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SUMMARY
The number of farmers markets in Canada, United States, and Europe is growing rapidly.  In British Columbia there are about 100 known markets, up from 60 known markets in 2000.  This growth reflects the increasing role of farmers markets in local food systems and their contributions to British Columbia’s communities.  As the Honourable Pat Bell, Minister of Agriculture and Lands, recently stated:

“One of the benefits of farmers markets that receives little attention is what they do to bridge what I call the urban agricultural divide. By speaking directly with the people who grow and produce the food products, the consumer establishes connectivity with the source, and that’s something we need more of in a world where many youngsters think what they’re eating comes from the supermarket” (BC’s Agri-Food Update, November 2005).

Although the role of farmers markets as places of shopping, socialising, and culture is recognised, we have not systematically measured the economic and community impacts of these markets.  This lack of information represents a significant gap in the business planning processes of farmers markets across British Columbia.

This preliminary report presents the findings from assessments completed for Salt Spring Island’s Market in the Park on Saturday August 26 and the Tuesday Farmers Market on August 29, 2006. 

Highlights of results:

· The estimated economic impacts of the Salt Spring Island farmers markets on the local economy are:

· Market in the Park:  $2.8 million

· Tuesday Farmers Market:  $177,000

· The estimated number of market customers on assessment day was 4,968 at the Saturday market and 966 at the Tuesday market

· Approximately 750 people in total participated in the two flip-chart surveys

· Average (weighted) customer spending at the Saturday market was $26.24; at the Tuesday market, average (weighted) spending was $12.82

· 78.7% of respondents at the Saturday market were non- locals of Salt Spring Island; 45.9% of respondents at the Tuesday market were non-locals
The assessments of the Salt Spring Island farmers markets are part of a province-wide project conducted by the University of Northern British Columbia and the BC Association of Farmers’ Markets.  The purpose of the provincial study is to quantify the significant contributions of farmers markets and to increase their visibility both locally and provincially.  This report will be revised at the end of the study to incorporate provincial comparisons and learning from other markets.

The Salt Spring Island Farmers Markets:  descriptions

Source:  BC Association of Farmers’ Markets
http://www.bcfarmersmarket.org/directory
Market in the Park

The Salt Spring Island Market in the Park, held on Saturdays in Ganges Village, is a very popular summer attraction for tourists and local residents.  The theme is "Make It, Bake It, Grow It" locally (on Salt Spring Island).  Vendor permits are available to established Salt Spring residents only.  Lots of variety and interesting activities.  The Market in the Park is administered by the Capital Regional District.

	Availability:
	Open first week in April to last week in October

8:00 am – 3:00 pm

	# Vendors:
	120

	Location:
	Ganges Village - Centennial Park

	Contact Info:
	Krishna Rodriguez, Market Coordinator
Phone: 250-538-8590
Email: parc@saltspring.com
145 Vesuvius Bay Road
Salt Spring Island, BC

V8K 1K3


Tuesday Farmers Market

Salt Spring Island also has a second market, held on Tuesdays.  This market is organised by the market vendors and sells farmers’ produce.

	Availability:
	Open first week in July to second week in October

10:30 am – 2:30 pm

	# Vendors:
	12

	Location:
	On the grounds of the Salt Spring United Church, located between Hereford and McPhilips Avenue



RESEARCH METHOD

The assessment of individual markets in BC is organised around two sets of activities:  market assessments and market surveys.   

1) Rapid Market Assessment:  

The Rapid Market Assessment (RMA) technique was developed by researchers at Oregon State University for studying farmers markets.  This method has been implemented successfully in markets throughout Oregon and Washington states.  The RMA method consists of three parts: customer survey; crowd count; environmental observations.  The environmental observations are optional for markets in the present study and are not included in this report.

a) Flip-chart survey:  The flip-chart survey method engaged consumers in friendly interaction through multiple-choice questions posted in large print on flip-charts.  This approach has a high response rate, thereby increasing validity and accuracy.  Questions used for the survey were developed by the farmers market manager and the Project Lead.  

The set of questions used for the survey (Box 1) was developed in two parts.  The first three questions were developed by the UNBC researchers and will be asked by all farmers markets participating in the project.  Each participating market then developed the remaining questions.  Given the limited number of questions asked, this approach ensures that data collected is relevant to making effective changes and improvements to the local market.  In this case, we added two questions to each of the Salt Spring Island farmers market assessments.  The same five questions were asked at both the Saturday and Tuesday markets.  

Box 1.  Flip-chart survey questions

How much have you spent, or do you plan to spend, at the market today?

How often do you plan to visit the market this season?

If you plan to do additional shopping or eating while in this area of town today, how much do you plan to spend?

Where do you live?

How many farmer vendors will you buy from today?

b) Crowd count:  During a ten-minute period during each hour the market was open, members of the assessment team stood at each major entry point to a market and counted people entering.  The total number of attendees is estimated from these systematic counts.

2)  Community impact analysis
The impact analysis involves more detailed surveys of market customers and local business owners.

a) Customer surveys.  A small sample of customers was asked to participate in a short interview.  People were asked about where they shop, factors they consider when buying food, how long they spend at the market, and how they spend their time when at the market.  Customers were also asked if they shop at other businesses on the same day that they visit the farmers market.  The small sample size means that the results cannot be generalised to all market customers.  Nevertheless, the information collected expands upon the flip-chart survey information and lends further insights to market customers and the relation between the market and neighbouring businesses.

b) Business surveys.  Businesses located near the farmers market were surveyed in order to assess the impact of the market on neighbouring businesses and to explore the nature of the relationship.  The information collected from these surveys is specific to each local market and will lend insight to how relations might be further developed.  The business information will also help to understand the relation between farmers markets and businesses generally.  Surveys were not completed at farmers markets that did not have other businesses located nearby.

Together, the market assessments and more detailed surveys improve our understanding of what makes the Salt Spring Island farmers markets successful and how they affect the local community, both in terms of economic and non-economic impacts.

RESULTS
This section reviews the results of the crowd count estimates, flip-chart surveys, business surveys, and customer surveys for the Salt Spring Island Saturday and Tuesday market assessments.  For each section, results for Saturday’s Market in the Park assessment will be presented first, followed by results for the Tuesday Farmers Market assessment.  There are separate results presented for the crowd counts and flip-chart surveys for each day, while the results for the expanded customer and business surveys are combined. 

Rapid Market Assessment

Crowd count – Market in the Park (Saturday)

The total estimated number of people attending the Salt Spring Island Market in the Park on Saturday August 26, 2006 was 4,968.  The weather on the day of the assessment was sunny and warm.  The temperature was in the mid-20s, and there was a light breeze.  For entertainment, there were buskers playing in different locations at different times throughout the day:  jugglers, folk guitarist, and a percussion group.  There were approximately 120 vendors present that day; 12 of them food vendors and the rest crafters and artisans.  When asked, vendors said attendance that day was typical for that time of year, which was considered the peak of the season.  The actual and extended crowd counts for the day are shown in Table 1, and the estimated crowd totals for each hour are shown in Chart 1.  

Table 1.  Crowd Count (Saturday)

	Time period
	Count period
	Actual count
	Extended Total

	1st hour  (8:00-9:00 am)
	8:25 - 8:35 am
	58
	348

	2nd hour (9:00-10:00 am)
	9:25 - 9:35 am
	178
	1,068

	3rd hour  (10:00-11:00 am)
	10:25 - 10:35 am
	138
	828

	4th hour  (11:00-12:00 pm)
	11:25 - 11:35 am
	132
	792

	5th hour  (12:00-1:00 pm)
	12:25 - 12:35 pm
	135
	810

	6th hour  (1:00-2:00 pm)
	1:25 - 1:35 pm
	97
	582

	7th hour  (2:00-3:00 pm)
	2:25 - 2:35 pm
	90
	540

	Estimated total
	4,968


 Chart 1.  Total estimated crowd count by hour (Saturday)
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As shown in Chart 1, attendance at the Saturday market was significantly lowest during the first hour, with only about 348 customers.  Attendance then increases dramatically in the second hour, the busiest of the day, to approximately 1,068 customers.  Attendance declined to about half its peak for the final two hours. 

Crowd count – Tuesday

The total estimated number of people attending the Tuesday Farmers’ Market on August 29, 2006 was 966.   The weather that day was sunny and warm, and the temperature was in the mid-20s.  For entertainment, a busker played guitar and harmonica and sang.  There were 12 vendors present that day, selling fruit, vegetables, bread, jam, salsa, and berries, among other items.  When asked, vendors said attendance was typical for that time of year, which was considered the peak of the season.  The actual and extended crowd counts for the day are shown in Table 2, and the estimated crowd totals for each hour are shown in Chart 2.  

Table 2.  Crowd Count (Tuesday)

	Time period
	Count period
	Actual count
	Extended Total

	1st hour  (11:00-12:00 pm)
	11:00 - 11:10 am
	51
	306

	2nd hour (12:00-1:00 pm)
	12:00 - 12:10 pm
	41
	246

	3rd hour  (1:00-2:00 pm)
	1:00 - 1:10 pm
	42
	252

	4th hour  (2:00-3:00 pm)
	2:00 - 2:10 pm
	27
	162

	Estimated total
	966


 Chart 2.  Total estimated crowd count by hour (Tuesday)
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As shown in Chart 2, attendance at the Tuesday market peaked during the first hour, then dropped slightly, averaging around 250 customers for each of the next two hours.  The last hour was slowest, with about half as many customers as during the first hour. 

Flip-chart survey – Saturday

For the Market in the Park assessment, we chose to distinguish results in terms of when responses were given: early morning (8:00-10:30), late morning (10:30-12:30), and early afternoon (12:30-3:00).  This was accomplished by putting up fresh response sheets at the start of each new time period (i.e., 10:30 and 12:30).  This market also chose to differentiate between local and non-local respondents, which was accomplished by giving different coloured sticky-dots to locals versus non-locals.  The first set of charts (Charts 3-29) show the results for each question at the Saturday market by time of day responses were given, as well as for local and non-local respondents.  Approximately 550 people responded to the flip-chart survey at the Saturday market, which is 11% of the total estimated crowd count for the day.

Question 1.  How much have you spent, or do you plan to spend at the market today?

Chart 3 shows customers’ responses for the entire day.  On average, Saturday market customers spend $26.24 each.  Non-local respondents spent more on average ($27.28) than local respondents ($22.70).  Charts 4-7 show results by time period.

Chart 3.  How much have you spent, or do you plan to spend, at the market today?

(n = 555)
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Chart 4 shows responses given in the early morning:  non-local respondents spent an average of $27.73; local respondents spent an average of $25.00.

Chart 4.  How much have you spent, or do you plan to spend, at the market today?

(n = 223)
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Chart 5 shows responses given in the late morning:  non-local respondents spent an average of $27.48; local respondents spent an average of $20.75.
Chart 5.  How much have you spent, or do you plan to spend, at the market today?

(n = 205)
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Chart 6 shows responses given in the early afternoon:  non-local respondents spent an average of $26.26; local respondents spent an average of $20.

Chart 6.  How much have you spent, or do you plan to spend, at the market today?

(n = 127)

[image: image6.emf]Early Afternoon

0.0

5.0

10.0

15.0

20.0

25.0

30.0

35.0

$0-10 $11-20 $21-30 $31-40 Over $40

Percent of Respondents

Local Non-local


Chart 7 shows the total distribution of customer responses by time period for local and non-local respondents, as well as for all respondents in total.  As shown, both local and non-local residents spent more in the early morning. 

Chart 7.  Average spending for local and non-local customers by time of day

(n = 555)
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Question 2.  How often do you plan to visit the market this season?

Chart 8 shows customer responses for all of Saturday.  Overall, 34.1% of all respondents were first-time visitors to the market; they were also non-residents of Salt Spring Island.  As would be expected, customers who shop more often at the market are residents of Salt Spring Island.  Charts 9-11 show results by time period.
Chart 8.  How often do you plan to visit the market this season? (n = 563)
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Chart 9.  How often do you plan to visit the market this season? (n = 227)
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Chart 10.  How often do you plan to visit the market this season? (n = 202)

[image: image10.emf]Late Morning

0.0

5.0

10.0

15.0

20.0

25.0

30.0

35.0

First timer Rarely 

(1x/yr)

Occasionally

(2-3x/yr)

Often

(1x/month)

Frequently

(2-3x/month)

Regularly

(almost

weekly)

Percent of Respondents

Local Non-local


Chart 11.  How often do you plan to visit the market this season? (n = 134)
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The next two charts show responses divided between local and non-local shoppers.  Among local respondents (Chart 12), the most frequent shoppers arrive either early or late morning.  Most of the less frequent shoppers arrive early morning.  Among non-local respondents (Chart 13), shoppers arrived throughout the day.
Chart 12.  How often do you plan to visit the market this season? (n = 132)
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Chart 13.  How often do you plan to visit the market this season? (n = 431)
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Question 3.  If you plan to do additional shopping or eating while in this area of town today, how much do you plan to spend?
Chart 14 shows additional spending at neighbouring businesses by respondents.  Overall, 94.4% of respondents said they would do additional spending at neighbouring businesses that day.  Non-local respondents said they would spend significantly more on average ($32.39) than local respondents ($26).  Charts 15-17 show results by time of day.
Chart 14.  If you plan to do additional shopping or eating while in this area of town today, how much do you plan to spend? (n = 551)
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Chart 15 shows responses for the early morning:  non-local respondents spent an average of $30.45 at other businesses; local respondents spent an average of $27.24.

Chart 15.  If you plan to do additional shopping or eating while in this area of town today, how much do you plan to spend? (n = 227)
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Chart 16 shows responses during the late morning:  non-local respondents spent an average of $35.19; local respondents spent an average of $24.68.

Chart 16.  If you plan to do additional shopping or eating while in this area of town today, how much do you plan to spend? (n = 198)
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Chart 17 shows responses given in the early afternoon:  non-local respondents spent an average of $30.92; local respondents spent an average of $24.52.

Chart 17.  If you plan to do additional shopping or eating while in this area of town today, how much do you plan to spend? (n = 126)
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Chart 18 shows average spending at neighbouring business by local and non-local respondents. Locals spent more in the early morning than in the late morning or early afternoon; non-locals spent the most in the late morning.

Chart 18.  Average spending at neighbouring businesses by local and non-local residents by time period (n = 551)
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Question 4.  Where do you live?

Chart 19 shows the distribution of where respondents live.  The majority of respondents (78.7%) do not live on Salt Spring Island.  Most of the non-local respondents are either from Vancouver Island (24.1%) or elsewhere in BC (24.3%).  Another 14.2% of all respondents were from the United States.  Charts 20-22 show customers’ responses by time period.
Chart 19.  Where do you live? (n = 564)
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Chart 20.  Where do you live? (n = 181)
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Chart 21.  Where do you live? (n = 156)
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Chart 22.  Where do you live? (n = 91)
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Question 5.  How many farmer vendors will you buy from today?

Chart 23 shows the results of how many farmer vendors shoppers buy from.  Half of all respondents (50.4%) said they would buy from just one or two farmer vendors, 18.7% said they would buy from three farm vendors, and 21.6% said they would buy from four or more farm vendors.  Charts 24-26 show results by the time of day customers responded

Chart 23.  How many farmer vendors will you buy from today? (n = 550)
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Chart 24.  How many farmer vendors will you buy from today? (n = 223)
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Chart 25.  How many farmer vendors will you buy from today? (n = 203)
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Chart 26.  How many farmer vendors will you buy from today? (n = 124)
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The next two charts show responses for buying from farmer vendors divided between local and non-local shoppers.  Among local residents (Chart 27), early morning shoppers buy from more farmer vendors.  Non-local residents buy from few farmer vendors (Chart 28).

Chart 27.  How many farmer vendors will you buy from today? (n = 125)
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Chart 28.  How many farmer vendors will you buy from today? (n = 425)
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Flip-chart survey – Tuesday Farmers Market

Approximately 200 people responded to the flip-chart survey at the Tuesday Farmers Market, which is 21% of the total estimated crowd count for the day.  The following five charts (Charts 29-33) show the results for each question at the Tuesday market.  Results are differentiated between local and non-local respondents, but not by time of day responses were given. 
Question 1.  How much have you spent, or do you plan to spend at the market today?

As shown in Chart 29, 78.2% of respondents said they would spend up to $20 at the market that day.  Local respondents spent more on average ($13.88) than non-local respondents ($11.44). The overall weighted average per customer that day was $12.82.

Chart 29.  How much have you spent, or do you plan to spend, at the market today?

(n = 206)
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Question 2.  How often do you plan to visit the market this season?

Chart 30 (next page) shows the distribution of responses for local and non-local customers.  A large portion of the non-local respondents (34.3%) was a first-time visitor to this market.  For local respondents, 34.3% said they would visit this market 2-4 times per month, while only 6.8% were first-time visitors to this market.

Chart 30.  How often do you plan to visit the market this season? (n = 207)
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Question 3.  If you plan to do additional shopping or eating while in this area of town today, how much do you plan to spend?
Overall, 92.3% of respondents said they would do additional spending at neighbouring businesses that day.  Non-local respondents said they would spend more on average ($23.52) than local respondents ($20.92).  Overall, 51.7% of respondents said they would spend over $20 at neighbouring businesses, and the average weighted amount spent per customer was $22.12.
Chart 31.  If you plan to do additional shopping or eating while in this area of town today, how much do you plan to spend? (n = 191)
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Question 4.  Where do you live?

As shown in Chart 32 more than half of all respondents (54.1%) live on Salt Spring Island. Another 27.5% of respondents were from elsewhere in BC, while 11.5% were from outside Canada.  These results show that a good number of locals visit this market, but also a good number of tourists as well.
Chart 32.  Where do you live? (n = 207)
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Question 5.  How many farmer vendors will you buy from today?

As shown in Chart 33, half of all respondents (51.5%) said they would buy from 2-3 farm vendors, 18.4% said they would buy from just one farm vendor, and 17.5% said they would buy from four or more.  The results indicate that local customers buy from more farm vendors than non-locals.

Chart 33.  How many farmer vendors will you buy from today? (n = 206)
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Customer Survey

We conducted interviews with an additional 20 customers at the Saturday and Tuesday market assessments.  While this small sample does not allow us to draw conclusions about all Salt Spring Island farmers market customers, it does lend insight to some of them.  The following results provide a profile of the customer survey respondents.

· The average amount respondents spent at the market was $27.50;

· The average amount respondents spent at neighbouring businesses was $26.50;

· Fifteen respondents were female, five were male;

· The average (weighted) age of respondents was 53.2 years;

· The average (weighted) household income was $65,789.

The following five charts show the combined distributions of age, household income, postal codes, shopping habits, and food preferences for respondents at the Saturday and Tuesday markets.  

Chart 34.  Age of respondents (n = 20)
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Chart 35.  Household income of respondents (n = 19)
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 Chart 36.  Customer postal codes (n = 20)
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The results in Chart 37 show that respondents shop at the farmers markets about once every two weeks.  They shop more frequently at small grocery stores and health food stores.

Chart 37.  Shopping habits (n = 20) 

Note:  a higher bar means shopping more often at the corresponding store
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Part of the answer to why farmers markets are important for these respondents is evident in Chart 38 (next page), which shows the various factors people consider when buying food.  The three most important factors for the surveyed Salt Spring Island market customers are:

· Nutritional content (3.75)

· In season (3.7)

· Grown/produced locally (3.7)

Chart 38.  Factors people consider when buying food (n = 20)
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We also asked how long respondents spend at farmers markets and how much of this time is spent talking with vendors and friends.  The results of these two questions are summarised in Table 3.  Generally, and not surprisingly, people who spend more time at the market spend more time talking with other people.  Ten of the 20 respondents said they would spend 31 minutes or more at the market that day and spend at least half of that time socialising with others.

Table 3.  Time spent at market talking with others (n = 20)

	
	 
	How time spent
	
	
	
	Total

	
	
	None
	Some
	Half
	Most
	Almost all
	

	Time spent at market
	<15 min.
	0
	1
	0
	0
	0
	1

	
	15-30 min.
	0
	1
	1
	1
	2
	5

	
	31 min. to 1 hr
	0
	1
	1
	2
	0
	4

	
	>1 hr
	0
	3
	5
	2
	0
	10

	Total
	
	0
	6
	7
	5
	2
	20


Business Survey

The Saturday and Tuesday markets on Salt Spring Island operate in different locations.  Saturday’s Market in the Park, which is much larger and offers a broad spectrum of farm produce and locally-produced merchandise, is located in the town’s central park along the waterfront.  The park is surrounded by ‘main street’ businesses.  The park, market, and businesses are well integrated.  The businesses include a full range of products and services.  In total, researchers conducted interviews at 13 businesses located near the Saturday market, focusing on businesses most likely to be impacted by the market.  The results of the business surveys are shown in Chart 39.

Chart 39.  Impact of farmers market on neighbouring businesses (n = 13)
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Overall, the response from businesses towards the Market in the Park was either positive or very positive.  Business owners responded that the market brings many people to Ganges, people come into store after the market shuts down, and the market puts people in a good mood and generates a sense of community.  To assess the direct impact of the market on neighbouring businesses, researchers asked businesses how much the market draws people to Ganges.  The general consensus among businesses is that the Market in the Park is a significant factor in drawing people to Salt Spring Island.  Businesses said they know that customers are in the area primarily for the market because they come in and ask about it.  

Most businesses noted increases in sales and/or customers on market day, and a couple said they had either added additional staff or extended their hours that day to accommodate the increased business. 

For the one business that ranked the market’s impact as negative, the primary concern was direct competition by vendors selling non-local items to market customers.  The vendors in question likely referred to the (non-market) vendors renting parking spaces from businesses adjacent to the market.  While there is no visible demarcation between the Market in the Park and the non-market vendors set up on adjacent lands, the Capital Regional District does not administer these vendors or what they sell.

