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The Backyard Farm & Market: Vision, Mission and Values

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

Mission  To enrich lives and foster social change through the creation of a
healthy urban food hub             

Values Health - Personal, Social, Environmental

Community - Fun, Engagement, Leadership

Quality - Food, Experience, Relationships, Diversity, Sustainability

Became a non profit organization last year. Vendors, volunteers, gardeners, and the 
community can become members with a right to vote.  All we need is your name and 
email address.



Overview - The Backyard Farm & Market, 2013-2017

● 16-18 outdoor farmers’ markets a year, community gardens and community 
engagement activities. Project is moving to Daniels’ Arc building across the 
street in 2019. Daniels funding will taper over 5 years. Local community 
funding model is in place and will cover ~50% of funding needs by 2023. 

● Successful community development has resulted in strong community 
leadership on the Board, in Gardens, as well as running the Market, Music 
and Healthy Food Eco Kitchen programs.

● Stats
○ 18,189 Cumulative Visitors
○ $202,182 into Local Food Economy 
○ 9 Vendors per market - new and existing businesses
○ 9211 Cumulative Volunteer Hours; 660 Volunteers Engaged

Average Vendors 2016=8  2015=9, 2014=7, 2013=8
Visitor # is similar number every year, relatively stable



Organizations such as the City of Mississauga Environment Division and local 
businesses that display at all the Mississauga Farmers’ Markets tell us that even 
though The Backyard Farm & Market is smaller they get a higher percentage of sign 
ups for information. When asked why? They said, “The community crosses the market 
floor, they talk to each other and hang around. “ “At other markets many customers 
come and got directly to their favorite vendors and get their products and leave.” 



Sources of Funding

Program Support-Daniels Erin Mills - Skyrise $1 per unit, per month 3,888

Program Support-Daniels Erin Mills -West tower 
condo

$1 per unit, per month
3,492

Daniels Funds - General 20,000

Daniels Marketing Support incl. Market Bucks 7,500

Garden Fees 625

Market Fees  3200

Other (Grants, interest income etc)  HRDSC Payroll Fund 9946

Total Funding 48,651

What It Costs To Run the BYF&M       Actual Results 2017 



Program Expenses - Market/Garden  

Market, Garden, Eco-kitchen Supplies
Music, Market Management, HRDSC student interns

$46,679

Admin Expenses

Overall Administration, Insurance, Website, Bank 
Service Fees $1,266

Total Market, Garden Admin & Office Expenses          $47,945

Excess Revenues over Expenses
              $706

What It Costs To Run the BYF&M       Actual Results 2017



Sources of Funding

Program Support-Daniels Erin Mills - Skyrise $1 per unit, per month $3,888

Program Support-Daniels Erin Mills -West tower 
condo

$1 per unit, per month
$3,492

Daniels Funds - General $20,000

Daniels Marketing Support incl. Market Bucks $7,500

Anticipated Garden Fees $625

Anticipated Market Fees  $3,675

Other (Grants and other funding) $6,000

Total Funding $45,180

What It Costs To Run the BYF&M       Budget 2018 



Program Expenses - Market/Garden

Market, Garden, Eco-kitchen Supplies
Music, Market Management

$44,114

Admin Expenses

Overall Administration, Insurance, website $1,066

Total Market, Garden Admin & Office Expenses
        

$45,180

What It Costs To Run the BYF&M       Budget 2018



New Location(s) 

This year the market was moved from the garden site onto the parking lot of the 
Daniels Presentation Centre to increase site visibility. It will remain in this 
location for 2018 as new customers were attracted because of this move. The 
market’s permanent home (2019) is where the cranes are in the second picture.



The Backyard Farmers’ Market 2017
● Vendors 

○ 2017 sales = $36,656

○ Total Vendor Sales are down this year by $2045. Average sales per 
market = $238. It is a challenge to source vendors, but existing vendors 
love the project and often stay or come back. 

