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Abstract
The purpose of this study is to investigate the potential of weekly markets as public space to
foster social interaction. It is specifically concerned with the effect of physical and human
attributes regarding the sociability of the market. Data for this research was collected on the
weekly markets of Maastricht between March and April 2016 through interviews and
participant observation. Interviews were conducted with visitors, vendors, and city officials.
The results show that physical attributes such as the location of the market, as well as its
accessibility and its comfort, including cleanliness and seating possibilities, have an influence
on the sociability. Thus, a good location, which is easily accessible, offers seating and is
perceived as clean, is more attractive to people, hence they like to stay there, and socialize.
However, the weather has the most impact on the presence or absence of people. Human
attributes, meaning other people and the variety of products, influence the sociability of the
market as well. Furthermore, the interactions of actors were studied, focusing not only on the
relationship between vendors and customers, as most studies do, but also on relationships
among visitors and relationships among vendors. It was concluded that the market has an
influence on the social life of both visitors and vendors, as well as that different physical and
human attributes foster these. Additionally, this thesis provides some practical
recommendations for both the city officials of Maastricht, but may help other market managers
as well.

Keywords: Market, weekly market, social interaction, social attributes, physical attributes,
social space, public space
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1. Introduction
Markets have been around for centuries. The first markets can be traced back to the cities in
the Fertile Crescents, five thousand years ago (Pottie-Sherman, 2011). Since then markets have
always been a big part of social life in the cities. Over the time the appearance might have
changed, as well as the products being sold. Today, even though most products could be bought
online or in supermarkets, many people still like to go to the market (Watson, 2009). Even
though markets are not as efficient as supermarket many people still rather go to the market,
as it is perceived as an experience by many (Mele, Ng & Chim, 2015). While the main reason to
go shopping is to buy the needed goods, going shopping is a social activity, too, which can
include drinking and eating in cafés, being with friends, browsing, sightseeing, or just walking
around (Ng, 2003). Thus, for many shopping is a form of leisure. A place where all the just
mentioned activities can be combined is the marketplace. Markets can differ completely in
appearance, size, as well as products which are being sold. The diversity of spatial forms ranges
from indoor markets, outdoor markets, street markets to markets which are attached to
shopping centres. Besides, the sizes differ a lot, some markets consist of just a few stalls while
other markets have more than 200 stalls. The range of products is very broad, including food,
fabrics, jewellery, art, handcrafts, as well as second-hand goods (Shepherd, 2008; Watson,
2009). Thus, depending on what the customer wants to experience, they can choose between
all kinds of different sorts of markets.
It is important to note for this research that there are markets which are really abstract such
as the world market, where monetary exchange does not happen in face-to-face interactions,
this thesis, however, will only focus on actual markets with a spatial context. To be even more
concrete, this thesis will focus on weekly markets. Other kinds of markets are outside of the
scope of this thesis, as they are either highly formally regulated of highly informal. Weekly
markets, however, seem to be a market form which is located in-between these extremes. Thus,
markets such as flea markets, or car boot sales which have been the focus of other researchers,
are not in focus as they are highly unregulated. Highly regulated markets, in contrast, are the
ones where the products are sold from shops, which are part of a permanent building (Aytar &
Rath, 2012), or markets such as the diamond market in Amsterdam, or markets, which are part
of districts such as China town (Sheperd, 2008). For this thesis, I choose to focus on weekly
markets since focusing on several different kinds of markets would go beyond the scope of this
study. Streets markets are of non-permanent structure, for example stalls, which are normally
set up and taken down on the same day. Furthermore, vendors do not own the space and
sometimes not even the stall where they sell their products. The weekly markets in Maastricht
are a good example of such a market.
Maastricht is a city in the Netherlands, which is located in the South, just a few miles away
from the Belgium and German borders. The town itself is rich in culture and history and
therefore a tourism destination. Besides, since it is close to Belgium and Germany, different
languages can be heard when being in the city centre. The Dutch, Germans, Belgians, and
Maastrichtian, which is the name inhabitants of Maastricht call themselves, can all be found
in the city. Thus, there is a small cultural and language clash because of these different cultures.
Next to that, there are migrants in Maastricht, Turks, Moroccans, people originating from
Suriname as well as the Dutch Antilles, which are also the four largest immigrant groups in the
Netherlands. Additionally, a University and a lot of international businesses are in Maastricht,
which also attract a lot of internationals. All of this together shows that Maastricht is rather
divers city, where different groups of people live, that might get into contact with each other in
public spaces or other leisure activities. Therefore, Maastricht has been chosen as the research
site.
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1.1. Problem statement
Research so far has mostly focused on economic aspects, such as bargaining (French, 2001;
Herrmann & Cortland, 2003; Herrmann, 2004) undertaken overseas. One example would be
Sherry’s (1990) ethnographic case-study of a mid-western American flea-market who focused
on vendor and buyer behaviour, the social embeddedness and experiential aspects of
consumption. Another example from overseas is the analyses of de Bruin and Dupuis (2000)
who explored the complexities and dynamics of the largest flea market in New Zealand, who
found that a market is a place where people want to help each other. These findings from other
parts of the world may give some insights of possible positive and negative impacts a weekly
market can have on the social interactions, nevertheless, it cannot be translated one to one as
the circumstances are different.
Most research has focused on bazaars, or on America (for example: Carson, Hamel, Giarrocco,
Baylor, & Mathews, 2016). Just a few have focused on Western Europe. Most of the ones that
were conducted in Europe, had quite a different focus. The research of Busch (2010) for
example focuses on the customer-vendor relationships among shopping tourists at a bazaar on
the German-Polish border, they found that cultural differences were used to gain bargaining
power. While Gonzalez and Waley (2012) took a rather different approach as they went out to
figure out why markets in Britain fail, finding that gentrification seems to be the biggest issue.
As this short summary of previous literature shows, the social importance of markets has so
far received minimal attention in Western Europe, apart from some recent work on social
interactions and conflicts in London markets (Watson & Studdert, 2006; Watson, 2009).
While there has been recognition of a few scholars that markets, as a public space, may lead to
more social interaction and mingling between cultures, this has only been researched to a small
extent in the Western European context. Noteworthy work that has concentrated on markets
as social public space, found that markets can foster mobility (Morales, 2009; Morales, 2011);
PPS, 2009), social inclusion (Watson, 2009; Watson & Studdert, 2006), as well as a
cosmopolitan civic environment (Anderson, 2004).
In the Netherlands, as well as in other European countries, two opposing trends are happening
right now. While on the one hand, food markets, and farmer’s markets are big right now. On
the other hand, many street markets, especially the midweek markets are having troubles to
survive (de Gelderlander, 2016; WeesperNieuws, 2016). Still, there is no research in the
Netherlands, which focuses on the phenomena. The success of some of these markets shows,
however, that there is interest in such markets. Thus, knowledge is needed on how these
markets can attract people. Besides, to make the issue interesting for policy makers, it is
interesting to know what kinds of interactions happen on the market and how they can be
fostered. Therefore, I formulated the problem statement as follows:
The main aim of this paper is to investigate how a weekly market may foster social
interaction, focusing on the space itself, as well as activities that can be performed there.
In the next chapter, the research objectives and research questions are discussed, followed by
an elaboration on the relevance of the study.

1.2.

Scientific objectives & research question

The objective of this research is to find out which attributes of a weekly markets can foster
social interactions. To achieve this the knowledge of previous researches will be used as well as
information gathered in the field. The study aims, on the one hand, to find out which attributes
of the market fosters the social interactions. Thus, the market and its surroundings will be
studied and analysed, focusing on attributes which are perceived as attractive and foster social
interactions. On the other hand, the study will focus on the social interactions of humans in
the place, focusing on their demographics and with whom they are interacting. Furthermore,
2

this thesis tries to gather and understand meanings and thoughts people have about this
market. Therefore, I focus on the people at the market, and the market itself as the setting as
well as the interactions between the market and its users, how this can lead to social
interactions between the different actors on the market.

These objectives lead to the following main research question and sub-questions:
Research question: What are the interrelations between the attractiveness of the weekly
market in Maastricht and the social interactions between the different actors?
Sub-question 1: How does the weekly market in Maastricht operate?
Sub-question 2: What is the role of physical and social attributes in attracting visitors and
vendors to the market?
What market attributes are perceived to attract the actors?
What meaning do the actors attach to the different attributes?
Sub-question 3: What meaning do the different actors attach to the interactions on the
market?

1.3.

Relevance of the study

Markets, especially farmer’s markets have received more attention from the public, media,
policy makers and academic researcher (Mele et al., 2015). Still, research on the social aspect
of public markets is relatively scant, especially in European countries. Therefore, this study
extends the existing knowledge of the possible impacts of public markets onto social contacts.
Moreover, it is the first one focusing on the Netherlands, since as earlier mentioned there has,
to my knowledge, not been a study before which focused on this aspect of markets. Next to the
scientific relevance, this study can be relevant for social, policy, as well as managementoriented implications.
According to Watson and Studdert (2006, p. 51) “Markets have the potential to provide key
public spaces for the local communities to meet, including opportunities for children and
young people, and the potential for employment generation and the testing of new products
and ideas in local site”. However, this potential is not being used by the national nor local
policy agenda in the Netherlands. Thus, this study could be beneficial to politicians, who want
to foster social interaction and communication in an already existing public setting. To
promote this, a study is needed first in the Netherlands to find out whether findings from other
countries apply to the Dutch context.
Furthermore, this study can be beneficial to city planners and market managers, as the market
may have more potential than they were aware of. Getting insights of the possibilities can then
not only foster the social interaction but may make this place an attraction, which more people
want to visit. Besides, it can be used as a source for inspiration by market managers or other
people who want to strengthen the potential of the market, as this study elaborates which
attributes of a market are appealing for visitors. Practical recommendations for the market of
Maastricht are given, however, these can be applied to other markets, too.
So, all in all, this study can have an impact on the way planners as well as politicians may see
the market, which might lead to more attention and thus enhance the value of the market as a
social space.

3

1.4. Structure of the thesis
The report is built up in the following way. In this chapter, an introduction to this research was
given, the research question stated and the relevance of the study discussed. The second
chapter elaborates on the literature used and theoretical framework, which focuses on the
influence of the combination of the human and physical attributes of the market on social
interactions. This is used as the theoretical backbone of the study. The next chapter, chapter
three, covers the methodology of the research, the research process, methods used and their
limitations. A qualitative approach is practised in this research, using semi-structured
interviews, participant observation and informal interviewing. In the following three chapters
the results of this research are discussed, focusing each on one of the sub-questions. The first
chapter describes the operation of the Wednesday and Friday market in Maastricht. The next
chapter analyses the attractiveness of the market using both the physical and human attributes
of the market. This is followed by chapter six, which focuses on the interaction of people and
how they are perceived by the different actors. Finally, chapter seven, the discussion and
conclusion, focusses on answering the research questions and aims to connect the theoretical
framework with the results of this research. This chapter also includes a list of implications for
practice and offer recommendations for further research.
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2. Literature review & theoretical framework
In this chapter, I discuss the main concepts which are used throughout this paper as the
theoretical framework. First, I define the concept of leisure, how it is understood in and why it
is important for this thesis. Moreover, I define “market”, focusing on the social interactions
which may take place on the market, as well as the physical attributes which have an influence
on the sociability of markets. Different theories are used to elaborate further on the idea of
interactions in public space. The findings are sketched out in a framework.

2.1.

