
It's More than Just a Market Campaign 
 
City of Greenville of Greenville, South Carolina received $22,852 to implement an educational 
and marketing campaign designed to increase utilization of the Carolina First Saturday Market. 
The campaign stressed the important role farmers markets play in promoting local products, 
increasing farmer profits, and eating nutritionally sound foods. Funds were used for education, 
marketing, promotion, and outreach activities.  
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Project Summary: 
To increase market utilization, the City of Greenville launched the “It’s More Than 
Just a Market” Campaign for the Carolina First Saturday Market.1  Planning for the 
campaign began in October 2009.  The campaign was launched during the 2010 
market season and carried over to the 2011 market season.  By educating market 
visitors about: healthy eating; preparation of fresh fruit and vegetables and other 
products sold at the Market; the City found new and exciting ways to engage Market 
customers as well as attract new customers.  The campaign also offered monthly 
educational days designed for children and adults throughout the season on topics 
ranging from healthy eating to cooking demonstrations of in-season produce.  This 
campaign benefited Market vendors by increasing their customer base and, 
simultaneously, benefited customers by providing them with access to nutritional 
information and encouraging them to consume more fresh, local produce.   
 
Project Approach: 
Many farmers’ markets serve primarily as shopping venues—customers arrive, 
purchase items, and quickly depart.  In addition to providing access to fresh local 
produce and other products, farmers’ markets also have the unique opportunity to 
provide the backdrop for educating people about nutrition and the importance of 
eating local products.  Wanting to capitalize on this opportunity, the City designed 
and launched an extensive marketing and educational campaign entitled “It’s More 
Than Just a Market”. 
 
The campaign included the graphic design and printing of bus shelter signage, 
posters, and rack cards.  In addition, the campaign was prominently featured on the 
City’s television channel, GTV, as well as through promotional relationships with 
WYFF Channel 4, a local news station.  The City also used social media such as 
                                                 
1 In June 2011, Carolina First Bank officially transitioned to TD Bank.  Since TD Bank is now the title 
sponsor of the Market, the Market’s new name is the TD Saturday Market.   



Facebook and Twitter to conduct outreach.  Examples of several promotional 
materials are included within the “Additional Information” section of this report.     
 
During the 2010 season, a total of six (6) different educational days, one for each 
month that the Market was in operation, were held.  These educational events 
focused on the benefits of eating locally grown fresh produce as well as creating 
innovative ways to engage younger citizens, such as the “Zucchini 500” which 
encouraged children to learn about the nutritional value of the vegetable while 
building and racing their own zucchini car. 

Due to the popularity of the educational days during the 2010 season, the City 
decided to partner with the Children’s Museum of the Upstate to offer six (6) different 
educational days once again during the 2011 season.  These events featured topics 
such as planting tomato or sweet pepper seeds in recycled containers and 
composting with worms.  The full schedule of educational days that were offered 
during the 2010 and 2011 seasons is included in the “Additional Information” 
section of this report.     

Goals and Outcomes Achieved: 
As a result of the “It’s More Than Just a Market” campaign, several of the City’s 
identified goals were achieved.  The primary goal of the campaign was to increase 
the utilization of the Market by promoting an educational component for Market 
visitors of all ages.  In 2010, the Market drew approximately 2,000 people per week 
or a total of 50,000 people throughout the season as compared to 2009 when the 
Market drew 40,000 people.   
 
The City also designed and administered a Saturday Market Visitor Survey at the 
conclusion of the 2010 Market season in an effort to gauge the effectiveness of the 
educational day demonstrations as well as to evaluate visitors’ utilization of the 
market.  A total of 501 complete responses were received.  The responses are 
summarized below. 
 

 83% of respondents attended the Saturday Market more often in 2010 than 
in 2009. 

 86% of respondents reported spending more money at the Saturday Market in 
2010 as compared to 2009. 

 When asked to estimate the amount of money spent in 2010 during a typical 
weekly visit to the Saturday Market, respondents reported the following: 

o 12% spent less than $10;  
o 50% spent between $10 and $25;  
o 30% spent between $25 and $50; and 
o 8% spent more than $50.   

