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Anotace
Cílem výzkumu je identifikovat faktory business modelu utvářející užitnou hodnotu zákazníků farmářských 
trhu v oblastech (1) Produkty/služby, (2) Generátory zisků and (3) Řešitele problémů. Zjišťované oblasti 
faktorů vycházejí z metodiky tvorby plátna užitné hodnoty. Primární data byla získána metodou dotazování, 
osloveno bylo 217 zákazníků farmářských trhů. Dotazník byl šířen osobně. Nejdůležitější úkoly zákazníka 
byly identifikovány jako zásobit se čerstvými a zdravými potravinami a mít dobrý pocit z nákupu; 
nejdůležitější generátory zisků jsou čerstvé a zdravé jídlo a nejdůležitějšími problémy jsou vyšší cena  
a nevhodná otevírací doba. Výstupem je pět obecných doporučení pro prodejce a organizátory trhů. Bylo 
také zjištěno, že zákazníci farmářských trhů upřednostňují osobní prospěch ve větší míře než faktory s širší 
společenskou působností.
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Abstract
The goal of the research is to identify the factors of business model that form Value Proposition of farmers' 
market customers in the areas of (1) Products/Services, (2) Gain Creators and (3) Pain Relievers. The examined 
factor areas are based on the creation of a Value Proposition Canvas. Primary data were acquired through  
the method of questionnaire survey with 217 customers shopping at the farmer's market. The questionnaire 
was distributed in person. The most important Customer Jobs are identified as stocking up on fresh  
and healthy food and feeling good about the purchases; the most important Gain Creators are fresh  
and healthy food and the most important Pains are higher prices and inconvenient opening hours. Its results 
are five general recommendations for market sellers and organizers. It was also found that farmers' market 
customers made personal benefits a greater priority, much more than factors with a wider social scope.
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Introduction
Agricultural production comprises of manufactured 
goods, generally, food which basically safeguards 
the physical existence of the population (Vošta, 
2014). Within Europe, and EU exactly, the field 
of food market and problems of food consumption 
are very important and are highly discussed 

(Šrédl, Soukup, 2011). The future development 
of food markets is bound to the consumer trust  
in the question of quality. As it is stated by Renting 
et al. (2003) previously, the food purchases 
were commonly made in the vicinity or even 
at home. The customer was noticing the food 
quality mostly based on personal observation  
and by social networks within his or her 

Pokorná, J., Pilař, L., T. Balcarová, T. and Sergeeva, I. (2015) “Value Proposition Canvas: Identification  
of Pains, Gains and Customer Jobs at Farmers‘ Markets”, AGRIS on-line Papers in Economics  
and Informatics, Vol. 7, No. 4, pp. 123 - 130, ISSN 1804-1930.



[124]

Value Proposition Canvas: Identification of Pains, Gains and Customer Jobs at Farmers' Markets

neighbourhood. Previous studies identified that  
the quality is not just dependent on objective 
product characteristics. Quality is a complex 
construct of characteristics that are extended 
to personal needs, such as the safety of food, 
impact on the environment, support of local rural 
communities and other ethical aspects (Migliore  
et al., 2015). However, quality is not the only factor 
that influences consumer purchases. Food market 
must be seen as a dynamic market with trends 
and fashion. Food consumption is also influenced 
by different lifestyles, consumers' expectations 
and image that are projected on the food products 
(Renting et al., 2003). The channel of distribution  
used for the food production is also one  
of the important factors.

The retail chains are used as intermediary between 
the manufacturers and the end consumers (Vošta, 
2014). Characteristically all of the fresh production, 
such as fresh fruits, fresh vegetables, fresh flowers, 
and live seafood, are perishable goods and need as 
short time as it gets to get to its final consumers  
in the postharvest period (Su et al., 2014). Although 
the food market is gradually more globalized, 
there is conversely increased pressure on alternate 
chains which represents the shortest route  
from the farmer to the final consumer (Renting  
et al., 2003). Currently, new forms of food 
distribution channels has been spread. They are 
defined as short supply chains or short food supply 
chains (Renting et al., 2003; Migliore et al., 2015). 
This concept of supply chains covers all actors that 
are directly involved in the production, processing, 
distribution, and consumption of new food 
products and covers also interrelations between 
them. The difference between short supply chains  
and conventional industrial mode of food production 
bring a shortcut from producer to the consumer  
but through the direct purchases from producers 
mediate also the authenticity and trust thanks  
to personal interaction (Renting et al., 2003). 
Those face-to-face channels consist of farm shops 
farmers' markets, roadside sales, pick your own, 
box schemes and also home deliveries (Renting 
et al., 2003; Migliore et al., 2015). Migliore  
et al. (2005) also stated that the popularity  
of short supply chains is growing according  
to consumers need of fresh plants and  
at the same time the personal intention to support 
local farmers. Farmers' markets and locally grown 
foods in general contribute to the sustainability  
of the food system by raising the viability  
of small and medium-sized farms. To enhance  
the importance of locally grown product 
differentiation it is crucial to understand consumers' 

