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?f #L %R ¢ USDA/AMS, “Farmers’ Markets and Local Food Marketing,” http : //www.ams.usda.gov.

YUSDA, AMS, “Farmers’ Market Growth : 1994-2011.” Reflects updated USDA data.
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! NGA, Garden to Table : A 5-Year Look at Food Gardening in America, March 2014 (as reported in
“Food Gardening
In The U.S. At The Highest Levels In More Than A Decade According To New Report By The National
Gardening
Association,” PR Newswire, April 2, 2014); and NGA, “The Impact of Home and Community Gardening
In America,”
2009. Food gardening includes growing vegetables, fruit, berries, and herbs.
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