
Sentiment
Many of the individuals interviewed did not know about 

the farmer's market or its values. Attitudes towards 
the event from attendees were overall positive with no 
complaints or concerns about the volunteer-prepared 

food. Some social media responses questioned what the 
event was and if it would be happening in the future. 

A clear need for more community engagement was 
indicated in this response, as it can be concluded that 

it was an enjoyable community occasion that could be 
replicated and expanded.

Conclusion
As a direct consequence of the guerrilla marketing 

tactics employed by the Berea Farmer's Market, the goals 
of the event were reached. The page received more 

attention than their average, which is reflected in their 
engagement metrics as well as their reach.  The number 

of people who attended the Berea Farmer's Market on 
the date of the event far exceeded the norm, and while 

they did not significantly impact sales, it could have 
been the beginning of promoting the Farmer's Market's 
desire to be a community gathering place, which would 

have set them up handsomely for their upcoming 
spring market. Due to limitations beyond the team's 
control, this was not possible. Whether or not these 

tactics helped to retain potential customers cannot be 
concluded without sales data.

Event Goals
• Increase foot traffic to the Farmer's Market

• Increase community exposure for farmers

• Increase awareness of the Farmer's Market

• Retain potential customers

Results
• Event attendance: approximately 125-150 people

• Approximately 32 people were approached 
about how they felt about the event. They were 
members of the following audiences: Berea 
College students, out-of-towners, low-income 
community, average community members. See 

"Sentiment" for more on their responses.

• Page reach for the period increased by 11K over 
the average, a 374% increase

• Page Views increased by 238 over their average

• The page gained 255 likes and 254 more 
followers, a 14% increase

• 28% of the total likes came from the week of the 
event

• Multimedia posts with group shares reported the 
highest reach and engagement, with the highest 
reach being 4.6K

• Post engagements totaled 4, 440, a 293% 
increase with approximately 1.6K of those 
coming only from the week of the event

• The promoted event reached 3.8K users and had 
69 direct responses


