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Introduction:  
 
The author of this plan  has 33 years of experience in the development and 
management of Public Markets , incl uding 15 years as a Director of the 
nationôs largest and most successful Public Market ï Pike Place Market in 
Seattle. During that time, he has worked with dozens of communities all 
over the country  helping to plan and renovate Public Markets .  
 
No communi ty need s the benefits of  Public Markets more than Palm Beach 
County.  
 
The disparity of income in the County is extremely pronounced. F rom the 
superrich inhabitants of Palm Beach , to the laid off immigrant farm 
laborers struggling to survive in the Glades,  few places in America need  
more of the economic and social benefits that the proposed Network of 
Public Markets will bring.  

http://www.rivierabch.com/page.asp?PageId=169&RootPageId=2
http://www.rivierabch.com/page.asp?PageId=170&RootPageId=2
http://www.rivierabch.com/page.asp?PageId=171&RootPageId=2
http://www.rivierabch.com/page.asp?PageId=172&RootPageId=2
http://www.rivierabch.com/page.asp?PageId=173&RootPageId=2
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The proposed Marina Market will  maintain and enhance the Riviera Beach 
Marina as a desperately needed, truly public space and comm on ground , 
while providing significant employment and entrepreneurial opportunities 
to surrounding  residents.  
 
The proposed Glades Market will address a critical need for economic and 
community development that has reached crisis proportions in the Glades.  
 
All c itizens of Palm Beach County will enjoy  fresh grown, local , healthful, 
and affordable food , while preserving green space in the County , as they 
delight in  an exciting new venue  enjoyed by  residents and visitors alike.  
 
Finally, local governments wil l enjoy a significant new revenue stream from 
the scores of new businesses which will be created.  
 
According to the Florida Labor Market Statistics Center, the September 
2008 unemployment rate for the people in Belle Glade was 18.5%. This does 
not include workers who were too discouraged to actively seek employment. 
The rate for Riviera Beach was 7.7% and the rate for Palm Beach County as a 
whole was 7.3%.  These statistics, while extremely troubling, reflect an 
economy before  the impact of the current econ omic crisis was felt.  
 
The proposed Public Market Network can provide about 1,000 new jobs and 
over two hundred new entrepreneurial opportunities.  
 
Public Markets are not easy to develop. They are expensive, complex, time 
consuming projects , that are intr icate to plan  and difficult to realize .  
 
Yet, there is no single project that has proven time and again, it s ability to 
most effectively generate jobs, opportunities, new tax revenues, and a host 
of other benefits for the citizens lucky enough to live nea r ñtheirò Market. 
 

 
Executive Summary:  

 
The re port that follows indicates that a Palm Beach County Public Market 
Network, including new Public Markets in Riviera Beach (the Marina 
Market) a nd Belle Glade , (the Glades Market) would be feasible and 
advantage ous to the citizens and communities of Palm Beach County.  
 
The report explains what the concept is , and how the network would create 
positive synergy between the two Markets.  
 
The  proposed m ission of the Palm Beach County Public Market Network is  
ñto crea te a  powerful  engine for  economic, community, and agricultural 
development that would fill the Markets with successful and distinctive  
owner -operat ed  private businesses  that represent  the unique character and 
culture of the region , while meeting its citize nôs everyday shopping needs.ò 
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Benefits and the goals of the Market Network are extensively detailed , and 
the likely customer base is defined and analyzed.  The Markets can create 
over 1,000 new jobs and 2 0 0 ne w private business enterprises. The 
demographic s that underlie the Countyôs economic disparities are explored. 
 
Competitive and complementary uses near the Markets are discussed and 
the likely financial underpinnings of the Markets are explored in detail.  
 
The report goes on to explain how the Market s hould be promoted , managed 
and staffed and what kinds of tenants should populate what kinds of 
structures.  
 
A comprehensive capital and operations budget are offered and the detailed 
fundraising plan to fill those budgetary requirements is presented.  
 
Fina lly, the necessary  next steps to realize this ambitious concept are 
addressed.  
 
Palm Beach County is at a crossroads. The mixed political undercurrents 
that have divided our  country are certainly present here as well.  One thing 
that citizens of all politic al persuasions can agree on  is  that creating jobs, 
opportunities, and a dynamic and exciting new countywide attraction would 
benefit everybody.  
 