Identity creation through leisure

Leisure is interesting for this thesis in two ways, on the one hand markets are public spaces
and have been noticed as unique leisure spaces for social interaction. On the other hand,
shopping has been discussed in literature as a leisure practice, which can be highly sociable.
Leisure is a well-known and practised concept, still, there is no universal definition of it. In
many languages, there is not even a word, that can be directly translated to leisure. The most
common idea of leisure is free time, where all kinds of activities can be practised which are not
related to work (Purrington & Hickerson, 2013). Many leisure activities take place in public
spaces, such as parks or public squares. When going to the park, one might not only interact
with the friends and acquaintances, but with other people – strangers- who make use of the
public space, too. According to Peters (2010), this could lead to interactions with other people,
that would not take place if it was not for leisure reasons. Furthermore, according to Peters
(2010, p.427) “[l]eisure in public spaces often serves to create and form one’s identity”, as
people can dress, behave, and interact with their friends more freely than in other
circumstances such as work. This is supported by Williams (2002), who found that leisure is a
good instrument to produce and express one’s social and individual identity. Nowadays,
people’s identities are not formed by the “productive sphere” anymore but constructed through
lifestyle choices and consumption patterns (Peters, 2010, p. 421). The term “productive sphere”
stands for the working life, thus work or school, where regulations can restrict the construction
of one’s identity. Moreover, identities are dynamic and flexible, they can change according to
the context and surroundings. While one may have to have a specific identity at work, which is
restricted by certain rules and regulations, the own lifestyle choices can be shown through
leisure activities and in leisure spaces (Peters, 2010). However, leisure activities in public
spaces cannot only be seen as a platform for identity performance, but leisure can also
stimulate social skills, as leisure activities are often linked to social interactions. Here, language
can be an issue (Peters, 2010). Thus, for this research, it is important to keep in mind, that a
leisure activity such as going to the market may stimulate social skills, however, that languages
could be a bias there. This is supported by other studies, that question whether leisure activities
in public spaces can have positive impacts on social interaction. According to Gijsbert (2004),
the trend for Dutch people has been to spend almost no time with other cultural groups.
Conferring to Peters (2010, p. 429): “leisure tends to strengthen already known relations rather
than create new ones.”
However, seeing the market as a public space for leisure activities is not the only angle it can
be studied, as going shopping is for many a form of leisure, and a social activity (Guiry, Mägi,
& Lutz, 2006; Maciocco & Serreli, 2009; Mele et al., 2015; Ng, 2003). Bellenger and
Korgaonkar (1980, p.78) defined recreational shoppers as “those who enjoy shopping as a
leisure-time activity”, in contrast to the “economic shopper” who experience no pleasure from
the shopping process. Still, going shopping at the market is a social activity for many (Ng,
2003), this will be described in further detail in the next section.
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2.2. Market
Not much research has focused on social interactions on markets. However, I use literature on
public space, to support the available literature on markets. ‘Public space’ is defined as an open
space, which is accessible to the public, such as parks, city centres, or streets, which are publicly
owned and managed. It is the opposite to private space, which concerns places like people’s
homes, houses, and work offices (Tonnelat, 2010). Markets are different to other public spaces
in terms of social interaction in two points, first people have to interact with one another, at
least when buying or selling goods. In contrast, in other public settings, such as parks, people
do not have to communicate to one another (see Peters, 2010). Besides, markets would not
work without the economic exchange, while parks or public beaches exist without commerce
(Watson, 2009).
In the introduction, I have already defined the type of market, that this research will focus on,
namely weekly markets. Basically, a weekly market can be defined as a place where a variety of
goods are sold by private vendors, on a regular base. However, these markets cannot only be
understood as a place for economic exchange, but also for social interactions. To use the words
of Fligstein and Dauter (2007, p. 61): “There is a great deal of agreement that markets are social
structures characterized by extensive social relationships between firms, workers, suppliers,
customers, and governments.” It is a place where people gather, either to entertain or to be
entertained, buy and sell goods, or exchange ideas (Morales, 2009). According to several
authors, markets contribute to the quality of life and social interactions (Morales, 2009; PottieSherman, 2011; PPS, 2009; Watson, 2006). Even though a market can have all kinds of benefits
to a local community, such as providing economic opportunities (Hiebert, Rath, & Vertovec,
2015; PPS, 2009), link urban and rural economies (PPS, 2009), promote public health (PPS,
2009), renew the city centres and neighbourhoods (Morales, 2009; PPS, 2009), the one benefit
this thesis focuses on is the fact that it can bring diverse people together (Morales, 2009; PPS,
2009; Watson, 2006). On the market, people meet each other and become accustomed to each
other’s differences, as people mingle between the strangers (Watson, 2006). In the following
sub-section, the public market as a place for interaction and meeting will be discussed in
greater detail.
2.2.1. Markets as place for meeting and interaction
Humans, as social beings, have a strong tendency and demand for social interaction. In this
subchapter, I will be focusing on the kinds of social encounters people may engage in when
being on the market, while in the next subchapter, I will focus on the different physical
attributes a market should have to foster such interaction.
Lofland (1998: p.51), distinguishes between different forms of personal relationships in public
space. According to her, public space is “the locus of a complex web of relationships”. Other
research has distinguished between primary relationships, which are intimate, personal and
‘safe’, and secondary relationships, the ones outside from home, with strangers. Lofland (1998)
states that it is not enough to distinguish between primary and secondary relationships, she
distinguishes person-to-person connections from person-to-place connections. The person-toperson connection is still seen as the dominant type by Lofland (1998), however, to understand
the complete picture, it is important to study the person-to-place connection, too.
Within the linkage of people, Lofland (1998) differentiates four types of contact: the fleeting,
the routinized, the quasi-primary, and the intimate-secondary. Fleeting relationships are the
ones which happen most in the public space, where two strangers have a very brief interaction,
ranging from seconds to a few minutes. The characteristics are either no spoken exchange or
brief inquiry for example helping the other. The routinized relationship describes the one of
categorically known others. These interactions have relatively standardized character.
McDonald's customers and window clerks, or the bus driver and the fare, are typical examples
of this kind of relationships. Quasi-Primary relationship describes brief encounters, ranging
6

from minutes to a few hours, either between strangers or categorically known others. The
difference is, that they are emotionally coloured. Examples are the friendly conversations
between dog owners or the exchange of opinions between pedestrians who are watching a
street performance. Next to the positive emotions, they can be unpleasant as well, such as racial
insults, negative comments on homeless people, or sexually loaded comments towards women.
Like quasi-primary relationships, the intimate-secondary relationships are emotionally
coloured. They differ in the fact that they are long lasting, ranging from a duration of weeks to
years. Examples for this are older people that “know” the strangers in local restaurants, people
that see each other frequently on the bus, or vendors and their regular customers. This
relationship is mostly of a positive emotional nature. These described relationships are not
static, but fluid and can transform over time.
Person-to-place connections matter, according to Lofland (1998), to understand the complete
picture. She differentiates between three connections. The memorialized locales are defined
as small pieces of the public realm, which has become a ‘sacred place’ for a group of people
because of either an event or object, such as a statue. A place which serves as a memorialized
locales can either serve as an expression of community or conflict. Familiarized locales are the
places people move through on either daily or almost daily basis. People, thus establish familiar
relationships with these places where fleeting relationships can be established with strangers
who are using the same “paths, rounds, and ranges” (Lofland, 1998, p. 66), leading to quasiprimary or intimate-secondary relationships. Places, where specific people do not have the
feeling of being in a public space anymore but perceive it as an intimate space, are described
as hangouts and home territories places. Examples of such locations are bars and cafés for
regular customers, as well as street corners where a group of people always meets. In the
marketplace context, specific stalls, or spots on the market, may also serve as a regular meeting
point.
Through such encounters, as described by Lofland (1998), people learn to understand and
interact with one another. By getting used to and experiencing such differences, people learn
to tolerate and adapt. This in turn, can lead to more civility and tolerance (Demerath &
Levinger, 2003; Lofland, 1998). People, being social in nature, have the tendency and need to
be in contact with others, which is why they try to fit in. According to de Haan (2008, p.90)
“people try to avoid any behaviour that would disturb the smooth functioning of public
activities”. He uses the example of a busy street, where the movement of people “resemble the
performance of a street ballet”.
Similar to Loflands (1998) person-to-person connections are the findings of Watson (2009),
who found, while doing research in London, that markets are important as social spaces across
four dimensions: rubbing along, social inclusion, theatrically/ performance, and mediating
differences. Rubbing along, which is comparable with Loflands’ fleeting relationships, stands
for the small encounters of strangers in the marketspace when people see each other, recognize
differences, interact shortly either with or without words. According to her, the layout of a
market can have a big influence on these ‘easy’ encounters to take place; the more seating areas
and cafés, the more rubbing along. She understands social inclusions as the care work, which
she saw at the markets. Here, mostly older people, as well as disabled people, were helped by
other customers and vendors. Furthermore, she recognized that a lot of vendors keep an eye
on their regular customers, having short conversations about their health and other everyday
things. This has been mentioned by Lofland (1998, p.33), who used the term “restrained
helpfulness”, to explain that people will help one another if that does not mean getting oneself
into a risky situation, such as giving directions or opening a door. Theatre/ performance
represents the different forms of communication and roles vendors use to attract their
customers. Playful acts and other amusing performances were used to entertain the customers.
Moreover, Watson (2009) sees the market as a place that mediates differences, where people
from different backgrounds and ethnicities mingle and can have informal encounters and
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connections. All these different forms of interactions provide a ‘social glue’ that holds the
marketplace together.
Additionally, de la Pradelle (1995) sees market exchange, thus the interaction on the market,
as a game, in which humans, as social actors, see each other as equal negotiation partners,
regardless of their normal power relations. He defines the market as a ‘melting pot’, where
“people who would not normally communicate with each other are brought into close contact”
(de la Pradelle, 1995, p. 365). He supports this argument with the fact that people have to cross
each other’s ways trying to get to the different stalls. Another quite interesting point he makes
is that people make ‘market relations’ with strangers on the market often in a rather superficial
friendly way” (de la Pradelle, 1995, p. 367). Which fits to Loflands’ person-to-person
connections as well as the Watsons’ rubbing along.
However, there have not only been positive findings on social interactions of marketplaces. As
the elaboration of Lofland (1998) has already shown, where people meet, emotionally loaded
encounters can lead to negative experiences as well. Such interactions can reinforce differences,
inequality, or “otherness”. A research of Busch (2010) who studied a bazaar on the GermanPolish border found, contradicting to the findings of de la Pradelle (1995), that there are power
struggles within the customer-vendor relationship. According to Busch (2010) vendors and
customers are both mainly focused on steering the interactions to a positive outcome for
themselves. All these different sorts of interaction which were discussed in this subchapter,
influence the social dimension of the market. What exactly the social dimension is, is discussed
in the following section.
2.2.2. Social dimension
Watson and Studdert (2006) found that there are different social attributes a market needs to
be a successful social space, namely a buzzy atmosphere, social interaction, social mixing and
social inclusion. According to them an atmosphere, which is perceived as positive, depends on
the relationships among the vendors. Thus, if the vendors have a good relationship, the market
is more likely to have a good atmosphere, which makes the market more attractive to its visitors.
Social interaction, which was already discussed in the previous section is a key social attribute
of the market. It was previously discussed, what relationships may evolve on a market, and that
social inclusion may occur there as well as social mixing. Therefore, the presence of other
people is crucial for the success of a place. Gehl (2010, p.63), found that as well and stated
further that “the presence of other people in itself signals which places are worthwhile”. Thus,
if people see others in a place, it may arouse their interest and they are more likely to go there,
too. Besides, the time spent a specific space seems to be a crucial point on whether a place
fosters social interactions. The more time someone spends at a specific place, the more likely
it is the person will interact with others (Demerath & Levinger, 2003). The time someone
spends at a specific space could be influenced by the activities a place offers. Gehl (2010) gives
as an example for such an activity on a public space markets.
Watson and Studdert (2006) found that not only the crowd of people- thus the social
dimension- influences in how far the social encounter on a market can be positive, physical
attributes of the market matter just as much, which are being discussed in the following
subchapter.
2.2.3. Location and physical attributes of the market
This subchapter deals with the physical attributes a market should provide to be attractive and
foster social interaction. To be appealing to customers, markets need to offer diverse goods of
reasonable price and quality. Unique selling points, such as goods that one can hardly find
somewhere else, are a pull factor (Watson & Studdert, 2006). However, there are also other
factors that have an impact on how appealing a market is to the public, namely the physical
attributes of a market, such as location, accessibility, and the layout.

8

It is difficult to determine the perfect location for a market, however, according to Watson and
Studdert (2006) nearby public transport systems as well as nearby parking, can be factors
which make a site more attractive for shoppers as well as vendors. Being located near to the
city centre, a shopping street or just a few other shops can also have an impact, as people who
are just passing by may go to the market, too.
Another factor, which has been found to be important for a good working market is the layout
of the market. A market which combines indoor and outdoor space is most popular, according
to Watson and Studdert (2006), as it protects shoppers and traders from the weather.
Furthermore, seating was found to be a rather important feature of successful markets. While
steps or walls can be used by many visitors, benches are needed for older people to rest while
shopping (Watson & Studdert, 2006). People are more likely to pause and rest when benches
and other kinds of resting places are around, which is why these are seen as factors to increase
the interaction. Besides, street entertainers, statues, or art can make people stop and watch,
which can lead to interactions between strangers. Such common referents may increase the
openness of people to talk to each other, as they have a common subject that could be
commented on, such as street performers, or in the case of markets, the sold goods. Such topics
can serve as a starting point for interaction. Usually, people probe one another to find out what
they have as a common ground, what knowledge they share. However, such a common referent
makes it easier and establishes through its presence a common ground- common knowledgefor interaction (Demerath & Levinger, 2003; Whyte, 1980).
The general appearance of the market is of importance, including being clean. Another point
is the general layout of the market, the distance between the stalls, whether people can easily
move between them or if the stalls are too close to one another (Gehl, 2010). Moreover, people
are more willingly to cross through the market, if the products are displayed attractively
(Watson & Wells, 2006).
Safety is another issue, if the customers do not feel safe in the area, fewer will come and stroll
(Watson & Studdert, 2006). Demerath and Levinger (2003) point out that pedestrians have a
higher risk of being harassed or mugged than bikers or car drivers. People thus will be less
likely to go for a stroll on a weekly market, when knowing that the chances are high on being
(sexually) harassed or mugged. Neighbourhoods and market squares with a low criminal rate
are thus more attractive. Effective against the feeling of unsafety is simply the presence of
others. Even better are regulars, such as shop owners, or in the case of the market, market
vendors, who “spend time watching the street and have interests in maintaining a certain order”
(Demerath & Levinger, 2003, p.222). Thus, if they see behaviour which is not suitable in the
place, they likely act upon it. Additional to feeling safe around other people in the place, the
environment can have an impact on the perception of safety. If the person has to focus on cars,
which is rather unlikely in a marketspace, or on bikers, they are more focused on their safety
and themselves than on their surroundings and other people (Demerath & Levinger, 2003).
Therefore, for a marketplace to be welcoming and attractive, the safety issue is rather
important. If the marketplace is perceived to be safe, people are more likely to interact with
each other, as people who “are free of concerns for their safety, […] feel freer to interact”
(Demerath & Levinger, 2003, p.224).
Furthermore, the visibility of the market can be an issue, thus whether it is located so that
people passing by can see it, or not. A sociable public space, should be both visible from a
distance and nearby (PPS, 2009). However, a good promotion of the market can have a positive
impact, if the location is not the most visible one. Markets “need to be integrated into the wider
shopping environment” (Watson & Studdert, 2006, p. 39), so that the customer can do the
shopping nearby, which he cannot find at the market. Besides, nearby cafés, restaurants, and
food vans help to make the market a social place. Having public facilities, such as a post office
or public toilets, can add to the market experience, too.
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The project for Public Spaces (PPS) is a non-profit, educational and design organization which
is committed to supporting people create and sustain public space to build stronger
communities (PPS, n.d.). They have developed a multi-faceted approach to plan, design and
manage public spaces which is called place making approach. They have been inspired by
William H. White (1998), who saw the importance of planning cities for people. PPS (2009)
has studied thousands of public spaces and found four qualities all successful places had in
common: people can engage in activities there, the places are easily accessible, perceived as
comfortable, and sociable, thus people like to meet each other there (see table 1).
Table 1 Key qualities of successful places

Key
qualities
Uses &
Activities
Access &
linkages
Comfort &
Image
Sociability

Description
Activities give people a reason to go - and return - to a place. The space is used
throughout the day, by men and women from different age groups.
The place is accessible both physical and visual. This means that on the one
hand there are enough parking spaces, and a good connection to public
transport. On the other hand, it must be visible from further away. Having
shops around is mentioned to be more interesting but also safer for
pedestrians.
The places are comfortable and have a good image, which includes safety,
cleanliness, seating areas.
Sociability is the most difficult quality to achieve. Sociability for places means
that people like to meet and take others there.