● Visitors = 2293 (slightly lower number than last year, relatively stable)

○ Sales were up from 2016 by 24.4% per visitor this year.  

○ Many visitors are loyal customers. Local, organic and Non-GMO in that 
order, continue to be important to customers, new and existing.

*This number isn’t an ideal way to measure, as longer term, consistent vendors are reporting 
annual increases, while new vendors, poorly merchandised or run or ones that are 
inconsistent often struggle to get consistent sales.

Average spending per visitor $15.99. Average spend per visitor is $20 according to Greenbelt 
Farmers Market Network. 
Average visitors per market day 127
Total number of vendors attendances 154



Market Attendance vs Vendor Sales  (2013-2017 data) 

*In this summary of market attendance and vendor income year-to-date, in 2013 the first year, 
higher attendance with some of the highest attendance the market has experienced,  didn’t 
equate to higher vendor income. That trend continued until the end of 2014, where a closer 
correlation between customer spending and attendance begins. In 2015, overall vendor 
income has grown to its highest point which can also be a result of having a meat vendor. We 
start to see that lower attendance didn’t impact vendor sales. In 2016, vendor income stays 
strong then drops near the end of the season due to some vendor no-shows that occured one 
being a meat vendor. In 2017, customer numbers correspond more closely with Vendor sales 
and highlights that the customers that come to the market are spending. This chart coincides 
with what we hear from customers and see at the market, The Backyard has built a loyal 
shopper. 



Survey Respondents Are BYFM Promoters  

● 2014-17 Surveyed Customers, Volunteers & Vendors. Despite repeated efforts, 
there was a low survey response rate of 12 in 2017.

● Net Promoter Scores (NPS): 100% of the 12 people surveyed (2017) are highly 
likely to be “promoters”, i.e. to talk about the Backyard experience 
enthusiastically and to come back. However, data is statistically insignificant.

○ Customer survey (How likely are you to recommend the BYFM?) 2016 = 
61% of Customers Surveyed (28). 2015 = 73.3%, 2014 = 68%

○ Volunteer survey (How likely are you to recommend volunteering at the 
BYFM?) 2016 = 100% of Volunteers Surveyed (18) would recommend 
volunteering to family/friend/colleague

Net Promoter Score = (# who rank The Backyard experience 4/5 or 5/5) - (# who rank The 
Backyard experience 0-3 out of 5)/100.

Net Promoter Scores aren’t usually used in the community development / non-profit sector, but 
we’ve initiated doing them to see how we’re doing. 

2017 trended similarly as 2016, but the data wasn’t statistically significant



Guest vendor, chiropractor Dr. Tyler Kong, 
was wowed by his experience of the market 
as being so “genuine and family-like.” He has 
become a Backyard promoter. 

Customers, vendors and volunteers report 
appreciating Organic, Non-GMO food and 
opportunities to buy from occasional vendors.

The Community Outreach Tent was fully 
booked. 

Vendors & Community Outreach Tent



Online Farmers’ Market
Dawn and Geoff from The Little Garden Company started their own online 
Farmers’ Market this fall offering in season organic produce delivered right to 
Mississauga and Brampton customers doors.They’ve teamed up with other 
vendors from the market to offer TK Preserves, Captain Jamie’s Skincare 
and Firebat Coffee. 



Farm & Market: Community Development and Leadership

● The volunteer team became smaller and stronger. Core volunteers took on 
more leadership: on the board, in gardens, as well as running the market, the 
music and Healthy Food Eco Kitchen programs.

● 2282 Volunteer Hours were given in 2017, significantly up from 1522 in 2016 
and 1065 in 2015 as the community gears up to take over the project. People 
are taking on more complex roles and staying multiple years.

● 35 Volunteers Engaged, 17 volunteers contributing 40+ hrs. Of the 17, 8 
contributed 80+ hrs. (2016: 100 volunteers engaged, 10 contributing 40+ hrs).