For Palm Beach County, Riviera Beach and Belle Glade, investing in the 
Market network is an investment that wil l be richly returned ï in a healthier 
economy, a more attractive community, and enhanced tax revenues that are 
fashioned  by creating new enterprises, not raising taxes.  
 
Succeeding in this venture , will take bold commitment s, ongoing open 
communication and  cooperation, and stubborn persistence.  
 
The result will be the creation of a world class project that will have a 
positive and transformative impact on the citizens of the region.  
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Defining the Beast  
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What is a Public Market?  
 
A Public Mar ket is a year -round, carefully crafted, intentional and diverse 

medley of owner -operated shops, stalls and/or "daytables". Public Markets 

exist to fulfill a public purpose , and to reflect what is distinctive about a 

community , while serving its everyday sh opping needs.  

 

Public Markets typically focus on the sale of a full array of fresh and 

prepared foods, as well as locally made crafts. They may be rounded out by a 

variety of needed neighborhood businesses.  

 

Public Markets prohibit chain stores and franc hises. They focus on 

businesses that are locally owned and operated , which highlight local foods, 

character and culture.  

 

Public Markets are typically owned and operated by public or non -profit 

entities. They exist for multiple public purposes, such as agricultural  

development, small business incubation, tourist attraction, job creation, 

access to fresh  and nutritious  food, increasing surrounding property values, 

etc.  

 

Public Markets are proven generators of surrounding, privately financed 

economic develo pment. For example, at the Pike Place Market in Seattle, 

each dollar invested in Public Market renovation or development has 

generated more than twelve dollars in surrounding privately funded 

economic development.  

 

The new Grove Arcade Public Market in As heville NC, has already generated 

over thirty -five million dollars in surrounding privately funded economic 

redevelopment. Empty warehouses and previously vacant surrounding 

buildings have been filled with retail, housing, offices, and other 

commercial use s.  

 

Public Markets typically incorporate a seasonal farmer ôs market for the sale 

of "in season", fresh  and value -added farm products , sold on tables rented 

by the day. These tables are augmented with local crafts outside the growing 

season.  
 
The Palm Bea ch County  Public Market network will focus on showcasing the 
homegrown foods of South Florida, Palm Beach County, and particularly  
focus on Glades crops.  Palm Beach County is rich in : nursery plants, citrus, 
livestock, field crops, tomatoes, strawberries, snap beans, green peppers, 
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watermelon, eggplant, sweet corn, cucumbers, squash, cabbage, oriental 
vegetables, goat cheese, mangos, cut flowers, etc.   
 
In addition, the Market system will expand Florida agriculture and will 
focus on other fresh food items s uch as fish caught in the Gulf Stream east of 
the County, meat and poultry - especially animal products that are locally 
raised, organic foods, ethnic specialties reflecting the local demographics, 
dairy and cheeses ï especially locally produced products, freshly baked 
breads and pastries, international delis, fresh pasta, home made tortillas, 
local fruit juices, etc.  
 
The Glades Market system will have year -round sales spaces for both indoor 
and outdoor sales.  
 
Production of a variety of foods will be high lighted ï for example - fresh 
roasted coffee, home made chocolates, fruit and berry based vinegars, 
salsas, fresh made tortillas, and other value added products.  
 
In Public Markets across the country, customers closely mirror the 
demographic makeup of the larger communities where the Market is 
located. Unlike malls ï which are typically geared towards a particular 
economic and/or ethnic slice of the local population - Public Markets have 
historically proven their ability to cut across economic and racial li nes in 
bringing together a broad cross section of the local population in a safe, 
lively, and exciting venue , where everyone feels welcome.  
 
For example, according to survey data, 98% of the adults living within a 30 
mile radius of Seattleôs Pike Place Market had visited the Market at least 
twice during the preceding year. This Market enjoys roughly 14,000,000 
customer visits annually. In doing so, it supports over 120 local farmers and 
350 local merchants.  
 
In addition to attracting a broad cross section of the local population, Public 
Markets have proven their ability to become significant tourist attractions. 
The customer base at most Public Markets is roughly 1/3 tourists. In many 
of the cities where they are located, the Public Market is the #1 tourist  
attraction.  
 
