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The Process 
 
 The process for the development of the 2011 strategic planning 
session began in the summer of 2010. Initially a survey of the board of 
directors was undertaken. The survey sought to quantify and clarify the 
issues the board felt were of importance to the market as well as identify the 
current reality and potential directions for the market in relation to size, 
sector representation, location and infrastructure development. 
 
 The results of this survey informed the content and questions to be 
asked of the Whistler Farmers Market membership. This survey was sent out 
to board members for review and input. This survey was launched 
September 3, 2010 and was completed by 40 members of the association. 
This number represents approximately 67% of the average number of market 
vendors of 65. The results of the survey are considered highly relevant as 
they are comprised of the feedback from the market’s core vendors. The 
results of this membership survey were once again distributed to board 
members for comment and information so that the board members may be 
properly prepared to participate in the strategic planning session. 

 
Maureen ( Mo ) Douglas of Mobilize Strategies was selected to 

facilitate the session. Mo had recently completed her term as the manager of 
communications and community relation for VANOC and the 2010 games. 
Her previous experience with what was then the Whistler Resort Association 
as the programmer for village animation as well as familiarity with the 
origins of the Whistler Farmers Market made her an ideal candidate for the 
role. Mo’s familiarity with the personalities of Whistler, Pemberton and the 
entire Sea to Sky Corridor lend credence to her role as well.  

 
Mo’s review of the results of the membership survey formed the basis 

for the development of the planning session. She and the market manager 
collaborated over the course of the next 2 months to produce the agenda and 
content of the session. 

 
 The Participants 
 

 Rick Clare, Jordan Sturdy, Tess Klein, Roy Hardy, Linda Davis, Lisa 
Sargent, Patrick Demers, Carmen Craig- Martin, Nathan Hawkins and Rob 



Cox represented the board of directors at the session. Chris Quinlan, market 
manager, participated and assisted Mo in facilitation.  

 
Special Guests 
 
Jeremy Roche, manager of business development for Whistler 

Balckcomb and Bob Andrea of the RMOW attended a portion of the session.  
 
Jeremy was able to provide significant insight into the position of 

Whistler Blackcomb in relation to future market growth, placement within 
the upper village footprint and potential support to the market. Opportunities 
identified included promotional support through WB’s email and Facebook 
communications, WB sign shop support, garbage and compost management, 
base 1 parking and board meeting space. The relationship between WB and 
the WFM is very strong and they are looking to continue to grow it. We 
have developed criteria that will allow for some prepared food vendors. The 
operators of the Adventure Zone are keen to work with the market on 
maximizing opportunities in regards to allowing for the market to expand its 
footprint. This will allow for a designated eating/rest/ performance area, a 
bike check, and replacement of stalls we have lost with the opening of 
Milestones.  

 
Bob brought the board up to date on the status of the RMOW animation 

program and the potential opportunity for the market to leverage it’s 
entertainment budget to create a more robust and diversified animation 
program. Promotional support is available through Village Host, in village 
animation schedule boards, Fitz Connector animation, SLCC Totem Tour, 
RMOW walking audio tour and internal resort signage. WFM has requested 
RMOW support for highway signage as provided by the provincial 
government. Suggestions for animation included local dance group 
performances, educational cooking demos, and fair style “pie eating 
contests”. The RMOW looks at the market as “the” thing that defines 
Sundays in Whistler. We need to develop family programming that will keep 
people in the area longer and the RMOW will assist and enable as much as 
possible.  

 
 
 
 
 



 
Key Findings 

 
Defining our Client Groups 
 
 It was agreed that our clients include our vendors, tourists, retail 
neighbors, and the community of Whistler. Each group is a critical 
component of the fabric that makes the market the success it is today and 
neither can exist with out the other. 
 
 
Board Work 
 
 The board of directors has gained a better understanding of 
governance and the role directors play in the association. There is some 
policy work that must be completed before the next season. This includes the 
vendor rules and responsibilities, sales reporting policy and adoption of the 
criteria for prepared food vendors. These are scheduled for the Feb 18 board 
meeting.  
 
 The role of directors in succession planning was identified. The 
involvement of non vendor members was discussed as well as opportunities 
to develop a volunteer base. The board work itself is volunteer and as such 
incentives were discussed as a means to generate new board members. In 
consideration of the partnerships we have with both the Chateau Whistler 
and WB, it was suggested that they be engaged at the board level whether as 
a member or on a quarterly/as required basis. Other work includes 
committee work, market research, AGM date, philanthropic work and 
member engagement.  
 