Interaction among businesses and the Market in the Park is strong.  One business sells products from market vendors, while a several business owners said that they themselves started out as vendors at the market.  Overall, neighbouring businesses are very supportive of this market and appreciate the market’s success and spill-over effects. 

Although there are a number of businesses located near the Tuesday market, business owners said they perceived little to no impact, due to the fact that the Tuesday market is new and also significantly smaller than Saturday’s Market in the Park.
Economic and Community Impacts 
of the Salt Spring Island Farmers Markets

The information collected in this assessment enables us to measure the economic and community impact of the Salt Spring Island farmers markets.

Economic impact assessment

To measure the economic impact of farmers markets means to measure the ripple effect of people spending dollars at the market:  if I spend $1 at the market then how does this dollar benefit the local economy?  The ripple effect includes both the profit to the market vendor and the monies the vendor spent on inputs to get to the market (e.g., seeds, feed, ingredients, etc.).

Economic benefits, which include direct, indirect, and some induced effects, are measured in terms of revenue ($), output ($), and employment (jobs).  In this study we measure only revenues that account for direct and indirect effects.  We chose to calculate revenue benefits using a multiplier of 2.0
, a commonly used number in other studies of farmers markets.  This multiplier means that for every dollar spent at the market, another dollar is spent in the local economy.

The annual economic impact is calculated by multiplying direct annual sales by the multiplier (2.0).  Direct annual sales are calculated as follows:

                Average expenditure   X   Number of spending   X   Number of sessions   X   Seasonal

                       by customer              customers per session
                per year
                   factor

For the Salt Spring Island Market in the Park, seasonally adjusted annual direct sales are:

$26.24 per customer visit  X  2,448 spending customers  X  31 (adjusted) sessions = $1,397,295

Using a multiplier of 2.0, the annual economic impact is approximately:

Annual economic impact:  $2.8 million
For the Salt Spring Island Tuesday Farmers Market, seasonally adjusted annual direct sales are:

$12.82 per customer visit  X  580 spending customers  X  15 (adjusted) sessions = $88,392

Using a multiplier of 2.0, the annual economic impact is approximately:

Annual economic impact:  $177,000
These calculations mean that the Salt Spring Island farmers markets contribute a combined estimated total of approximately $3 million to the local economy each year.  These monies benefit not only market vendors but also the local businesses that supply these vendors.

Although not completed in this report, the results of the economic impact analysis of the Tuesday market can be applied, with appropriate assumptions (e.g., number and size of vendors), to isolate the impacts of farmer vendors at Saturday’s Market in the Park.

Community impacts

From another perspective, we can also measure the ‘spill-over’ effect that the Salt Spring Island farmers markets have on neighbouring businesses.  Based on survey results, we can estimate the impact of market customers spending additional dollars at local businesses on the days of the markets.  Using the same method as above, the annual economic impact of additional spending at neighbouring businesses is over $3.3 million annually. 

Information collected from the customer survey, although limited, indicates the importance of the markets to Salt Spring Island.  Of the 20 respondents, 18 said they would do additional shopping the day of the market, and of those 18, seven respondents said they would not have visited these businesses that day if they had not come to the market.  While these may not be large numbers, they do highlight a direct impact of the Salt Spring Island market customers on local businesses and the positive impact of the market on the community.

If farmers markets were only about production, processing, and retailing, then it is easy to assume that impacts refer only to economic value.  However, people’s food choices incorporate other aspects of values related to community sustainability, cultural viability, and personal responsibility.  This line of thinking is consistent with new movements for ‘food democracy,’ ‘slow food,’ ‘sustainable consumption,’ ‘civic agriculture,’ and ‘sustainable agriculture.’  Through their food choices, local residents make a positive contribution to their community’s development.  In this way, farmers markets have a direct impact on how communities produce, process, distribute, consume, and share food.  

We asked customers of the Salt Spring Island markets what was important to them.  As noted above, ‘nutritional content’, ‘in season’, and ‘grown/produced locally’ were most important to respondents.  Other important factors to respondents (mean rating 3.0 or more) are:

· Grown/produced in BC (3.5)

· Fair trade (3.5)

· Certified organic (3.35)

· Packaging (materials) (3.3)

· Animal welfare (3.25)

· Food safety (3.15)

· Natural (not certified) (3.05)

· Grown/produced by someone known (3.0)

Collectively, these factors represent values people think is good for society and for their community.  The combination of ‘in season’ (3.7), ‘grown/produced locally’ (3.7) and ‘grown/produced by someone known’ (3.0) refers specifically to the ‘farmers market’ factor.  Consumers associate these attributes with farmers markets, thereby supporting the view that farmers markets help bridge the “agricultural divide” by bringing area residents in direct contact with producers and processors.

The markets also contribute to the social development of the area.  Fourteen of the 20 customers surveyed said that the farmers market was their primary reason for being in that part of town the day of the market (either Saturday or Tuesday), and 10 of the 20 customers surveyed said they would spend more than 30 minutes at the market and spend at least half of that time talking with others.  These results highlight that the Salt Spring Island markets are not only places to find seasonal food; they are also places to come together to build community.
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� Although a multiplier of 2.0 is most common, the number varies widely, ranging from 1.21 to 8.0.  More work needs to be done to establish a reliable multiplier for farmers markets.


� This is based on the estimated crowd count.  However, not all people attending the market are included in the calculation.  Some people may not spend any money while other people included in the crown count are members of the same household and should not be double-counted.  Oregon State University estimates that 60 per cent of the crowd count is considered a paying customer, based on their extensive experience using the Rapid Market Assessment method.


� Includes special days, if any, such as ‘Christmas markets’ held after the outdoor market season ends.


� The seasonal factor accounts for varying sales levels during the season.  Markets generally start off slow and peak for a number of weeks during the summer and then decline.  The seasonal factor is calculated for each market based on data collected from the market’s manager.
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FlipChart - SAT

		How much have you spent, or plan to spend at the market today?

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				$0-10				12		21				14		22				8		20				34		63				97

				$11-20				13		37				8		43				4		22				25		102				127

				$21-30				15		33				6		24				6		16				27		73				100

				$31-40				7		17				5		24				4		15				16		56				72

				Over $40				15		53				7		52				2		30				24		135				159

								62		161		223		40		165		205		24		103		127		126		429		555		555

				Total

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local														Local		Non-local		Total

				5				60		105				70		110				40		100				170		315				485								Early morning		$   25.00		$   27.73		27.0

				15				195		555				120		645				60		330				375		1530				1905								Late morning		$   20.75		$   27.48		26.2

				25				375		825				150		600				150		400				675		1825				2500								Early afternoon		$   20.00		$   26.26		25.1

				35				245		595				175		840				140		525				560		1960				2520

				45				675		2385				315		2340				90		1350				1080		6075				7155

								1550		4465				830		4535				480		2705				2860		11705				14565

				Total				$   25.00		$   27.73		27.0		$   20.75		$   27.48		26.2		$   20.00		$   26.26		25.1		$   22.70		$   27.28				$   26.24

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				$0-10				5.4		9.4				6.8		10.7				6.3		15.7				6.1		11.4				17.5

				$11-20				5.8		16.6				3.9		21.0				3.1		17.3				4.5		18.4		42.9		22.9

				$21-30				6.7		14.8				2.9		11.7				4.7		12.6				4.9		13.2				18.0

				$31-40				3.1		7.6				2.4		11.7				3.1		11.8				2.9		10.1				13.0

				Over $40				6.7		23.8				3.4		25.4				1.6		23.6				4.3		24.3				28.6

								27.8		72.2		100.0		19.5		80.5		100.0		18.9		81.1		100.0		22.7		77.3				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				$0-10				2.2		3.8				2.5		4.0				1.4		3.6				6.1		11.4				17.5

				$11-20				2.3		6.7				1.4		7.7				0.7		4.0				4.5		18.4				22.9

				$21-30				2.7		5.9				1.1		4.3				1.1		2.9				4.9		13.2				18.0

				$31-40				1.3		3.1				0.9		4.3				0.7		2.7				2.9		10.1				13.0

				Over $40				2.7		9.5				1.3		9.4				0.4		5.4				4.3		24.3				28.6

								11.2		29.0		40.2		7.2		29.7		36.9		4.3		18.6		22.9		22.7		77.3		100.0		100.0				Local spending by period														Non-local spending by period

				PERCENT WITHIN GROUP (local and non-local)

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				$0-10				9.5		4.9				11.1		5.1				6.3		4.7				27.0		14.7

				$11-20				10.3		8.6				6.3		10.0				3.2		5.1				19.8		23.8

				$21-30				11.9		7.7				4.8		5.6				4.8		3.7				21.4		17.0

				$31-40				5.6		4.0				4.0		5.6				3.2		3.5				12.7		13.1

				Over $40				11.9		12.4				5.6		12.1				1.6		7.0				19.0		31.5

								49.2		37.5		86.7		31.7		38.5		70.2		19.0		24.0		43.1		100.0		100.0

		How often do you come to this farmers market?

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				First timer				0		84				0		60				0		48				0		192				192

				Rarely  (1x/yr)				0		48				0		51				1		28				1		127				128

				Occasionally (2-3x/yr)				8		24				0		36				1		27				9		87				96

				Often (1x/month)				14		2				2		8				6		2				22		12				34

				Frequently (2-3x/month)				17		5				11		1				4		3				32		9				41

				Regularly (almost weekly)				24		1				31		2				13		1				68		4				72

				Total				63		164		227		44		158		202		25		109		134		132		431		563		563

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				First timer				0.0		37.0				0.0		29.7				0.0		35.8				0.0		34.1				34.1

				Rarely  (1x/yr)				0.0		21.1				0.0		25.2				0.7		20.9				0.2		22.6		38.0		22.7

				Occasionally (2-3x/yr)				3.5		10.6				0.0		17.8				0.7		20.1				1.6		15.5				17.1

				Often (1x/month)				6.2		0.9				1.0		4.0				4.5		1.5				3.9		2.1				6.0

				Frequently (2-3x/month)				7.5		2.2				5.4		0.5				3.0		2.2				5.7		1.6				7.3

				Regularly (almost weekly)				10.6		0.4				15.3		1.0				9.7		0.7				12.1		0.7				12.8

								27.8		72.2		100.0		21.8		78.2		100.0		18.7		81.3		100.0		23.4		76.6				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				First timer				0.0		14.9				0.0		10.7				0.0		8.5				0.0		34.1				34.1

				Rarely  (1x/yr)				0.0		8.5				0.0		9.1				0.2		5.0				0.2		22.6				22.7

				Occasionally (2-3x/yr)				1.4		4.3				0.0		6.4				0.2		4.8				1.6		15.5		39.8		17.1

				Often (1x/month)				2.5		0.4				0.4		1.4				1.1		0.4				3.9		2.1				6.0

				Frequently (2-3x/month)				3.0		0.9				2.0		0.2				0.7		0.5				5.7		1.6				7.3

				Regularly (almost weekly)				4.3		0.2				5.5		0.4				2.3		0.2				12.1		0.7				12.8

								11.2		29.1		40.3		7.8		28.1		35.9		4.4		19.4		23.8		23.4		76.6		100.0		100.0

				PERCENT WITHIN GROUP (local and non-local)																														Locals																Non-locals

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				First timer				0.0		19.5				0.0		13.9				0.0		11.1				0.0		44.5

				Rarely  (1x/yr)				0.0		11.1				0.0		11.8				0.8		6.5				0.8		29.5

				Occasionally (2-3x/yr)				6.1		5.6				0.0		8.4				0.8		6.3				6.8		20.2

				Often (1x/month)				10.6		0.5				1.5		1.9				4.5		0.5				16.7		2.8

				Frequently (2-3x/month)				12.9		1.2				8.3		0.2				3.0		0.7				24.2		2.1

				Regularly (almost weekly)				18.2		0.2				23.5		0.5				9.8		0.2				51.5		0.9

								47.7		38.1		85.8		33.3		36.7		70.0		18.9		25.3		44.2		100.0		100.0

		If you plan on doing any additional shopping or eating downtown today, how much do you anticipate spending?

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				No additional shopping				7		8				5		4				3		4				15		16				31

				$0-10				14		28				10		18				4		10				28		56				84

				$11-20				9		25				6		28				3		32				18		85				103

				$21-30				15		35				5		22				10		12				30		69				99

				>$30				20		66				10		90				4		44				34		200				234		94.3738656987

				Total				65		162		227		36		162		198		24		102		126		125		426		551		551

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local														Local		Non-local		Total

								0		0				0		0				0		0				0		0				0								Early morning		$   27.24		$   30.45		29.6

				5				70		140				50		90				20		50				140		280				420								Late morning		$   24.68		$   35.19		33.5

				15				135		375				90		420				45		480				270		1275				1545								Early afternoon		$   24.52		$   30.92		29.8

				25				375		875				125		550				250		300				750		1725				2475

				50				1000		3300				500		4500				200		2200				1700		10000				11700

								1580		4690				765		5560				515		3030				2860		13280				16140

				Total				$   27.24		$   30.45		29.6		$   24.68		$   35.19		33.5		$   24.52		$   30.92		29.8		$   26.00		$   32.39				$   31.04

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				No additional shopping				3.1		3.5				2.5		2.0				2.4		3.2				2.7		2.9				5.6

				$0-10				6.2		12.3				5.1		9.1				3.2		7.9				5.1		10.2				15.2

				$11-20				4.0		11.0				3.0		14.1				2.4		25.4				3.3		15.4				18.7

				$21-30				6.6		15.4				2.5		11.1				7.9		9.5				5.4		12.5		94.4		18.0

				>$30				8.8		29.1				5.1		45.5				3.2		34.9				6.2		36.3				42.5

								28.6		71.4		100.0		18.2		81.8		100.0		19.0		81.0		100.0		22.7		77.3				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				No additional shopping				1.3		1.4				0.9		0.7				0.5		0.7				2.7		2.9				5.6

				$0-10				2.5		5.0				1.8		3.2				0.7		1.8				5.0		10.1				15.1

				$11-20				1.6		4.5				1.1		5.0				0.5		5.8				3.2		15.3				18.6

				$21-30				2.7		6.3				0.9		4.0				1.8		2.2				5.4		12.4				17.8

				>$30				3.6		11.9				1.8		16.2				0.7		7.9				6.1		36.0				42.2

								11.7		29.2		40.9		6.5		29.2		35.7		4.3		18.4		22.7		22.5		76.8		99.3		99.3				Local additional pending by period														Non-local additional spending by period

				PERCENT WITHIN GROUP (local and non-local)

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				No additional shopping				5.6		1.9				4.0		0.9				2.4		0.9				11.9		3.7

				$0-10				11.1		6.5				7.9		4.2				3.2		2.3				22.2		13.1

				$11-20				7.1		5.8				4.8		6.5				2.4		7.5				14.3		19.8

				$21-30				11.9		8.2				4.0		5.1				7.9		2.8				23.8		16.1

				>$30				15.9		15.4				7.9		21.0				3.2		10.3				27.0		46.6

								51.6		37.8		89.3		28.6		37.8		66.3		19.0		23.8		42.8		99.2		99.3

		Where do you live?

								8:00-10:30						10:30-12:30						12:30-3:00						TOTAL

		Salt Spring						58		25.3				38		18.7				24		18.2				120		21.3

		Vancouver Isl.						48		21.0				47		23.2				41		31.1				136		24.1		78.7

		Elsewhere BC						49		21.4				55		27.1				33		25.0				137		24.3

		Elsewhere Canada						29		12.7				29		14.3				11		8.3				69		12.2

		USA						40		17.5				28		13.8				12		9.1				80		14.2

		Other						5		2.2		123.0		6		3.0		118.0		11		8.3		67.0		22		3.9

								229		100.0		181.0		203		100.0		156.0		132		100.0		91.0		564		100.0

		PERCENT WITHIN GROUP

								8:00-10:30						10:30-12:30						12:30-3:00						TOTAL

		Salt Spring						48.3						31.7						20.0						100.0

		Vancouver Isl.						35.3						34.6						30.1						100.0

		Elsewhere BC						35.8						40.1						24.1						100.0

		Elsewhere Canada						42.0						42.0						15.9						100.0

		USA						50.0						35.0						15.0						100.0

		Other						22.7						27.3						50.0						100.0

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				0				1		16				5		19				4		6				10		41				51

				1				5		35				11		39				4		41				20		115				135

				2				18		36				9		47				10		22				37		105				142

				3				19		29				7		28				4		16				30		73				103

				4				11		18				5		15				2		6				18		39				57

				> 4				7		28				2		16				1		8				10		52				62

				Total				61		162		223		39		164		203		25		99		124		125		425		550		550

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				0				0.4		7.2				2.5		9.4				3.2		4.8				1.8		7.5				9.3

				1				2.2		15.7				5.4		19.2				3.2		33.1				3.6		20.9				24.5

				2				8.1		16.1				4.4		23.2				8.1		17.7				6.7		19.1				25.8

				3				8.5		13.0				3.4		13.8				3.2		12.9				5.5		13.3				18.7

				4				4.9		8.1				2.5		7.4				1.6		4.8				3.3		7.1				10.4

				> 4				3.1		12.6				1.0		7.9				0.8		6.5				1.8		9.5				11.3

								27.4		72.6		100.0		19.2		80.8		100.0		20.2		79.8		100.0		22.7		77.3				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				0				0.2		2.9				0.9		3.5				0.7		1.1				1.8		7.5				9.3

				1				0.9		6.4				2.0		7.1				0.7		7.5				3.6		20.9				24.5

				2				3.3		6.5				1.6		8.5				1.8		4.0				6.7		19.1				25.8

				3				3.5		5.3				1.3		5.1				0.7		2.9				5.5		13.3				18.7

				4				2.0		3.3				0.9		2.7				0.4		1.1				3.3		7.1				10.4

				> 4				1.3		5.1				0.4		2.9				0.2		1.5				1.8		9.5				11.3

								11.1		29.5		40.5		7.1		29.8		36.9		4.5		18.0		22.5		22.7		77.3		100.0		100.0

				PERCENT WITHIN GROUP (local and non-local)																														Locals																Non-locals

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				0				0.8		3.8				4.0		4.5				3.2		1.4				8.0		9.6

				1				4.0		8.2				8.8		9.2				3.2		9.6				16.0		27.1

				2				14.4		8.5				7.2		11.1				8.0		5.2				29.6		24.7

				3				15.2		6.8				5.6		6.6				3.2		3.8				24.0		17.2

				4				8.8		4.2				4.0		3.5				1.6		1.4				14.4		9.2

				> 4				5.6		6.6				1.6		3.8				0.8		1.9				8.0		12.2

								48.8		38.1				31.2		38.6				20.0		23.3				100.0		100.0
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Date contrasts with common understanding that locals come primarily in the morning.  Data shows that regular locals come throughout the day.  The non-regular locals tend to arrive earlier.
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These pairs of charts are the same data but different formats.
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These pairs of charts are the same data but different formats.
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These pairs of charts are the same data but different formats.
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		SATURDAY												extended

		8-9am				15		43				58		348

		9-10am		9:25-9:35am		51		127				178		1068

		10-11am		10:25-10:35am		32		106				138		828

		11-12pm		11:25-11:35am		39		93				132		792

		12-1pm		12:25-12:35pm		68		67				135		810

		1-2pm		1:25-1:35		25		72				97		582

		2-3pm				27		63				90		540

						257		571		0				4080

						1542		3426		0				4968



Early morning local buy from more farmer vendors
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Number of Customers



		

		Customer spending

						Frequency		Percent		Valid Percent		Cumulative Percent						WEIGHTED

		Valid		Nothing

				< $10		1												5		5

				$11-$20		3												15		45

				$21-$30		9												25		225

				$31-$40		4												35		140

				>$40		3												45		135

				Total		20														550

																				$   27.50

		Reason for being here

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Yes		14

				No		6

				Total		20

		Additional shopping

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Yes		18

				No		2

				Total		20

		Additional spending

						Frequency		Percent		Valid Percent		Cumulative Percent						WEIGHTED

		Valid		< $10		1												5		5

				$11-$20		5												15		75

				$21-$30		6												25		150

				$31-$40		6												35		210

				>$40		2												45		90

						20														530

																				$   26.50

		Have visited anyway?

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Yes		11

				No		7

				NA		2

				Total		20

		a

		Time spent at market

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		<15 min.		1

				15-30 min.		5

				31 min. to 1 hr		4

				>1 hr		10

				Total		20

		How time spent

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		None		0

				Some		6

				Half		7

				Most		5

				Almost all		2

				Total		20

		Time spent at market * How time spent Crosstabulation

		Count

						How time spent										Total

						None		Some		Half		Most		Almost all

		Time spent at market		<15 min.				1								1

				15-30 min.				1		1		1		2		5

				31 min. to 1 hr				1		1		2				4

				>1hr				3		5		2				10

		Total						6		7		5		2		20

		a

		Descriptive Statistics

				N		Mean

		Buy groceries: Other		0						7

		Small Grocery		20		1.9				5.1

		Health Food Store		20		2.2				4.8

		Farmers Market		20		2.85				4.15

		Specialty/ethnic		20		3.2				3.8

		Direct from farm		19		3.37				3.63

		Large Grocery		20		5.35				1.65

		Warehouse		20		6.05				0.95

		Convenience Store		20		6.3				0.7

		Valid N (listwise)		0

		Descriptive Statistics

				N		Mean

		Other		1		4

		Nutritional content		20		3.75

		In season		20		3.7

		Grown/produced locally		20		3.7

		Grown/produced in BC		20		3.5

		Fair trade		20		3.5

		Certified organic		20		3.35

		Packaging (materials)		20		3.3

		Animal welfare		20		3.25

		Food safety		20		3.15

		Natural (not certified)		20		3.05

		Grown/produced someone known		19		3

		Grown/produced in Canada		20		2.7

		Appearance of product		20		2.7

		Ease of preparation		20		2.05

		Low price		20		1.85

		Packaging (aesthetics)		20		1.85

		Brand name		20		1.5

		Valid N (listwise)		1

		ÿÿÿ

		Postal Code

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		V8K		14		70		70		95

				USA		3		15		15		25

				AFR		1		5		5		5

				M5R		1		5		5		10

				V8N		1		5		5		100

				Total		20		100		100

		Gender

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Male		5

				Female		15

				Total		20

		Missing

		Total

		Age

						Frequency		Percent		Valid Percent		Cumulative Percent				WEIGHTED MEAN

				<20 yrs		0										15		0

		Valid		21-35 yrs		1										28		28

				36-50 yrs		7										44		308

				51-65 yrs		10										58		580

				>66 yrs		2										74		148

						20												1064

		Missing																53.2

		Total

		Household income

						Frequency		Percent		Valid Percent		Cumulative Percent				WEIGHTED MEAN

		Valid		<$20,000		1										10		10

				$20-39,999		4										30		120

				$40-59,999		5										50		250

				$60-79,999		1										70		70

				$80-99,999		4										90		360

				>$100,000		4										110		440

				Total		19												1250000

		Missing				1												65789.4736842105

		Total				20

		mÿÿÿ|
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Rating (max. of 4)
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				Very negative				0

				Negative				1

				Somewhat negative				0

				No affect				2

				Somewhat positive				0

				Positive				5

				Very positive				5

								13



SSI respondents are particular shoppers:  11 factors rated as important (>3.0)

3 factors rated over 3.7!