 When asked how often they visited the market in 2010, respondents 
answered as follows: 

o 27% attended the market 0-3 times;  
o 33% attended the market 4-6 times;  
o 19% attended the market 7-10 times; and 



o 21% attended the market more than 10 times.   
 23% of respondents cited the educational demonstrations days as the reason 

they attended the market. 
 66% of respondents reported that the demonstrations were useful. 
 68% of respondents reported that they learned something new by attending 

an educational day demonstration. 
 53% of respondents reported that the demonstration increased the likelihood 

that they would purchase the featured produce. 
 41% of respondents reported that the demonstration days increased the 

likelihood that they would return to the market. 
 50% of respondents reported that the demonstration days increased the 

likelihood that they would consume more fruit and vegetables.   
 84% of respondents reported that they eat healthier and make healthier 

eating decisions in part because they shopped at the Saturday Market.    
 
Overall, the results of the survey indicate that the “It’s More Than Just a Market” 
campaign met the City’s desired outcomes—it helped to: attract new visitors to the 
market each week, encourage repeat visits to the market, provide a larger customer-
base to the Market’s farmers, and provide Market visitors with increased access to 
nutritional information. 
 
Beneficiaries: 
Local and regional farmers, Market visitors, community artisans and downtown 
businesses all benefited from the ‘It’s More Than Just a Market” campaign.   
 
As reported in the survey results, farmers and vendors of the Saturday Market had 
access to a larger customer base and therefore more access to increased profits.   
With an increase in Market shoppers, many farmers sold out of product well before 
the close of the weekly event.  Since completing the campaign, the City is also better 
aware of factors that may directly help farmers and vendors increase profits.  For 
instance, the demonstration days seem to increase the likelihood that Market 
customers will purchase the featured product (53% of survey respondents reported 
as such).  The demonstration days also increase the likelihood that customers will 
return to the market (41% of survey respondents reported that the demonstration 
days increased the likelihood that they would return to the Market).  Now that the City 
is aware of how effective the demonstration days are, it can employ those days on a 
regular basis throughout each season to directly benefit the Market’s farmers and 
vendors.  
 
Market visitors benefited from the campaign’s educational component.  It not only 
provided new information (68% of survey respondents reported that they learned 
something new) but it encouraged market visitors to lead a healthier lifestyle by 
increasing the likelihood that they would consume more fresh fruits and vegetables 
(50% of respondents reported that attending a demonstration day increased the 
likelihood they would eat more fruits and vegetables).   
 



As previously reported, a 2010 seasonal attendance of 50,000 people is not only 
beneficial to the Market’s farmers and vendors but is beneficial to the many 
restaurants and shops that line Greenville’s Main Street, the street that houses the 
Saturday Market.  Since many Market visitors stay in Greenville’s downtown area 
after shopping at the Market to patronize local businesses, an increased market 
audience is a boon to Greenville’s downtown businesses.   
 
Lessons Learned: 
The City realized several benefits throughout the implementation of this grant.  First 
and foremost, the promotional materials developed as part of the comprehensive 
marketing campaign will be used by the City for several years to help draw larger 
crowds to the Saturday Market.  Second, as a result of the Saturday Market Visitor 
Survey, the City also knows that the educational demonstration days are effective at 
not only encouraging visitors to attend the market but to purchase and consume the 
featured produce.  The survey also contained an open-ended question that asked 
respondents to share ideas for improving the Saturday Market.  Many great 
suggestions were shared such as reserving a place to park bicycles or offering the 
market once a month during the evening.  Due to the number of responses, staff was 
able to look for trends among the responses and is considering implementing some 
of the easier and lower-cost suggestions.   
 
Staff was also extremely pleased with the survey response—501 individuals 
completed the survey.  The high response rate is most likely attributable to the 
incentive that was offered.  The first 100 individuals to complete the survey were 
eligible to receive an insulated, reusable Saturday Market bag.  Had this incentive not 
been offered, staff suspects that the response rate would have been much lower.       
 
The survey also revealed an issue that continues to challenge the Saturday Market—
harnessing the ability to attract a more diverse audience.  Over 93% of the survey 
respondents were Caucasian and less than 10% had an annual household income of 
$30,000 or less. These numbers reveal that even though the market has 
experienced a great increase in its overall attendee numbers, it has not seen a 
proportional increase in low-income attendees.  During the 2011 season, the City 
launched another Farmers’ Market Promotion Program funded project to establish 
electronic benefits transfer (EBT) at the Market in order to allow individuals on the 
Supplemental Nutrition Assistance Program (SNAP) to purchase produce and other 
approved EBT items at the Saturday Market.  The City is hopeful that the 
establishment of EBT at the Saturday Market along with concentrated outreach 
efforts will make the Market more accessible to low-income individuals and increase 
the utilization of the Market among this population.   
 