● Paid project leaders continued to mentor several volunteers and vendors in 
their micro-enterprises and small businesses 



The Healthy Eating Eco Kitchen 

This program has become very 
well received amongst 
customers, volunteers and 
vendors.  
 
Volunteers significantly grew in 
capacity this year as they ran 
the Kitchen alone on days our 
lead kitchen volunteer was 
unavailable. 

There were lineups at the 
kitchen as people waited to try a 
healthy and delicious snack.



We had great leadership and 
collaboration by Holly, Shirley and 
Carol in the gardens.  

Customers continue to be inspired 
by the gardens and food growing. 
Volunteers and vendors  
passionately give garden tours 
selflessly. 

A highlight was the garlic harvest. 
Many volunteers and community 
members came out to harvest and 
revamp the community garlic bed. 

Community Leadership: Gardens



● First AGM in May 2017 with 25 members. Constitution written and ratified.

● City of Mississauga Affiliate status was granted resulting in substantial liability 
insurance savings.  Access to Community Centre E-Reader Boards and 
Mobile Signs was made available with this relationship and used during the 
season.

● Financial and HR policies and systems established and documented.

● Applied for 6 HRDSC summer positions. Received funding for 3 students, 30 
hours / week for 9 weeks. This experience informed an evolving strategy to 
not rely on volunteers for time sensitive and repetitive tasks. We will pay for 
these as much as we can.

● Grant written to seek funding for 2018. Strategic Plan drafted. 

Community Leadership: Board of Directors 

UPDATED BY BG 20171215
HR policies are basically established but need additional refinement moving forward.



Community Development and External Relations

● Held first mini-market at the Daniel’s building lobbies in May to introduce 
residents to the project prior to market start in June

● MP Gagan Sikand visited the market and toured the gardens on July 15 to 
congratulate us on our success with the  HRDSC student initiative

● The City of Mississauga Affiliate staff met and began working with BYF&M 
Staff  and Board to learn about and begin using additional services

● Volunteer/Vendor Appreciation event was held in Oct at Whole Village, 
Caledon. ~22 people attended to celebrate and tour the 200 acre farm.

● Honoured as runner up at Heritage Mississauga Awards

UPDATED BY BG 20171215

MP Gagan Sikand visited and was very impressed with the use of the lands. He grew up in a 
house backing onto the lot and never knew about the BYFM

City is very interested in our garden programs, especially eco sustainability. Also suggested 
exploring having a market at the new Streetsville town space.



Whole Village with volunteers



                                      

I keep trying to leave as I live in Toronto, 
but I haven’t yet because of the amazing 
space, people and leadership.

We are vendors at another Mississauga 
market too but The Backyard is different. 
It’s a special place, with all kinds of growth 
and care.

Volunteers & Vendors Say...



Customer Feedback

A market focused on organic, quality food here is a blessing!

I LOVE Farmers’ Markets. Went to this market this morning feeling 
exhausted and drained... Thanks to Gabi Starr I was shown just what 
an amazing community this market has created. 

I was offered water to hydrate, fed a fresh and delicious salad with locally 
grown produce (literally grown a few feet away) and a massage. I left with 
fresh baked bread, and strawberries to name a few. Can the world be 
more like this all the time?

I can’t believe this is in Mississauga!



● More outreach is planned to connect further with Skyrise and West Tower 
project condo boards, property management teams, and residents

● Continue exploring options for the gardens and gardeners. Initial discussions 
have been about opportunities around the new market space. A Garden move 
committee will be formed to explore other options and possible collaborations 
with community partners ie. Many Feathers and Ecosource.

● City Councillor and City of Mississauga Affiliate relationships continue 

● Discussions with Many Feathers Market have begun to explore ways to 
potentially collaborate around common values, challenges and goals

● Work will begin on planning the move.

Community Development: Moving Forwards

Many Feathers sees similar challenges in market visitorship, their organization struggles with 
political legitimacy. Cross promotion could work well. Beyond the easiest moves, we discussed the 
value of holding a joint meeting a couple of times a year to look into ways to align over time and do 
collaborative work. 



