time the CVFM has also added additional markets. Starting in 2013, the 
CVFM will be operating year round, with the addition of a monthly market January 
though April. This will hopefully increase to a bi-monthly market for the 2014 season, 
based on vendor and shopper feedback. Also for 2013, the CVFM will work towards 
relocating all the outdoor markets to the Cook Street location, which will increase the 
visibility for the market, generating more shoppers and increased revenues for vendors. 
 
The following table shows the actual revenue generated by the CVFM during the 2010 
and 2011 seasons, and estimates for the 2012-2014 seasons based on incrementally 
increasing vendor fees.  
 

Membership 
Fee 

Spring Market Summer Market Fall Market Winter 
Market Regular 

Stall 
Drive-in 
Stall 

Regular 
Stall 

Drive-in 
Stall 

Half 
Table 

Full 
Table 

2010 $5 - - $15 - $10 $20 - 
2011 $10 $15 $15 $15 $20 $15 $20 - 
2012 $12 $15 $20 $15 $20 $15 $20 - 
2013 $15 $15 $20 $15 $20 $17 $25 $15 
2014 $17 $15 $20 $20 $25 $17 $25 $15 
 

Local business sponsorship  
 
The idea of finding local sponsorship for the CVFM has been discussed over the past two 
seasons as a potential area of increasing revenue through non-grant sources. This is a 
popular idea in other markets around the province, but tends to work best in urban areas 
where there are more options for businesses to approach for sponsorship. After the initial 
set up of the program, the cost to the CVFM will be minimal compared to the overall 
revenue potential.   
 
Sponsorship 
Level 

Cost Number of 
sponsors 

Recognitions and Benefits Estimated  
Potential 
Revenue 

Sizzlin’ 
Serrano 
Pepper 

$750 1 • Logo recognition at each market 
• Logo recognition in eNewsletters 
• Logo on CVFM website 
• Logo recognition in Sponsor 

Appreciation newspaper advertisement 
• Logo on other promotional materials 
• Free table promoting business at market 

(up to 3 per year) 
• Gift of 10 CVFM shopping totes 

$750 

Hoppin’ 
Jalapeno 
Pepper 

$500 3 • Logo recognition at each market 
• Logo recognition in eNewsletters 
• Logo on CVFM website 

$1500 
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• Logo recognition in Sponsor 
Appreciation newspaper advertisement 

• Logo on other promotional materials 
• Free table promoting business at market 

(once in a year) 
• Gift of 5 CVFM shopping totes 

Piquante 
Paprika 
Pepper 

$250 5 • Logo recognition at each market 
• Logo recognition in eNewsletters 
• Logo on CVFM website 
• Logo recognition in Sponsor 

Appreciation newspaper advertisement 

$1250 

Sweet Red 
Pepper 

$25 unlimited 
(designed 
for 
shoppers 
at market) 

• Recognition of support on CVFM 
website 

• Recognition in Sponsor Appreciation 
newspaper advertisement 

$500  

Total    $4000 
 
Cost to CVFM 
Benefit of sponsorship Financial Cost In-Kind Cost 
Logo recognition at each 
market (banner) 

$300  

Logo recognition in 
eNewsletters 

 Staff time, 2 hours to set up once for all 
sponsors, $30 

Logo on CVFM website  Staff time, 2 hours to set up once for all 
sponsors, $30 

Logo recognition in 
Sponsor Appreciation 
newspaper advertisement 

$150  

Logo on other 
promotional materials 

 Staff time, 2 hours to set up once for all 
sponsors, $30 

Free table promoting 
business at market 

 $15 per booth, $60 total 

Gift of CVFM shopping 
totes 

 $5 per tote, $75 total 

Recognition of support on 
CVFM website for 
individual sponsorship 

 Staff time, 15 minutes per individual 
sponsor, $75 

Putting together 
sponsorship package for 
first year 

 Staff time, approximately 30 hours total, 
$450 

Total $450 $750 
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Product Mix 
 
There is an opportunity to increase the number of vendors and customers at the market. 
Specifically for vendors, the CVFM needs to recruit vendors to fulfill specific niches 
vacant at the market. The identified niches are: shoulder season produce, ready to eat 
food, eggs, and specialty food products. 
 
Based on survey results and discussions with vendors and CVFM committee the Farmers’ 
Market does not always have all the local products that are available in season. Some of 
these products are readily available elsewhere in the Creston Valley, but do not always 
show up with vendors at the market.  
 
One noted example is eggs, which is an ongoing challenge due to quota requirements 
with the BC Egg Marketing Board. Egg producers are only able to have up to 99 birds 
before obtaining a quota, and 99 birds will produce an average of 40 dozen eggs a week. 
With average prices for eggs being between $3-5/dozen, this provides a vendor with 
approximately only $160 a week in gross revenue from egg sales (however, one must 
subtract the cost of feed, bedding, and labour to assess it’s true economic potential). Most 
small scale egg producers in the valley already have a dedicated customer base who 
purchase their eggs directly from on-farm, and do not have adequate supply to bring to 
the market. However, this would make a great addition to a farm vendor already at the 
market who wishes to diversify their operation.  
 
Another area of untapped potential at the farmers’ market is shoulder season produce. 
The market bounty is virtually overflowing through the peak produce months, but this is 
at the same time as many home gardeners are harvesting their own produce. There is 
demand from customers for more vendors who are using greenhouses and cold frames to 
extend their produce seasons. This also includes using adequate produce storage facilities, 
which are at a shortage in the valley. 
 
Ready to eat food is in demand at the market. The challenge with an entrepreneur setting 
up this venture is the significant capital investment in a proper food service business. As 
the market becomes more established in the Creston Valley, it is expected that an 
individual will seize the market opportunity to create the business.  

Payment using debit cards 
 
Farmers’ Markets are by and large cash only places, with the exception of a few vendors 
who will accept credit card payments. Debit cards have quickly become the most frequent 
method of retail purchases in Canada. This provides a barrier for customers spending 
additional cash at the market place. It was noted through the market surveys that people 
run out of cash at the market and therefore may actually purchase more products if a debit 
service was available.  
 
There may be an opportunity to increase the amount of financial transactions at the 
CVFM if a debit system was able to be implemented. One such model which was 
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discussed at the annual BC Association of Farmers’ Market conference in 2012 was a 
‘market money program at the Vancouver Farmers’ Markets. Customers are able to 
purchase ‘market monies’ which are wooden tokens through the market information 
booth and able to be spent at any farmers’ market stall. The vendors are reimbursed with 
cash through the market society. This serves as an additional income generator in a 
number of ways: (1) a service fee is charged to the customer, of which a portion goes to 
operating the debit equipment and the remainder to the market society; (2) inevitably a 
portion of the market money tokens are lost; (3) is able to increase the amount of vendor 
sales due to customers having easy access to additional money. Through preliminary 
research it would cost approximately $125 to initially set up, a monthly fee of $20, with 
$.09 charged per transaction. Further research is required to assess the feasibility and 
demand of implementing such a system. 

 

Providing additional benefits to the community 

Engaging and comfortable social environment 
 
The Farmers’ Market is a community gathering place. There needs to be safe and 
adequate spaces for vendors and customers alike. Currently, the outdoor spring and 
summer location provides a gravel lot directly adjacent to Millennium Park.  However, 
the location is situated in a gravel parking lot and has no shade. This was identified over 
and over again in the customer and vendor surveys as a priority area of improvement. 
This is especially a concern during warm summer markets where the temperature can 
easily climb to 30º+ before the market closes at noon. The market location is not 
particularly aesthetically appealing, and something to consider for future market planning 
is to incorporate trees for shade and aesthetics.  
 
Some immediate projects that can be completed to encourage more customers to linger 
around the market include increasing customer seating capacity. Currently there are two 
round plastic tables with small umbrellas that seat 4 to 5 people. Often groups larger than 
4 or 5 want to sit together, and larger tables should be purchased to accommodate this. 
Additionally, the current umbrellas are small and in poor condition. New large umbrellas 
should be purchased to provide more shade, and the simultaneous benefit is they also 
provide a much needed pop of colour in the market place. The College of the Rockies 
provides the chairs and more are available if the market is able to increase their seating 
capacity around the tables. The market also has 15 colourful recycled plastic lounge 
chairs purchased at the beginning of 2011 with a grant from Kootenay Rockies Tourism/ 
Town of Creston/ RDCK areas B&C. These have provided a great pop of colour to the 
market place, and provide flexible seating and are positioned around the market place.  
 
For long term planning, the market needs to provide seating and shade for customers. 
This could be accomplished through permanent seating (such as picnic tables secured to 
the ground) with a covering or shade trees. None of the current seating is particularly 
wheelchair friendly, and this should be included in the permanent design of a market 
place. Permanent seating would also alleviate some of the storage and set up 
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requirements of the market on a weekly basis, and provide a picnic and seating space 
during times the market is not operating. 
 

Promoting healthy eating to low-income individuals 
 
The Creston Valley is home to a proportionately large population of low-income 
individuals as shown through the data in table x (Creston Valley Demographics). The 
BCAFM has released a “Farmers' Market Nutrition and Coupon Program (FMNCP) 
Resource Kit”, a tool designed to help communities launch and sustain their own 
community-based coupon programs. The FMNCP Resource Kit is a step-by-step guide 
for farmers' markets and community groups, with tips, templates and resources from four 
grass roots community-run FMNCPs (Fort St. James, Revelstoke, Squamish and Surrey). 
In the coming years, the CVFM will be looking into piloting this program through 
partnering with a local social agency and obtaining grant funding to run a pilot project of 
the program. In Squamish, the cost to provide 80 low-income families with $15 in market 
coupons for a season was $27,000. 
 

Working with others in the Creston Valley  
 

Toursim  
 
Currently the Creston Valley offers limited tourist attractions. Creston has traditionally 
been used as a pit-stop location for tourists who are passing through on their way to 
somewhere else (Kootenay Lake Ferry, hot springs, skiing, to the USA, etc.) 
    
Throughout 2012, the CVFAC has participated in a couple projects with the Town of 
Creston and the Chamber of Commerce and Visitors Centre. The first is the branding 
project, where the Creston Valley is working to strengthen and improve telling our 
community’s story. The second initiative is developing an integrated sustainable 
community plan, which will help set the strategic direction for the coming decades in the 
community. Through participating in these projects, we hope to help position the Creston 
Valley as an agritourism destination that is a fun and interesting place to live and visit. 
The CVFAC and CVFM strongly supports that we all work together to form 
collaborative partnerships to foster increased tourism and economic growth. With this, 
the Market (and respective vendors) will be able to thrive. 
 

Surrounding Businesses 
 
Other businesses might see a farmers’ market as reducing their own economic forecast 
for a year. This is not the case. In fact, both statistics and experience prove that it is to 
every one’s benefit to have more people shopping in an area. This is why there is an 
average of $18.44 spent per person by market visitors in nearby locations.  
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IV.IV Competitive Advantage  
 
The Creston Valley has all the key ingredients necessary to produce a one-of-a-kind 
market. We have locally grown, fresh, and both natural and organic, produce as well as 
farmer direct supplies of meat, eggs, cheese and grains. We also have a multi talented 
group of artisans and crafts persons who have chosen to live and work in our community. 
This community boasts a significant number of talented home bakers and prepared food 
vendors, many of whom take advantage of the local wheats, fruits, and vegetables.  
 
Beyond having a great selection of local product, the Creston Valley benefits from a lack 
of direct competition with surrounding markets. The consumer options for purchasing 
directly from producers is limited to farm gate sales and artisan galleries, which also 
means the producer options to selling directly to consumers is very limited. With the 
geographic limitations of where vendors come from, new vendors are often welcomed as 
increased options for consumer supply rather than threats to existing vendor sales (with 
some exceptions). Since the CVFM is the only market within an hours drive, customer 
loyalty is very important for vendors. The CVFM is committed to working with 
organizations and individuals in the community who are enhancing the vibrancy and 
livability of this region.  
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V. Operations 
 

V.I Legal Structure 
There are two components to the ‘business’ operations of the Farmers’ Market. 

1. The Creston Valley Food Action Coalition (CVFAC) – the non-profit society that 
oversees the operations of the CVFM (among other initiatives) 

2. The Creston Valley Farmers’ Market Committee (CVFM) – which handles the 
day to day activities and ongoing market operations 

 
The CVFM is the working group of people who sets direction and carries out the 
activities of the farmers’ market, but all decisions requiring approval is done through the 
CVFAC. This is a valuable model for operating, as it allows the CVFAC to host a 
number of projects and initiatives (Harvest Share, Farm Fresh Guide, Seed Savers) 
without each individual project needing to be registered as a non-profit society and have 
individual boards of directors. This saves the CVFAC time, energy and money, and 
allows a more coordinated effort to address food security in our community. It also 
allows for the committees of each project to focus just on their initiative without 
excessive energy focused on board level strategies, and overarching organizational vision, 
missions and goals. The CVFAC’s motto is “Let’s Grow, Let’s Eat, Let’s Share”. Each of 
the CVFAC initiatives supports this motto in their own way and together the initiatives 
provide a great synergy for our community. The Farmers’ Market is in direct alignment 
with the constitution of the Creston Valley Food Action Coalition and 3 of its 5 goals. 
 
 The CVFAC is a registered society in good standing with the Province of British 
Columbia. The CVFAC is registered with Canada Revenue Agency and Worksafe BC 
(WCB).  
 
The CVFAC also hires a bookkeeper who takes care of the bookkeeping for all the 
CVFAC initiatives (each initiative pays a portion of bookkeeping fees). 
 
The CVFAC does not charge the CVFM overhead per-se, however, the CVFM provides 
many benefits to the CVFAC and vice-versa. The CVFAC has a booth provided free of 
charge each week at the Farmers’ Market, giving the CVFAC huge visibility and 
connections into the community. The CVFM has also spearheaded hiring student 
employees through grant funding provided by Columbia Basin Trust and the Federal 
Government. These positions are supervised by the market manager, and include duties 
related to the Farmers’ Market and the CVFAC (such as updating the Farm Fresh Guide 
and developing a membership incentive package in the spring of 2012). 
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V.II Operations process 
 
The Farmers’ Market operates every Saturday for eight months of the year, and has added 
a pilot mid-week market for the summer months during the 2011 and 2012 season. 
  

Spring & Summer Saturdays 
  May - September: 8am - Noon at Millennium Park 
 Summer Mid-Week 
  July - September: 3pm - 6pm, Wednesdays at Spirit Square (2011) 
  July - August: 10am - 2pm, Thursdays at Cook Street (2012) 
 Fall Saturdays 
  October - December 10am - 2pm at Morris Flowers and Garden Centre 
 
During the 2011 season, a total of 130 different vendors came to sell their products at the 
market. On average, 30-40 vendors come each week with a range of locally made, baked, 
and grown product to sell at the market. For 33 weeks of the year the market operates on 
Saturdays. Held May through September outdoors from 8:00 am to noon, and October 
through December indoors from 10:00am - 2:00pm. A pilot mid-week market was hosted 
for the 2011 season on Wednesdays from 3:00 pm to 6:00 pm at Spirit Square (downtown 
Creston). Another mid-week market is planned for 2012, but in a different, larger location 
downtown. This market is scheduled for Thursdays from 10:00am - 2:00pm, during July 
and August. The market venue will be in the gravel lot just south of Cook Street behind 
the Chamber of Commerce and Visitors Centre. 
 

