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APPENDIX C 

Summary of Health Belief Model Constructs; n=60 

 

Construct Item Mean Score (SD) 

Perceived 

vulnerability of the 

community to 

nutrition and hunger 

issues 

Healthy food is not affordable 2.75(0.75) 

Healthy food is too expensive 2.63(0.80) 

Healthy food is not accessible 2.39(0.64) 

There are plenty of places to buy healthy food 2.36(0.55) 

People in the community don’t eat enough healthy 

foods 

3.03(0.83) 

People in the community have healthy eating 

habits 

2.79(0.69) 

 

Perceived severity of 

nutrition and hunger 

issues in the 

community 

Hunger is a problem in the community 2.61(0.59) 

Obesity is a problem in the community 3.05(0.63) 

Most people are at a healthy weight  2.91(0.50) 

People are generally healthy  2.62(0.59) 

 

Cues to action I’m aware of the NC Community Transformation 

Grant Project to establish and enhance farmers’ 

markets 

1.68(1.01) 

 I’m aware of grants to make healthy food more 

affordable at farmers’ markets 

2.48(0.87) 

 The Cooperative Extension Office has been a 

resource for the farmers’ market I manage 

2.95(0.89) 

 I am familiar with organizations that support 

famers’ markets 

2.77(0.65) 

 I know where to find resources for the market 2.79(0.67) 

 

Motivation It’s important that everyone feel welcome at the 

market 

3.73(0.45) 

It’s important that everyone can shop at the market 3.75(0.44) 

Ensuring the products sold at the market are 

locally grown/made is important to me 

3.73(0.52) 

Helping small businesses is important to me 3.77(0.42) 

I enjoy facilitating a place where the community 

can gather 

3.70(0.46) 

Creating a family atmosphere at the market is 

important to me 

3.69(0.46) 

Low-income people in my community feel welcome 

at the farmers’ market  

3.29(0.65) 

Having a diverse mix of products is important to 

me 

3.71(0.49) 
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Perceived barriers  It’s a challenge to offer a diverse mix of products at 

the market 

2.89(0.85) 

The city where the market is held makes it easy to 

operate 

1.90(0.82) 

The owners where the market is held makes it easy 

to operate 

1.60(0.82) 

People in the community support the market 1.85(0.71) 

I feel supported by the community 1.98(0.65) 

I feel supported by the vendors 1.80(0.55) 

I feel supported by the board of directors 1.40(0.98) 

 

SNAP/EBT benefits* Providing SNAP/EBT makes it easier for people to 

buy healthy food 

3.72(0.47) 

 SNAP/EBT is an important feature of the farmers’ 

market 

3.73(0.47) 

 Having SNAP/EBT at the farmers’ market makes 

healthy food more affordable 

3.27(0.79) 

 Having SNAP/EBT at the market is a good thing for 

the community 

3.9(0.30) 

 Having SNAP/EBT at the farmers’ market helps the 

hunger problem in my community 

3.18(0.87) 

 Having SNAP/EBT at the farmers market makes 

healthy eating easier in my community 

3.54(0.52) 

 Having SNAP/EBT at the market helps the local 

economy 

3.27(0.65) 

 Having SNAP/EBT encourages low-income people 

to come to the market 

3.36(0.50) 

 

SNAP/EBT barriers* People in my community use SNAP/EBT at the 

farmers’ market 

3.27(0.65) 

 It’s a challenge to attract people to use SNAP/EBT 

at my the farmers’ market 

3.00(1.00) 

 People in my community are aware of SNAP/EBT 

at the market 

3.09(0.83) 

 Lack of transportation prevents people from using 

SNAP/EBT at the market 

3.09(0.83) 

 The board of directors like the SNAP/EBT program 3.63(0.67) 

 Farmers like the SNAP/EBT program 3.45(0.68) 

 Farmers trust the SNAP/EBT program 3.36(0.81) 

 I trust the SNAP/EBT program 3.45(0.69) 

 The market can afford to operate the SNAP/EBT 

program 

3.09(0.70) 

 The SNAP/EBT program does not take much time 

to operate 

2.45(0.93) 

 The SNAP/EBT system is complicated 2.54(0.93) 
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Self-efficacy to operate 

SNAP/EBT* 

I am confident in my ability to operate the 

SNAP/EBT program  

3.45(0.52) 

 I am confident in my ability to organize the 

SNAP/EBT program 

3.36(0.67) 

