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Overview & Goals
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Timeline
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M1 M2 |
Jan./Feb. Feb. Apr Spring e?2
Culture & Mission Programming & Preliminary FINAL
c?perationg Recommendations & RECOMMENDATIONS

Visioning






R oundl E ngagementC ommonT hemes

100+ stakeholdersa I A R X What brings you to the

French Market?
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R ound2 E ngagementC ommonT hemes
30+ publicstakeholdersa | A R X

Vendor Support
Programs

A Prioritizevendorsupportprograms
liveperformances &kidactvities.
Kid Activities/

A - Playground
Fresh Food

Live Performances

"egu Iarly Culture Bearer Support
A Improvethe marke®infrastructure, Programs
Apps/Tech

be implemented Storytelling/History

Festivals

Night Market



Did you participate in Round 1 or Round
2 Stakeholder Engagement?
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A Empower & build staff to develop
culturally authentic
programming and to forge local
partnerships;

A Stage pop-ups to breathe fresh
air into the market:

A Try prospective vendors;
A Invite partners to bring their
people to experience;

A Learn and share internally via a
FMC-wide feedback loop.

Reinforce the old
by improving services and
Infrastructure




VendorT ools &P olicies

WL Provide better internal customer service
A Shortterm: Deploy staff more effectively.

A Update market design software (giving vendors
more control over their decisions);

A Revise vendor space and product procedures
to improve product mix.

A Shortterm: Introduce business technical help
to vendors via partners

A Mid-term: Develop ongoing incubation
services (training, financing, and shipping)
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A -upfoodeventswith partners:
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Do these recommendations align with
your vision for the French Market?

Write why or why not in the chat or survey.






A (Re)build trust with partners;

A Enable locals (and cultural tourists) to
experience the Market during off -hours P
bgd shmf -~ 1rghor o rr hmf h
management of place;

A Devote staff time to cultivate new audiences.







JanuaryJoanof ArcP arade
June CreoleT omatoF estival
October BooCarré
DecemberStNick
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the market® season

P romoteheavilyandclearly(so
Day/Night shopperscancountonit)
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: POP-UPS . : SEASONAL SPECIALS
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Oct: Boo Carré, Dec: St. Nick



: POP-UPS

: SEASONAL SPECIALS

: PEAK MARKET DAYS

SUN MON TUE WED THU FRI SAT
Gift International
Wrapping Holiday
Pop-up Celebrations
Pop-up




DayNight

Students




DayNight

Students

Tourists
Locals







Do these recommendations align with
your vision for the French Market?

Write why or why not in the chat or survey.






1 - Public Art

f’ 2 - Flexible Seating

33 Bathroom &
Office Renovations

4 - Pop-Up Plaza
5 - Info Kiosks

6 - Bike Depot

7 - Rideshare Hub

8 3 Parklets
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1 - Public Art

4 33 Bathroom &
Office Renovations

4 - Pop-Up Plaza
5 - Info Kiosks

6 - Bike Depot

7 - Rideshare Hub

8 3 Parklets

9 3 Multipurpose Stage

10 3 Green Infrastructure

113 Garage Doors
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1 - Public Art
' 2 - Flexible Seating

# 3 §Bathroom &
Office Renovations

4 - Pop-Up Plaza

5 - Info Kiosks

6 - Bike Depot

7 - Rideshare Hub

8 dParklets

9 d Multipurpose Stage
10 d Green Infrastructure

11 d Garage Doors
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Do these recommendations align with
your vision for the French Market?

Write why or why not in the chat or survey.






CALL TO ACTION
What ds nex



o To
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FMC Flea & Farmer’s

Market Study

v .
Stakeholder Engagement Survey 3 S
[
Please respond to the questions below and explain why you chose that response. This information will help
A guide the planning process envisioning the future of the French Market . Feel free to fill out anonymously, email
n C h M % addresses will be used to contact you about future engagement meetings for the French Market.
: ecl
L}
websitefor updates
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:E mailF MCstaff &
useF MCa commentboxto share
additionalguestions&feedback

Tellyourfriendsandneighbord

Post your photos to
FACEBOOK and/or INSTAGRAM

ofyourvision -nd TAG US!

@ FrenchMktNOLA HM
[ French Market (New orleans) | REEICSTRIACI'%I‘KET



THANKS FOR YOUR
TIME & IDEAS!

Questions or comments? Email:
feedback@frenchmarket.org



mailto:feedback@frenchmarket.org