V.III Market Locations 
 
The outdoor markets at Millennium Park, Spirit Square and Cook Street are on property 
owned by the Town of Creston. The CVFM has a two-year license of occupation for the 
2011 and 2012 season for Millennium Park to rent the site (Town charges $1/year) every 
Saturday, during the market season (with the exception of needing to work cooperatively 
with the Blossom Festival Association for May Long Weekend.)  
 

Millennium Park 
 
The Millennium Park location has served the market well since moving to the site in 
2006. 
 
Advantages of location:  

• Adequate space for a very large group of vendors (estimated weekly maximum 
vendor capacity is 100) 

• Provides drive-in stalls for vendors 
• Public washrooms available at Millennium Park, along with grassy areas and a 

water fountain inside Millennium Park’s gates 
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• Adequate customer parking 
 
Disadvantage of location: 

• A lack of shade  
• Gravel lot being hard to navigate with walkers, wheelchairs, and strollers 
• Two blocks off the main thoroughfare of town 

 

Spirit Square 
 
The Spirit Square market location was a pilot project for the 2011 season. It was chosen 
as a mid-week market location because it’s located right downtown on 11th Ave, and was 
redesigned in 2008 through the BC Spirit Square initiative celebrating the 150th 
anniversary of BC’s foundation as a Crown Colony. According to the BC Spirit Square 
website, this location has “...wide decorative sidewalks, lighting, trees and site furniture, 
including temporary cast iron posts to shut off the street for community events.” In the 
end, the location did not work for the CVFM.  
 
Challenges with location: 

• Cast iron posts shutting off the square cost too much for town staff to put in each 
week, and the street was cordoned off using saw horse barricades  

• The market location could only host 14 vendors, which forced the CVFM to turn 
away vendors some weeks 

• Vendors were unable to park their vehicles at their stall 
• Difficult to close off the street from public vehicle access 

 

Cook Street 
 
The new Cook Street market location is being used as a pilot mid-week market location 
for the 2012 season. This location will hopefully address some of the above said 
challenges with Spirit Square. It is located downtown, with great visibility from the 
intersection at Canyon St, Cook St, Northwest Blvd and 10th Ave. The Cook Street 
market location was tested out as a temporary market location for the opening day of the 
2012 season (May 5th). After evaluation of how successful the Midweek market is for 
2012, the CVFAC would like to have discussions with the Town of Creston about 
permanently relocating to this location for future years.  
 
Advantages of location: 

• Upwards of 80 market vendors will easily fit into the space 
• It provides drive-in stalls for vendors 
• Provides excellent visibility for traffic driving through town 
• There is picnic table seating at the location 
• Public washrooms are provided by the Chamber of Commerce & Visitors Centre 
• Excellent location for tourists being behind Visitors Centre 
• Ample customer parking is available in the Cook Street public parking lot 
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• CVFAC office space is at Chamber of Commerce & Visitors Centre 
 
Disadvantages of location: 

• A major disadvantage of the space is that it provides no shade from trees or 
buildings 

• The site is a drive-thru for RV parking, but this will be mitigated through putting 
up temporary barricades in the morning (significantly easier than closing down a 
downtown street) 

• Needs more customer seating  
• Power source is currently through running extension cords from Chamber of 

Commerce & Visitors Center  
 

Morris Flowers & Garden Centre 
 
The CVFM has rented Morris Flowers and Garden Centre since the fall of 2009 (previous 
to the CVFAC taking over). Rent for the 2010 & 2011 season was $2500, but has been 
reduced to $2000 for the 2012 season. It is undetermined if this is a viable permanent 
solution for future years.   
 
Advantages of location:  

• Provides a beautiful atmosphere to host the indoor market in 
• The greenhouse ceiling allows plenty of natural light to shine through 
• The greenhouse sells many plants and garden equipment which compliment the 

CVFM vendors products  
 
Disadvantages of location:  

• Limited number of vendors that can fit into the space (throughout October and 
early November there are enough booths, but leading up to Christmas there is 
more demand than space available)  

• Parking is limited in the front lot of Morris Greenhouse; customers park along the 
shoulders of Erickson St. In 2011, the CVFM partnered with the Columbia 
Brewery to provide customer parking (the gates are usually locked on Saturday, 
but a brewery employee came and unlocked the gates each week).  

 

V.IV Safety and Environmental Concerns 
 

Site Safety 
 
The outdoor market locations provide no shade for customers or vendors at the market. 
During the summer months the temperature can climb significantly before noon, which 
does provide some risk to people, especially the young and old. It has been suggested a 
number of times through surveys of customers and vendors that a market location with 
shade trees is most desirable.  
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The other main concern with site safety is the setting up and dismantling of stalls. 
Vendors tend to arrive in a short time frame in the mornings and vehicle congestion can 
become an issue. It is up to the market manager and volunteers to help direct vendors to 
their stalls in a timely and safe manor. This usually requires asking vendors to patiently 
wait a few minutes while the vendor ahead of them parks their vehicle for those vendors 
with car stalls. For the vendors who do not have their vehicles at their stall location, they 
are asked to drive into the market site, quickly unload their goods and immediately move 
their vehicle to the designated parking locations. Vendors do need to be reminded that 
they need to act quickly.  
 
Vendor canopies are to be staked into the ground (both Millennium Park and Cook Street 
market locations are gravel lots) or secured with concrete blocks, sand-filled jugs, etc. On 
especially windy days, vendors may take their canvas tops off their canopy frames to 
prevent them from blowing away even while secured into the ground. Under no 
circumstance may a vendor start to take down their canopy and frame while the market is 
operating, unless the alternative presents are more significant safety concern. In addition, 
if a vendor sells out of their product part way during the market and wishes to leave, they 
may put up a ‘Sold Out’ sign at their booth, leave their canopy and table and return at the 
end of the market day to clean up.  
 
Some vendors require access to power for their stalls. There are specific stalls marked 
that have access to power, and they may only set up in those designated locations (unless 
they supply their own power via a generator). No power cords are permitted to run 
through the market as it is a tripping hazard.  
 

V.V Market Equipment and Office 
 
The Farmers’ Market does not require a significant amount of equipment for it’s current 
operations. All market equipment is stored in a shed at the Millennium Park location. 
Most vendors bring all they require to set up their booths. The market provides chairs, 
tables and umbrellas for market customers. The CVFM rents out canopies and tables on a 
weekly basis to vendors ($5-$10/week) for those vendors who do not have their own.  
 
An office location is provided for employees of the CVFAC at the Chamber of 
Commerce & Visitors Centre located at 121 Northwest Blvd. This office location is in an 
ideal location as it provides the opportunity to connect with other non-profits who are 
located in the same building, meeting space provided free of charge, and 
photocopying/fax service (charged for photocopying). The office space is adequate for 2-
3 staff members (depending on full-time or part-time work and chosen office hours). 
Some office equipment was included with renting the space, which consisted of two 
desks, chairs, and two filing cabinets. During the 2010 and 2011 seasons, the market 
manager has used her own computer and cell phone for market operations (paid for solely 
by manager). However, starting for the 2012 season, the CVFM will cover the cost of a 
cell phone for the market manager, and a computer needs to be purchased for CVFM 
business. 
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V.VI Staffing, Board and Committee 
 

CVFAC Board 
 
The CVFAC Board also meets once a month, and provides high level guidance to the 
CVFM. Their roles are to: 

• Oversee all market activities  
• Approving any expenditures over $500 
• Signing cheques and agreements 
• Ensuring adequate insurance is in place 
• Work with the general CVFAC membership to set direction and goals for all 

CVFAC projects 
• Establishing policies for all CVFAC projects 
• Approve annual budgets for all CVFAC projects 
• Negotiate employee contracts and deal with any issues related to employee 

performances 
• Networking within the community  

 
The CVFAC board is working towards being able to hire an executive director, which 
will help with some of the tasks that were undertaken by the first farmers’ market 
manager. This will help CVFAC projects to become more integrated and coordinated, 
and allow the market manager to focus simply on the operating tasks of the market. Some 
of the tasks that would be passed onto a CVFAC general manager include applying for 
grants, strategic planning, and networking within the community. The CVFAC general 
manager would be responsible for supervising the market manager and assisting with 
additional tasks at the market. One of the challenges with developing this position is that 
the CVFAC does not have a source of income to cover wages for this position and it 
would be reliant on grant funding. The long-term goal would more projects of the 
CVFAC would become social enterprises and a portion of their revenue would help fund 
a CVFAC executive director.   
 

CVFM Committee 
 
The CVFM Committee meets once a month to provide direction and assistance to the 
market manager. The committee provides a critical support role to the market manager 
and is a significant part of the success for the CVFM. Their role is to: 

• Help with brainstorming and problem solving for the market 
• Individuals on the committee to take on tasks as their volunteer time permits 
• Assist with coordinating any vendors meetings which provide an opportunity for 

meaningful input from vendors 
• Work with market manager to develop consistent procedures 
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• Assist in developing market rules, conflict resolution procedures and vendor 
selection criteria 

• Provide recommendations to CVFAC board for market goals and direction, and 
help monitor progress towards targets 

• Networking within the community (i.e., Rotary luncheons, Chamber meetings, 
other community meetings) 
 
 

 
Figure 2: CVFAC Organizational Chart 

 

CVFM Staff 
 
The market manager is currently a permanent part-time employee of the CVFAC. When 
the CVFAC obtained management of the CVFM the market manager was hired on a 
contract basis for one year. For the 2011 season, this was modified to be consistent with 
the employment structure of another project the CVFAC operates (Harvest Share 
program).  
 
The market manager oversees the day-to-day operations of the Farmers’ Market and 
reports to the CVFM committee and CVFAC board. The number of hours for the market 
manager varies between 18-30 hours a week during the market season, and some time is 
required outside of the market season. The highest numbers of hours are required during 
July and August, which sees the highest number of vendors and customers per week. The 
summer months are also when the mid-week market is operating. The fewest number of 
hours are required during October - December with the set-up being minimal in Morris 
Flowers and Garden Centre (approximately 18-20 hours per week). During the market 
season, wages have been paid entirely through vendor stall fees. From January through 
April while no market is running, the market manager is still needed behind the scenes. 
This is the peak planning time for the market, and requires 10-15 hours of work per week.  
 
During the summer season, an additional part-time staff person would be beneficial. 
There is a significant amount of work required for setting up and taking down the market, 
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and an additional set of paid hands would lighten the load on volunteers. Also, having a 
paid person to staff the CVFAC booth at the market would provide consistency at that 
booth for the information being provided, and also reduce a large amount of volunteer 
time. There is also a great desire to provide more kids activities at the market, and this is 
an area where another staff person could be of great help, especially a post secondary 
student who is pursuing an education in that field. 
 
The task list for the market manager is included in the appendix.  
 

Bookkeeper 
 
The bookkeeping of the Farmers’ Market is carried out by a paid bookkeeper hired by the 
CVFAC, who handles all the CVFAC operations. Currently, the CVFAC is not required 
to file taxes with Canada Revenue Agency. 

 

V.VII Capacity 
 
The capacity of the CVFM is limited by a number of factors: 
 

Vendor and product mix  
 
The vendors have increased significantly over the past two seasons in all areas (produce, 
baking and prepared foods, arts and crafts). The focus over the coming seasons needs to 
be encouraging more vendors with shoulder season produce, value added products, and 
food concession vendors. The CVFM committee has had a meeting with Kootenay 
Employment Services and Community Futures about the niche areas the market needs 
fulfilled by new vendors, in hopes that they can encourage entrepreneurs interested in this 
field to pursue these market areas.  
     

Site limitations  
 
The existing sites have some limitations that have been discussed in previous sections. 
Morris Flowers and Garden Centre is limited by both space for vendors and parking. The 
parking was being addressed with space provided by the Brewery, but that is reliant upon 
a staff person from their business to open the gates, and it is unknown as to the long-term 
sustainability of that. The space for vendors increased slightly from 2010 to 2011, but 
there is always more demand than space from November onwards. The CVFM should 
look at increasing the stall fees or jurying product for the November and December 
markets at Morris Flowers & Garden Centre. 
 
The main site limitation with Millennium Park is simply the visibility of the market space, 
which reduces the number of drop-in shoppers who were not intending to attend the 
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market. This would easily be addressed through moving the market location to Cook 
Street.  
 

Seasonality  
 
Based on discussions with vendors at the close of the 2011 season, there is a great 
demand to host a year-round market. The biggest hurdle with doing so is having a space 
for the market to operate in town. Morris Flowers and Garden Centre is not available 
January through April, and the only other rental space currently available in town is the 
Creston and District Recreation Centre, but the only space large enough for the market is 
simply too expensive for the CVFM to rent ($235/week). 
 
The other potential indoor market location is in the basement of the Chamber of 
Commerce and Visitors Centre. Unfortunately, the basement does not have any natural 
light, has low ceilings and is in need some remodeling. However, the space would be 
affordable and convenient for vendors and shoppers alike.   
 

V.VIII Sales & Marketing Plan 
 
The CVFM has developed a duel approach marketing plan: one plan for vendors of the 
market, the other for shoppers at the market. The vendors are the only ‘paying customer’ 
of the CVFM currently, but the CVFM is responsible for marketing to bring shoppers to 
the vendors.  
 

Vendors 
 
The CVFM sells vendors a space to sell their product directly to consumers at a weekly 
market place. All vendors must become annual members of the CVFM and pay a stall fee. 
Currently the CVFM stall fees range from $15-20 a week, which places this market in the 
middle range for stall fees compared to the other Farmers’ Markets in the Kootenay 
region. New vendors generally find out about the market through word of mouth, website, 
media coverage, and attending the market themselves  
 

Increasing the number of vendors 
 
When the CVFAC took over operating the market, there were about a dozen regular 
vendors from previous seasons who kept coming to the market. A significant number of 
those individuals still come to the market on a regular basis, however, a few of them are 
wanting to slow down because of their age. Unfortunately, these vendors are also selling 
most of produce at the market, which is a risk for the CVFM as these vendors retire.  
 
In the past two years a huge number of individuals have started to sell at farmers’ markets 
for the first time. Some of these are include artisans who have home studios, and they use 
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the market as an advertising and sales outlet for their product. Others sell agricultural 
products, and have in operation for a number of years but never found it financially worth 
their while in sales to participate until recently. Then there are a number of new 
enterprises that have started because farmers’ markets represent a low-risk, low-barrier 
entry point in the marketplace to test out new products. Recognizing the range of reasons 
how vendors get started at the market is important so the CVFM Committee and market 
manager can help guide these new vendors through getting established at the market and 
ideally turning them into regular, full-time vendors.  
 