 I am confident in my ability to promote the 

SNAP/EBT program 

2.90(0.83) 

 I am confident in my ability to encourage vendors 

to participate in the SNAP/EBT program 

3.36(0.54) 

 I am confident in my ability to explain the 

SNAP/EBT program to vendors 

3.45(0.52) 

 

SNAP/EBT Benefits** Providing SNAP/EBT would make it easier for 

people to buy healthy food 

3.19(0.65) 

 SNAP/EBT would be an important feature of the 

farmers’ market 

3.06(0.71) 

 Having SNAP/EBT at the farmers’ market would 

make healthy food more affordable 

3.19(0.65) 

 Having SNAP/EBT at the market would be a good 

thing for the community 

3.11(0.64) 

 Having SNAP/EBT at the farmers’ market would 

help the hunger problem in my community 

2.83(0.71) 

 Having SNAP/EBT at the farmers market would 

make healthy eating easier in my community 

3.07(0.58) 

 Having SNAP/EBT at the market would help the 

local economy 

2.93(0.61) 

 Having SNAP/EBT would encourage low-income 

people to come to the market 

3.15(0.67) 

 

SNAP/EBT barriers** People in my community would use SNAP/EBT at 

the farmers’ market 

2.82(0.71) 

 It would be challenge to attract people to use 

SNAP/EBT at my the farmers’ market 

2.31(0.79) 

 Lack of transportation would prevent people from 

using SNAP/EBT at the market 

2.44(0.71) 

 The board of directors like the SNAP/EBT program 2.57(0.77) 

 Farmers like the SNAP/EBT program 2.45(0.71) 

 Farmers trust the SNAP/EBT program 2.44(0.75) 

 I trust the SNAP/EBT program 2.80(0.84) 

 The market can afford to operate the SNAP/EBT 

program 

2.67(0.83) 

 The SNAP/EBT program would not take much time 

to operate 

2.19(0.86) 

 The SNAP/EBT system is complicated 2.54(0.87) 
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Self-efficacy to operate 

the SNAP/EBT 

program** 

I am confident in my ability to operate the 

SNAP/EBT program  

2.73(0.94) 

 I am confident in my ability to organize the 

SNAP/EBT program 

2.74(0.86) 

 I am confident in my ability to promote the 

SNAP/EBT program 

2.81(0.74) 

 I am confident in my ability to encourage vendors 

to participate in the SNAP/EBT program 

2.83(0.76) 

 I am confident in my ability to explain the 

SNAP/EBT program to vendors 

2.88(0.80) 

 

Self-efficacy to operate 

the market 

I am confident in my ability to manage the farmers’ 

market 

3.45(0.50) 

 I am confident in my ability to promote the 

farmers’ market 

3.45(0.58) 

 I am confident in my ability to promote the market 

to low-income people in the community 

3.02(0.74) 

* Scores for managers who do not have SNAP/EBT at their farmers’ markets; n=12 

**Scores for managers who do not have SNAP/EBT at their farmers’ markets; n=48 
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APPENDIX D 

 Farmers’ Market Manager Survey 
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APPENDIX E 
 

Qualitative Themes and Select Illustrative Quotes 
 
 Themes and select quotations from focus groups with farmers’ market managers in Southwest Virginia, East Tennessee, and Western North 
Carolina, n=8  

Theme Select Quotation 

Manager’s role “Manager. That would be talkin’ with vendors. For me, it’s talking with vendors, farmers and the customers, as well as 

the town. Liaison between the town with everyone.” –Rural farmers’ market manager  
 
“I do a little more of the volunteer coordination for the information booth and the handling of the credit card machine 
and that kind of thing. And we both deal with, you know, vendor issues or anything that might come up - pretty much 

share that job.” –Rural farmers’ market manager  

“Promotion is one of the biggest things we do just both in terms of … through social media, through the paper, through 

just being there. Trying to get the word out, not only for the market, but for the individual vendors. Trying to do some of 

the education.” –Rural farmers’ market manager  

Motivation “I think probably the importance of, I feel, the importance of preserving farmers’ markets. Especially with a lot of 

political movements right now in terms of the disappearance of farmers’ markets. I just feel passionate about keeping 

local food production, small farmers and small growers, those type of people in business and fully supported by the 

community.” 