While the key qualities, access and linkages and comfort and image fit to the physical
attributes, the other two key qualities use and activities, and sociability fit to the social
dimension of the market. In general, the place making approach together with the findings of
Watson & Studdert (2008) and the other researches give a good overview of the different
features a marketplace should have to be attractive for social interaction.

2.3. Conceptual model
To understand the opportunities of public spaces, and thus markets, for fostering encounters,
it is needed to include both physical and social dimensions. The physical dimensions of the
market are the features, which form the space, such as public facilities, transportation linkages,
benches, and layout of the market site. The social dimensions of markets involve the social
activities of people. Thus, people and their activities are part of the setting. As the earlier
elaborations have shown, the different attributes of the market have an impact of how much
the market can foster interactions between strangers. Different attributes such as places to rest,
as well as street acts, or the perception of feeling safe all can have an influence on the likeliness
of people to stroll, walk, rest or even chat on the market.

Figure 1 Conceptual model

10

As the conceptual model (figure 1) shows, the interrelation between the social dimension as
well as the physical dimension influences the market. Depending on the attributes a market
has, it can be the ground of interactions between people. These interactions between the
different actors, however, is also part of the social dimension, which is symbolized by the arrow
leading from “interaction between actors” and “social attributes”. I will not list the different
attributes again, as I have already elaborated them in the previous subchapter. The only thing
that needs to be mentioned is that both the social and the physical dimension are important.
According to literature, if the physical dimension is not attractive, people will not go there, but
also if the social dimension is not there, people will not go there either, as people like to go
where other people are. Thus, both dimensions are equally important, and if they are both
perceived as positive, then the marketplace is likely to be a place for strangers to mingle and
interact with one another.
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3. Methodology
This chapter provides a description on the research side, Maastricht, starting with a short
introduction to Maastricht as city and its location in the Netherlands. This is followed by a
description of the market square itself. The second section covers the methodological
considerations, including the research paradigm within which this research can be situated,
and the choice of research design. Then, the data collection procedure is explained, including
the different methods I used as well as an overview of the sampling procedure and the actors
that were interviewed. This is followed by a description of the data analysis. At the end of this
chapter, the limitations, as well as ethical considerations of this research, are discussed.

3.1.

Setting the Scene

Maastricht is a mid-sized city located in the southeast of the Netherlands. Being one of the
oldest cities of the Netherlands, is it known for its historic buildings and churches, as well its
historic city centre. It was built around the Meuse river (Dutch: Maas) and used to be an
important centre of trade and industrial city. Nowadays, it is seen as a vibrant city, with a lot
of cultural attractions. The large number of options for shopping, culinary offerings, and other
recreational activities as well as its historic buildings, attracts many tourists. In 2015,
Maastricht attracted 2,25 million visits by approximately 1.35 million visitors (Gemeente
Maastricht, 2016) Furthermore, the university and several technical colleges, where a lot of
international students are studying, influence the character of the city. In 2015 16,761 students
were enrolled at Maastricht University, of which 49% were foreign students (Maastricht
University, n.d.).
Maastricht has a population of 122.533 (ABF Research, 2016a), of which 28,4% are migrants
(ABF Research, 2016b). 19% are western migrants, which means that they or one of their
parents originate from Europe- except for Turkey, North-America, Australia, Indonesia, and
Japan. The other 9,4% have a migration background, as first-or-second generation migrants,
including people from Turkey, Africa, Latin-America, and Asia.
Maastricht is located in the Meus-Rhine
Euroregion, which comprises parts of
Germany, the Netherlands, and Belgium
to one cross-border region (figure 2). It is
one of the oldest cross-border regions. It
was created between the Region of
Aachen (Germany), the southern part of
the Province Limburg (the Netherlands)
the German-speaking community of
Belgium, the Province of Liege
(Belgium), and the Province of Limburg
(Belgium) in 1976 and achieved its
judicial status in 1991 (SPI, 2011). In this
Euroregion, 3.9 million people are living
(Stichting Euregio Maas-Rhein, n.d.). In
this thesis, the term “Euroregio” is used
whenever something concerning the
Meus-Rhine Euroregion is discussed.
Figure 2 Meus-Rhine Euroregion

12

Mosae
Forum

Figure 23 Map of Maastricht

3.1.1. The market square
The market square is located right next to the city centre in Maastricht. The train station is on
the other side of the Meuse, around 10 to 15 minutes walking distance. Most people that come
by train walk straight from the train station, over the St. Servatius Bridge, through the city
centre to the market (figure 3). There are several shopping streets and alleys that connect the
market and the city centre, in all of them shows are located.
Next to the Euroregional location, the charm and old buildings of Maastricht are a pulling
factor for many tourists. During World War II Maastricht was not defended because of its
location. Consequently, it was not attacked and bombed as most of the other cities in the
surroundings. The city is known for its old buildings, small streets, and historical atmosphere.
The market square which is as big as 2 ½ soccer fields, is surrounded predominately by old
buildings. In the middle of the market square is the town hall located, a building from the 17 th
century. This big square building was designed by Pieter Post and typical for the Dutch Baroque
style. After it was finished in 1664 it has been used for political purposes (Rijksmonumenten.nl,
2015). Since the begin of 2016 everyone from the municipality has been moved to other
locations, as the town hall is being completely renovated inside. From the outside these
renovations were not noticeable during the fieldwork period.
The market square is an important part of the daily life in
Maastricht since the 17th century. Before that, markets were
held at other locations in Maastricht, already since the
middle ages the markets in Maastricht were popular. A
statue is located on the market called the “Mooswief statue”
(figure 4), which symbolizes the importance of the market
for Maastricht. The statue characterizes the vegetable
women, who sold vegetables and potatoes at the market
typical for the 19th century.
The market square is used for different activities throughout
the week. Every day there are a few market stalls set up at
the market, the so called daily market, including a fish
vendor, a fruit and vegetable vendor, and several food stalls.
These stalls are open every day except on Sundays and are
on Saturdays accompanied by other stalls, for example
someone who is selling flowers and plants or olives.
Furthermore, on Sunday this square is used for a weekly
antique market. On Wednesday and Friday, the weekly
market is held. Occasionally this space is used for big events,

Figure 24 Mooswief
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such as the Amstel Gold Race, a bicycle race. All around the market square cafés and restaurant
are located, which all have terraces in front. The market square is a car-free zone, just like the
shopping streets. However, there is a bus stop right next to the market square, and 1 ½ sides
of the market square border to a street where cars and buses are allowed to ride.

3.2. Methodological considerations
This thesis is written from a social constructivist perspective, meaning that I believe that
humans construct their everyday lives subjectively, influenced by their experiences. This kind
of research is based on the different ways people think, feel, do, and see things. Social
constructionists believe that there is no “objective” truth, but rather that there are different
realities which may differ per person and in time. This ontology implies, that in order to
understand people and their actions, it is important to understand how they see and
understand the world around them, including their own context, such as where they grew up
(Creswell, 2014; Holstein & Gubrium, 2008). The epistemological consequence of the social
constructivist paradigm is that data cannot only be collected by observing people. To uncover
these diverse realities, insight in the subjective narratives of different people is needed.
Therefore, a qualitative approach is the most suitable, as it is used to discover the thoughts,
motivations, and beliefs of people.
I have chosen for this approach as it is used to understand and explore the meaning individuals
attach to a social phenomenon. As the social situation on the market seems rather complex,
and the focus lays on the individual ideas and meanings, qualitative research is the most suiting
(Creswell, 2014). According to Boeije (2010), the qualitative approach allows to gain an indepth understanding of the respondents’ subjective thoughts, beliefs, and sense making. Since
this study is of exploratory nature, it was important that the data collection procedure, as well
as the data analysis, could be adjusted during the field study. Moreover, qualitative research
offers the opportunity for the participants to describe their subjective view in their own words,
which leads to rich data, and information that otherwise would not have been gathered.
Furthermore, I have chosen for an inductive approach, which means that I will be moving from
a specific observation to a broader generalization (Creswell,2014). Thus, I made a plan for data
collection, and analysed it, to see whether there are any patterns within the data (Gray, 2014).
3.2.1. Research toolbox
To understand the social life of the market, both physical and social dimensions of the market
should be collected and analysed. Based on the exploration above and the research of Watson
and Studdert (2006) and PPS (2009.), I constructed the research toolbox (table 2) which
worked as a guideline during the data collection and analysis. This research toolbox provides
an overview of the key indicators which were explored during this research. The table below
shows these key qualities of a successful market, which I split up in four different main topics.
The questions have been adopted from the ones PPS (2009) has published on their site to
research the different qualities.
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Table 2 Research toolbox

Key qualities

Uses & Activities
Economic & management
attributes of the market

Access & linkages
Location and physical
attributes of the market

Description
Activities give people a reason to go - and
return - to a place. The space is used
throughout the day, by men and women
from different age groups.
• Level of mixed use in retail offer
• Range & quality of goods
• Management
• Vision
• Unique selling point

The place is accessible both physical and
visual. This means that on the one hand
there are enough parking spaces, and a
good connection to public transport. On the
other hand, it must be visible from further
away. Having shops around is mentioned to
be more interesting but also safer for
pedestrians.
• Access to public transportation
• Parking
• Visibility from outside
• Links with other retail outlets
• Links with amenities & local resources
• Cafés & food vans

Example questions
• Is it used by people of different ages?
•

Are people in groups?

•

How many different types of activities are occurring – people
walking, eating, playing baseball, chess, relaxing, reading?

•

Which parts of the space are used and which are not?

•

Are there choices of things to do?

•

Is there a management presence, or can you identify anyone
in charge of the space?

•

Can you see the space from a distance?

•

Can people easily walk to the place? For example, do they have
to dart between moving cars to get to the place?

•

Do sidewalks lead to and from the adjacent areas?

•

Does the space function for people with special needs?

•

Can people use a variety of transportation options – bus train,
car, bicycle, etc. – to reach the place?

•

Are transit stops conveniently located next to destinations
such as libraries, post offices, park entrances, etc.?
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Comfort & Image

The places are comfortable and have a good
image, which includes:
• Safety
• cleanliness
• seating areas

•

Does the place make a good first impression?

•

Are there enough places to sit? Are seats conveniently located?
Do people have is a choice of places to sit, either in the sun or
shade?

•

Are spaces clean and free of litter? Who is responsible for
maintenance? What do they do? When?

•

Does the area feel safe? Is there a security presence? If so, what
do these people do? When are they on duty?

•

Are people taking pictures?
opportunities available?

•

Do vehicles dominate pedestrian use of the space, or prevent
them from easily getting to the space?
Is this a place where you would choose to meet your friends?
Are others meeting friends here or running into them?
Are people in groups? Are they talking with one another?
Do people seem to know each other by face or by name?
Do people bring their friends and relatives to see the place or
do they point to one of its features with pride?
Are people smiling? Do people make eye contact with each
other?
Do people use the place regularly and by choice?
Does a mix of ages and ethnic groups that generally reflect
the community at large?
Do people tend to pick up litter when they see it?

•

Sociability
Social attributes of the
market

Sociability is the most difficult quality to
achieve. Sociability for places means that
people like to meet and take others there.
• Atmosphere
• Social Interaction
• Social Mixing
• Social Inclusion