Sales at the Palm beach County Public Market network will  translate into 
many tens of millions of dollars in new revenue to local entrepreneurs, over 
a thousand  new jobs, and millions of dollars in new tax revenues.  
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Public Market Site Anal ysis:  
 
Finding the proper site for the Public Market is probably the most 
significant decision that will be made during the entire development  of the 
Public Market Network .  
 
Over 70 separate sites were evaluated ï some in a fair amount of detail. 
Among th ese sites were multiple locations in Canal Point, Pahokee, Belle 
Glade, South Bay, Royal Palm Beach, Wellington, 20 Mile Bend, the Palm 
Beach County Urban Renewal Area, Airport vicinity, Agricultur al  Reserve, 
Southern Blvd, Okeechobee, Belvedere, Riviera B each, and West Palm 
Beach.  
 
Ideal site requirements were discussed with about 2 dozen government 
department heads, real estate professionals, County and Soil Conservation 
Service staff , etc.  In addition, two well attended, public presentations on the 
conc ept of a Palm Beach Public Market were held. One was advertised 
Countywide and the other was for residents and growers in the Glades ô 
communities. At each of these meetings, there were extensive discussions of 
appropriate locations.  
 
Although the original  impetus for developing the Public Market was to 
provide an outlet for Glades and other County growers, the near unanimous 
advice that we received - including from many growers ï was that in 
addition to a Glades outlet, there needed to be a retail Public M arket located 
at a site with a high density of customers where the retail sales at  the Market 
would be maximized.  
 
Many interviewees emphasized that it was considerably easier to bring 
dozens of growers to a somewhat remote Market th an to bring millions o f 
customers to that Market. The retail  Market ôs success will depend in part on 
customers shopping weekly for fresh food .  
 
For the purposes of this plan, two initial sites are proposed ï one site in the 
ñGladesò ï the Glades Market , and, one site in Easter n Palm Beach County  ï 
the Marina Market .  
 
Two  potential sites  were identified . The Glades  Public Market site would  
accommodate the primarily wholesale and export needs of Glades growers . 
It would  include a small amount of retail space , as well as  space fo r  the  
sorting, packing, and cooperative assembly and marketing  of agricultural 
products.  
 
The other Public Market site would need to be  centrally located in the 
population center of eastern Palm Beach County. Th e Marina Market  would  
serve as a retail outl et for locally owned and operated businesses. It would 
provide a vital economic engine and feature  Glades agricultural products , as 
well as  highlighting the best fresh foods and local products obtainable in the 
County.  
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Why locate a Public/Farmers Market  in the Glades?  

With an estimated economic impact of total agricultural sales  of $2 billion , 
Palm Beach County leads the State of Florida  and all counties east of the 
Mississippi River in  agricultural production. It is one of the ten largest 
agricultural c ounties in  all of  the United States.  

Palm Beach County leads the nation  in the production of sugarcane and 
fresh sweet corn. It leads the State in the production of rice, bell peppers, 
lettuce, radishes, Chinese vegetables, specialty leaf, and celery.  

Th ere are also 550 horticultural nurseries in Palm Beach County with 
annual sales of $279 million. The County is third in the State in nursery 
production.  

The  Countyôs 493,880 acres dedicated to agriculture represent 39% of the 
total land mass in the county.  It leads the State in agricultural wages and 
salary  - with over $340 million  annually . 

The Glades is the heart of Palm Beach County agriculture.  

Despite the fact that there is an existing network of 13 State Farmers 
M arkets  throughout  Florida , none of th em are currently located in Palm 
Beach County.  

Aside from the centrality of agriculture to Palm Beach County, the County is 
also home to over 1,350,000 residents ï over 40% live in unincorporated 
areas. At 2 ,578 square miles , the County  is by far the larg est of Floridaôs 67 
Counties in area  and it is one of the largest in the eastern US . I t is the third 
most populated County in the state, and, it is one of the 3 Counties that 
comprise the largest metropolitan area of South Florida.  

There are currently an e stimated  150 small farmers in the 
Glades /Okeechobee region  who are desperate for sales outlets.  

