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Congratulations! Your community will soon have a 

Farmers’ Market. A Farmers’ Market is an incredible 

avenue for promoting local goods, supporting 

sustainable agriculture and, ultimately, fostering your 

town’s sense of community. A successful market will 

require a tremendous amount of work, effort, and 

dedication; a task that may seem daunting. There is so 

much to think about, organize and get accomplished.  In 

the end, it will be well worth the effort. 

 

The purpose of this manual is to highlight initial organizational steps, help formulate your 

market personality, offer ideas for developing resources for your market and highlight 

what local, state, and federal guidelines are pertinent to starting a Farmers’ Market.  In 

addition, this handbook will offer suggestions for managing (creating and training a 

market manager) and assessing your market’s success now and into the future.  
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Chapter 1 

Getting Started 

 

While starting a Farmers’ Market may seem overwhelming, a successful market is 

achievable if the market is: 

 

 Guided by a single overriding goal 

 Well organized 

 Supported by dedicated, compatible individuals working toward a single 

purpose 

 

Your organization should set reasonable and attainable goals for your first season and 

limit your scope to ensure the market’s success. Listed in Appendix I are some examples 

of goals your organization may focus on. This list is by no means exhaustive, but it may 

aid in the early phases of your market development. Also included in Appendix I is an 

example timeline and checklist of tasks necessary for the success of your market. This 

checklist, modified for your market, will help in the management of the initial phases of 

your market.  

 

Finally, a successful market is dependant on the committed individuals who get involved 

in the process.  While a market may begin with a few like-minded people, as the process 

unfolds, additional people will begin to help out and you can begin delegating duties on 

the list. Don’t feel discouraged or overwhelmed. The key is to have one focused group 

overseeing the process.  The process in itself will become motivational as, one by one, 

the items on your checklist are checked “completed”!  Good luck! 

 

Why a Farmers’ Market? 

 

What does your organization want to achieve with your initial farmers’ market? What is 

your overriding purpose? We would encourage you to discuss your goals at length.  

Goals may include any number of the following:  

 

 To purchase locally grown or raised food items 

 Support sustainable agriculture 

 Create a community event 

 Provide a revitalizing stimulus to a downtown or blighted area 

and/or create a small business incubator.   

 

Many of these goals are excellent, but, as noted in Appendix I, the foremost purpose of 

your initial market is to bring producers and customers together.  Once you attain 

this, you will have created a successful marketplace in which each of the remaining goals 

will have an opportunity for success (refer to Chapter 2: Fostering Community Support 

and Assessing Market Feasibility). 
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Community Members with the Same Passion 

 

As mentioned above, starting the process of organizing a new farmers’ market can be 

daunting.  You want to begin the process by surrounding yourself with community 

members that have the same passion.  Your first step is to find these like-minded 

individuals.  Remember, while people may have different long-term goals, the primary 

vision must be to bring producers and customers together. Once this goal is achieved, you 

will have created a marketplace successful enough to support a number of secondary 

initiatives.  

 

To begin the process, think about holding a public meeting (see Chapter 2 – Fostering 

Community Support and Assessing Market Feasibility).  It may be helpful to put a Public 

Service Announcement (PSA) in your local paper and send out a press release for an 

upcoming meeting.  You can place announcement fliers around town.  Invite the public 

and solicit input.  Seek out the help of your local university extension agent, the Chamber 

of Commerce, Main Street program, gardening clubs, farmers’ bureau, influential 

citizens, friends and neighbors.   

 

As you begin making contacts within your community, create a database of their contact 

information including why they are interested in farmers’ markets.  Individuals may be 

helpful further along the process even if they are not involved in the initial organizational 

phase.  These initial contacts may, in the future, become vendors, volunteers or 

customers.  Keep them in the communication loop with monthly email updates, 

newsletters, or press releases.  

 

Forming a Steering Committee 

 

Forming an effective Steering Committee is a vital step to the ultimate success of your 

market. The most successful committee is a group with a variety of skills, i.e. vendor 

know how, publicity, government regulations, etc. Due to the importance of this 

committee, its formation may occur during or after you have cultivated community 

support (refer to Chapter 2 - Fostering Community Support and Assessing Market 

Feasibility).   

 

The Steering Committee has two main duties:   

 

1. To distribute the short-term workload of getting the market up and running. 

2. To help create a support structure necessary for the long term success of your 

market.   

 

The focus of the committee may shift between these two main duties; however, the 

ultimate success of your market depends on managing both of them effectively.  

 

Once you have gathered together the critical talent for your committee, you will need to 

decide on the structure and roles of its members. The Steering Committee may take on a 

number of forms varying from a hierarchical group (President, Vice President, etc.) to a 

less formal structure.   Critical to either structure is to appoint a key facilitator who is able 

to maintain the group’s focus, manage tasks, and foster open and diplomatic 

communication.  
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Depending on how your group decides to structure itself, here are some of the various 

topics the committee will need to address on an ongoing basis: 

 

 Administrative Business Issues: name, 

tax status, phone, address, insurance 

and risk management, government 

rules and regulations, etc… 

 Financial: getting it and monitoring it 

 Site location and scheduling: both for 

the market and for various committee 

meetings 

 Promotions 

 Vendors 

 Volunteers 

 

These topics are easily translatable into sub-committees. Ideally, one committee member 

would be responsible for each sub-committee.  Try to utilize your committee members 

strengths by delegating these responsibilities based on their skill sets. 

 

Getting Started with the Business Side of the Market 

 

There are a few administrative items that need to occur before you can begin the initial 

phase of your market.  Your group will need to formalize the following: 

 

 Establish an identifiable name 

 Confirm legal status and obtain a tax ID number 

 Phone number 

 Mailing address 

 Checking account 

 

In addition, you may want to secure and establish a website. Having this in place will 

assist in all aspects of the organizational process, but, most importantly, it gives the 

community one place to find out information on the upcoming market. 

 

Determining a Name and Image 

 

There is a great deal of importance in selecting the market name.  The first things to 

consider are:  

 

 What other names have been taken?   

 Is there another Farmers’ Market in your area?   

 How can you distinguish your market?   

 Do you hope to have tourists come to your market?  

 How might you incorporate your city’s name and trademark into the 

process?  

 

Torrington Farmers’ Market 



 7 

If your market is the only game in town, you have a much wider array of choices.  Make 

sure the name is short and descriptive, for example Mainsville Downtown Farmers’ 

Market. 

 

Once you have settled on a market name, you need to design a 

logo.  The logo should be simple and recognizable.  You may 

want to consider a logo contest.  The Downtown Casper 

Community Farmers’ Market held a month long logo contest 

and received over 20 entries from around the state.  The result 

was a creative logo that helped generate community 

involvement and support. 

 

Registering the Market 

 

This information is to be used as a general guideline and is not meant to be a substitute 

for the advice of a lawyer or tax professional. 

 

You can seek information on proper registration through the Wyoming Business Council 

(307-777-2843 or www.wyomingbusiness.org) and by consulting a local business or non-

profit attorney.  Potential options that you may want to consider include working under 

an umbrella organization such as the Chamber of Commerce, creating a Unincorporated 

Non-Profit Association or a Non-Profit Corporation.   

 

 

Creating By-Laws 

 

The following is to be used as a general guideline and is not meant to be a substitute for 

the advice of a lawyer. 

 

By-Laws are a group’s written and acknowledged governing structure.  They will not 

guide the internal affairs of your market but provide an organizational framework from 

which the organization functions and is backed by the law.  By-laws are a legal document 

that help answer the questions Who? Why?  What?  Where? When? and How?.  The 

specifics are briefly outlined below.   

 

 Who?: What is the name of the organization? Who are the responsible parties? 

Volunteers?  Membership?  Organizations? 

 Why?: What is the purpose and mission of your organization? 

 What?: How will you achieve your mission?  What is your legal designation?  

 Where?: Where is the organization going to perform its work?   

 When?: When and how frequently are meetings?  How does the membership 

find out about these meetings? 

 How?: How is the organization going to be run?  This will include
1
 

1. The Governing Structure of the Organization 

                                                 
1
 Heimlich and Dresbach.  Written Documents for Community Groups:  

Bylaws and Standard Operating Procedures.  http://ohioline.osu.edu/cd-fact/co-bl.html 

 

http://www.wyomingbusiness.org/
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2. Officers and a brief Description of their Obligations 

3. Committee Structure 

4. Decision Making Policies 

5. Process and Frequency of Elections (How to fill a Vacant Seat) 

6. Defines Quorum 

7. Funding Streams  

 

There are many examples of farmers’ market by-laws on the internet or you can borrow 

the text from others in the state. Take a few minutes to review a few examples.  Walk 

through the information they provide and make a note of your market specifics (i.e. 

name, date, place, time, organization structure, etc…). Once you have the structure of the 

by-laws and your information, you can simply write your own. Remember to use these as 

a template and take care to modify it according to the size and function of your individual 

market.    

 

Please note:  If you plan on registering your organization as a non-profit, a set of by-laws 

is required by law.  Consult an attorney for specific guidance. 

Photo courtesy of Cindy Ridenour 

Verena Booth sells Honey at the Tuesday Fresh Market in Cheyenne. 
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Chapter 2   

Fostering Community Support and Assessing 
Market Feasibility 

 

The greatest asset to your market will be the people involved: organizers, vendors, 

customers, and volunteers. The most successful market will be one backed by your 

community. Considering the importance of community support, it is critical to start 

gaining support for your market early in the organizational process by soliciting opinions, 

holding public meetings, speaking to community groups, and by participating in various 

town events.   

 

Soliciting opinions and maintaining the flexibility to incorporate those opinions into your 

vision is critical. Those whom you are asking for input need to feel that their opinions do 

matter.  If they feel that they are being heard, they are much more likely to help in the 

future. Remember each of your constituents in the soliciting process. 

 

 Input from those willing to volunteer to organize such an endeavor will allow 

you insight into what people are willing to work for to make a successful market.   

 Opinions of potential vendors (particularly those that participate in a number of 

markets) will be invaluable to the support they, as vendors, will need in order to 

be successful and happy.   

 Opinions of potential customers will provide you insight into what will 

encourage them to come and visit the market.   

 Don’t forget to ask the opinions of business people in the area.  It is critical to get 

as much support as possible and business men and women may see your market 

as competition.  Make sure to ask for their opinions, take it to heart, and address 

any problems that they may see with your market.  All of this will help them in 

moving to support the market.   

