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1. Executive Summary
This report provides an overview of  the goals, accomplishments, challenges, and evolution of  The 
Backyard Farm & Market at Erin Mills (hereafter 'The Backyard') from 2013 to the end of  2014.

Highlights

• The Backyard Farm & Market had a successful pilot year (2013) and second year (2014). 
Cumulatively, over the 2 years, we:

◦ Attracted ~9000 people to the site
◦ Ran 36 Farmers' Market days, offering organic, chemical-free, local, fresh food, with             

7 vendors by the end of  2014; also formed The Backyard Collective to sell a number of  
additional products, both increasing market offerings and supporting small farmers/producers

◦ Circulated ~$72,560 into the local food economy to farmers, producers, and artisans
◦ Connected with ~420 people in the project (in programs, as volunteers, etc., and not only as a 

customer); 35 core volunteers in 2014; counted 17 sales leads after the first market day 
(reported by the sales centre)

◦ Designed and implemented a demonstration farm with community gardens, natural sand box, 
eco-kitchen, storytelling circle, labyrinth, etc.

• The 2014 budget was reduced by 50%, with commitment from Daniels to continue with a 
similar level of  funding for a minimum of  3 years (2014–2016). The project evolved in 2014 
with:

◦ An increased focus on community development. Three committees/teams were formed:

✔ Friends of  the Market
✔ Farm & Garden (growing gardens, mulching, and other site care)
✔ Strategy Group (to strategize on how to sustain key elements of  the project over time)

• Results of  community development:

✔ Healthy numbers engaging in meetings and work bees.
✔ An active and emerging sense of  community informed strategic direction and roles
✔ Significant volunteer organization and commitment to growing the project together
✔ Community engagement allowed our team to focus on improvements, innovations, and 

building community capacity.
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2. Background
The Backyard project was borne out of  a 1-year pilot whose goal was to experiment with innovative ways 
to engage with the community around urban agriculture. After a successful pilot project year, Daniels, The 
Cutting Veg, and Garden Jane agreed to continue working together for another 3 years.

The project as manifested on the current site has an end date (when construction of  development starts in 
3+ years). Aspects of  the project can be reimagined and reconstituted to form part of  redeveloped sites.  
Daniels, The Cutting Veg, and Garden Jane are working to invert the typical process of  development and 
engage the community to build a social infrastructure (focused around urban agriculture programs) prior to
and during redevelopment. New residents will be actively engaged as they buy/rent and move into 
redevelopment.

In year 1 of  the new 3-year cycle, our strategy has been to engage community in helping to co-create the 
project. We hold a long-term goal of  supporting the community to run the market and possibly some 
programming, after the market moves to the Daniels' site across the street (now under construction). Our 
day-to-day intentions in 2014 have been: to understand what the community wants; to run a high-quality 
farmers' market; to support the community to grow the farm; and to see what we can sustainably achieve 
in and through this project. We've come a long way again this year, and The Backyard continues to inspire 
anyone who comes to visit it.

 

3. Project Goals
3.1. Goals, 2013–2014
Daniels, The Cutting Veg, and Garden Jane agreed on three goals for the Backyard at the beginning of  
2013. The goals were reviewed and condensed to the following two goals in a strategic meeting with 
community at the end of  2014:

3.2. Goals, 2014–2016
After the pilot year — in our pitch to proceed with the project in February 2014 — The Cutting Veg and 
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2.1. Backyard Vision and Mission

Vision: To grow interconnected, resilient communities rooted in healthy urban food systems.

Purpose: To enrich lives by offering local food and hands-on urban agriculture experiences
— eating, growing, and enjoying — to help build a thriving & healthy urban food hub and
community in Erin Mills and its surroundings.

• GROW by attracting members of  the community to the site while providing 
meaningful, educational, and fun urban agriculture experiences.

• CONTRIBUTE to growing the urban agriculture movement and narrative.



4. Achievements, 2013–2014
We began to meet the Backyard's goals in a number of  ways. This short list is by no means complete, but it
names some of  the key ways in which we began to meet both the original goals and those suggested for 
2014–2016:

• Designed and implemented a demonstration farm with community gardens, natural sand box, eco-
kitchen, storytelling circle, labyrinth, etc.