•
•
•
•
•
•
•

Are there many photo
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3.2.2. Data collection procedure
As elaborated before, this research is conducted using qualitative research. Research methods
were chosen based on the kind of required information, which were needed to accomplish the
research objectives and answer the research question.
Within qualitative research, the researcher can still choose between different kinds of data
collection procedures, for this study a combination of analysis of secondary data, participants
observation, informal interviews, and semi-structured interviews were the most suitable to
answer the research question.
The data collection procedure was split therefore into three steps, one was secondary data
analysis which was done before, during, and after being in the field. During the two months of
field work, the focus was on participant observation and semi-structured interviews.
Participant observation was used to get to know the research field, gain the trust of the people,
and have some informal conservations. This was the focus of the first month. In the second
month, I conducted semi-structured interviews next to the participant observation, to get more
insights into the subjective meanings of the participants.
These methods, as is explained in greater detail in the following sections, gave me the ability
to be open for unexpected and interesting things, which came up during the data selection
period, as I was not restricted to specific predetermined questions or specific observation
criteria.
3.2.3. Secondary data
The theoretical framework of this thesis is drawn from academic publications concerning
public space, markets, and social interactions. Besides, I analysed two reports from the CVAH
(De Centrale Vereeniging voor de Ambulante Handel1) that choose every year the best market
of the Netherlands, since Maastricht has been selected twice as one of the best, I took these
reports into consideration while analysing the market. Moreover, different websites were
analysed. I used the website of the market itself (Weekmarkten Maastricht, 2016), the tourism
information website of the VVV Maastricht (Maastricht Marketing, 2016), and the Facebook
pages of the market (Marktmaastricht, 2016).
3.2.4. Sample & sampling procedure
The research population at large include all people who go to markets in Maastricht, either to
sell, buy, or stroll. The research participants were the ones, who visit the weekly market in
Maastricht on Wednesdays and Fridays between February 29th, 2016 and April 29th, 2016. Thus,
everyone that sold at, bought at or walked over the market in the specific time frame. Thus,
people that were not at the market were excluded. I was only able to interview people that speak
and understand Dutch, English, or German. Still, I could observe the others how they
interacted with other visitors as well as vendors on the market. To get interviewees, I randomly
approached people and asked them whether they would like to participate. It worked similar
with the vendors, who I asked when they would be less busy, so I could conduct the interview.
Mentioning whom I already had interviewed and that they saw me doing it, helped to convince
some to participate.
During the research, I mainly introduced myself to the research field. The market managers as
well as the municipality and the VVV Maastricht I contacted via email before I went to
Maastricht, however calling or going there in person lead to them wanting to help me. The
market managers acted in the beginning as a gatekeeper, as they made sure that the vendors
were informed of my research, by allowing me to write a piece about me and my research in
their weekly information sheet, with contact details, in case a vendor did not want to participate
Own translation: The Central Association of Itinerate Trade. It is an organisation for all street vendors
in the Netherlands.
1
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or had further questions. No vendor contacted me. I learned of the involvement of the Centrum
Management Maastricht during my fieldwork, as he was on the market, so I did some internet
research and called him.
3.2.5. Participant observation
Participant observation is a research technique to study everyday situations (Boeije, 2010).
Using this technique, the researcher can get first-hand experience in the field, and notice
unusual aspects that otherwise would have been unnoticed. Furthermore, it is a good way to
get to know the field and people, while the people can get accustomed to the researcher
(Creswell,2014). Participant observation, however, not only means to observe as an outsider,
but to interact with the people in the field, thus to participate. Observation can be conducted
in different forms, ranging from non-participations to complete participation.
I conducted different sorts of participant observation during the research. Beforehand, I did
ask the officials of the market for permission to conduct my research, thus they knew who I
was and what I was doing. For most of the vendors, as well as the visitors, I was a normal visitor,
thus did covert research. After the first month, I started to introduce myself to vendors and,
when I had informal conversations I told the visitors who I was and what I was doing, thus I
partly did overt observation, remaining covert for most people on the market.
In the first week, I mostly paid attention to the physical layout, the seating possibilities, where
a lot of people were, what kind of people were there, how people came to the market, and the
like, thus I observed the research area and the people without being involved. After that, I
focused both on the physical attributes, but also watched and listened how people interacted
with one another, followed some people over the market, and participated in the market
routine. This means, that I interacted with vendors and visitors, bought things, watched the
attraction thus I mingled. The observation plan can be found in Appendix 1. I was allowed by
a few vendors, to stand behind the stalls for a short amount of time, or stood in front of the
stall, so I could witness interactions between the different actors closely. Moreover, I did
participant observation with the cook on the Wednesday market and a handicraft workshop on
the market. I have been standing next to the cook for several hours on different days and
observed what was happening at that stall.
Doing overt observation could have led to the fact that the vendors would change their
behaviour as they consciously think about what they are doing. However, I did not see a
difference between the actions of the vendors before and after they knew who I was. Besides,
making myself known made it easier to have informal conversations about their activities. I,
therefore, had to be able to take two roles, namely the role of the insider and the role of the
outsider. As an insider, I simply did what other visitors did and participated in the market
scene. As an outsider, I still had to observe but was also able to analyse my own experiences.
At first, I planned to do participant observation at focal points in the market site. However, I
ended up to not choose specific locations. I rather walked around both between the aisles and
the border of the market, stood around, or sat where other visitors sat. For me it was important
to cover as much space as possible, and not focus on specific areas where a lot of interaction
took place, I rather wanted to get a good picture of the whole market. This helped me to get
involved in activities, and observe many interactions that I would not have had if I had stuck
to the original plan of choosing specific locations. I was at the market mainly from the start till
the end, at some days I had to take breaks as it was so cold and raining and I was not able to
stay outside for the 4 to 5 hours that I would normally be there. I used that time to write down
my field notes, always making a note of the specific date, time and the weather forecast.
My field notes did not only include descriptions of the surroundings, but also included “talk”
as constructionist “not only watch but also especially listen” (Holstein & Gubrium, 2008:
p.375). Which is according to Holstein and Gubrium (2008) important when conducting
research from a constructivist point of view. “The constructionist fieldworker typically strives
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to capture as much in situ verbatim detail as possible, preserving the opportunity to later
“unpack” talk-in-interaction for the constructive work entailed. Sometimes this amounts to
close-to-verbatim records of key spates of talk, noted as much as possible in speakers’ own
words. Sometimes constructivist projects require greater detail in terms of conversational
sequencing and structure” (Holstein & Gubrium, 2008: p.386). They suggest using audio
recording, which I tried, however, because of all the noise on the market, it was not able to
record something useful. I decided to write down the short conversations right away in my
notebook. At first, I thought to have a notebook with me, and randomly take notes, could lead
to problematic situations. However, the only comments I heard that were made about me, was
that people apparently thought that I was writing personal thoughts in a diary. Next to the field
notes, I took pictures with my phone of different situations, which I used as a source of
information and to clarify my analysis in the following chapters.
3.2.6. Informal interviewing
Informal interviewing is a type of unstructured interviewing, meaning that the researcher takes
the opportunity to chat with a person in the research setting about things that might be relevant
for the research (Robson & McCartan, 2016). It is a good way “to seek clarification about the
meaning or significance of something that took place” (Robson & McCartan, 2016: p.289). This
technique helped me to understand the events and habits of vendors and customers better. I
did not record most of these informal interviews, but only took notes on the information I got
during or shortly after these conversations. The information I got from informal interviewing
were used like the other field notes of the participant observations. I did informal interviews
with all different actors, thus vendors, visitors, as well as officials of the market. Some of the
information I got, were used to prepare the interviews. Sometimes people started talking to me,
and I would just have a conversation or go deeper into the subject. Moreover, I asked people
about things that I heard from someone else, thus to verify or to clarify the information I got.
One example of this is that one of the market managers told me about a new music act that was
coming to the market, which I had not heard of before, therefore I tried to get more information
from him, but I also went to vendors to hear what they had heard and thought of it. As this was
in the first month, I used this knowledge for my semi-structured interview guide (see Appendix
2, 3, 4), and implemented questions on that matter in the different topic lists.
3.2.7. Semi-structured interviews
Next to the observations and informal interviewing I did semi-structured interviews to get
more information on the interviewees’ thoughts about the market. According to Creswell (2014)
using this method is part of the constructivism approach. “The goal of the research is to rely
as much as possible on the participants’ views of the situation being studied” (Creswell, 2014,
p8). Accordingly, questions with open ends are needed so that participants can share their
views. For these semi-structured interviews, I prepared a topic list, that covered different
themes. In total, I made four different topic lists, that can be found in the Appendix 2-4. In the
following, I will give an overview of the different groups of people, that I interviewed and what
I asked them.
It should be noted, that many people did not want to participate, for different reasons. The
visitors mainly said that they had no time, and some were scared off by my recording device.
The vendors were either too busy, were scared off by the recording, or did not see the point in
participating. Still, with the ones that wanted to participate, I reached the point of data
saturation.
3.2.7.1.

Vendors

I interviewed in total 16 vendors both on the Wednesday and the Friday market. These
interviews were held in Dutch, except one that was partly held in German, as it was the
interviewees mother tongue, and an interviewer should choose the language the interviewee’
is the most comfortable in. All interviews were held on the market, except one, who found it
more comfortable to do it at his home and not on a market day. I estimated around 20 minutes
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for an interview, however, some interviews took longer, up to 41 minutes. I recorded the
interviews, and if a client approached the vendor, we took a break. For the interviews, I had an
interview guide in Dutch (see Appendix 2). The questions focused on four main themes, namely
the vendor himself/herself, what he/she thinks of the Wednesday and Friday market, the other
vendors, and the visitors. The first question I asked them how they would describe the market
to someone that never had been to the market. This was followed by questions like: since when
they are working on the market, what their normal market day looks like, as well as if they go
to other markets. This was followed by a list of questions including why they have a stall on
this market, what they think of this market, the place they are located, whether they had
problems with the market in the past, and if they would like to change something about the
market or miss something. Next to that, I asked them about their relationship with their
customers, and what languages they use. Through observation and informal interviews, it had
become apparent that the relationships among the vendors is also important for vendors,
which is why I asked about that. Table 3 shows an overview of the vendors I interviewed, on
which market they sell their goods, and since when they work on the market, as well as whether
they go to other weekly markets. The food vendors are a broad group, including vendors that
are located on the food truck square, fish vendors, and other vendors that sell either ready to
eat or take-home food goods, such as bread, or cheese. I decided to use that brought term, to
anonymise them.
Table 3 Overview vendors

Accessories 1

Go to other
Market day(s)
On the market, since weekly
(W=Wednesday/
(Wednesday/Friday) markets
F= Friday)
(x=yes)
W
F
2 years
/ 2 years

Accessories 2

W

F

4 years

/ 4 years

Clothes

W

F

28 years

/ 28 years

x

Cook

W

½ year

/-

x

Fabrics

W

F

42 years

/ 42 years

x

F

-

/ 16 years

x

Vendor

Flowers & plants
Food 1

W

F

1 year

/1 year

Food 2

W

F

½ year

/1 week

Food 3

W

F

½ year

/1 week

Food 4

W

1 year

/-

Food 5

W

3 years

/-

Food 6

W

6 years

/-

x

Food 7

W

F

45 years

/ 45 years

x

F

-

/ 25 years

x

Food 8
Fruit & vegetables 1

W

F

1 year

/8 years

Fruit & vegetables 2

W

F

37 years

/ 37 years

3.2.7.2.

x

x

Visitors

I conducted in total 22 semi-structured interviews with visitors on the Wednesday (10) and
Friday market (12). Table 4 gives an overview of the men and women that were interviewed,
showing their sex, their nationality, their age, how often they visit the market, whether they
live in Maastricht and on which market day I interviewed them.
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Table 4 Overview visitors

Nationality

Sex

German

woman

20

Once a week

Lives in
Maastricht
(x=yes)
x

Italian

woman

19

Once a week

x

Wednesday

Dutch

man

78

Normally both days

x

Wednesday

Dutch

man

59

At least once a week

x

Wednesday

Dutch

man

24

Every other week

x

Friday

Dutch

woman

49

Once a month

x

Friday

Dutch

woman

63

Once a week

x

Friday

Dutch

woman

24

Once every 3 weeks

x

Friday

Dutch

woman

75

Once a week

x

Friday

Dutch

woman

57

At least once a week

Friday

Dutch

woman

63

Once a year

Friday

Dutch

woman

40

At least once a week

Dutch

woman

60

Once a week

Dutch

man

35

Occasionally

x

Wednesday

Dutch

woman

20

Occasionally

x

Friday

Dutch

woman

21

Once a month

American

woman

38

Occasionally

Cameroonian

man

28

Every week

Friday

French

woman

41

4 times a year

Friday

German

woman

71

First time

Wednesday

Belgian

woman

35

A few times a year

Wednesday

Dutch

man

61

At least once a week

Age

Frequency market
visit

x

Interviewed
on
Wednesday

Friday
Wednesday

Friday
x

x

Wednesday

Wednesday

I had a rather long interview guide, however, I was not able to find someone that was open to
answer all the questions, therefore I shortened the list to the most important ones (see table
5). These focused on the visitors’ opinion, ideas, and memories of the market, their relationship
with it, as well as their activities there. Most of the interviews were held in Dutch, two in
German, and four in English. Thus, I had the interview guide in all three languages. These
interviews took between 6 and 13 minutes.
Table 5 Interview guide visitors

Questions
If you had to tell someone about the market, who
has never been here, what would you say?
When did you visit the market the first time?

Prompts
difference Wednesday and Friday
with whom, memories

Why did you come back?
How often do you visit the market?
What do you think is special about the market?

Wednesday, Friday
location, people, atmosphere,
difference Wednesday and Friday
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Would you find it sad if the market did not exist
anymore?
What do you do on the market?

why, difference Wednesday and Friday

What does this market mean to you?
With whom are you here?
Where are you from?

Normally
nationality, how far from market/
Maastricht, accessibility

May I ask you how old you are?
3.2.7.3.

Experts

I interviewed different experts. First, I conducted interviews with the three market managers
and their boss. Two market managers are on the market during the market hours making sure
that everything on the market works how it should, and who can be asked for help by both
visitors and the vendors. The third market manager is mostly concerned with the
administrative work of the market. Together with their boss, who works for the municipality,
they are responsible for the market. Together they make sure that the markets run smoothly.
Next to many informal interviews with them, I scheduled an interview with each of them
separately during the second half of my research. The interviews with lasted 35 to 50 minutes.
The interviews were held in Dutch in a small conference room. The interviews again started
with the question: If you had to tell someone about the market, who has never been here, what
would you say? After that I asked for their opinion about the market, and where they saw
differences between the Wednesday market and the Friday market. This was followed by a
series of questions focusing on the Wednesday market, asking for a description, their opinion,
the different activities on the market, ideas for the future, and whether they would mind if the
Wednesday market did not exist anymore. Thereafter, similar questions were asked about the
Friday market. The last questions focused again on both the Wednesday and Friday market,
however, I emphasised that they should point out differences in Wednesday and Friday market
if they thought there were any. These questions focused on the physical attributes on the
market, such as accessibility, as well as location. In the end, I asked them personal questions,
like since when they are market managers and what they do as such. In Appendix 3 the
interview guide can be found in Dutch. To anonymise who said what, they are numbered
consecutively “Market manager 1” to Market manager 4” in the report.
Moreover, I interviewed one person from the Centrum Management Maastricht who organizes
together with the market managers’ cultural events on the market. These events were the main
topic of this interview, as I wanted to know from his point of view why this cooperation started,
what it exactly does, how it is going, and future plans. Before that, I again started the interview
with my first question. At the end of the interview, I asked about his personal opinion of the
market, whether he would mind if the market did not exist anymore, and if visits the market
himself. The interview was held in Dutch in his office and lasted around 45 minutes. The whole
interview guide in Dutch can be found in Appendix 4.
Next to that, I had a short interview via telephone with someone from VVV Maastricht, as I
thought that they could give me more information on the market and its organization. However,
they told me that they only provide tourists with information via their website and if people
call, or email them. Furthermore, I talked to someone from CVAH, who only was allowed to
give me the information that could be found in the reports, that I got and used as secondary
data.