 

An efficient, effective, and comprehensive way to gather public feedback is to conduct a 

public meeting.  Ask interested parties to come to a common venue, share their thoughts, 

and volunteer to help get the market up and running.  Extend invitations to as many 

individuals and groups who may have an interest in the market.  This could include 

merchants associations, downtown development authorities, and chamber of commerce 

organizations as well as mom and pop businesses and community organizers.  This will 

also help you in finding interested individuals to sit on the Steering Committee as well as 

getting as many varied opinions as possible.  Remember this is your first introduction to 

future volunteers, vendors, customers, and supporters. Don’t throw away any ideas and 

try to ensure that everyone leaves with a positive image of the market. A negative 

impression at the public meeting could severely damage enthusiasm as well as the image 

of the market.   You may consider asking a professional facilitator to donate his/her time 

to help with this critical meeting. 

 

When your Steering Committee is up and running (refer to Chapter 1 – Getting Started), 

you can continue building community support by speaking with other organizations or at 

specific events.  Rotary groups may be interested in the “business incubator” aspect of 

your market while a Master Gardener group may be interested in vending regulations.  
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Even if these groups don’t participate, by speaking to their members, you expand the 

knowledge of and support for your market that it will need to succeed.   

 

Look at the special events that proceed your market season.  Make sure that there is some 

type of market promotion at these events.  Parades, rodeos, outdoor concerts, and even 

river or trail clean-ups can be wonderful ways to let the community know that the market 

is happening and why it would be fun to come visit. 
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Chapter 3 

 The Market Personality 
 

Your market personality will be what your customers remember.  Will your market be a 

completely local items event?  Will you have arts and crafts?  Will it provide seating and 

entertainment to attract families?  Will there be activities in which adults and/or children 

can participate?  Developing a clear vision of your market personality and implementing 

it effectively will ensure that your customers leave your market with the right impression. 

 

There are three main areas to think through when coming up with your market 

personality:  your philosophy, the vendors you select and the market layout.   

 

Philosophy 

 

There are many different types of markets in Wyoming with differing philosophies.  

These philosophies will range from “local only” to “whatever shows up with proper 

licensing”.  Some markets will accept crafts; others will not.  None of these philosophies 

are right or wrong.  It is up to your Steering Committee to define a philosophy.  There are 

markets run by master gardener clubs that focus on produce and a select amount of 

“other” items usually associated with gardening.  There are “all local” markets such as 

the Tuesday Fresh Market in Cheyenne.  In comparison, the Saturday Community Action 

Farmers’ Market in Cheyenne has a reseller’s license agreement with its vendors.  You 

can find almost any food item there including pineapples and berries. At other markets 

you may find a mix of arts and crafts, prepared foods, and nursery items; a philosophical 

meeting in the middle.  The Downtown Casper Community Farmers’ Market has a 

philosophy of “Ideally local produce if we can get it, and only 20% non-food related 

items”.   

 

Potential Vendors, Vendor Application and Vendor Information Packets 

 

Once you have your philosophy agreed upon, it is time to create a Vendor Application  

and Information Packet to approach potential vendors.  Make sure your market guidelines 

(By-Laws and philosophy) are clearly written in your application. Having these 

guidelines set, published, and available as a vendor application or vendor information 

packet will reduce any future misunderstandings or conflicts. 

 

Items to include in your Vendor Application: 

 

 Product Philosophy 

 Run Dates 

 Time and Location 

 Guidelines for Selling at the Market 

 Vendor Fee Schedule 

 Licensing Responsibilities 

 Insurance Responsibilities 

 Sales Tax Guidelines 

 Disagreement Procedures 

 Liability Clauses 
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 Vendor Product Information Section 

 Vendor Agreement Signature and Date 

 

Information to include in your Vendor Information Packet: 

 

 Vendor Application 

 Schedule of Events 

 Marketing and Promotional Ideas 

 Steering Committee Contact Information 

 

Having an application process in which vendors fill out paperwork prior to the market 

will assist the market manager and the volunteers in knowing who will be vending on a 

particular day and what products they will be bringing.  While it is easy to have a strategy 

of first come, first serve, once you begin having too much of one item, your vendors will 

be losing valuable revenue.  However, not having enough of a product presents its own 

dilemma.  A quote in The New Farmers’ Market sums it up best. 

 

When recruiting growers, 
consider the customer 

perspective.  The rule of 
thumb is that one grower of a 
certain product is a 

monopoly, two amounts to 
collusion and three is 

competition.  Customers 
expect variety and want 
choices.  They will not have 

that without a good selection 
of vendors that provide for 
variety and competition.  (pg. 
103) 

 

 

 

  

Make sure with every vendor, their needs of making a profit balance well with the 

customers’ needs of a good selection. 

 

If possible, you may want to select a few “anchor” vendors.  Much like anchor stores in 

malls, these stores provide variety and quantity to give the market a feeling of abundance.  

If this is possible, small acreage farmers and local gardeners could fill in the middle. 

 

Once you have selected your initial round of vendors, try to evaluate if there are 

disparities in your product offerings.  Do you have lots of vegetables but not a lot of  

fruit?  Do you have lots of produce but no bread?  Do you have produce but no dairy 

products?  Is there someone you can find that can fill that need?  By trying to cover these 

gaps, you will encourage diversification and interest for you customers and may persuade 

some vendors to broaden their product base. 

Community Action Farmers’ Market in Cheyenne 
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Vendors are critical to your ultimate success. If you are having difficulty finding vendors, 

consider some of the following recruiting methods:  

 

 Visit established markets on days other than your market to see if vendors 

have the time, product and willingness to give your market a try.  

 Inquire of your current vendors if they have potential contacts.  Many vendors 

work at multiple markets and can spread the word amongst their colleagues.   

 Inquire with local craft organizations 

 Contact one or more of the following industry groups that may also have a list 

of potential vendors you can contact. 

o Your county extension agent  (See Appendix III) 

o Wyoming Farm Bureau (http://www.wyfb.org/) 

o Wyoming Stock Growers Association (http://www.wysga.org/about.htm) 

o  Rocky Mountain Farmers Union (http://www.rmfu.org/) 

o Wyoming First (http://www.wyomingfirst.org)  

o Any farm or ranch conferences that may be happening in your area or 

around the state.   

 

If you are still in need of additional vendors, consider publishing a Classified Ad or a 

Public Service Announcement (PSA) in your local paper.   

      

Market Layout 

Once you have decided on a site for your market (see Chapter 4 – Location, Location, 

Location), the next step is to figure out how the vendors will be positioned and how the 

flow of customer traffic will make its way through your market.  The following are 

recommendations and ideas to consider during your layout planning phase:  

 

 Assign vendor spots, especially if the vendor has signed up for multiple days.  

Avoid assigning the same type of product vendors to the same area of your 

market.   Spread them out!  

 Think through the set-up and take-down of your vendors’ sites.  Many 

vendors will come with large pick-up trucks and will need space and 

assistance maneuvering, especially if space is tight.  

 Ensure that there is plenty of walking space for your customers.  People don’t 

want to feel cramped, pushed or jostled.  That being said, they also don’t want 

to feel like the only person looking at a vendor.  Balance the walking paths 

accordingly. 

 Have an area to sit and relax.  This is essential if you want the feel of 

community within your market.  Also consider older customers as well as 

those who may need special assistance.   

http://www.wyfb.org/
http://www.wysga.org/about.htm
http://www.rmfu.org/
http://www.wyomingfirst.org/
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Chapter 4 

Location, Location, Location 
 

One of the most critical decisions you will need to make for your market is its location.  

The venue will either add or subtract from your desired philosophy.  It is a decision that 

bears thoughtful consideration.  

 

General Thoughts to Consider 

 

Start this process with a brainstorming session.  Have the Steering Committee list a 

number of different sites and what amenities would be available.  If there are areas 

suggested that the committee is not familiar with, a site visit should be conducted. Once 

you have reviewed these areas, narrow your choices down to two to three favorite areas.  

When evaluating potential sites, there are several important legal and safety issues to 

consider:  

 

 Consider what zoning and/or ordinances are in place that might restrict 

your market activities. Contact the city and county zoning commission for 

specifics regarding each potential site.  

 Contact your local Fire Marshall to ascertain if there are safety issues or 

limitations related to a particular site.    

 Handicap access.  

 Insurance concerns.  

 

Once you have narrowed your focus to two or three potential sites, the Location 

Assessment Worksheet on page 18 will allow you to weigh and rank the various elements 

of your future location. The worksheet is divided into three different categories: 

   

 Parking. 

 Amenities. 

 Aesthetics. 

 

Parking is listed first as it is the most critical factor to your market’s success.  Amenities 

will add quality to your site and aesthetics will add the finishing touches.  Your market 

location will not be perfect; however, by using the weighted chart, you can calculate the 

best area with the most to offer. 

 

Parking 

 

Due to the important consideration that 

should be paid to parking availability, the 

weight values are already set per the 

worksheet.  Ideally, your market will have 

excess parking for your needs and, thus, 

allow you to grow into the future.  To 

determine the number of parking spots your 

market will need, use the general rule of 

thumb provided by The New Farmers’ 
Photo courtesy of Jill Callaco/Star Valley 

Star Valley Farmer’s Market 
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Market Manual.  For every market vendor you have, you will need five parking spaces to 

be sufficient.  Thus, if you hope to have ten vendors on a regular basis, you will need to 

have access to 50 parking spaces.  Most people are willing to walk a block or two to get 

to a market, but any farther than that and they will feel inconvenienced.   The number of 

parking spots is particularly important if you want your customers to spend time having 

brunch, lunch or dinner, listen to entertainment or participate in any other activity you 

may have planned.  However, if your focus is solely on customer turnover, you may need 

slightly less parking.   

 

Amenities  

There are a number of different amenities that will prove helpful to your market.  

Thinking through your philosophy and planning for these will allow a seamless feel to 

your market.  Not planning for the need of these amenities will cause problems for the 

organizers, your vendors and your customers. 

 

One excellent example is 

seating areas.  Both the 

Community Action Farmers’ 

Market in Cheyenne and the 

Downtown Casper 

Community Farmers’ Market 

hope to have community 

members come and stay at 

the market.  Both markets 

provide seating.  The 

Cheyenne Depot area has a 

number of permanent picnic 

tables; whereas, the Casper 

market provides hay bales on 

which to sit.   

