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Overview 
 

     

Visitors to the North Mountain Market in 2015 spent an estimated $24,000 over a 19-week period from 

June 6th to October 10th. 

On average, revenues were $1,200 a week. The highest weekly revenue was $2,268 (week 3 on June 

20th) and the lowest was $589 (week 18, Oct 3rd). 

A summary of weekly revenue estimates is shown in the chart below: 
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In 2016, vendors would like to set a goal of doubling the number of buyers and revenues. 

In 2015, seven vendors paid $295 for the entire season. Eighteen vendors paid for their table on a 

monthly or casual basis. Therefore, a total of 25 vendors generated $4,210 in revenue for the North 

Mountain United Tapestry Cultural and Heritage Society. This is the largest single source of revenue for 

the Society. 

A comparison to the inaugural year of 2014 is difficult to make because complete records are not 

available. However, estimated revenues for three weeks in 2015 were higher than the highest recorded 

in 2014. 

 

 

 

 

 

 

 

 

 

 



The following table summarizes attendance by 25 vendors during the 2015 season. The fewest number 

of vendors was 10 (on week 4, June 27) and the largest number of vendors was 15 (on weeks 5, 8, 11 

and 17). 

 

 Weeks Attended 

Vendor Name  1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 

Primary Producers (5) 

Hawthorn Hill Farm                    

Tandem Organic 

Farm 

                   

Red Maple Farm                    

Geser Farm                    

Sunny Slope Farm                    

Secondary Producers (6) 

United Tapestry                    

The Whiteway Family                    

Beautiful Wild                    

The Bread Basket                    

Ken’s Fresh Fish                    

Big Mosa Samosas                    

Artisans (14) 

Mineralogist, Tom 

Metcalf 

                   

Celtic Goddess                    

Shooterbug                    

Shireen’s Artisan 

Soaps 

                   

Odonada Studios                    

Storm’s Stuff                    

Alannaporium                    



Travis                    

Deb Burke                    

Tigerlilly Creations                    

Arnold Rooseboom                    

Cathy Van der Woerd                    

Frayed Memories                    

Chase Brown                    

Total number of 

vendors per week 

11 11 14 10 15 12 12 15 11 11 15 12 12 13 12 12 15 14 13 

 

Note: full-time vendors who have seniority enjoy the privilege of choosing prime table locations. 

One of the goals for the 2015 season was to improve the branding and promotion of the Market. To this 

end, a logo competition was held in the spring that attracted 15 entries and a panel of distinguished 

judges (Lois Bearden, Donna Vernest and Nistal van der Boer) chose a mermaid theme by Richard 

Nickerson. 

The new logo was subsequently used in bi-weekly print advertisements in The Grapevine, on the 

Market’s Facebook and Twitter pages and on event posters that were pinned up on community bulletin 

boards throughout Berwick, Kentville and Wolfville. 

A major failing of management in 2015 was the inability to print and post new signs at highway 

intersections at Highway 101 in Berwick and at the intersection of Hwys 360 and 221. 

Much work remains to be done to raise the awareness among people who live in the Valley, and those 

who vacation on the shore, of the existence of the North Mountain Market. This report provides many 

suggestions, generated by vendors for how this can be accomplished. We hope that the Board will agree 

that these ideas are worth pursing and will approve the proposed budget. 

Vendors believe that these ideas, successfully implemented with the volunteer help of vendors could 

result in double the number of customers visiting the Market in 2016. This, in turn could lead to fewer 

vendors leaving the Market, encourage those who have left to come back, and to motivate more new 

vendors to join the Market in 2016. 

 

 

 

 

 



What Vendors Liked About the 2015 Market 
 

Compared with other markets in Nova Scotia, the North Mountain Market is judged to be much better. 

It has a great location with beautiful scenery, a good mix of vendors and is not overly crowded. It seems 

that the local people of Harbourville support the Market much better than the local people in Kentville, 

for example. 

 

The casual pace of the Market allows vendors to take the time to talk with people and to make 

community connections. Some buyers tend not to spend very much money each week, but they come 

back every week and provide steady income for vendors. 

There was a good mix of regular vendors and new vendors throughout the season. This created interest 

among regular customers. 

Everyone at the Market is very helpful and supportive toward each other; there is a good atmosphere at 

the Market; there is not a highly competitive, ‘cut throat’ attitude. Products are of a high quality and 

there is a good range of prices for all buyers and budgets. The addition of a face painter generated 

much-needed interest in the Market for kids. 