Disproportionate number of respondents were locals.
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Number of respondents



		$ per customer		$   26.24						weekly		peak								% of peak		DIRECT				BUSINESS

		crowd count		4080						$   64,243.46		$   64,243.46				Session

		% of typical		1												1-Apr		1		0.25		$   16,060.86				$   17,926.82

		Adj crowd count		4080												8-Apr		2		0.3		$   19,273.04				$   21,512.19

		% Cs		0.6		2448										15-Apr		3		0.35		$   22,485.21				$   25,097.55

		# sessions		31												22-Apr		4		0.4		$   25,697.38				$   28,682.92

		DIRECT SALES				$   1,991,547.24										29-Apr		5		0.45		$   28,909.56				$   32,268.28

																6-May		6		0.5		$   32,121.73				$   35,853.65

		IMPACT														13-May		7		0.5		$   32,121.73				$   35,853.65

		ME		1.5		$   2,987,320.86										20-May		8		0.5		$   32,121.73				$   35,853.65

		ME		2		$   3,983,094.49										27-May		9		0.55		$   35,333.90				$   39,439.01

		ME		3		$   5,974,641.73										3-Jun		10		0.65		$   41,758.25				$   46,609.74

																10-Jun		11		0.75		$   48,182.59				$   53,780.47

																17-Jun		12		0.8		$   51,394.77				$   57,365.84

		BUSINESS SPILLOVER								weekly		peak				24-Jun		13		0.8		$   51,394.77				$   57,365.84

		$ per customer		$   31.04						71707.2958257713		$   75,481.36				1-Jul		14		0.85		$   54,606.94				$   60,951.20

		crowd count		4080												8-Jul		15		0.9		$   57,819.11				$   64,536.57

		% Cs		0.6												15-Jul		16		0.9		$   57,819.11				$   64,536.57

		% Add$		0.94												22-Jul		17		0.9		$   57,819.11				$   64,536.57

		# sessions		31												29-Jul		18		0.95		$   61,031.29				$   68,121.93

		DIRECT SALES				$   2,222,926.17										5-Aug		19		0.95		$   61,031.29				$   68,121.93

																12-Aug		20		1		$   64,243.46				$   71,707.30

		IMPACT														19-Aug		21		1		$   64,243.46				$   71,707.30

		ME		1.5		$   3,334,389.26										26-Aug		22		1		$   64,243.46				$   71,707.30

		ME		2		$   4,445,852.34										2-Sep		23		0.95		$   61,031.29				$   68,121.93

		ME		3		$   6,668,778.51										9-Sep		24		0.95		$   61,031.29				$   68,121.93

																16-Sep		25		0.9		$   57,819.11				$   64,536.57

																23-Sep		26		0.8		$   51,394.77				$   57,365.84

		DETAILED														30-Sep		27		0.7		$   44,970.42				$   50,195.11

		Economic														7-Oct		28		0.75		$   48,182.59				$   53,780.47

		ME		1.5		2095942.86486486										14-Oct		29		0.65		$   41,758.25				$   46,609.74

		ME		2		2794590.48648649										21-Oct		30		0.5		$   32,121.73				$   35,853.65

		ME		3		4191885.72972973										28-Oct		31		0.3		$   19,273.04				$   21,512.19

																		32				$   - 0				$   - 0

		Spillover																33				$   - 0				$   - 0

		ME		1.5		2339450.52631579												34				$   - 0				$   - 0

		ME		2		3119267.36842105																$   1,397,295.24				$   1,559,633.68

		ME		3		4678901.05263158
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FlipChart - SAT

		How much have you spent, or plan to spend at the market today?

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				$0-10				12		21				14		22				8		20				34		63				97

				$11-20				13		37				8		43				4		22				25		102				127

				$21-30				15		33				6		24				6		16				27		73				100

				$31-40				7		17				5		24				4		15				16		56				72

				Over $40				15		53				7		52				2		30				24		135				159

								62		161		223		40		165		205		24		103		127		126		429		555		555

				Total

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local														Local		Non-local		Total

				5				60		105				70		110				40		100				170		315				485								Early morning		$   25.00		$   27.73		27.0

				15				195		555				120		645				60		330				375		1530				1905								Late morning		$   20.75		$   27.48		26.2

				25				375		825				150		600				150		400				675		1825				2500								Early afternoon		$   20.00		$   26.26		25.1

				35				245		595				175		840				140		525				560		1960				2520

				45				675		2385				315		2340				90		1350				1080		6075				7155

								1550		4465				830		4535				480		2705				2860		11705				14565

				Total				$   25.00		$   27.73		27.0		$   20.75		$   27.48		26.2		$   20.00		$   26.26		25.1		$   22.70		$   27.28				$   26.24

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				$0-10				5.4		9.4				6.8		10.7				6.3		15.7				6.1		11.4				17.5

				$11-20				5.8		16.6				3.9		21.0				3.1		17.3				4.5		18.4		42.9		22.9

				$21-30				6.7		14.8				2.9		11.7				4.7		12.6				4.9		13.2				18.0

				$31-40				3.1		7.6				2.4		11.7				3.1		11.8				2.9		10.1				13.0

				Over $40				6.7		23.8				3.4		25.4				1.6		23.6				4.3		24.3				28.6

								27.8		72.2		100.0		19.5		80.5		100.0		18.9		81.1		100.0		22.7		77.3				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				$0-10				2.2		3.8				2.5		4.0				1.4		3.6				6.1		11.4				17.5

				$11-20				2.3		6.7				1.4		7.7				0.7		4.0				4.5		18.4				22.9

				$21-30				2.7		5.9				1.1		4.3				1.1		2.9				4.9		13.2				18.0

				$31-40				1.3		3.1				0.9		4.3				0.7		2.7				2.9		10.1				13.0

				Over $40				2.7		9.5				1.3		9.4				0.4		5.4				4.3		24.3				28.6

								11.2		29.0		40.2		7.2		29.7		36.9		4.3		18.6		22.9		22.7		77.3		100.0		100.0				Local spending by period														Non-local spending by period

				PERCENT WITHIN GROUP (local and non-local)

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				$0-10				9.5		4.9				11.1		5.1				6.3		4.7				27.0		14.7

				$11-20				10.3		8.6				6.3		10.0				3.2		5.1				19.8		23.8

				$21-30				11.9		7.7				4.8		5.6				4.8		3.7				21.4		17.0

				$31-40				5.6		4.0				4.0		5.6				3.2		3.5				12.7		13.1

				Over $40				11.9		12.4				5.6		12.1				1.6		7.0				19.0		31.5

								49.2		37.5		86.7		31.7		38.5		70.2		19.0		24.0		43.1		100.0		100.0

		How often do you come to this farmers market?

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				First timer				0		84				0		60				0		48				0		192				192

				Rarely  (1x/yr)				0		48				0		51				1		28				1		127				128

				Occasionally (2-3x/yr)				8		24				0		36				1		27				9		87				96

				Often (1x/month)				14		2				2		8				6		2				22		12				34

				Frequently (2-3x/month)				17		5				11		1				4		3				32		9				41

				Regularly (almost weekly)				24		1				31		2				13		1				68		4				72

				Total				63		164		227		44		158		202		25		109		134		132		431		563		563

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				First timer				0.0		37.0				0.0		29.7				0.0		35.8				0.0		34.1				34.1

				Rarely  (1x/yr)				0.0		21.1				0.0		25.2				0.7		20.9				0.2		22.6		38.0		22.7

				Occasionally (2-3x/yr)				3.5		10.6				0.0		17.8				0.7		20.1				1.6		15.5				17.1

				Often (1x/month)				6.2		0.9				1.0		4.0				4.5		1.5				3.9		2.1				6.0

				Frequently (2-3x/month)				7.5		2.2				5.4		0.5				3.0		2.2				5.7		1.6				7.3

				Regularly (almost weekly)				10.6		0.4				15.3		1.0				9.7		0.7				12.1		0.7				12.8

								27.8		72.2		100.0		21.8		78.2		100.0		18.7		81.3		100.0		23.4		76.6				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				First timer				0.0		14.9				0.0		10.7				0.0		8.5				0.0		34.1				34.1

				Rarely  (1x/yr)				0.0		8.5				0.0		9.1				0.2		5.0				0.2		22.6				22.7

				Occasionally (2-3x/yr)				1.4		4.3				0.0		6.4				0.2		4.8				1.6		15.5		39.8		17.1

				Often (1x/month)				2.5		0.4				0.4		1.4				1.1		0.4				3.9		2.1				6.0

				Frequently (2-3x/month)				3.0		0.9				2.0		0.2				0.7		0.5				5.7		1.6				7.3

				Regularly (almost weekly)				4.3		0.2				5.5		0.4				2.3		0.2				12.1		0.7				12.8

								11.2		29.1		40.3		7.8		28.1		35.9		4.4		19.4		23.8		23.4		76.6		100.0		100.0

				PERCENT WITHIN GROUP (local and non-local)																														Locals																Non-locals

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				First timer				0.0		19.5				0.0		13.9				0.0		11.1				0.0		44.5

				Rarely  (1x/yr)				0.0		11.1				0.0		11.8				0.8		6.5				0.8		29.5

				Occasionally (2-3x/yr)				6.1		5.6				0.0		8.4				0.8		6.3				6.8		20.2

				Often (1x/month)				10.6		0.5				1.5		1.9				4.5		0.5				16.7		2.8

				Frequently (2-3x/month)				12.9		1.2				8.3		0.2				3.0		0.7				24.2		2.1

				Regularly (almost weekly)				18.2		0.2				23.5		0.5				9.8		0.2				51.5		0.9

								47.7		38.1		85.8		33.3		36.7		70.0		18.9		25.3		44.2		100.0		100.0

		If you plan on doing any additional shopping or eating downtown today, how much do you anticipate spending?

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				No additional shopping				7		8				5		4				3		4				15		16				31

				$0-10				14		28				10		18				4		10				28		56				84

				$11-20				9		25				6		28				3		32				18		85				103

				$21-30				15		35				5		22				10		12				30		69				99

				>$30				20		66				10		90				4		44				34		200				234		94.3738656987

				Total				65		162		227		36		162		198		24		102		126		125		426		551		551

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local														Local		Non-local		Total

								0		0				0		0				0		0				0		0				0								Early morning		$   27.24		$   30.45		29.6

				5				70		140				50		90				20		50				140		280				420								Late morning		$   24.68		$   35.19		33.5

				15				135		375				90		420				45		480				270		1275				1545								Early afternoon		$   24.52		$   30.92		29.8

				25				375		875				125		550				250		300				750		1725				2475

				50				1000		3300				500		4500				200		2200				1700		10000				11700

								1580		4690				765		5560				515		3030				2860		13280				16140

				Total				$   27.24		$   30.45		29.6		$   24.68		$   35.19		33.5		$   24.52		$   30.92		29.8		$   26.00		$   32.39				$   31.04

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				No additional shopping				3.1		3.5				2.5		2.0				2.4		3.2				2.7		2.9				5.6

				$0-10				6.2		12.3				5.1		9.1				3.2		7.9				5.1		10.2				15.2

				$11-20				4.0		11.0				3.0		14.1				2.4		25.4				3.3		15.4				18.7

				$21-30				6.6		15.4				2.5		11.1				7.9		9.5				5.4		12.5		94.4		18.0

				>$30				8.8		29.1				5.1		45.5				3.2		34.9				6.2		36.3				42.5

								28.6		71.4		100.0		18.2		81.8		100.0		19.0		81.0		100.0		22.7		77.3				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				No additional shopping				1.3		1.4				0.9		0.7				0.5		0.7				2.7		2.9				5.6

				$0-10				2.5		5.0				1.8		3.2				0.7		1.8				5.0		10.1				15.1

				$11-20				1.6		4.5				1.1		5.0				0.5		5.8				3.2		15.3				18.6

				$21-30				2.7		6.3				0.9		4.0				1.8		2.2				5.4		12.4				17.8

				>$30				3.6		11.9				1.8		16.2				0.7		7.9				6.1		36.0				42.2

								11.7		29.2		40.9		6.5		29.2		35.7		4.3		18.4		22.7		22.5		76.8		99.3		99.3				Local additional pending by period														Non-local additional spending by period

				PERCENT WITHIN GROUP (local and non-local)

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				No additional shopping				5.6		1.9				4.0		0.9				2.4		0.9				11.9		3.7

				$0-10				11.1		6.5				7.9		4.2				3.2		2.3				22.2		13.1

				$11-20				7.1		5.8				4.8		6.5				2.4		7.5				14.3		19.8

				$21-30				11.9		8.2				4.0		5.1				7.9		2.8				23.8		16.1

				>$30				15.9		15.4				7.9		21.0				3.2		10.3				27.0		46.6

								51.6		37.8		89.3		28.6		37.8		66.3		19.0		23.8		42.8		99.2		99.3

		Where do you live?

								8:00-10:30						10:30-12:30						12:30-3:00						TOTAL

		Salt Spring						58		25.3				38		18.7				24		18.2				120		21.3

		Vancouver Isl.						48		21.0				47		23.2				41		31.1				136		24.1		78.7

		Elsewhere BC						49		21.4				55		27.1				33		25.0				137		24.3

		Elsewhere Canada						29		12.7				29		14.3				11		8.3				69		12.2

		USA						40		17.5				28		13.8				12		9.1				80		14.2

		Other						5		2.2		123.0		6		3.0		118.0		11		8.3		67.0		22		3.9

								229		100.0		181.0		203		100.0		156.0		132		100.0		91.0		564		100.0

		PERCENT WITHIN GROUP

								8:00-10:30						10:30-12:30						12:30-3:00						TOTAL

		Salt Spring						48.3						31.7						20.0						100.0

		Vancouver Isl.						35.3						34.6						30.1						100.0

		Elsewhere BC						35.8						40.1						24.1						100.0

		Elsewhere Canada						42.0						42.0						15.9						100.0

		USA						50.0						35.0						15.0						100.0

		Other						22.7						27.3						50.0						100.0

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				0				1		16				5		19				4		6				10		41				51

				1				5		35				11		39				4		41				20		115				135

				2				18		36				9		47				10		22				37		105				142

				3				19		29				7		28				4		16				30		73				103

				4				11		18				5		15				2		6				18		39				57

				> 4				7		28				2		16				1		8				10		52				62

				Total				61		162		223		39		164		203		25		99		124		125		425		550		550

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				0				0.4		7.2				2.5		9.4				3.2		4.8				1.8		7.5				9.3

				1				2.2		15.7				5.4		19.2				3.2		33.1				3.6		20.9				24.5

				2				8.1		16.1				4.4		23.2				8.1		17.7				6.7		19.1				25.8

				3				8.5		13.0				3.4		13.8				3.2		12.9				5.5		13.3				18.7

				4				4.9		8.1				2.5		7.4				1.6		4.8				3.3		7.1				10.4

				> 4				3.1		12.6				1.0		7.9				0.8		6.5				1.8		9.5				11.3

								27.4		72.6		100.0		19.2		80.8		100.0		20.2		79.8		100.0		22.7		77.3				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				0				0.2		2.9				0.9		3.5				0.7		1.1				1.8		7.5				9.3

				1				0.9		6.4				2.0		7.1				0.7		7.5				3.6		20.9				24.5

				2				3.3		6.5				1.6		8.5				1.8		4.0				6.7		19.1				25.8

				3				3.5		5.3				1.3		5.1				0.7		2.9				5.5		13.3				18.7

				4				2.0		3.3				0.9		2.7				0.4		1.1				3.3		7.1				10.4

				> 4				1.3		5.1				0.4		2.9				0.2		1.5				1.8		9.5				11.3

								11.1		29.5		40.5		7.1		29.8		36.9		4.5		18.0		22.5		22.7		77.3		100.0		100.0

				PERCENT WITHIN GROUP (local and non-local)																														Locals																Non-locals

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				0				0.8		3.8				4.0		4.5				3.2		1.4				8.0		9.6

				1				4.0		8.2				8.8		9.2				3.2		9.6				16.0		27.1

				2				14.4		8.5				7.2		11.1				8.0		5.2				29.6		24.7

				3				15.2		6.8				5.6		6.6				3.2		3.8				24.0		17.2

				4				8.8		4.2				4.0		3.5				1.6		1.4				14.4		9.2

				> 4				5.6		6.6				1.6		3.8				0.8		1.9				8.0		12.2

								48.8		38.1				31.2		38.6				20.0		23.3				100.0		100.0
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Date contrasts with common understanding that locals come primarily in the morning.  Data shows that regular locals come throughout the day.  The non-regular locals tend to arrive earlier.
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These pairs of charts are the same data but different formats.
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These pairs of charts are the same data but different formats.
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These pairs of charts are the same data but different formats.
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These pairs of charts are the same data but different formats.
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Early morning

Late morning

Early afternoon



		SATURDAY												extended

		8-9am				15		43				58		348

		9-10am		9:25-9:35am		51		127				178		1068

		10-11am		10:25-10:35am		32		106				138		828

		11-12pm		11:25-11:35am		39		93				132		792

		12-1pm		12:25-12:35pm		68		67				135		810

		1-2pm		1:25-1:35		25		72				97		582

		2-3pm				27		63				90		540

						257		571		0				4080

						1542		3426		0				4968



Early morning local buy from more farmer vendors
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Number of Customers



		

		Customer spending

						Frequency		Percent		Valid Percent		Cumulative Percent						WEIGHTED

		Valid		Nothing

				< $10		1												5		5

				$11-$20		3												15		45

				$21-$30		9												25		225

				$31-$40		4												35		140

				>$40		3												45		135

				Total		20														550

																				$   27.50

		Reason for being here

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Yes		14

				No		6

				Total		20

		Additional shopping

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Yes		18

				No		2

				Total		20

		Additional spending

						Frequency		Percent		Valid Percent		Cumulative Percent						WEIGHTED

		Valid		< $10		1												5		5

				$11-$20		5												15		75

				$21-$30		6												25		150

				$31-$40		6												35		210

				>$40		2												45		90

						20														530

																				$   26.50

		Have visited anyway?

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Yes		11

				No		7

				NA		2

				Total		20

		a

		Time spent at market

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		<15 min.		1

				15-30 min.		5

				31 min. to 1 hr		4

				>1 hr		10

				Total		20

		How time spent

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		None		0

				Some		6

				Half		7

				Most		5

				Almost all		2

				Total		20

		Time spent at market * How time spent Crosstabulation

		Count

						How time spent										Total

						None		Some		Half		Most		Almost all

		Time spent at market		<15 min.				1								1

				15-30 min.				1		1		1		2		5

				31 min. to 1 hr				1		1		2				4

				>1hr				3		5		2				10

		Total						6		7		5		2		20

		a

		Descriptive Statistics

				N		Mean

		Buy groceries: Other		0						7

		Small Grocery		20		1.9				5.1

		Health Food Store		20		2.2				4.8

		Farmers Market		20		2.85				4.15

		Specialty/ethnic		20		3.2				3.8

		Direct from farm		19		3.37				3.63

		Large Grocery		20		5.35				1.65

		Warehouse		20		6.05				0.95

		Convenience Store		20		6.3				0.7

		Valid N (listwise)		0

		Descriptive Statistics

				N		Mean

		Other		1		4

		Nutritional content		20		3.75

		In season		20		3.7

		Grown/produced locally		20		3.7

		Grown/produced in BC		20		3.5

		Fair trade		20		3.5

		Certified organic		20		3.35

		Packaging (materials)		20		3.3

		Animal welfare		20		3.25

		Food safety		20		3.15

		Natural (not certified)		20		3.05

		Grown/produced someone known		19		3

		Grown/produced in Canada		20		2.7

		Appearance of product		20		2.7

		Ease of preparation		20		2.05

		Low price		20		1.85

		Packaging (aesthetics)		20		1.85

		Brand name		20		1.5

		Valid N (listwise)		1

		ÿÿÿ

		Postal Code

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		V8K		14		70		70		95

				USA		3		15		15		25

				AFR		1		5		5		5

				M5R		1		5		5		10

				V8N		1		5		5		100

				Total		20		100		100

		Gender

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Male		5

				Female		15

				Total		20

		Missing

		Total

		Age

						Frequency		Percent		Valid Percent		Cumulative Percent				WEIGHTED MEAN

				<20 yrs		0										15		0

		Valid		21-35 yrs		1										28		28

				36-50 yrs		7										44		308

				51-65 yrs		10										58		580

				>66 yrs		2										74		148

						20												1064

		Missing																53.2

		Total

		Household income

						Frequency		Percent		Valid Percent		Cumulative Percent				WEIGHTED MEAN

		Valid		<$20,000		1										10		10

				$20-39,999		4										30		120

				$40-59,999		5										50		250

				$60-79,999		1										70		70

				$80-99,999		4										90		360

				>$100,000		4										110		440

				Total		19												1250000

		Missing				1												65789.4736842105

		Total				20

		mÿÿÿ|
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				Very negative				0

				Negative				1

				Somewhat negative				0

				No affect				2

				Somewhat positive				0

				Positive				5

				Very positive				5

								13



SSI respondents are particular shoppers:  11 factors rated as important (>3.0)

3 factors rated over 3.7!