 

 

Additional amenity considerations are as follows:  

 

 Durable Surface Area:  Your vendors will most likely have trucks and 

trailers to haul in their products.  You want to ensure that the surface area 

on which they will set up can hold up to the wear and tear.  You will also 

have customers walking on that same surface and it should provide for 

easy walking.  A few pitfalls to avoid should be a completely grassy area 

and a gravel or dusty area.  Both areas can get very muddy and slippery if 

there is inclement weather.  The best surface areas are usually asphalt or 

cement.  Parking lots, cement parks or walkways have proved sufficient as 

durable surface areas. 

 Easy Directions & Proximity to Landmarks: This makes it easily 

identifiable.  This is also helpful to advertise to tourist populations.  If it is 

close to another landmark, they may see a visit to your market and the 

nearby landmark as a two for one deal! 

Downtown Casper Community Farmers’ Market 
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 Electricity: While not a necessity to some markets, electrical outlets 

prove very helpful to run generators, burners and stereo systems to name 

just a few items. 

 Entertainment Area: If you are planning on having musicians, actors, 

speeches or other similar activities, it is best to have an area that is set 

aside for entertainment.  It can either be the center of the market or in a 

corner that can be easily seen. 

 Handicap Accessible: When considering a site, evaluate the accessibility 

so that all patrons may enjoy your market.  

 Location near a Population Center: Having a high population center 

near the market lends itself to a larger potential customer base.  People are 

far more likely to come to the market if it is in close proximity.  For 

example, downtown markets attract business workers and nearby residents 

who can walk to the market. 

 Potable Water: Not only is it a good idea to have potable water for your 

customers (especially when it is hot), but many prepared food vendors 

need to have access to potable water.   

 Playgrounds: A nice amenity that may encourage more families to attend 

your market 

 Restrooms: This is essential for the comfort of customers, volunteers and 

vendors.  It also may be required by your city or county ordinances. 

 Proximity to Storage Area: When considering a location, consider the 

proximity of storage.  Some markets have a considerable amount of 

materials including tables, tents, signs, boxes, etc…  It is much easier to 

store these materials on site or in a nearby facility.   

 Seating Area: A place for people to sit, rest, eat, chat and enjoy 

themselves. 

 Shade or Cover: This is a necessary amenity when it is hot or rains. 

Shade may also be necessary by some vendors due to food storage 

considerations. 

 Telephone 

 Trash Cans: This is especially helpful if there is prepared food being 

served. Trash cans are also a huge convenience to vendors to ensure an 

easy clean up after the market. 
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Aesthetics 

 

Aesthetic factors will add to the general feel of the 

market although they are not critical to the actual 

running of it as are the amenities.  However, having 

aesthetics will help your customers and vendors 

enjoy their time at the market.  A beautiful venue 

might aid in the success of your market, as opposed 

to a noisy and busy rail yard which might serve as a 

deterrent. 

 

 

 

 

 

 

 

 

 

 

 

Location Assessment Worksheet 

 

For both the amenities and the aesthetic portion of the Location Assessment Worksheet, 

decide how much weight to provide each item; rank items from zero (least desirable) to 

ten (most desirable).  While surveying a potential site, rank each category item on a scale 

of one to ten as well. Multiply the category ranking by the weighted value and sum the 

totals for each site.  

 

An example is provided analyzing two potential sites for a potential market that will have 

vendors, entertainment and prepared food.  Area I is a bank parking lot whose owners 

have offered the site to the market.  Area II is a community space that the city has offered 

to the market.  As you can see through the numbers, the community space offered a lot 

more as a potential market site. 

 

This Location Assessment Worksheet will help your committee to individually assess 

each prospective site on an objective basis, resulting in a ranking of each of your 

potential venues. While the tool provides a helpful quantitative analysis of the sites, rely 

also on your committee’s subjective analysis to determine how each site will reflect your 

market’s philosophy and mission.  

 

Photo courtesy of Jill Callaco/Star Valley 

A beautiful setting provides wonderful aesthetics for 

Star Valley’s Farmers’ Market 
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Location Assessment Worksheet - Example 

  

Weighted 
Value (1-

10) 

Area I - 
Bank 

Parking 
Lot 

Weighted 
Total Area 

I 

Area II – 
Community 

Area 

Weighted 
Total Area 

II 

Parking         

Customer Parking - 
Excess Parking (10), 
Sufficient Parking (5), 
Minimal Parking (2) 
or Lack of Parking (0) 5 10 50  10  100 

Vendor Parking 10  10  100  5  50 

      150    150 

Amenities        

Easy Directions 
(close to a well 
known landmark) 5  5 25  5  25  

Durable Surface Area 7 10 70   7  49 

Electrical 3  10  30  10  30 

Entertainment Area 6  7  42  10  60 

Handicap Accessible 5 10 50 10 50 

Location near 
Population Centers 7  10  70  10  70 

Potable Water 6  0  0  10  60 

Playgrounds 4  0  0  0  0 

Restrooms 9  0  0  5  45 

Seating Areas 7  0  0  10  70 

Shade or Cover 2  3  6  0  0 

Telephone 0  0  0  0  0 

Trash Cans 7  10  70  10  70 

     363   529 

Aesthetics        

View of Mountains 7  0  0  0  0 

Near Body of  
Water 7  0  0  0  0 

Walking Path 7  0  0  5  35 

Feels Safe, Clean 
and Convenient 10  10  100  10  100 

Grand Total   613  814 
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Chapter 5 

Choosing your Dates, Market Day and Time 
 

The most important factor in the opening and closing dates will be product availability.  

Consult with your vendors and contact other local markets. Typically, Wyoming markets 

operate between mid-July and September.  

 

There are a few factors that will weigh into your choices.  The first and foremost is if 

there is another market in your area.  If you are trying to add a second market to your 

area, make sure that the area can support two markets.  If not, the new market is the one 

that is likeliest to fail. If there are no other markets in your area, Saturday mornings are 

the most popular day of the week followed by Sunday mornings.  Be advised that holding 

a Saturday or Sunday market in the morning may interfere with some religious 

observances. 

 

If the weekend does not work with your market, an evening weekday may be another 

possibility.   These weekdays may work well for many customers if they are hard pressed 

to give up their weekend activities to attend a market.  Before deciding on this option, 

check in with your potential vendors.  Many vendors may not be able to travel or harvest 

their products for a midweek market.  Others may welcome the change.     

 

Photo courtesy of Jill Callaco/Star Valley 

Choose a day and time that ensures people can 

come and have a good time. 
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Chapter 6 

Finding and Creating Resources for Your Market 
 

Eventually your market will pay for itself; however, in the initial planning phases of your 

market, you will need to generate most of the financial resources. Initial expenses will 

likely include:  

 

 Insurance 

 Equipment (information tables, chairs, tent)  

 Promotions 

 Licensing 

 Legal expenses 

 Bank fees 

 

Your market will require some start-up financing (seed money) as well as a method to 

track the year-to-year money that comes in (income) via vendor fees, donations, grants, 

etc. and what goes out (expenses) for insurance, equipment, promotions, etc.  Your 

Steering Committee will need to assign one individual the role of Treasurer who will be 

responsible for the financial tracking and management of your market. While this will be 

the responsibility of one individual, it is important that there is continued committee 

oversight related to all financial matters.  

 

Finding Some Seed Money 

 

Most people feel self-conscious about asking for money, especially from people with 

whom they may not have a relationship.  Since your market is going to help bolster local 

farmers, ranchers, small business as well as the community in general, one should not be 

shy about asking for money and promoting the market.  Ideally, one of your volunteers 

will have some fundraising experience; their passion, commitment, and knowledge of 

your market will greatly increase their success in securing funds. Successful fundraising 

is built on individual relationships, so utilize your Steering Committee and their contacts 

for the most likely leads.  

 

Whom to Ask 

 

There are a number of different approaches to finding seed money.  The important factor 

is to do your research before approaching the potential donor.  Local business people, 

clubs, larger vendors and citizens may be very eager to help a fledgling market get up and 

running.   People want to be a part of successful events.  Consider creating a tiered 

donation strategy.  Have a fun name associated with each progressively larger donation.   
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For example 

 Seed Money   $50 

 Germination Donation $75 

 Reaching for the Sun  $100 

 Tall Tree Club   $150 and over 

 

If you are considering sponsorship, have various items available.  A donor could sponsor 

an information table, a non-profit table or an activity.  Make sure that sponsors receive 

recognition through signage, thank you letters and promotions. 

 

It is wise to first approach a potential donor with a letter of intent.  This letter should 

describe the upcoming market, who it hopes to serve, why the market needs seed money 

and closing with an ‘intent to call’ alerting the recipient that you will be calling to chat 

about a potential 

donation or 

sponsorship.  When 

calling, refer to the 

letter and ask them to 

be a part of the market 

building process.   

 

Grants are another 

avenue for money.  Do 

some research into your 

city and county 

councils to determine if 

they have any 

community resource  

 

 

 

 

 

 

 

grants.  These local grants can be in the form of cash
2
 or city/county services.  Also, the 

Wyoming Department of Agriculture, in conjunction with the Wyoming Farmers’ Market 

Association and the Wyoming Business Council, sometimes offer grants to markets 

across the state.  Check their websites for information. 

                                                 
2
 Cash grants may be awarded in two methods.  The first method is when a granting agency awards the 

recipient the grant and gives the money upfront.  The second method is a reimbursable grant in which the 

grantee submits receipts and then is reimbursed for the expenses.   

Grant Street Grocery participates in the DCCFM’s ‘Chef of the Market’ 

program sponsored by the Wyoming Farmers’ Market Association in 

conjunction with the Wyoming Department of Agriculture. 
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 Wyoming Department of Agriculture:   wyagric.state.wy.us 

 Wyoming Farmers’ Market Association: 

www.wyomingfarmersmarkets.org 

 Wyoming Business Council: www.wyomingbusiness.org 

 United States Department of Agriculture:  www.usda.gov 

 

Vendor fees will be an obvious source of some revenue when the market is up and 

running.  You will need to decide if you are going to charge a flat fee or a percentage of 

sales (usually between 6-10% of gross income).  Since most markets are run by 

volunteers, a flat fee is often easier to collect and document, however, this method may 

be seen as unfair to the smaller vendors.  Both of these fee methods are used in Wyoming 

farmers’ markets.    