 

Strategies to increase the number of vendors  
 
Improving the existing vendor booths and expanding the number of vendors in specific 
niche markets is important for the development and sustainability of the CVFM and 
broader Creston Valley. Furthermore, educating the vendors on how to most effectively 
market their product is a role the CVFM can take on to support the vendors. One such 
workshop has already been hosted in the spring of 2012 at the College of the Rockies 
(COTR). A previous local art gallery owner and artist taught a course about setting up an 
effective booth in a market setting; it is anticipated this course will be available on a 
reoccurring basis. A benefit through hosting courses in this manor is COTR handles the 
registration, room booking, payment of instructor, advertising, and the CVFM is able to 
recruit participants. 
 
Other strategies to encourage new vendors to sell at the CVFM are outlined on the 
following table. 
 
Strategy Estimated Cost Feasibility 
Presentation to those interested in starting being a 
vendor at the market (share data collected by 
BCAFM on farmer vendors) 
• Give presentation at Arts Council meeting 
• Presentation to Community Futures and 

Kootenay Employment Strategy to those 
who are interested in starting a new 
business 

• Presentation at College of the Rockies open to 
the public 

Staff time 
 
Estimated wages 
needed: $500 

good 

Print information about becoming a vendor 
• Blog posts on CVFAC website 
• Info sheet on CVFM website and at market 
• A ‘new vendors checklist’ of what to bring to the 

market 
• Articles/ media release for local media outlets 

(Advance newspaper, I Love Creston 
Magazine, Lower Kootenay Band monthly 

Staff time 
 
Estimated wages 
needed: $200 

good 
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newsletter) 
 Recruit vendors to fulfill unmet product demand at 
the market 
• Outline any regulatory requirements for products 
• Meet with employment agencies in the 

community to make niche needs known 

Staff time 
Estimated wages 
needed: $200 

good 

 
 

Marketing towards shoppers 
 
Part of the expectation from vendors is that the CVFM will advertise the market as a 
whole to attract a wide variety of customers. This is essential to the success of the 
Farmers’ Market. The BCAFM has provided a profile of Market Customers to help BC 
farmers’ markets and their vendors understand who shops at markets.  
 
They found that 92% of market customers say that buying directly from farmers is 
important to them, and almost 50% of survey respondents visit farmers’ markets multiple 
times a month. As summarized in the appendix, the CVFM also found that the top reason 
for shoppers visiting our market is to buy locally grown produce, and most visit the 
CVFM almost every weekend. The CVFM has also found that the number of regular 
shoppers at the market has increased significantly over the past two seasons, as noted by 
the increase in customer numbers at the market. Additionally, the primary way that 
people hear about the market is through word of mouth, and the next most frequent 
reason is happenstance. One of the least frequent responses of how customers heard about 
the market was through paid advertising. 
 

Social Media 
 
With word of mouth advertising being the most popular way for people to hear about the 
market, using online social media is one of the most effective ways to promote the market 
on a limited budget. Social media sites such as Facebook, Twitter, eNewsletters and the 
websites only use staff time to promote the market to a huge audience, without it being 
traditional advertising to consumers. It allows customers to actually interact in a two-way 
dialogue and information sharing with the CVFM which also helps the market achieve 
it’s educational goals. The number of CVFM ‘likes’ continually increases with regular 
posts on the Facebook page, which increases the reach the CVFM has. In addition, over 
65% of the users with the Facebook page are in the 25-54 age range, which represents the 
largest segment of shoppers at farmers’ markets throughout the province.  
 
To date, there has been no eNewsletter to shoppers at the CVFM. It is recommended to 
initiate a monthly or bi-monthly eNewsletter to subscribers announcing produce coming 
into season, providing snapshots of vendors, along with recipes, or other educational 
tidbits.  
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Figure 3: Facebook statistics 

 
 

Traditional paid advertising 
 
With word of mouth being the most popular way people hear about the CVFM, there 
should be limited emphasis on using paid advertising strategies. Ongoing surveys of 
customers are critical in understanding how and where people hear about the market and 
paid advertising placements should be adjusted accordingly.  
 
Some paid advertising placements are the way to receive editorial space in publications, 
and this is important because it gives more depth into the CVFM beyond a few square 
inches of real estate on a page. The primary outlets for advertising to tourists are through 
the Visitors Guide and Visitors Choice publications, which provide editorial write-ups on 
the CVFM. The I Love Creston Magazine features a ‘locally grown’ ad section 
throughout the months of June through October with fruit and vegetable ripening dates. 
They also provide editorial space for the CVFM. The local newspaper provides frequent 
stories about the CVFM and has been a huge supporter of promoting the market. The 
publications should be the paid averting priority for the market, reaching both tourists and 
local shoppers of the market.  
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Summary of Marketing Opportunities 
Placement Cost Frequency Target Market Total Cost 
Newspaper 
Display ad 
(colour) 

$100/ 
insertion 

8 times 
through market 
season 

local customers and 
vendors 

$800 

Newspaper 
classified 

$20/ week full market 
season 

local customers and 
vendors 

$650 

I Love Creston $30/ 
month 

May - October local and tourist 
customers and local 
vendors 

$150 

Fun Pape $56/ 
month 

monthly local customers and 
vendors 

$448 

CIDO radio $75/ 
month 

monthly local customers and 
vendors 

$600 

Facebook / 
Twitter 

Staff time 
- 3 to 5 
hours per 
week 

daily local and tourist 
customers and local 
vendors 

Staff time  

eNewsletter Staff time 
- 8 hours 
per month 

monthly local and tourist 
customers and local 
vendors 

Staff time 

Rack Cards $500 / 
1000 cards 

annual tourist customers $1000 

Pennywise $250 annual tourist customers $250 
Visitors Guide $300 annual tourist customers $300 
Visitors Choice $300 annual tourist customers $300 
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VII. Social Outcomes 
 
As described throughout the business plan, the CVFM is a community gathering place 
where people can gather, share and learn from each other. Providing such a venue in the 
Creston Valley is critical to enhancing the social wellbeing of our community. The 
CVFAC also benefits from operating the CVFM because of their initiatives and projects, 
because this is the single most recognized one and mostly widely participated in.  
 
It is not enough to simply state that farmers’ markets do good for our communities. There 
must be methods and indicators to track the success and find opportunities for 
improvement. To this end, the CVFM will be participating in a pilot study through 
VanCity Community Foundation that is developing an on-line toolkit to make it easier for 
farmers’ markets to demonstrate the difference they make in their community. This 
toolkit will have the measurement tools and evidence to create a ‘snapshot’ of their 
market which will allow markets to understand and better communicate the value of the 
market. Through this, the market will track and measure their social and economic 
impacts to be able to effectively communicate this to their boards, their vendors, their 
customers, investors, policy makers, and other community members.  
 
At the point of writing this business plan, the indicators to be measured by this pilot 
project are still in development. Below is a snapshot of what will be tracked. The 
indicators are grouped into a broad hypothesis about what farmers’ markets contribute to 
the community, with other assumptions, and then how these indicators plan on being 
tracked. Below is an outline of these draft indicators. Note that some of these indicators 
will be measured by the farmers’ markets themselves, while others will be done through 
external research and completed by the VanCity team. 
 
Through participating in this pilot project, the CVFM will be able to develop a 
benchmark and snapshot of how this specific market compares to other markets around 
the province. It also provides the opportunity to work on collaborative strategies with 
markets in BC to find solutions to common issues and problems.  
 

VII.I Indicators  
 
Main 
Hypothesis 

Assumptions Method of measurement 

Farmers’ 
Markets build 
strong local 
economies 

When produce is 
grown and purchased 
locally, the money 
remains in the 
community and 
stimulates local 
economy 

• “Efficiency ratio” of market operating 
budget to total annual sales to show 
that modest market expenses stimulate 
local economy 

• Surveys to local businesses and 
residents 
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FMs increase 
spending among local 
businesses 

• Calculate number of shoppers in 
surrounding market area and track 
spending 

• Measure number of dedicated trips to 
market by customers 

FMs put more money 
into the pockets of 
farmers 

• Farmers/vendor surveys of total sales 
at market 

FMs provide new or 
small businesses space 
to develop and grow 

• Calculate number of businesses created 
and sustained from starting at market 

• Track market products spreading to 
other retail outlets 

• Vendor surveys and interviews 
FMs are a good value 
and not overpriced 

• Pricing levels compared to retail 
• Measure cost of ‘basket of goods’ 

FMs provide 
employment 
opportunities  

• Measure number of jobs 
created/sustained through direct 
collection and farmer/vendor survey 

Farmers’ 
Markets 
promote 
sustainable/ 
responsible 
agricultural 
practices 

FMs increase 
biodiversity 

• Track number of vendors with organic, 
biodynamic practices and certification 

• Track vendors that sell heritage 
varieties 

• Track variety of food available to 
consumers 

• Through farmer/vendor surveys 

FMs provide safe and 
healthy food choices 

• Correlate fresh produce in diet with 
positive health outcomes 

• Measure number of plastic bags saved 
at market (number of customers using 
their own) 

Farmers’ 
Markets 
increase food 
security 

FMs support value-
added activity 

• Track types of products sold by 
vendors 

• Data from market manager 

FMs help preserve 
local farmland 

• Track # of acres cultivated by vendors 
for product brought to market 

• Track % of farm income from market 
sales 

• Through farmer/vendor surveys 

Buying locally grown 
produce encourages 
regional farming 

• Compare policies for market 
boundaries 

• Look at local support for agricultural 
plans and regional food plans 

FMs are places where 
the public learns about 

• Customer surveys on why they shop at 
FMs 
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where food comes 
from 

Farmers’ 
Markets 
strengthen 
civic 
engagement 

FMs build trusting 
relationships  

• Measure number of market-level 
partnerships with other civic groups, 
links to community events/ 
sponsorships/ partnerships 

 FMs are inclusive and 
accessible to a diverse 
range of people 

• Track customer demographics 

Operational 
success factors 
for Farmers’ 
Markets 
(internal) FMs need to be 

financially sustainable 

• Analyze profit and loss statements 
• Track customer spending & 

demographics 
• Percent of expenses covered by 

operating revenues 
• Amount of market expenses per 

customer/ per vendor 
• Benchmark P&L (% basis) from 

provincial aggregate 
FMs need to foster 
relationships with 
farmers/vendors for 
right product mix 

• Measure product mix 
• Vendor surveys 

Organizational 
capacity and 
leadership 

• Measure volunteer and staff 
engagement 

• Number of active board/ staff members 
• Number of years operating at current 

location 
• Vendor turnout 
• Number of employee/ volunteer hours 
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VIII. Financial Statements 
 
These financial documents have been developed on the principles of creating a Blended 
Value Farmers Market, where goals are measured on mission objectives as well as 
financial objectives.  One outcome of these principles is the non-cash activity of In-Kind 
Contributions and Hidden Costs are included as part of the Cash Flow forecast because of 
the potential impact they could have on the enterprises’ operations should those 
circumstances vary. 
 
The financial information is comprised of a series of documents which can be found in 
the appendix. 
 

Cover Sheet 
This document provides a brief summary of background information that pertains to the 
financial projections found in the financial spreadsheets. 
 

Sales Forecast 
The Sales Forecast provides a breakdown of the pricing of the services provided to the 
vendors as well as the assumptions of the number of vendors participating in the market 
between 2012 and 2014. 
 
Currently sales revenue is generated in three forms: 

• An annual membership fee to the vendors. 
• The sale of ‘stall space’ at the Saturday and Mid-Week markets to the vendors 
• Rental of tables and canopies to the vendors when requested 

 
The pricing for these services have been based on a comparative review of what is 
charged in other Kootenay Farmers Markets according to research conducted by Rima 
Kuprys and Tamara Movold in 2011. Refer to the tables on Page 25  in the Vendors Fees 
Section and Page 27 for the comparative review on other Farmer Markets stall fees. 
 

Overhead Forecast  
This document provides a listing of the overhead expenses and the assumptions that have 
made in relation to identifying the cost of those expenses. 
 

Break Even Analysis 
Using a break even analysis formula it has been calculated that $36,949 is required in 
sales to cover the expenses for 2012.  Sales estimates for 2012 total $27,581 however a 
number of grants have been received to a total Cash In-Flow of $43,661.  Grant income is 
36% of the total revenue for 2012.  
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Cash Flow –Year 1 Projected 2012 
This spreadsheet has been developed to separate the different types of Cash In-Flow and 
Out-Flow as well as summarize the 2012 financial activity with a Reconciliation of Cash 
Flow. 
 
Mission Income  
Mission income is the income received that is related specifically to supporting the social 
objectives of the CVFM. Currently mission income is 36% of the total revenue and it is a 
goal of the CVFM to become less reliant on this type of revenue source.  For 2012 the 
Mission Income includes:!

• $1360!from!CBT!for!Student!grant!(part%time!student!employee!for!the!period!of!
January!to!June,!split!50/50!with!CVFAC/CVFM)!

• $6,600 from a B.C. Gaming Grant that subsidizes office rental & wages. !
• $5,023!is!for!the!Market!Assistant!wages!paid!through!Canada!Summer!Jobs!

grants!for!the!period!of!May!to!August.!
• $3199.75!from!Community!Initiatives!funding!for!canopies!and!tables!!
• $700!May!Long!weekend!from!a!children’s!activities!fundraiser!

 
Expenses 
The cash expenses incurred by CVFM have been calculated in the following manner: 

• Fixed Business Expenses: Direct Costs and Indirect costs 
• Variable Business Expenses 
• Mission Expenses 

!
At!this!time!there!has!been!no!financing!required!related!to!the!development!and!
operation!of!CVFM.!
!
Mission Expenses 
As indicated in Section VII, Social Outcomes, the CVFM is just beginning to identify and 
analyze their social or mission income and expenses.  As this aspect is developed the 
financials will be set up to separate the business activity costs from the mission activity 
costs.   
 
Capital Activity 
The market has been in operation for a number of years and capital expenditures such 
tables and canopies have been purchased.  A long-term goal of CVFM is to establish a 
permanent setting to operate an all season market; if this concept was to move forward it 
could require the purchase of building.  If this decision is approved a revision to the 
Financial Statements will be required.   It is budgeted to purchase a computer in 2012. 
 
Reconciliation of Cash Flow 
 Based on an Opening Cash Balance of $2,000 for 2012, the projected Closing Cash 
Balance for 2012 is projected to be $ 10,469. 
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In-Kind Contributions and Hidden Cost Activites 
The non-cash contributions that are essential to the successful operation of the CVFM 
have been identified. These contributions have been monetized at the following values: 

• Volunteer Hours - $15hr x 282 number of hours (10 volunteer hours in April, and 
8 hours per week May through December) 

• CVFAC Board and CVFM Committee hours - $15/hr X 480 number of hours (5 
board members and 5 committee members, each providing 4 hours per month) 

• Chamber office space subsidy - $75 per month for 12 months 
The In-Kind Contributions have been accounted for to recognize the ‘true value’ of 
contributions that are required to successfully operate the CVFM.  
 