  

“Teaching people in the community that farmers need to pay their bills after October, too. Just like you do! They need to 

clothe their children. They need to feed their animals…When I have [farmer’s name] calling me who has a cattle farm 

who has slaughtered a bunch of cattle and who has all this meat and no place to sell it and I have to say “No” to him, it 

upsets me for a week. Now that I have been on these farms, I get it…I get it. I understand. I need to find a way to bring 

him to the market so people can buy his product, so he can pay his bills, so he can put shoes on his kids’ feet.” 

Market’s 
contributions to 
the community 

“I would probably say the Wholesome Wave Grant we implement, doubling the dollars for EBT participants, has been a 

crucial piece of community development in terms of matching dollar for dollar EBT cardholders when they come to the 

market. So I think it’s not only boosted the local economy for the grower with that influx of cash, but also helps those 

economically disadvantaged people to come to the market, eat healthier food, really be exposed to the market 
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community, and just moving in a more positive direction health wise, I think, altogether. That’s been a great grant to get 

people healthier in the community.” –Rural farmers’ market manager 

Enjoyment “Every weekend I cry. And I don’t know why! And it just comes out. I don’t know why it happens. I see this family 

environment. I’ll give you an example. The first day of the market, January 4th…All the farmers are showing up. They’re 

hugging and kissing and high fiving each other. They’re already family. They all want to be next to each other the way 

they were in the summer markets and there’s already this family there. And that’s really sweet. “  -Urban farmers’ 
market manager 
 
“Yes it does. And I love the culture of the farmers market. I love the culture of the community. It’s a family. We are 

literally family in that community.” – Rural farmers’ market manager 

Challenges “He challenge has been when a particular vendor gets unhappy with something and then trying to step back and not take 

things personally.” –Rural farmers’ market manager 
 
“I think trying to, for lack of better words, keep everyone happy is also a really big challenge because they don’t 

necessarily know what’s going on behind the scenes in terms of decision making and rule making. And then enforcement. 

And you’re always on the front line doing the enforcing. And so you’re constantly kind of the bad guy in the situation.” –
Rural farmers market manager 
 
“One of them is dealing with the church where the market is at. We had a big dispute over me having a key to the church 

and them feeling like the market was like taking advantage of having access to the church – like using their water. So it 

was narrowed down to only the vendors using the bathroom. Everyone was up in arms, like so angry. We definitely got 

over the hump and that was the biggest issue with the church.” 

 

“[Retail space where the market is located] wants us to stay because we’re bringing people…and…people are staying 

and shopping now. But [they] in turn [are] not willing to help the [farmers’ market organization name] retain the winter 

market. So, it needs to be a two way street. And that’s not happening. And the merchants also find that it’s beneficial and 

they don’t want us to pull out. But then again there’s no incentive for us to stay there.” 

SNAP/EBT 
perceptions 

“… And it’s definitely, every one of those $1 tokens came from somebody that couldn’t buy in our market the previous 

year. And I would collect every two weeks, and many times it would be $600 worth of tokens. Of just the $1 tokens. And 

that was. I think most of our vendors realize that was business we wouldn’t have had previously. So, I think it made a big 

difference on our members outlook on it.” –Urban farmers’ market manager 
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“But people who realized what we could do, it was like you could just, they were thrilled. The fact that they felt like they 

could afford fresh, healthy food was great.” –Rural farmers’ market manager 
 
“I’d say like 98% are completely on board with it. They’re supportive and excited that it’s income for them, too. Support 

for the local economy. But then there are, yeah there are the few that for political reasons and for personal reasons who 

are extremely against it. There are one if not two vendors who don’t accept the coins. It’s just a personal choice.”  –
Rural farmers’ market manager 
 
“So. No one had a problem with that. Once we explained how we’ll do it “It’s done here. As soon as you’re over, we’ll 

get your tokens right now.” Nobody had a problem with it.”—Rural farmers’ market manager 
 
“We haven’t had much of a problem with it. It took people a little to understand the system. And we pay out once a 

month. But if somebody needs to get cashed out that day we’ll do it. And there’s a couple of vendors who do regularly 

get cashed out.”-- Rural farmers’ market manager 

SNAP/EBT 
challenges 

“…. it’s way to expensive for us because they market’s funds solely come from vendor fees, which is $80 for a season, or 

$15 a day. It would take up like getting the EBT machine would be more than half of the year’s funding. So it just feels 

like a huge commitment for not necessarily knowing the gain quite yet.” 