Disproportionate number of respondents were locals.
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Number of respondents



		$ per customer		$   26.24						weekly		peak								% of peak		DIRECT				BUSINESS

		crowd count		4080						$   64,243.46		$   64,243.46				Session

		% of typical		1												1-Apr		1		0.25		$   16,060.86				$   17,926.82

		Adj crowd count		4080												8-Apr		2		0.3		$   19,273.04				$   21,512.19

		% Cs		0.6		2448										15-Apr		3		0.35		$   22,485.21				$   25,097.55

		# sessions		31												22-Apr		4		0.4		$   25,697.38				$   28,682.92

		DIRECT SALES				$   1,991,547.24										29-Apr		5		0.45		$   28,909.56				$   32,268.28

																6-May		6		0.5		$   32,121.73				$   35,853.65

		IMPACT														13-May		7		0.5		$   32,121.73				$   35,853.65

		ME		1.5		$   2,987,320.86										20-May		8		0.5		$   32,121.73				$   35,853.65

		ME		2		$   3,983,094.49										27-May		9		0.55		$   35,333.90				$   39,439.01

		ME		3		$   5,974,641.73										3-Jun		10		0.65		$   41,758.25				$   46,609.74

																10-Jun		11		0.75		$   48,182.59				$   53,780.47

																17-Jun		12		0.8		$   51,394.77				$   57,365.84

		BUSINESS SPILLOVER								weekly		peak				24-Jun		13		0.8		$   51,394.77				$   57,365.84

		$ per customer		$   31.04						71707.2958257713		$   75,481.36				1-Jul		14		0.85		$   54,606.94				$   60,951.20

		crowd count		4080												8-Jul		15		0.9		$   57,819.11				$   64,536.57

		% Cs		0.6												15-Jul		16		0.9		$   57,819.11				$   64,536.57

		% Add$		0.94												22-Jul		17		0.9		$   57,819.11				$   64,536.57

		# sessions		31												29-Jul		18		0.95		$   61,031.29				$   68,121.93

		DIRECT SALES				$   2,222,926.17										5-Aug		19		0.95		$   61,031.29				$   68,121.93

																12-Aug		20		1		$   64,243.46				$   71,707.30

		IMPACT														19-Aug		21		1		$   64,243.46				$   71,707.30

		ME		1.5		$   3,334,389.26										26-Aug		22		1		$   64,243.46				$   71,707.30

		ME		2		$   4,445,852.34										2-Sep		23		0.95		$   61,031.29				$   68,121.93

		ME		3		$   6,668,778.51										9-Sep		24		0.95		$   61,031.29				$   68,121.93

																16-Sep		25		0.9		$   57,819.11				$   64,536.57

																23-Sep		26		0.8		$   51,394.77				$   57,365.84

		DETAILED														30-Sep		27		0.7		$   44,970.42				$   50,195.11

		Economic														7-Oct		28		0.75		$   48,182.59				$   53,780.47

		ME		1.5		2095942.86486486										14-Oct		29		0.65		$   41,758.25				$   46,609.74

		ME		2		2794590.48648649										21-Oct		30		0.5		$   32,121.73				$   35,853.65

		ME		3		4191885.72972973										28-Oct		31		0.3		$   19,273.04				$   21,512.19

																		32				$   - 0				$   - 0

		Spillover																33				$   - 0				$   - 0

		ME		1.5		2339450.52631579												34				$   - 0				$   - 0

		ME		2		3119267.36842105																$   1,397,295.24				$   1,559,633.68

		ME		3		4678901.05263158
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FlipChart - SAT

		How much have you spent, or plan to spend at the market today?

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				$0-10				12		21				14		22				8		20				34		63				97

				$11-20				13		37				8		43				4		22				25		102				127

				$21-30				15		33				6		24				6		16				27		73				100

				$31-40				7		17				5		24				4		15				16		56				72

				Over $40				15		53				7		52				2		30				24		135				159

								62		161		223		40		165		205		24		103		127		126		429		555		555

				Total

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local														Local		Non-local		Total

				5				60		105				70		110				40		100				170		315				485								Early morning		$   25.00		$   27.73		27.0

				15				195		555				120		645				60		330				375		1530				1905								Late morning		$   20.75		$   27.48		26.2

				25				375		825				150		600				150		400				675		1825				2500								Early afternoon		$   20.00		$   26.26		25.1

				35				245		595				175		840				140		525				560		1960				2520

				45				675		2385				315		2340				90		1350				1080		6075				7155

								1550		4465				830		4535				480		2705				2860		11705				14565

				Total				$   25.00		$   27.73		27.0		$   20.75		$   27.48		26.2		$   20.00		$   26.26		25.1		$   22.70		$   27.28				$   26.24

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				$0-10				5.4		9.4				6.8		10.7				6.3		15.7				6.1		11.4				17.5

				$11-20				5.8		16.6				3.9		21.0				3.1		17.3				4.5		18.4		42.9		22.9

				$21-30				6.7		14.8				2.9		11.7				4.7		12.6				4.9		13.2				18.0

				$31-40				3.1		7.6				2.4		11.7				3.1		11.8				2.9		10.1				13.0

				Over $40				6.7		23.8				3.4		25.4				1.6		23.6				4.3		24.3				28.6

								27.8		72.2		100.0		19.5		80.5		100.0		18.9		81.1		100.0		22.7		77.3				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				$0-10				2.2		3.8				2.5		4.0				1.4		3.6				6.1		11.4				17.5

				$11-20				2.3		6.7				1.4		7.7				0.7		4.0				4.5		18.4				22.9

				$21-30				2.7		5.9				1.1		4.3				1.1		2.9				4.9		13.2				18.0

				$31-40				1.3		3.1				0.9		4.3				0.7		2.7				2.9		10.1				13.0

				Over $40				2.7		9.5				1.3		9.4				0.4		5.4				4.3		24.3				28.6

								11.2		29.0		40.2		7.2		29.7		36.9		4.3		18.6		22.9		22.7		77.3		100.0		100.0				Local spending by period														Non-local spending by period

				PERCENT WITHIN GROUP (local and non-local)

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				$0-10				9.5		4.9				11.1		5.1				6.3		4.7				27.0		14.7

				$11-20				10.3		8.6				6.3		10.0				3.2		5.1				19.8		23.8

				$21-30				11.9		7.7				4.8		5.6				4.8		3.7				21.4		17.0

				$31-40				5.6		4.0				4.0		5.6				3.2		3.5				12.7		13.1

				Over $40				11.9		12.4				5.6		12.1				1.6		7.0				19.0		31.5

								49.2		37.5		86.7		31.7		38.5		70.2		19.0		24.0		43.1		100.0		100.0

		How often do you come to this farmers market?

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				First timer				0		84				0		60				0		48				0		192				192

				Rarely  (1x/yr)				0		48				0		51				1		28				1		127				128

				Occasionally (2-3x/yr)				8		24				0		36				1		27				9		87				96

				Often (1x/month)				14		2				2		8				6		2				22		12				34

				Frequently (2-3x/month)				17		5				11		1				4		3				32		9				41

				Regularly (almost weekly)				24		1				31		2				13		1				68		4				72

				Total				63		164		227		44		158		202		25		109		134		132		431		563		563

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				First timer				0.0		37.0				0.0		29.7				0.0		35.8				0.0		34.1				34.1

				Rarely  (1x/yr)				0.0		21.1				0.0		25.2				0.7		20.9				0.2		22.6		38.0		22.7

				Occasionally (2-3x/yr)				3.5		10.6				0.0		17.8				0.7		20.1				1.6		15.5				17.1

				Often (1x/month)				6.2		0.9				1.0		4.0				4.5		1.5				3.9		2.1				6.0

				Frequently (2-3x/month)				7.5		2.2				5.4		0.5				3.0		2.2				5.7		1.6				7.3

				Regularly (almost weekly)				10.6		0.4				15.3		1.0				9.7		0.7				12.1		0.7				12.8

								27.8		72.2		100.0		21.8		78.2		100.0		18.7		81.3		100.0		23.4		76.6				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				First timer				0.0		14.9				0.0		10.7				0.0		8.5				0.0		34.1				34.1

				Rarely  (1x/yr)				0.0		8.5				0.0		9.1				0.2		5.0				0.2		22.6				22.7

				Occasionally (2-3x/yr)				1.4		4.3				0.0		6.4				0.2		4.8				1.6		15.5		39.8		17.1

				Often (1x/month)				2.5		0.4				0.4		1.4				1.1		0.4				3.9		2.1				6.0

				Frequently (2-3x/month)				3.0		0.9				2.0		0.2				0.7		0.5				5.7		1.6				7.3

				Regularly (almost weekly)				4.3		0.2				5.5		0.4				2.3		0.2				12.1		0.7				12.8

								11.2		29.1		40.3		7.8		28.1		35.9		4.4		19.4		23.8		23.4		76.6		100.0		100.0

				PERCENT WITHIN GROUP (local and non-local)																														Locals																Non-locals

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				First timer				0.0		19.5				0.0		13.9				0.0		11.1				0.0		44.5

				Rarely  (1x/yr)				0.0		11.1				0.0		11.8				0.8		6.5				0.8		29.5

				Occasionally (2-3x/yr)				6.1		5.6				0.0		8.4				0.8		6.3				6.8		20.2

				Often (1x/month)				10.6		0.5				1.5		1.9				4.5		0.5				16.7		2.8

				Frequently (2-3x/month)				12.9		1.2				8.3		0.2				3.0		0.7				24.2		2.1

				Regularly (almost weekly)				18.2		0.2				23.5		0.5				9.8		0.2				51.5		0.9

								47.7		38.1		85.8		33.3		36.7		70.0		18.9		25.3		44.2		100.0		100.0

		If you plan on doing any additional shopping or eating downtown today, how much do you anticipate spending?

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				No additional shopping				7		8				5		4				3		4				15		16				31

				$0-10				14		28				10		18				4		10				28		56				84

				$11-20				9		25				6		28				3		32				18		85				103

				$21-30				15		35				5		22				10		12				30		69				99

				>$30				20		66				10		90				4		44				34		200				234		94.3738656987

				Total				65		162		227		36		162		198		24		102		126		125		426		551		551

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local														Local		Non-local		Total

								0		0				0		0				0		0				0		0				0								Early morning		$   27.24		$   30.45		29.6

				5				70		140				50		90				20		50				140		280				420								Late morning		$   24.68		$   35.19		33.5

				15				135		375				90		420				45		480				270		1275				1545								Early afternoon		$   24.52		$   30.92		29.8

				25				375		875				125		550				250		300				750		1725				2475

				50				1000		3300				500		4500				200		2200				1700		10000				11700

								1580		4690				765		5560				515		3030				2860		13280				16140

				Total				$   27.24		$   30.45		29.6		$   24.68		$   35.19		33.5		$   24.52		$   30.92		29.8		$   26.00		$   32.39				$   31.04

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				No additional shopping				3.1		3.5				2.5		2.0				2.4		3.2				2.7		2.9				5.6

				$0-10				6.2		12.3				5.1		9.1				3.2		7.9				5.1		10.2				15.2

				$11-20				4.0		11.0				3.0		14.1				2.4		25.4				3.3		15.4				18.7

				$21-30				6.6		15.4				2.5		11.1				7.9		9.5				5.4		12.5		94.4		18.0

				>$30				8.8		29.1				5.1		45.5				3.2		34.9				6.2		36.3				42.5

								28.6		71.4		100.0		18.2		81.8		100.0		19.0		81.0		100.0		22.7		77.3				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				No additional shopping				1.3		1.4				0.9		0.7				0.5		0.7				2.7		2.9				5.6

				$0-10				2.5		5.0				1.8		3.2				0.7		1.8				5.0		10.1				15.1

				$11-20				1.6		4.5				1.1		5.0				0.5		5.8				3.2		15.3				18.6

				$21-30				2.7		6.3				0.9		4.0				1.8		2.2				5.4		12.4				17.8

				>$30				3.6		11.9				1.8		16.2				0.7		7.9				6.1		36.0				42.2

								11.7		29.2		40.9		6.5		29.2		35.7		4.3		18.4		22.7		22.5		76.8		99.3		99.3				Local additional pending by period														Non-local additional spending by period

				PERCENT WITHIN GROUP (local and non-local)

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				No additional shopping				5.6		1.9				4.0		0.9				2.4		0.9				11.9		3.7

				$0-10				11.1		6.5				7.9		4.2				3.2		2.3				22.2		13.1

				$11-20				7.1		5.8				4.8		6.5				2.4		7.5				14.3		19.8

				$21-30				11.9		8.2				4.0		5.1				7.9		2.8				23.8		16.1

				>$30				15.9		15.4				7.9		21.0				3.2		10.3				27.0		46.6

								51.6		37.8		89.3		28.6		37.8		66.3		19.0		23.8		42.8		99.2		99.3

		Where do you live?

								8:00-10:30						10:30-12:30						12:30-3:00						TOTAL

		Salt Spring						58		25.3				38		18.7				24		18.2				120		21.3

		Vancouver Isl.						48		21.0				47		23.2				41		31.1				136		24.1		78.7

		Elsewhere BC						49		21.4				55		27.1				33		25.0				137		24.3

		Elsewhere Canada						29		12.7				29		14.3				11		8.3				69		12.2

		USA						40		17.5				28		13.8				12		9.1				80		14.2

		Other						5		2.2		123.0		6		3.0		118.0		11		8.3		67.0		22		3.9

								229		100.0		181.0		203		100.0		156.0		132		100.0		91.0		564		100.0

		PERCENT WITHIN GROUP

								8:00-10:30						10:30-12:30						12:30-3:00						TOTAL

		Salt Spring						48.3						31.7						20.0						100.0

		Vancouver Isl.						35.3						34.6						30.1						100.0

		Elsewhere BC						35.8						40.1						24.1						100.0

		Elsewhere Canada						42.0						42.0						15.9						100.0

		USA						50.0						35.0						15.0						100.0

		Other						22.7						27.3						50.0						100.0

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				0				1		16				5		19				4		6				10		41				51

				1				5		35				11		39				4		41				20		115				135

				2				18		36				9		47				10		22				37		105				142

				3				19		29				7		28				4		16				30		73				103

				4				11		18				5		15				2		6				18		39				57

				> 4				7		28				2		16				1		8				10		52				62

				Total				61		162		223		39		164		203		25		99		124		125		425		550		550

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				0				0.4		7.2				2.5		9.4				3.2		4.8				1.8		7.5				9.3

				1				2.2		15.7				5.4		19.2				3.2		33.1				3.6		20.9		50.4		24.5

				2				8.1		16.1				4.4		23.2				8.1		17.7				6.7		19.1				25.8

				3				8.5		13.0				3.4		13.8				3.2		12.9				5.5		13.3				18.7

				4				4.9		8.1				2.5		7.4				1.6		4.8				3.3		7.1				10.4

				> 4				3.1		12.6				1.0		7.9				0.8		6.5				1.8		9.5		21.6		11.3

								27.4		72.6		100.0		19.2		80.8		100.0		20.2		79.8		100.0		22.7		77.3				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				0				0.2		2.9				0.9		3.5				0.7		1.1				1.8		7.5				9.3

				1				0.9		6.4				2.0		7.1				0.7		7.5				3.6		20.9				24.5

				2				3.3		6.5				1.6		8.5				1.8		4.0				6.7		19.1				25.8

				3				3.5		5.3				1.3		5.1				0.7		2.9				5.5		13.3				18.7

				4				2.0		3.3				0.9		2.7				0.4		1.1				3.3		7.1				10.4

				> 4				1.3		5.1				0.4		2.9				0.2		1.5				1.8		9.5				11.3

								11.1		29.5		40.5		7.1		29.8		36.9		4.5		18.0		22.5		22.7		77.3		100.0		100.0

				PERCENT WITHIN GROUP (local and non-local)																														Locals																Non-locals

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				0				0.8		3.8				4.0		4.5				3.2		1.4				8.0		9.6

				1				4.0		8.2				8.8		9.2				3.2		9.6				16.0		27.1		61.4

				2				14.4		8.5				7.2		11.1				8.0		5.2				29.6		24.7

				3				15.2		6.8				5.6		6.6				3.2		3.8		76.0		24.0		17.2

				4				8.8		4.2				4.0		3.5				1.6		1.4				14.4		9.2

				> 4				5.6		6.6				1.6		3.8				0.8		1.9				8.0		12.2

								48.8		38.1				31.2		38.6				20.0		23.3				100.0		100.0
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Date contrasts with common understanding that locals come primarily in the morning.  Data shows that regular locals come throughout the day.  The non-regular locals tend to arrive earlier.
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These pairs of charts are the same data but different formats.
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These pairs of charts are the same data but different formats.
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These pairs of charts are the same data but different formats.
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These pairs of charts are the same data but different formats.
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		SATURDAY												extended

		8-9am				15		43				58		348

		9-10am		9:25-9:35am		51		127				178		1068

		10-11am		10:25-10:35am		32		106				138		828

		11-12pm		11:25-11:35am		39		93				132		792

		12-1pm		12:25-12:35pm		68		67				135		810

		1-2pm		1:25-1:35		25		72				97		582

		2-3pm				27		63				90		540

						257		571		0				4080

						1542		3426		0				4968



Early morning local buy from more farmer vendors
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Number of Customers



		

		Customer spending

						Frequency		Percent		Valid Percent		Cumulative Percent						WEIGHTED

		Valid		Nothing

				< $10		1												5		5

				$11-$20		3												15		45

				$21-$30		9												25		225

				$31-$40		4												35		140

				>$40		3												45		135

				Total		20														550

																				$   27.50

		Reason for being here

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Yes		14

				No		6

				Total		20

		Additional shopping

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Yes		18

				No		2

				Total		20

		Additional spending

						Frequency		Percent		Valid Percent		Cumulative Percent						WEIGHTED

		Valid		< $10		1												5		5

				$11-$20		5												15		75

				$21-$30		6												25		150

				$31-$40		6												35		210

				>$40		2												45		90

						20														530

																				$   26.50

		Have visited anyway?

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Yes		11

				No		7

				NA		2

				Total		20

		a

		Time spent at market

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		<15 min.		1

				15-30 min.		5

				31 min. to 1 hr		4

				>1 hr		10

				Total		20

		How time spent

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		None		0

				Some		6

				Half		7

				Most		5

				Almost all		2

				Total		20

		Time spent at market * How time spent Crosstabulation

		Count

						How time spent										Total

						None		Some		Half		Most		Almost all

		Time spent at market		<15 min.				1								1

				15-30 min.				1		1		1		2		5

				31 min. to 1 hr				1		1		2				4

				>1hr				3		5		2				10

		Total						6		7		5		2		20

		a

		Descriptive Statistics

				N		Mean

		Buy groceries: Other		0						7

		Small Grocery		20		1.9				5.1

		Health Food Store		20		2.2				4.8

		Farmers Market		20		2.85				4.15

		Specialty/ethnic		20		3.2				3.8

		Direct from farm		19		3.37				3.63

		Large Grocery		20		5.35				1.65

		Warehouse		20		6.05				0.95

		Convenience Store		20		6.3				0.7

		Valid N (listwise)		0

		Descriptive Statistics

				N		Mean

		Other		1		4

		Nutritional content		20		3.75

		In season		20		3.7

		Grown/produced locally		20		3.7

		Grown/produced in BC		20		3.5

		Fair trade		20		3.5

		Certified organic		20		3.35

		Packaging (materials)		20		3.3

		Animal welfare		20		3.25

		Food safety		20		3.15

		Natural (not certified)		20		3.05

		Grown/produced someone known		19		3

		Grown/produced in Canada		20		2.7

		Appearance of product		20		2.7

		Ease of preparation		20		2.05

		Low price		20		1.85

		Packaging (aesthetics)		20		1.85

		Brand name		20		1.5

		Valid N (listwise)		1

		ÿÿÿ

		Postal Code

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		V8K		14		70		70		95

				USA		3		15		15		25

				AFR		1		5		5		5

				M5R		1		5		5		10

				V8N		1		5		5		100

				Total		20		100		100

		Gender

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Male		5

				Female		15

				Total		20

		Missing

		Total

		Age

						Frequency		Percent		Valid Percent		Cumulative Percent				WEIGHTED MEAN

				<20 yrs		0										15		0

		Valid		21-35 yrs		1										28		28

				36-50 yrs		7										44		308

				51-65 yrs		10										58		580

				>66 yrs		2										74		148

						20												1064

		Missing																53.2

		Total

		Household income

						Frequency		Percent		Valid Percent		Cumulative Percent				WEIGHTED MEAN

		Valid		<$20,000		1										10		10

				$20-39,999		4										30		120

				$40-59,999		5										50		250

				$60-79,999		1										70		70

				$80-99,999		4										90		360

				>$100,000		4										110		440

				Total		19												1250000

		Missing				1												65789.4736842105

		Total				20

		mÿÿÿ|
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				Very negative				0

				Negative				1

				Somewhat negative				0

				No affect				2

				Somewhat positive				0

				Positive				5

				Very positive				5
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SSI respondents are particular shoppers:  11 factors rated as important (>3.0)

3 factors rated over 3.7!