Hidden Expenses 
These are resources used or costs incurred in the normal course of business that are not 
directly paid for by CVFM.  These hidden expenses are a mirror reflection of the In-Kind 
contributions, resulting in a zero sum, but they have been recognized and accounted for in 
order to reflect the ‘true cost’ of operating the CVFM.   
 

Cash and In-Kind Activities-Year 1 
The information in this document demonstrates the projected sustainability measure of 
the CVFM based on the combined monthly totals from the Cash Flow document and the 
In-Kind Contributions/Hidden Expense document.  It also provides a monthly breakdown 
of the percentage each Income source and Expense type contributes to the total monthly 
values. 
 

Cash Activities – Years 2 and 3 All Scenarios 
Using the projected year-end figures from the 2012 Cash Flow Document financial 
outcomes are projected for Year 2, 2013 and Year 3, 2014 under three different scenarios. 
 

• Projected – also considered to be the most realistic view.  Sales are projected to 
increase by 10% and the number of vendors will increase by 5%.  The figures in 
the Sales Forecast document reflect these changes. The Mission Income will 
remain the same and all expenses increase by 4%.  

 
• Best Case – or expansion, where sales increase considerably by 30%. Mission 

Income decreases by 30% and costs increase slightly (4%). 
 

• Worst Case – sales drop by 15%, Mission Income decreases by 15% and costs 
increase by 8%. 

 
 Note 1: in Year 3 Sponsorship revenue of $7,500 has been added in all 
scenarios. 
 Note 2: there have been no capital purchases allocated in 2013 or 2014 
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A Reconciliation of Cash Flow for each year and the various scenarios is also provided in 
this document. 
 
 

Financial Goals 
The overall financial goal is to be self-sufficient for day to day operations.  Based on 
2012 cash flow projections the dependency on grant funds is 36% of total revenues, not 
including the In-Kind Contributions. The following objectives have been identified to 
increase the level of self-sufficiency and are the basis for the estimates in increased sales 
for 2013 and 2014: 

 
• Increase the number of vendors by 5% in 2013 and another 5% in 2014. 
• Develop a sales plan that will identify additional revenue sources for both 2013 

and 2014 that will increase sales volumes by 10% in 2013 and 15% in 2014. 
• Develop sponsorships in 2013 and launch in 2014 to a value of $7,5000.   
• Increase shopper visits by 2% each year. This will not directly impact the revenue 

earned by the CVFM, but will support the justification of increasing an annual 
increase in the vendor stall fees as an increase shoppers should mean an increase 
in sales for the vendors.   
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IX. Conclusions & Recommendations 
 
The CVFM over the past two years has worked hard to build a foundation that will 
benefit the overall well-being of the Creston Valley economically, socially, and 
environmentally.  
 

IX. I Financial Recommendations 
 
The market has experienced a tremendous amount of success in the past two seasons, 
increasing revenue generated by stall fees from less than $2000 annual to over $22,000 in 
less than two years. Simultaneously, the operating budget for the market has also 
increased significantly with the hiring of a paid manager, office space, bookkeeping, and 
other operational expenses. The revenue brought in by the market must cover the 
operational expenses of the CVFM. Grant funding will still be used for special market 
activities, events, and campaigns, but the market functioning at a basic level must be 
sustained by non-grant sources.  
 
The goals are two-fold. The CVFM needs to increase revenues and increase the shoppers 
to the market (so we can demonstrate to the vendors – the CVFM’s paying customers - 
the value/benefits we create for them).  
 
The overall financial goal is to be self-sufficient for day-to-day operations.  Based on 
2012 cash flow projections the dependency on grant funds comprises 38% of total 
revenues.  The following objectives have been identified to address the goal of self-
sufficiency.  
 
Goals  

• Increase shopper visits by 2% each year. This will not directly impact the revenue 
earned by the CVFM, but will support the justification of increasing an annual 
increase in the stall fees as an increase shoppers should mean an increase in sales 
for the vendors.   

• Increase the number of vendors by 5% each market day in 2013 and again in 2014.  
• Charge a higher staff fee for the Christmas market, effective Nov/Dec 2013. 
• Develop sponsorships in 2013 & launch in 2014 to a value of $7,5000.  Increase 

in dollar value by 25% for the 2014 market year. 
• Establish a no-show policy for 2013. 
• Develop and implement a plan to increase revenues and find new sources of 

revenue for both 2013 and 2014. 
• Operate a monthly market from January-April  2013 and a bi-monthly market in 

2014 for the same time period. 
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Other options for increasing revenue and/or decreasing expenses include: 
• Re-hire market manager as contractor, which will reduce employee remuneration 

expenses to government and reduce bookkeeping fees  
• Eliminate renting office space or find space that is substantially cheaper 
• Find new location for Fall market other than Morris Flowers & Garden Centre 

that is more affordable 
  

IX.II Market Operations Recommendations 
 
This business plan strongly supports the moving of the Millennium Park markets to the 
lot on Cook Street staring in 2013. This negotiation needs to happen with the Town of 
Creston and will need to be finalized by early fall 2012. As discussed throughout the plan, 
this site offers adequate space for upwards of 80+ vendors to set up, is on a major traffic 
thoroughfare, which will attract more shoppers, and provides a convenient location for 
public washrooms and tourist information at the Chamber of Commerce and Visitors 
Centre. It would also eliminate the desire for a cash machine on site due to the close 
proximity to downtown ATMs.  
 
The CVFM and Chamber of Commerce should also investigate the possibility of hosting 
the Winter (and possibly the Fall) market in the basement of the Chamber. This venue 
would be considerably more affordable for the CVFM than Morris Flowers and Garden 
Centre on a weekly basis. However, the basement is in need to significant renovations 
that would be dependent upon grant funding. This idea needs to be looked at in more 
detail with a plan put together by both the CVFM and Chamber.  
 
Increasing the number of markets throughout the year will increase the revenue coming 
in through vendor stall fees. An assessment of how much staff time versus income needs 
to be examined at the end of each new market. However, the market does play an 
important role in the community, and in addition the evaluation should include analyzing 
the social components as well.  
 
The market needs to increase and diversify the customers attending the market, and 
specifically focus on the 25 – 65 age range. Advertising strategies targeting this 
population include social media, and the market should continue utilizing the website, 
Facebook and Twitter, along with incorporating an eNewsletter for customers.  
 

IX.III Overall Viability of CVFM 
 
There is a strong community support for the CVFM that has developed over the past two 
years, including support from vendors and customers, local politicians, local businesses 
among others. However, there needs to be a strong examination at the end of the 2012 
season to assess the financial viability of the market to determine in what capacity it can 
continue to operate in. Without addressing the reliance on grant funding, the market is not 
sustainable in the long term, and may need to be operated in a reduced capacity or taken 
over by a different organization or individuals.  
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X Appendix 
 

Market Manager Tasks 
The market manager carries out tasks during the week during the market season (May - 
December), including: 

• Operating the market under all applicable laws and guidelines (town by-laws, 
health regulations, BCAFM regulations, etc.) 

• Booking vendors, 
• Receiving applications, 
• Coordinating entertainment and volunteers, 
• Receiving and calculating stall fees and depositing all monies into bank account 
• Submit by-monthly weekly income reports to CVFAC bookkeeper (at same time 

as submitting timesheets) 
• Advertising, and promotion 
• Communicate with vendors and customers via email, social media, telephone, etc. 

 
Each market day, the manager is responsible to arrive 1.5 hours before the start to the 
market. 
Before market opening at Millennium Park: 

• Set out the five sandwich board direction signs and market parking sign 
• Unlock Millennium Park front and side gate 
• Check washrooms and park for vandalism, call after-hours town receptionist if 

any issues, 250-428-3450 
• Unload equipment out of shed and distribute tables and canopies to vendors who 

are renting them 
• Direct and assign vendors to their stalls 
• Put up CVFAC & CVFM banners on front fence at Millennium Park 
• Set out customer seating (tables, chairs, umbrellas, lounge chairs) after all vendors 

along fence line are in place 
• Set out garbage and recycling containers 
• Assist with setting up CVFAC booth 

     
Before market opening at Cook Street: 

• Set out the five sandwich board direction signs and market parking sign 
• Unload equipment from basement of Chamber of Commerce and distribute tables 

and canopies to vendors who are renting them 
• Direct and assign vendors to stalls 
• Put up CVFAC & CVFM banners on fence along Northwest Blvd 
• Put up barricades (supplied by town) at end of each market with shorter CVFM 

banners attached on them 
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• Set out recycling containers 
• Assist with setting up CVFAC booth 

 
Before market opening at Morris Flowers and Garden Centre: 

• Set out the five sandwich board direction signs and market parking sign 
• Direct and assign vendors to stalls 
• Set up tables and chairs for customer seating 
• Assist with setting up CVFAC booth 

 
While market is open: 

• Collect stall fees from vendors (visit each booth) 
• Collect feedback from vendors, including settling disputes and complaints in 

market (and take forth to CVFM committee or CVFAC board when necessary) 
• Enforce all market rules, regulations, ordinances and codes 

     
At end of market: 

• Clean up all market equipment and repack into shed 
 
Market Manager tasks off-season (January - April): 

• Prepare a year-end report with total number of vendors, weekly number of 
vendors, final budget, customer statistics, and future recommendations. 

• Present year end report to CVFAC membership and CVFM vendors 
• With CVFM committee and CVFAC develop next season’s budget 
• Apply for grants 
• Attend BC Association of Farmers’ Market annual conference (funding 

permitting) 
• Help organize and run Creston Valley Home and Garden Show booth for CVFAC 
• Determine next year market dates and locations 
• Obtain License of Occupation with Town of Creston, Morris Flowers and Garden 

Centre (or other indoor market location chosen) 
• Update vendor application forms 
• Advertising and promotions (outlined in marketing section) 
• Update website and ongoing social media promotion 
• Contact vendors and arrange pre-season vendors meeting  
• Coordinate vendors and volunteers for first day of market 

 
It is expected that any employees of the CVFAC above and beyond their job descriptions 
will: 

• Maintain a neat, tidy and clean appearance 
• Not smoke on the job 
• Have a mature attitude 
• Have good people and communication skills 
• Have good organizational, leadership and decision making skills 
• Be reliable, punctual and able to work without direct supervision 
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• Have basic computer skills including familiarity with email, word processing, and 
spreadsheets. Having publishing skills for ad layout and ability to manage the 
website will be seen as a bonus. 

• Be completely trustworthy and able to manage money 
• Perform and fulfill all duties and not cause any harm, injury or ill behaviour to 

damage the reputation of the CVFAC and CVFM 
• Have FoodSafe and MarketSafe certification 
• Have basic first-aid certification 

 
 

Volunteer Program  
Define where volunteer help is needed and at what times. Bite size commitments are 
more appealing than long term commitments.  
 
Look at untapped resources for assistance.  
Students: High school students are required to complete a certain number of service 
hours in the community. 
 
Retirees: With the increasing number of new, younger retirees moving to the Creston 
Valley, there is an opportunity to attract these able bodied individuals to volunteer their 
newly found free time to the Market. By offering these new residents an opportunity for 
immediate involvement and an immediate venue for learning about the community and 
meeting new local friends quickly, the Farmers’ Market can continue its role as a social 
hub and provide fulfillment for people who are no longer working, but may still want to 
contribute their time. The lure of volunteering is that, if promoted and managed properly, 
it allows people to have fun, but also contribute their time effectively and with purpose.   
 
Volunteer Incentive: Although the payment of service hours and the good feeling 
received from helping out are immediate incentives to entice the help of potential 
volunteers, it is important to consider what other perk or benefit the Market may offer to 
committed volunteers. Such examples include extra produce that farmers may throw out 
anyways at the end of the day, a volunteer tent to give volunteers (as well as other market 
staff) a little break area with free coffee/snacks/water station, and a ‘market bucks’ 
honorarium. 
 



Qualitative Research data collected during the 2011 Summer Market Season at the CVFM 
Note: This was not a scientific study. Numbers indicate how many gave similar answers. Comments of interest are 
called out below general responses.

How did you hear about the CVFM?
Word of mouth 28 
Everyone talks about it. - Friend called me to come with. - How can you NOT hear about it?
Happenstance 13
Drove-by. - Passing through on the way to the Ferry. - Luck.
Live in the area 11 
It is across the street from my house! - I come often. - I’m a local!
Been coming for years 8 
Was supportive since its inception. - Used to be a vendor.
Street Signs 7 
The vendors 4
The Creston Valley Advance 4
Advertisements 4
Farm Fresh Guide 4
Organizations 4 
Chamber of Commerce, Food Action Coalition

What was the primary reason for visiting?
Fresh Local Produce 33 
Leafy greens shopping. - Love local produce! - Produce hunt. - Cabbage for cabbage rolls. - Raspberries!
Curiosity 10 
Something different. - See what you have each week.
Socialize 9 
To receive hugs.
Atmosphere 7 
Love markets! - Freshness. - It smells yummy! - See the local talent!
To browse 6 
Happened to be in town, closer than Bonners.  
Food (in general) 6 
Meat. Looking for farm eggs.
To shop 5
For dessert 5 
To get a donut. - Sticky buns!
Looking for unique gifts 3 
Looking for Creston-made gifts. - Hand cream. - To see what there is for jewelry.
Wanted to get out 2
I’m vending! 2 
Preserves 1



What is your favorite thing to do at the market?
Browse 35
See what’s new. - See my friends. - Free samples. - See handmade goods. 
Shop! 25
Socialize 23 
People watch. - Shmooze. - Meet people from different backgrounds. - Meet the people who produce the food. 
Eat and Drink 7
Hot chocolate from Conspiracy Cafe
Live entertainment 4
Inspiration 3 
Get ideas for my own garden. - The people, the fresh, the arts, the music!
Get baked goods 3
Banana bread. - Cupcakes. - Eat yummy homebaked stuff.

