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This guide has been published by the Plunkett Foundation to help farmers’ market organisers
understand the benefits of collaboration and provide them with practical ways of doing it
themselves. It draws on work undertaken by the Plunkett Foundation and The National Farmers’
Retail & Markets Association (FARMA) as part of a five year programme, Making Local Food Work,
funded by the Big Lottery Fund. This project, which supported over 200 farmers’ markets across
England, helped farmers’ markets to carry out research to understand their current performance,
to work as groups to develop action and business plans and, where appropriate, create formal
collaborative legal structures.

This work has been an opportunity to see at close hand how farmers’ markets work – from large
markets based in town centres to smaller markets operating in rural locations. 

Three elements make vital contributions to the performance of any farmers’ market:

Frequency – How often the market takes place – monthly, twice a month, weekly;

Community – How the markets and communities work together for mutual benefit;

Collaboration – How markets work together to share resources and support each other.

This publication is one of three that outlines the key observations made during this work and
through a series of focused interviews with market organisers, producers and customers. 
The series of documents can be downloaded from http://www.makinglocalfoodwork.co.uk. 

INTRODUCTION



Farmers’ markets collaborate at all sorts of levels –
from markets coming together to produce marketing
materials to joint management of a group of markets.
The level to which a market can, and wants, to work
with others will vary, and may develop over a period 
of time. 

There are at least 60 collaborative groups across England
accounting for about 40% of the markets in England1. The
Making Local Food Work Farmers’ Markets project liaised
with clusters of markets with the specific intention of
encouraging them to work together. The table below records
not only groups that came together for the first time as a
result of the project but also other groups around the
country that were already working together.

The scope of activities carried out jointly by markets varies
enormously across these groups. For informal groups,
markets may come together just to do some publicity; at the
other end of the scale formal producer and commercial
groups have full responsibility for running markets. Some of
these groups may have been working together for a decade
or more, but in a number of cases collaboration has occurred
recently. Making Local Food Work has been able to provide
the catalyst for this collaborative activity by bringing market
organisers together for the first time.

A whole range of benefits can be derived from working
together. Interviews with market organisers and producers
identified the value of sharing resources and joint activity,
the results of which are shared in this guide.
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COLLABORATION 
IT’S A LONELY WORLD – 
WORKING TOGETHER HELPS

Type Scope of Examples of this 
collaboration type of group

Informal collaboration Share resources Cambridgeshire
East Riding
East Sussex
Lancashire

Umbrella groups Supporting markets Kent
North East England Farmers’
Markets (NEEFM)

Producer groups Running markets for Dorset
benefit of traders Hampshire

Northern Dales
Thames Valley Farmers’ Markets

Commercial groups Running markets Fresh-n-Local 
for profit London

Sketts

1 Data derived from Baseline study for Farmers’ Markets in England, Making Local Food Work, October 2009 and repeat survey for project 2012. 
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COLLABORATION 
IS A JOURNEY 

Informal collaboration
The tasks involved in running a market are many and varied,
and for an individual market it can be daunting. But there are
numerous examples of two or more markets coming
together at an informal level to pool resources, sharing
responsibilities and expertise. 

Working together on even a few tasks can help make the
most of limited time and money. Some examples of the 
sorts of things markets can achieve through an informal
group include:

Joint press releases – helping to give markets a louder voice
and to raise their profile;

Leaflets or calendars covering a group of markets –
promoting markets over a wider area;

Sharing equipment such as canopies – saving money;

Sharing other resources – such as a paid market organiser
across several markets;

Producer inspection for a group of markets – helping to
establish a common set of standards, to build a producer
community and make producers feel more involved; 

Working together to bring the local food message to
tourists and restaurants across a region.

Sharing these activities across markets helps make the most
of scarce resources – it may be that one market has particular
expertise, for instance in writing press releases, that can be
shared. By working across more than one market it may be
possible to afford to hire help. It can help save money and
achieve economies of scale on printing costs, on buying
equipment or banners, and it can help to create a ‘louder
voice’ for local food.
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BirmingHam markets
sHare puBlicity

Five farmers’ markets to the south of
Birmingham got together to produce a joint
leaflet allowing all the markets to benefit
from the design skills of one of the group.

“We produced a leaflet together
and we could afford to have more
printed by sharing the cost”
When BBC Good Food Show contacted one of
the markets about advertising they pooled
resources and placed a larger advert at half the
lowest cost an individual market could have
paid for the smallest size.