 

Your Beginning Budget 

By having a beginning budget, even if rudimentary, it will give the committee a 

framework to track its money.  The beginning budget will also give everyone a better 

idea of how much money you will need to go out and solicit to support your initial costs. 

 

Below is the Beginning Budget Worksheet example (see Appendix III for a blank budget 

sheet) that the committee can use to begin creating your initial budget and ongoing 

financial statements.  The below budget example portrays a first year market’s attempt to 

forecast upcoming expenses (Budgeted Amount column) and the resulting incurred 

expenses (Actual Amount column).  The last column calculates the percentage of each 

line item to the total.  For example, donations accounted for 63% of total income ($1752 

÷ $2802 = .63 (63%)) and insurance accounted for 28% of total expenditures ($800 ÷  

$2835 = .28 (28%)). 

 

There are items listed in both categories that you might not need and other unmentioned 

items that you will need.  Tailor it to your market philosophy and needs. 

 

http://www.wyomingbusiness.org/
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Market Budgeting Worksheet 
 

Item Budgeted 

Amount 

Actual 

Amount 

Actual to 

Total (%) 

    

Income    

Grants 0 0  

    

Donations 2000 1752 63% 

    

Vendor Fees 750 1050 37% 

    

Total 2700 2802  

    

Expenses    

Business Fees    

Registration 100/year 0  

Mailbox 35/ year 35 1% 

Phone 0 0  

Website 50/ year 0  

    

Insurance    

Steering 

Committee  

150 400 14% 

Market 

Liability 

150 400 14% 

    

Advertising    

TV 0 0  

Radio 500 600 21% 

Papers 500 459 16% 

Fliers 100 58 2% 

    

Equipment 

Purchases 

   

Tables 200 189 7% 

Chairs 100 115 4% 

Tents 350 362 13% 

Money box 35 32 1% 

Signs 150 185 7% 

    

Total 2420 2835  
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Chapter 7 

The Rules We Live By 
 

It is the market’s Steering Committee’s job to ensure, to the best of their ability, that 

the customers, vendors and volunteers have a fun and safe experience at the market.  

Hence, laws must be followed.  Thankfully, there are only a few regulations on which to 

focus.  The main regulatory issues and agencies governing your market are: 

 

 Wyoming Department of Agriculture (WDA) 

 Federal & State business/tax regulations.    

 Local or County Health Department.  

 State Fire Marshal. 

 Insuring Agency. 

 

This chapter provides a general overview of what can and cannot be sold at farmers’ 

markets, labeling requirements if appropriate, the licenses that are required for each 

product, licensing authorities, licensing prices, business and tax guidelines, safety 

guidelines and some generalized insurance options.  

 

Wyoming Department of Agriculture (WDA) Licensing - General Guidelines
3
 

 

What can be sold without a WDA license or registration at Wyoming farmers’ 

markets? 

 

1. Fresh Raw Whole Fruits and Vegetables  

a. Items may not be altered in any form. 

b. Seller must be the grower. 

c. Growers can be from any state. 

2. Un-graded Eggs that meet Labeling and Temperature Requirements
4
  

a. New packaging or clean used packaging may be used.  The USDA grade 

shield may not be on used packaging. All wording and dates on reused 

cartons must be marked out.  

b. Package must be labeled “Un-graded Eggs”
5
. 

c. Package must contain a label informing the customer that the eggs need to 

be refrigerated at or below 45oF. Statement  on the carton must be “Keep 

Refrigerated” 

d. Carton must include name and address of the exempt producer and include 

a packing date.  

e. Sold to final consumer only 

f. Since Dec. 10, 2012 – Chapter 15 of Wyoming Food Safety Rule eggs 

graded by a licensed grader and facility meets requirements can be sold at 

farmers markets and to any licensed establishment.  

3. Craft items  

a. No restrictions 

4. Home Processed Food items allowed for sale only to the final consumer. 

                                                 
3
 Wyoming Guidelines for Farmers’ Markets 2008, Amended July 2

nd
, 2008. 

4
 http://www.fsis.usda.gov/Regulations_&_Policies/EPIA/index.asp#1031 

5
 Ungraded eggs may or may not have been washed and have not been analyzed for quality or weight. 

http://www.fsis.usda.gov/Regulations_&_Policies/EPIA/index.asp#1031
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Food Business Statute (see more in-depth description below). 

a. Non-hazardous food items include, but are not limited to, baked breads, 

cookies, muffins, double crusted pies, dried cake, seasoning mixes, honey 

and full sugar jams and jellies (may not be low sugar or made with sugar 

substitute). 

b. Discuss other potentially non-hazardous food items with either the local 

department of health or the WDA Consumer Health Division. 

5. Raw Agricultural Producer is exempt from licensing but not inspection. Raw 

agricultural commodity means any food in its raw or natural state. Such as 

produce, whole grains, honey and raw meats (meat still has to be processed under 

state or federal inspection). Poultry can only be sold if it has been inspected or if 

it meets the requirements of the USDA Poultry Exemption. Exempt poultry will 

have an assigned number from WDA and the facility is inspected. WDA will 

license a producer if they so choose.  

 

What can be sold without a license but needs WDA Technical Services Division 

registration at Wyoming farmers’ markets? 

 

1. Pet Treats 

a. Pet treats must be labeled with the name of the product, processor name 

and address, posses an ingredient statement, net weight and protein, fat 

and fiber content declaration.  Labeling can be on package if pre-packaged 

or on placard if sold in bulk. 

 

What can be sold or offered at a Wyoming farmers’ market but needs a WDA or 

local health department license?   

 

1. Agriculture Products not grown by the Seller  

a. Licensing – WDA Consumer Health Services or local health department 

2. Meat and Poultry from a Wyoming or a Federally Inspected Plant  

a. Licensing - WDA Consumer Health Services or local health department 

b. Items can be from another state if the plant is federally inspected. 

c. Items cannot be from another state if the processing plant is only state 

inspected. 

d. All products must be fully labeled. 

e. Agricultural producer is exempt from licensing only if the meat products 

are raw. Any cooked, cured, smoked, etc.  meat/ poultry products the 

producer offers for sale then they must be licensed.  

 

3. Processed Foods and Baked Goods
6
  

a. Licensing - WDA Consumer Health Services or local health department 

b.  Processed foods and baked goods which are not sold directly to the final 

consumer. 

4. All Dairy Products 

a. CANNOT be raw – must be pasteurized (cheese products that meet 

requirements for aging).  

5. Honey  

                                                 
6
 Wyoming Food Safety Rule, Chapter 1, Section 8 (iv) 



 26 

a. States differ on their honey processing requirements; therefore, honey not 

sold to the final consumer must be processed in a Wyoming or out of state 

inspected processor to be sold at Wyoming farmers’ markets.  If the honey 

processor in a home producer the honey can only be sold to the final 

consumer.  

6. Alcohol 

a. Business must have a city liquor license. 

b. Business must have an additional catering permit to sell alcohol at a 

different location than listed on the liquor license. 

7. Temporary Sampling Establishment  (i.e. Crops to Cuisine, Chef of the Market, 

vendor product sampling) 

a. Licensing - WDA Consumer Health Services or local health department 

b. Limited to 14 individual days within a three month period. 

8. Temporary Food Establishment 

a. Licensing – WDA Consumer Health Services or local health department 

b. Limited to 14 consecutive days 

9. Pet Food meeting Federal Guidelines
7
 

a.  Licensing – WDA Technical Services Division 

10. Nursery Stock  

a. Licensing - WDA Technical Services Division 

b. Must comply with Wyoming Nursery and Greenhouse Law
8
 

c. Nursery stock includes any plant, shrub, tree and/or herb grown for the 

purpose of ornamentals, landscaping or windbreaks.  Does not include cut 

flowers or plant parts grown or offered for consumption as human or 

animal food. 

11. Seeds  

a. Licensing - WDA Technical Services Division 

b. Seeds include any agricultural vegetable, flower, tree, crop and grass seed.  

c. Must comply with Wyoming Seed Law and Regulation
9
 

 

Due to the health risks, the following CANNOT be sold at Wyoming Farmers’ 

Markets: 

1. All home-canned products excluding full sugar jams and jellies. 

a. Items include but are not limited to salsa, pickled beans and beets, 

sauerkraut, pepper jellies, low acid fruit jams and jellies.   

b. Contact WDA for more information and an expanded list of items. 

2. Raw (un-pasteurized) milk – Herd shares cannot be distributed at markets.  

3. Meat or poultry that has not been processed under a Wyoming State or Federal 

Inspection 

4. Cream pies and cream filled pastries 

5. Pet foods not meeting federal regulations 

 

Wyoming Department of Agriculture or Local Health Department 

 

The Wyoming Department of Agriculture and local health departments are both involved 

in Wyoming food licensing.  Depending on where your vendor resides (i.e. in what 

                                                 
7
 http://www.fda.gov/cvm/petfoodflier.html and http://www.fda.gov/cvm/market.htm 

8
 http://legisweb.state.wy.us/statutes/statutes.aspx?file=titles/Title11/T11CH9.htm 

9
 http://legisweb.state.wy.us/statutes/statutes.aspx?file=titles/Title11/T11CH12.htm 

http://www.fda.gov/cvm/petfoodflier.html
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Wyoming jurisdiction) will dictate which governing authority will issue the license.  The 

jurisdictions do not follow county lines.  If asked by a vendor whom to contact for 

licensing, it is best to recommend that they call the WDA – Consumer Health Services at 

307-777-7321 and their representatives will guide them through the process. 

 

Each of your vendors will be unique.  Some will sell only agricultural items, while others 

may sell agricultural products and offer samples.  Still others may also include processed 

foods.  It is the vendors’ responsibility to ensure that they have all of the correct licensing 

from the state.  It is the Steering Committees’ and Market Manager’s responsibility to 

ensure that each vendor is current with these licenses. 

 

If your vendors choose to price their products according to weight, their scales will need 

to be certified through the Wyoming Department of Agriculture/Technical Services 

Division.  Each scale will need to be affixed with a tested and approved seal from the 

Wyoming Department of Agriculture.  For more information, please call the Wyoming 

Department of Agriculture Technical Services Division at 307-777-7324. 

More information on licensing can be obtained at 

http://agriculture.wy.gov/divisons/chs or by calling the WDA at (307) 777-7321.   