Additional Information: 
Even though the City undertook the sole responsibility of creating and launching the 
“It’s More Than Just a Market” campaign, it did rely on some community partners to 
assist with outreach efforts.  For instance, WYFF 4, a local news station, promoted 
the Market through interviews and promotional segments.  Also, since the 
educational demonstration days were so well-received during the 2010 season, the 



Children’s Museum of the Upstate approached the City and offered to partner with 
the City to continue the educational days during the 2011 season.  These events 
were very popular and really helped to engage some of the Market’s youngest visitors 
in learning about and eating local produce.  Photographs of some of the 
demonstration days as well as a complete schedule of the 2010 and 2011 
educational days are included below.  Examples of some of the materials, such as 
the bus shelter sign, poster, rack cards, and enewsletters that were developed for the 
“It’s More Than Just a Market” campaign are also included below.  The Saturday 
Market’s website is also available at: http://www.saturdaymarketlive.com/.    
 

2010 and 2011 Educational Activities Schedules– “It’s More Than Just a Market”  
 

2010 Educational Activities Schedule 
 May – Strawberry Fest, Activity: Strawberry people  
 June – A Peachy Day at the Market, Activity: Homemade peach ice cream  
 July – The Market Goes Green featuring the Zucchini 500, Activities: Zucchini 

racing, recycling, Betty Bottle  
 August – Watermelon Wackiness, Activities: How many seeds-Guessing Game, 

Plant a watermelon  
 September – Apple Pickin’, Activities: Apple tasting, Bushel basket relay race   
 October –Autumn Harvest, Activity: Pumpkin carving  

2011 Educational Activities Schedule 

 May – Plant tomato or sweet pepper seeds in recycled containers.  
 June – Kids can bring in old tank tops and we will help them upcycle the tops 

into reusable farmers market shopping bags. They will also be able to 
decorate their new shopping bag.  

 July – We will bring our worm compost bin and the kids can explore a worm 
bin. They will also get to do a worm art project.  

 August – The science of making bubbles. Kids can measure and mix 
ingredients to make a bubble blowing liquid and then test out their creation 
with bubble wands. We will also have a seed spitting contest.  

 September – Painting with root vegetables. Take pieces of root vegetables like 
carrots, potatoes, winter squash, pumpkin, parsnips, etc and cut the food into 
slices and have the kids dip them into paint. The kids would be able to see the 
different patterns of the vegetables. We will also do a root vegetable tasting 
game where they sample a small piece of a root vegetable cut up and then try 
and match it with the correct name.  

 October – Ghost Buddies: Children will be given a white helium balloon and 
invited to decorate with a face. We will then tie to a string so they can have 
their Ghost Buddy with them as they shop the market.  

 



Photographs from Educational Activities– “It’s More Than Just a Market”  
 

 



 



 



 



 

 





Player’s Zone RulesPlayer’s Zone Rules
ADULT SIDE 
    No one under 15 years of age
    No climbing on games
    No horse play
    Continuous play is allowed as long as others are not waiting
    Please limit play to one round if others are waiting
    Please be respectful to other players and use good 
    sportsmanship at all times
    Do not move games or equipment from this area

CHILDREN’S SIDE 
    Children 15 and under only            
    Children must be accompanied by a supervising adult
    Shoes must be worn at all times
    No horse play    
    No climbing on games
    Continuous play is allowed as long as others are not waiting
    Please limit play to 10 minutes if others are waiting
    Please be respectful to others and use good
    sportsmanship at all times
    Do not move games or equipment from this area

Join us next Saturday
May 22, 2010 

for

STRAWBERRY FEST
in the

“It’s More than Just a 
Market Area”

Make your own strawberry person,

nutritional information,

cooking demos and more!



Enewsletter – “It’s More Than Just a Market”  
 













Contact Person: 
Angela Prosser, Director of Public Information and Events 
864-467-6627 
aprosser@greenvillesc.gov 
 