• Attracted ~9,000 people to the site
• Ran 36 Farmers' Market days, providing organic, chemical-free, and local vegetables and low-

spray fruit along with a variety of  other offerings, including meat, cheese, canned goods, prepared 
foods, flowers, etc.

• Circulated ~$72,560 into the local food economy to farmers, producers, and artisans
• Provided experiences of  exceptional quality and generated a following of  dedicated volunteers, 

customers, and vendors

• To “give back” to the community, we distributed $1500 market bucks in 2014 and $900 in 2013, 
funded by Daniels. We donated food we grew to volunteers and children & youth programs. We 
also grew and demonstrated how to grow food gardens and offered community food programming
and education.

• The 2014 budget was reduced by 50%, with a commitment from Daniels to continue with a similar 
level of  funding for a minimum of  3 years (2014–2016). The project evolved in 2014 with:

◦ An increased focus on community development. Three committees/teams were formed:

✔ Friends of  the Market
✔ Farm & Garden (growing gardens, mulching and other site care)
✔ Strategy Group (to strategize on how to sustain key elements of  the project over time)

◦ Results of  community development included:

✔ Healthy numbers engaging in meetings and work bees. Five to 10 people came out to 
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Our customer surveys gave us Net Promoter Scores of  60%+. This extraordinary number
indicates that 6+ out of  10 people who come to the Backyard will both talk about it
enthusiastically with others and come back. Net Promoter Scores are typically 10%–20%.

1. Transition a successful first-year farm and market project into a long-term urban 
agriculture success story.

2. Grow community capacity to run a Farmers' Market as a condo amenity (help support 
the existing market; support the market manager).

3. Grow community capacity for Urban Farming and Growing.

4. Provide connectivity to the Backyard Farm & Market's history, site, and lessons learned 
(market, design, program, growing strategies).

5. Develop a strategic thinking group on farmers' market and urban growing issues and 
innovations with the Backyard as a case study.



meetings in quieter moments, and up to 30 people came for the largest meetings. Energy 
and attendance was strong at season's end — a great sign!

✔ Farm gardens are thriving! 19 site work bees were held, led by community volunteers
✔ A total of  15 coordinated off-site volunteer activities took place in support of  promotion
✔ An active and emerging sense of  community informed strategic direction and roles
✔ Significant volunteer organization and commitment to growing the project together
✔ The community engagement allowed our team to focus on improvements, innovations, and

building community capacity.

◦ We consider these results to be excellent given the budget shift.

5. Farm & Market Statistics, 2013–2014
2013 2014

Budget available for paid workers 2 FTE 50% of  2013; 1.3 FTE*
Avg. no. of  vendors 8 7
Gross yearly sales (with Backyard Collective ~$4700) $42,416 $29,600
Avg. weekly vendor sales 279 252.35
Market bucks redeemed $900 $1,500
Winter Food Box offered Yes Yes
Sales centre leads after first market day‡ n/a 17
Attendance

Gross market attendance† 4957 3274

Gross Backyard attendance (including market & program)† 5300 3700

Avg. weekly attendance 277 193
Volunteers

Regular volunteers 14 35

Total hours volunteered ~1420 ~1440

*Full-time equivalent.
†Attendance counts number of  visits, not number of  people. For example, a person may visit 6 times.
‡Additional data was not collected in 2014.

6. Challenges
• Addressing project sustainability over time

◦ This is being addressed proactively by our Strategic Committee
◦ We are in the process of  setting aggressive 5-year targets and are meeting regularly to form 

action plans to try to meet them
◦ We have surveyed customers, volunteers, and vendors to learn what people want
◦ Lee Overton will stay on as Market Manager, reducing the need to spend time on hiring and 

training. This will be a huge help!
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• Rebuilding and significantly raising attendance levels

◦ Attendance dropped in 2014
◦ Surveys tell us that the vast majority (66%) of  people learned about the market through word 

of  mouth, passing by, and signage. We will focus our energies on increasing those promotion 
efforts, since they've proven effective.