perceptions of the market attributes and venues 
(Conner et al., 2010). The consumer is seen as 
an individual that is spending his own resources 
in order to gain products and services associated 
with consumption, therefore it is important to learn 
about his behaviour and decision-making (Šrédl, 
Soukup, 2011). Farmer's market can be defined as 
a place where farmers sell their produce directly  
to consumers.  Items frequently sold through 
farmers' markets are fruits, vegetables, flowers, 
baked goods, eggs or dairy products. In recent years, 
farmers' markets have been rapidly spreading due  
to their ability of meeting the needs of consumers 
who matter ethical, responsible or green values 
(Onianwa et al., 2005). By purchasing fresh, organic 
and local products at farmers' markets, consumers 
satisfy their current concerns for nutrition, health, 
well-being, while also supporting local farmers 
(Cassia et al., 2012). Most consumers in Ohio 
purchase locally grown food and thus express 
support for strengthening the local food system 
(Smith, 2008). For buyers, when it comes to farmers' 
markets, the quality of the products, supporting 
local farmers, the price and the environment 
are key factors (Conner et al., 2010). In farmers' 
markets, one can observe a rising demand for goods 
with a high added value. Customers care more 
about quality, longer durability or special product 
characteristics (Turčínková and Stávková, 2009). 
The study with a nationwide sample found that 
those who frequently buy fresh produce directly 
from farmers care about high value of product 
quality, freshness and safety, as well as organic 
and locally grown products (Bond et al., 2006). 
Quality perception depends on personal needs, such 
as food safety, the way in which food is produced 
in terms of impact on the environment, ethical 
content such as animal welfare or the area where 
production takes place (Brown et al., 2009; Dowd, 
Burke, 2013). Cassia et al. (2012) tests the impact  
of a perceived customer-company-territory 
interaction on shoppers’ satisfaction. The perceived 
value is created through the social-economic 
interactions among customers, local farms and their 
territory. They found that customers appreciate  
the intangible value of the perceived customer-
local farmers-local territory interaction, such as  
the product quality more than they appreciate a low 
price level. Migliore et al. (2014) in their study 
identified three types of convention that drives 
quality perception. Domestic convention refers  
to direct interaction with the farmer, through which 
consumers learn about the production system 
or production traditions. Civic convention is 
connected with solidarity towards farmers and rural 
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communities, they are inspired by social principles 
of a higher order, for the public good. Regard 
convention refer to trust that develops after repeated 
interactions between farmers and customers.  

Agribusiness is an important and major sector of any 
national economy, but the risks of agribusiness are 
significantly high. According to Dudin et al. (2015), 
agriculture and all areas including farmer's market 
could secure their competitive advantages through 
forming and regular renewal of Business Model 
Canvas. Business Model Canvas can be defined as: 
A business model describes the rationale of how  
an organization creates, delivers, and captures value 
(Osterwalder, Pigneur, 2010). With his research, 
Dubin et al. (2015) identified that management 
concept of Business Model Canvas is designed  
for managing the strategic sustainable  
and competitive development of the enterprise 
structures in the context of the turbulent  
and unpredictable changes in the market 
environment. At the centre of the Business Model 
Canvas is Value Proposition, which represents  
the value offered to customers (Clark et al., 2012) 
and can be seen in figure 1. The Value Proposition 
Canvas makes explicit how you are creating value 
for your customers. It helps the company design 
products and services that their customers want 
(Osterwalder et al., 2014). The creation of the Value 
Proposition Canvas is based on creating Value 
Propositions for (1) Product & Services - what 
products/services is the value proposition based 
on (2) Gain Creators - How are they delivering 
gains?  (3) Pain Relievers - How are they killing 
pains? Using experience in the area of the customer 
segments of (1) Customer Jobs (2) Gains (3) Pains 
(Lindič, Silva, 2011).  