Disproportionate number of respondents were locals.
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Number of respondents



		$ per customer		$   26.24						weekly		peak								% of peak		DIRECT				BUSINESS

		crowd count		4080						$   64,243.46		$   64,243.46				Session

		% of typical		1												1-Apr		1		0.25		$   16,060.86				$   17,926.82

		Adj crowd count		4080												8-Apr		2		0.3		$   19,273.04				$   21,512.19

		% Cs		0.6		2448										15-Apr		3		0.35		$   22,485.21				$   25,097.55

		# sessions		31												22-Apr		4		0.4		$   25,697.38				$   28,682.92

		DIRECT SALES				$   1,991,547.24										29-Apr		5		0.45		$   28,909.56				$   32,268.28

																6-May		6		0.5		$   32,121.73				$   35,853.65

		IMPACT														13-May		7		0.5		$   32,121.73				$   35,853.65

		ME		1.5		$   2,987,320.86										20-May		8		0.5		$   32,121.73				$   35,853.65

		ME		2		$   3,983,094.49										27-May		9		0.55		$   35,333.90				$   39,439.01

		ME		3		$   5,974,641.73										3-Jun		10		0.65		$   41,758.25				$   46,609.74

																10-Jun		11		0.75		$   48,182.59				$   53,780.47

																17-Jun		12		0.8		$   51,394.77				$   57,365.84

		BUSINESS SPILLOVER								weekly		peak				24-Jun		13		0.8		$   51,394.77				$   57,365.84

		$ per customer		$   31.04						71707.2958257713		$   75,481.36				1-Jul		14		0.85		$   54,606.94				$   60,951.20

		crowd count		4080												8-Jul		15		0.9		$   57,819.11				$   64,536.57

		% Cs		0.6												15-Jul		16		0.9		$   57,819.11				$   64,536.57

		% Add$		0.94												22-Jul		17		0.9		$   57,819.11				$   64,536.57

		# sessions		31												29-Jul		18		0.95		$   61,031.29				$   68,121.93

		DIRECT SALES				$   2,222,926.17										5-Aug		19		0.95		$   61,031.29				$   68,121.93

																12-Aug		20		1		$   64,243.46				$   71,707.30

		IMPACT														19-Aug		21		1		$   64,243.46				$   71,707.30

		ME		1.5		$   3,334,389.26										26-Aug		22		1		$   64,243.46				$   71,707.30

		ME		2		$   4,445,852.34										2-Sep		23		0.95		$   61,031.29				$   68,121.93

		ME		3		$   6,668,778.51										9-Sep		24		0.95		$   61,031.29				$   68,121.93

																16-Sep		25		0.9		$   57,819.11				$   64,536.57

																23-Sep		26		0.8		$   51,394.77				$   57,365.84

		DETAILED														30-Sep		27		0.7		$   44,970.42				$   50,195.11

		Economic														7-Oct		28		0.75		$   48,182.59				$   53,780.47

		ME		1.5		$   2,095,942.86										14-Oct		29		0.65		$   41,758.25				$   46,609.74

		ME		2		$   2,794,590.49										21-Oct		30		0.5		$   32,121.73				$   35,853.65

		ME		3		$   4,191,885.73										28-Oct		31		0.3		$   19,273.04				$   21,512.19

																		32				$   - 0				$   - 0

		Spillover																33				$   - 0				$   - 0

		ME		1.5		$   2,339,450.53												34				$   - 0				$   - 0

		ME		2		$   3,119,267.37																$   1,397,295.24				$   1,559,633.68

		ME		3		$   4,678,901.05
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FlipChart - SAT

		How much have you spent, or plan to spend at the market today?

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				$0-10				12		21				14		22				8		20				34		63				97

				$11-20				13		37				8		43				4		22				25		102				127

				$21-30				15		33				6		24				6		16				27		73				100

				$31-40				7		17				5		24				4		15				16		56				72

				Over $40				15		53				7		52				2		30				24		135				159

								62		161		223		40		165		205		24		103		127		126		429		555		555

				Total

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local														Local		Non-local		Total

				5				60		105				70		110				40		100				170		315				485								Early morning		$   25.00		$   27.73		27.0

				15				195		555				120		645				60		330				375		1530				1905								Late morning		$   20.75		$   27.48		26.2

				25				375		825				150		600				150		400				675		1825				2500								Early afternoon		$   20.00		$   26.26		25.1

				35				245		595				175		840				140		525				560		1960				2520

				45				675		2385				315		2340				90		1350				1080		6075				7155

								1550		4465				830		4535				480		2705				2860		11705				14565

				Total				$   25.00		$   27.73		27.0		$   20.75		$   27.48		26.2		$   20.00		$   26.26		25.1		$   22.70		$   27.28				$   26.24

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				$0-10				5.4		9.4				6.8		10.7				6.3		15.7				6.1		11.4				17.5

				$11-20				5.8		16.6				3.9		21.0				3.1		17.3				4.5		18.4				22.9

				$21-30				6.7		14.8				2.9		11.7				4.7		12.6				4.9		13.2				18.0

				$31-40				3.1		7.6				2.4		11.7				3.1		11.8				2.9		10.1				13.0

				Over $40				6.7		23.8				3.4		25.4				1.6		23.6				4.3		24.3				28.6

								27.8		72.2		100.0		19.5		80.5		100.0		18.9		81.1		100.0		22.7		77.3				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				$0-10				2.2		3.8				2.5		4.0				1.4		3.6				6.1		11.4				17.5

				$11-20				2.3		6.7				1.4		7.7				0.7		4.0				4.5		18.4				22.9

				$21-30				2.7		5.9				1.1		4.3				1.1		2.9				4.9		13.2				18.0

				$31-40				1.3		3.1				0.9		4.3				0.7		2.7				2.9		10.1				13.0

				Over $40				2.7		9.5				1.3		9.4				0.4		5.4				4.3		24.3				28.6

								11.2		29.0		40.2		7.2		29.7		36.9		4.3		18.6		22.9		22.7		77.3		100.0		100.0				Local spending by period														Non-local spending by period

				PERCENT WITHIN GROUP (local and non-local)

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				$0-10				9.5		4.9				11.1		5.1				6.3		4.7				27.0		14.7

				$11-20				10.3		8.6				6.3		10.0				3.2		5.1				19.8		23.8

				$21-30				11.9		7.7				4.8		5.6				4.8		3.7				21.4		17.0

				$31-40				5.6		4.0				4.0		5.6				3.2		3.5				12.7		13.1

				Over $40				11.9		12.4				5.6		12.1				1.6		7.0				19.0		31.5

								49.2		37.5		86.7		31.7		38.5		70.2		19.0		24.0		43.1		100.0		100.0

		How often do you come to this farmers market?

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				First timer				0		84				0		60				0		48				0		192				192

				Rarely  (1x/yr)				0		48				0		51				1		28				1		127				128

				Occasionally (2-3x/yr)				8		24				0		36				1		27				9		87				96

				Often (1x/month)				14		2				2		8				6		2				22		12				34

				Frequently (2-3x/month)				17		5				11		1				4		3				32		9				41

				Regularly (almost weekly)				24		1				31		2				13		1				68		4				72

				Total				63		164		227		44		158		202		25		109		134		132		431		563		563

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				First timer				0.0		37.0				0.0		29.7				0.0		35.8				0.0		34.1				34.1

				Rarely  (1x/yr)				0.0		21.1				0.0		25.2				0.7		20.9				0.2		22.6				22.7

				Occasionally (2-3x/yr)				3.5		10.6				0.0		17.8				0.7		20.1				1.6		15.5				17.1

				Often (1x/month)				6.2		0.9				1.0		4.0				4.5		1.5				3.9		2.1				6.0

				Frequently (2-3x/month)				7.5		2.2				5.4		0.5				3.0		2.2				5.7		1.6				7.3

				Regularly (almost weekly)				10.6		0.4				15.3		1.0				9.7		0.7				12.1		0.7				12.8

								27.8		72.2		100.0		21.8		78.2		100.0		18.7		81.3		100.0		23.4		76.6				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				First timer				0.0		14.9				0.0		10.7				0.0		8.5				0.0		34.1				34.1

				Rarely  (1x/yr)				0.0		8.5				0.0		9.1				0.2		5.0				0.2		22.6				22.7

				Occasionally (2-3x/yr)				1.4		4.3				0.0		6.4				0.2		4.8				1.6		15.5				17.1

				Often (1x/month)				2.5		0.4				0.4		1.4				1.1		0.4				3.9		2.1				6.0

				Frequently (2-3x/month)				3.0		0.9				2.0		0.2				0.7		0.5				5.7		1.6				7.3

				Regularly (almost weekly)				4.3		0.2				5.5		0.4				2.3		0.2				12.1		0.7				12.8

								11.2		29.1		40.3		7.8		28.1		35.9		4.4		19.4		23.8		23.4		76.6		100.0		100.0

				PERCENT WITHIN GROUP (local and non-local)																														Locals																Non-locals

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				First timer				0.0		19.5				0.0		13.9				0.0		11.1				0.0		44.5

				Rarely  (1x/yr)				0.0		11.1				0.0		11.8				0.8		6.5				0.8		29.5

				Occasionally (2-3x/yr)				6.1		5.6				0.0		8.4				0.8		6.3				6.8		20.2

				Often (1x/month)				10.6		0.5				1.5		1.9				4.5		0.5				16.7		2.8

				Frequently (2-3x/month)				12.9		1.2				8.3		0.2				3.0		0.7				24.2		2.1

				Regularly (almost weekly)				18.2		0.2				23.5		0.5				9.8		0.2				51.5		0.9

								47.7		38.1		85.8		33.3		36.7		70.0		18.9		25.3		44.2		100.0		100.0

		If you plan on doing any additional shopping or eating downtown today, how much do you anticipate spending?

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				No additional shopping				7		8				5		4				3		4				15		16				31

				$0-10				14		28				10		18				4		10				28		56				84

				$11-20				9		25				6		28				3		32				18		85				103

				$21-30				15		35				5		22				10		12				30		69				99

				>$30				20		66				10		90				4		44				34		200				234		94.3738656987

				Total				65		162		227		36		162		198		24		102		126		125		426		551		551

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local														Local		Non-local		Total

								0		0				0		0				0		0				0		0				0								Early morning		$   27.24		$   30.45		29.6

				5				70		140				50		90				20		50				140		280				420								Late morning		$   24.68		$   35.19		33.5

				15				135		375				90		420				45		480				270		1275				1545								Early afternoon		$   24.52		$   30.92		29.8

				25				375		875				125		550				250		300				750		1725				2475

				50				1000		3300				500		4500				200		2200				1700		10000				11700

								1580		4690				765		5560				515		3030				2860		13280				16140

				Total				$   27.24		$   30.45		29.6		$   24.68		$   35.19		33.5		$   24.52		$   30.92		29.8		$   26.00		$   32.39				$   31.04

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				No additional shopping				3.1		3.5				2.5		2.0				2.4		3.2				2.7		2.9				5.6

				$0-10				6.2		12.3				5.1		9.1				3.2		7.9				5.1		10.2				15.2

				$11-20				4.0		11.0				3.0		14.1				2.4		25.4				3.3		15.4				18.7

				$21-30				6.6		15.4				2.5		11.1				7.9		9.5				5.4		12.5				18.0

				>$30				8.8		29.1				5.1		45.5				3.2		34.9				6.2		36.3				42.5

								28.6		71.4		100.0		18.2		81.8		100.0		19.0		81.0		100.0		22.7		77.3				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				No additional shopping				1.3		1.4				0.9		0.7				0.5		0.7				2.7		2.9				5.6

				$0-10				2.5		5.0				1.8		3.2				0.7		1.8				5.0		10.1				15.1

				$11-20				1.6		4.5				1.1		5.0				0.5		5.8				3.2		15.3				18.6

				$21-30				2.7		6.3				0.9		4.0				1.8		2.2				5.4		12.4				17.8

				>$30				3.6		11.9				1.8		16.2				0.7		7.9				6.1		36.0				42.2

								11.7		29.2		40.9		6.5		29.2		35.7		4.3		18.4		22.7		22.5		76.8		99.3		99.3				Local sadditional pending by period														Non-local additional spending by period

				PERCENT WITHIN GROUP (local and non-local)

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				No additional shopping				5.6		1.9				4.0		0.9				2.4		0.9				11.9		3.7

				$0-10				11.1		6.5				7.9		4.2				3.2		2.3				22.2		13.1

				$11-20				7.1		5.8				4.8		6.5				2.4		7.5				14.3		19.8

				$21-30				11.9		8.2				4.0		5.1				7.9		2.8				23.8		16.1

				>$30				15.9		15.4				7.9		21.0				3.2		10.3				27.0		46.6

								51.6		37.8		89.3		28.6		37.8		66.3		19.0		23.8		42.8		99.2		99.3

		Where do you live?

								8:00-10:30						10:30-12:30						12:30-3:00						TOTAL

		Salt Spring						58		25.3				38		18.7				24		18.2				120		21.3

		Vancouver Isl.						48		21.0				47		23.2				41		31.1				136		24.1

		Elsewhere BC						49		21.4				55		27.1				33		25.0				137		24.3

		Elsewhere Canada						29		12.7				29		14.3				11		8.3				69		12.2

		USA						40		17.5				28		13.8				12		9.1				80		14.2

		Other						5		2.2		123.0		6		3.0		118.0		11		8.3		67.0		22		3.9

								229		100.0		181.0		203		100.0		156.0		132		100.0		91.0		564		100.0

		PERCENT WITHIN GROUP

								8:00-10:30						10:30-12:30						12:30-3:00						TOTAL

		Salt Spring						48.3						31.7						20.0						100.0

		Vancouver Isl.						35.3						34.6						30.1						100.0

		Elsewhere BC						35.8						40.1						24.1						100.0

		Elsewhere Canada						42.0						42.0						15.9						100.0

		USA						50.0						35.0						15.0						100.0

		Other						22.7						27.3						50.0						100.0

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				0				1		16				5		19				4		6				10		41				51

				1				5		35				11		39				4		41				20		115				135

				2				18		36				9		47				10		22				37		105				142

				3				19		29				7		28				4		16				30		73				103

				4				11		18				5		15				2		6				18		39				57

				> 4				7		28				2		16				1		8				10		52				62

				Total				61		162		223		39		164		203		25		99		124		125		425		550		550

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				0				0.4		7.2				2.5		9.4				3.2		4.8				1.8		7.5				9.3

				1				2.2		15.7				5.4		19.2				3.2		33.1				3.6		20.9				24.5

				2				8.1		16.1				4.4		23.2				8.1		17.7				6.7		19.1				25.8

				3				8.5		13.0				3.4		13.8				3.2		12.9				5.5		13.3				18.7

				4				4.9		8.1				2.5		7.4				1.6		4.8				3.3		7.1				10.4

				> 4				3.1		12.6				1.0		7.9				0.8		6.5				1.8		9.5				11.3

								27.4		72.6		100.0		19.2		80.8		100.0		20.2		79.8		100.0		22.7		77.3				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				0				0.2		2.9				0.9		3.5				0.7		1.1				1.8		7.5				9.3

				1				0.9		6.4				2.0		7.1				0.7		7.5				3.6		20.9				24.5

				2				3.3		6.5				1.6		8.5				1.8		4.0				6.7		19.1				25.8

				3				3.5		5.3				1.3		5.1				0.7		2.9				5.5		13.3				18.7

				4				2.0		3.3				0.9		2.7				0.4		1.1				3.3		7.1				10.4

				> 4				1.3		5.1				0.4		2.9				0.2		1.5				1.8		9.5				11.3

								11.1		29.5		40.5		7.1		29.8		36.9		4.5		18.0		22.5		22.7		77.3		100.0		100.0

				PERCENT WITHIN GROUP (local and non-local)																														Locals																Non-locals

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				0				0.8		3.8				4.0		4.5				3.2		1.4				8.0		9.6

				1				4.0		8.2				8.8		9.2				3.2		9.6				16.0		27.1

				2				14.4		8.5				7.2		11.1				8.0		5.2				29.6		24.7

				3				15.2		6.8				5.6		6.6				3.2		3.8				24.0		17.2

				4				8.8		4.2				4.0		3.5				1.6		1.4				14.4		9.2

				> 4				5.6		6.6				1.6		3.8				0.8		1.9				8.0		12.2

								48.8		38.1				31.2		38.6				20.0		23.3				100.0		100.0





FlipChart - SAT

		Salt Spring

		Vancouver Isl.

		Elsewhere BC

		Elsewhere Canada

		USA

		Other



Early morning

25.327510917

20.96069869

21.3973799127

12.6637554585

17.4672489083

2.1834061135



Crowd Count

		Salt Spring

		Vancouver Isl.

		Elsewhere BC

		Elsewhere Canada

		USA

		Other



Late morning

18.7192118227

23.1527093596

27.0935960591

14.2857142857

13.7931034483

2.9556650246



Customers

		Salt Spring

		Vancouver Isl.

		Elsewhere BC

		Elsewhere Canada

		USA

		Other



Early afternoon

18.1818181818

31.0606060606

25

8.3333333333

9.0909090909

8.3333333333



Businesses

		Salt Spring

		Vancouver Isl.

		Elsewhere BC

		Elsewhere Canada

		USA

		Other



Total for the market day

21.2765957447

24.1134751773

24.2907801418

12.2340425532

14.1843971631

3.9007092199



Impacts

		$0-10		$0-10

		$11-20		$11-20

		$21-30		$21-30

		$31-40		$31-40

		Over $40		Over $40



Local

Non-local

Percent of total respondents

Total for the market day

6.1261261261

11.3513513514

4.5045045045

18.3783783784

4.8648648649

13.1531531532

2.8828828829

10.0900900901

4.3243243243

24.3243243243



		Early morning		Early morning		26.9730941704

		Late morning		Late morning		26.1707317073

		Early afternoon		Early afternoon		25.0787401575



Local

Non-local

Total

25

27.7329192547

20.75

27.4848484848

20

26.2621359223



		$0-10		$0-10

		$11-20		$11-20

		$21-30		$21-30

		$31-40		$31-40

		Over $40		Over $40



Local

Non-local

Early morning

5.3811659193

9.4170403587

5.8295964126

16.5919282511

6.7264573991

14.798206278

3.1390134529

7.6233183857

6.7264573991

23.7668161435



		$0-10		$0-10

		$11-20		$11-20

		$21-30		$21-30

		$31-40		$31-40

		Over $40		Over $40



Local

Non-local

Late morning

6.8292682927

10.7317073171

3.9024390244

20.9756097561

2.9268292683

11.7073170732

2.4390243902

11.7073170732

3.4146341463

25.3658536585



		$0-10		$0-10

		$11-20		$11-20

		$21-30		$21-30

		$31-40		$31-40

		Over $40		Over $40



Local

Non-local

Early afternoon

6.2992125984

15.7480314961

3.1496062992

17.3228346457

4.7244094488

12.5984251969

3.1496062992

11.811023622

1.5748031496

23.6220472441



		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0



Early morning

Late morning

Early afternoon



		$0-10		$0-10		$0-10

		$11-20		$11-20		$11-20

		$21-30		$21-30		$21-30

		$31-40		$31-40		$31-40

		Over $40		Over $40		Over $40



Early morning

Late morning

Early afternoon

4.8951048951

5.1282051282

4.662004662

8.6247086247

10.0233100233

5.1282051282

7.6923076923

5.5944055944

3.7296037296

3.9627039627

5.5944055944

3.4965034965

12.3543123543

12.1212121212

6.993006993



		0		0

		0		0

		0		0

		0		0

		0		0

		0		0



Local

Non-local

Percent of total respondents

Total for the market day



		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0



Early morning

Late morning

Early afternoon



		First timer		First timer

		Rarely  (1x/yr)		Rarely  (1x/yr)

		Occasionally (2-3x/yr)		Occasionally (2-3x/yr)

		Often (1x/month)		Often (1x/month)

		Frequently (2-3x/month)		Frequently (2-3x/month)

		Regularly (almost weekly)		Regularly (almost weekly)



Local

Non-local

Early morning

0

37.0044052863

0

21.1453744493

3.5242290749

10.5726872247

6.1674008811

0.8810572687

7.4889867841

2.2026431718

10.5726872247

0.4405286344



		First timer		First timer

		Rarely  (1x/yr)		Rarely  (1x/yr)

		Occasionally (2-3x/yr)		Occasionally (2-3x/yr)

		Often (1x/month)		Often (1x/month)

		Frequently (2-3x/month)		Frequently (2-3x/month)

		Regularly (almost weekly)		Regularly (almost weekly)



Local

Non-local

Late morning

0

29.702970297

0

25.2475247525

0

17.8217821782

0.9900990099

3.9603960396

5.4455445545

0.495049505

15.3465346535

0.9900990099



		First timer		First timer

		Rarely  (1x/yr)		Rarely  (1x/yr)

		Occasionally (2-3x/yr)		Occasionally (2-3x/yr)

		Often (1x/month)		Often (1x/month)

		Frequently (2-3x/month)		Frequently (2-3x/month)

		Regularly (almost weekly)		Regularly (almost weekly)



Local

Non-local

Early afternoon

0

35.8208955224

0.7462686567

20.8955223881

0.7462686567

20.1492537313

4.4776119403

1.4925373134

2.9850746269

2.2388059701

9.7014925373

0.7462686567



		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0



Early morning

Late morning

Early afternoon



		0		0		0

		0		0		0

		0		0		0



Date contrasts with common understanding that locals come primarily in the morning.  Data shows that regular locals come throughout the day.  The non-regular locals tend to arrive earlier.