 

“They said they felt like our money and time shouldn’t go toward EBT, but rather just getting people at market in the 

first place through administering credit and debit card through square on my iPhone which is how we do it.” 

 

“And we have a core of really regular EBT customers, but it’s not a very big core. We would like to feel like we’re 

reaching more people with that and we’ve struggled with exactly how to do that.” 

Rules and 
restrictions 

“We also have a rule that vendors need to be from within a 100 mile radius. For craft vendors, they and their immediate 

family have to make the craft. That’s our way to prohibit yard sale kind of stuff. You know, keep the quality up. We’ve 

talked about having a jurying committee for crafts--we haven’t gotten to that point.” –Rural farmers’ market manager 
 

“We also have a rule. We’re supposed to be a producer market. We’re working on making it so a vendor may be able to 

sell some items that aren’t available at the market as long as they can identify the local... It still has to be within that 100 

mile radius...but identify the local farm it’s coming from. And that’s mainly just to increase the amount of availability of 
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product”. –Rural farmers’ market manager 
“We have to stand guard over that rule pretty carefully. But the farmers like it because they know they won’t be 

overrun.” –Rural farmers’ market manager 



Themes and select quotations from interviews with farmers selling at farmers’ markets in Southwest Virginia, East Tennessee, and North 
Carolina, n=8  

Theme Relevant Quotation 

Direct-consumer sales “I would say one of the motivations was to get premium price for our product. Yes, thinking back to 

when we started in such a small way…An outlet for some of the preserves that we were making, and 

I guess those two reasons were primary way back then. To get that premium price.”  -Participant 2 
 

“Ahhhh Money. When you’ve got a product you’ve gotta get it out there and direct sales is one of 

the best ways, and it’s something that anybody…It’s one of the ways of marketing a product that 

turns over immediate cash and pretty much anybody of any size can take part in. So that was the 

number one motivation.” –Participant 7 
 

“I had a large garden, and most of the time I had a surplus, and the fact it’s the great way to engage 

in the community as well. Kind of our business started as an edible landscaping business. It didn’t 

catch on very well around here, so we just kind of started selling produce as part of it.” –Participant 
3 
 
 “So we knew that they were a good source of income for farms. So, I we started at the [Name] 

Farmers Market. We sold there for 5 or 6 years. And the motivation was just another income stream. 

As a small farm, you have to figure out lots of different avenues. It was just like a diversification 

thing.” –Participant 4 

Characteristics of an attractive market “…We’ve found that there is very much a limit to how many cheese sellers can find it profitable to 

be in the same market depending on the market size. So we really examine that, too. We’re only in 

one market, I think, with another cheese seller – and that’s by design.” –Participant 7 
 
“A variety of things that are going to entice the public to come there because I think if we only sold 

produce, a lot of people won’t come. Or people would say, you know, I need other things and I don’t 

just want to come there…You know, it’s a convenience factor for some people. So I think it’s really 

important to have diversity in a market.” –Participant 6 
 
“I’m also an organic farmer. For me it’s important to be at a market where there are other organic 
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producers, and so there’s a consciousness about that.” –Participant 6 
 
“There’s a lot of good people that sell there. We knew a circle of the vendors before we started. It’s 

not really a competitive market; instead everyone tries to help each other out. So, we like that aspect 

as well.” –Participant 3 

Characteristics of a good manager “Well, I think organizational skills are critical there. To be able to set up properly to begin with. 

And then you have to administer it. You have to be able to anticipate and also react to any changes 

or last minute things that might happen. And be able to work through that quickly so everything 

stays on track.” –Participant 5 
 

“I think that first and foremost a good farmers market manager has excellent communication skills. 

They have to be able to communicate clearly, frequently with the vendors. We have to know what’s 

expected, and what we can and can’t do. And when we can and can’t do something. And…just 

communication is very important.” –Participant 8 
 

“….I think good communication is a really important skill to have because you’re managing so 

many different types of people that are typically stubborn and difficult to deal with types of people. 