 

Licensing Prices  

 

Licensing by the WDA – Consumer Health Division or the local health department: 

Annual Food License    $100.00 initial registration/ $50.00 renewal 

Temporary Food License
10

   $25.00 

Temporary Sampling License
11

 $25.00 

 

WDA – Technical Services Division 

Pet Treats    $20.00 per product/annual registration 

Nursery Stock    $25.00 annual 

Seed Dealer    $25.00 annual 

Weights and Measures (scales) $25.00 annual/ vendor 

 

 

State Registration of the Farmers’ Market, Confirmation of Vendor Business 

Registration and Sales Tax 

 

The following is to be used as a general guideline and is not meant to be a substitute for 

the advice of an attorney or tax professional. 

 

You can seek information on proper farmers’ market registration through the Wyoming 

Business Council (307-777-2843 or www.wyomingbusiness.org) and by consulting an 

attorney.  Potential options that you may want to consider include operating under an 

umbrella organization such as the Chamber of Commerce, creating a Unincorporated 

Non-Profit Association or a Non-Profit Corporation.   

 

                                                 
10

 Temporary Food license is good for 14 consecutive days and is geared towards prepared food vendors 

participating at Farmers’ Markets, a County or State Fair, etc…. 
11

 Temporary Sampling License is good for 14 non-consecutive days within a three month period and is 

geared for vendors who offer samples of their grown or processed product in a single location. 

http://www.wyomingbusiness.org/
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Each of your market vendors must be registered with the State of Wyoming as either a 

Wyoming business or an out of state business registered to do business in Wyoming.  

Have each vendor submit a copy of their business registration along with their vendor 

application.  This includes all year round businesses as well as temporary businesses.  For 

questions and forms, please contact the Wyoming Department of Revenue at 

http://revenue.state.wy.us or 307-777-2459. 

 

In general, farmers’ markets sell food to be taken home, prepared and consumed.  As of 

2008, these products are currently tax free in Wyoming.  Even though no sales tax is 

required, businesses must submit a “Wyoming Sales Tax Return for Occasional Sales” 

form which is due the last day of the following month.  An example is provided in 

Appendix IX. 

 

Anything prepared for the market and sold intended to be consumed at the market (i.e. ice 

cream or soda) must be taxed
12

.  Vendors should be responsible for their own sales tax 

and your vendor agreement should state that your market is not responsible for individual 

vendor’s sales tax compliance.  Any questions should be steered to the Wyoming 

Department of Revenue at 307-777-5200. 

 

The Fire Marshal 

 

Consult with your local Fire Marshal or State Fire Inspector to see what permits are 

required for the market and your vendors.  You and your vendors may need to have 

permits for outdoor tents, open flame cooking and roasting (such as peppers).  The 

permits will most likely be city or county (depending on your location) but the Bureau or 

Fire Prevention personnel can steer you in the right direction.   

 

 

Your Insurance Agent 

 

The following is to be used as a general guideline and is not meant to be a substitute for 

the advice of an insurance professional.  Consult your insurance agent for price quotes 

and liability risks. 

 

There are four main types of insurance to 

know about:  

 

 Vendor Product Liability 

Insurance.  

 Vehicle Insurance. 

 Steering Committee 

Insurance.  

 Market Liability Insurance. 

 

                                                 
12

 http://revenue.state.wy.us/PortalVBVS/Desktop 

 

A start-up business at the Downtown Casper 

Community Farmers’ Market 

http://revenue.state.wy.us/
http://revenue.state.wy.us/PortalVBVS/DesktopDefault.aspx?tabindex=4&tabid=11
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Each vendor should carry his/her own Product Liability Insurance as well as Vehicle 

Insurance.  Request a copy of the vendor’s insurance cards with your application process. 

 

It is advised that the market have both Steering Committee Insurance and Market 

Liability Insurance.  The Steering Committee insurance covers claims that may be made 

against any committee member in conjunction with market while the Market Liability 

Insurance covers incidents that may occur in the market but not associated with any one 

vendor or committee member. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Photo courtesy of Cindy Ridenour/Cheyenne 

Cindy Ridenour of Meadow Maid Foods sells a wide variety of product. 
 

 

 

 

Meadow Maid Farms beautifully displays a variety of produce and meat 

items.   Information on the organization is provided both on the sign and 

through brochures. 

 

 

 

 

 

 

 

 

 

 

 

 



 30 

 Wyoming Home Food Processors (Cottage Food Business) 

 

In the 2009 Legislative Session, statute passed to allow home processor businesses to use 

their uninspected and unlicensed home kitchen to make non-hazardous food items to be 

sold to the final consumer only at farmers’ markets
13

.  These non-hazardous food items 

are limited to those foods that do not need time, temperature or pH control to limit the 

growth of pathogenic microorganisms or toxin formation.  Examples of non-hazardous 

food items include, but are not limited to, baked breads, cookies, muffins, double crusted 

pies, dried cake, seasoning mixes, and full sugar jams and jellies (may not be low sugar 

or sugar substitute).  Items that do not fall under the Home Processor Business Statute 

include, but are not limited to, salsas, relishes, sauces, salad dressing, home canned foods 

including pickles, sauerkraut, low acid fruit jams and jellies including pepper jelly, cream 

pies or cream filled pastries, flavored oils, meat/poultry (including eggs) and dairy 

products.  When in doubt, please contact the WDA. 

 

The Wyoming Department of Agriculture recommends that people vending under the 

Home Food Processing Business Statue have food safety training and follow good 

sanitation practices.  Training may be found at the WDA website 

http://agriculture.wy.gov/divisions/chs/foodsafety.   Please call the WDA Consumer 

Health Division for additional questions or concerns. 

 

 

 

                                                 
13

 Other venues are allowed in addition to farmers’ markets under the home processors law.  Please consult 

the WDA website for a more thorough description of the new law. 

http://agriculture.wy.gov/divisions/chs/foodsafety
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Licensing Clarification Examples 

 

Example A:  Freddy’s Fried Food is a vendor who serves prepared food at Mainsville 

Market.  Since Freddy is serving food meant to be eaten at the market, he will need to 

have the following licenses: 

 

1. Wyoming Business License 

2. Food License from either WDA – Consumer Health Services or the County 

Health Department depending on jurisdiction. 

3. Appropriate insurance 

 

 

Example B:   Three Acres Farm is a small hobby farm near Mainsville Market. They plan 

to sell fruits, vegetables, whole grains, beans and some herbs that they grow.  They would 

like to price their produce by weight and no samples will be given.  Three Acres Farm 

needs to following licenses: 

 

1. Wyoming Business License 

2. Scale licensed through the WDA – Technical Services Division 

3. Appropriate insurance 

 

 

Example C:  Crazy Carriers is a small family-run outfit that goes out-of-state to buy 

produce from a variety of farms.  They bring the produce back to the state and then sell it 

at local farmers’ markets.  They price by the piece and give samples.  Because they do 

not grow their own produce, they are required to get the following licenses: 

 

1. Wyoming Business License 

2. Food License from either WDA – Consumer Health Services or the County 

Health Department depending on jurisdiction. 

3. Temporary Sampling License 

4. Appropriate insurance 

 

Example D:  Henrietta Homemaker sells home kitchen produced breads at the farmers’ 

market.  She only sells bread and does give samples.  She needs to have the following 

licenses: 

 

1. Wyoming Business License 

2. Temporary Sampling License 

3. Appropriate insurance 
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Chapter 8 

Managing the Market 
 

The following chapter walks through many of the day-to-day operational duties that a 

market faces.  Some markets may find it helpful to have one person act as the ‘Market 

Manager’ and have that person oversee these activities.  Other markets may decide that 

their best option is a small group of ‘Market Managers’ who divide up the work.  Vital to 

the Market Managers’ success is a clear job description and open communication 

between the market steering committee and manager/s. Some questions that are important 

for the Steering Committee to consider include: 

 

 What are the manager’s responsibilities?   

 How are conflicts to be handled?   

 Should your Market Manager receive a small stipend?  

 When should they request additional support or steering committee 

approval?  

 

This individual will be the face of your market.  Make sure to choose someone with 

diplomatic skills who can hold a firm line on your rules. 

 

 

Keeping your Market Legal 

 

The manager must ensure that each of the vendors selling has the appropriate licensing 

and registration (refer to Chapter 7 – The Rules We Live By).  The vendors may submit a 

copy of each appropriate license with his/her application or must show the licenses 

during the market hours of operation.  The market manager must then check for 

compliance.   

 

Vendor Set-up and Take down 

 

Your Steering Committee has most likely 

already decided if the market is going to be a 

“first come, first serve” style of vendor 

arrangement or an “assigned stall” style of 

arrangement.  If not, make this decision well 

ahead of market day and alert your vendors of 

the situation.  The vendors will appreciate 

having some direction prior to showing up at 

the market with their products. 

 

The Market Manager must ensure that vendors 

can easily and safely get in and out of their 

assigned areas.  Vendors will need to unload 

their products, park their vehicles nearby or 

have it at their stall, easily and quickly pack up 

and leave the market area.    This may not be 

challenging for your market if it is in a large 

Photo courtesy of Jill Callaco/Star Valley 
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parking area.  However, if it is not in a large area or you have other obstacles, consider in 

advance how vendors will come and go.  It is worth a few thoughtful minutes on the 

forefront rather than having a bumper or two bent and unhappy vendors. 

 

Utilizing Volunteers 

 

If you are fortunate to have volunteers helping you on market day, there are a few things 

that can help ensure that these volunteers will return to help you for another market:  give 

them specific directions, say “thank you” and give some recognition at the end of the 

season. These easy, but sometimes forgotten, gestures will leave a good impression on 

your volunteer/s. 

 

While the Market Manager might know all the different jobs that need to be 

accomplished before, during and after the market, volunteers will not know unless they 

have volunteered before.  Be considerate and give them specific tasks to perform.  This 

could be anything from ensuring the entrances are manned, holding off the customers 

until the market opens, checking in with vendors during the market to see if they need 

anything (bathroom breaks, information, etc…), or assisting with traffic management in 

and out of the market area.  Not only will this alleviate the Manager’s duty list, but it will 

be clear that the volunteer is a needed part of the market.  You don’t want volunteers to 

feel useless. 

 

Creating a Safe Market 

 

This is one of the most important jobs of the Market Manager.  One bad accident can be 

the end of the market.  Make sure to think about safety with any activity associated with 

the market including set up and take down of the vendors, traffic patterns for the 

customers and any site that may pose a danger (bodies of water, traffic areas, etc…) and 

any special activities you may be hosting.   