Local

Non-local

Percent of total respondents

Total for the market day

0

0

0

0

0

0

0

0

0

0

Local

Non-local

Total



		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0



Early morning

Late morning

Early afternoon



		0		0

		0		0

		0		0

		0		0

		0		0



Local

Non-local

Percent of total respondents

Early morning



		No additional shopping		No additional shopping

		$0-10		$0-10

		$11-20		$11-20

		$21-30		$21-30

		>$30		>$30



Local

Non-local

Percent of total respondents

Late morning

2.5252525253

2.0202020202

5.0505050505

9.0909090909

3.0303030303

14.1414141414

2.5252525253

11.1111111111

5.0505050505

45.4545454545



		No additional shopping		No additional shopping

		$0-10		$0-10

		$11-20		$11-20

		$21-30		$21-30

		>$30		>$30



Local

Non-local

Percent of total respondents

Early afternoon

2.380952381

3.1746031746

3.1746031746

7.9365079365

2.380952381

25.3968253968

7.9365079365

9.5238095238

3.1746031746

34.9206349206



		No additional shopping		No additional shopping		No additional shopping

		$0-10		$0-10		$0-10

		$11-20		$11-20		$11-20

		$21-30		$21-30		$21-30

		>$30		>$30		>$30



Early morning

Late morning

Early afternoon

1.8648018648

0.9324009324

0.9324009324

6.5268065268

4.1958041958

2.331002331

5.8275058275

6.5268065268

7.4592074592

8.1585081585

5.1282051282

2.7972027972

15.3846153846

20.979020979

10.2564102564



		Salt Spring		Salt Spring		Salt Spring

		Vancouver Isl.		Vancouver Isl.		Vancouver Isl.

		Elsewhere BC		Elsewhere BC		Elsewhere BC

		Elsewhere Canada		Elsewhere Canada		Elsewhere Canada

		USA		USA		USA

		Other		Other		Other



Early morning

Late morning

Early afternoon

48.3333333333

31.6666666667

20

35.2941176471

34.5588235294

30.1470588235

35.7664233577

40.1459854015

24.0875912409

42.0289855072

42.0289855072

15.9420289855

50

35

15

22.7272727273

27.2727272727

50



		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0



Early morning

Late morning

Early afternoon



		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0



Early morning

Late morning

Early afternoon



		$0-10		$0-10		$0-10

		$11-20		$11-20		$11-20

		$21-30		$21-30		$21-30

		$31-40		$31-40		$31-40

		Over $40		Over $40		Over $40



These pairs of charts are the same data but different formats.

Early morning

Late morning

Early afternoon

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

Early morning

Late morning

Early afternoon

4.8951048951

5.1282051282

4.662004662

8.6247086247

10.0233100233

5.1282051282

7.6923076923

5.5944055944

3.7296037296

3.9627039627

5.5944055944

3.4965034965

12.3543123543

12.1212121212

6.993006993



		No additional shopping		No additional shopping		No additional shopping

		$0-10		$0-10		$0-10

		$11-20		$11-20		$11-20

		$21-30		$21-30		$21-30

		>$30		>$30		>$30



These pairs of charts are the same data but different formats.

Early morning

Late morning

Early afternoon

No additional shopping

No additional shopping

No additional shopping

$0-10

$0-10

$0-10

$11-20
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$11-20

$21-30

$21-30
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>$30
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7.9365079365
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3.1746031746

Early morning

Late morning
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0.9324009324
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6.5268065268

4.1958041958

2.331002331

5.8275058275

6.5268065268

7.4592074592

8.1585081585

5.1282051282

2.7972027972

15.3846153846

20.979020979

10.2564102564
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		1		1		1

		2		2		2

		3		3		3

		4		4		4

		> 4		> 4		> 4



These pairs of charts are the same data but different formats.

Local

Non-local

Percent of total respondents

Total for the market day

0

0

1

1

2

2

3

3

4

4

> 4

> 4

1.8181818182

7.4545454545

3.6363636364

20.9090909091

6.7272727273

19.0909090909

5.4545454545

13.2727272727

3.2727272727

7.0909090909

1.8181818182

9.4545454545

Early morning

Late morning

Early afternoon

0.8

3.7647058824

3.2

4

8.2352941176

3.2

14.4

8.4705882353

8

15.2

6.8235294118

3.2

8.8

4.2352941176

1.6

5.6

6.5882352941

0.8
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		4		4		4

		> 4		> 4		> 4



Early morning

Late morning

Early afternoon

3.7647058824

4.4705882353

1.4117647059

8.2352941176

9.1764705882

9.6470588235

8.4705882353

11.0588235294

5.1764705882

6.8235294118

6.5882352941

3.7647058824

4.2352941176

3.5294117647

1.4117647059

6.5882352941

3.7647058824

1.8823529412
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These pairs of charts are the same data but different formats.

Local

Non-local

Percent of total respondents

Early morning

0

0

1

1

2

2

3

3

4

4

> 4

> 4

0.4484304933

7.1748878924

2.2421524664

15.6950672646

8.0717488789

16.1434977578

8.5201793722

13.0044843049

4.932735426
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3.2258064516

33.064516129

8.064516129

17.7419354839

3.2258064516

12.9032258065

1.6129032258

4.8387096774

0.8064516129

6.4516129032



		0		0		0

		1		1		1

		2		2		2

		3		3		3

		4		4		4

		> 4		> 4		> 4



Early morning

Late morning

Early afternoon

0.8

3.7647058824

3.2

4

8.2352941176

3.2

14.4

8.4705882353

8

15.2

6.8235294118

3.2

8.8

4.2352941176

1.6

5.6

6.5882352941

0.8



		0		0		0

		1		1		1

		2		2		2

		3		3		3

		4		4		4

		> 4		> 4		> 4



Early morning

Late morning
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		SATURDAY												extended

		8-9am				15		43				58		348

		9-10am		9:25-9:35am		51		127				178		1068

		10-11am		10:25-10:35am		32		106				138		828

		11-12pm		11:25-11:35am		39		93				132		792

		12-1pm		12:25-12:35pm		68		67				135		810

		1-2pm		1:25-1:35		25		72				97		582

		2-3pm				27		63				90		540

						257		571		0				4080

						1542		3426		0				4968



Early morning local buy from more farmer vendors



		0

		0

		0

		0

		0

		0

		0



Number of Customers



		

		Customer spending

						Frequency		Percent		Valid Percent		Cumulative Percent						WEIGHTED

		Valid		Nothing

				< $10		1												5		5

				$11-$20		3												15		45

				$21-$30		9												25		225

				$31-$40		4												35		140

				>$40		3												45		135

				Total		20														550

																				$   27.50

		Reason for being here

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Yes		14

				No		6

				Total		20

		Additional shopping

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Yes		18

				No		2

				Total		20

		Additional spending

						Frequency		Percent		Valid Percent		Cumulative Percent						WEIGHTED

		Valid		< $10		1												5		5

				$11-$20		5												15		75

				$21-$30		6												25		150

				$31-$40		6												35		210

				>$40		2												45		90

						20														530

																				$   26.50

		Have visited anyway?

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Yes		11

				No		7

				NA		2

				Total		20

		a

		Time spent at market

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		<15 min.		1

				15-30 min.		5

				31 min. to 1 hr		4

				>1 hr		10

				Total		20

		How time spent

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		None		0

				Some		6

				Half		7

				Most		5

				Almost all		2

				Total		20

		Time spent at market * How time spent Crosstabulation

		Count

						How time spent										Total

						None		Some		Half		Most		Almost all

		Time spent at market		<15 min.				1								1

				15-30 min.				1		1		1		2		5

				31 min. to 1 hr				1		1		2				4

				>1hr				3		5		2				10

		Total						6		7		5		2		20

		a

		Descriptive Statistics

				N		Mean

		Buy groceries: Other		0						7

		Small Grocery		20		1.9				5.1

		Health Food Store		20		2.2				4.8

		Farmers Market		20		2.85				4.15

		Specialty/ethnic		20		3.2				3.8

		Direct from farm		19		3.37				3.63

		Large Grocery		20		5.35				1.65

		Warehouse		20		6.05				0.95

		Convenience Store		20		6.3				0.7

		Valid N (listwise)		0

		Descriptive Statistics

				N		Mean

		Other		1		4

		Nutritional content		20		3.75

		In season		20		3.7

		Grown/produced locally		20		3.7

		Grown/produced in BC		20		3.5

		Fair trade		20		3.5

		Certified organic		20		3.35

		Packaging (materials)		20		3.3

		Animal welfare		20		3.25

		Food safety		20		3.15

		Natural (not certified)		20		3.05

		Grown/produced someone known		19		3

		Grown/produced in Canada		20		2.7

		Appearance of product		20		2.7

		Ease of preparation		20		2.05

		Low price		20		1.85

		Packaging (aesthetics)		20		1.85

		Brand name		20		1.5

		Valid N (listwise)		1

		ÿÿÿ

		Postal Code

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		V8K		14		70		70		95

				USA		3		15		15		25

				AFR		1		5		5		5

				M5R		1		5		5		10

				V8N		1		5		5		100

				Total		20		100		100

		Gender

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Male		5

				Female		15

				Total		20

		Missing

		Total

		Age

						Frequency		Percent		Valid Percent		Cumulative Percent				WEIGHTED MEAN

				<20 yrs		0										15		0

		Valid		21-35 yrs		1										28		28

				36-50 yrs		7										44		308

				51-65 yrs		10										58		580

				>66 yrs		2										74		148

						20												1064

		Missing																53.2

		Total

		Household income

						Frequency		Percent		Valid Percent		Cumulative Percent				WEIGHTED MEAN

		Valid		<$20,000		1										10		10

				$20-39,999		4										30		120

				$40-59,999		5										50		250

				$60-79,999		1										70		70

				$80-99,999		4										90		360

				>$100,000		4										110		440

				Total		19												1250000

		Missing				1												65789.4736842105

		Total				20

		mÿÿÿ|
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Rating (max. of 4)



		0

		0
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Number of respondents



		0
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		0
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Number of respondents



		



Number of respondents



		



Number of respondents



		

				Very negative				0

				Negative				1

				Somewhat negative				0

				No affect				2

				Somewhat positive				0

				Positive				5

				Very positive				5

								13



SSI respondents are particular shoppers:  11 factors rated as important (>3.0)

3 factors rated over 3.7!

Disproportionate number of respondents were locals.



		



Number of respondents



		$ per customer		$   26.24						weekly		peak								% of peak		DIRECT				BUSINESS

		crowd count		4080						$   64,243.46		$   64,243.46				Session

		% of typical		1												1-Apr		1		0.25		$   16,060.86				$   17,926.82

		Adj crowd count		4080												8-Apr		2		0.3		$   19,273.04				$   21,512.19

		% Cs		0.6		2448										15-Apr		3		0.35		$   22,485.21				$   25,097.55

		# sessions		31												22-Apr		4		0.4		$   25,697.38				$   28,682.92

		DIRECT SALES				$   1,991,547.24										29-Apr		5		0.45		$   28,909.56				$   32,268.28

																6-May		6		0.5		$   32,121.73				$   35,853.65

		IMPACT														13-May		7		0.5		$   32,121.73				$   35,853.65

		ME		1.5		$   2,987,320.86										20-May		8		0.5		$   32,121.73				$   35,853.65

		ME		2		$   3,983,094.49										27-May		9		0.55		$   35,333.90				$   39,439.01

		ME		3		$   5,974,641.73										3-Jun		10		0.65		$   41,758.25				$   46,609.74

																10-Jun		11		0.75		$   48,182.59				$   53,780.47

																17-Jun		12		0.8		$   51,394.77				$   57,365.84

		BUSINESS SPILLOVER								weekly		peak				24-Jun		13		0.8		$   51,394.77				$   57,365.84

		$ per customer		$   31.04						71707.2958257713		$   75,481.36				1-Jul		14		0.85		$   54,606.94				$   60,951.20

		crowd count		4080												8-Jul		15		0.9		$   57,819.11				$   64,536.57

		% Cs		0.6												15-Jul		16		0.9		$   57,819.11				$   64,536.57

		% Add$		0.94												22-Jul		17		0.9		$   57,819.11				$   64,536.57

		# sessions		31												29-Jul		18		0.95		$   61,031.29				$   68,121.93

		DIRECT SALES				$   2,222,926.17										5-Aug		19		0.95		$   61,031.29				$   68,121.93

																12-Aug		20		1		$   64,243.46				$   71,707.30

		IMPACT														19-Aug		21		1		$   64,243.46				$   71,707.30

		ME		1.5		$   3,334,389.26										26-Aug		22		1		$   64,243.46				$   71,707.30

		ME		2		$   4,445,852.34										2-Sep		23		0.95		$   61,031.29				$   68,121.93

		ME		3		$   6,668,778.51										9-Sep		24		0.95		$   61,031.29				$   68,121.93

																16-Sep		25		0.9		$   57,819.11				$   64,536.57

																23-Sep		26		0.8		$   51,394.77				$   57,365.84

		DETAILED														30-Sep		27		0.7		$   44,970.42				$   50,195.11

		Economic														7-Oct		28		0.75		$   48,182.59				$   53,780.47

		ME		1.5		2095942.86486486										14-Oct		29		0.65		$   41,758.25				$   46,609.74

		ME		2		2794590.48648649										21-Oct		30		0.5		$   32,121.73				$   35,853.65

		ME		3		4191885.72972973										28-Oct		31		0.3		$   19,273.04				$   21,512.19

																		32				$   - 0				$   - 0

		Spillover																33				$   - 0				$   - 0

		ME		1.5		2339450.52631579												34				$   - 0				$   - 0

		ME		2		3119267.36842105																$   1,397,295.24				$   1,559,633.68

		ME		3		4678901.05263158
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FlipChart

		How much have you spent, or plan to spend at the market today?														Percent of total								Weighted average

								Local		Non-local		Total				Local		Non-local								Local		Non-local		Total

				$0-10				51		53		104				24.8		25.7		50.5				5		255		265		520

				$11-20				36		21		57				17.5		10.2		27.7				15		540		315		855

				$21-30				22		11		33				10.7		5.3		16.0				25		550		275		825

				$31-40				5		5		10				2.4		2.4		4.9				35		175		175		350

				Over $40				2		0		2				1.0		0.0		1.0				45		90		0		90

								116		90		206								100.0

				Total												56.3		43.7		100.0						$   13.88		$   11.44		$   12.82

		How often do you plan to visit the market this season?																Percent of total

										Local		Non-local		Total				Local		Non-local

				First timer						14		71		85				6.8		34.3		41.1

				Rarely  (1x/yr)						6		9		15				2.9		4.3		7.2

				Occasionally (2-3x/yr)						12		4		16				5.8		1.9		7.7

				Often (1x/month)						14		0		14				6.8		0.0		6.8

				Frequently (2-3x/month)						22		2		24				10.6		1.0		11.6

				Regularly (almost weekly)						49		4		53				23.7		1.9		25.6

				Total						117		90		207				56.5		43.5		100.0

																						100.0

																		34.3

		If you plan on doing any additional shopping or eating downtown today, how much do you anticipate spending?

																Percent of total								Weighted average

								Local		Non-local		Total				Local		Non-local								Local		Non-local		Total

				No additional shopping				14		2		16				6.8		1.0		7.7				0		0		0		0

				$0-10				26		13		39				12.6		6.3		18.8				5		130		65		195

				$11-20				23		22		45				11.1		10.6		21.7				15		345		330		675

				$21-30				21		18		39				10.1		8.7		18.8				25		525		450		975

				>$30				33		35		68				15.9		16.9		32.9				35		1155		1225		2380

								117		90		207								100.0

				Total				103		88		191				56.5		43.5		100.0						$   20.92		$   23.52		$   22.12

																				92.3

		Where do you live?

				Salt Spring						112		54.1

				Vancouver Isl.						10		4.8

				Elsewhere BC						47		22.7

				Elsewhere Canada						14		6.8

				USA						21		10.1

				Other						3		1.4

				Total						207		100.0

		How many farmer vendors will you buy from today?

																		Percent of total

										Local		Non-local		Total				Local		Non-local

				0						12		14		26				5.8		6.8		12.6

				1						15		23		38				7.3		11.2		18.4

				2						32		23		55				15.5		11.2		26.7

				3						34		17		51				16.5		8.3		24.8		51.5

				4						13		4		17				6.3		1.9		8.3

				> 4						11		8		19				5.3		3.9		9.2

				Total						117		89		206				56.8		43.2		100.0
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		No additional shopping		No additional shopping
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		TUESDAY

														extended

		10:30-11:30am		9:25-9:35am		18		33				51		306

		11:30-12:30pm		10:25-10:35am		21		20				41		246

		12:30-1:30pm		11:25-11:35am		14		28				42		252

		1:30-2:30pm		12:25-12:35pm		10		17				27		162

				1:25-1:35								0		0

												0		0

						63		98		0				966

						378		588		0				966
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Number of Customers



		

		Customer spending

						Frequency		Percent		Valid Percent		Cumulative Percent						WEIGHTED

		Valid		Nothing

				< $10														5		0

				$11-$20														15		0

				$21-$30														25		0

				$31-$40														35		0

				>$40														45		0

				Total																0

																				$   - 0

		Reason for being here

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Yes

				No

				Total

		Additional shopping

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Yes

				No

				Total

		Additional spending

						Frequency		Percent		Valid Percent		Cumulative Percent						WEIGHTED

		Valid		< $10														5		0

				$11-$20														15		0

				$21-$30														25		0

				$31-$40														35		0

				>$40														45		0

																				0

																				$   - 0

		Have visited anyway?

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Yes

				No

				NA

				Total

		a

		Time spent at market

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		<15 min.

				15-30 min.

				31 min. to 1 hr

				>1 hr

				Total

		How time spent

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		None

				Some

				Half

				Most

				Almost all

				Total

		Time spent at market * How time spent Crosstabulation

		Count

						How time spent										Total

						None		Some		Half		Most		Almost all

		Time spent at market		<15 min.

				15-30 min.

				31 min. to 1 hr

				>1hr

		Total

		a

		Descriptive Statistics

				N		Mean

		Farmers Market								7

		Small Grocery								7

		Large Grocery								7

		Specialty/ethnic								7

		Health Food Store								7

		Convenience Store								7

		Direct from farm								7

		Warehouse								7

		Buy groceries: Other

		Valid N (listwise)

		Descriptive Statistics

				N		Mean

		In season

		Nutritional content

		Animal welfare

		Grown/produced locally

		Packaging (materials)

		Certified organic

		Fair trade

		Grown/produced in BC

		Grown/produced someone known

		Natural (not certified)

		Food safety

		Appearance of product

		Grown/produced in Canada

		Low price

		Ease of preparation

		Packaging (aesthetics)

		Brand name

		Other

		Valid N (listwise)

		Postal Code

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid

		Gender

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Male

				Female

				Total

		Missing

		Total

		Age

						Frequency		Percent		Valid Percent		Cumulative Percent				WEIGHTED MEAN

				<20 yrs												15		0

		Valid		21-35 yrs												28		0

				36-50 yrs												44		0

				51-65 yrs												58		0

				>66 yrs												74		0

						0												0

		Missing																0

		Total

		Household income

						Frequency		Percent		Valid Percent		Cumulative Percent				WEIGHTED MEAN

		Valid		<$20,000												10		0

				$20-39,999												30		0

				$40-59,999												50		0

				$60-79,999												70		0

				$80-99,999												90		0

				>$100,000												110		0

				Total		0												0

		Missing																0

		Total

		mÿÿÿ|





		0

		0

		0

		0

		0

		0

		0

		0



1-2x/yr

1x/2-3mo

1x/mo

1x/2wks

1x/wk

>1x/wk

Never



		0

		0

		0

		0

		0

		0

		0

		0

		0

		0

		0

		0

		0

		0

		0

		0

		0



Rating (max. of 4)
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				Very negative
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				No affect

				Somewhat positive

				Positive

				Very positive



See SATURDAY market assessment file
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Number of respondents



		$ per customer		$   12.82						weekly		peak								% of peak		DIRECT				BUSINESS

		crowd count		966						$   7,427.88		$   7,427.88				Session

		% of typical		1												4-Jul		1		0.7		$   5,199.52				$   6,329.76

		Adj crowd count		966												11-Jul		2		0.6		$   4,456.73				$   5,425.51

		% Cs		0.6		579.6										18-Jul		3		0.6		$   4,456.73				$   5,425.51

		# sessions		15												25-Jul		4		0.75		$   5,570.91				$   6,781.88

		DIRECT SALES				$   111,418.25										1-Aug		5		0.8		$   5,942.31				$   7,234.01

														*		8-Aug		6		1.25		$   9,284.85				$   11,303.14

		IMPACT														15-Aug		7		1		$   7,427.88				$   9,042.51

		ME		1.5		$   167,127.38										22-Aug		8		1		$   7,427.88				$   9,042.51

		ME		2		$   222,836.50										29-Aug		9		1		$   7,427.88				$   9,042.51

		ME		3		$   334,254.76								*		5-Sep		10		1.25		$   9,284.85				$   11,303.14

																12-Sep		11		0.75		$   5,570.91				$   6,781.88

																19-Sep		12		0.65		$   4,828.12				$   5,877.63

		BUSINESS SPILLOVER								weekly		peak				26-Sep		13		0.55		$   4,085.34				$   4,973.38

		$ per customer		$   16.91						$   9,042.51		$   9,042.51				3-Oct		14		0.5		$   3,713.94				$   4,521.26

		crowd count		966												10-Oct		15		0.5		$   3,713.94				$   4,521.26

		% Cs		0.6														16				$   - 0				$   - 0

		% Add$		0.922705314														17				$   - 0				$   - 0

		# sessions		15														18				$   - 0				$   - 0

		DIRECT SALES				135637.68115942												19				$   - 0				$   - 0

																		20				$   - 0				$   - 0

		IMPACT																21				$   - 0				$   - 0

		ME		1.5		$   203,456.52												22				$   - 0				$   - 0

		ME		2		$   271,275.36												23				$   - 0				$   - 0

		ME		3		$   406,913.04												24				$   - 0				$   - 0

																		25				$   - 0				$   - 0

																		26				$   - 0				$   - 0

		DETAILED																27				$   - 0				$   - 0

		Economic																28				$   - 0				$   - 0

		ME		1.5		$   132,587.72												29				$   - 0				$   - 0

		ME		2		$   176,783.63												30				$   - 0				$   - 0

		ME		3		$   265,175.44												31				$   - 0				$   - 0

																		32				$   - 0				$   - 0

		Spillover																33				$   - 0				$   - 0

		ME		1.5		$   161,408.84												34				$   - 0				$   - 0

		ME		2		$   215,211.79																$   88,391.81				$   107,605.89

		ME		3		$   322,817.68



See SATURDAY market assessment file
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FlipChart - SAT

		How much have you spent, or plan to spend at the market today?