• Finding suitable vendors
◦ We had a hard year. We had a later than ideal start as we negotiated whether to move forward 

with a significantly reduced budget. We then needed to hire and train Lee, our new market 
manager. Shortly thereafter, there was also the turnover of  a key vendor and much to process 
around the circumstances. These factors made stabilizing the market and finding new vendors a
big challenge, but we managed. We maintained 6–7 vendors all season, stabilizing at 7 vendors 
by the end of  the season. (In 2013, we had stabilized at ~7 vendors by season end as well).

◦ We will start our vendor search earlier in 2015
◦ Vendors will be more willing to stay as customers come
◦ Customer surveys tell us that people most want a diversity of  organic and local food. That will 

be our focus in 2015.

7. A Community Development Model: 
    Seeking Sustainability

In 2013, our team designed and grew the farm
and market and started engaging the
community. The project was well received.

In 2014, we focused on reorganizing the
Backyard into three teams and invited
community members to join us in helping to
evolve the project.  

The 3 teams focused, respectively, on the market,
the farm and garden, and the strategy.

7.1. Friends of  the Market Committee

• Work achieved in 2014:

✔ Group met monthly; focused on promo, vendors, volunteer development, and program 
delivery. Some job descriptions were created and others are coming — site coordination, 
operations, volunteer tracking, volunteer appreciation, outreach, etc.

✔ Safety training of  all volunteers
✔ The storytelling circle had 3–4 volunteers come together to organize storytelling. Labyrinth 

walks were offered. The eco-kitchen ran programs every 2 weeks or so.
✔ Group recommendation: more volunteer role definition, and 2 people to fill each role so

jobs aren't ever burdensome.
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7.2. Farm and Garden Group

• Work achieved in 2014:

✔ Gardening group formed and met 3 times to organize/design and 16 times to garden; saw a 
notable improvement in the soils and yields this year; mulching, weeding; weeded the labyrinth 
so it was walkable all season; mapped the site

✔ Farming activities are connected to harvesting for the eco-kitchen. Three to four volunteers 
have helped throughout the season to harvest, prepare, and share food.

✔ Two site coordinators led volunteer teams to tend the site this year with support from Garden 
Jane and The Cutting Veg

✔ Group recommendation: keep going with the current site design and community 
growing.
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V i s i o n  f o r  t h e  c o m m i t t e e *

This group will act similarly to a working “Board” and will be represented by the
various stakeholders of  The Backyard — core volunteers, vendors, TCV/GJ team
members,  market goers,  Daniels staff  members, and eventually members of  the
condo developments.  The group will  meet monthly to help plan, strategize,  and
delegate tasks for the growth of  the market and usage of  the Backyard site. The
Market Manager will be invited to each meeting to report any progress, updates,
issues, and feedback. *As of  February 2014.

L o n g - t e r m  g o a l s *
 Build group capacity to supervise and support Market Manager
 Develop recommendations and plans of  action to support the market
 Conduct hiring process and training for new managers as necessary
 Define  stakeholders:  condo  communities  (Daniels  rep  in  first  year),  Backyard  

Farm & Market  volunteer/user,  live  in  local  condo  community  (Rio?  Other?  
Eventually  Erin  Mills),  supporter  of  condo  community  (The  Cutting  
Veg/Garden Jane rep). Stakeholder Commitment required (1 year). 
*As of  February 2014; under review for 2015 and beyond)

V i s i o n  f o r  t h e  g r o u p *

Pursue a 3-year coaching model (drawing on what TCV and GJ are doing in condos);
regular meetings; open up gardening to community, asking for a commitment to the site
in  exchange  for  opportunity  to  grow,  resources,  and  garden  and  (or)  community
coaching as needed. *As of  February 2014.



7.3. Strategic Committee

• Work achieved in 2014:

✔ Met in Spring 2014 to learn about and discuss project transition from 2013 to new 3-year 
project model. Discussed ways that community could engage.

✔ Starting to work on 5-year goals and strategic objectives that we all understand and agree upon. 
Project sustainability and growing the market are the key goals. The group decided to get better
at tracking successes and failures (metrics) and has developed and implemented three surveys 
(of  customers, volunteers, and vendors). See Appendices for executive summaries of  the 
customer and volunteer surveys.
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V i s i o n  f o r  t h e  c o m m i t t e e *

Invite  key  stakeholders  to  meet  (Daniels,  market  manager,  volunteers,  vendors,  other
farmers' market and urban agriculture organizations/leaders); meets 2 times or more per
year; track and evaluate goals; evaluate and improve The Backyard model and strategies;
hear reports from Friends of  the Market Committee and Farm and Garden Group; learn
from issues, successes, opportunities, learnings from The Backyard, and other projects.

