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Introduction 

In 2013 the Whangarei Growers Market commissioned a report into the social and economic impact of the 

market. When published in April 2014, the report included five recommendations. A further survey was 

conducted to gauge the response to these recommendations.  

The recommendations are: 

1. That the WGM develops a plan to promote a local food movement.  

2. That the WGM develop partnerships with stakeholders in the health sector and develop plans to 

increase the availability and consumption of fruit and vegetables by a specified percentage in five 

years. 

3. That the WGM establish an online presence through the development of a website and greater 

social media presence, alongside a calendar of promotional events. 

4. That the WGM pursue nearby facilities to enable expansion. 

5. That the WGM maintain the current product mix. 

 

The online survey elicited 92 responses. The majority strongly supported four of the five 

recommendations. Further analysis of each of the recommendations follows. 

The research team appreciates the considered feedback given by survey respondents.  

Part one presents survey responses followed by further discussion of the development of the market in 

part two. Research methods and limitations of this research are briefly outlined in part three. Direct 

quotes from commenters are italicised and indented. 
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If you would like an electronic version of this report or The Social and Economic Impact of the Whangarei 

Growers Market go to http://peterbruce.co.nz/research-2/research-documents/ . 

 

Recommendation one 

1. That the WGM develops a plan to promote a local food movement. 

Local cafés, restaurants and grocers could replicate the distribution system pioneered by the 

Tutukaka General Store and Fresh Café. This may require an enhanced distribution service with 

participating producers. If both the participating outlets and market have a co-ordinated marketing 

plan, business growth and enhanced brand awareness should follow. 

Customers will know where to access market produce on the occasions that they are unable to get 

to the Saturday market and replenish supplies during the week.  

 

Respondents were enthusiastic about the possibility of accessing market produce through retailers and 

cafes, e.g. 

Having the local cafes etc using local products in what they sell would be awesome! The local food 

at the markets is infinitely better than that of the supermarkets and not much difference in price. A 

win for everyone. 

One respondent commented how this is already happening. 

I have been a regular customer at the Tutukaka store on a Saturday and the food is displayed on a 

market style layout which replicates the feeling of actually attending a growers market. 

Significantly four of the 21 respondents who commented, expressed concerns that any expanded offering 

could detract from the Saturday morning market.  
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14.29% 

31.87% 

50.55% 
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Somewhat support 

Support  
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In general I support the concept of cafes and restaurants being able to get market produce during 

the week. I do not support the concept of midweek CENTRAL CITY WGM produce resellers. This 

just duplicates the supermarket model and dilutes the unique advantage of the market - the ability to 

look the farmer in the eye and talk to him in person. More remote villages like Tutukaka and Waipu 

may be OK, but NOT central Whangarei. The existing distribution system isn't broken, so should not 

be attempted to be fixed. It may also deplete the Saturday Market of some produce which would be 

a large step backwards. Central City Resellers are not an enhancement but a retrograde shift away 

from the successful model of the existing Farmers Market. Please provide more detail around your 

intended concept of a Local Food Movement. 

Others echoed the sentiment that reselling produce in rural areas would be a beneficial extension of the 

market. Some suggested the provision of buses and the need to improve access for those unable to get to 

the market.  

Recommendation two 

2. That the WGM develop partnerships with stakeholders in the health sector and develop plans to increase 

the availability and consumption of fruit and vegetables by a specified percentage in five years. 

Inevitable movements in health policy are set to advantage the market. Improving the access for 

Northlanders to fresh produce has known potential to improve health. This presents a win-win for 

the market, growing demand for produce and delivering health benefits for the community. There 

are health practitioners now ready to work with the markets to promote better food habits. These 

partnerships have great potential to grow the markets and enhance their mana. 

A partnership with an appropriate registered charity could provide an opportunity to raise funds from 

customers and the wider community to initiate a voucher system, redeemable at the markets, 

distributed to disadvantaged communities. 
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This recommendation had the strongest support, with 91% either supporting or strongly supporting. Among 

the 19 to comment there was a general awareness of the importance of fresh fruit and vegetables in the 

diet. 

So many of today's health problems may be due to the lack of 'real food' in our diets. 

Commenters from the health sector showed strong support and a willingness to work with the market to 

improve the consumption of fruit and vegetables. 

As someone who works in health I absolutely tautoko this. 

Amongst the commenters there was a general support for any initiatives to expand consumption of fruit and 

vegetables. One commenter was concerned about the logistics of a voucher system. 