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				$0-10				12		21				14		22				8		20				34		63				97

				$11-20				13		37				8		43				4		22				25		102				127

				$21-30				15		33				6		24				6		16				27		73				100

				$31-40				7		17				5		24				4		15				16		56				72

				Over $40				15		53				7		52				2		30				24		135				159

								62		161		223		40		165		205		24		103		127		126		429		555		555

				Total

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local														Local		Non-local		Total

				5				60		105				70		110				40		100				170		315				485								Early morning		$   25.00		$   27.73		27.0

				15				195		555				120		645				60		330				375		1530				1905								Late morning		$   20.75		$   27.48		26.2

				25				375		825				150		600				150		400				675		1825				2500								Early afternoon		$   20.00		$   26.26		25.1

				35				245		595				175		840				140		525				560		1960				2520

				45				675		2385				315		2340				90		1350				1080		6075				7155

								1550		4465				830		4535				480		2705				2860		11705				14565

				Total				$   25.00		$   27.73		27.0		$   20.75		$   27.48		26.2		$   20.00		$   26.26		25.1		$   22.70		$   27.28				$   26.24

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				$0-10				5.4		9.4				6.8		10.7				6.3		15.7				6.1		11.4				17.5

				$11-20				5.8		16.6				3.9		21.0				3.1		17.3				4.5		18.4		42.9		22.9

				$21-30				6.7		14.8				2.9		11.7				4.7		12.6				4.9		13.2				18.0

				$31-40				3.1		7.6				2.4		11.7				3.1		11.8				2.9		10.1				13.0

				Over $40				6.7		23.8				3.4		25.4				1.6		23.6				4.3		24.3				28.6

								27.8		72.2		100.0		19.5		80.5		100.0		18.9		81.1		100.0		22.7		77.3				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				$0-10				2.2		3.8				2.5		4.0				1.4		3.6				6.1		11.4				17.5

				$11-20				2.3		6.7				1.4		7.7				0.7		4.0				4.5		18.4				22.9

				$21-30				2.7		5.9				1.1		4.3				1.1		2.9				4.9		13.2				18.0

				$31-40				1.3		3.1				0.9		4.3				0.7		2.7				2.9		10.1				13.0

				Over $40				2.7		9.5				1.3		9.4				0.4		5.4				4.3		24.3				28.6

								11.2		29.0		40.2		7.2		29.7		36.9		4.3		18.6		22.9		22.7		77.3		100.0		100.0				Local spending by period														Non-local spending by period

				PERCENT WITHIN GROUP (local and non-local)

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				$0-10				9.5		4.9				11.1		5.1				6.3		4.7				27.0		14.7

				$11-20				10.3		8.6				6.3		10.0				3.2		5.1				19.8		23.8

				$21-30				11.9		7.7				4.8		5.6				4.8		3.7				21.4		17.0

				$31-40				5.6		4.0				4.0		5.6				3.2		3.5				12.7		13.1

				Over $40				11.9		12.4				5.6		12.1				1.6		7.0				19.0		31.5

								49.2		37.5		86.7		31.7		38.5		70.2		19.0		24.0		43.1		100.0		100.0

		How often do you come to this farmers market?

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				First timer				0		84				0		60				0		48				0		192				192

				Rarely  (1x/yr)				0		48				0		51				1		28				1		127				128

				Occasionally (2-3x/yr)				8		24				0		36				1		27				9		87				96

				Often (1x/month)				14		2				2		8				6		2				22		12				34

				Frequently (2-3x/month)				17		5				11		1				4		3				32		9				41

				Regularly (almost weekly)				24		1				31		2				13		1				68		4				72

				Total				63		164		227		44		158		202		25		109		134		132		431		563		563

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				First timer				0.0		37.0				0.0		29.7				0.0		35.8				0.0		34.1				34.1

				Rarely  (1x/yr)				0.0		21.1				0.0		25.2				0.7		20.9				0.2		22.6		38.0		22.7

				Occasionally (2-3x/yr)				3.5		10.6				0.0		17.8				0.7		20.1				1.6		15.5				17.1

				Often (1x/month)				6.2		0.9				1.0		4.0				4.5		1.5				3.9		2.1				6.0

				Frequently (2-3x/month)				7.5		2.2				5.4		0.5				3.0		2.2				5.7		1.6				7.3

				Regularly (almost weekly)				10.6		0.4				15.3		1.0				9.7		0.7				12.1		0.7				12.8

								27.8		72.2		100.0		21.8		78.2		100.0		18.7		81.3		100.0		23.4		76.6				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				First timer				0.0		14.9				0.0		10.7				0.0		8.5				0.0		34.1				34.1

				Rarely  (1x/yr)				0.0		8.5				0.0		9.1				0.2		5.0				0.2		22.6				22.7

				Occasionally (2-3x/yr)				1.4		4.3				0.0		6.4				0.2		4.8				1.6		15.5		39.8		17.1

				Often (1x/month)				2.5		0.4				0.4		1.4				1.1		0.4				3.9		2.1				6.0

				Frequently (2-3x/month)				3.0		0.9				2.0		0.2				0.7		0.5				5.7		1.6				7.3

				Regularly (almost weekly)				4.3		0.2				5.5		0.4				2.3		0.2				12.1		0.7				12.8

								11.2		29.1		40.3		7.8		28.1		35.9		4.4		19.4		23.8		23.4		76.6		100.0		100.0

				PERCENT WITHIN GROUP (local and non-local)																														Locals																Non-locals

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				First timer				0.0		19.5				0.0		13.9				0.0		11.1				0.0		44.5

				Rarely  (1x/yr)				0.0		11.1				0.0		11.8				0.8		6.5				0.8		29.5

				Occasionally (2-3x/yr)				6.1		5.6				0.0		8.4				0.8		6.3				6.8		20.2

				Often (1x/month)				10.6		0.5				1.5		1.9				4.5		0.5				16.7		2.8

				Frequently (2-3x/month)				12.9		1.2				8.3		0.2				3.0		0.7				24.2		2.1

				Regularly (almost weekly)				18.2		0.2				23.5		0.5				9.8		0.2				51.5		0.9

								47.7		38.1		85.8		33.3		36.7		70.0		18.9		25.3		44.2		100.0		100.0

		If you plan on doing any additional shopping or eating downtown today, how much do you anticipate spending?

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				No additional shopping				7		8				5		4				3		4				15		16				31

				$0-10				14		28				10		18				4		10				28		56				84

				$11-20				9		25				6		28				3		32				18		85				103

				$21-30				15		35				5		22				10		12				30		69				99

				>$30				20		66				10		90				4		44				34		200				234		94.3738656987

				Total				65		162		227		36		162		198		24		102		126		125		426		551		551

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local														Local		Non-local		Total

								0		0				0		0				0		0				0		0				0								Early morning		$   27.24		$   30.45		29.6

				5				70		140				50		90				20		50				140		280				420								Late morning		$   24.68		$   35.19		33.5

				15				135		375				90		420				45		480				270		1275				1545								Early afternoon		$   24.52		$   30.92		29.8

				25				375		875				125		550				250		300				750		1725				2475

				50				1000		3300				500		4500				200		2200				1700		10000				11700

								1580		4690				765		5560				515		3030				2860		13280				16140

				Total				$   27.24		$   30.45		29.6		$   24.68		$   35.19		33.5		$   24.52		$   30.92		29.8		$   26.00		$   32.39				$   31.04

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				No additional shopping				3.1		3.5				2.5		2.0				2.4		3.2				2.7		2.9				5.6

				$0-10				6.2		12.3				5.1		9.1				3.2		7.9				5.1		10.2				15.2

				$11-20				4.0		11.0				3.0		14.1				2.4		25.4				3.3		15.4				18.7

				$21-30				6.6		15.4				2.5		11.1				7.9		9.5				5.4		12.5		94.4		18.0

				>$30				8.8		29.1				5.1		45.5				3.2		34.9				6.2		36.3				42.5

								28.6		71.4		100.0		18.2		81.8		100.0		19.0		81.0		100.0		22.7		77.3				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				No additional shopping				1.3		1.4				0.9		0.7				0.5		0.7				2.7		2.9				5.6

				$0-10				2.5		5.0				1.8		3.2				0.7		1.8				5.0		10.1				15.1

				$11-20				1.6		4.5				1.1		5.0				0.5		5.8				3.2		15.3				18.6

				$21-30				2.7		6.3				0.9		4.0				1.8		2.2				5.4		12.4				17.8

				>$30				3.6		11.9				1.8		16.2				0.7		7.9				6.1		36.0				42.2

								11.7		29.2		40.9		6.5		29.2		35.7		4.3		18.4		22.7		22.5		76.8		99.3		99.3				Local additional pending by period														Non-local additional spending by period

				PERCENT WITHIN GROUP (local and non-local)

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				No additional shopping				5.6		1.9				4.0		0.9				2.4		0.9				11.9		3.7

				$0-10				11.1		6.5				7.9		4.2				3.2		2.3				22.2		13.1

				$11-20				7.1		5.8				4.8		6.5				2.4		7.5				14.3		19.8

				$21-30				11.9		8.2				4.0		5.1				7.9		2.8				23.8		16.1

				>$30				15.9		15.4				7.9		21.0				3.2		10.3				27.0		46.6

								51.6		37.8		89.3		28.6		37.8		66.3		19.0		23.8		42.8		99.2		99.3

		Where do you live?

								8:00-10:30						10:30-12:30						12:30-3:00						TOTAL

		Salt Spring						58		25.3				38		18.7				24		18.2				120		21.3

		Vancouver Isl.						48		21.0				47		23.2				41		31.1				136		24.1		78.7

		Elsewhere BC						49		21.4				55		27.1				33		25.0				137		24.3

		Elsewhere Canada						29		12.7				29		14.3				11		8.3				69		12.2

		USA						40		17.5				28		13.8				12		9.1				80		14.2

		Other						5		2.2		123.0		6		3.0		118.0		11		8.3		67.0		22		3.9

								229		100.0		181.0		203		100.0		156.0		132		100.0		91.0		564		100.0

		PERCENT WITHIN GROUP

								8:00-10:30						10:30-12:30						12:30-3:00						TOTAL

		Salt Spring						48.3						31.7						20.0						100.0

		Vancouver Isl.						35.3						34.6						30.1						100.0

		Elsewhere BC						35.8						40.1						24.1						100.0

		Elsewhere Canada						42.0						42.0						15.9						100.0

		USA						50.0						35.0						15.0						100.0

		Other						22.7						27.3						50.0						100.0

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				0				1		16				5		19				4		6				10		41				51

				1				5		35				11		39				4		41				20		115				135

				2				18		36				9		47				10		22				37		105				142

				3				19		29				7		28				4		16				30		73				103

				4				11		18				5		15				2		6				18		39				57

				> 4				7		28				2		16				1		8				10		52				62

				Total				61		162		223		39		164		203		25		99		124		125		425		550		550

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				0				0.4		7.2				2.5		9.4				3.2		4.8				1.8		7.5				9.3

				1				2.2		15.7				5.4		19.2				3.2		33.1				3.6		20.9				24.5

				2				8.1		16.1				4.4		23.2				8.1		17.7				6.7		19.1				25.8

				3				8.5		13.0				3.4		13.8				3.2		12.9				5.5		13.3				18.7

				4				4.9		8.1				2.5		7.4				1.6		4.8				3.3		7.1				10.4

				> 4				3.1		12.6				1.0		7.9				0.8		6.5				1.8		9.5				11.3

								27.4		72.6		100.0		19.2		80.8		100.0		20.2		79.8		100.0		22.7		77.3				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				0				0.2		2.9				0.9		3.5				0.7		1.1				1.8		7.5				9.3

				1				0.9		6.4				2.0		7.1				0.7		7.5				3.6		20.9				24.5

				2				3.3		6.5				1.6		8.5				1.8		4.0				6.7		19.1				25.8

				3				3.5		5.3				1.3		5.1				0.7		2.9				5.5		13.3				18.7

				4				2.0		3.3				0.9		2.7				0.4		1.1				3.3		7.1				10.4

				> 4				1.3		5.1				0.4		2.9				0.2		1.5				1.8		9.5				11.3

								11.1		29.5		40.5		7.1		29.8		36.9		4.5		18.0		22.5		22.7		77.3		100.0		100.0

				PERCENT WITHIN GROUP (local and non-local)																														Locals																Non-locals

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				0				0.8		3.8				4.0		4.5				3.2		1.4				8.0		9.6

				1				4.0		8.2				8.8		9.2				3.2		9.6				16.0		27.1

				2				14.4		8.5				7.2		11.1				8.0		5.2				29.6		24.7

				3				15.2		6.8				5.6		6.6				3.2		3.8				24.0		17.2

				4				8.8		4.2				4.0		3.5				1.6		1.4				14.4		9.2

				> 4				5.6		6.6				1.6		3.8				0.8		1.9				8.0		12.2

								48.8		38.1				31.2		38.6				20.0		23.3				100.0		100.0
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Date contrasts with common understanding that locals come primarily in the morning.  Data shows that regular locals come throughout the day.  The non-regular locals tend to arrive earlier.
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These pairs of charts are the same data but different formats.
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These pairs of charts are the same data but different formats.
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These pairs of charts are the same data but different formats.

Local

Non-local

Percent of total respondents

Total for the market day

0

0

0

0

0

0

0

0

0

0

0

0

Early morning

Late morning

Early afternoon



		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0



Early morning

Late morning

Early afternoon



		0		0

		0		0

		0		0

		0		0

		0		0

		0		0



These pairs of charts are the same data but different formats.
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Late morning

Early afternoon



		SATURDAY												extended

		8-9am				15		43				58		348

		9-10am		9:25-9:35am		51		127				178		1068

		10-11am		10:25-10:35am		32		106				138		828

		11-12pm		11:25-11:35am		39		93				132		792

		12-1pm		12:25-12:35pm		68		67				135		810

		1-2pm		1:25-1:35		25		72				97		582

		2-3pm				27		63				90		540

						257		571		0				4080

						1542		3426		0				4968



Early morning local buy from more farmer vendors
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Number of Customers



		

		Customer spending

						Frequency		Percent		Valid Percent		Cumulative Percent						WEIGHTED

		Valid		Nothing

				< $10		1												5		5

				$11-$20		3												15		45

				$21-$30		9												25		225

				$31-$40		4												35		140

				>$40		3												45		135

				Total		20														550

																				$   27.50

		Reason for being here

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Yes		14

				No		6

				Total		20

		Additional shopping

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Yes		18

				No		2

				Total		20

		Additional spending

						Frequency		Percent		Valid Percent		Cumulative Percent						WEIGHTED

		Valid		< $10		1												5		5

				$11-$20		5												15		75

				$21-$30		6												25		150

				$31-$40		6												35		210

				>$40		2												45		90

						20														530

																				$   26.50

		Have visited anyway?

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Yes		11

				No		7

				NA		2

				Total		20

		a

		Time spent at market

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		<15 min.		1

				15-30 min.		5

				31 min. to 1 hr		4

				>1 hr		10

				Total		20

		How time spent

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		None		0

				Some		6

				Half		7

				Most		5

				Almost all		2

				Total		20

		Time spent at market * How time spent Crosstabulation

		Count

						How time spent										Total

						None		Some		Half		Most		Almost all

		Time spent at market		<15 min.				1								1

				15-30 min.				1		1		1		2		5

				31 min. to 1 hr				1		1		2				4

				>1hr				3		5		2				10

		Total						6		7		5		2		20

		a

		Descriptive Statistics

				N		Mean

		Buy groceries: Other		0						7

		Small Grocery		20		1.9				5.1

		Health Food Store		20		2.2				4.8

		Farmers Market		20		2.85				4.15

		Specialty/ethnic		20		3.2				3.8

		Direct from farm		19		3.37				3.63

		Large Grocery		20		5.35				1.65

		Warehouse		20		6.05				0.95

		Convenience Store		20		6.3				0.7

		Valid N (listwise)		0

		Descriptive Statistics

				N		Mean

		Other		1		4

		Nutritional content		20		3.75

		In season		20		3.7

		Grown/produced locally		20		3.7

		Grown/produced in BC		20		3.5

		Fair trade		20		3.5

		Certified organic		20		3.35

		Packaging (materials)		20		3.3

		Animal welfare		20		3.25

		Food safety		20		3.15

		Natural (not certified)		20		3.05

		Grown/produced someone known		19		3

		Grown/produced in Canada		20		2.7

		Appearance of product		20		2.7

		Ease of preparation		20		2.05

		Low price		20		1.85

		Packaging (aesthetics)		20		1.85

		Brand name		20		1.5

		Valid N (listwise)		1

		ÿÿÿ

		Postal Code

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		V8K		14		70		70		95

				USA		3		15		15		25

				AFR		1		5		5		5

				M5R		1		5		5		10

				V8N		1		5		5		100

				Total		20		100		100

		Gender

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Male		5

				Female		15

				Total		20

		Missing

		Total

		Age

						Frequency		Percent		Valid Percent		Cumulative Percent				WEIGHTED MEAN

				<20 yrs		0										15		0

		Valid		21-35 yrs		1										28		28

				36-50 yrs		7										44		308

				51-65 yrs		10										58		580

				>66 yrs		2										74		148

						20												1064

		Missing																53.2

		Total

		Household income

						Frequency		Percent		Valid Percent		Cumulative Percent				WEIGHTED MEAN

		Valid		<$20,000		1										10		10

				$20-39,999		4										30		120

				$40-59,999		5										50		250

				$60-79,999		1										70		70

				$80-99,999		4										90		360

				>$100,000		4										110		440

				Total		19												1250000

		Missing				1												65789.4736842105

		Total				20

		mÿÿÿ|
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Rating (max. of 4)
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				Very negative				0

				Negative				1

				Somewhat negative				0

				No affect				2

				Somewhat positive				0

				Positive				5

				Very positive				5

								13



SSI respondents are particular shoppers:  11 factors rated as important (>3.0)

3 factors rated over 3.7!

Disproportionate number of respondents were locals.
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Number of respondents



		$ per customer		$   26.24						weekly		peak								% of peak		DIRECT				BUSINESS

		crowd count		4080						$   64,243.46		$   64,243.46				Session

		% of typical		1												1-Apr		1		0.25		$   16,060.86				$   17,926.82

		Adj crowd count		4080												8-Apr		2		0.3		$   19,273.04				$   21,512.19

		% Cs		0.6		2448										15-Apr		3		0.35		$   22,485.21				$   25,097.55

		# sessions		31												22-Apr		4		0.4		$   25,697.38				$   28,682.92

		DIRECT SALES				$   1,991,547.24										29-Apr		5		0.45		$   28,909.56				$   32,268.28

																6-May		6		0.5		$   32,121.73				$   35,853.65

		IMPACT														13-May		7		0.5		$   32,121.73				$   35,853.65

		ME		1.5		$   2,987,320.86										20-May		8		0.5		$   32,121.73				$   35,853.65

		ME		2		$   3,983,094.49										27-May		9		0.55		$   35,333.90				$   39,439.01

		ME		3		$   5,974,641.73										3-Jun		10		0.65		$   41,758.25				$   46,609.74

																10-Jun		11		0.75		$   48,182.59				$   53,780.47

																17-Jun		12		0.8		$   51,394.77				$   57,365.84

		BUSINESS SPILLOVER								weekly		peak				24-Jun		13		0.8		$   51,394.77				$   57,365.84

		$ per customer		$   31.04						71707.2958257713		$   75,481.36				1-Jul		14		0.85		$   54,606.94				$   60,951.20

		crowd count		4080												8-Jul		15		0.9		$   57,819.11				$   64,536.57

		% Cs		0.6												15-Jul		16		0.9		$   57,819.11				$   64,536.57

		% Add$		0.94												22-Jul		17		0.9		$   57,819.11				$   64,536.57

		# sessions		31												29-Jul		18		0.95		$   61,031.29				$   68,121.93

		DIRECT SALES				$   2,222,926.17										5-Aug		19		0.95		$   61,031.29				$   68,121.93

																12-Aug		20		1		$   64,243.46				$   71,707.30

		IMPACT														19-Aug		21		1		$   64,243.46				$   71,707.30

		ME		1.5		$   3,334,389.26										26-Aug		22		1		$   64,243.46				$   71,707.30

		ME		2		$   4,445,852.34										2-Sep		23		0.95		$   61,031.29				$   68,121.93

		ME		3		$   6,668,778.51										9-Sep		24		0.95		$   61,031.29				$   68,121.93

																16-Sep		25		0.9		$   57,819.11				$   64,536.57

																23-Sep		26		0.8		$   51,394.77				$   57,365.84

		DETAILED														30-Sep		27		0.7		$   44,970.42				$   50,195.11

		Economic														7-Oct		28		0.75		$   48,182.59				$   53,780.47

		ME		1.5		2095942.86486486										14-Oct		29		0.65		$   41,758.25				$   46,609.74

		ME		2		2794590.48648649										21-Oct		30		0.5		$   32,121.73				$   35,853.65

		ME		3		4191885.72972973										28-Oct		31		0.3		$   19,273.04				$   21,512.19

																		32				$   - 0				$   - 0

		Spillover																33				$   - 0				$   - 0

		ME		1.5		2339450.52631579												34				$   - 0				$   - 0

		ME		2		3119267.36842105																$   1,397,295.24				$   1,559,633.68

		ME		3		4678901.05263158
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		Early morning		Early morning		29.5754716981
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FlipChart - SAT

		How much have you spent, or plan to spend at the market today?