 

Here are some simple suggestions to be prepared for the 

small bumps and bruises: 

 

 Keep the customers away from the vendors 

during set-up and take down.  This ensures the 

vendors can focus on getting ready and not have 

to balance customer service and set-up.  It also 

avoids any conflict between customers and 

moving vehicles. 

 Have a first aid kit  

 Have a fire extinguisher  

 Assess your willingness to have pets (mostly 

dogs) at your market.  While many people enjoy 

the socialization of having their pets at the market, this may increase your 

insurance rates. 

 Have a camera available to take pictures of any incidents.  This can be a 

disposable camera. 

 HAVE A CELL PHONE READY AT ALL TIMES 

      TO CALL 911. 

Community Action 

Farmers’ Market requests 

no pets at the market. 
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Promotions and Advertising 

Promotions and advertising can entail a variety of different activities.  Ideally, they will 

remind your customers of the market and, hopefully, bring new customers to the market.  

The following sections provide suggestions for promotional activities.  While there are a 

lot of suggestions below, they do not represent everything.  This is simply to help give 

you some basic ideas.  And remember, the media love to report on fun activities!  Give 

them forewarning if you are planning something special. 

 

 Traditional Advertising:   Having a spot on the radio, TV or newspaper 

can help spread the word.  Also, you can participate through an 

educational column, Public Service Announcements (PSAs), or paid 

advertising.   

 Educating your Customer Base: This can be considered a service to 

your customers, but it will also highlight your vendors as well as your 

philosophy.   

o Weekly Newsletter : Newsletters can highlight your vendors (or a 

specific vendor), a local non-profit that is participating, your musicians 

and chef of the market.  You can ask the local health department to write 

an article on something that pertains to your community (upcoming flu 

shots, health fairs, etc…) and you can provide recipes for the in-season 

produce. 

o Health Fair:  Partnering with the health department or hospital would 

provide an outstanding resource for your community.  Some examples 

may be guidelines for healthy eating from a dietician, basic medical 

information from nurses, upcoming flu shot clinics, etc… 

o Fire Safety: 

Partner with a 

local fire station 

to have fire 

extinguisher 

training. 

o Farm 

Information:  

Provide 

information on 

the local vendors: 

vendor location, 

product 

availability, etc. 

 

 

 

 

 

 

 Activities and Special Events These activities provide interest and 

something new for each market.  Although you don’t have to have a 

Young market goers participate in a Harvest 

Festival Costume Activity. 
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different activity for each market, think about having something for your 

first and last market.  The following is a list of some suggestions.   

o Music 

o Gardening through the market/Master Gardeners 

o Corn Roast 

o Tomato Fiesta 

o Tomato Pitch at local 

celebrity 

o Mutt Strut 

o Chef Demonstrations  

o FREE samples 

o Chef kids 

o Art at the Market 

o Touch the 

Truck/Tractor/Etc… 

o Watermelon feed / 

Eating contest 

o Nonprofit Booth 

o Coupons 

o The Great Pumpkin Event – carving contest 

o Costume parade 

o Petting zoos 

o Sheep Sheering Demonstrations 

o Milking demonstrations 

 

 

Please note:  It is HIGHLY recommended 

that if you have live animals at your 

market, you also have a hand washing 

station available.  This station needs to 

have soap and water (not waterless alcohol 

hand wash).   

Please note:  Some activities may require 

additional insurance.  Please consult your 

insurance agent for details.

Photo courtesy of Jill Callaco/Star 

Valley 
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Other Ideas 

 

 Here’s what other markets around the nation have been doing to promote their 

markets: 

 

 Tapping into Tourists – Partner with some of the hotels/motels in your area.  

Someone passing through may be interested in attending your market.  You 

can print up fliers to have in the rooms (there may be an expense) or have 

some fliers sitting at the front desk. 

 Prepaid Customer Appreciation Cards – Print up next years schedule on a 

postcard and have your customers fill out their name and address.  A few 

weeks prior to next years market opening, send out these helpful reminders to 

your customers. 

 Co-Promotions with other Businesses – Team up with local businesses and 

offer coupons for your market.  At your market, offer coupons for their 

business. 

 Signage – Have signs put up on local lights in the downtown or other heavily 

trafficked areas. 

 Drawings and Raffles – Buy tickets to a football game, theater performance or 

other fun event.  Sell raffle tickets and then announce the big winner during 

your market! 

 

 

Accepting Credit Cards 

 

Credit card companies charge fees in relation to their risk levels for fraud.  These fees can 

range anywhere between 3-5% of your total charges.  The more secure the process, the 

cheaper the fees.  The highest risk level for credit card companies is having paper copies 

of credit cards which would include the full number, the full name and a signature.  The 

lowest level of risk is when cards are swiped in conjunction with an ID check.  For the 

swiping method, vendors will need access to a phone line.  If a phone line is not 

available, a laptop set-up is an option; however, it is more expensive.  Check to see if 

these options are available at your market location and talk with your banking 

representative. 

 

If your vendors do not use credit, but you would like to provide this service, you can 

exchange a charged dollar amount for a set number of tokens.  These tokens will act like 

cash at each of the vendor stalls.  The vendors will submit the tokens at the end of the 

market for a credit to their account or for cash/check. 

 

Accepting Food Stamps (SNAP) at the market 

 

The Supplemental Nutrition Assistance Program (SNAP) is the USDA, Food and 

Nutrition Service (FNS) government program formerly known as the food stamp 

program.   Utilizing the SNAP government program in conjunction with the farmers’ 

market provides a unique way to get fresh food to those within the community who are 

experiencing food insecurity. 
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Typically, as long as there is no damage to the issued SNAP equipment, the process of 

accepting food stamps/script is free.  For questions concerning SNAP questions for 

Wyoming only, call Greg Hoover, Program Specialist at the USDA, FNS – Cheyenne 

Satellite Office at 307-432-5680.  To get started, follow the guidelines below.   

 

Getting Set Up: 

1. Apply online at: http://www.fns.usda.gov/snap/retailers/register.htm or call Food 

and Nutrition Service of the United States Department of Agriculture at 1-877-

823-4369 and ask for a paper application. 

2. Fill out the application ensuring that the accompanying check list is completed. 

3. Mail all required documentation to the address on the checklist.  Your application 

is not complete until this documentation is received. 

4. Once accepted, you will receive a permit and your information will be forwarded 

to JP Morgan (the Wyoming contractor for the SNAP program). 

5. JP Morgan will send the market a contract for the necessary SNAP equipment. 

6. Once the contract has been returned to JP Morgan, the bank will send the market 

the requisite equipment.  In addition, they will instruct the market point person on 

set up procedures and how to utilize the machine. 

 

How the SNAP program works: 

1. There must be ONE person responsible for the SNAP program at each market.  

The person should be the market manager or his/her designee.  This person has 

two main responsibilities: 

a. Process the SNAP manual vouchers using a phone (a cell phone will 

work) to get proper authorization for a purchase.  These vouchers will 

assure that the market will be paid if properly submitted to JP Morgan. 

b. Ensure that the SNAP recipients only purchase food items. 

2. A SNAP recipient will approach the market manager/designee with their SNAP 

card.  The manager/designee will call the appropriate number for authorization 

and fill out the vouchers for JP Morgan. 

3. The market manager/designee will then give the recipient the correct amount of 

script in which he/she can use to purchase food items from one or more market 

vendors.  Script may be in any form the market deems acceptable. 

4. At each market close, vendors will submit their script for reimbursement to the 

market manager/designee. 

5. The market manager/designee will process any SNAP refunds back to the card 

(please see note in “Important Criteria to Remember”). 

6. The market manager/designee will submit all vouchers to JP Morgan for 

electronic deposit to the market checking account. 

 

Important criteria to remember: 

1. A USDA SNAP representative may visit the market at any time to assess if the 

rules are being followed. 

2. If the SNAP recipient does not use all of his/her script, CASH CHANGE IS NOT 

ALLOWED.  All refunds must be to the SNAP card. 

 

Donations of Leftover Produce 

 

http://www.fns.usda.gov/snap/retailers/register.htm
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Contact your local food bank to see what options are available.  Some questions you may 

want to ask include: 

 

 How much bulk do you need to make the donation worthwhile? 

 Does the market or individual farmer need to deliver the product or can the 

non-profit pick it up after the market? 

 Do you provide tax credits to the farmers’ and ranchers who donate? 

 How quickly will the produce be delivered to the needy?   

 Is there a specific day that food goes out?  Will this coincide with market 

days? 

 

Vendor and Customer Comment Forms 

  

Encouraging customers and vendors to give the Manager feedback is a good way to keep 

abreast of what is going on.  Whether it is averting potential hazards or dealing with 

complaints, allowing and responding to opinions/suggestions is beneficial.  You can have 

physical comment forms available at an information table or you can have a comment 

form on your website (if that is available).  Ensure that people know about it and then 

make sure that comments are followed up on.  See more on obtaining feedback in the 

next chapter - Assessing your Market. 
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Chapter 9  

 Assessing your Market 
 

Assessing your market on a daily and yearly basis is important.  

These assessments can be as informal as basic observations and 

comment cards or a more formalized review.  Both types of 

assessments will give you valuable information on how your 

customers are enjoying the market, how your vendors are 

faring and what can be added or subtracted to make your 

market more successful. 

 

Each market day, you and your volunteers will be informally 

assessing your market.  How many people are attending and when are the peak hours?  

How is the foot traffic flowing?  Are vendors looking busy?  Are they selling out?  Is a 

vendor unhappy with his/her current location?  Is your entertainment being heard and 

watched?  There are many questions that will run through your head and it is important to 

record your thoughts.  A valuable tool is a market notebook.  Here you can answer these 

questions and add comments on what to do in the future.  This market notebook should 

be open to all volunteers to comment on improvements or issues that occur to them.  

After each market, make a note of what went on and how each issue was addressed and 

solved. 

 

To gather informal opinions from the customers and vendors, have comment cards and 

pens available to be filled out.  People like to be heard.  Some will be able to voice their 

concerns, complaints or ideas to volunteers, but others may feel more comfortable with 

the freedom of writing down their thoughts.  Provide both options and you’ve provided a 

way for your customers and vendors to have more ownership with your market. 

 

Formal assessments can occur in many forms:   

 

 In-depth interviews: In-depth interviews require a thoughtful list of questions 

and a willing volunteer to fill them out or answer your questions verbally.  If you 

choose to follow this route, make sure you spend some quality time thinking 

through your questions and matching them with your goals and objectives.  Also, 

choose a person or small group of individuals that thoroughly know the market.  