It seemed that local families came out every Saturday and tended to linger in order to socialize, 

contributing to a sense of community. Seeing photos posted on Facebook on the day of the Market may 

have helped to bring people out. 

We were very fortunate to have excellent weather on the majority of Market days. 

Buyer turnout on the last market day of the season (Oct 10) was an ideal number of buyers to have 

every week. 



Live music and special events are excellent ways to draw people to the market. 

Some vendors reported doing well financially and thought the market is a good learning experience for 

the younger generation. However, two long-time vendors decided to drop out towards the end of the 

season because they were not making enough sales to justify attending. Some vendors are very close to 

dropping out if attendance and sales don’t increase in 2016. 

An excellent job was done by the United Tapestry in the spring to improve the appearance of the front 

of the church. The composting toilet was a very positive development for the Market. It looks good and 

functions well and the two gravel pads for vendors on either side of the main entrance were excellent 

and well used. 

   

 

Also, the addition this year of a vendor’s booth down the pathway to the back of the church was seen to 

be a very positive development. Perhaps more could be done to create more flat spaces for more 

vendors to set up in this area in 2016. 

One vendor, a furniture maker, had higher-priced items for sale, but was very pleased with the business 

he did in the three weeks he was at the Market. 

Safety inside the church was improved by raising the chandelier. Thank you. 



What Could be Done Better in 2016? 
 

Suggestions for how the Market can be improved in 2016 are organized below under four headings. 

 

Dates and Hours of Operation 

In 2016, the first Market day of the season should be June 4 and the Market should run for 20 weeks 

until October 15, 2016. 

Vendors are generally happy with the operating hours (9:00 am to 1:00 pm) and are happy with the 

number of operating weeks (20 weeks from June to October). 

Several vendors are interested in staying open longer in the afternoon on Saturdays to attract tourist 

traffic passing through Harbourville. Also, people who do shift work through the week often sleep in on 

Saturday mornings. So extending Market hours to the afternoon and evening would give these people 

an opportunity to come to the Market. 

Some vendors are willing to experiment with remaining open until later in the day on Saturdays in order 

to sell to tourists who tend to come to Harbourville around suppertime and to watch the sun set. Some 

people who are aware that the Market is in Harbourville, think that it is at the Community Center and 

when they see it’s not there, they may think that they’ve missed it. Therefore signage should be 

positioned to clearly indicate that the Market is at the church on the other hill. 

Marketing and Promotion 

Efforts are urgently needed to create a more consistent attendance week-to-week. 

The Market could be better advertised in Berwick, Alyesford and Kingston/Greenwood and points west. 

The variety of products available at the market should be emphasized in all marketing materials. 

 Each vendor could create a ‘vendor profile’ in a standard format for use in marketing efforts. These 

profiles would tell the vendor’s story, list their products, provide photos, contact information, etc. 

The Market should encourage more new vendors who sell a variety of things such as frozen meats, eggs, 

mushrooms and cheeses (maybe even wine eventually). 

The Board could provide vendors with clear direction on the rules associated with including mention of 

the ‘North Mountain United Tapestry Cultural and Heritage Society’ in marketing materials. That is to 

say, what can and cannot be done in order to maintain ‘church’ status. 

A big, bright and colourful permanent sign needs to be erected in front of the church and notification at 

the Harbourville Community Center pointing people to the location of the Market. 

Signage along Hwy 221 needs to be improved. 



A banner, perhaps raised weekly on a pulley system, across the road in Harbourville would clearly 

indicate where the Market is located. 

Some targeted, sustained marketing could be done to attract more of the wealthy buyers who are 

interested in purchasing the work of artisans as opposed to food products. 

The Market could host more live music. This attracts people and could be a draw for younger folks. 

 

    

 

An effort could be made to make cottagers in the area more aware that the Market exists. 

Advertising and marketing materials should include photos of what is available at the market. 

Non-paid advertising could be utilized more in 2016 (The Aurora, Harvester, Valley Now, etc.). 

Inserts in flyer packs should be investigated and ‘direct mail’ to mailboxes in a designated area could be 

used to send flyers to homes in the area. 

The Market could print and distribute ‘rack cards’, business cards, post cards, tri-fold brochures, etc. to 

local tourist bureaus, campgrounds, craft shops, galleries, bed & breakfast establishments, etc. 

The Market is presently listed on the ‘Farmers Markets of Nova Scotia’ and the ‘Select Nova Scotia’ 

websites, but should also be on the ‘Taste Nova Scotia’ website as well. 

The Market is listed in the 2015 ‘Doers and Dreamers Travel Guide’ (on page 148). This should be 

supplemented with a listing under ‘Art and Artisans’. 