As it is stated by Šrédl and Soukup (2011), it is 
important to learn about customer’s decision-

making. In general, this research is focused  
on uncovering customers’ intentions at the farmer's 
market as one of the units of the short supply 
chain. These intentions are used to formulate  
the Customer’s Value Proposition, which is 
used to design the Business Models of sellers  
and organizers of farmers' markets. The goal  
of the research is to identify the factors of business 
model that form Value Proposition of farmers' 
market customers in the areas of (1) Products/
Services, (2) Gain Creators and (3) Pain Relievers.

Materials and methods
The primary data are gathered using  
the questionnaires. The questionnaire is distributed 
in person and is intended for customers who 
have experience with shopping at the farmers' 
markets. The construction of questionnaire is based  
on the Business Model Canvas, or more specifically 
the Customer Value Proposition (Osterwalder et al., 
2014). The questionnaire is divided into three parts 
concerning (1) Products/Services, (2) Gain Creators 
and (3) Pain Relievers. The questionnaire contains 
15 core and 3 identifying questions. Core questions 
are all open. The questionnaire is completed  
by a total of 217 customers who visited farmer's 
market at least once a year at the Czech Republic. 
Primary data were collected in time period of two 
months, from May to July 2015 at urban farmer's 
market located in cities with a population greater 
than 100,000. Selective statistical set of respondents 
(n = 217) is represented by the gender: female  
(64 %), male (36 %); by the age: 15 – 29 years 
(18 %),  30 – 44 years (39 %), 45 – 60 years  
(23 %), more than 60 years (20 %); by farmer's 
market shopping regularity: more than once  
a week (21 %), at least once a month (68 %),  
at least once a year (11 %). Results (Tables 1 - 3) 

Source: Clark et al., 2012
Figure 1: Value Proposition Canvas.
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contain only those factors which were repeated  
by the respondents more than 10 times. Customer 
jobs and Gains are divided by Osterwalder et al. 
(2012) who distinguished Social, Emotional, 
Functional and Basic types of factors. The Customer 
Jobs functional type represents such factors that 
fulfil the essence and specific purpose of farmer's 
market visit, such as purchase or stocking up  
on food. Basic factors are connected to satisfying 
basic human needs such as eat, sleep, communicate, 
etc. Social factors are those that are created 
through interactions with others or are connected 
to other people. Emotional factors are those that 
are connected with feelings and are thus related  
to one’s inner perspective. Gains can also be divided 
in the same way. Functional factors that represent 
profit coming purely from functional outcomes, 
tied to the true goal of the customer’s behavior. 
Social ones are such factors when the benefit can 
be other people’s benefit as well. Emotional factors 
include the outcomes that are connected to arousing 
certain emotions and not just satisfying the primary 
shopping goal (Osterwalder et al., 2014). Customers 
Pains are divided by the authors to those related  
to product or shopping convenience.

Results and discussion
In connection to the creation of the Value 
Proposition Canvas (see Figure 1), the results 
are grouped into three areas. The tables contain  
the absolute and relative frequency of the identified 
factors and the factor type.

The main Customer Jobs in Table 1, which 
influence the customer while shopping  
at the farmer's market, belong to the Functional  
as well as Social and Emotional types.  At 
farmers' markets, they most often stock up on 
fresh and healthy food (59 %), which belongs  
to the Functional factors. The second most frequent 

factor is the good feeling they get from shopping  
(43 %), which belongs to the Emotional factors. 
Feeling good is connected to other types of factors, 
as the respondents stated. They feel good about 
buying fresh, healthy and high quality food. They 
perceive the quality of the products primarily 
in using appropriate ingredients. The third most 
frequent factor represent eating fresh food (20 %) 
and it is classified among Basic factors. The fourth 
factor represents protecting the family and its health 
by buying fresh and healthy food (20 %) and belongs 
to the Social factors. Other factors in the Table 1 
have a frequency of 10 % or under. Nevertheless, 
the factor that is one of the least frequent - buying 
specialty goods (4 %), confirms the conclusions  
of previous research. Farmer's market produce 
items were more frequently local and organic,  
but often tended toward less common or more 
exotic and heirloom varieties (Lucan et al., 2015).