3.3. Procedure for data analyses
As mentioned earlier, I took field notes during and after the participant observations and
informal interviews. To support my notes, I took photographs. I updated the field log at least
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twice per market visit. However, most of the time, if it was not raining, I sat down somewhere
and took notes, while observing and listening.
As mentioned in the beginning, the first month I only did participant observation and informal
interviews. The first two market days I was in the field, I used my pilot observation plan, that
I made before going into the field, and revised it. At a later stage, I revised my observation plan,
fitting to the findings I had made. The information that I got from my notes, were used to finish
my interview guide. This was checked by my two supervisors. I had a pilot interview with one
of the vendors and with one visitor at the market. The one of the vendors did not need to be
changed, while the one for the visitors needed to be drastically shortened. In the last two weeks
of my field study, I went through my raw data, including photographs and transcribes, notes
and memos to make sure that I had gotten all data I had planned to, thus got to the point of
saturation.
Once all field notes and interviews were transcribed, I used the qualitative data analysis
software ATLAS.ti to code the data. The first step was open coding, using both deductive and
inductive coding. This led to an extensive coding scheme, which was used to perform a second
round of segmenting the data, called the axial coding. In this step, the categories were
described and delineated, through remaining, deleting, dividing, and merging the codes, which
increased the level of abstraction. Eventually, a code tree was created. A code tree can be
understood as a stable list of main- and subcategories, which are found during coding the data.
As the last step, selective coding was used to identify the core categories, and determine and
verify a relationship between the codes, thus the categories. This included a reassembling of
the data so that the research questions could be answered with the help of the categories. The
outcomes of this analysis are presented in the following chapters, where only the direct quotes
from the semi-structured interviews are used as examples. These were, if needed, translated as
literal as possible from Dutch or German, to English. Before that, in the next paragraph, the
limitations and ethical considerations are discussed, including the validity and reliability of the
research.

3.4.

Possible limitations & ethical considerations

Several procedures have been undertaken to assure the quality of this study. Shortly reflecting
on my own positionality as researcher is important, as I was actively involved in the creation
of knowledge. As mentioned above I adopted a constructivism approach meaning that I
interpret the data, which in turn makes subjectivity unavoidable. The interviews, observations,
as well as the data analysis, were developed, conducted and interpreted by me. I tried to be as
transparent and show what and why things have been done. According to Creswell (2014) the
own background always shapes interpretation, what is important is that the research is sensible
to it and acknowledge their biases and interest, thus it was important that I did not forget my
own context within this research. Therefore, it could be that I biased my own research, however,
while writing this report I was aware and sensible to that fact that I was part of the social field
I studied and mentioned it in the following chapters. Furthermore, I might have had
advantages to get information, to people with another background. Being a young female
German student, who speaks Dutch, people already were interested in talking to me and
apparently liked to be questioned by me. While being not a Dutch native, it was sometimes
difficult to understand everything the participants told me. However, this gave me the
opportunity to ask questions about specific words or things they said, that were not perfectly
clear to me, which resulted in getting more information. Furthermore, because of my accent,
people found it interesting to talk to me and wanted to know more about me, which in turn
lead to them giving more away about themselves than they otherwise might have. I was able to
not only interview, observe, and listen to visitors and vendors as they spoke Dutch or English,
but also German. One problem that I had, was that there were many French-speaking visitors,
some could communicate in English, however, most did not. Therefore, as I do not speak
French I was not able to understand them, but still observed them.
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Through getting feedback on the code tree the internal validity of this research was improved.
It would have been ideally if someone would have had the time to code the data, however that
would go beyond the possibilities of a master thesis. Something else I did to foster the internal
validity was, that I used different methods while conducting the research, which is called
method triangulation. Moreover, I let participants confirm my observations, impressions and
in a later stage findings, thus practised member validation. I send my transcripts of the expert
interviews to the experts, for approval. Furthermore, in terms of ethical considerations, I made
sure that both the visitors and vendors are anonymised.
One limitation of observations is that it could be seen as intrusive (Creswell, 2014). However,
since I was at a public space, letting everyone go on with their normal practices, I do not see a
reason why people would feel that way about my presence. In this setting, it was not possible
to conduct a completely overt research, as I was not being able to tell everyone that I was doing
a research. However, I told the research participants, thus the vendors and customers, with
whom I talked, who I was, and what I was doing. In this way, I avoided problematic ethical
issues such as lack of informed consent (Boeije, 2010). Furthermore, before the research I went
to the market managers, those people are the officials of the municipality who organize the
market, make sure that everything works smoothly, and, give out permissions to vendors. I
asked them for permission, to conduct my research on the market. Moreover, they gave me the
opportunity to write a short piece about me and my research for the weekly market information
sheet every vendor receives.
Other potential shortcomings could be identified. The observations were carried out without
some sort of recordings, such as video camera or voice recorder. Voice recorder was tried but
did not work, while video camera seemed too intrusive. Furthermore, the data was gathered by
only one researcher, which could lead to researcher bias. Furthermore, there were next to the
methodological limitations some practical limitations. Due to the time constraints, it was only
possible to go to the research area within the two months. Furthermore, the research was
carried out during two rather rainy months. The idea was, when I chose for March and April,
that March would still be colder and wetter, while April would be nice and warmer. Thus, even
within the short timeframe, I thought I would be able to cover different weather periods.
However, both months were rather cold and windy. During summer months, different data
could be gathered, as the weather had a big impact on the results as the next chapter shows.
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4. Operation of the markets
This empirical chapter focuses on the first sub-question, the operation of the two markets. First
a broad overview is given on the two markets, then the Wednesday market and the Friday
market are explained in detail, to build a good basis for the following analysis chapter.
The markets are located on the market square in Maastricht. The market square is a car-free
zone, just like the shopping streets. There is a bus stop right next to the market square, and 1
½ sides of the market square border to a street where cars and buses are allowed to ride.
The vendors reach the market
square using one of these streets
(figure 5). They arrive early in the
morning and start to set up the
Mosae Forum
stalls. The aisles need to be free of
any unloading cars not later than
8.45 am. The market officially
opens at 9. The trucks, which do
not serve as a stall are either
parked at specific places, on the
side of the market or, if possible,
behind the stall. The market
managers are there the whole day,
from early in the morning before
the first vendors arrive till the
market square is empty again in
the evening. They have an office
Figure 5 Map of the market square
located near the market square.
During the market hours, people who look for them, can either find them there or somewhere
on the market; besides, they are always reachable via mobile phone. They are not only the
contact person for the vendors, but also for the visitors, who ask the market managers for help,
for example, if they have lost or found something, or are looking for a specific vendor. The
market managers make sure that every stall stands where it should be, and every minor and
major problem is taken care of. Furthermore, there is a waiter from one of the surrounding
cafés who walks over the market, making sure that the vendors get beverages. Even though the
market official closes at 3 pm, most vendors start to pack their things after 2 pm. So that they
can pack up fast in the end and leave the market square to go home. This is in general how a
usual market day takes place. The market season starts around April when the weather is
getting nice and warm. The high season is in the summer when many tourists come to visit. In
the late fall and winter months, fewer people come to the market, because of the weather and
since are fewer tourists in Maastricht than during the summer months, according to the
interviewees.
Both the Friday and the Wednesday market are organized in such a way that different products
are placed next to each other, to give people the possibility to browse and discover things.
According to the market managers, if all the fruit and vegetable stalls would be placed next to
each other people would only go there, or avoid specific sections if they do not need anything
from there. By putting stalls that offer different products next to each other, people have to
walk by stalls they eventually had not planned to walk by. Something on such a stall could get
the persons’ attention so that the person might end up buying something he/ she did not plan
when going to the market. To stay with the example of the fruit and vegetable vendor, a person
might walk by some specific fruit which looks tasty and decides to buy something even though
he/she did not intend to do so when going to the market. In contrast to the main spatial
planning, all fresh fish stalls are located in a special section of the market on Friday (more
detail 4.2). However, there are other vendors that sell fish, that are located on the main market,
mixed between the other vendors. These fish vendors do not sell a big variety of fresh fish, but
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deep-fried fish or fish sandwiches. Different to Wednesday is, that all the stalls on Friday are
set up back-to-back and next to each other in long lines. Only the ones that are located on the
edge of the market square have their back to the outside. The backside of the market stalls
forms almost something like a spatial delineation from the outside. The market can only be
entered from several entrances. This is different than on Wednesday as there are fewer stalls,
which are set up spacious. On Friday, the aisles between the stalls are set up wide enough for
the masses of people to pass through, but the market square itself is used completely.
In the following subchapters, a closer look will be taken first on the Wednesday market and
then on the Friday market.

4.1. Wednesday market
The Wednesday market is the smaller one of the two weekly markets held at the market square
in Maastricht. The 55 stalls are located around the city hall, as shown in the map of the
Wednesday market (figure 6). The market has a very wide range of products, ranging from
fruits and vegetables to fabrics, clothes, flowers and diverse food. There are vendors that only
have a stall there on Wednesday, either because they have another place on Friday, or because
they just did not get a place on the Friday market yet. Others come to the market every
Wednesday and Friday. Additionally, there are a few stalls (all coloured in red in figure 6),
which are part of the daily market. This year, 2016, the market was awarded the second place
in the annual competition of the best market in the Netherlands, in the category mid-sized
markets (CVAH, 2016).
For this market exists a short waiting list, which means that if a vendor decides to stop with
the market, the next person on the list will be allowed to have a regular stall at the market. This
happened shortly after I left the field, as two food vendors, that shared one stall had to stop
because of personal reasons, since then another vendor offers food there. Thus, the maps,
pictures, and descriptions in this chapter are a snapshot of the market in March and April 2016.
Most of the things I will mention will be still valid at a later point of time, however, a market is
not static but continuously changes.