In addition, the heritage of cane production in a significant part of the 
Glades has brought a huge population of immigrant farm workers to the 
Glades. Scores of languages are spoken in the local school districts. With the 
mechanization of cane cutting , unemployment and poverty among this 
population has skyrocketed.  

The recent purchase of US Sugar by the State of Florida will exacerbate an 
already desperate sit uation by eventually laying off thousands of  
agricultural workers.  

Many of these workers owned and worked farms in their country of birth.  

Clearly, not all farm workers would be appropriate for entering this kind of 
program. However, with proper screening , many appropriate prospects  will 
be found.  
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With some access to land and some set -up assistance, many of these people 
instead of becoming a drain on public resources, can become independent , 
contributing  small farmers themselves.  

In addition to the benefi ts to the farm workers, the County and State will 
benefit due to the increase in tax revenues and economic activity. Local 
citizens will benefit from increased access to fresh, affordable, local foods 
and everyone will benefit as green spaces are preserved  in productive uses.  

Creating a ñPalm Beach County Farmworker to Farmer Program ò will 
require  temporarily making available County lands affordable . These  lands 
can be publicly owned land that is currently not being used, or higher 
elevation Florida Sugar l ands  to be purchased by the State  that are not 
needed for Evergladesô preservation . 

Tra ctors  need to be provided ï possibly through local fundraising events 
and/or grants . N o/low  interest loans need to be available for the purchase of 
seeds, fertilizer, et c..  Finally, Cooperative Extension and/or the Palm Beach 
Community College - Glades Campus  could provide a variety of classes in 
agronomy and agricultural economics.  Section 108 and the Countyôs 
Business Loan Program could provide relatively affordable acc ess to capital.  

By integrating the agricultural skills and ethic of hard work that many of 
these displaced workers embody, the use of the newly acquired publically  
owned fertile lands could  turn a problem into a solution.  

A model for this kind of plan,  foc used on creating new farmers , could  be 
based on a similar program, originally initiated in the 1970ôs at Seattleôs 
Pike Place Market. This program transformed scores of illiterate 
Indochinese refuges living on welfare  with essentially a digging stick 
techn ology, into successful farmers , selling at Pike Place Market.  
 
Many of these Indochinese citizens are now among the largest and most 
successful landowners and farmers in the Seattle region.  
 
Aaron Pohl -Zaretsky, the author of this plan, was then a Direct or at Seattleôs 
Pike Place Public Market for 15 years. He conceived of and administered the 
original Indochinese farm program.  

What is missing for this to become a reality , is a Public Market where 
farmers and other local vendors  can sell at retail prices , and access a  
wholesale and /or  export Market . W here existing and new farmers  can 
assemble their crops, and sort and pack them for sales.  

This ñGlades Marketò can also be a place where farmers can bring their 
crops for assembly with other farmers , and tra nsshipment,  to be sold at the 
larger Marina  Public Market in the more populous part of east Palm Beach 
County .  
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The Glades Site  
 
One site needs to be centrally located in the ñGladesò. Ideally near a 
downtown and a significant population base, but close e nough to an 
industrial area to accommodate  the  large trucks and warehouse type 
buildings  that are  necessary for wholesale and export traffic.  
 
On the east side of Palm Beach County, the ñGladesò site could be located in 
the town of Belle Glade , close to  the intersection of North Main St. (also 
known as State Rte 15) and NW Ave L (also known as Ice Plant Rd., Airport 
Rd, and Gator Blvd.).  
 
According to the Palm Beach County Engineer , Main St, in the vicinity of 
Ave. L, sees roughly 16,000 vehicle trips per day. This is a considerable 
amount of traffic for a street located in a rural area on the edge of a small 
urban community.  
 
State Rt. 15, easily connects to Southern Boulevard which is the main 
East/West connection to the population center in the eastern p art of the 
County.  
 
Belle Glade is centrally located in the agriculturally rich Glades 
communities. It is the largest Palm Beach County community in the Glades 
with a population of around 15,000. It is also centrally located near the U.S. 
Sugar lands being  bought by the Stateôs South Florida Water Management 
District.  
 