The main Gains of shopping at farmers' markets are 
fresh and healthy food (72 % and 62 %, see Table 2).  
These two factors can be considered as a part  
of Functional factors, which are directly connected 
to the food bought at farmers' markets. The other 
groups that form Gains are Social-Emotional 
factors, such as sellers’ recommendations  
(the seller’s more personal approach), a good feeling  
from supporting local producers and stylish 
packaging. Despite their low frequency  
in the respondents’ answers, these factors are very 
important in terms of the Value Proposition creation, 
because they have an influence on the overall value 
that the customer gains from shopping at farmers' 
markets.

Based on the interviews, 10 factors that respondents 
connect to negative feelings, risk or unsolicited 
costs before, during or after shopping at farmers' 
markets were identified (see Table 3). The most 
frequently mentioned factor (53 %) is higher prices 

Source: own calculations based on questionnaire survey, 2015
Table 1: The most frequent Customer Jobs of farmers' markets customers.

Factors Absolute frequency Relative frequency Type of factors

Stocking up on fresh and healthy food 128 59.10 % Functional

Feeling good about the purchase 94 43.40 % Emotional

Eating fresh and healthy food 44 20.10 % Basic, Functional

Protecting family and its health 43 19.79 % Social

Satisfying curiosity 26 12.13 % Emotional

Spending free time 15 7.02 % Emotional

Looking modern/trendy 13 6.06 % Social

Learning something 11 5.07 % Functional, Emotional

Buying specialty goods 10 4.47 % Functional
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Source: own calculations based on questionnaire survey, 2015
Table 2: The most frequent Gains of farmers' market customers.

Factors Absolute frequency Relative frequency Type of factors

Fresh food 157 72.34 % Functional

Healthy food 141 64.98 % Functional

Sellers’ recommendations  
(seller’s more personal approach) 79 33.64 % Social/Emotional

Good feeling about supporting local producers 44 20.28 % Social

Stylish packaging 12 5.52 % Social/Emotional/
Functional

Source: own calculations based on questionnaire survey, 2015
Table 3: The most frequent Pains of farmers' market customers.

Factors Absolute frequency Relative frequency Type of factors

Higher prices 167 53,29 % Product

Inconvenient opening hours 123 39,25 % Convenience

Not enough information on the source of the goods 92 29,36 % Product

Anonymity of the farmers 87 27,76 % Product

No parking 58 18,51 % Convenience

Queues 43 13,72 % Convenience

No card payments 40 12,76 % Convenience

No returns 32 10,21 % Convenience

No restrooms 23 7,34 % Convenience

No rest areas 15 4,79 % Convenience

of goods compared to, for example, supermarket 
prices, which is a factor connected to the product. 
An important factor is also the inconvenient 
opening hours (39 %), which is the most important 
factor in the shopping convenience. Other important 
factors are insufficient information on the source 
of the goods (29 %) or the farmer's anonymity  
(28 %), which are also tied to the product.  
In contrast, the negative factor that the respondents 
stated as the least important was the absence 
of restrooms (7 %) or rest areas (5 %), which, 
together with other factors, belong to the customer's 
shopping convenience.

In terms of the Customer Jobs identified in our 
research, customers focus more on their own benefit 
and buying high quality goods in the first place. This 
is in accordance with the growing demand for food 
with a high added value as stated by Turčínková and 
Stávková (2009). The customer is focused on his 
or her own profit and his or her values are mostly 
connected to Functional factors and those Social 
and Emotional factors that are linked to the customer  
as a person or his or her family. Factors  
from the Gains area can be also aggregated  
to Functional, Social and Emotional types factors. 
Functional factors express profit in the form of fresh  
and healthy food. These factors are considered  