What do you typically buy at the market?
Produce 73
Produce I don’t already grow. - Unusual produce. - Fruits and veggies that are in season. - Berries!
Baked Goods 25 
Donuts! - Nora McDowell’s Baking.
Arts & Crafts 18
Food (General) 12
Local food. - Organic. - FOOD! - Snacks! - Pickling - Nuts
Drinks 4
Coffee. - Hot chocolate.
Meat 4
Jams 4
Plants 4
Nothing 3 
Not much actually but I love to look!
Eggs 1

What other activities do you enjoy doing at the market?
Socialize 11
Connecting with people
Live entertainment 6
Talking to vendors 3 
Hearing about Creston Farms
Eating 3
Looking at crafts 1
Sit in sun 1
Browse 1
Something for the kids 1



What would encourage you to visit the market more frequently?
Greater variety 20
Eggs! - More booths! - Something new each time. - Activities - Carnival style games! - Unusual products
Nothing 15
Nothing, It’s all here. i am a regular visitor. - Perfect! the way it is. - I don’t need any encouragement. 
More concessions 9
Beer garden. - Free samples. - Food buffet. - Demonstrations. - Breakfast or brunch. - Little egg sandwiches.
Entertainment 7
Unusual music acts and demonstrations of particular skills - e.g. weaving.
Improved amenities 5
Better seating, asphalt, trees, shade
Modify market hours 5
Have it till 1-2, can’t come till after 12 pm. I need more time! - Open longer hours. Open sat and sun! 
Easier access 4
If it was located on hwy. - Proximity. - Bus tour roundup.
Good weather 2
Sunshine
Cheaper prices 2
Garlic is 16-18$/lb. It should be $8. Live entertainment 4
If my garden has deficiencies 1

How often do you visit farmers’ Markets?
Frequently 26
As much as possible. - Weekly. - Most times it’s open. - Most Saturdays. 
One or two times a month 11
2 times per month, about 2 times a month, 2 times a month, 2-4 x / month, 2 month, 2 x a month, about biweekly, 
sometimes twice a month - 1 per month, 1-2 times per month, more if I’m able
Infrequently 9
Never. - Occassionally. - Once per year. - My first visit.

How would you describe the Market to a friend who has never been here?
Great! 35 
Festive. - Awesome. - Cute. - Fun. - Better than Bonners! - Wonderful products. - A cool wonderful market. - Creative.  
Neat place to visit. - Lively! - Crafty and Fresh. 
Local 20
Local yumminess. - Terrific local fare. - Great local talent and fabulous food. - Local and friendly.
Great variety 13
It offers so much! - Excited about the increase in variety of goods available. - Wide assortment. Interesting vendors!
High quality and affordable 10
Paying the true price for food and that goes to food people directly. - Very reasonable prices for the quality. - Fresh!
You gotta go! 8
CHECK IT OUT! - Well worth going. - A fabulous outing. - Most improved this year. - Something to do. 
Friendly 7
A very friendly place. - Small but friendly. - Interesting vendors. 
Quaint 6 
It’s part of small town charm. - A slice of valley life. nice atmosphere. 
Still growing 6
Good but not excellent. - Small but developing. - Small, but friendly. - Needs more vendors.
Bustling! 4
Busy and ever expanding. - Surprisingly robust. - Good variety for a small town!



What will you remember most about your visit today?
Different foods and vendors 29
Goji berries from organic gardener Mo & Mikey. That yummy peach vanilla cupcake. - The fact that it’s finally tomato 
season. - Peas everywhere! - Amazing fresh produce. - Bought a unique craft present.
Friendly faces 20 
Seeing old friends. - I always see someone I know. 
Music 5 
When music stopped it felt awkward. - Iritating music. (conflicting viewpoints on live entertainment) 
Sunshine 5 
A sunny day at last. - The perfect weather and a beautiful setting
The atmosphere 2
Scents 4 
Lavender. - Mini-donuts. - Freshness!
No bread 1

What would you like to see improved at this market
More vendor variety 15 
Not just sweets. - Ready to eat, prepared foods. - Breakfast or lunch. - More concessions” “eggs”
Improved amenities 14
More seating and covered area. - More shade. - Paved lot to keep down dust and mud. - Trees. - Paved walkway.
Nothing 3
Nothing, it’s awesome! Kids play area
Lower prices 1
More entertainment 1
Name tags for staff and volunteers 1

What would you change about this current Farmers’ Market location?
Nothing 20
It’s an easy to access, central location.
More shade 5
Change location to Chamber 4
More products 2
Grass or less gravel 2 
Put it IN one of the parks 2
Visible attachments to Valley Trails with stops of interest



Surrounding Market Data and Insights
Background

The Creston Valley Farmers’ Market (CVFM) is one of ten vibrant 
Farmers’ Markets located in the Kootenay Region. As part of 
our research as we look at our Market’s next steps, we knew it 
would be helpful to look into the surrounding markets and learn 
as much as we can from them to improve our own market. We 
compiled as much data as we could from all ten markets and 
were left with insightful and valuable data 

The Kootenay Markets 
Creston - Summer, Saturday, parking lot, morning
Creston - Summer, Wednesday, parking lot, afternoon
Creston - Fall/Winter, Saturday, greenhouse, morning
Cranbrook - Summer, Saturday, park, morning
Cranbrook - Summer, Wednesday, park, night
Fernie - Summer, Sunday, park, mid-day,
Fernie - Summer, Wednesday, downtown square, night
Golden - Summer, Wed (+Sept. Sat.), greenspace, afternoon
Golden - Winter, Last Sat. Jan-Apr, rec centre, morning-day
Invemere - Summer, Saturday, downtown, morning
Jaffray-Baynes Lake - Summer, Saturday, com centre, morning
Nelson - Summer, Wednesday, downtown, morning-day
Nelson - Summer, Saturday, park, morning-day
New Denver - Summer, Friday, park, morning-day
Revelstoke - Summer, Saturday, plaza, morning-day
Revelstoke - Winter, 2nd Thurs, com centre, afternoon
Rossland - Summer, Thursday, downtown, afternoon-evening

By compiling data from surrounding markets, we hope to learn 
what is happening in our area regarding the Market world, 
and what insights we can gain to improve and bring the CVFM 
onto the same playing field as the other markets found in the 
Kootenays. 

The following pages have detailed information about each 
Kootenay Market. At the end there is an insight summary as 
well as what the research can mean for the CVFM. 



Cranbrook Farmers’ Market Est. Summer 2009 
www.cranbrookfarmersmarket.com

“Simply Good!” 

General information

Main market: Saturday from the end of June until the start of October 
(about 16 market days) 9am to 1 pm 

Midweek :A few Wednesdays in July & August (about 4 market days), evening. 
Both markets takes place in Cranbrook’s Rotary Park

The Cranbrook market has about 50 vendors and 
sometimes offers musical entertainment. 

Stall & Membership Fees

$20/stall, $235 for the full season regular lot (10 x 10)
$35/stall, $390 for the full season double lot (20 x 10)

Their market membership is $25/year. The membership program is run 
through the Cranbrook Farmers’ Market Society. 

They do not offer tents of tables. 

Market offerings
Fruits/Vegetables/Plants
Flowers (cut)
Meat/Fish
Organic items
Pet items
Preserves
Processed Foods 
Eggs/Milk/Cheese 
Arts/Crafts
Baking
Bath/Beauty
Candy/Nuts

Funding
Grant from Columbia Basin Trust to start off market in summer of 2009.

Rules and Regulations
They have a 72 hour policy for vendor cancellation. 
No refunds for bad weather.
Full season vendors do not get refunds for unattended markets.

Contact Information
Manager: Erna Jensen-Shill
Phone: 250-427.9360
P.O. Box 356
Cranbrook, BC  V1C4H8
Email: market@cranbrookfarmersmarket.com

CVFM charges less per stall fee. 

Could the CVFM adopt offering 
double stalls, as well? There is room 
for it on the Saturday market. 

Membership benefits are clearly 
outlined on website. There is a 
membership for vendors, but also a 
Public membership $10/year indiv. 
or $15/year for families. 



Mountain Market - Fernie Est. in 2001, blossomed in 2009
www.mountainmarket.ca 

“You make it, you bake it, you grow it!”

General information

Two markets throughout year. 
Main market runs every Sunday from Canada to Labour Day, 10am-2pm 

Location: Rotary Park 

Summer Social Street Market runs Wednesday nights July and August, 
4pm to 8pm in conjunction with Fernie’s Downtown Concert Series. 

Location: Downtown Fernie

Has about 40 vendors 

Stall & Membership Fees

$15/stall 10x10 space ($20 for 10x15, $25 for 10x20)
Do not provide tents or tables. 
Also, no drive-up stalls because the market is in the park. 
No information about a membership fee

Market offerings include
Fruits/Vegetables/Plants 
Flowers (cut)
Meat/Fish
Organics
Pet items
Preserves
Processed Foods
Arts/Crafts
Baking
Bath/Beauty
Candy/Nuts
Concession          
Ethnic Foods

Funding - Unknown.

Rules and Regulations
Must be setup for the whole day if you want to sell. No leaving early. 
Have specific start times, no late vendors.
Not allowed to drive your truck up because Sunday market is in a park.

Contact Information
Sandra Dacosta 250-423-6674, Dawn Deydey 250-423-7799
Email: info@mountainmarket.ca
Box 256
Fernie, BC  V0B 1M0

How can the CVFM customize 
a market space that could 
have a park-like setting but still 
accommodate drive-ins?

Can the CVFM create more a 
festive atmosphere on some 
market days - it seems like July 1st 
celebrations were an asset to us 
in 2011. Fernie’s Annual Children’s 
Festival -BibBity BobBity Boo!



Golden Farmers’ Market Est. in 2006
www.goldenfarmersmarket.com 

“Support local!”

General information

Main market on Wednesdays, 2pm-7pm from Mid-June to Mid-
September.

Additional market on Saturdays in September. 

Location: Green space next the Kicking Horse Country C of C (downtown) 
Live music EVERY Wednesday, pay them $100/day.

2011 piloted a Winter Market, last Saturday of every month from January 
to April, 10am-3pm.

Location: Recreation Plex

12 vendors. 

Website has photo and write-up of many vendors. 

Also maintain a 250 email database of customers that receive market 
reminder emails the day before a market. The email usually includes a list 
of vendors that will be there, who will be entertaining and special events 
that will be happening.

Stall & Membership Fees
$20/stall 
Do not provide tents or tables. 
No membership for vendors. They have a 5 member board. 

Market offerings include
Fruits/Vegetables/Plants 
Preserves
Processed Foods
Arts/Crafts
Baking
Bath/Beauty
Concession                                                                                                        

Funding 
$2500 CBT grant in 2007 to help with signage, rack cards and website.
$750 CBT grant in 2011 to help with winter market expenses. 

Contact Information
Market Manager: Lee Bedford
Phone: 250-344-5678
Email: info@goldenfarmersmarket.com

Seem to have a vibrant 
concession and entertainment 
program “The smell of hotdogs 
with fried onions in the air and 
the sounds of live music all add to 
the delicious-ness and fun of our 
Market every Wednesday in the 
summer. Come visit!”

Coffee vendor sells coffee by the 
pound and also serves gourmet 
hot coffee. A concession vendor 
sells icy berry drinks (made from 
her own berries!) 

Other than that 2 CBT grants, all 
money comes from stall fees. 

Brilliant concept - gathering 
CUSTOMER emails and sending 
out emails before day of market 
with reminders, updates, upcoming 
events. Could even do a spotlight 
on specific vendor or in-season 
information



Invemere Farmers’ Market Est. unknown (before 2009)
website in progress

“Homegrown, homemade produce plus music and art!!”

General information

Market runs Saturdays from mid-June to Mid-September, 9am-1pm. 
Market was extended in 2011 to start a week earlier and end a week later.  

Location: Downtown Invemere

55 vendors. 

Stall & Membership Fees
$30/stall or $325/full season 
Do not provide tents or tables. 
No membership at this time. 

Market offerings include
Fruits/Vegetables/Plants 
Flowers (cut)
Preserves
Arts/Crafts
Baking
Bath/Beauty
Concession 
Ethnic Foods         

Offer music and sometimes dancers. Have a regular performer.                                                                                              

Funding 
Do not receive any grants or donations. All funding comes from stall fees.  

Contact Information
Market Manager: Julia Oaks
Phone: 250-342-5138 or 250-342-8819 or 250-342-0030
Email: invermerefarmersmarket@hotmail.com 
26 wolf crescent
Invermere, BC  V0A 1K2

Seem to have a vibrant 
concession and entertainment 
program, as well.  Good coffee 
and fresh baked croissant vendor. 
Israeli Falafel vendor.  “

How do they do it??



Jaffray-Baynes Lake Farmers’ Market Est. unknown 
 no website
“Spend an enjoyable Saturday morning in the country 
  savoring the sites and smells of the very festive Jaffray-Baynes Lake Farmers Market.”

General information

Farmers’ Market every Saturdays from mid-June to Early September
9am-12:30pm.  

Location: Baynes Lake Community Centre

40 vendors. 

Stall & Membership Fees
$15/stall 
No membership at this time. 

Market offerings include
Fruits/Vegetables/Plants 
Flowers (cut)
Preserves
Arts/Crafts
Baking
Bath/Beauty
Concession 
Ethnic Foods    

On-site cafe and live entertainment. 
Live entertainment is spontaneous, musicians just show up.
Offer children’s activities. 

Funding 
Do not receive any grants or donations. All funding comes from stall fees.  

Contact Information
Market Manager: Douglas B. Lyon
Phone: 250-429-3519
Email: threebears@cyberlink.bc.ca

Seem to have a vibrant concession 
and entertainment program, as 
well. Offer cappuccino. Lion’s Club 
does a sausage and egg breakfast. 
Can we bring Rotary Club’s 
pancakes to the market? 

Unique offerings include West 
Coast oysters and imports (fabrics, 
clothing).  Interesting how they do 
sell imports...hmmm.

How do we get musicians to “just 
show up?

Again, how do they do it??



Nelson Downtown Local Market EcoSociety- 1994
www.ecosociety.ca/nelson-outdoor-markets
“Protect the natural environment while building a just and sustainable post-carbon world.”

General information

Nelson Downtown: Every Wednesday, mid-June to end of Sept 9:30am-3pm
Location: Nelson Downtown - 400 Block Baker Street

Simultaneous festivals: Fall Fair, Garden Festival, Seedy Sunday, Market Fest

45 vendors. 

Stall & Membership Fees
$25/stall
Those who pay 100% in advance for full season get 15% off. 
Those who pay 50% in advance for full season get 10% off.
Vendors who sell 80% local products get an extra 5% off. 
 
No membership at this time, but support the EcoSociety membership. 
EcoSociety membership: $40 /individual, $60/family, $100/nonprofit, $225/
business, and $25 for fixed income/students/seniors. Membership includes 
discounted entry to EcoSociety events and discounts to local businesses. 

Market offerings include
Fruits/Vegetables/Plants 
Flowers (cut)
Eggs/Milk/Cheese
Preserves
Arts/Crafts
Baking
Bath/Beauty
Concession 
Ethnic Foods
Organics
Pet items
Processed Foods
Bodywork/Massage    

Funding 
Received grants in the past to improve the market and for expansion. This 
year they applied for funds to pay their musicians a little better. Otherwise 
all of funding is paid for by stall fees. They pay the town $6500/year in rent. 
Have tried sponsorship, but it’s tricky because of economy

Contact Information
Executive Director: David Reid
Phone: (250) 354-1909
Email: david@ecosociety.ca  
206 - 507 Baker Street
Nelson, BC  V1L 4H6

Interesting pay system for 
stall fees. Does it just seem to 
complicated or does it actually 
help bring in more revenue and 
give vendors a sense of choice 
and power?

Have an online PayPal option. 
Is this something the CVFM 
can consider to expand its 
membership base as well as 
streamline the registration of 
vendor stall fees and table and 
tent reservations?

Wow, that is a huge rent cost. 