Figure 6 Wednesday market map
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The average age of the Wednesday market visitor lies above 50 years, according to several
interviewees and my observation. Many people come there by themselves, slightly more
women than men. Moreover, a lot women come in pairs or small groups of three. Next to that,
there are a lot of middle age people and some students, most of them are on their own, and go
to the market to do their shopping at their usual vendors and leave. Around lunch time many
people from the close by municipality buildings and the city centre come by to have lunch at
the market. The food truck square, which will be discussed in the following subchapter, attracts
younger people. Mothers with children in strollers, mothers with teenage children, and other
groups of people of different age groups sit there and rest. These are mixed with tourists that
like to browse through the market either on their way to the city centre, or back to their car or
train.
The Wednesday market is appreciated by the ones that do go there because it is a rather quiet
market, which is not busy, people stay longer, they sit down, or have long conversations with
each other:
“I buy somewhere something to drink, a coffee, or I’ll get a fish and then I talk to the
people where I always buy my things, whoever you are familiar with. Here are not too
many different products, but it is nice to be here. You do find what you need. Wednesday
is nicer because it is quieter.” – man, Dutch, 59-years old
Everyone that I talked to on the Wednesday market used the Dutch term “gezellig” to explain
its atmosphere; this word can be best translated with sociable and cosy.
4.1.1. Wednesday market as an experience market
The midweek markets all over the Netherlands are having problems to attract visitors,
according to the experts and vendors. This can be supported by many newspaper articles, just
to take the most recent ones, the Monday market in Nijmegen (de Gelderlander, 2016), the
Wednesday market in Paddelpoel, a city district of Groningen, as well as the Tuesday market
in Wees (WeesperNieuws, 2016), all report that the markets are having problems with having
fewer visitors, resulting in fewer active vendors. The vendors explained that fewer people go to
the markets, and city centres, with the fact that many people do their shopping online, and can
buy their groceries and other things every day of the week, including Sundays. Moreover, many
people are at work during the market hours. That the Wednesday market has the problem of
attracting less and less visitors in the last years, was mentioned by everyone I talked to.
According to several interviewees, the market has had reached the point in the fall of 2015, that
the market would have disappeared if they did not change anything:
“The Wednesday market was bad, really bad. If we would have kept going like that, the
market would not exist anymore in a few years”- Market manager 1
Knowing that it cannot go on like that, the market managers asked the vendors for their
permission to try something new, that could make the market a bigger attraction again. On the
one hand, they still want to offer “traditional” market goods, that can be found at any Dutch
market, such as fruit and vegetables, fabrics, clothes, and accessories. On the other hand, they
wanted to make the market more than just a market to buy groceries, they want to create an
“experience market”. The idea was born, that they needed a new concept, something more
modern, up to date, and fitting to the current trends. According to the market managers, the
solution would be to introduce something similar to the food festivals, that have been around
in the last year; the idea of a food truck square was born. In line with this new addition, they
wanted to redesign the whole market, and re-arranged the other stalls, too. In line with
introducing the new stall arrangement of the market, three new additions were introduced
since March 2015, namely a cook, a food truck square, and live music. The market managers
refer to these changes as ‘reconceptualization' of the market. The reconceptualization is seen
by many as an opportunity to attract more visitors again. Many people, including the market
managers, several vendors, and visitors stated how much they like the ‘new market’ and think
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that more people already come to the market, and even more people will come once the weather
is nice enough to sit outside. However, despite the reconceptualization of the Wednesday
market, there were several days during my fieldwork when only a few visitors came to the
market. The weather was seen as the biggest issue, since not only many visitors decided to stay
home when it is raining, but also several vendors did not come to the market. Empty stalls, as
well as a big market square with only a few stalls, are not to inviting. Another problem this
market has is its bad reputation among inhabitants of Maastricht and its surroundings. I came
across several visitors that all had a similar idea both about the market itself and the new
additions to the market:
“Occasionally, I go to the market. I see that they are trying to make the market more
attractive. But that will not work.”- woman, Dutch, 75-years old
“Wednesday market is over. It is over. Wednesday is over. It is just a normal day.” –
Fish 1
They have seen the market get worse and worse over the last decades and cannot imagine that
it could get better again. However, the ones that do give it a chance, told me that they enjoyed
it and like to spend time there, meet people, walk around, eat something or drink a coffee.
In the following, the three different activities, which make the market the ‘experience market’
will be elaborated on, including the idea behind it, the execution, and how it is perceived.
4.1.2. The cook
The cook is a chef from a local restaurant who has a stall in front of the city hall every
Wednesday. He used to stand on the food truck square, however, he had to make room for the
live music performances. He cooks every week another dish, made only with products from the
market, and serves them in small portions so people can try the different products and get new
ideas of how to cook and use the different vegetables, fruits, and other goods that can be bought
at the market such as ham, cheese or honey. The snacks are for free. Beforehand, the dish is
published on the Facebook page “Weekmarkten Maastricht”, so people know what they can
expect (Marktmaastricht, 2016). The recipes of the dishes are printed so that people can take
it with them.
Every Wednesday morning the chef
sets up his stall and then goes around
to collect the different ingredients
from the other market stalls. Some
he has to buy; others give their
products for free as they find it a nice
way to promote their products
(figure 7). Most of the time he
decides what dishes he cooks, and
sometimes he is asked by the market
managers or vendors for a specific
dish. At the beginning of the
asparagus season, one of the vendors
asked him to prepare something with
asparagus, so more people would Figure 7 Stall of the chef
buy it.
This activity started in March 2015, when a friend of his, a fruit and vegetable vendor at the
market, asked him to cook a dish with different sorts of mushrooms to promote them, and
consequently to sell them. The market managers saw the success and the attention the chef got
from the market visitors and asked the Chef to come back again. It started with monthly
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cooking, then he prepared food every other week and since September 2015 he can be found at
the market every week.
The recipes he prepares differ to meet the taste of the different people. For instance, he made
one week bruschetta with different kinds of toppings, gently roasted mushrooms, various kinds
of cheese or ham from different vendors. Another week he cooked pasta with broccoli, fish, and
shrimps. Ragout, tortellini, and mustard soup were other dishes he prepared on different
Wednesdays.
Every dish that can be tried at his stall, is rather easy and quick, so he can easily prepare it on
the market, and people can cook it by following a recipe. Most of the people that come there to
have the free snack come back every week. It is part of their weekly shopping at the market.
They like to come, taste it, but also get tips from the chef for either this or similar recipes. Many
visitors pass by while he is preparing the dishes asking what he is making and when it will be
done. Once a few portions are prepared and ready to be taken, they are already gone:
“I arrive here, and then I set everything up, and then I will do all the preparations. The
people come to taste the snacks, and usually, when I have something ready, they come
just as piranhas jumping out of the water. It gets busy, and yes that’s just really nice.
Because you get a certain connection with the different people at the market. There are
a lot of people that every week to pick up the recipe and taste the dish.” –Cook
All different kinds of people come to the Chefs stall to try the small dishes: other vendors, the
market managers and other people from the municipality, and many regulars. Many of them
are older people, who come by themselves every week. They do not only come there to try but
also to talk, to watch and to listen to other conversations. Many stay there for a little while, to
watch him prepare it, and if he does not prepare enough, most do not mind waiting for the next
round. These people either would stay there and wait until the next portions are done or make
a round over the market and come back again. Most customers are Dutch, some Belgian, and
familiar with the concept of the cook. Only a few foreigner visitors made use of this offer, which
might have something to do with the fact that all information concerning the cook are written
in Dutch, including the recipes, posters at the stall, and the Facebook promotion. So only if a
lot of people stood around the cook, and the foreigner had the courage to try to understand
what was happening he would join and get a free sample of the food. When I talked to students,
both Dutch and international, none of them knew of the activities, neither the food square nor
the cook or the live music. Until now, the market managers have missed the opportunity to
promote the market to the international and younger audience. Apparently, the lack of
information in English is since the market managers simply did not think about it and do not
trust in their capability to write such information in English.
In the beginning, other vendors, especially the ones from the food truck square were rather
sceptical about the whole idea, as the samples he gives away are for free. However, now most
people, both vendors and visitors, have a positive perception of the chef and what he offers:
“Because he attracts people. Especially, that is something I really experienced, if he uses
one of our products, you notice it immediately, you have more sales right away.” - Food
3
So many vendors see him as an opportunity to promote their products and see that he attracts
people. However, even though all vendors like the cook himself, they are not sure whether he
really adds value to the market, or whether people just go there, get their free snack and leave,
without staying, buying, or consuming anything else at the market. They see that the same
people come every week to the stall, but do not see such people spending money at the market.
Another vendor questioned whether the concept, that the Chef gives the food away for free is
the right way to do it. He would appreciate it if they had to pay 1€, so people see the actual
value of the food. Besides, many of the vendors who are on the market since decades, see this
project more as ‘a flash in the pan’ and not fitting to the concept of the market.
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Nevertheless, the stall of the Chef is a meeting point for many people, for the vendors and
market managers to have a small break, try the food, and shortly interact with other people.
For the visitors of the market, especially the older generation it is a meeting point, a place they
go to every week, to check what the cook offers. Even if they do not like what he made at the
day, many would stay for a few more minutes and either interact with others or watch
interactions of others.
It is not clear for how long he will be part of the market, as he and his stall are financed from
the budget that the market managers have for all different markets in Maastricht. However, it
has been such a great success that even other market managers have become aware of him and
asked him to cook at their market to attract more visitors. In May 2016, he started to prepare
meals every other week on the Tuesday market in Heerlen, a city near Maastricht.
4.1.3. The food truck square
The food truck square is another
new attraction the market
management introduced to the
market in September 2015. As
mentioned above, the market
attracted less and less visitors,
therefore something needed to
be changed. The cook seemed to
be a good addition but did not
attract enough people all by
himself. As food truck festivals
have become more and more
popular in the last year the idea
arose that they should try
something like that to get more
visitors. It was supposed to be Figure 6 Wednesday market map
introduced to the market in March 2015, however, that did not work out. As they did not want
to start with this new concept in the main season, they introduced it in September 2015. The
introduction of the food square was accompanied by a complete restructuring of the other stalls,
as mentioned already above. Since then the market has been restructured several times, with
small changes to find the best way of how to put both the food trucks and the other stalls, to be
the most attractive. Figure 6 shows the way they were located during the period of research
(see blue ones with stripe). The idea is that several food trucks, all with different kinds of foods,
border from three sides a little square with tables and chairs. Thus, built a terrace on the square
between the food trucks. Around the food truck square and the city hall, the other stalls are
arranged.

Figure 8 Food truck square

On the square, the food trucks offer
diverse foods, including hamburger,
Spanish ham, German Bratwurst,
coffee, honey from Maastricht,
Loempia, and toasties. The tables
and chairs can be used by everyone
to either rest or sit down and eat or
drink
something
from
the
surrounding food trucks. Many
people use this square, and they
come in couples or in small groups
to sit, after buying meals from
different trucks (figure 8). While in
restaurants the customers can only
eat the food that is offered there, on
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the market everyone can buy the food they want to eat, but still eat together at one table. For
example, one woman bought a Bratwurst, one of her daughters got a Hamburger, while the
other one ate a toasty, but all sat together at one table. The diversity in products and the open
terrace in the middle invites people to eat different things while sitting together. As there are
just a limited number of tables and chairs, people who want to eat something are sometimes
forced to sit together around small tables, which leads to interactions or even conversation
among strangers. This was what the market managers had in mind, when they designed the
food square: to invite people to stay longer and interact with one another, as the market should
be used as more than just to get the groceries but rather seen as a place to meet people and
experience things.
As the figure 9 shows, there is more space on the terrace, thus more chairs and tables could be
set up than are set up every week. The vendors have to bring the seating facilities themselves
and do not have the capacity or space to transport and bring more tables and chairs, while the
market managers tell them they could bring more but say that the municipality does not have
space to store them. This is just one of the problems that have to be figured out in the near
future to make sure that the food square becomes as successful as imagined by both the
municipality and the food truck vendors. Another problem is the arrangement of the stalls.
While the square itself is nice, the backs of the trucks are blocking the site of the other vendors.
Some of these vendors are thinking about stopping with the market as looking at the back of
other stalls keeps the customers away. Even though everyone is enthusiastic about the food
truck square, and sees its opportunities, it is still a pilot and work in progress:
“I would tell someone about the Wednesday market that it is really nice, especially
because of the food square. So, in the middle of the square, you’ve got all the little trucks
and stalls with food and drinks and a nice terrace. So, the atmosphere is very nice here.
Yes, I think they [the market managers] most certainly have done well. I think this
restructuring was good for the market, it has become more attractive and that it
attracts more people.” – Food 1
“In general terms, I think the Wednesday market is a dull market. If this [the food truck
square] was not here, this Wednesday market would not exist anymore. Thanks to this
concept, what they have thought of, that we are allowed to do a lot of different things,
the market comes alive again. This market was really nothing, it was a bad imitation,
a really bad small imitation of the Friday market. With a bad assortment, it was dying.
That was really sad, yes.” – Food 4
Taking into consideration that this food truck square is still a project in progress, and many
vendors and visitors –especially Friday market visitors- do not believe in it, there are many

Figure 9 Food truck square 2
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people who like the food truck square a lot. People like to stay at the market square, meet
people there, eat, and drink something. However, the biggest impact on whether this pilot will
be a success or a failure is the weather. If the sun was out, or it was at least nice, warm, and not
raining, the square was crowded, especially during lunch hours. While, if it was raining, the
trucks had only a few customers and no one would sit on the square, as nothing is sheltered.
4.1.4. Live music
Another attraction which is supposed to get people to visit the market and stay are live music
acts. The market management started a first attempt of introducing music to the market with
an accordion player who walked over the market, however, this was not a success. The live
music project started in December 2015, when the market management wanted to integrate
“magic Maastricht”, an event in Maastricht that celebrates Christmas, into the market. Back
then the Centrum Management and the market management worked together and the first
music acts were planned and realized. Due to its success, they decided to introduce it to the
regular weekly market. This project started March 16th, 2016 and will be tested for one year.
Now, the live music on the food square (figure 6) is organized every other week by the Centrum
Management Maastricht in cooperation with the market management between 11.30 am and
13.30 pm. The Centrum Management organizes and plans the different music acts, while the
market management facilitates it. The vendors of the food square bring chairs and tables so
that the people that have lunch there can listen to the music while consuming the bought food
(see figure 11).
According to the experts from the
municipality, VVV, and centrum management,
most tourists only stay in Maastricht Friday to
Sunday, while some arrive on Thursday. The
big events that this city offers such as the
concerts of Andre Rieu or exhibitions,
normally take place during the weekend. The
idea behind the live music on the market is to
get the activities that take place during the
weekend to the Wednesday market. On the
one hand, the market managers together with
the centrum management hope that this will
attract more of the tourists that are in the
Figure 10 Food truck square with live music
surrounding areas of Maastricht. On the other
hand, it is seen as an opportunity to promote the event.
“Only from Thursday on, you really have visitors. Mondays, Tuesdays, Wednesdays,
you have almost no visitors. How do we get the midweek more attractive? For that, we
asked the Centrum Management for their help.” –Market manager 4
To take the example of the Andre Rieu concerts: The Centrum Management organized two
young violinists to play the Wednesday before the concert on the market. This lunch concert is
supposed to bring the atmosphere of the weekend to the Wednesday market, but also visitors
of the market will be reminded of the upcoming concert. Furthermore, the violinists have a
stage to play in front of a diverse audience.
So, the Centrum Management offers every other week young talents, professionals, amateurs
or seniors a stage during lunch hours where they can perform in front of a diverse public. They
offer the artists expense allowances and promote them on their Facebook page. The benefit for
the local artists is that they often bring family and friends with them, which brings more
visitors to the market. Besides, if there are people who stand in front of the stage and watch,
the likelihood of more people stopping to watch is bigger, according to the Centrum
Management.
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Even though the live music lunch concerts were just introduced during my field research period,
just after a few times it became obvious that they add another layer to the experience market:
“I like it when people come here and make music. This creates atmosphere, immediately.
You know. The different senses must be stimulated. Heee. Smell, something to watch.”
- Food 1
“Yes, I like it a lot, and I also think that they come here for that kind of experience, it’s
just fun. It is great to have a mix different things.”- Food 2
The visitors seemed to enjoy it, stayed or sit down, applauded after the songs. However, the
weather has again a big impact on the success of each of these sessions, and as most days the
weather was bad, the visitors would not stay too long and only a few sat down. Not everyone
likes the music, but they see the possibilities that this could keep market visitors for longer,
attract other people and have an impact on the market atmosphere:
“The Wednesday market is less crowded. But I also think that the way they invest right
now in the market is really good. What they are doing, and look, maybe it is because of
the weather, but I noticed recently that the Wednesday market is getting more crowded.
The music, really nice, and the square in the middle, I really like it.”- man, Dutch, 24years old
4.1.5. Other events
Next to the cook, the food
square, and the live music, there
are other events organized on
the market. The municipality
wants the public to actively help
shape the market, give room to
people that want to organize
something and even help to pay
for
the
expenses.
The
Wednesday before Easter, 2016,
two women organized such an
event. A stall was set up next to
the cook, were one woman gave Figure 11 Easter bunny workshop
a small workshop in how to make
an Easter bunny-door wreath (see figure 11). One of the women had the idea after she saw the
craft workshop that was given on the market during carnival, to make vegetable wreath for the
“Mooswief” statue, back then school children made the wreath.
The workshop was for eight women, who all subscribed beforehand. The wreaths were from
one of the flower and plant vendors, and the ribbons were contributed by the Haberdashery
vendor around the corner. The woman, who likes to craft as a hobby, brought the tools and
wire. Even though only eight women could participate, many more were attracted by this
activity, especially other women. They stopped and watched, asked what they were making and
how, as well as whether they could still participate and if something else was already planned.
All in all, there were many short conversations, jokes and a ‘gezellige’ atmosphere.
The market managers would like to see more of these initiatives and have for example contact
with the different schools to organize something together. One of these events was the cooking
competition for school children, whose winners could cook during a big culinary event in
Maastricht which took place during the weekend. Again, the idea of taking the events of the
weekend and try to implement them on the Wednesday market.
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4.2. Friday market
The Friday market is held every week between 9 am and 3 pm on the market square in
Maastricht. This one is a big, international, and busy market, with a large variety of products.
This market is known for its big fish market and the many different fabric vendors. Around 110
vendors offer their diverse products and attract many locals, visitors from the surrounding
areas, as well as tourist from further away. For many vendors, this is the best market of the
week, as they sell a lot more than on the other days. For the customers, it is the best market of
the region because of the diversity of products and its atmosphere. It was chosen to be the best
market of the Netherlands in 2014 (CVAH, 2016). Many people come from Belgium, according
to one of the market managers they make up around 60 to 70% of the market visitors. A lot of
Germans, French, and other internationals visit, too. Many visitors go to the market, especially
for the fish. They offer a big variety of fish, such as dried fish, which cannot be found anywhere
in the surrounding area. So, in the early morning hours, even before 9 am, but also throughout
the day, people come to the market and leave with boxes of fish. Many of them are restaurant
owners but also a lot of them are buying it for their private use:
“Yes, the fish market is really important, if you see who is walking around there, even
some people from northern France buy their fish here for their restaurants. There are
many North-Africans, who buy dried fish here, they buy large quantities of dried fish.
So, it is really, really nice to sit there and watch everything. That’s early in the morning,
even before the market opens, the people are already here.” - Market manager 2
“Yes, since it is a traditional market, it is similar to others, but what we offer… We offer
much more than other markets. Everything you could think of to find at a market, you
can get here. Many other markets are specialized, they have a vegetable market, or a
fabric market, or a flower market, we have it all, together, in one market.” -Market
manager 1
This market is a traditional grocery market. Next to the fabric and fish stalls, many other
products are offered at the market, as the map shows (figure 12). There are several big fruit
and vegetable stalls, flower vendors, as well as people who sell all different kinds of clothes,
ranging from shoes and undergarments, over normal clothes, to gala dresses. Several vendors
that sell their goods on Wednesday also have a stall on Friday, however, no one has the same
spot for the two days. The only vendors that have the same spot are the ones that are open
almost every day and are part of the daily market. Some, who have a stall at the Wednesday
market, too, have a much bigger one on Friday and sell a larger variety of goods. Even with bad
weather, there are still many visitors. Consequently, most of the stalls are occupied each week.
If someone is not coming on Friday, that stall is given to another vendor for that specific day.
As marked on the map (figure 12) there are promotions stalls, where product promoters are
trying to sell one specific good, such as straightening irons, special sausages, or specific
drinking bottles. Every Friday morning the market managers have a list of the stalls which will
be empty that day as well as the usual promotion stalls. They draw from the product promoters,
which registered early in the morning, who can offer his or her goods at the specific Friday.
Moreover, there is a list of vendors, including a cheese vendor and an ice cream vendor, who
do not have a permanent spot at the market but are called early in the morning if a spot is free.
A third way to fill up the empty space is that the vendors who have theirs stall either next to or
behind the empty stall will take over the space, just for that specific day. If the spot gets free
permanently, there is a long waiting list, and the first one on top will get the opportunity to fill
in the free spot.
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Figure 12 Friday market map