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				$0-10				12		21				14		22				8		20				34		63				97

				$11-20				13		37				8		43				4		22				25		102				127

				$21-30				15		33				6		24				6		16				27		73				100

				$31-40				7		17				5		24				4		15				16		56				72

				Over $40				15		53				7		52				2		30				24		135				159

								62		161		223		40		165		205		24		103		127		126		429		555		555

				Total

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local														Local		Non-local		Total

				5				60		105				70		110				40		100				170		315				485								Early morning		$   25.00		$   27.73		27.0

				15				195		555				120		645				60		330				375		1530				1905								Late morning		$   20.75		$   27.48		26.2

				25				375		825				150		600				150		400				675		1825				2500								Early afternoon		$   20.00		$   26.26		25.1

				35				245		595				175		840				140		525				560		1960				2520

				45				675		2385				315		2340				90		1350				1080		6075				7155

								1550		4465				830		4535				480		2705				2860		11705				14565

				Total				$   25.00		$   27.73		27.0		$   20.75		$   27.48		26.2		$   20.00		$   26.26		25.1		$   22.70		$   27.28				$   26.24

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				$0-10				5.4		9.4				6.8		10.7				6.3		15.7				6.1		11.4				17.5

				$11-20				5.8		16.6				3.9		21.0				3.1		17.3				4.5		18.4		42.9		22.9

				$21-30				6.7		14.8				2.9		11.7				4.7		12.6				4.9		13.2				18.0

				$31-40				3.1		7.6				2.4		11.7				3.1		11.8				2.9		10.1				13.0

				Over $40				6.7		23.8				3.4		25.4				1.6		23.6				4.3		24.3				28.6

								27.8		72.2		100.0		19.5		80.5		100.0		18.9		81.1		100.0		22.7		77.3				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				$0-10				2.2		3.8				2.5		4.0				1.4		3.6				6.1		11.4				17.5

				$11-20				2.3		6.7				1.4		7.7				0.7		4.0				4.5		18.4				22.9

				$21-30				2.7		5.9				1.1		4.3				1.1		2.9				4.9		13.2				18.0

				$31-40				1.3		3.1				0.9		4.3				0.7		2.7				2.9		10.1				13.0

				Over $40				2.7		9.5				1.3		9.4				0.4		5.4				4.3		24.3				28.6

								11.2		29.0		40.2		7.2		29.7		36.9		4.3		18.6		22.9		22.7		77.3		100.0		100.0				Local spending by period														Non-local spending by period

				PERCENT WITHIN GROUP (local and non-local)

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				$0-10				9.5		4.9				11.1		5.1				6.3		4.7				27.0		14.7

				$11-20				10.3		8.6				6.3		10.0				3.2		5.1				19.8		23.8

				$21-30				11.9		7.7				4.8		5.6				4.8		3.7				21.4		17.0

				$31-40				5.6		4.0				4.0		5.6				3.2		3.5				12.7		13.1

				Over $40				11.9		12.4				5.6		12.1				1.6		7.0				19.0		31.5

								49.2		37.5		86.7		31.7		38.5		70.2		19.0		24.0		43.1		100.0		100.0

		How often do you come to this farmers market?

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				First timer				0		84				0		60				0		48				0		192				192

				Rarely  (1x/yr)				0		48				0		51				1		28				1		127				128

				Occasionally (2-3x/yr)				8		24				0		36				1		27				9		87				96

				Often (1x/month)				14		2				2		8				6		2				22		12				34

				Frequently (2-3x/month)				17		5				11		1				4		3				32		9				41

				Regularly (almost weekly)				24		1				31		2				13		1				68		4				72

				Total				63		164		227		44		158		202		25		109		134		132		431		563		563

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				First timer				0.0		37.0				0.0		29.7				0.0		35.8				0.0		34.1				34.1

				Rarely  (1x/yr)				0.0		21.1				0.0		25.2				0.7		20.9				0.2		22.6		38.0		22.7

				Occasionally (2-3x/yr)				3.5		10.6				0.0		17.8				0.7		20.1				1.6		15.5				17.1

				Often (1x/month)				6.2		0.9				1.0		4.0				4.5		1.5				3.9		2.1				6.0

				Frequently (2-3x/month)				7.5		2.2				5.4		0.5				3.0		2.2				5.7		1.6				7.3

				Regularly (almost weekly)				10.6		0.4				15.3		1.0				9.7		0.7				12.1		0.7				12.8

								27.8		72.2		100.0		21.8		78.2		100.0		18.7		81.3		100.0		23.4		76.6				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				First timer				0.0		14.9				0.0		10.7				0.0		8.5				0.0		34.1				34.1

				Rarely  (1x/yr)				0.0		8.5				0.0		9.1				0.2		5.0				0.2		22.6				22.7

				Occasionally (2-3x/yr)				1.4		4.3				0.0		6.4				0.2		4.8				1.6		15.5		39.8		17.1

				Often (1x/month)				2.5		0.4				0.4		1.4				1.1		0.4				3.9		2.1				6.0

				Frequently (2-3x/month)				3.0		0.9				2.0		0.2				0.7		0.5				5.7		1.6				7.3

				Regularly (almost weekly)				4.3		0.2				5.5		0.4				2.3		0.2				12.1		0.7				12.8

								11.2		29.1		40.3		7.8		28.1		35.9		4.4		19.4		23.8		23.4		76.6		100.0		100.0

				PERCENT WITHIN GROUP (local and non-local)																														Locals																Non-locals

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				First timer				0.0		19.5				0.0		13.9				0.0		11.1				0.0		44.5

				Rarely  (1x/yr)				0.0		11.1				0.0		11.8				0.8		6.5				0.8		29.5

				Occasionally (2-3x/yr)				6.1		5.6				0.0		8.4				0.8		6.3				6.8		20.2

				Often (1x/month)				10.6		0.5				1.5		1.9				4.5		0.5				16.7		2.8

				Frequently (2-3x/month)				12.9		1.2				8.3		0.2				3.0		0.7				24.2		2.1

				Regularly (almost weekly)				18.2		0.2				23.5		0.5				9.8		0.2				51.5		0.9

								47.7		38.1		85.8		33.3		36.7		70.0		18.9		25.3		44.2		100.0		100.0

		If you plan on doing any additional shopping or eating downtown today, how much do you anticipate spending?

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				No additional shopping				7		8				5		4				3		4				15		16				31

				$0-10				14		28				10		18				4		10				28		56				84

				$11-20				9		25				6		28				3		32				18		85				103

				$21-30				15		35				5		22				10		12				30		69				99

				>$30				20		66				10		90				4		44				34		200				234		94.3738656987

				Total				65		162		227		36		162		198		24		102		126		125		426		551		551

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local														Local		Non-local		Total

								0		0				0		0				0		0				0		0				0								Early morning		$   27.24		$   30.45		29.6

				5				70		140				50		90				20		50				140		280				420								Late morning		$   24.68		$   35.19		33.5

				15				135		375				90		420				45		480				270		1275				1545								Early afternoon		$   24.52		$   30.92		29.8

				25				375		875				125		550				250		300				750		1725				2475

				50				1000		3300				500		4500				200		2200				1700		10000				11700

								1580		4690				765		5560				515		3030				2860		13280				16140

				Total				$   27.24		$   30.45		29.6		$   24.68		$   35.19		33.5		$   24.52		$   30.92		29.8		$   26.00		$   32.39				$   31.04

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				No additional shopping				3.1		3.5				2.5		2.0				2.4		3.2				2.7		2.9				5.6

				$0-10				6.2		12.3				5.1		9.1				3.2		7.9				5.1		10.2				15.2

				$11-20				4.0		11.0				3.0		14.1				2.4		25.4				3.3		15.4				18.7

				$21-30				6.6		15.4				2.5		11.1				7.9		9.5				5.4		12.5		94.4		18.0

				>$30				8.8		29.1				5.1		45.5				3.2		34.9				6.2		36.3				42.5

								28.6		71.4		100.0		18.2		81.8		100.0		19.0		81.0		100.0		22.7		77.3				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				No additional shopping				1.3		1.4				0.9		0.7				0.5		0.7				2.7		2.9				5.6

				$0-10				2.5		5.0				1.8		3.2				0.7		1.8				5.0		10.1				15.1

				$11-20				1.6		4.5				1.1		5.0				0.5		5.8				3.2		15.3				18.6

				$21-30				2.7		6.3				0.9		4.0				1.8		2.2				5.4		12.4				17.8

				>$30				3.6		11.9				1.8		16.2				0.7		7.9				6.1		36.0				42.2

								11.7		29.2		40.9		6.5		29.2		35.7		4.3		18.4		22.7		22.5		76.8		99.3		99.3				Local additional pending by period														Non-local additional spending by period

				PERCENT WITHIN GROUP (local and non-local)

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				No additional shopping				5.6		1.9				4.0		0.9				2.4		0.9				11.9		3.7

				$0-10				11.1		6.5				7.9		4.2				3.2		2.3				22.2		13.1

				$11-20				7.1		5.8				4.8		6.5				2.4		7.5				14.3		19.8

				$21-30				11.9		8.2				4.0		5.1				7.9		2.8				23.8		16.1

				>$30				15.9		15.4				7.9		21.0				3.2		10.3				27.0		46.6

								51.6		37.8		89.3		28.6		37.8		66.3		19.0		23.8		42.8		99.2		99.3

		Where do you live?

								8:00-10:30						10:30-12:30						12:30-3:00						TOTAL

		Salt Spring						58		25.3				38		18.7				24		18.2				120		21.3

		Vancouver Isl.						48		21.0				47		23.2				41		31.1				136		24.1		78.7

		Elsewhere BC						49		21.4				55		27.1				33		25.0				137		24.3

		Elsewhere Canada						29		12.7				29		14.3				11		8.3				69		12.2

		USA						40		17.5				28		13.8				12		9.1				80		14.2

		Other						5		2.2		123.0		6		3.0		118.0		11		8.3		67.0		22		3.9

								229		100.0		181.0		203		100.0		156.0		132		100.0		91.0		564		100.0

		PERCENT WITHIN GROUP

								8:00-10:30						10:30-12:30						12:30-3:00						TOTAL

		Salt Spring						48.3						31.7						20.0						100.0

		Vancouver Isl.						35.3						34.6						30.1						100.0

		Elsewhere BC						35.8						40.1						24.1						100.0

		Elsewhere Canada						42.0						42.0						15.9						100.0

		USA						50.0						35.0						15.0						100.0

		Other						22.7						27.3						50.0						100.0

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				0				1		16				5		19				4		6				10		41				51

				1				5		35				11		39				4		41				20		115				135

				2				18		36				9		47				10		22				37		105				142

				3				19		29				7		28				4		16				30		73				103

				4				11		18				5		15				2		6				18		39				57

				> 4				7		28				2		16				1		8				10		52				62

				Total				61		162		223		39		164		203		25		99		124		125		425		550		550

				PERCENT OF PERIOD

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				0				0.4		7.2				2.5		9.4				3.2		4.8				1.8		7.5				9.3

				1				2.2		15.7				5.4		19.2				3.2		33.1				3.6		20.9				24.5

				2				8.1		16.1				4.4		23.2				8.1		17.7				6.7		19.1				25.8

				3				8.5		13.0				3.4		13.8				3.2		12.9				5.5		13.3				18.7

				4				4.9		8.1				2.5		7.4				1.6		4.8				3.3		7.1				10.4

				> 4				3.1		12.6				1.0		7.9				0.8		6.5				1.8		9.5				11.3

								27.4		72.6		100.0		19.2		80.8		100.0		20.2		79.8		100.0		22.7		77.3				100.0

				PERCENT OF ALL

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local				Total

				0				0.2		2.9				0.9		3.5				0.7		1.1				1.8		7.5				9.3

				1				0.9		6.4				2.0		7.1				0.7		7.5				3.6		20.9				24.5

				2				3.3		6.5				1.6		8.5				1.8		4.0				6.7		19.1				25.8

				3				3.5		5.3				1.3		5.1				0.7		2.9				5.5		13.3				18.7

				4				2.0		3.3				0.9		2.7				0.4		1.1				3.3		7.1				10.4

				> 4				1.3		5.1				0.4		2.9				0.2		1.5				1.8		9.5				11.3

								11.1		29.5		40.5		7.1		29.8		36.9		4.5		18.0		22.5		22.7		77.3		100.0		100.0

				PERCENT WITHIN GROUP (local and non-local)																														Locals																Non-locals

								Early morning (8:00-10:30)						Late morning (10:30-12:30)						Early afternoon (12:30-3:00)						Total

								Local		Non-local				Local		Non-local				Local		Non-local				Local		Non-local

				0				0.8		3.8				4.0		4.5				3.2		1.4				8.0		9.6

				1				4.0		8.2				8.8		9.2				3.2		9.6				16.0		27.1

				2				14.4		8.5				7.2		11.1				8.0		5.2				29.6		24.7

				3				15.2		6.8				5.6		6.6				3.2		3.8				24.0		17.2

				4				8.8		4.2				4.0		3.5				1.6		1.4				14.4		9.2

				> 4				5.6		6.6				1.6		3.8				0.8		1.9				8.0		12.2

								48.8		38.1				31.2		38.6				20.0		23.3				100.0		100.0
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Date contrasts with common understanding that locals come primarily in the morning.  Data shows that regular locals come throughout the day.  The non-regular locals tend to arrive earlier.
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These pairs of charts are the same data but different formats.
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These pairs of charts are the same data but different formats.
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These pairs of charts are the same data but different formats.
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Early morning

Late morning

Early afternoon



		SATURDAY												extended

		8-9am				15		43				58		348

		9-10am		9:25-9:35am		51		127				178		1068

		10-11am		10:25-10:35am		32		106				138		828

		11-12pm		11:25-11:35am		39		93				132		792

		12-1pm		12:25-12:35pm		68		67				135		810

		1-2pm		1:25-1:35		25		72				97		582

		2-3pm				27		63				90		540

						257		571		0				4080

						1542		3426		0				4968



Early morning local buy from more farmer vendors



		0

		0

		0

		0

		0

		0

		0



Number of Customers



		

		Customer spending

						Frequency		Percent		Valid Percent		Cumulative Percent						WEIGHTED

		Valid		Nothing

				< $10		1												5		5

				$11-$20		3												15		45

				$21-$30		9												25		225

				$31-$40		4												35		140

				>$40		3												45		135

				Total		20														550

																				$   27.50

		Reason for being here

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Yes		14

				No		6

				Total		20

		Additional shopping

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Yes		18

				No		2

				Total		20

		Additional spending

						Frequency		Percent		Valid Percent		Cumulative Percent						WEIGHTED

		Valid		< $10		1												5		5

				$11-$20		5												15		75

				$21-$30		6												25		150

				$31-$40		6												35		210

				>$40		2												45		90

						20														530

																				$   26.50

		Have visited anyway?

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Yes		11

				No		7

				NA		2

				Total		20

		a

		Time spent at market

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		<15 min.		1

				15-30 min.		5

				31 min. to 1 hr		4

				>1 hr		10

				Total		20

		How time spent

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		None		0

				Some		6

				Half		7

				Most		5

				Almost all		2

				Total		20

		Time spent at market * How time spent Crosstabulation

		Count

						How time spent										Total

						None		Some		Half		Most		Almost all

		Time spent at market		<15 min.				1								1

				15-30 min.				1		1		1		2		5

				31 min. to 1 hr				1		1		2				4

				>1hr				3		5		2				10

		Total						6		7		5		2		20

		a

		Descriptive Statistics

				N		Mean

		Buy groceries: Other		0						7

		Small Grocery		20		1.9				5.1

		Health Food Store		20		2.2				4.8

		Farmers Market		20		2.85				4.15

		Specialty/ethnic		20		3.2				3.8

		Direct from farm		19		3.37				3.63

		Large Grocery		20		5.35				1.65

		Warehouse		20		6.05				0.95

		Convenience Store		20		6.3				0.7

		Valid N (listwise)		0

		Descriptive Statistics

				N		Mean

		Other		1		4

		Nutritional content		20		3.75

		In season		20		3.7

		Grown/produced locally		20		3.7

		Grown/produced in BC		20		3.5

		Fair trade		20		3.5

		Certified organic		20		3.35

		Packaging (materials)		20		3.3

		Animal welfare		20		3.25

		Food safety		20		3.15

		Natural (not certified)		20		3.05

		Grown/produced someone known		19		3

		Grown/produced in Canada		20		2.7

		Appearance of product		20		2.7

		Ease of preparation		20		2.05

		Low price		20		1.85

		Packaging (aesthetics)		20		1.85

		Brand name		20		1.5

		Valid N (listwise)		1

		ÿÿÿ

		Postal Code

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		V8K		14		70		70		95

				USA		3		15		15		25

				AFR		1		5		5		5

				M5R		1		5		5		10

				V8N		1		5		5		100

				Total		20		100		100

		Gender

						Frequency		Percent		Valid Percent		Cumulative Percent

		Valid		Male		5

				Female		15

				Total		20

		Missing

		Total

		Age

						Frequency		Percent		Valid Percent		Cumulative Percent				WEIGHTED MEAN

				<20 yrs		0										15		0

		Valid		21-35 yrs		1										28		28

				36-50 yrs		7										44		308

				51-65 yrs		10										58		580

				>66 yrs		2										74		148

						20												1064

		Missing																53.2

		Total

		Household income

						Frequency		Percent		Valid Percent		Cumulative Percent				WEIGHTED MEAN

		Valid		<$20,000		1										10		10

				$20-39,999		4										30		120

				$40-59,999		5										50		250

				$60-79,999		1										70		70

				$80-99,999		4										90		360

				>$100,000		4										110		440

				Total		19												1250000

		Missing				1												65789.4736842105

		Total				20

		mÿÿÿ|
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1-2x/yr

1x/2-3mo

1x/mo

1x/2wks

1x/wk

>1x/wk

Never
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		0



Rating (max. of 4)



		0
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		0

		0



Number of respondents



		0
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		0
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Number of respondents
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		0



Number of respondents



		0
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		0

		0

		0



Number of respondents



		0

		0

		0

		0

		0



Number of respondents



		

				Very negative				0

				Negative				1

				Somewhat negative				0

				No affect				2

				Somewhat positive				0

				Positive				5

				Very positive				5

								13



SSI respondents are particular shoppers:  11 factors rated as important (>3.0)

3 factors rated over 3.7!

Disproportionate number of respondents were locals.



		0

		0

		0

		0

		0

		0

		0



Number of respondents



		$ per customer		$   26.24						weekly		peak								% of peak		DIRECT				BUSINESS

		crowd count		4080						$   64,243.46		$   64,243.46				Session

		% of typical		1												1-Apr		1		0.25		$   16,060.86				$   17,926.82

		Adj crowd count		4080												8-Apr		2		0.3		$   19,273.04				$   21,512.19

		% Cs		0.6		2448										15-Apr		3		0.35		$   22,485.21				$   25,097.55

		# sessions		31												22-Apr		4		0.4		$   25,697.38				$   28,682.92

		DIRECT SALES				$   1,991,547.24										29-Apr		5		0.45		$   28,909.56				$   32,268.28

																6-May		6		0.5		$   32,121.73				$   35,853.65

		IMPACT														13-May		7		0.5		$   32,121.73				$   35,853.65

		ME		1.5		$   2,987,320.86										20-May		8		0.5		$   32,121.73				$   35,853.65

		ME		2		$   3,983,094.49										27-May		9		0.55		$   35,333.90				$   39,439.01

		ME		3		$   5,974,641.73										3-Jun		10		0.65		$   41,758.25				$   46,609.74

																10-Jun		11		0.75		$   48,182.59				$   53,780.47

																17-Jun		12		0.8		$   51,394.77				$   57,365.84

		BUSINESS SPILLOVER								weekly		peak				24-Jun		13		0.8		$   51,394.77				$   57,365.84

		$ per customer		$   31.04						71707.2958257713		$   75,481.36				1-Jul		14		0.85		$   54,606.94				$   60,951.20

		crowd count		4080												8-Jul		15		0.9		$   57,819.11				$   64,536.57

		% Cs		0.6												15-Jul		16		0.9		$   57,819.11				$   64,536.57

		% Add$		0.94												22-Jul		17		0.9		$   57,819.11				$   64,536.57

		# sessions		31												29-Jul		18		0.95		$   61,031.29				$   68,121.93

		DIRECT SALES				$   2,222,926.17										5-Aug		19		0.95		$   61,031.29				$   68,121.93

																12-Aug		20		1		$   64,243.46				$   71,707.30

		IMPACT														19-Aug		21		1		$   64,243.46				$   71,707.30

		ME		1.5		$   3,334,389.26										26-Aug		22		1		$   64,243.46				$   71,707.30

		ME		2		$   4,445,852.34										2-Sep		23		0.95		$   61,031.29				$   68,121.93

		ME		3		$   6,668,778.51										9-Sep		24		0.95		$   61,031.29				$   68,121.93

																16-Sep		25		0.9		$   57,819.11				$   64,536.57

																23-Sep		26		0.8		$   51,394.77				$   57,365.84

		DETAILED														30-Sep		27		0.7		$   44,970.42				$   50,195.11

		Economic														7-Oct		28		0.75		$   48,182.59				$   53,780.47

		ME		1.5		2095942.86486486										14-Oct		29		0.65		$   41,758.25				$   46,609.74

		ME		2		2794590.48648649										21-Oct		30		0.5		$   32,121.73				$   35,853.65

		ME		3		4191885.72972973										28-Oct		31		0.3		$   19,273.04				$   21,512.19

																		32				$   - 0				$   - 0

		Spillover																33				$   - 0				$   - 0

		ME		1.5		2339450.52631579												34				$   - 0				$   - 0

		ME		2		3119267.36842105																$   1,397,295.24				$   1,559,633.68

		ME		3		4678901.05263158