The word ‘Harbourville’ needs to be repeated under the logo to emphasize the location of the Market. 

Physical Facilities and Customer Services 

Vendors are very interested in exploring ways to give buyers access to their bank accounts either 

through an ATM or by making credit card payments over the Internet via wi-fi. 

More flat areas for vendors to set up outside the church would be beneficial. Tapestry could consider 

providing the canopies (which cost $100 each) to encourage vendors to set up outdoors. 



The idea of the ‘Building Committee’ to create two doorways on either side of the stage inside the 

church, leading outside to a veranda and steps down to the back of the church would be an excellent 

next step in realizing the potential of taking advantage of the fantastic view of the Bay of Fundy. This is 

seen as a significant advantage that the North Mountain Market has over other markets in the Valley. It 

could make the Market a true ‘destination’ for buyers. 

Consideration should be given to constructing a stone/brick/clay pizza oven outside the church. This 

could be used to provide more substantial meals for families wishing to stay longer in the afternoon. 

The Market could work more closely with the organizers of the ‘High Tide Festival’ and ‘Shoreline Sale’ in 

order to make both the Festival and the Market a better draw for attendees and to share parking and 

shuttling services. 

Seeking a solution to the challenge of parking should continue until a viable solution is found. The main 

issue appears to be legal liability of damage to vehicles. 

Congestion inside the church could be alleviated by removing more of the pews and opening up the 

floor plan for additional tables. 

Bottled water should be sold at the Market. 

Fee Structure 

To encourage more vendors to pay the annual vendor’s fee before the opening day on June 4, 2016, 

consideration could be given to reducing vendor fees for those who commit to attending every week. At 

$13 per week, for example, the annual fee for these vendors would be $260 (compared with $15 per 

week for a total of $300). Monthly fees could remain at $18 per week and casual fees could remain at 

$20 per week. 

There could be between 8 and 10 full-time vendors in 2016. At $260 each, this would generate revenue 

of $2,080 to $2,600 at the beginning of the season (in early June). 

Other vendor fees would be paid throughout the season at a rate of about 6 to 10 vendors per week, 

generating revenue of $120 to $200 per week. Over 20 weeks, revenues from such casual vendors could 

be $2,400 to $4,000 for the season. 

Therefore total revenues from vendor’s fees could be anywhere from $4,480 to $6,600. 

The Market Manager could be given authority to help struggling vendors out financially, such as reduced 

rates for rare and highly desired products (such as fresh eggs and fish, for example). 

Consideration should be given to asking large corporations such as the major banks to sponsor the 

Market in return for logo placements. 

To improve open and transparent communication, the Board could make their financial statements 

available to vendors on a more regular basis. Maybe every 2-3 weeks. 

 

 



Proposed Budget for 2016 
 

Revenues 

Vendor Fees         $4,500 

 Corporate Sponsorship        $2,000 

           ----------- 

 Total Revenues         $6,500 

 

Expenses 

 

Membership in Farmer’s Markets of Nova Scotia     $250 

Insurance         $900 

Canopies for outside vendors       $500 

Outdoor pizza oven        $300 

Promotion and Marketing 

  Signage 

   Permanent sign at church     $200 

   Temporary highway signs (8)     $500 

   Banner across road      $100 

  Printed Information 

   Rack cards (1,000)      $160 

   Business postcards (1,000)     $150 

   Tri-fold pamphlets (500)     $300 

   Posters for community bulletin boards    $200 

   Information sheets for flyer packs and targeted mailing  $200 

  Advertising 

   Direct mail        $120 

Inserts in flyer packs      $100 



The Aurora, The Harvester, Valley Now, Register, Advertiser FREE 

   The Grapevine       $500 

   Annapolis Valley Radio (AVR)     $100 

   Facebook, Twitter, Select Nova Scotia, Taste Nova Scotia, etc. FREE 

           ---------- 

Total Expenses         $4,580 

           ---------- 

Net Income          $1,920 

           ----------- 

 

 

 

Conclusions 
Although two full-time vendors bowed out in 2015 due to lack of sales, vendors remain committed to 

working together to make the North Mountain Market a success. 

The ideas put forward in this report are intended to help double the number of buyers coming to the 

Market in 2016. This could potentially double revenues for vendors. 

It is hoped that the improvements suggested here will attract new vendors who sell a variety of 

products and will encourage vendors who have left the Market to return. 

We are very hopeful of growth and success in 2016. 

 

Respectfully submitted, 

 

 

 

Patrick Whiteway 

Market Manager 

December 4, 2015 