On Friday, the market is split into two areas, the actual market square and the North market,
where the fish market is located. These two parts of the market are separated by a street, where
cars and buses ride. There is no clear marked pedestrian crossing for the pedestrians, as they
use the whole width of the street to cross it, anyway. Until now no accident has occurred.
Every interviewee used two words to describe this market: ‘gezellig’ and ‘druk’. ‘Gezellig’ can
be translated, as mentioned above, as sociable and ‘druk’ as busy. Another trait of this market
which seemed to be an important point for the people to come there is not only the diversity in
products but also the diversity of nationalities:
International, sociable, busy, diverse goods, very wide and divers goods. The Friday
market is just “gezellig.”- woman, Dutch, 49-years old
“I think that the fish market is really special. Especially, if you go early in the morning
to the market, you see an incredible amount of exotic people. That’s what I find special.
And then you see all the quantities they buy, then you can imagine what their eating
behaviour looks like, and you think you are suddenly in Central Africa. That is really
different. They have different shopping habits, different to us Dutch, very different.
They come from far away to this fish market. One fish vendor said that they even come
from Munich, that is 600 km. They also come from Paris. Yes, I really like that they
have everything here, dried fish and such things. Very nice. They eat it. Buy big boxes.
Africans, huh. Coloured people. I think this is great.” - woman, Dutch, 63-years old
The Friday market is a traditional grocery market, as mentioned above, and has a completely
different image than the Wednesday market, which is promoted as an experience market. In
contrast to the Wednesday market, the Friday market attracts many visitors by ‘only’ being a
traditional market. Altogether, the visitors, as well as the vendors, stated that there was no
need for any kind of extra promotion or activities as the market is popular enough and
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promotes itself. Still, around specific occasions, such as Christmas, Sinterklaas, Easter,
Mother’s Day, or other Dutch holidays, they organise something fitting the occasion. For
example, on Good Friday they organized a woman who walked around in an Easter bunny
costume distributing small chocolate eggs. Besides, there is not a lot of space where things
could be organised. There only is a space for promotion (see figure 13) were business can sell,
promote, or inform about their products.
4.2.1. Extension of the Friday market
Even though, the market is doing fine, during the second month of the field research the market
was extended by around 15 stalls. The extension took place to keep the market interesting and
up to date. Besides, there are two shopping streets, Mosae Forum and the Hoenderstraat that
do not get too much attention. When the Mosae
Forum was planned in 2000, they thought that more
customers would visit the stores there. So, to make the
shops interesting and get more people to walk through
the whole Mosae Forum, they decided to put part of
the new market there. Furthermore, there is a parking
garage under the Mosae Forum, so the idea was to pull
the people who park there into the market, by placing
market stalls within the Mosae Forum. They located
three flower stalls within the Mosae Forum (see figure
13). In front of the Mosae Forum, three food trucks
were placed. To make a circular route back to the
market, several new stalls were placed on
Hoenderstraat, including a nuts vendor, someone
selling honey and a 30meter long new fruit and
vegetable stall. The idea behind the vendors that were
chosen was to offer something new, that the market
was still missing, such as the nuts or the locally
Figure 13 Extension of the Friday market
produced honey, as well as the food trucks. In the
Mosae Forum, they had to place something that was not too heavy because of its building
structure. So, they decided to use flowers as they would look pretty and are not too heavy. Thus,
this time it did not go the usual way, where the ones on top of the waiting list would get a space,
but instead the new vendors were chosen because of the products they offered. The market
management decided to add a big new fruit and vegetable stall, which works as a pull factor
and draws visitors into the street:
“The great thing about the addition of the market on Friday is that it is located on a
street where nothing has happened in the last 40 years. It was nothing more than a
black whole. And last Friday, hundreds of people walked down the street, because there
were 10 market stalls. I think that is really nice”- Food 3
“You know how the street is right now, bleak, empty, dead. You don’t want to go there.
You just park your bike there, then you leave. We set up the stall in the street.
Immediately, you saw many people go there, walk around, visit the shops. You saw that
many things were happening. The terraces were suddenly full of people. The best
comment I got was that the people from the Brugstraat, that’s where the Bijenkorf is,
were complaining. They were complaining a lot. Because everyone that crossed the St.
Servatius Bridge didn’t walk straight as usual but turned to the right.”- Market manager
4
The idea originated from a competition of product promoter which was held in Maastricht in
2015. Back then the final of this competition was supposed to take place in Maastricht, however
since there is no space for such activities on the actual market square, they decided to put the
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product promoter stalls on the Hoenderstraat. They saw the big success of the usage of this
street. This extension is a pilot project and will be evaluated after one year.
This chapter gave an overview of the two markets and is used as a base for the two following
analytical chapters. Thus, after answering the question how the markets operate, the next step
is to elaboration on the attractiveness of the market.
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5. The attractiveness of the market
This chapter will discuss the attractiveness of the market, using different theories that have
been introduced in the theoretical framework. This chapter discusses first the physical
attributes of the market, such as its location, its accessibility, and the possibilities to sit. This
is followed by an analysis of the social dimension, focusing on the question what human
attributes make the market attractive to people.

5.1.

Physical attributes

This subchapter focusses on the physical attributes of the market. Watson and Studdert (2006)
have found that specific physical attributes of the market can have an impact on the success of
a market as a place for social interaction, mixing or inclusion. In combination with Gehl (2010)
and PPS (2009) who both focussed on successful public spaces, the physical attributes of the
markets in Maastricht are evaluated in the following. First, the location of the market is
discussed and in how far it influences the success of the market. Then the accessibility and the
comfort and image are discussed, which are both features which influence the sociability of a
space, according to PPS (2009). This is followed by an elaboration of how the weather
influences the success of the market.
Most of the attributes are applicable to both the Wednesday and the Friday market. In case
there are differences between the two markets, they are emphasised.
5.1.1. Location
As the following quotes show, being located in the Euroregio is of crucial importance for the
market, especially the Friday market, as many customers and visitors come from the
surrounding areas:
“The Belgians, that they come, that is important. That is really important for the market,
they already ensure half of the sales at the market. If they would not come anymore,
then you’ve got a problem.” -Market manager 1
“Maastricht is really important [for the Euroregio]. It has a Euro-regional function.
People are arriving in buses from for example Germany, people are coming from
Belgium, a lot Belgian. Every Friday buses from Luxembourg arrive. So that just shows
how important this market is.” – Fruit & vegetables 1
“We are here in the border region. We have Germans here. We have Belgians here. We
have people from Limburg. We have people from the North. We got a mix of different
people that come to the market. I think that makes the market so special.”- Fruit &
vegetables 2
During my observations, I noticed a lot of German and French speaking customers. Several
people that live in the Euroregio said that they come several times a month to the market to
buy their groceries. Several respondents, as well as the experts, emphasized the importance of
the Belgian customers, some even stated that more than half of the visitors are Belgians. 2
According to the market managers and some vendors, Germans, however, seem to be less
regular clients, but if they come, they buy a lot. Even though the local and other Dutch visitors
are important for this market as well as tourists that come from further away, the Euroregional
location adds to the success of the market.

My observations neither support nor contradict the statements of the respondents, as I was not able to
tell the different accents apart.
2
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Next to being part of the Euroregio, the location in Maastricht is crucial as well, according to
the interviewees. As mentioned in the previous chapter, the market is next to the city centre,
where all the shops are located. In the Mosae Forum, shops are located as well as the local city
office. Cafés and restaurants are located all around the market. Thus, there are many things to
do and to combine when going to the market. The location of the market being perceived
positively was confirmed by many respondents:
“It [the market] is located really good. Really nice. The heart. It is the heart of the city.
You cannot ask for more.” –woman, Maastrichtian, 75-years old
“The location is very nice. Yes, I mean, all the stores are quite close to the market. You
are within a minute by the stores, just like that. It is really close.”- woman, Dutch, 60years old
According to the interviewees being located in Maastricht on the market plane is rather
important for the success of the market. They, however, not only meant the physical location,
being near to shopping centre, which also includes the accessibility of a place, which is the
focus of the next subchapter, they also meant the old town square. “Markt hoort op de markt”
which can be translated to the market belongs on the market square, was stated by at least half
of the interviewees. For the interviewees, the location was crucial since it has always been there,
as the following quotes show:
The Friday market is located here for centuries. If you would put it somewhere else, you
would destroy history!” -Fruits & vegetables 2
This market exists for centuries. It is located at the heart of the city centre, and that is
where it belongs. The market belongs on the market square. This market is a crowdpuller [nl: trekpleister]. You should never move it. It belongs here.” – woman, Dutch.
63-years old
Most of the interviewees said that this was the best place for the market, and gave the argument
that it has just always been that way, however, most could not give further arguments. The
importance of history for a marketplace was also found by Pradelle (1995, p.370) who stated
“[t]he unique sociability of the market, is therefore, symbolically conditioned by the fact that
the site is marked by history.” One of the market managers gave the argument, that the historic
small streets are what people like about the city centre and the market.
If you go to a historic city centre, for example Maastricht, it is cosy, comfortable,
intimate. People come here to discover things. And then you have the market here, that
creates double the feeling of going for a treasure hunt. … And additionally, there is a
very nice historical centre around it [the market]. – Market manager 3
This explanation goes hand in hand with Gehl (2010, p.129), who stated that narrow streets
and a lot of “interesting things to see at eye level” are appreciated by people. However, the
location is just one of the physical attributes, that make the market what it is. Another attribute,
which is mentioned in literature as one of the key qualities of a successful and thus sociable
place is its accessibility (PPS, 2009), this is discussed in the following sections.
5.1.2. Accessibility
This subchapter focusses on the accessibility of the market, divided into physical, visual and
online accessibility. As mentioned above, good accessibility is one of the four features a
successful space needs. Thus, being connected to its surroundings is important for people to
get there, and to make it a sociable space.
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5.1.2.1.