Recommendation three 

3. That the WGM establish an online presence through the development of a website and greater social 

media presence, alongside a calendar of promotional events. 

A website and enhanced use of social media will support promotion of the WGM and share the 

good news stories that this research has provided. It may also create a platform for promotion of 

market produce. 

 

While this recommendation received the least support, 74% either supported or strongly supported it.  

Some commentators were concerned that supplying web services, such as a website would add cost, 

ultimately to the produce.  

… how will it be paid for, without putting prices up at the market? The Growers should be 

concentrating on growing. 

Others felt that a website would enhance the markets. Some wanted information available on the web such 

as availability of produce and a list of stalls.  
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I feel that a website is the one essential element missing from the WGM. Social Media promo would 

be a 'nice-to-have' but not as crucial as a website and weekly email newsletter which should be the 

starting point. The beauty of a website is that it doesn't alter, change or replace the existing market 

dynamic - it just enhances it! 

Web technology is seen as enhancing engagement: 

• anything that spreads the word is good 

• It can be used as a platform to explain to people WHY to buy locally grown food… 

• it is another opportunity to share the wonderful things happening in our community 

• this will engage more young people and will lead to 'life long' engagement with the market 

Another commentator would like to see free wi-fi in the area, and perhaps the development of smartphone 

apps for market purposes. 

Recommendation four 

4. That the WGM pursue nearby facilities to enable expansion. 

The present facilities are stretched, and may limit the ability of the WGM to grow.  

 

Most of the commentators see limitations with the current market location. 

Although the current facilities are functional and they have supported the growth of the market for a 

long time, they are a fair way short of optimal. 

Perceived problems include a lack of space and consequent over-crowding, the need for additional space 

to enhance the social dimension of the market and availability of parking. Seven of the 24 commentators 

suggested other venues, with the most popular being the Canopy Market, Town Basin site. Other 

alternatives suggested are the city centre (with closed-off streets) and the Quarry Arts Centre.  

Four commentators suggested an extension of hours.  
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35.56% 
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Recommendation five 

5. That the WGM maintain the current product mix. 

A strength of this market is the provision of fresh, locally grown or harvested produce. Some 

stakeholders have advocated having more food and crafts, but the current model is working well 

and continues to grow in popularity. Those that want breakfast currently support local café creating 

good synergies between local businesses and the markets. 

 

This recommendation generated the most comments (32) with 81 % either supporting or strongly 

supporting. Twenty commenters want the current mix retained –the strongest theme to emerge from the 

survey. However, the strong desire to see market remain true to its core offering of local produce didn’t 

preclude some suggesting enhancements. Generally, the message is to: 

• retain the current core offering of local produce 

• offer more food – made from market produce 

• do not include arts and crafts.  

I agree with the principle of maintaining the current product mix. I definitely would not want to see 

any crafts apart from the existing artisan food and preserves stalls. I do however believe there is 

scope for more 'ready-to-eat' food without taking away from local cafes providing breakfasts. I 

believe that a juice/smoothy stall in the summer and a hot veggie soup stall in the winter would be a 

great addition to the WGM. 

A theme emerging from these comments identifies complimentary markets with their own character and 

market niche, rather than the market seeking to be “all things”.  

There was strong support for more food offerings, especially those associated closely with the markets and 

the values of local produce, good health and value for money. This suggests some segmentation of the 

7.61% 

10.87% 

30.43% 

51.09% 

Oppose or do not support 

Somewhat support 

Support  

Strongly support 
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prepared food market, with a more accessible, cheaper offering for families associated with the markets, 

and cafes for those with more disposable income. 

The current strength of the market may be providing, locally grown foods. This can be expanded on 

(with no detrimental effect to the market as it is now) by creating a more community-based 

atmosphere where people can also sit down for breakfast and enjoy the environment. This would 

not decrease the amount of people coming to the markets so what’s to lose if this idea was tried? 

Produce for the breakfast foods could be sourced from the markets - thus increasing business for 

food growers even more. With regard to local cafes- the cafe food is extremely unhealthy and most 

market goers are health conscious enough to realise that they can’t get a wholesome breakfast in 

town. Additionally, it doesn’t really follow that people meet at the markets and wander into town 

together. The location of it just doesn’t work like that. If there were some foods where the Shell 

station was- people could wander over there together and enjoy a community feel where people can 

enjoy the buzz of the Saturday market. 