Battle market re-launcHed
as a result of Working
WitH rye market

The farmers’ market in Battle, East Sussex, was
about to close, but because markets in the area
had recently started working together through
Making Local Food Work the organiser at nearby
Rye was able to work with a producer at Battle
to re-launch the market.

A quote from the new organiser at Battle 
market summed up the relationship between
the markets: 

“We will be holding hands
frequently, not joined at the hip”.

Hadrian’s Wall markets
spread tHe local food
message

Two farmers’ markets close to the Scottish
border have developed a working relationship
over a period of time. They now share publicity
campaigns, equipment, organising of events and
hold joint training sessions for stallholders.

For the future they are planning to expand the
activities they carry out together to create
common standards, carry out joint producer
inspections, and also to use their combined voice
to bring the local food message to tourism and
restaurants in the area.



Formal groups with no direct
responsibility for running markets
There are two market umbrella groups operating regionally
in England, as well as one national organisation. These
organisations have no direct responsibility for operating
markets, but offer a whole range of support activities.
Membership subscriptions help to fund these groups. 

The two regional umbrella groups work with 20 or more
farmers’ markets based within the same geographic area 
or county. Both groups have been able to draw down
significant funding for their activities as they can
demonstrate wide-reaching benefits from their work. 
In other regions we have seen attempts to form such
umbrella groups fail. To succeed these umbrella groups 
need a catalyst, usually a group of enthusiastic, dedicated
individuals. Possibly now that a couple of good examples 
are up and running, more may follow. 

The activities of umbrella groups include:

Joint websites – broader publicity for markets, helps to
build customer confidence. A website covering a large
group of markets helps customer to find markets but is
also used by new producers looking for markets and by
existing producers to find new opportunities;

Publicity – a ‘louder voice ‘ for markets at a national and
regional level;

Joint purchasing – increased leverage / economies of scale,
for example for insurance, banners;

Support materials for market organisers – such as start up
toolkits for new markets;

Consumer research – aimed at understanding what
customers like, and barriers to shopping at farmers’
markets;

Joint meetings for market organisers – where organisers
can share ideas and solve problems together; 

Fostering cross-market working – market managers help
each other with events;

Formation of key partnerships with other regional 
groups who can help provide support.
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kent farmers’ market association

Kent Farmers’ Market Association (KFMA) began
life in 2008 after a review into the economic impact
of markets in the area revealed there was a large
number of small, volunteer-run markets in Kent
with a large pool of producers, most of whom
attended just one market.

The association’s key contacts are farmers’ market
organisers, but they are working more and more
with stallholders as well.

KFMA has been very successful in obtaining grant
funding to complete a range of projects that
directly help farmers’ markets across Kent. 

Because KFMA represents more than 40 markets it
has been able to: 

Leverage economies of scale – joint purchasing
for insurance and banners;

Raise the profile for farmers’ markets – driving
footfall to markets;

Developing relationships with key partners and
draw down funding;

Build collaboration across markets;

Provide support for new markets.

The support they are able to offer is particularly
important for the large number of volunteer
organisers across Kent.

Markets surrounding Tonbridge now engage with
each other on social media site Twitter helping to
spread information each week about the markets.

“Markets should work together
more, makes it easier, all working 
in the same direction.”
commented the organiser from Tonbridge 
Farmers’ Market.

One volunteer organiser said that KFMA helps 
by giving organisers the opportunity to: 

“Share Knowledge, feel part 
of something.”

nortH east england farmers’ markets (neefm)

NEEFM has employed a manager for four years paid
for by grant funding. They recognise that markets
are all unique but that some activities can be shared
across the group effectively. The scope of projects
they have covered include:

Encouraging new producers and increasing the
skills of existing producers through a series of
‘Cash from your kitchen’ training events

Joint website

Joint publicity

On-going monitoring of performance of 
markets through repeats of ‘Health Checks’
carried out by Making Local Food Work

Event packs for market organisers e.g. Apple 
Day packs

NEEFM’s business manager commented:

“Our work helps to make organisers
more confident and empowered. Our
joint initiatives are easy for
organisers to implement and are
much appreciated. We recognise the
need to balance working locally in a
specific geographic area, and the
things that can be done regionally.”