These individuals could be vendors that participated all season or customers that 

were present every week and seemed to take a personal interest in the market.  

Provide a thank you note or token gift afterwards to thank the participant for 

helping out the market 

 Focus groups: Focus groups offer a group setting for an assessment interview. 

Focus groups require a group facilitator who has knowledge of group dynamics 

and should have a good understanding of your markets goals and objectives. It is 

important to spend quality time thinking through your questions and how they 

will help you assess your goals and objectives.  This method can offer great in-

depth information, however depending on the make-up of your focus group, 

people may be less inclined to offer constructive feedback. If you choose this 

manner of assessment, make sure that you take everyone’s thoughts and opinions 

seriously and also provide a thank you gift or card for their participation. 
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 Rapid assessments (one page surveys): The easiest and fastest way to get 

feedback from a large and varied group of customers, vendors and volunteers is to 

perform a rapid assessment.  These assessments are designed to take only a few 

minutes of a person’s time and will give you less in-depth but a wider sampling of 

data.   Usually done as a one-page survey, these can easily be handed out and 

collected during your market.  Be sure to provide pens and have a writing surface 

(i.e. clipboard or table) available for use. 

 Dot Surveys:  This quick and easy survey method is popular at many farmers’ 

markets.  Using an easel and large pad of paper, present a question for the market 

customers to answer.  This question needs to have only a few potential answers 

(for example:  How many times have you visited this market this season?  1-3; 4-

6 or 7-10).  Then hand out stickers for them to go and place their answer on the 

pad of paper.  Not only is this a fun way to interact with your customers, it will 

create a buzz as people watch what is happening and want to participate. 

 

Three surveys used by the Downtown Casper Community Farmers’ Market are provided 

as examples in Appendix x.  These surveys were used after the first year to assess the 

impact of the market on vendors and what could be done to improve the market in the 

years to come for customers, volunteers and vendors. 

 

Whichever method your market chooses to use, whether formal or informal, make sure 

that the conclusions are written down and followed up on.  Your vendors, customers and 

volunteers will enjoy seeing their ideas put to work to improve your market. 

 

 

Conclusion 

 

A new farmers’ market in your area is possible.  Take the planning process step-by-step 

and enlist like minded passionate people to help get things done.  Given appropriate 

planning and execution, your market will be a success.  Good luck! 
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Appendix I – Market Checklist 
 

Goals 

 

Primary Goal – To bring producers and consumers together 

 

Secondary Goals (Potential) 

 

______  Provide locally produced food products 

______  Boost sustainable agriculture in our area 

______  Revitalize an area of town 

______  Business incubator 

______  Have 15 vendors and 200 people at each market 

______  Make a profitable and enjoyable market for our vendors and customers. 

______  Other 

 

Timeline Checklist 

 

Getting Started  (January) 

 

______  Beginning interest meeting 

______  Forming an Steering Committee 

______  Fostering community support 

______  Assigning roles for members of the committee 

 

Vendors (Start Process in January and continue through Beginning of Season) 

 

______  Create a vendor application  

______  Create a vendor fee scale 

 ______ Create a vendor information packet 

______  Finding anchor vendors 

______  Finding niche vendors 

______  Assigning vendor market spots 

 

The Business Side of the Market  (February) 

 

______  Determine a name for the market 

______  Contact person 

______  Address 

______  Phone number 

______  Email address 

______  Website 

______  Registering your farmers’ market with Department of Revenue and Wyoming 

Department of Agriculture, if appropriate 

______  Creating by-laws 

 

Finding a Location (March) 

______  Brainstorming session 

______  Narrowing the Choices Down to 2-3 Locations 
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______  Weight the options 

______  Ranking locations  

______  Confirming with owner/governing body 

______  Location Confirmed! 

 

Scheduling (March) 

 

______  Assign dates the market will run 

______  Assign day and time of the market 

______  Special activities (Grand Opening, Middle, Closing?) 

 

Promotions (March) 

 

______  Create a marketing plan 

______  Design a logo and letterhead 

______  Contact media outlets 

 

Finding Seed Money (March through end of season) 

 

______  Check for available grant money 

______  Ask for sponsorship 

______  Ask for donations 

 

Market Manager (Month before market) 

 

______  Writing out job description 

______  Finding person (or a group of individuals) to fulfill role 

______  Begin recruiting volunteers 

______  Double check licenses  

______  Order any amenities (bathrooms, etc..) for market 

______  Decide whether the market or vendors will be able to accept credit cards 

 

Market Run Through (Week before market) 

 

______  Double check location 

______  Alert vendors of unloading and loading rules 

______  Alert vendors of their market spots 

______  Have money box with change available 

______  Buy any needed equipment (tables, chairs, signs, first aid kit, etc…) 

______  Have a list of volunteer duties 

______  Finalize volunteers and assign duties 

 

Day of First Market 

 

______  Arrive earlier than you expect! 

______  Monitor volunteers’ duties of set-up and take-down 

______  Assess vendor set-up and take-down – note improvements that can be made 

______  Get ready and good luck! 
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End of Season 

 

______  Gather customer, vendor and Steering committee comments 

______  Analyze what went well and what could be improved upon 

______  Begin planning for next season 



 44 

Appendix II – Location Assessment Worksheet  

  
Weighted 

Value (1-10) Area I 

Weighted 
Total Area 

I Area II 

Weighted 
Total Area 

II 

Parking         

Excess Parking 10         

Sufficient Parking 5         

Minimal Parking 2         

Lack of Parking 0         

            

Vendor Parking 10         
            

Amenities        

Easy Directions 
(close to a well known 
landmark)           

Durable Surface Area           

Electrical           

Entertainment Area           

Handicap Accessible      

Location near 
Population Centers           

Potable Water           

Playgrounds           

Restrooms           

Seating Areas           

Shade or Cover           

Telephone           

Trash Cans           
         

Aesthetics        

View of Mountains           

Near Body of  
Water           

Walking Path           

Feels Safe, Clean 
and Convenient           

Grand Total      
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Appendix III – Market Budgeting Worksheet  

 

Item Budgeted 

Amount 

Actual 

Amount 

Actual to 

Total % 

    

Income    

Grants    

    

Donations    

    

Vendor Fees    

    

Total    

    

Expenses    

Business Fees    

Registration    

Mailbox    

Phone    

Website    

    

Insurance    

Steering 

Committee  

   

Market 

Liability 

   

    

Advertising    

TV    

Radio    

Papers    

Fliers    

    

Equipment 

Purchases 

   

Tables    

Chairs    

Tents    

Money box    

Signs    

    

Total    
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Appendix IV -   

 Sample Vendor Forms (Star Valley Farmers’ Market) 

 

Vendor Contract – Welcome to the    
 

 

 
Business Name (if 

applicable):______________________________________________________________ 
 

Vendor Contact 

Name(s):___________________________________________________________________ 

 

Address: 

____________________________________________________________________________________ 

  

Phone 

Number(s):________________________________________________________________________ 

 

Email and/or Website:-

_______________________________________________________________________  

 

Products to be sold at the Farmer’s Market (you may attach an additional sheet 

if needed): 

 

1.____________________________________ 5.__________________________________  

2.____________________________________ 6.__________________________________  

3.____________________________________ 7.__________________________________  

4.____________________________________ 8.__________________________________  

Please check all dates that you would like to have a booth: 

[   ]  July 10  [   ]  August 7   [   ]  September 4 

[   ]  July 17  [   ]  August 14  [   ]  September 11 

[   ]  July 24  [   ]  August 21   

[   ]  July 31  [   ]  August 28 

[   ]   Please check here if electricity is needed _____110_____220 

[   ]   Please check here if there is an attachment for a menu. 

 

VENDOR GUIDELINES 
1. Vendor agrees to sell homegrown, handmade, homemade products at the Star Valley Farmers 

Market.  Unacceptable items include, but are not limited to: manufactured items for the purpose of 

retail or wholesale.   
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2. The Star Valley Farmers Market Committee must approve all items to be sold.  Appropriate items 

must fall into the above list of categories.  The Star Valley Farmers Market Committee reserves 

the right to deny any or all products a vendor may want to offer to the public.   

 

3. The vendor will accept responsibility to have all necessary food and health permits in place and to 

be in contact with the Lincoln County Health Department.  Each vendor must bring a copy of all 

permits with them to the Star Valley Farmers Market and must have them available at their 

booth for inspection during each market. 

Wyoming Department of Agriculture Consumer Health Specialist 

Wayne Cook 307-279-3536 

P.O. Box 233, Cokeville, WY 83114 

wcook@state.wy.us  

 

4. The Star Valley Farmers Market will be held Thursdays beginning July 10, from 5-7p.m. at the 

Haderlie Farms in Thayne, located at 981 N. Main St., just north of Thayne on the west side of 

Highway 89. 

 

5. Vendors are required to check in with the Market Manager prior to setup.  Booth spaces will be 

assigned on a first come, first served basis. 

 

6. Vendors will be allowed to set up between 4 and 5 p.m.  All sales will begin at 5 p.m. and early 

sales are not allowed.  If vendors fail to comply they will be asked to leave. 

 

7. Vendors will be responsible for and agree to provide all necessary equipment, including tables, 

chairs, and canopies.  50-lb. weights and ratchet straps or tie downs are recommended for all tents, 

canopies, and similar structures. 

 

8. Vendors will be allowed to tear down their booths between 7 and 8 p.m.  Early tear down is not 

allowed. 

 

9. Vendor agrees to remove all equipment from Haderlie Farms at the completion of each Star Valley 

Farmers Market, including the cleanup of trash and debris.  All spills of liquids, grease, or garbage 

will be cleaned up immediately. 

 

10. Vendor agrees to provide services to the public in a manner that will promote a safe experience.  

 

11. Guidelines are created at the discretion of the Star Valley Farmers Market Committee and are 

subject to change without prior notice. 

 

12. Vendor booth fees for the 2008 Star Valley Farmers market will be $10 per week, will be 

collected by the date of the market and are non-refundable.  Booth space will not be held 

for vendors who have not paid in advance.   

 

13. Electricity charge:  110 = $10, 220 = $20 and will be collected on market date. 

 

14. Kids under 18 may sell for free, following market guidelines and as approved by 

committee. 