One commentator, hopefully representative of the market’s many loyal customers sees great value in what 

the market has to offer and the potential for the market to continue to meet the needs of customers and 

those growing and harvesting the produce. 

Not easy, keep listening to the market holders and the people who use the markets. It's not too big 

or commercial, but it may need a couple of different stalls to add to the splendour. I agree it should 

not be competing directly with other local business, but I also feel local business can be made to 

look at themselves more by seeing what the customer wants. 

Other comments 

Thirty seven “other comments” were offered. Twenty one of these were generally expressing appreciation 

of the market. Other themes were the need for wider availability of produce and appreciation of the social 

dimension of the market.  
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The survey responses and comments strongly supported the market and offered ideas for its further 

development. This part of the document attempts to summarise development considerations based on the 

findings of the report, the feedback outlined above, and discussions with the market directors and other 

stakeholders. 

Extending access and promoting increased consumption of fruit and vegetables 

A strong theme to emerge from the feedback is incremental improvement or evolution of the market. Any 

improvements must not compromise the market as it is now. Thus, experimenting with small improvements 

is a low risk route to creating even more value for Whangarei and Northland. 

Extending access to the market and promoting increased consumption of fruit and vegetables can be 

considered together as they are mutually supportive.  

A range of possibilities exist to extend access to market produce. These include: 

• Providing vouchers as outlined in the report.  

• Retail outlets in deprived areas. In some localities in Whangarei the only food for sale is from fast 

food outlets and dairies, making them virtually bereft of healthy food options. This problem is 

compounded when residents don’t have access to transport.  

• Retail outlets in other areas, especially rural areas. 

• Providing transport to the market. 

• Working with cafes and restaurants to work through the logistics of making market produce more 

available for them. 

• Micro enterprises distributing market produce directly to consumers through workplace deliveries 

and possibly online orders. 

• A WGM retail outlet. This option requires more investment and organisation and might be 

considered after some of the above have been achieved. 

People involved in the health sector expressed support for initiatives to support increased consumption of 

fruit and vegetables, especially in deprived areas.  

Opening hours 

Throughout the survey, commenters expressed a desire for a larger and later timeslot for the markets. This 

is problematic. Customers appear to be attending earlier.  

The market directors do not favour having a second market. The work involved preparing for a market is 

significant, and achieving this twice a week would challenge many stallholders.  
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Location 

The issue of location is also problematic. The market directors favour the current site as it has a lot of 

parking close by. It would be difficult to find another site with as much parking within easy walking distance. 

As the market continues to develop, there will be more pressure to find a venue with more space. 

Price 

One commenter noted that prices were sometimes cheaper at supermarkets. The market has a beneficial 

influence on the price of produce. As noted in the report, the market services several demographics. Those 

seeking bargains will undoubtedly find them. Others wanting niche products, such as hand-crafted cheeses 

are prepared to pay a premium. Recent research identifies that prices at markets in New Zealand are 

“significantly cheaper” than supermarkets. Furthermore, markets create a “halo” effect on supermarket 

pricing – the researchers found the prices of fruit and vegetables significantly cheaper at supermarkets 

nearby markets, compared to more distant supermarkets. A similar price reduction occurs at supermarkets 

on weekends, compared to mid-week prices. 1 

The market as a brand 

Businesses value their brand. Brand enables a business to differentiate its offering to competitors. Thinking 

of the Whangarei Growers Market as a brand provides some insights into its success. The market has been 

able to establish a loyal following with very little formal marketing. The report and follow-up survey reveal 

the market has plenty of “raving fans” – a valuable asset for any brand.  

Any organisation in Whangarei wanting to improve its brand could only benefit through association with the 

market’s brand. This places the market in an envious position for potential partnerships with commercial 

and community organisations.  

For example, were cafés and restaurants to source produce from the market, and use this to build their 

brand value, they would leverage off the market’s brand loyalty. A Wellington-based organisation, 

Conscious Consumer runs an accreditation programme for cafés and restaurants seeking to be more 

sustainable. This includes sourcing food locally. A smart phone app enables potential customers to locate 

accredited café’s. This offers synergies between accredited cafes and the market. 

                                                

1 Pearson et al., “Obtaining Fruit and Vegetables for the Lowest Prices: Pricing Survey of Different Outlets and Geographical Analysis of 

Competition Effects.” 
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Figure 1: Examples of Conscious Consumer's accreditation "badges"  

Engagement 

The market has an asset that many other organisations might envy, a growing group of stakeholders who 

value the market and want it to succeed. Some of these people are in positions to support the development 

of the market. 

