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Shopper Survey

October 2011
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Road To Improvement

Define
e Clear on the issues
e Aligned on what
success looks like

Improve
e Recommend
e Options
e [mpacts
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Provide
recommendations
and options for the
ongoing successful
operation of the
Farmers’ Market

December 7, 2011

Measure
e Current
performance
e Gaps and quick
wins

Analyze
e Root causes
e Research and
reviews




Why did we survey Shoppers?

December 7, 2011

To build a
shopper profile

To understand
shopper
volume

To understand what aspects of the

Market are important to shoppers and

where improvement can be made
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Survey Highlights

December 7, 2011

e Over 26,000 people visited the Market

e 75% of Shoppers visit regularly (at least once
per week)

e 70% of Shoppers are aged 45+

e 70% of Shoppers have been coming for 5
years or more

e 9596 of Shoppers would tell their friends to
shop at the Market

e 89% of Shoppers find their
experience satisfying
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What do Shoppers buy?

December 7, 2011

Purchases

Ready to Eat_ pry/Canned
3% 2%

Coffee/Tea
Deli Meats 5%

8%

Flowers/Plants
9%

Fruits/Vegetables
25%

Baked Goods Ch /E
15% eeseo o
Meat/Seafood 17%

16%
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What is important to  ocecemer7. 2o
Shoppers?

. Quality and Freshness

. Cleanliness

. Selection

. Helpful & Courteous Vendors
. Convenient hours

. Affordable prices

. Ease
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The Shopper identified
several opportunities
for improvement...
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Hamilton Farmers’ Market

Shoppers by Sorting Code

legend
>25%

10 -14%

5 -9%
1 -4%

SCALE / ECHELLE 1:200 000
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