Cottonwood Community Market EcoSociety- 1994 
www.ecosociety.ca - no separate market site
“Protect the natural environment while building a just and sustainable post-carbon world.”

General information

Cottonwood: Every Saturday, mid-May to end of Oct, 9:30am-3pm
Location: Beside Cottonwood Falls Park, Japanese Garden

Simultaneous festivals: Fall Fair, Garden Festival, Seedy Sunday, Market Fest

45 vendors. 

Stall & Membership Fees
$20/booth or table
$25/long stall

No membership at this time, but support the EcoSociety membership. 
EcoSociety membership: $40 /individual, $60/family, $100/nonprofit, $225/
business, and $25 for fixed income/students/seniors. Membership includes 
discounted entry to EcoSociety events and discounts to local businesses. 

Market offerings include
Fruits/Vegetables/Plants 
Flowers (cut)
Eggs/Milk/Cheese
Preserves
Arts/Crafts
Baking
Bath/Beauty
Concession 
Organics
Processed Foods
Bodywork/Massage    

Entertainment 
Usually have 2 acts booked for each market. Performers are paid in tips and 
each vendor gives $0.50 per market (added in through vendor fees)

Funding 
Unknown

Contact Information
Executive Director: David Reid
Phone: (250) 354-1909
Email: david@ecosociety.ca  
206 - 507 Baker Street
Nelson, BC  V1L 4H6

Have an online PayPal option. 
Is this something the CVFM 
can consider to expand its 
membership base as well as 
streamline the registration of 
vendor stall fees and table and 
tent reservations?

The $0.50 charged to each 
vendor for entertainment 
is calculated into stall fees. 
Additionally, they charge a 
$1 surcharge that is used for 
the promotion of the market 
(incorporate advertising into 
increased stall fees)

Similar to having the CVFM 
next to the Japanese inspired 
Millennium Park. Passers-by relax 
on the lush nearby grass...



New Denver  Est. unkonwn
www.bcfarmersmarket.org/markets/marketdetails.asp?marketID=101

General information

Nelson Downtown: Every Friday, June to September 10am-2pm
Location: Downtown New Denver (6th Street and Kildare). Outdoor market 
in a park underneath shady maples amongst fruit trees and flower gardens.

35 vendors. 

Stall & Membership Fees
$8/stall or 10% earnings (if you don’t make anything, you don’t pay).
Most vendors sell more than $80.
 
Membership is $5/year. Must be a member to sell.

Market offerings include
Fruits/Vegetables/Plants 
Flowers (cut)
Preserves
Arts/Crafts
Baking
Bath/Beauty
Concession - Lunch snacks enhanced with local fruit, berries and herbs.

  

Tunes of fiddle or flute may float over the market

Funding 
Do not use grant funding. Market manager, lawn care business and 
advertising all get paid for by stall fees. A lot of it is word of mouth. 

Contact Information
Morgen Bardati   
Phone: 250-358-7733
Email: ndfridaymarket@gmail.com or fridaymarket@ netidea.com

Market says the 0$ fee for non-
sale days has been a key to their 
success. It encourages vendors to 
give the market scene a chance.

The idea of concessions 
made with the local fruit and 
other grown food seems very 
enticing. Another value-added 
opportunity?



Revelstoke Summer and Winter Markets Est - unknown
http://www.facebook.com/groups/83032995215/
“We are run by volunteers, have a fun, social market for the community members 
and tourists to enjoy every Saturday morning.”

General information

Main Market: Every Saturday, May to mid-october 8:30am-1pm
Location: Grizzly Plaza in Revelstoke

Winter Market: Every 2nd Thursday, November to mid-April 12pm-5pm
Location: Revelstoke Community Centre

40 vendors. 

They do allow dogs. 

Stall & Membership Fees
unknown stall and membership fees
 
Market offerings include
Fruits/Vegetables/Plants 
Flowers (cut)
Eggs/Milk/Cheese
Preserves
Arts/Crafts
Baking
Bath/Beauty
Ethnic Foods
Pet items
 

Funding 
They are run by volunteers

Contact Information
Keysha Jackson
Phone: 250-814-9367
Email: revelstoke.market@gmail.com   
PO Box 2814
Revelstoke, BC  V0E 2S0”  

Market is run entirely by volunteers



Rossland Market Est - unknown
http://www.rosslandfood.com/farmer-s-market-1
“Real Food.”

General information

Every Thursday, Late June to early October 3pm-7pm
Location: Heart of Rossland

15 vendors. 

Stall & Membership Fees
Rossland Residents
    Small Table (4 ft, no tent): $5/market, $65/season
    Large Table w/ or w/ one Market Tent: $10/market, $130/season
    Two large tables  w/ or w/ two Market Tents: $20/market, $260/season

Non-Rossland Residents
    Small Table (4 ft, no tent): $8/market, $104/season
    Large Table  w/ or w/ one Market Tent: $15/market, $195/season
    Two large tables w/ or w/ one 2 Market Tents: $30/market, $390/season

Vendors provide their own tables and tents.   

Market offerings include
Fruits/Vegetables/Plants 
Flowers (cut)
Preserves
Arts/Crafts
Baking

Unclear if they offer concessions, but they do not have water or electricity...
 
Funding 
Recently received money from the CBT Community Initiatives Program for 
insurance for the market. Nelson and District Credit Union provided funding 
for sandwich boards and a banner. 

Contact Information
Phone: 250-362-5452               
Email: rosslandmountainmarket@yahoo.ca  

CBT seems invested in a few 
Markets in the Kootenay Region. 
This could be viewed as a negative 
or a positive for the CVFM

Involved fee system for many 
different options. Interesting how 
the price differs for those who are 
and are not residents. 



Insights
Days and Times
Creston Valley Farmers’ Market (CVFM) hosts the longest running market throughout 
the year amidst all Kootenay BCAFM Farmers’ Market - every Saturday from May until 
December with additional markets every Wednesday between June and August. Most 
other markets only run through the peak summer months. Those that run in the winter 
only hold the market for one day a month. A few markets model the same structure the 
CVFM with a consistent Saturday market and a few weeks of a Mid-Week market. 
Hours seem to vary from market to market. Most have a time frame of four hours, give 
or take an hour.  The majority of the markets run in the mornings (as does the CVFM), 
however, through vendor and customer surveys we have noticed an interest in holding 
the occasional evening market (as done with Cranbrook). This may be something to 
consider as some produce vendors find the hot daylight sun hinders their ability to 
offer the freshest produce possible. 

Through our surrounding area research we learned that there are various days of 
the week being used for market days, not just the traditional Saturday. However, 
the most popular time for markets was Saturday mornings in the summer. The next 
most commonly used day is Wednesdays, with some weekday markets starting in 
the morning and others taking place in the evening. One market is open Sunday 
during the day, one is open Friday during the day and one is open on Thursdays from 
afternoon into early evening. However, we learned that not one market operates on a 
Monday or Tuesday. 

We are satisfied with our Saturday morning market (and are encouraged to hear that 
it is a popular time for for other markets), however, we are debating a change for our 
midweek market and are considering moving it from Wednesday to Thursday. We 
would also like to change our midweek hours from 3-6 to 11-3. We feel this change 
will help attract more tourists that are passing through on long-weekend trips and also 
allow our vendors to attend other nearby weekday markets like in Nelson (Wednesday 
morning and afternoon), and the nearby weekday market in Cranbrook (evenings). By 
spreading out the days the market runs it gives vendors more opportunities to sell and 
also gives market visitors a variety of days to enjoy the market festivities. 

Funding
Some markets have tapped into local grant funding (i.e. CBT) to cover expansion costs 
or to fund specific projects, but for the most part it seems that many of these markets 
are self-sustaining. Some even pay thousands of dollars a year to their town in rent for 
market space and others work on a purely volunteer basis so costs can be kept low. 



Market Stall Fees
There is a significant range of stall fees and memberships for farmers’ markets in the 
Kootenays. The Creston Valley Farmers’ Market seems to fall in the middle of the 
different stall fee systems as well as the various strategies implemented to attract more 
vendors and balance successful with unsuccessful market selling days. 

Kootenay Single, Daily Stall Fees
Unknown
$8/day (or 10% or nothing for no sales)
$15/day 
$15/day CVFM*
$15/day
$20/day
$20/day
$20/day 
$25/day 
$30/day 

The Creston Valley Farmers’ Market charges $15/day for a stall and $10/year for a 
membership. It is interesting to see that the CVFM seems to be in the middle range 
of the price spectrum for both stall fees and memberships. In order to make the 
Creston Valley Farmers’ Market a self-sustaining entity it seems inevitable that fees and 
membership prices will need to be increased. However, it is understandable that in this 
economy every penny counts and increased fees may cause some vendors financial 
hardship. Therefore, by looking at fee and membership increases in a strategic light, it 
is possible to increase general market revenue, but also keep the vendors happy and 
offer them a little extra. 

Looking at the single stall rates, the lowest is $8/day or 10% of their daily earnings. This 
agreement is further coupled with an offer that if a vendor does not make anything, 
they do not pay anything. Though it is unclear how one can regulate the 10% rule, it is 
an interesting concept and the market claims it helps bring in and retain more vendors.  
On the other spectrum for stall fees, other markets charge upwards of $25-$30/day.
For membership rates it ranges from none whatsoever to $40/year.  

Some markets incorporate a little bit extra into their fee amount to cover costs like 
helping to pay for entertainment or to promote the market through advertising. For 
higher priced memberships, the market offers various perks and benefits, like discounts 
to local businesses and cheaper rates to market festivals events. 

Kootenay Individual Membership Fees
Unknown
Unknown
NO membership
NO membership
NO membership
$5/year 
$10/year CVFM*
$25/year
$40/year
$40/year



The Creston Valley Farmers’ Market may benefit from looking at the other markets’ 
strategies on how to spin an increased stall fee or possibly offer a tiered stall fee 
system where there are stall size increases for a few more dollars. Also adding an extra 
dollar to support entertainment doesn’t seem like a bad idea, either. 

For the membership rates, the idea of expanding market membership to others, as a 
public membership may help bridge support from market outsiders without having to 
get into the complex infrastructure of a sponsorship package. Something along the 
lines of “Friends of the Market” in which non-vendors can contribute a donation to 
benefit market operations and projects and in return get a token of appreciation such 
as a CVFM branded tote bag or reusable coffee thermos. 

Sharing all the benefits the market offers it’s vendors whether the benefits are tangible 
or intangible may help plead the case that fees need to be increased. 

Some benefits that justify higher rates
-An organized, systematically planned weekly (sometimes biweekly) marketplace.
-Comprehensive advertising (initial installment of funding for this was $13,000)
-A hardworking and trustworthy market manager, available nearly all hours of the day.
-Many market volunteers to help with behind the scenes planning and on-site prep.
-A well established and networked market that has growing ties to the community and 
town, at large, which will only add to the benefit of partnership for event hosting, future 
funding, and many other opportunities in which vendors will find direct benefit.
-A community hub that brings together customers and creates a vibrant social setting.
 -Seating provided by the market
 -Some shade provided by the market
 -Entertainment provided by the market 
  (some markets pay their musicians $100/day, we do not have that luxury)
 -Kids activities provided by the market

Entertainment
The availability of entertainment and how it is managed at each market also varies from 
location to location. Some markets have pre-planned performances for every day of 
their market and offer a $100/day honorarium to the performers. Other markets find 
their options for entertaining are quite sporadic and often find random artists showing 
up, ready to perform without much warning. 

A common theme surrounding entertainers was the need to pay them. Some have 
used grant funding to do so, others have added small increases to stall fees to help 
cover entertainment costs. And still others are struggling to attract entertainment and 
find ways to entice them if monetary incentives are not possible. This is something 
that the CVFM has also not been able to figure out and something that will require 
continued efforts to effectively and financially be able to accommodate entertainment.  



Year 2012
Start'Date January*1,*2012
End'Date December*31,*2012
Projections'to December*31,*2014

Contact'Information'
Organization
Name
Address
City
Province
Postal*Code
Telephone
Email*Address

Brief'Social'Enteprise''Description

Decription'Of'The'Customers'(Target'Market)

The'Benefits'For'The'Vendors'To'Participate'In'The'CFVM

The'Business'Plan'objective
To*develop*a*plan*that*will*support*the*social*objectives*of*the*CVFM*as*well*as*achieve*selfKsufficiency*for*

the*day*to*day*operations*of*the*market.

Primary*customers*are*the*vendors**who*produce*their*goods*in*the*Creston*Valley*region.*A*key*service*
to*the*vendors*is*to*ensure*shoppers*are*attracted*to*the*market*place.

The*Farmer's*Market*environment*offers*vendors*a*regular*setting*that*is*low*in*cost*and*risk*to*sell*their*
goods.

V0B*1G0
250K866K5405
LenParkin@telus.net

Financial'Information'for'Creston'Valley'Farmers'Market

The*Creston*Valley*Farmers*Market*(CVFM)*provides*the*service*of*bringing*producers*and*consumers*
together*in*a*community*setting.*The*CVFM*requires*that*all*of*it's*vendors*make,*bake,*grow*or*raise*the*

products*they*sell.

Creston*Valley*Food*Action*Coalition*(CVFAC)
Len*Parkin
c/o*College*of*the*Rockies,*Box*1978
Creston
B.C.