by the customers as the most important and belong 
to the main values that will make the customer 
decide to shop at farmers' markets. The Functional 
type of the Gain area focuses on fresh and healthy 
food. This is in accordance with the research 
(Bond et al., 2006) stating that the high value  
of high quality product is freshness and safety, 
as well as organic and locally grown products.  
In non-functional area, an important factor was 
also sellers' recommendations, which can be part  
of the social and emotional type of factors that 
supports the findings of the research conducted 
by Renting et al. (2003). Customers often prefer 
farmers' markets because they can interact directly 
with the producer/grower, who can give them  
recommendations or other information.
Nevertheless, it must be noted that 20 %  
of the respondents mentioned the factor of support 
for local producers. When comparing the research 
with other current published studies, two significant 
differences were revealed. The emerged social-
emotional factor of stylish packaging signified  
the farmers' markets customers' desire for a certain 
social status. Respondents confirm that shopping  
at farmers' markets is fashionable. The question 
is, if one of the sellers had purposefully taken 
advantage of the customers' desire to strengthen 
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their social status, would that thereby raised both 
customers' interest and farmer's competitiveness. 
The main cause of uncomfortable feelings  
about shopping at farmers' markets is the higher 
price of the goods. Perceiving the higher prices 
is confirmed by research (Lucan et al., 2015), 
showing that farmers' markets were more expensive  
on average (p values <0.001 for pairwise 
comparisons to stores) especially when discounts 
or sales prices were considered. In general, 
respondents mentioned factors connected  
to the product, such as the price or the origin, 
when asked about the source of the bad feeling 
before, during and after shopping. Factors related 
to shopping convenience, with the exception  
of inconvenient opening hours (39 %), were under 
20 % (queues, not being able to pay with a card, 
no returns, etc.). Inconvenient opening hours are 
related to the fact that farmers' markets were open 
substantially fewer months, days, and hours than 
stores (Lucan et al., 2015).

Scholars stated, that customers' values  
of purchasing goods are more aimed at social issues, 
such as supporting local farmers, strengthening 
local food systems or other ethical, responsible  
or green values (Onianwa et al., 2005; Cassia et al., 
2012; Smith, 2008; Conner et al., 2010). However, 
in this research the lower frequency of such issues 
was identified in comparison with functional factors 
and those social factors tied to personal profit.  
The absence of factors with wider social scope  
or ethical content, such as animal welfare," that 
was identified in Central England and Southern 
France (Brown et al., 2009) and Australia (Dowd, 
Burke, 2013) is surprising. This factor wasn’t even 
mentioned by any of the 217 respondents, which 
indicates that, as has been already mentioned,  
the customers’ focus on social and emotional factors 
connected to their own personal profit, or the profit 
of their family.

Conclusion
The main purpose of this study was to identify 
factors that create value for the customer who 
does the shopping at farmers' markets. Other 
authors (Conner et al., 2010) primarily analyse  
the environment of farmers' markets in general,  
which is in this research in context of the Value 
Proposition Canvas included in the Customer  
Jobs and Gains areas in detail. This 
study mainly contributes to the previous  
researches with an extension of the Pain area  
and its factors. In our interviews respondents 
also related specific constrains that negatively 

influence them when they shop at farmers' markets  
and thus decrease the overall value perceived  
by the customer. The research further discovered 
that social and emotional factors are directed  
at the customer's personal profit (feeling good  
for buying high quality food, protecting one’s own 
family, learning something, spending one’s free 
time, etc.) much more than factors with a wider  
social scope (welfare, supporting local 
communities). The research conducted has  
produced recommendations for individual sellers 
at farmers' markets as well as for organizers. One 
can suggest to organizers especially to minimize 
customers' negative perceptions of the sales 
environment. Therefore, it can be recommended:

•	 Communicate the quality of the products 
especially by emphasizing their freshness  
and healthiness, i.e. visibly present these 
qualities to customers on signs.

•	 Use personal contact to inform the customer, 
provide extra information on the qualities  
of the products, the way to use/prepare them, 
make recommendations and give additional 
information.

•	 Provide customers with basic information  
on the origin of the goods and the farmers, 
in the case of a local producer it’s also 
advantageous to communicate these facts.

•	 Respondents mentioned the original  
and stylish packaging of the farmers' products 
as a factor that raises customer´s value.

•	 Organizers should inform customers  
on parking options in the area or consider 
possibilities of providing the rest area.

One can distinguish customers' perceptions 
of farmers' markets by their environment  
and the product quality. The customers weigh  
the parameters of the market and the services 
that the location offers as well as the quality  
of the products for which they need information. 
Future research should focus on identifying 
factors that form the value proposition of shopping  
at the supermarket and compare those factors 
to findings of this research focused on farmers' 
markets. 
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