Strategic Plan - Revised and Updated 

Focus Breakthrough Objectives Tactics Over Time

2014-17 
Grow

Fund 

Community Led

15,000 visits annually by 2019

Secure $45,000 funding annually by 2019 (from 
sources other than Daniels).

Be predominantly community led by 2017

2017: Refocused on growing loyalty and spending 
of existing customer base

2017: New understanding of systems, volunteer / 
paid work efficiencies. New cash target: $25,000 / 
yr (from sources other than condos / Daniels). 

2017: Achieved

2018-21
Sustain

Move 

Grow

Stabilize and enhance sustainability of the project.

Design and implement a community-led transition in 
2019. To preserve, conserve, and build community 
energy and engagement as we move.

To grow the economy and the impact of the project.

2018: Sustain project integrity and diversify 
funding sources; Prepare to move to permanent 
home in 2019 

2019: Move and stabilize. Continue sustainability 
work. 

2020: Grow the market and programs

2014-2017 Breakthrough Objectives have evolved. 

1. GROW: To attract 15,000 visits to The Backyard annually by 2019. 

We revised this objective over time, as we realized The Backyard would never be a 
destination market. We recognized that we were very much an incubator market, 
helping vendors come to market and guiding them. Vendors choose to stay for various 
reasons: they have built up a clientele and their revenue is productive, the culture of 
the market is important to them, or they don’t want to travel to markets too far from 
where they live. Other vendors will learn, grow, and leave to attend bigger markets. As 
a result of observing this pattern, a more relevant goal emerged, namely to grow the 
economy of the market so vendors would stay. We aimed to increase the dollars spent 
by visitors, and this did help vendors to stay. We also worked hard to make sure there 
was enough variety at the market to keep customers coming back. These efforts 
included allowing farmers to add up to 30% of product from like-minded farms so they 
can offer more selection, as well as allowing producers to sell additional artisanal 
products apart from what they have made. We have more work to do in this area, 
especially with a move to a permanent home at the base of the newly built condo 
across the street from our current location. For 2018, we aim to SUSTAIN, and in 
2019 we’ll MOVE.

2. FUND: To secure $45,000 funding annually for the project by 2019 (from sources 
other than Daniels).



In 2014, we estimated the value of the project at $90,000 (if all time worked was paid), 
although our metrics have come in at over $100,000 each year since. We currently 
estimate that the baseline of the project requires about $50,000 in cash and up to 
$20,000–$30,000 of in-kind volunteer time. We’ve secured ~50% of the $50,000 in 
cash annually in the setup of our model, wherein each Daniels condo being built is 
paying $1 per unit per month to the market. In return for their investment in the market, 
condo investors and residents have a farmers’ market that raises the resale value of 
their units and invests in healthy local food and programs at the base of their building 
each Saturday for 4 months a year. We have more work to do to build a project that is 
sustainable over the long run, but we have done solid work so far. Moving forward, our 
goal is to SUSTAIN and GROW.

1. COMMUNITY LED: To be predominantly community led by 2017.

The community has taken over most aspects over the project (established in 2013). 
The Backyard Farm & Market became a not-for-profit corporation in June 2016. Board 
development continues, as does the transition of the founders leaving, but this 
Breakthrough Objective is mostly achieved. To ensure the project remains community 
led, our goal is to continue engaging the condo community to learn about their needs, 
which will help direct the mix of vendors at the farmers’ market.

See our 2018-2021 Strategic Plan for further detail on where we go from here.



The Backyard Farm & Market’s fifth year ended with a sense of optimism about 
the ability of the project to fulfill its mission. The market is maturing well and the 
Market Management team is set to increase customer spending and loyalty. 
Financial and HR systems, a constitution and a revised strategic plan are in 
place. The project community is deeply engaged, and has a renewed sense of 
how to fulfill its mission and how to Sustain, Move and Grow. 

2017 Achievements





Thanks everyone!!!