Month
Sales+

Forecast
%+to+
Sales Month

Sales+
Forecast

10+%+to+
Sales Month

Sales+
Forecast

15%+to+
Sales

Jan 0 0% Jan 0 0% Jan 0 0%
Feb 0 0% Feb 0 0% Feb 0 0%
Mar 0 0% Mar 0 0% Mar 0 0%
Apr 0 0% Apr 0 0% Apr 0 0%
May 1,96022222222222 6% May 2,2642222222222 6% May 2,36722222222222 6%
Jun 2,45022222222222 8% Jun 2,8302222222222 7% Jun 2,95822222222222 7%
Jul 2,94022222222222 9% Jul 3,3962222222222 9% Jul 3,55022222222222 9%
Aug 2,94022222222222 9% Aug 3,3962222222222 9% Aug 3,55022222222222 9%

Mid>Wk2July 2,10022222222222 7% Mid>Wk2July 2,4262222222222 6% Mid>Wk2July 2,53622222222222 6%

Mid>Wk2Aug 2,10022222222222 7% Mid>Wk2Aug 2,4262222222222 6% Mid>Wk2Aug 2,53622222222222 6%
Sep 3,67522222222222 11% Sep 4,2452222222222 11% Sep 4,43822222222222 11%
Oct 2,24022222222222 7% Oct 3,2342222222222 8% Oct 3,38122222222222 8%
Nov 2,24022222222222 7% Nov 3,2342222222222 8% Nov 3,38122222222222 8%
Dec 2,24022222222222 7% Dec 3,2342222222222 8% Dec 3,38122222222222 8%

Sub5Total+
Stall+Fees 24,885$++++++ 78%

Sub5Total+
Stall+Fees 30,683$++++++ 79%

Sub5Total+
Stall+Fees 32,077$++++++ 78%

Mmbrship+
Fees 1,716$+++++++++ 5%

Mmbrship+
Fees 1,802$++++++++ 5%

Mmbrship+
Fees 1,892$+++++++++ 5%

Table/++++++++
Canopy+
Rentals 5,460$+++++++++ 17%

Table/++++++++
Canopy+
Rentals 6,132$++++++++ 16%

Table/++++++++
Canopy+
Rentals 7,224$+++++++++ 18%

Total+Sales 32,061$++++++ 100% Total+Sales 38,616$++++++ 100% Total+Sales 41,193$++++++ 100%

Assumptions5+Year+One+Sales+Volumes
January+to++

April
May 142vendors2@2$20/wk2and2142vendors2@2$15/wk2for2four2weeks
June 142vendors2@2$20/wk2and2142vendors2@2$15/wk2for2five2weeks

July 212vendors2@2$20/wk2and2212vendors2@2$15/wk2for2four2weeks
August 212vendors2@2$20/wk2and2212vendors2@2$15/wk2for2four2weeks

September 212vendors2@2$20/wk2and2212vendors2@2$15/wk2for2five2weeks

July 152vendors2@2$20/wk2and2152vendors2@2$15/wk2for2four2weeks
August 152vendors2@2$20/wk2and2152vendors2@2$15/wk2for2four2weeks

October 162vendors2@2$20/wk2and2162vendors2@2$15/wk2for2four2weeks
November 162vendors2@2$20/wk2and2162vendors2@2$15/wk2for2four2weeks
December 162vendors2@2$20/wk2and2162vendors2@2$15/wk2for2four2weeks

MEMBER+
FEES

TABLE+AND+
CANOPY+
RENTALS

Assumption5+Year+Two5+2013+5++Sales+Volume+Increase+5+10%+plus+an+increase+of+5%+of+the+number+of+vendors

Assumption5+Year+3++5+2014+5+Sales+Volumes+Increase+5+15%+plus+an+increase+of+5%+of+the+number+of+vendors

Sales+Forecast

There2is2no2market2activity

Involves2the2rental2of232older2canopies2rented2@2$5/wk;242new2ones2rented2at2$10/wk;2102
tables2available2for2rental2calculation2based2on2renting26/wk2at2$5/wk.22There2will2be2a2
10%2increase2in220132anda215%2increase2in22014.

January+1,+2012 January+1,+2013 January+1,+2014

1432Vendors2pay2a2$12.002membership2fee.2A25%2increase2in2the2number2of2vendors2is2
projected2for2both220132and22014.

SPRING+
MARKET
SUMMER+
MARKET

MID5WEEK+
MARKET
FALL+

MARKET



OVERHEAD(COSTS Forecasted(
Amount

%(of(Sales(

DIRECT'COSTS Assumptions
Market'Manager

11,950''''''''''''''''''' 35%
Market'Assistant

3,920''''''''''''''''''''' 11%
Office'Rent 3,250''''''''''''''''''''' 9% Expense'shared'with'Harvest'Share'AugGNov
Facility'Rental 2,001''''''''''''''''''''' 6% Rental'for'Morris'Flowers'and'Garden'Centre
BCAFM'Membership

400''''''''''''''''''''''''' 1%
Market'Supplies

1,000''''''''''''''''''''' 3% Market/Office'Supplies'(stationary,'duct'tape,'garbage'bags,'markers,'etc.)
Insurance

350''''''''''''''''''''''''' 1%
INDIRECT'COSTS 0%

Bookkeeping' 1,440''''''''''''''''''''' 4% 4'hours/month'@$30/hr
Bank'Charges 96''''''''''''''''''''''''''' 0% $8/mth
Phone 960''''''''''''''''''''''''' 3% $80/mth
Marketing

1,975''''''''''''''''''''' 6%
Sub>Total(Fixed(Costs

27,342$(((((((((((((((((
VARIABLE'COSTS 0%

Courses'and'Workshops
150''''''''''''''''''''''''' 0%

Attendance'at'BCAFM 2,000''''''''''''''''''''' 6% Travel'costs'to'B.C.'Association'of'Farmers'Markets
Canopies/'Tables/'Umbrellas 5,000''''''''''''''''''''' 14%

Sub>Total(Variable(Costs 7,150$(((((((((((((((((((
TOTAL((OVERHEAD(COSTS 34,492$((((((((((((((((( 100%

Market'Manager'training'for'MarketSafe'and'other'relevant'courses'being'offered'in'the'
Creston'Valley

Replacing'rental'equipment'and'seating'at'the'market.'Purchase'canopies'and'tables'with'
grant'funding'and'rent'them'out

STANDARD(OVERHEAD(INCREASE(OF(4%(APPLIED(TO(2013(AND(2014

The'Market'Mgr.'Is'a'permanent'partGtime'employee.'Hours'per'week'vary'with'the'
seasonal'activity'of'the'market.'Variance'includes'18G30'hrs/wk'for'the'market'season;'18G

20'hrs/wk'for'the'fall'market;'and'10G15'hrs/wk'from'January'to'April'to'plan'for'the'
upcoming'market'season.

No'advertising'between'JanGApril.''$275'Visitors'Guide;'$300'Vistors'Choice;'$500'rack'
cards;Starting'in'April'$100/mth'local'media

OVERHEAD(FORECAST(FOR(CRESTON(VALLEY(FARMERS(MARKET
January(>(December(2012

Assume'the'dayGtoGday'operations'of'the'Market.'Expense'is'covered'through'Summer'
Job'Grants'FebGAug'for'2012.

Membership'into'the'BCAFM,'paying'the'highest'rate'because'we'are'a'large'market'

Current'insurance'policy'coverage'until'July'3.'Looking'into'including'Directors'and'
Officers'insurance'and'obtaining'quotes



Projected)Sales 32,061$((((((((((((

Projected)Fixed)Expenses 27,342$((((((((((((

Projected)Variable)Expenses 7,150$((((((((((((((

Fixed(Expenses divided(16 Variable(Expenses

27,342$(((((((((((( divided(by((1(minus 7,150$((((((
32,061$(((

27,342$(((((((((((( divided(by 1((6(.26

27,342$(((((((((((( divided(by 0.74

36,949$)))))))))

Calculation)to)Deterimine)BreakB
even)point)in)Sales

Sales

Breakeven)Analysis)for)Sales)2012

Total)sales)required)to)cover)all)
expenses)in)2012)



CASH%IN(FLOW

Earned%Income%(%PROJECTED Jan Feb March April May June July August Sept Oct Nov Dec Total
Total&cash&from&all&product&and&service&sales Saturday&Stall&Fees 7&&&&&&&&&&&&&&&&&&&&&&&& 1,960&&&&&&&&&&&&&& 2,450&&&&&&&&&&&&&& 2,940&&&&&&&&&&&&& 2,940&&&&&&&&&&&&&& 3,675&&&&&&&&&&&&& 2,240&&&&&&&&&&&&& 2,240&&&&&&&&&&&&& 2,240&&&&&&&&&&&&& 20,685$&&&&&&&&&&&&&&&&

Mid7Week&Market&Stall&Fees 0 0 0 2,100&&&&&&&&&&&&& 2,100&&&&&&&&&&&&&& 0 0 0 0 4,200$&&&&&&&&&&&&&&&&&&
Membership&Fees& 240 240 240 360 240 72 156 96 72 1,716$&&&&&&&&&&&&&&&&&&
Table&&&Canopy&Rentals 0 290 290 300 300 100 0 0 0 1,280$&&&&&&&&&&&&&&&&&&

A%(%SUBTOTAL%Projected%Earned%Income 240$%%%%%%%%%%%%%%%% 2,490$%%%%%%%%%%%% 2,980$%%%%%%%%%%%% 5,700$%%%%%%%%%%% 5,580$%%%%%%%%%%%% 3,847$%%%%%%%%%% 2,396$%%%%%%%%%% 2,336$%%%%%%%%%% 2,312$%%%%%%%%%% 27,881$%%%%%%%%%%%%%%%%

Cash%from%Mission%Income%(%PROJECTED
Income&that&supports&the&mission&objectives Grants& 6600 3200 1360 3920 15,080$%%%%%%%%%%%%%%%%

Sponsorships ($%%%%%%%%%%%%%%%%%%%%%%%%%%%
Donations ($%%%%%%%%%%%%%%%%%%%%%%%%%%%
Fundraiser 700 700$%%%%%%%%%%%%%%%%%%%%%%
Other ($%%%%%%%%%%%%%%%%%%%%%%%%%%%

C%(%SUBTOTAL%Projected%Mission%Income 6,600$%%%%%%%%%% ($%%%%%%%%%%%%%%%%%%% ($%%%%%%%%%%%%%%%%%%%%%% ($%%%%%%%%%%%%%%%%%%%%%% 700$%%%%%%%%%%%%%%% 3,200$%%%%%%%%%%%% 1,360$%%%%%%%%%%% ($%%%%%%%%%%%%%%%%%%%% 3,920$%%%%%%%%%% ($%%%%%%%%%%%%%%%%%%% ($%%%%%%%%%%%%%%%%%%% ($%%%%%%%%%%%%%%%%%%% 15,780$%%%%%%%%%%%%%%%%

TOTAL%INCOME%ALL%SOURCES%(%PROJECTED

Total%Projected%Income%from%all%sources%(D=A+B+C) 6,600$%%%% ($%%%%%%%%%%%%%% ($%%%%%%%%%%%%%%%% 240$%%%%%%%%%% 3,190$%%%%%% 6,180$%%%%%% 7,060$%%%%% 5,580$%%%%%% 7,767$%%%%% 2,396$%%%%% 2,336$%%%%% 2,312$%%%%% 43,661$%%%%%%%%%

CASH%OUT(FLOW

Fixed%Business%Expenses%(%PROJECTED
Direct%Costs
Costs&that&can&be&directly&traced&to&business&activity Market&Manager 450 800 800 1250 1250 1250 1250 1250 1250 800 800 800 11,950$&&&&&&&&&&&&&&&&

Market&Assistant 170 170 170 770 880 880 880 3,920$&&&&&&&&&&&&&&&&&&
Office&Rent 325 325 325 325 325 325 325 162.5 162.5 162.5 162.5 325 3,250$&&&&&&&&&&&&&&&&&&
Facility&Rental 1 1000 1000 2,001$&&&&&&&&&&&&&&&&&&
BCAFM&Membership 400 400$&&&&&&&&&&&&&&&&&&&&&&
Market&Supplies 500 500 1,000$&&&&&&&&&&&&&&&&&&
Insurance 350 350$&&&&&&&&&&&&&&&&&&&&&&

F%(%SUBTOTAL%Projected%Direct%Costs 775%%%%%%%%%%%%% 1,795%%%%%%%%%%% 2,195%%%%%%%%%%%%% 1,746%%%%%%%%%%%%% 2,345%%%%%%%%%%%% 2,805%%%%%%%%%%%% 2,455%%%%%%%%%%% 2,293%%%%%%%%%%%% 1,413%%%%%%%%%%% 1,963%%%%%%%%%%% 963%%%%%%%%%%%%%% 2,125%%%%%%%%%%% 22,871$%%%%%%%%%%%%%
Indirect%Costs
Integral&to&the&business&but&not&readily&tied&to&the&business Bookkeeping& 120 120 120 120 120 120 120 120 120 120 120 120 1,440$&&&&&&&&&&&&&&&&&&

Bank&Charges 8 8 8 8 8 8 8 8 8 8 8 8 96$&&&&&&&&&&&&&&&&&&&&&&&&
Phone 80 80 80 80 80 80 80 80 80 80 80 80 960$&&&&&&&&&&&&&&&&&&&&&&
Marketing 575 600 100 100 100 100 100 100 100 100 1,975$&&&&&&&&&&&&&&&&&&

G%(%SUBTOTAL%Projected%Indirect%Costs 208%%%%%%%%%%%%% 208%%%%%%%%%%%%%% 783%%%%%%%%%%%%%%%%% 808%%%%%%%%%%%%%%%% 308%%%%%%%%%%%%%%% 308%%%%%%%%%%%%%%% 308%%%%%%%%%%%%%% 308%%%%%%%%%%%%%%% 308%%%%%%%%%%%%%% 308%%%%%%%%%%%%%% 308%%%%%%%%%%%%%% 308%%%%%%%%%%%%%% 4,471$%%%%%%%%%%%%%%%%

E%(%Subtotal%Projected%Fixed%Business%Expenses%(E=F+G) 983$%%%%%%%%%%% 2,003$%%%%%%%% 2,978$%%%%%%%%%%% 2,554$%%%%%%%%%%% 2,653$%%%%%%%%% 3,113$%%%%%%%%%% 2,763$%%%%%%%%% 2,601$%%%%%%%%% 1,721$%%%%%%%% 2,271$%%%%%%%% 1,271$%%%%%%%% 2,433$%%%%%%%% 27,342$%%%%%%%%%%%%%

Variable%Business%Expenses%(%PROJECTED ($%%%%%%%%%%%%%%%%%%%%%%%%%%%
Expenses&that&vary&in&relation&to&the&level&of&business&activity Courses&and&Workshops 150 150$&&&&&&&&&&&&&&&&&&&&&&

Attendance&at&BCAFM 2000 2,000$&&&&&&&&&&&&&&&&&&
Canopies/&Tables/&Umbrellas 5000 5,000$&&&&&&&&&&&&&&&&&&

H%(%SUBTOTAL%Proj%Variable%Business%Expenses (%%%%%%%%%%%%%%%%%%% 2,000%%%%%%%%%%% (%%%%%%%%%%%%%%%%%%%%%% 150%%%%%%%%%%%%%%%% (%%%%%%%%%%%%%%%%%%%% 5,000%%%%%%%%%%%% (%%%%%%%%%%%%%%%%%%%% (%%%%%%%%%%%%%%%%%%%% (%%%%%%%%%%%%%%%%%%% (%%%%%%%%%%%%%%%%%%% (%%%%%%%%%%%%%%%%%%% (%%%%%%%%%%%%%%%%%%% 7,150$%%%%%%%%%%%%%%%%

J%(%Total%Projected%Business%Expenses%(J=E+H) 983$%%%%%%%% 4,003$%%%%% 2,978$%%%%%%%% 2,704$%%%%%%% 2,653$%%%%%% 8,113$%%%%%% 2,763$%%%%% 2,601$%%%%%% 1,721$%%%%% 2,271$%%%%% 1,271$%%%%% 2,433$%%%%% 34,492$%%%%%%%%%

Capital%Activity%(%PROJECTED
Purchase&of&Assets 700 700$&&&&&&&&&&&&&&&&&&&&&&
Sale&of&Assets 7$&&&&&&&&&&&&&&&&&&&&&&&&&&&