The proposed location of the State/Palm Beach County Glades Public Market 
would be near the intersection of N. Main St. and NW Ave. L St. This site is 
near downtown Belle Glade but is also on  the edge of the industrial section 
of the community.  
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Map  1: Approximate Proposed location for the Glades Public Market  
 

 
 
Why locate a Public Market in Eastern P alm Beach County?  
 
Eastern Palm Beach County has the concentrate d population base , as well as 
the need for the scores of entrepreneurial opportunities and hundreds of 
jobs that the Public Market would bring.  
 
Palm Beach County, with all of its ethnic and e conomic diversity does not 
have a ñcommon groundò that brings together diverse segments of the 
community in a safe and secure setting. The Riviera Beach Marina is the 
closest thing to fulfilling  this role . Concerts, festivals, and other public 
events bring  together a cross section of the entire varied demographics that 
comprise Palm Beach County.   
 
The area proximate to the Riviera Beach Marina is tentatively proposed for 
the retail Palm Beach  Public Market . Riviera Beach has one of the lowest per 
capita in comes of any city in the state. Riviera Beach as a whole  has an 
average , per capita income that is roughly 1/3 of the statewide average. Yet, 
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all kinds of citizens, young and old, rich and poor, black and white, etc. are 
drawn to the Marina common ground.  
 
Existing access to fresh foods is currently woefully inadequate. When the 
author of this study visited  the sole supermarket in Riviera Beach, he was 
saddened to find the poor quality and high prices  of the available fresh food . 
Tomatoes, for example , cost  $3. 49  per pound - tomatoes that would have 
been thrown out at  a first rate grocery. This, in a County that is one of the 
largest growers of  fresh vegetables in the nation.  
 
Riviera Beach is centrally located among the concentrated population base 
that  liv es along the eastern edge of Palm Beach County.  
 
The M arina site is serviced by Federal Highway/ Broadway . It is less th an 
half a mile from Old Dixie Highway, and less than 3 miles from Interstate 
95. It is a bit more than one mile north of West Palm Beach , the largest city 
in Palm Beach County.  
 
The attractions of being near the Atlantic Ocean , the successful family 
entertainment venue of Peanut Island,  and Bicentennial Park , which has 
tremendous potential - add to the attractiveness of the site.  
 
Despite the attractiveness of the Riviera Beach site, there are potential 
issues.  
 
When the Public Market was first proposed, the Riviera Beach CRA, and the 
development arm of Viking Industries, agreed that the best place for the 
Public Market was adjacent to the  water part of the marina, along 
Bicentennial Park.  
 
This would have been an ideal site for the Public Market. The Public Market 
could have helped to program public activities  and festivals in the park . 
Also,  fishing boats could have pulled up to the Marin a dock to sell fresh 
caught fish to local Public Market customers caught in  the nearby Gulf 
Stream. The Public Market would have anchored the Marina District as a 
public space that was both publically owned and welcoming to the diverse 
population that curr ently uses it.  
 
However, the plan  ultimately  proposed by Viking Yacht , and approved by 
the CRA Board, relocated the proposed site for the Public Market to a 3.62 
acre site at the SW corner of Broadway and 13 th  St. The plan would create a  
future ñRiviera B each Marina Village ò development by Viking Yacht  on the 
actual Marina site .  This $400 million investment w ould  provide for the 
construction of 638 new residences, a 213 room hotel and 150,000 sq. ft. of 
retail, including a marina and dry storage.  
 
Th e new  proposed Public Market site  is 2 blocks west of the Marina and 
Bicentennial  Park. While the new site is of adequate size and fronts on 
Broadway which is a busy street, the location on the non Marina side of 
Broadway and the inability to take advantage of the public amenities 
presented by the park and the M arina are less desirable th an the site that 
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was original ly discussed . There are several preferable sites closer to or in 
the Marina.  
 
It is possible that as this plan develops, Viking  and the Riviera Beac h CRA 
will come to believe that it is beneficial for the Public Market to bring 
millions of potential customers th rough their property. It is therefore 
certainly possible that as plans for t he Public Market proceed, a superior 
Marina site will become avail able.   
 
Map  2a: Proposed Viking, Riviera Beach CRA proposal for the Palm Beach 
County Public Market at Riviera Beach.  
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