 

 The Star Valley Farmers Market will take place regardless of weather conditions unless 

there is a public health threat (i.e. lightning).  

mailto:wcook@state.wy.us
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 Vendors participate at their own risk and neither the Star Valley Farmers Market, 

Western Wyoming RC&D, Star Valley Chamber of Commerce, nor Haderlie Farms will be 

held liable or responsible for any accident or damage that occurs during the market. 

 

I have read and agree to comply with the guidelines and liability responsibility as 

stated above. 

 

____________________________________________    ______________        Fee 

Amount:______________    

       Vendor Signature              Date 

 

____________________________________________ _____________         

Paid_______Date__________ 

SVFM Representative Signature   Date 

 

Please contact the Star Valley Chamber of Commerce with any questions or concerns: 

307-883-2759, P.O. Box 1171, Thayne, WY 83127, info@starvalleychamber.com 

www.starvalleyfarmersmarket.org  

mailto:info@starvalleychamber.com
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Appendix V – Vendor, Customer and Steering 

Committee Evaluations 

 

 

Downtown Casper Community Farmers’ Market 

Evaluation – Steering Committee 

 

 

 

1. Thinking back to how you originally envisioned a downtown farmers’ market;  

did this market meet your expectations? 

 

 

 

2. List three things that you believe were the market’s BEST attributes. 

 

 

 

3. List three areas in which the market could be improved. 

 

 

 

4. What key component made this committee and our first market season a success? 

 

 

 

5. Do you believe that your efforts were appreciated by the rest of the committee? 

 

 

 

 

6. How do you think the committee can improve how it manages the market? 

 

 

 

 

7. Other comments or suggestions? 
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Downtown Casper Community Farmers’ Market 

Customer Survey 

 

1. Is this the first farmers’ market you have attended?             

Yes   No 

 

2. If No to the above, which other markets have you attended? 

 

 

 

3. What were the main reasons you decided to spend time at the downtown farmers’ 

market? 

 

 

 

 

4. How many times did you come down to the market this season? 

___  Once     ___  2-4    ___  5-7    ___  8-10 

 

 

5. How did you hear about us?   

 

 

6. On average, how much did you spend each time you came to the market? 

___  $0-5    ___  $5 - 10    ___  $10 – 15   ___  $15 – 20    ___  Over $20 

 

7. Did you buy fresh produce?  Yes   No    

  

8. Did you purchase any packaged foods (Bread, Honey, etc..) 

 

9. Did you ever eat dinner at the market?   Yes   No 

 

10. Did you purchase any artisan products?   Yes   No 

 

11. Did you bring family or friends with you to the market?   Yes   No 

 

 

12. What activities/attractions did you most enjoy (chef of the market, music, kids’  

korral, non-profit booth, etc…)? 

 

 

13.  How could we best improve your experience at the downtown farmers’ market? 
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Downtown Casper Community Farmers’ Market 

Vendor survey form 

 

1. How many DCCFM markets did you participate in this 

season? 

2. Did you participate at other markets here in Casper or 

others in the state?  Where? 

 

3. Did you sell  _____ Produce   _____ Meat   _____  Packaged food items (honey, 

bread, etc…)   _____   Prepared food     _____  Artisan crafts 

 

 

4. How would you describe your experience selling at the market?  

 

 

5. Were the majority of your weekly customers repeat buyers or were they new 

buyers? 

 

6. Did you gain any additional long term (post market) customers? 

 

 

7. Because of this market, do you plan on producing more of your product for next 

year? 

 

 

8. In order to better assist the market with business logistics (advertisement, grant 

money, attractions, etc.), it would be very helpful to know how many buying 

customers visited your booth and what range of revenue you experienced on a 

weekly basis. 

 

Customers 

_____  0-10 

_____  10 – 20 

_____  20 – 30 

_____  Over 30 

 

 

Revenue 

_____  0 - $50 

_____  $50 - $100 

_____  $100 - $250 

_____  Over $250 

 

9.  Looking forward to next year, how can we improve the market to attract more 

vendors and customers? 

 

10. Looking forward to next year, what attractions/events (chef of the week, music, 

non-profit, kids’ korral, etc…) did you find most enjoyable and made customers 

come back week after week? 

 

11.   Other comments or suggestions (please feel free to use the space on back of 

form)? 
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Appendix VI – County Extension Agent Numbers 
 

 

 

Albany……………………… ..…………………………… (307) 721-2571 

Big Horn…………………………………………………… (307) 765-2868 

Campbell…………………………………………………… (307) 682-7281 

Carbon……………………………………………………… (307) 328-2642 

Converse…………………………………………………… (307) 358-2417 

Crook………………………………………………..………(307) 283-1192 

Fremont (Lander)……………………………………………(307) 332-1044 

Fremont (Riverton)………………………………………… (307) 857-3654 

Goshen…………………………………..…………………. (307) 532-2436 

Hot Springs………………………………………………… (307) 864-3421 / 5283 

Johnson…………………………………………………….. (307) 684-7522 

Laramie…………………………………………………….. (307) 633-4383 

Lincoln (Afton)…………………………………………….. (307) 885-3132 

Lincoln (Kemmerer)……………………………………….. (307) 877-2090 

Natrona…………………………………………………….. (307) 235-9400 

Niobrara……………………………………………………. (307) 334-3534 

Park (Cody)………………………………..………………. (307) 527-8560 

Park (Powell)………………………………………………. (307) 754-8836 

Platte…………………………………………….…………. (307) 322-3667 

Sheridan……………………………………………………. (307) 674-2980 

Sublette…………………………………………………….. (307)367-4380 

Sweetwater (Rock Springs)…………………………………(307) 352-6775 

Sweetwater (Green River)………………………………….. (307) 872-6310 

Teton……………………………………………………….. (307) 733-3087 

Uinta………………………………………………………... (307) 783-0570 

Washakie…………………………………………………… (307) 347-3431 / 3140 

Weston……………………………………………………... (307) 746-3531 

Wind River Reservation……………………………………. (307) 332-2135 
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Appendix VII – Online Resources 
 

 

Examples of By-Laws, Vendor Rules and Agreements 

 

The Institute of Food and Agricultural Services, University of Florida – By-Laws 

edis.ifas.ufl.edu/FY639 

 

West Virginia University Extension Service – Market Manager Resource Center 

This site has templates for By-Laws, Vendor Rules and Vendor Agreements.  

http://www.wvu.edu/~agexten/farmman2/manageres.htm 

 

 

Farmers’ Market Organizations 

 

Colorado Farmers’ Market Association 

www.coloradofarmers.org 

 

Farmers’ Market Coalition 

www.farmersmarketcoalition.org 

 

Montana Farmers Market Information 

agr.mt.gov/farmersmarkets 

 

North American Direct Farmers’ Marketing Association 

www.nafdma.com 

 

Wyoming Farmers’ Marketing Association 

www.wyomingfarmersmarkets.org 

 

Rocky Mountain Farmers Union 

www.rmfu.org 

 

http://edis.ifas.ufl.edu/FY639
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Organic Farming 

 

USDA Agricultural Marketing Service   

www.ams.usda.gov/AMSv1.0/ 

 

EPA website on organic farming practices and legislation 

www.epa.gov/oecaagct/torg.html 

 

Organic – a website dedicated to organic farming and eating. 

www.organic.org  

 

Acres Magazine – A periodical dedicated to organic and sustainable farming. 

www.acresusa.com 

 

 

Other 

 

Aero – a Montana non-profit that, among other things, supports economic vitality through 

sustainable agriculture. 

http://www.aeromt.org/who.php 

 

Food Routes Network – an organization dedicated to rebuilding local, community based 

food systems. 

www.foodroutes.org 

 

Local Harvest – a website dedicated to promoting locally grown food purchases. 

www.localharvest.org 

 

National Sustainable Agriculture Information Service 

attra.ncat.org

http://www.organic.org/
http://www.localharvest.org/
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Appendix VIII – Other Important Contact Information 
 

 

Wyoming Business Council 

214 West 15
th

 Street 

Cheyenne, WY   82002-0240 

(307) 777-6319 – Agribusiness Division 

800-262-3425 

Fax:  (307) 777-2838 

http://www.wyomingbusiness.org 

 

Wyoming Department of Agriculture 

2219 Carey Avenue 

Cheyenne, WY 82002-0100 

Consumer Health Services (307) 777-7321 

Technical Services  (307) 777-7324 

Fax:  (307) 777-6593 

http://agriculture.wy.gov 

 

Wyoming Department of Family Services 

Supplemental Nutrition Assistance Program (SNAP) 

2300 Capitol Ave. 

Hathaway Building 

Cheyenne 82002 

(307) 777-5846 

http://dfsweb.state.wy.us/foodstampinfo.html 

http://www.fns.usda.gov/fsp/ 

 

Wyoming Department of Health 

401 Hathaway Building 

Cheyenne, WY 82002 

(307) 777-7656 

(866) 571-0944 

Fax: (307) 777-7439 

http://www.health.wyo.gov 

 

Wyoming Department of Revenue 

Herschler Bldg 

2
nd

 Floor West 

Cheyenne, WY  82002-0110 

(307) 777-7961 

DirectorofRevenue@wyo.gov 
irectorOfDirectorOfRevenue@wyo.govDirectorOfRevenue@wyo.govRevenue@wyo.gov 

 

 

 

http://agriculture.wy.gov/
http://dfsweb.state.wy.us/foodstampinfo.html
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Wyoming Farmers’ Market Association 

Executive Treasurer/Memberships – Brook Gerke 

P.O. Box 20939 

Cheyenne, WY 82003 

(307) 777-5612 

brook.gerke@wyo.gov 

 

Wyoming First 

See Wyoming Business Council Contact Information 

 

Wyoming Main Street Program 

214 W 15th St. 

Cheyenne, WY 82002 

(307) 777-2934 

http://www.wyomingmainstreet.org/ 

 

Wyoming State Fire Marshall 

Herschler 1 West 

Cheyenne, WY 82002 

(307) 777-7288 

lanny.applegate@wyo.gov 

 

City and County Health Departments:  

 

City of Laramie – 307-721-5283 

 

Cheyenne/Laramie County – 307-633-4090 

 

Casper/Natrona County – 307-235-9340 

 

Sublette County – 307-367-2754 

 

Sweetwater County – 307-872-6316 

 

Teton County – 307-732-8490 

mailto:lanny.applegate@wyo.gov
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Appendix IX – 

Wyoming Sales Tax Return For Occasional Sales 
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