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Kirkwood Farmers’ Market Gamification Pitch  

“Growing Our Community Every Step of the Way” 

 

SUMMARY OF THE ORGANIZATION 

The Kirkwood Farmers’ Market is a community gathering place located in the quaint city of 
Kirkwood, Missouri. The market is located in “Downtown Kirkwood”, a collection of locally-owned 
boutiques, restaurants, and historical places. The market was founded in 1976 and is owned by the 
City of Kirkwood and administered by a specially appointed Farmer’s Market Committee and the 
Downtown Kirkwood Special Business District.  

The market is open daily from April 5-September 28, 2013. Throughout the month of October, the 
market becomes Harvest Market and includes a pumpkin patch. In the months of November and 
December, until Christmas, it is transformed into the Christmas Market & Gingerbread Shoppe, 
selling Christmas trees, holiday decorations and food.  

 

TARGET AUDIENCE 

Adults, ages 20-70; interested in healthy eating, physical activity, locally-grown produce, and the 
Kirkwood community 

Single, married, working and retired men, women, and families living within a 10 mile radius of the 
market make up the main body of consumers. Most are from the Kirkwood, Frontenac, Ladue, Des 
Peres, Glendale, Oakland, Crestwood, and Sappington areas. In terms of socio-economic status, this 
audience is diverse; it includes consumers that would fit the upper middle and middle classes, as well 
as the working class. Residents and visitors of Kirkwood value the community, small-town, historic, 
and quaint atmosphere of the city. The market is at the heart of Downtown Kirkwood next to the 
train station and a row of locally-owned boutiques and restaurants and is one of the premier 
destinations during the summer months.  
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OBJECTIVES 

Increase weekly visits to the market by 20% by September 20 

Increase weekly market sales by 30% by September 20 

Increase revenue to the City of Kirkwood by 30% by September 20 

 

SUMMARY OF THE IDEA 

A glance through the reviews on Yelp suggests the market’s popular draws include the fresh 
produce, friendly staff, fresh prepared food vendors, free samples, plant nursery, and convenient 
parking. The market is by no means a large market, but the visitors continue to praise the 
community feeling that surrounds the market experience that causes repeated visits, with support for 
local businesses being the main reason for visiting the community.  

Social Media Gamification Idea: “Establishing the Facebook Community Page”  

One idea the market can use for gamification is to create a reward system that helps establish its 
Facebook presence. The market’s Facebook page has been in existence since August of 2010 but 
includes no content. There are 219 likes and slightly over a thousand check-ins, but with only one 
user comment, there is absolutely no content or dialogue that suggests the market has a social media 
presence on Facebook.  

This campaign idea is focused on getting “likes”, “check-ins”, and “comments” from fans and 
establishing the Kirkwood Farmers’ Market Facebook presence. The campaign would function as 
part of a general social media campaign aimed at building the market’s social media presence that 
would include a social media committee or outside consultant that would help build and produce 
content for the market’s accounts. After the page is established with content, a kick-off event would 
occur to help launch the campaign. At this kick-off event, visitors would be given a card with links 
and QR codes to the Kirkwood Farmers’ Market social media accounts and would be invited to 
“like” and “follow” the market on these accounts. The accounts include the Kirkwood Farmers’ 
Market Facebook page and the Kirkwood Farmers’ Market page on FourSquare. The links and QR 
codes would both be listed so that visitors/customers with Internet and social media access can have 
an easy way to check-in and follow/like the market’s accounts.  

The gamification would function somewhat like a rewards system on a timetable.  
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The first element of the gamification plan involves the market’s Facebook. For every person who 
likes the market’s Facebook page, they would be entered into a raffle drawing for a free gift basket 
of food and other items from the market and would also receive a rewards card. The rewards card 
would be a punch card that would include 10 purchases and then after the card is used, the customer 
would have the option to redeem it for either a free purchase of $25 worth of produce, plants, or 
freshly prepared food at the market. Customers/visitors have the option to either “like” the page at 
the market or from home (where they would be given some sort of identification code to present to 
the information booth volunteer monitors to redeem their entry into the raffle.)  

The second element of the gamification plan For every person who checks in at the market on any 
given day, they will receive a coupon for 10% off a single purchase at the market either from a 
market vendor or at one of the freshly prepared food booths: Brad’s Kettle Corn, Tropical Moose 
snow cones, Café Manila, or Russ’ Ribs & BBQ Shack. The coupon would be redeemable from an 
information table booth near the market’s entrance where volunteers would be monitoring the 
Facebook activity/presence. For those who check in at the market during one of its scheduled 
events, they will receive a coupon for 15% off a single purchase at the market that can be made on 
the day of the event at the market.  

The third element of the first gamification plan is a campaign to gain more likes on the Facebook 
page. Ideas could include for every 100 likes by a certain day, everyone who visits the market on that 
day gets a free Tropical Moose snow cone or bag of kettle corn from Brad’s Kettle Corn. If the page 
reaches 500 likes by a certain day, everyone who visits the market on that day gets a free appetizer or 
entrée from either Café Manila or Russ’ Ribs & BBQ Shack. If the page reaches 1,000 likes by a 
certain day, everyone visiting the market on that day will get a free purchase of produce, plants, or 
baked goods/meat/cheese foods up to $35. If the page reaches 5,000 likes by the end of the 
summer, everyone visiting the market on that day will get a free purchase up to $50 of produce, 
plants, or baked goods/meat/cheese foods.  

The fourth element of the gamification plan is a campaign in conjunction with Kirkwood Parks and 
Recreation to increase the health and wellness of the community by encouraging physical fitness. 
The Kirkwood Farmers’ Market would join with Kirkwood Parks and Recreation by establishing a 
walking club called “Kirkwood Stepping Stones”. The walking club would be open with first priory 
to anyone living in Kirkwood and also those living within a 10-mile radius of the market that would 
pay an annual fee of $5 to help offset costs of equipment, guests, talent performers, etc. Walks 
would be held daily with additional activities during the weekend, especially in the summer, with the 
opening of the aquatic center and other programs. Members of this program would gain “Stepping 
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Stones Points” each time they attended a walk, which could then be redeemed after completion of 
ten walks for rewards at the Farmers’ Market that could include a 10% discount on each purchase at 
the market, which would offer an additional incentive to stay physically fit and encourage eating of 
fresh, healthy, locally-grown food, all while strengthening the bonds of the Kirkwood community. 
Members would either be given a keychain tag or card to place in the wallet to present to the cashier 
or vendor at the time of purchase. The discount would be able to be used everywhere at the market 
and with the possibility of other businesses in Downtown Kirkwood.  

 

SKETCH OF WHAT RELEVANT ELEMENTS MAY LOOK LIKE 

Facebook cover photo –  

• photo of the market, rotating every 2-3 months, with possible holiday themes 

One possibility:  
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Facebook profile photo image – market’s logo created in Illustrator using the Live Trace tool: 

 

 

List of other elements: 

• Stepping Stones Rewards keychain card designed in Illustrator  

• Coupons designed in Illustrator featuring the market’s logo 

 

EVALUATION PLAN 

Based on:  

• Metrics – number of likes, number of comments, number of check-ins, number of 
shares 

• Sales – average daily, weekly, monthly, seasonal sale/purchase amounts, sale patterns 
during peak traffic times, purchase patterns (analysis of groups of items bought and 
choices of when to use reward from reward system) 

• Market traffic  

• Attendance at market events  

• Participation in the walking group  