M%(%SUBTOTAL%Projected%Capital%Activity 0 0 0 0 0 0 700 0 0 0 0 0 700

Blended%Value%Business%Plan

Year%1%Projected%(2012)
Cash%Activities



TOTAL%EXPENSES%ALL%SOURCES%(%PROJECTED

Total%Projected%Expenses%from%all%sources%(N=J+K+L+M) 983$%%%%%%%% 4,003$%%%%% 2,978$%%%%%%%% 2,704$%%%%%%% 2,653$%%%%%% 8,113$%%%%%% 3,463$%%%%% 2,601$%%%%%% 1,721$%%%%% 2,271$%%%%% 1,271$%%%%% 2,433$%%%%% 35,192$%%%%%%%%%

RECONCILIATION%OF%CASH%FLOW

Opening%Cash%Balance%(X)

Opening%Cash%Balance%is%
$2,000%from%previous%
year's%surplus &$&&&&&&&&&2,000& &$&&&&&&&&&&7,617& &$&&&&&&&&&&&&&3,614& 636$&&&&&&&&&&&&&&&& (1,828)$&&&&&&&&&& (1,291)$&&&&&&&&&&& (3,224)$&&&&&&&&& &$&&&&&&&&&&&&&&&373& &$&&&&&&&&&&3,353& &$&&&&&&&&&&9,399& &$&&&&&&&&&&9,525& &$&&&&&&&&10,590&

TOTAL%Cash%In%(D) 6,600$&&&&&&&&&& 7$&&&&&&&&&&&&&&&&&&& 7$&&&&&&&&&&&&&&&&&&&&&& 240$&&&&&&&&&&&&&&&& 3,190$&&&&&&&&&&&& 6,180$&&&&&&&&&&&& 7,060$&&&&&&&&&&& 5,580$&&&&&&&&&&&& 7,767$&&&&&&&&&& 2,396$&&&&&&&&&& 2,336$&&&&&&&&&& 2,312$&&&&&&&&&&

TOTAL%Cash%Out%(N) 983$&&&&&&&&&&&&& 4,003$&&&&&&&&&& 2,978$&&&&&&&&&&&&&& 2,704$&&&&&&&&&&&&& 2,653$&&&&&&&&&&&& 8,113$&&&&&&&&&&&& 3,463$&&&&&&&&&&& 2,601$&&&&&&&&&&&& 1,721$&&&&&&&&&& 2,271$&&&&&&&&&& 1,271$&&&&&&&&&& 2,433$&&&&&&&&&&

Surplus%(Deficit)%(Y) (Y=D7N) 5,617$&&&&&&&&&& (4,003)$&&&&&&&&& (2,978)$&&&&&&&&&&&& (2,464)$&&&&&&&&&&&& 537$&&&&&&&&&&&&&&& (1,933)$&&&&&&&&&&& 3,597$&&&&&&&&&&& 2,980$&&&&&&&&&&&& 6,047$&&&&&&&&&& 126$&&&&&&&&&&&&&& 1,066$&&&&&&&&&& (121)$&&&&&&&&&&&&

Closing%Cash%Balance%(Z) (Z=X+Y) 7,617$%%%%%%%%%% 3,614$%%%%%%%%%% 636$%%%%%%%%%%%%%%%%% (1,828)$&&&&&&&&&&&& (1,291)$&&&&&&&&&& (3,224)$&&&&&&&&&&& 373$%%%%%%%%%%%%%% 3,353$%%%%%%%%%%%% 9,399$%%%%%%%%%% 9,525$%%%%%%%%%% 10,590$%%%%%%%% 10,469$%%%%%%



In#Kind'Contributions Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Total

PROJECTED
Volunteer)Hours 150 480 600 480 480 600 480 480 480 4,230$)))))))))))))))
CVFAC)Board)and)CVFM)
Committee)Hours 600 600 600 600 600 600 600 600 600 600 600 600 7,200$)))))))))))))))
Office)Space)subsidy 75 75 75 75 75 75 75 75 75 75 75 75 900$))))))))))))))))))

Sub#Total'In#Kind'Projected'(P) 675$''''''' 675$'''''' 675$'''''' 825$'''''' 1,155$''' 1,275$''' 1,155$''' 1,155$''' 1,275$''' 1,155$''''' 1,155$''''' 1,155$'''''''''' 12,330$''''''''''''

Hidden'Costs January February March April May' June July August September October November December Total

PROJECTED
Volunteer)Hours 0 0 0 150 480 600 480 480 600 480 480 480 4,230$)))))))))))))))
Parent)Organization)
Contributions 600 600 600 600 600 600 600 600 600 600 600 600 7,200$)))))))))))))))
Office)Space)subsidy 75 75 75 75 75 75 75 75 75 75 75 75 900$))))))))))))))))))

Sub#Total'Hidden'Costs'Projected'(Q) 675$''''''' 675$'''''' 675$'''''' 825$'''''' 1,155$''' 1,275$''' 1,155$''' 1,155$''' 1,275$''' 1,155$''''' 1,155$''''' 1,155$'''''''''' 12,330$''''''''''''

Net'In#Kind'Contributions/Costs

Net'Contributions/Costs'Projected'(S) #$''''''''''''' #$'''''''''''' #$'''''''''''' #$'''''''''''' #$'''''''''''' #$'''''''''''' #$'''''''''''' #$'''''''''''' #$'''''''''''' #$'''''''''''''' #$'''''''''''''' #$'''''''''''''''''' #$'''''''''''''''''''''''

2012'Projected

Blended'Value'Business'Plan
CASH'FLOW

In#Kind'Contributions'and'Hidden'Cost'Activities



Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Total

SUSTAINABILITY=MEASURE=(Projected)

Cash=Value=of=All=Income=Sources
!Business!Sales!(A) .$!!!!!!!!!!!!!!! .$!!!!!!!!!!!! .$!!!!!!!!!!!! 240$!!!!!! 2,490$!!! 2,980$!!! 5,700$!!! 5,580$!!! 3,847$!!!!!!! 2,396$!!!!! 2,336$!!!!! 2,312$!!!!! 27,881$===

!Mission!Income!(C) 6,600$!!!!!! .$!!!!!!!!!!!! .$!!!!!!!!!!!! .$!!!!!!!!!!!! 700$!!!!!! 3,200$!!! 1,360$!!! .$!!!!!!!!!!!! 3,920$!!!!!!! .$!!!!!!!!!!!!!! .$!!!!!!!!!!!!!! .$!!!!!!!!!!!!!! 15,780$===
In.Kind!Contributions!(P) 675$!!!!!!!!! 675$!!!!!! 675$!!!!!! 825$!!!!!! 1,155$!!! 1,275$!!! 1,155$!!! 1,155$!!! 1,275$!!!!!!! 1,155$!!!!! 1,155$!!!!! 1,155$!!!!! 12,330$===

=All=Income=Sources=Cash=&=InUKind= 7,275$====== 675$====== 675$====== 1,065$=== 4,345$=== 7,455$=== 8,215$=== 6,735$=== 9,042$======= 3,551$===== 3,491$===== 3,467$===== 55,991$===

Cash=Value=of=All==Expenses
Business!Expenses!(J) 983$!!!!!!!!! 4,003$!!! 2,978$!!! 2,704$!!! 2,653$!!! 8,113$!!! 2,763$!!! 2,601$!!! 1,721$!!!!!!! 2,271$!!!!! 1,271$!!!!! 2,433$!!!!! 34,492$===
!Hidden!Expenses!(Q) 675$!!!!!!!!! 675$!!!!!! 675$!!!!!! 825$!!!!!! 1,155$!!! 1,275$!!! 1,155$!!! 1,155$!!! 1,275$!!!!!!! 1,155$!!!!! 1,155$!!!!! 1,155$!!!!! 12,330$===

All=Expenses=Cash=&=Hidden= 1,658$====== 4,678$=== 3,653$=== 3,529$=== 3,808$=== 9,388$=== 3,918$=== 3,756$=== 2,996$======= 3,426$===== 2,426$===== 3,588$===== 46,822$===

Percentage=of=Total=Income
!Business!Sales!(A) 0% 0% 0% 23% 57% 40% 69% 83% 43% 67% 67% 67% 50%

!Mission!Income!(C) 91% 0% 0% 0% 16% 43% 17% 0% 43% 0% 0% 0% 28%
In.Kind!Contributions!(P) 9% 100% 100% 77% 27% 17% 14% 17% 14% 33% 33% 33% 22%

Total=Percentage 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%

Percentage=of=Total=Costs
Business!Expenses!(J) 59% 86% 82% 77% 70% 86% 71% 69% 57% 66% 52% 68% 74%
!Hidden!Expenses!(Q) 41% 14% 18% 23% 30% 14% 29% 31% 43% 34% 48% 32% 26%

Total=Percentage 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%

Blended=Value=Business=Plan
CASH=FLOW

Cash=and=InUKind=Activities
2012=Projected=Cash=&=InUKind



Blended&Value&Business&Plan
CASH&FLOW

Cash&Activities
Years&2&and&3&=&All&Scenarios

CASH&IN=FLOW

Year&2&=&
Projected&

Year&2&=&
Best&Case

Year&2&=&
Worst&Case

Year&3&=&
Projected&

Year&3&=&
Best&Case

Year&3&=&
Worst&Case

Data&from&Year&1&
Projected&totals

As&per&Sales&
Forecast

1.3 0.85
Data&from&Year&2&
Projected&totals

As&per&Sales&
Forecast

1.3 0.85

Earned&Income&=&PROJECTED 30%&increase
15%&

decrease 30%&increase
15%&

decrease
Saturday(Stall(Fees 20,685 25,832 26,891 17,582 25,832 27,006 33,581 21,957
Mid9Week(Market(Stall(Fees 4,200 4,851 5,460 3,570 4,851 5,072 6,306 4,123
Membership(Fees 1,716 1,802 2,231 1,459 1,802 1,892 2,342 1,532
Table(&(Canopy(Rentals 1,280 6,132 1,664 1,088 6,132 7,224 7,972 5,212
Sponsorships 7,500 7,500 7,500

A&=&SUBTOTAL&Projected&Earned&Income $27,881 $38,616 $36,245 $23,699 $38,616 $48,693 $57,701 $40,324

Cash&from&Mission&Income&=&PROJECTED
&30%&

Decrease&
&15%&

Decrease&
&30%&

Decrease&
&15%&

Decrease&
Grants( 15,080 15,080 10,556 12,818 15,080 15,080 19,604 12,818
Sponsorships 0 0 0 0 0 0 0 0
Donations 0 0 0 0 0 0 0 0
Fundraiser 700 700 490 595 700 700 910 595
Other 0 0 0 0 0 0 0 0

C&=&SUBTOTAL&Projected&Mission&Income $15,780 $15,780 $11,046 $13,413 $15,780 $15,780 $20,514 $13,413

TOTAL&INCOME&ALL&SOURCES&=&PROJECTED

D=Total&Projected&Income&from&all&sources&(D=A+C) $43,661 $54,396 $47,291 $37,112 $54,396 $64,473 $78,215 $53,737
Year&2&=&
Projected&

Year&2&=&
Best&Case

Year&2&=&
Worst&Case

Year&3&=&
Projected&

Year&3&=&
Best&Case

Year&3&=&
Worst&Case

CASH&OUT=FLOW
Data&from&Year&1&
Projected&totals 1.04 1.04 1.08

Data&from&Year&2&
Projected&totals 1.04 1.04 1.08

Fixed&Business&Expenses&=&PROJECTED 4%&increase 4%&increase 8%&increase 4%&increase 4%&increase 8%&increase
Direct&Costs

Market(Manager 11,950 12,428 12,428 12,906 12,428 12,925 12,925 13,422
Market(Assistant 3,920 4,077 4,077 4,234 4,077 4,240 4,240 4,403
Office(Rent 3,250 3,380 3,380 3,510 3,380 3,515 3,515 3,650
Facility(Rental 2,001 2,081 2,081 2,161 2,081 2,164 2,164 2,248
BCAFM(Membership 400 416 416 432 416 433 433 449
Market(Supplies 1,000 1,040 1,040 1,080 1,040 1,082 1,082 1,123
Insurance 350 364 364 378 364 379 379 393

F&=&SUBTOTAL&Projected&Direct&Costs $22,871 $23,786 $23,786 $24,701 $23,786 $24,737 $24,737 $25,689
Indirect&Costs

Bookkeeping( 1,440 1,498 1,498 1,555 1,498 1,558 1,558 1,617
Bank(Charges 96 100 100 104 100 104 104 108
Phone 960 998 998 1,037 998 1,038 1,038 1,078
Marketing/(Advertising? 1,975 2,054 2,054 2,133 2,054 2,136 2,136 2,218

G&=&SUBTOTAL&Projected&Indirect&Costs $4,471 $4,650 $4,650 $4,829 $4,650 $4,836 $4,836 $5,022

E&=&Subtotal&Projected&Fixed&Business&Expenses&(E=F+G) $27,342 $28,436 $28,436 $29,529 $28,436 $29,573 $29,573 $30,711

Variable&Business&Expenses&=&PROJECTED
Courses(and(Workshops 150 156 156 162 156 162 162 168
Attendance(at(BCAFM 2,000 2,080 2,080 2,160 2,080 2,163 2,163 2,246
Canopies/(Tables/(Umbrellas 5,000 5,200 5,200 5,400 5,200 5,408 5,408 5,616

$7,150 $7,436 $7,436 $7,722 $7,436 $7,733 $7,733 $8,031

J&=&Total&Projected&Business&Expenses&(J=E+H) $34,492 $35,872 $35,872 $37,251 $35,872 $37,307 $37,307 $38,741

Capital&Activity&=&PROJECTED
Purchase(of(Assets 700 0 0 0 0 0 0 0
Sale(of(Assets 0 0 0 0 0 0 0 0

M&=&SUBTOTAL&Projected&Capital&Activity =700 0 0 0 0 0 0 0

TOTAL&EXPENSES&ALL&SOURCES&=&PROJECTED

N=&Total&Projected&Expenses&from&all&sources&(N=J+M) $33,792 $35,872 $35,872 $37,251 $35,872 $37,307 $37,307 $38,741

RECONCILIATION&OF&CASH&FLOW

Opening&Cash&Balance&(X)

Opening&cash&balance&is&
$2,000&from&the&previous&
year 2,000 2,000 2,000 2,000 2,000 2,000 2,000 2,000

TOTAL&Cash&In&(D) 43,661 54,396 47,291 37,112 54,396 64,473 78,215 53,737

TOTAL&Cash&Out&(N) 33,792 35,872 35,872 37,251 35,872 37,307 37,307 38,741

Surplus&(Deficit)&(Y) (Y=D9N) 9,869 18,525 11,420 9140 18,525 27,167 40,909 14,996

Closing&Cash&Balance&(Z) (Z=X+Y) 11,869$&&&&&&&&&&&&&&& 20,525$&&&&&&& 13,420$&&&&&&&& 1,860$&&&&&&&&&& 20,525$&&&&&&&&&&&&&&&&& 29,167$&&&&&&&& 42,909$&&&&&&& 16,996$&&&&&&&

H&=&SUBTOTAL&Proj&Variable&Business&Expenses