 
Work for Chris 
  
 The work of the market manager sheet grew over the course of the 
session. Items already underway include website development, Vancouver 
Coastal Health Policy compliance and communication with vendors. While 
vendor communication is ongoing, specific attention will be given to this as 
we develop our new footprint and deal with lost / gained stall spaces and 



market animation. The official request for support for a highway sign will be 
made and followed through with. An FAQ sheet will be developed to 
communicate to our customers both in market and through our media 
channels. The focus of this communication will be to educate our guests on 
the value and benefits of our locally sourced products and process of 
producing them. A pro forma for a shopper’s concierge will be developed as 
well as a bike check, possibly in conjunction with WORCA. Attention will 
be given to developing and growing the relationships with our neighbor 
businesses, assessing infrastructure requirements and resources on the stroll 
and developing a waste management plan with WB support. 
 
 
 
2011 Objectives 
 

Site Redesign 
 
The challenge of the loss of stall positions in front of the Milestones 

patio has been coupled with the opportunity of adding prepared food vendors 
and increasing the footprint of the market to include the area in front of the 
Daylodge and Merlin’s. The site redesign will be done in consultation with 
the operators of the Adventure Zone and Whistler Blackcomb. The optimal 
result will be a space with a continual linear stroll past vendor stalls and a 
designated rest / eating / performance area. It must breath easily with a 
strong pulse of guests and animation. Both the vibrancy and intimacy of a 
jam packed market must be maintained. Aside from prepared foods, the 
product mix of the market is determined to be successful at this time. Any 
growth in the market will consider this mix and sector representation. The 
redesign work will be completed by the end of March. 

 
Mid Week Market 
 
It was decided that the opportunity for a mid week market will be 

fully developed for this year. Consultation with WB, the RMOW, The 
Chateau Whistler and Upper Village Merchants will be complete by Feb 15. 
A preliminary pro forma and budget implications will be available for the 
budget planning process. The concept discussed is as follows. The market 
will be a “mini market” held on Wednesday evenings from 4 to 8 pm. The 
mix will include up to 10 farm vendors, 2 to 5 food product vendors and up 



to 5 craft vendors. Applications for this market will be done independently 
of the Sunday market. They will give preference to existing members. A fee 
for farm vendors to attend this market may apply. Animation concepts will 
also be considered. 

 
Marketing and Promotional Strategy 
 
Marketing venture will be focus on growing our audience. We will 

continue the print media campaign in Pique. The efforts in social media will 
be increased. Training for board and possibly all members will be arranged. 
Creating traffic through post volumes will be a key component of the social 
media strategy. Individual vendors will be encouraged to tell their story and 
promote their attendance whenever possible.   

WB support through their IT department will be investigated. WB will 
be promoting the market through their Facebook and email communications. 
Earned media will be sought on television and radio channels. The story of 
the market will be developed and told to as many audiences as possible. This 
is inline with our FAQ product / value initiative. The story of 100 km fresh 
food locally produced artisan goods will be told. Print media will feature this 
message as well. The addition of the Wednesday evening market will add to 
the fresh local product to locals story. 

New vehicles for drawing customers from the village will be 
investigated. Saturday evening cooking or working artist demonstrations 
could create awareness of the Sunday market. There may be partnership 
opportunities with RMOW animation on these. (A mascot was suggested, 
however, having the market manager walking around in cut off overalls or 
dressed as a cornucopia horn was too scary a proposition.) A farm wagon or 
pedicabs were suggested as means of drawing traffic from the main village 
and outlying hotels. 

 
Diversify Animation 

 
 “More Animation, More Visuals” was the theme of this discussion. 
  

The discussion with Bob Andrea provided some options and 
generated concepts to consider for animation in the market. There will be a 
significant investment in Festivals Events and Animation if the RMI funding 
from the province is confirmed in April. Given that the RMOW now views 
the market as “the piece” of animation in the village on Sundays, there is an 



opportunity for leveraging our existing animation and/ or the provision of a 
set performance of a larger scale than we, the market, could afford being 
provided through the FE&A program. WB is investing heavily in driving 
their summer business and the Blackcomb base plays a significant role in 
this strategy. We will lobby as much as possible with WB to drive FE&A 
productions to the market area on Sundays.  

