Farmers Markets: Retail Concepts from Malls and Main
Street -- Lessons for Farmers Markets
Thursday morning 9:00 am
Where: Gallery Overlook (upper level) Room A & B
Farmers put a great deal of thought into where they sell their products taking into
consideration the customer base, location, and other businesses - present their
competitors. When farmers and other food and ag-based businesses choose to
locate in close proximity to one another (the concept of co-location), it creates
competition but also is very important in fostering retail synergy. Learn more about
retail concepts and ways that farmers can be smart about healthy business
competition, strategic display, and increasing product diversity to bring more
shoppers to market.
Moderator: Amanda Shreve, Manager of Programs and Partnerships, Michigan
Farmers Market Association, East Lansing, MI
9:00 am

Retail Concepts from Malls and Main Street: Lessons for Farmers Markets
 Mark Miller, AIA AICP, Senior Architect and Urban Planner,
Nederveld, Grand Rapids, MI

10:00 am

Farmer and Farmers Market Panel
 Rachelle Bostwick, Earthkeeper Farm, Kent City, MI
 Ben Bylsma, Real Food Farm, Caledonia, MI
 Melissa Harrington, Executive Director Fulton Street Farmers Market,
Grand Rapids, MI

11:00 am

Session Ends

RETAIL CONCEPTS FROM MALLS AND MAIN STREET:

LESSONS FOR FARMERS MARKETS

Mark F. Miller AIA AICP
Nederveld

Email: mmiller@nederveld.com
Twitter: @MarkFMillerGR

Retail Concepts From Malls And Main Street: Lessons For Farmers Market will explore a
myriad of design manipulations and circumstances, oftentimes simply only a matter of
inches or seconds, that can impact whether a potential customer even thinks about
making a purchase.
Many successful malls have done specific research on how customers shop and
experience their spaces.
They know what direction people typically turn, whether they flow counter-clockwise or
clockwise as they shop, times of day that they are most likely to shop, and how far they
will walk during their shopping experience.
The most successful malls have about $700 per square foot of annual sales.
The average mall has about $275 per square foot of annual sales.
The average American downtown has $80 per square foot of annual sales. What is main
street only just beginning to learn from the mall? And how can a farmers market adapt
these principles to their market, without losing authenticity?

?

Did you know

That the “front table” of a retail store will
typically account for 30% of that store’s

yearly sales?

Where is your front table?
How can it be used to highlight products
that you want to sell?

?

Did you know

That certain shades of red will cause people
to buy more than what they need or want?
How can color be used to activate your
displays to compel people to shop?
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?

Did you know

That it takes a shopper only 8 seconds to
walk past the average storefront, which
means that there are only 4 seconds to get
them to decide to walk into the front door,
and that a retailer only has 1.5 seconds

to capture their attention and compel

them to walk in the door?

How is this similar to a farmers’ market stall
and what can we learn from successful
retailers who have used design and
marketing to take advantage of this small
window of opportunity?
How do you tell a shopper everything that
they need to know about your business in
only 1.5 seconds?
How does this impact.......
Your signs?
Your display?
What are some things that you can do to compel a passerby to become a customer?

?

Did you know

That American shoppers hate everything
about national chains, except.........
the SELECTION
the MERCHANDISE
the CUSTOMER SERVICE
the HOURS
the STYLES AND FIT
the RETURN POLICIES
In other words, CONVENIENCE AND PREDICTABILITY
What things have main street retailers done to bridge the gap between locally-owned
businesses and national chains, and what can farmers’ markets learn that?
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?

Did you know

That effective signage is the best
way to advertise your business, because
independent retailers can not afford
marketing campaigns?
.....And that effective signage does not
mean too many signs or confusing
signs?
How are your signs (or your market’s signs)
working to effectively present your business
to potential customers in an easy to
understand way?
Is what you are selling easily conveyed, so
that customers do not have to spend a lot
of time figuring it out?
Should every stall’s sign be the same in
order to promote consistency? or different
in order to convey authenticity?

Further reading on this subject:
Principles of Urban Retail Planning and Development, Robert J. Gibbs
Retail Development, 4th Edition, Urban Land Use Institute, Anita Kramer
Placemaking - Developing Town Centers, Main Streets, and Urban Villages, Charles Bohl
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