Formal groups running farmers’
markets
There are examples of formal groups of markets run by
producers and by commercial operators. In addition some
councils have responsibility for running small groups of
markets. For councils this decision is based on budgetary
responsibilities rather than a deliberate decision to run
several markets jointly. These formal groups cover all the
operational tasks involved with running markets:

Carry out all day to day operations – by sharing costs
markets can afford to hire staff;

Plan strategy for markets – providing a more sustainable
approach to markets. Able to support weaker markets
across a group, helping to support producers’ livelihoods;

Establish a large pool of equipment and resources –
more flexibility across resources, more robust; 

Purchase marketing materials jointly – can share costs of
creation across markets and reduce unit costs;

Apply uniform standards across markets – able to create a
brand that customers trust across a wide area;

Create joint publicity – can make more noise, can be seen
over a wider area, helps to raise customer confidence;

Attend events beyond regular markets – raise awareness
for markets
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HampsHire farmers’
markets 

Hampshire Farmers’ Markets (HFM) started
trading at 3 locations in 1999 and became a
Company Limited by Guarantee in 2001. HFM
now runs markets in 13 locations with paid staff
responsible for the organising and running of
markets, reporting to a Board of Directors of
producers and other stakeholders.

HFM’s mission is to run markets throughout
Hampshire for the benefit of customers and
producers. The size of the group means that HFM
can operate markets across a range of locations,
and do not just cherry pick the best sites. In this
way they support Hampshire producers by
providing multiple opportunities to trade.

HFM works hard at protecting standards across
markets, crucial to establishing and maintaining
customer trust.

Farmers’ markets in Hampshire have given
farmers and producers great direct retail
opportunities:

“Without farmers’ markets I 
could not have come back to the
family farm. It has kept the next
generation in farming by offering 
a direct retail outlet”, 
commented one second generation farmer 
in Hampshire.



These examples give some ideas of things that farmers’ markets
can do jointly. Groups of markets that are already working
together might consider moving further along the collaborative
journey; for markets that have not yet worked together
hopefully these examples will inspire joint working with
neighbouring markets.

There are a number of other booklets developed during the
project aimed at helping farmers’ market organisers and
producers. Please visit the Making Local Work website
(www.makinglocalfoodwork.co.uk) to find these, or if you
would like further information about the work covered by
the Making Local Food Work programme we’d be delighted
to hear from you. Our contact information is at the end of
this guide.
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Making Local Food Work (www.makinglocalfoodwork.co.uk)
was a five-year £10m programme funded by the Big Lottery
Fund through its Changing Spaces programme and delivered
by the Plunkett Foundation. It helped people to take ownership
of their food and where it comes from by supporting a range of
community food enterprises across England. 

Making Local Food Work pooled the expertise of seven
partner organisations including Co-operativesUK, Campaign
to Protect Rural England, Country Markets Ltd, FARMA, the
Plunkett Foundation, Soil Association, and Sustain to help
communities gain access to good, fresh, local produce, with
clear origins. It supported over 1,300 enterprises to become
more sustainable, which in turn supported 6,000 volunteers,
5,235 employees and reached over 3.4 million customers in
England – over 6% of the population. 

Making Local Food Work
Plunkett Foundation
The Quadrangle
Woodstock
OX20 1LH

E: info@makinglocalfoodwork.co.uk 
T: 01993 810730

www.makinglocalfoodwork.co.uk 
@PlunkettFoundat 
@communityf00d 

The National Farmers’ Retail & Markets Association
12 Southgate Street
Winchester
SO23 9EF

E: justask@farma.org.uk
T: 08454 588 420
www.farma.org.uk
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ABOUT US

The Collaborative Farmers’ Markets project formed part of
the Making Local Food Work programme, funded by the 
Big Lottery Fund. The project was delivered jointly by 
The Plunkett Foundation and The National Farmers’ Retail &
Markets Association (FARMA). It supported 200 farmers’
markets to become more sustainable by helping them to
collaborate and reaching out to 1.8 million customers.

Plunkett Foundation (www.plunkett.co.uk) helps rural
communities through community-ownership to take control
of the issues affecting them. It does this by:

Helping rural communities to set up and run community-
owned shops with a range of partner organisations;

Supporting rural communities to establish a wide range of
other community-owned rural services;

Promoting and supporting the development of
community food and farming enterprises;

Advocating and raising awareness amongst policy makers,
support organisations and rural communities themselves
of their ability to take control through community-
ownership of the issues affecting them

The National Farmers’ Markets & Retail Association
(FARMA) (www.farma.org.uk) operates across the UK
representing markets at a national level, liaising with
government and policy makers, providing a national voice
for farmers’ markets for the media, operating a national
website and offering help and advice to markets. FARMA 
has been instrumental in setting and protecting standards
for farmers’ markets, through their market certification 
and producer verification schemes. 

Plunkett Foundation is a Company Limited by Guarantee
Registered in England No 213235
Registered Charity No 313743
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