A challenge for the market is to open up communication and engagement channels to encourage the free 

flow of ideas. There are limitations – some well meaning stakeholders will not be aware of the commercial 

parameters that might preclude or inhibit some ideas for development. 

Through this survey, two groups of stakeholders have expressed their willingness to work with the markets, 

health professionals and Whangarei Vegans and Vegetarians. 

A lot of informal networking happens at the market. There are other opportunities to intensify engagement: 

• Further development of the Facebook page. 

• Developing a website and possibly associated blog (see below). 

• Using online collaboration tools such as Loomio.  

The market is obviously meeting the needs of its many customers, but improved engagement can help 

identify synergies with stakeholders. Collaboration based on a sound understanding of other parties’ 

aspirations can add value for all involved and minimise cost. 

Website 

Survey respondents were enthusiastic about a Whangarei Growers Market website. Concerns were also 

expressed that a website should not be expensive and load costs onto stallholders and ultimately 

customers.  

Other markets such as the Hawkes Bay Farmers’ Market and the Tauranga Farmers’ Market have 

websites. Both these sites provide information about stallholders. 
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Figure 2: Screen shot of the Hawke's Bay Farmers' Market website 

While a website can be seen as a marketing device, the Internet has broader potential for engagement. 

The Internet will transform communication, just as the printing press did centuries ago. Internet tools are 

now available to enable citizen “coproduction of government services”2 and broader collaboration between 

a number of diverse participants. 

The technology to achieve this was once the domain of large organisations, but is now becoming 

accessible at little or no cost to anyone with an Internet connection. This provides an opportunity for small 

business, social enterprises, government agencies, community groups and interested individuals to 

collaborate. 

 

 

 

 

  

                                                

2 Linders, “We-Government.” 2011 Retrieved at http://dl.acm.org/citation.cfm?id=2037581  
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The survey 

The intention of this survey is to test the recommendations offered in the Social and Economic Impact of 

the Whangarei Grower’s Market report. The report was based on mostly primary research with the 

recommendations emerging from the report’s analysis. The survey was designed to offer another level of 

rigour to the research. 

The online survey was structured on the five recommendations included in the report. Respondents were 

asked to rate their support of each recommendation: 

0 – I oppose or do not support this recommendation 

1 – I somewhat support this recommendation 

2 – I support this recommendation 

3 – I strongly support this recommendation. 

Respondent were also able to offer comments for each question. 

Further questions sought: 

• Relationship to the market (not a customer (3%), not a regular customer (36%), a regular customer 

(61%)). 

• Further comments 

• Contact details 

Respondents were invited to supply contact details if they opted to receive a summary of results and 

possibly to explore areas of mutual interest. 

When the survey was analysed 92 people had responded. Responses continued to be submitted after this 

time, but these were not included in this analysis. 

Survey distribution 

The survey’s URL was distributed through email, social media and was published in the report. Targeted 

Facebook pages were those with a Whangarei focus, e.g. Whangarei Grower’s Market and Whangarei, 

Love it Here. The survey was emailed to contacts in organisations with an interest in the recommendations, 

e.g. the Northland District Health Board and Manaia PHO. 

Limitations 

Respondents were self-selecting. Therefore they are more likely to be supporters of the markets. To fully 

participate, respondents could read the report and then participate in the survey, requiring an investment of 

some time.   
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Research team 

Peter Bruce led the research team that produced Our Contribution and The Social and Economic Impact of 

the Proposed CCR Project for Refining NZ in 2008 and 2012. Peter is the author of Better Business for a 

Better World, published in 2000. He was born in Northland, lived in the region most of his life and is a 

regular customer of the Whangarei Growers Market. Peter’s first career was in horticulture. He teaches on 

the Business Management degree and diploma programme at NorthTec. His website is 

www.peterbruce.co.nz . To contact Peter email peter@peterbruce.co.nz.  

 

Anne Patrick is a lecturer for the Business Management degree and diploma programmes at NorthTec. 

She worked in the USA for over 25 years and has a background in Research, Accounting and Auditing. Her 

current focus is Research Methodology, Economics, Consumer Behaviour and Business Communication. 

  

Connie Atkinson spent most of her life in the United States as a practicing Registered Dietitian who 

achieved considerable renown in her profession as a speaker, lecturer, researcher, educator, and writer. 

She completed her Masters of Science at The Royal London Hospital Medical College, University of 

London. 

 

 

 

 

 

 