You have to be a good communicator and you have to be really firm.” –Participant 4 
 
“I think another thing is fairness. Fairness to the participants in the market. Not having favorites, in 

essence. Or…choosing one side over another. I think that’s really important. You know, listening to 

all sides of an issue is really important.  Enforcing the rules is kind of a big part of fairness, too. If 

there’s a set of rules that they may not be, you know, there may not be a committee or a um…you 

know, voting on the rules. But by agreeing to participate in the market you accept the rules, then 

those rules need to be enforced and followed.” –Participant 8 
 
“Just….If you don’t….if the market manager doesn’t things to help promote. Vendors definitely 

contribute to promoting the market. But the manager has to advertise, has to do things to promote it, 

think of ways to get the vendors involved and excited. So very, very important.” –Participant 6 

The influence of management on sales “I really think the manager is key to successful economics of the market. It influences it pretty 
heavily. Not in terms of the day-to-day, like on my Saturday my personal interaction, but his or her 
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role as the manager influences the experience as an economic success…. Yeah, I think it makes a big 

difference. We really struggled for years in crappy markets with poor management and promotion.” 
–Participant 4 

 
“Partially…I think probably the most biggest way they could effect sales would be advertising, 

whether it be on Facebook or on radio or on TV or whatever. Making the public aware of what’s’ 

available. If they’re aware someone at the market that’s selling something, and someone’s looking 

for that item, point them in the right direction.” –Participant 1 
 

“The only…. Ok…The only way the could impact is if they really promote the market. So, if they 

promote the market and more people come, that’s definitely going to impact my sales. Again ,the 

[Name] Market manager at the time was not promoting. Was not advertising or creating events to 

engender more participation from the community.” –Participant 6 

SNAP/EBT experiences  “I like it. I think it’s a good thing. I’m certainly not one to see that dropped because it brings 

additional sales to the vendors.” –Participant 1 
 

“I am really proud to be a participant in the program because it allows people who would not be 
shopping at the farmer’s’ market otherwise to shop there and to help provide underprivileged people 
with access to good, healthy, local food….So, our sales have increased as a result of being in the 
SNAP program. It gives us access to a larger market as well.” – Participant 3 

 
“It’s worked out pretty well for us. I think we’ve made sales that we wouldn’t have made 

otherwise.”- Participant 7 
 

“My sales at market really increased because of that, and I know a lot of other people’s have too.”- 
Participant 8 

 
“Farmers markets – some farmers markets- can be more upper class, and you know, that, frankly for 

us, it’s good. Because our prices are not the highest at the market, by any means, but they tend to be 

higher than Wal-Mart, maybe. So you know, it’s great that people area able to get actual, real fresh 

produce. So, I’m delighted that’s offered.”—Participant 8 



APPENDIX F 

Application of Health Belief Model Constructs to Select Aim 3 Quotes 
 

 Quotation 

Perceived barriers (general) “One of them is dealing with the church where the market is at. We 

had a big dispute over me having a key to the church and them 

feeling like the market was like taking advantage of having access 

to the church – like using their water.” – Farmers’ market manager 

Perceived benefits (general) “Ahhhh Money. When you’ve got a product you’ve gotta get it out 

there and direct sales is one of the best ways, and it’s something 

that anybody…It’s one of the ways of marketing a product that 

turns over immediate cash and pretty much anybody of any size can 

take part in.” – Farmer 

Cues to action “I would probably say the Wholesome Wave Grant we implement, 

doubling the dollars for EBT participants, has been a crucial piece 

of community development in terms of matching dollar for dollar 

EBT cardholders when they come to the market.” – Farmers’ 
market manager 

Motivation “Teaching people in the community that farmers need to pay their 

bills after October, too. Just like you do! They need to clothe their 

children. They need to feed their animals…” – Farmers’ market 
manager 
 

“Yes it does. And I love the culture of the farmers market. I love the 

culture of the community. It’s a family. We are literally family in 

that community.” – Farmers’ market manager 

SNAP/EBT barriers “…. it’s way to expensive for us because they market’s funds solely 

come from vendor fees, which is $80 for a season, or $15 a day. It 

would take up like getting the EBT machine would be more than 

half of the year’s funding. So it just feels like a huge commitment 

for not necessarily knowing the gain quite yet.”-Farmers’ market 
manager 

SNAP/EBT benefits “But people who realized what we could do, it was like you could 

just, they were thrilled. The fact that they felt like they could afford 

fresh, healthy food was great” – Farmers’ market manager 
 

“I am really proud to be a participant in the program because it 

allows people who would not be shopping at the farmer’s’ market 

otherwise to shop there and to help provide underprivileged people 

with access to good, healthy, local food” – Farmer 

SNAP/EBT self-efficacy “Once we explained how we’ll do it “It’s done here. As soon as 

you’re over, we’ll get your tokens right now.” Nobody had a 

problem with it.”—Farmers market manager 
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