L o n g - t e r m  g o a l s *

 To determine the value(s) of  farmer's markets as an amenity for condo communities;
 To  examine  public/private  relationships  in  growing  markets  and  healthy  

communities;
 To consider how to grow farmer's markets (attendance, number of  markets) and  

urban farm projects, using the Backyard as a model (to start)
 To build community in the Region of  Peel with strategic  urban agriculture and  

farmer's market stakeholders
*Named in 2014; under review for 2015 and beyond.



8. Moving Forward: A 5-Year Plan? (DRAFT)

In October 2014, the Strategic Committee began to review the mission, vision, and goals as a group and to 
generate some draft 5-year goals. These are ambitious targets, not promises! We will continue meeting from
January through April 2015 and again in the fall to continue generating a strategic plan and to further 
determine which goals and objectives we understand and agree with. The draft goals as they stand are:

To attract 15,000 visits to The Backyard annually by 2019

• Rationale: We'd feel that the project is demonstrating an ability to engage community if  we saw 
triple the number of  visits, from ~5000 a year to 15,000 a year.

• Along with these numbers, we’d hope to see increased spending at the market, increased word of  
mouth about the market, and an increased benefit to individuals and the community.

To measure the quality of  the project

• Rationale: Knowing how many people value the project and in what ways can help us build on 
strengths and eliminate or fix areas of  weakness.

To secure $45,000 annually for the project by 2019

• Rationale: $90,000 a year would provide for a full-time and reasonably paid market manager, as 
well as funds for programming and volunteer coordination.

• Notes: This is a very ambitious financial goal and one we don’t necessarily “expect” to meet, 
though we want to aim high. This budget coincides with a vision of  a large and thriving market 
with community programs and significant community engagement.

Other goals named and to be discussed:

• To have both established and incubated market vendors by 2019
• To increase vendors
• To broaden market to include more than food
• To keep existing community experience among vendors
• To maintain/increase volunteer-community inclusiveness

9. Conclusions
There have been many wonderful achievements in the past 2 years, some anticipated and some that we 
didn't foresee 2 years ago when we started The Backyard. There's a sense of  where we need to go next and
what we need to do, and there's a team and a Backyard community that is ready and inspired to work. As 
Adam said so eloquently, “We've realized that we're building community before we build the community.”
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10. Appendices
Appendix A: Customer Survey (end of  season, 2014)

• 41 responses for a response rate of  between 5% and 10% (good for customer surveys); therefore 
data is a statistically significant sample size

• IP addresses of  most respondents are from Mississauga (along the QEW) and sporadically 
elsewhere in Mississauga and Toronto

• The vast majority of  people heard about the Backyard by passing by, signs at the site, and word of  
mouth (most of  the ‘other’ responses are word of  mouth also)

• Customers are mostly interested in ‘organic’ and ‘local’ aspects of  the market
• Incredible Net Promoter Score of  68%
• Feedback in Excel file overwhelmingly points to greater selection and variety of  vendors as the one

thing customers would like us to focus on

Appendix B: Volunteer Survey (end of  season, 2014)
• 22 of  ~56 volunteers responded, an almost 40% response rate!
• Overwhelmingly, volunteers heard of  the market from passing by or word of  mouth
• Volunteers most preferred manning a vendor tent or working on the site (gardening, weeding, 

other maintenance, etc.)
• Biggest risk is minimal preference for market setup and tear-down
• Vast majority of  respondents were very positive about staff/organizers
• Most favourable forms of  recognition are Market Bucks and workshop opportunities, closely 

followed by team event
• Vast majority had more favourable impression of  Daniels
• Phenomenal Net Promoter Scores of  over 60%
• Great written feedback (stories) on what people “liked most” and what could be improved

Appendix C: Testimonials
“My family and I have come to love the Backyard Farm & Garden and want to thank you, your team and 
the Daniels Corporation for making it a reality. We absolutely love having access to local products, and 
getting to know the people who produce them. Your market has changed how we shop and has brought us
as a family together in the shopping experience, and my children really enjoy volunteering and learning 
about local sustainability. We look forward to seeing the market open in the spring.”

