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OVERVIEW 

Agricultural production within city boundaries is a 
growing trend that offers more options to consume 
locally produced food,1 and is seen as a means to 
improve multiple different facets of local communi-
ties.  We understand different types of agriculture 
markets (i.e. farmers’ markets, CSAs and whole-
sale) influence our communities in different ways. 
In this research we work to understand how the 
perception of ‘personal benefits, ‘market experi-
ence’, and ‘social benefits’ influence consumers to 
attend  farmers’ markets and purchase fresh 
fruits and vegetables. 
 

Background 

Farmers’ markets are a growing trend in direct-to-
consumer marketing, growing steadily in number 
since the 90s and accounting for over $1 billion in 
sales per year (AMS, 2009).  They are seen as a 
positive impact on an area’s sense of community 

and the local economy while also providing fresh 
food (Brown and Miller, 2008). Farmers’ markets 
are used to promote local food systems that can 
benefit producers with better pricing and consum-
ers with information production methods (Gillespie 
et al., 2007). Motivations for attendance range from 
traits of the food, social experiences, and political 
cause. Fresh food, high-quality food, support of lo-
cal agriculture, and social appeal were some of the 
most documented reasons (Appendix 1). Some 
motivations such as convenience and price were 
listed as barriers for some, but not for others. Oth-
ers stressed the importance of food safety, taste, 
and organic foods. 
 
 

Preliminary Results: Linden Hills Farmers’ 

Market 

As shown in Figure 1, survey  
participants are highly motivated by the perceived  
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social benefit of the Linden Hills Farmers’ Market.  
The perception of ‘Supporting Local’ ranks as the 
top primary motivation and among the top second-
ary motivations. While ‘Societal Benefits’ decrease 
in times-selected moving from primary to tertiary 
motives, the selection of ‘Personal Benefits’ in-
creases. Across all motivation levels, ‘Market Expe-
rience’ is modest. 
 

Figure 2 aims to connect Linden Hills Farmers’ 
Market’s consumers’ main motivation to attend to 
their basic consumer characteristics.  While ‘Social 
Benefits’ consumers are the largest group sampled, 
they are also statistically more likely to spend more 
and attend more frequently than any other group.  

 

Take-Aways: Lin-

den Hills Farm-

ers’ Market 

Linden Hills is the 
only market we 
have studied which 
has such a strong 
bias towards  
’Social Benefit’ mo-
tivations.  While 
‘Supporting Local’ 
is always a top five 
motivation, results 
have never been 
this heavily 
skewed. In past 
studies, consumer 
motivations often 
match market 
branding , so 
skewed result may 
be the result of a 
strong and con-
sistent  market 
message.  
 
While it is expected 
a large proportion 
of respondents are 

purchasing a majority of their fresh fruits and vege-
tables from a Large Grocery Store, it has been un-
common to see such a large proportion of consum-
ers site the farmers’ market as their main market 
outlet. The research group has never surveyed a 
market where purchasing from a Co-op Store is so 
prevalent.  This looks to further exemplify the moti-
vation of the consumers to support local. 
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Sustainable Healthy Cities is a unique research network of universities, cities, governments, 

NGOs, and industry partners who are co-developing the science and practical knowledge that en-

ables urban infrastructure transformation toward environmentally sustainable, healthy, and livable 

cities. We focus on infrastructure design as well as behavioral and policy levers to advance dis-

tributed infrastructure solutions to benefit people, cities, and the environment.  

Our Mission is to advance environmental sustainability, health, and livability in diverse cities 

across the world through infrastructure innovations in energy, water, transportation, green infra-

structure, and food systems, linked with social, behavioral, and policy change.  
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