 
Animation is the key to keeping people, their purchasing power and 

their energy in the market zone. We will work with local performance 
groups to offer diversified entertainment. Groups such as Soul Funktion and 
Moving Mountains music for kids will bring in local clientele to view their 
performances if we program them. A comprehensive list of these groups 
identifying their genre, scheduling criteria and contact information will be 
compiled. Walk through street performer style animation has been requested 
from the RMOW as part of their village animation program. Talks with the 
Whistler arts council are underway to have them program a booth promoting 
their programs. These may be given in exchange for cross promotion and 
some meeting room time. 

 
A cooking demonstration utilizing market product can provide 

animation as well as drive awareness of vendor products and value. A call 
for proposals from restaurants will be put out to solicit interest and 
commitment. The Waldorf School style, cooking contest brings great value 
to the market and generate community good will for the charity they support. 
A monthly contest of this nature could be programmed. A call for 
community organizations to organize and produce a contest will be put out. 
Pie, hot dog or kettlecorn eating contests with prizes from vendors are low 
cost promotions.  

 
Flags and banners create a festive atmosphere and will be encouraged 

with vendors.  
 
Wayfinding 
 
The RMOW will be formally asked to support the WFM application 

to the province for a highway sign as offered by their famers market 
incentive program. The RMOW may also provide a listing for the market in 
their animation schedule boards in the village. In the event that there are 
scheduled performances at the Blackcomb base on Sundays, the directions 



will indicate the location as the Whistler Farmers Market at the base of 
Blackcomb. The Fitzsimmons Connector and other primary connectors can 
be animated with market specific iconic signage. The cornucopia horn was 
suggested. The loop that the SLCC totem tour will follow could include the 
market. This will be suggested to the SLCC. 

 
2012 / 2013 Objectives 
 
A winter market is an option to review for 2012. Over the period of 
2012 and 2013, there will be research and review of the effects of 
growth on vendor participation, revenues and diversity.  In 2013 the 
start and end date of the market will be assessed and reviewed. 
 

Future Work 
 

Mission Statement 
 

A mission statement will be developed at some point in the 
future, possibly as a part of the check in process for the 2012 season. 

 
Blue Sky for 20 Years from Today 
 
 There is a desire to see a permanent home for the market. This 
would be a permanent structure with infrastructure to support year 
round operation of the market when in season or an artisan workspace 
during the offseason. The market is seeking weather protection. Does 
this require a move? Building a cover over the existing site between 
the Chateau and the Glacier Lodge would make a move unnecessary. 
A permanent structure could include an on site green house.  
 
 The role of the WFM in the community should be defined. The 
market acts as a business incubator. There will be professional 
development for vendors in association with appropriate provincial 
and federal agencies, such as Community Futures. The WFM will 
work towards operating in a more sustainable manner. Local 
philanthropic work will be built upon. This will drive the recognition 
of the benefit and value of the WFM to the community of Whistler 
and the corridor.  



Conclusion 
 
 The Whistler Farmers Market was started in 1993 as an initiative of 
the Blackcomb Merchants Association. The purpose of the market was to 
drive awareness and business to the merchants of the Blackcomb base area. 
The area has always been challenged to with it’s location and has relied 
primarily on surrounding Hotel occupancies to drive business, especially 
since the build if the IROC and The Four Seasons Hotel. The market has 
been through a variety of stages of form and vendor participation. It has 
always remained true to it’s original intent. The value that the market brings 
to the vendors who participate in it as well as the community it serves is 
recognized by both sectors.  
  
 The process of working through this strategic planning session has 
delivered on the main objectives. The location will be allowed to shift to be 
more inclusive of the surrounding activities and services. The relationships 
with existing businesses in the area will be built upon and new ones will be 
formed. The acknowledgement of the value of the market by WB and the 
RMOW provide a solid base for these relationships and synergies to 
continue to grow. The market will also deliver more benefit to the 
community through better education of the value of locally produced food 
and artisan products. Local talent will continue to be showcased and allowed 
to grow with the market.  

 
The board will be asked to consider signing on as a partner 

organization with Whistler 2020 to meet it’s objectives in community 
engagement. Many of the task forces of Whistler 2020 have a direct impact 
on or are influenced by the Whistler Farmers Market. There is a 
Neighborhood Retail Initiative that the Business Enhancement Committee is 
developing. This is based on identifiable precincts creating their own 
identity and marketing their services this way. The Upper Village was once 
known as “The Black Market”. By working together with neighboring 
businesses, the WFM can play a large role in allowing the area to once again 
develop an individual identity, a cache, to draw customers to the area. 

 
This strategic planning session has delivered beyond the initial goals. 

The membership and the board have been fully engaged. The WFM has a 
clear direction. A work plan is being built from this summary for the 
upcoming season. The future is ours.  

 



 