Colin Campbell, Customer and Volunteer

What do you like best about the Backyard?

“I like how Daniels took a plot of  land that was not being used and turned it into a local gathering place, 
fostering a sense of  community by encouraging and supporting local farmers.”

“An option for local organic food in Mississauga with a community vibe and lots of  fun programs like the 
eco-kitchen.”
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“Community. We need that feeling in our insane lives.
Farmers. We strongly care about supporting local farmers. We would drive to the farm.
Convenience. Getting local grown conveniently so that I can manage that goal.
Connection. When we pick up at the Backyard Farm Market we learn a ton just by talking to everyone. Our
kitchen just keeps getting better and better. 
Our family appreciates all of  your efforts. You are now a regular part of  our lives and conversations.”

Deanna, customer

“Located close to my home and within walking distance and a great way for my family to find new 
ingredients and inspiration for new recipes that we might not think to try while shopping at the grocery 
store. Vendors have been great about suggesting new things or sending me home with bonus gifts I may 
never have purchased myself.”

“The experience. I can pick up local grown groceries at other places but this has become something we 
look forward. Through our trips to Backyard we are becoming more knowledgeable and we are trying new 
veggies too. It's the staff  really. The volunteers. They connect with you and leave you inspired. I love the 
whole atmosphere of  music and mazes and sunflowers growing out of  hay bales. Because of  the full 
experience I recommend it to young families all the time. And teachers as well. So proud we have this 
smack in the middle of  our community.”

“It softens the edges of  large-scale development and fosters community BEFORE people move in.”

Quotes from children and youth and youth leaders
“This is the best field trip I’ve ever been on by far!” 
“This was as good as….Minecraft, I swear” (5 or 6 other students loudly agree)

In response to the question, How do we get kids to eat more vegetables?

“Visit farms like this one every day!”.

“The visit at the Backyard farm and Market was a great opportunity for the youth to learn about urban 
farming, get closer to the nature, and meet new people in their community. The youth were pleased with 
the experience and noted that they would like to have another activity in the farm. Youth said: “This was a 
lot of  fun! It was both interesting and enjoyable! We learned about farms, organic foods, and our 
community.” Another youth said: “Although I had to get up really early in the morning, it was nice to see a 
large group of  my friends in the farm, and it was really fun working the land. I am happy we were able to 
help the farm and the market!””

- Dor Assia, Newcomers Youth Group Leader, YMCA

Volunteers say...

“It was serendipity that we found the Backyard Market. We were literally just 'passing by' and that lucky 
chance led to a summer full of  great new friendships, sustainable education, awesome organic food, and 
the chance for not only ourselves but for the next generation (our 15-year-old niece) to have a chance to 
get our hands dirty in the best way while volunteering some of  our time to our community! Can't wait to 
hang out in 'the Backyard' this Summer!”

-Kim & Serena Brown
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And thanks...
“Thank you for running the farm - I'm just so glad it exists.”
“Thanks and a load of  encouragement to all you guys. We talk a whole lot more about food and recipes 
and health in our family time now. You've stirred us up to a better life style. And we go out of  our way to 
purchase local grown whenever we can.”

Also see Appendix H for Social Media Testimonials.

Appendix D: Vendors and The Backyard Collective
In 2014, we had 7 vendors on average per week. This is similar to where we landed at the end of  2013.

Consistent Vendors (2014)

1. Enfleurage Organics - natural soaps, skin care products
2. Frall Foods - organic vegetables, pastured eggs, prepared foods
3. Organic Vibe - organic vegetables
4. Radiant Way Apiaries -organic honey, beeswax candles
5. Evergreen Acres Nursery -organic garlic (approximately 9 varieties) cut flowers, some organic vegetables 
6. Black River Juice -local, organic unfiltered juice
7. de Floured - started Sept. 6th (rotating vendor 2x month), bakery, gluten/nut free
8. Revolutionary Gardens - seasonal vendor for tomatoes (heirloom)

Vendor Feedback

Apart from two vendors, the rest were new vendors in 2014. Some of  them reported that they built a 
regular clientele during their first season, which they found inspiring. The vendor complement allowed the 
market to serve a more diverse customer base. We saw this with the addition of  world crops and gluten- 
and nut-free products. 

Vendors comment that they feel supported, love the atmosphere that has been created, and truly enjoy 
being at the market. We often hear how it is different than other markets in regards to the support they 
receive from the volunteers and market and farm staff. Vendors appreciate the ability to bring their 
children to work and having volunteers offer bathroom breaks and help with unloading and packing up 
their vehicles. They love being fed by the healthy eating/eco-kitchen. Vendors are often seen making 
friends with other vendors, which we've learned is not always the case at other markets. 

Additional vendor feedback is being sought through a vendor survey.

The Backyard Collective

The Backyard Collective consisted of  wholesaling and representing additional organic, local farmers, and 
producers.  Given that it was difficult to secure organic vendors, this initiative helped to offer more 
selection at the market. It also helped to increase the small businesses reached in the marketplace.

• 2013: started August 3
• 2014: started on June 14 (first market day)
• Additional products from 6 organic local farmers and producers were secured and represented
• Offered some additional small funds to the market budget
• Concept is now organized as a small-business opportunity to enable a community member to take 

it over
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Appendix E: Branding and Promotion Overview

• Logo, font, street and site signage, banner, and shed painted (2013)
• The Backyard website (2014)
• The Backyard Newsletter (2013 and 2014) ~500 recipients (individual and organizations)
• Backyard Social Media (2013-2014): Twitter: 290 followers, Facebook: 620 
• GJ and TCV Facebook (1400, 630) and Twitter pages (700, 1500)
• Postcards and fliers (2013 and 2014)
• Daniels e-blasts, ad (2013 and 2014), and press release (2014)
• Door-to-door volunteers (2014)
• Networking with community groups (2014)
• Market bucks (2013 and 2014)
• Online:

 Snap South Mississauga: www.snapsouthmississauga.com/index.php?
option=com_sngabout&view=sngabout&Itemid=8&lang=en

 City of  Mississauga community event listings: www7.mississauga.ca/CommunityEvents
 Mississauga Kids: mississaugakids.com/mississauga-events-calendar/
 Greenbelt Fresh: www.greenbeltfresh.ca/contact
 CBC Radio Fresh Air: announce event listings live from across the province

Appendix F: Groups and Organizations That We've Worked With So Far
• Ecosource
• City of  Mississauga
• Greenbelt Foundation
• Mississauga Health & Wellness Networking 

Group
• CARP
• Canadian Celiac Association
• Mississauga Food Bank
• Councillor Saito Ward 9
• Councillor Carlson Ward 11
• Erin Mills United Church
• Maple Hill Tree
• Peel School Board
• The Daniels Corporation staff
• Land Art Design

• Erin Mills community members
• Credit Valley Hospital Staff
• Schomberg Community Farm
• The Labyrinth Society 
• The Bread & Honey Festival
• The YMCA Newcomer’s Youth Leadership 

Development Program
• Laugh, Learn & Play After School Program
• Rick Hanson High School
• Credit Valley Public School
• Streetsville Farmers’ Market
• Square One Farmers’ Market
• Local businesses (gyms, yoga studios, 

chiropractors, naturopaths, physiotherapists, 
market customers businesses etc.)
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Appendix G: Fun Facts About The Backyard Site
• 800 bales of  straw used to build garden beds, site dividers and passive play space
• 15 + truckloads of  donated wood chips & tree stumps from Maple Hill Tree
• 160,000 pounds of  soil used to build garden beds

Appendix H: Social Media Testimonials
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Appendix I: Permaculture Principles and Site Map
Permaculture is the conscious design of  systems that mimic the diversity, stability, and resilience of  natural 
ecosystems. The systems designed using permaculture strive to be integrated and include food production, 
housing, appropriate technology, and community development. Through permaculture practices we work 
with, rather than against, nature.

The Backyard Farm & Market was designed using the permaculture principles below. We are in an ongoing 
design process to this day and often look to the principles when we are considering a new idea.
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