Physical accessibility

Physical accessibility “concerns whether the space is physically available to the public”
(Carmona, Tiesdell, Heath, & Oc, 2010: p.156). The market square is easily accessible from all
directions and is easy to reach on account of its good transport connections. Right next to the
market square there is a bus stop, just two minutes within walking distance is another bus stop
and, as mentioned in the previous chapter, the train station is less than 10 to 15 minutes
walking distance. The walking route most visitors take leads through the main shopping street
of Wyck, the city district the train station is located in, and through the shopping streets of
Maastricht (see figure 13 in the previous chapter for orientation). One woman, 63-years old,
Dutch, noted:
“I am here for one day; I live in Eindhoven. I came with the train. I think the walking
distance from the station to the market is perfect. You walk past all the stores. I really
like the route from the station to the market.”
Most of the locals do not take the public transportation, but their bike, which is a common
means of transportation in the Netherlands. If they live close by, they walk. Another means of
transportation, mainly during the summer month, are cruise ships, that dock less than five
minutes walking distance from the market.
The only means of transportation where opinions were divided are cars. The problem is not
the actual quantity of parking spaces, but the parking fees. There are plenty of parking lots
available all over and around the city. The closest one is situated under the Mosae Forum;
however, the parking fees amount up to 25€ for one day. Within 10 minutes walking distance,
a lot more parking places are located, with fees starting at 8€ per day, and up. This problem
was mentioned by several interviewees, for example:
“Something else I have been telling the municipality since a long time, is that we are not
getting more visitors, if the parking fees go up. I have heard from many people, that
parking fees are expensive here. Eight years ago, I started here at the market. When I
started, the parking fees were 5€ for one day. Now it costs 13€ to park there. That is 8€
more than eight years ago. Thus, it got each year 1€ more expensive to park there. That
is just… I hope that the municipality will do something about it”- Fruit & vegetables 1
However, the market managers themselves cannot do anything about it, they know that it is a
topic that many vendors and visitors see as a weak point, but they just see it as given:
“Parking fees is also mentioned by some people. I don’t believe that anything will
change. It is just very expensive” – Market manager 4
Additionally, other vendors mentioned that they knew about markets in other cities, mainly
Belgium, where visitors apparently do not have to pay parking fees at all on market days.
Besides, they knew about markets where the visitors are allowed to park on the market. They
made the point, that if people wanted to buy for example a lot of fish or a lot of vegetables and
fruit, they rather go to the supermarket, because there they do not have to carry everything for
a long distance but have their shopping cart which they use to bring the bought goods to their
car which is parked in front of the store. I observed that many people, who came by bike put
the things they bought at the market directly into their bicycle bags. The ones that came by car
to buy a lot of fish had shopping trolleys with them to transport the bought goods. Besides, not
one visitor I did talk to mentioned either the parking fees or the walking distances to the
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parking lots as a problem. However, most of my interviewees visited the market were
pedestrians or came to the market by bike or public transportation.
For vendors, the market square is easily accessible. They can drive onto the market and either
park their trucks right behind the stall or at specific spots at the market. Only one vendor
mentioned that he found his specific spot on the Wednesday market problematic, as he has a
variety of goods, but because of his location cannot park his truck behind his stall. Therefore,
he needs unload everything before the market starts, then waits until after 3 pm to get his truck
and then load it, while others, can do this before 3 pm since their truck stands right behind
them.
All in all, it can be stated that for the ones that come to the market, they see the market as
physically accessible. Furthermore, there are no stairs around the market square or an uneven
ground, therefore the market square is easily accessible for people with special needs. I saw
several people with walkers on the market as well as a few wheelchairs and electric wheelchairs.
As the aisle are spaciously set up, they can visit every vendor.
5.1.2.2.

Visual accessibility

Next to physical accessibility, visual accessibility was mentioned as a crucial factor by PPS
(2009) and Watson (2009). It is not possible to see the market in Maastricht from a distance.
In my point of view, it is possible to be in Maastricht, and go shopping without being aware of
the market. The streets connecting the city centre and the market are narrow, which means
that when being on the shopping street, you probably will not hear or see anything from the
market. However, most people I have talked to knew that the market was there, and if one is
for the marked it is not hard to find. One Saturday in the city centre, a German family asked
me where they could find the market, and I had to tell them that they were one day too late. I
have met several first-time visitors, who were in Maastricht on a market day, without knowing
that a market took place, and did manage to find it:
“We are on vacation near Aachen and my son said we should visit Maastricht for a day.
I have never been here. I really like it. The market was a nice surprise. We parked
somewhere, walked through the city and then went looking for a place to have lunch.
Suddenly we stood on the market. It was a nice surprise.” – woman, German, 71-years
old
This shows that depending on the places the visitors park, and the ways they walk through the
city, people might find the market even without searching for it. This lack of visible accessibility
can be seen as a positive thing as well and adds to the charm of the old city of Maastricht.
According to several vendors and the market managers, this gives the market an extra cosy and
intimate feeling:
“Maastricht, it is cosy, comfortable, intimate. People come here to discover things. And
then you have the market here, that creates double the feeling of going for a treasure
hunt. The feeling to look for something, for sociability, for cosiness, for nice things, for
practical things.” – Market manager 3
5.1.2.3.

Online accessibility

One thing that I did not come across in the literature but did seem to be an important factor
and has something to do with accessibility in a broader sense is the online accessibility. The
market has its own website, where different sorts of information can be found about the market,
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such as interactive plans of the market, contact details, and opening hours (Weekmarkten
Maastricht, 2016). Right now, the website is only available in Dutch. Next to that the market
has, as mentioned earlier, a Facebook page where pictures and videos of the markets, updates,
and promotion are posted. The name of the page “Weekmarkten Maastricht” (translation:
weekly markets Maastricht), as well as the posts, are in Dutch (Marktmaastricht, 2016). The
posts of this page get many likes, comments, and are often shared by several people. This is an
indication that the people that follow the page actively use it to get information of events that
take place on the market square. The Facebook page is used, inter alia, to promote the
upcoming music events on the Wednesday market, and special activities on the Friday market.
Furthermore, every Wednesday morning information about the meals of the cook was posted.
These apparently pulled people, as some told me during informal conversations that they had
read online what the cook was making, which made them curious enough to come and try it.
Thus, for the ones, that understand Dutch and know of these different sources, it is another
way to get access to the market. However, non-Dutch-speakers are excluded from these sources
of information.
Moreover, on the website of the “VVV Maastricht” the weekly markets are mentioned, with
some information, provided in Dutch, English, German, and French and a link to the Dutch
website. The VVV employee said that they often get emails and calls, especially from Belgians,
about the Friday market. It seems that online accessibility is a crucial point for many people
nowadays. That is how they get information about cities and events. Thus, through the
presence of the weekly markets on the VVV page and probably more tourism pages, more
tourists learn about the market. These pages can be used as a channel to promote the market.
However, since most information is only given in Dutch, the market managers miss out of the
opportunity to use the different activities- especially on the Wednesday market- to attract more
international people. The web presence is a way of creating a specific image of the market,
which will be discussed in the next section.
5.1.3. Comfort & image
The following sections discuss the comfort and image of the markets. According to PPS (2009)
this is one of the four qualities, which makes a public space a sociable one. The perception of
safety, cleanliness as well as availability of seating are discussed in the following sections.
These properties can foster the image and comfort of a space.
5.1.3.1.

Safety

Being located close to shops adds to the feeling of safety, according to the PPS (2009) and Gehl
(2010), and the feeling safety is a crucial factor to feel comfortable according to them. The area
feels safe during the market hours, and makes a good first impression, stated several
interviewees. As argued by Demerath & Levinger (2003, p.224) pedestrians are more likely to
interact with others, if they “are free of concerns for their safety”. On the market, this feeling is
being support through the attendance of policemen, auxiliary policemen, security, and parking
enforcement officers who pass by the market every week. They often come to get a snack from
the cook on the Wednesday market or just stood somewhere at the market, making
conversations with visitors. Moreover, the presence of the market managers adds to the feeling
of being safe, as people can go there and ask them for help, for example if they lost something.
During my field research, I did not hear of any problems with pickpocket. The place is rather
safe for pedestrians because cars and buses do not dominate the space. On Wednesday, the
market is completely car free, while on Friday the market is crossed by a street. There are no
traffic lights or pedestrian crossings, and people just cross the road everywhere. The car and
42

bus drivers have to be cautious and normally let the pedestrians pass before driving. The
opinions on whether the street is problematic differ. Some say it is rather dangerous for
pedestrians:
“Perhaps the street is sometimes a little bit dangerous. At least for those who do not
know how to cross it.”-woman, Dutch, 40- years old
“The bus should not cross the market. […] Yes, that needs to go, it is too dangerous.” –
Market manager 3
“It is unfortunate that the bus is crossing over the market. That’s too bad. You see people,
that think that the road is just there for pedestrians, they cross it everywhere. But there
are buses, and cars, and bikes. They also cross the market there, but I think it is great
that even with the confusion nothing has happened.”- Market manager 2
Others do not find it problematic. In their opinion, it is a way how visitors reach the market,
so it is necessary for the market:
“I don’t see the buses as a problem. That’s how visitors come here.”-Fruit & vegetables 1
Furthermore, according to several vendors as well as the market managers, until now there has
never been an accident with pedestrians and vehicles on that street, which suggests that this
street does not pose a big risk for visitors as the drivers who use it are conscious of the
pedestrians. Still this was reported as a point that should be improved by the CVAH annual
report for the Friday market in 2014 (CVAH, 2016). Another thing concerning the safety of
pedestrians are the cyclists. It is forbidden to cycle over the market, so most people park their
bicycle on the side of the market or walk it over the market. One example of how the market
management took care of the safety was that the first two times of the extension of the Friday
market the market managers had organised a traffic controller who made sure that everyone
got off the bicycle when entering the Hoenderstraat. So, the protection against traffic and
accidents, is given on most parts of the market. Besides, the interviewees indicated that they
did not have any problems with the traffic around the market and felt safe.
5.1.3.2.

Cleanliness

The second attribute that influences how the market is perceived is its cleanliness. Once again,
opinions differ. Most people did not seem to have a problem with the cleanliness at all. Two
women mentioned that the stalls on the Friday market are set up too neat, and she would prefer
a messier set up, as this would make the market more interesting:
“Here is everything very neatly organized. Very neat rows. People walk very properly
over the market. […] For me it feels a bit inaccessible because it is so neat.” – woman,
Dutch, 25- years old
Other interviewees mention that there are specific corners that could be cleaner. There are
several places on the market where vendors put their empty boxes, most of them are at the side
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Figure 14 Plastic flying around

Figure 15 Empty boxes of vegetables

of the market, however a few are on the market (figure 15). Another problem is the wind, that
blows away the wrappers, packages, plastic bags and similar things from the stalls, which
leaves several spaces looking like the (figure 14) shows. Market manager 1 summarizes the
‘issue’ of cleanliness on the market: “Mess in itself is not bad, if it is attractively messy. But
some places are too messy.” The market managers do try to make sure that the mess is cleaned
up, and try to call vendors attention to things that could be better and nicer. Most vendors
manage to do this themselves. Furthermore, I saw many people taking pictures of the market,
especially the city hall, which implies that people find the place attractive.
5.1.3.3.

Seating

Seating is another crucial point when analysing the comfort of a specific place. Watson and
Studdert (2006) mentioned the importance, they found that especially older people used
seating areas on the market. These areas where “significant sites of social interaction” (Watson
& Studdert, 2006, p.18). Since the Wednesday and the Friday market differ from each other in
this aspect they are analysed separately. First, the Wednesday market offers a seating on the
food square, which is, if the weather is nice enough, used a lot. Although there is space for more
chairs and tables as the vendors must bring it themselves they are not able to bring more.
However, they all agree that they would like to have more chairs and tables:
“for the upcoming sunny period, it is not enough [seating]. For me personally it is too
heavy to bring a bench.” - Food 5
According to the vendors, the municipality will not put chairs and tables there, as they do not
have a place to store them. The market managers stated that they do not think that they are
responsible for seating. Moreover, all four of them stated that they do not see the importance
of seating. In their point of view, the seats that are offered are enough and if someone wants to
sit down and relax there are many different restaurants and cafés around the market that offer
a place to rest and drink or eat something:
“I don’t mind [that there is not a lot of seating], I think it is not important. Because on
a market, you walk over it, you stand there, you talk there. Everything you do there,
you do it while you are standing. On the Wednesday market, you see at certain
moments that people are using the food square. But that should be it. […] if people want
to sit down, they can go to one of the cafés. “–Market manager 4
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“There are actually not a lot places where you can sit. There are a few benches. A lot
older people like to sit there. But I think, the people that come here, that want to sit
somewhere, will sit in one of the cafés, and drink a coffee.” – Market manager 3
The underestimation of the importance of seating is not only an issue in Maastricht, as PPS
(2009) states: “the importance of giving people the choice to sit where they want is generally
underestimated”. The argument that people should just go to a café was not only given by a few
interviewees in Maastricht, also Watson and Studdert (2006) came across it. However, they
pointed out that many people do not have the money to go to a café (Watson & Studdert, 2006).
Another issue according to the vendors is that everyone brings different kinds of seating. The
idea is that people can buy something at one of the food stalls and then may sit somewhere on
the square. However, many people do not dare to sit on a bench or a chair, that does not look
like it belongs to the specific vendor. They told me that even if they tell them that they can sit
there, because it looks like it is part of another stall, they rather remain standing. So, there is
not only a problem with the amount of seating but also with the different appearances of the
seat possibilities.

Figure 16 Seating surface city hall

Figure 17 Seating surface Jan Pieter Minckeleers

On Wednesday visitors use other places than actual chairs to sit on, too. The “Mooswief” statue
is a common place for many people to rest, as well as the stairs and the borders of the city hall
(figure 16). Besides, if the weather is nice and there are a lot of people at the market, some
people even sit on the base of the statue of Jan Pieter Minckeleers with an eternal flame, which
is situated on the part of the market where on Friday the fish stalls are located (figure 17).
However, older people do not usually sit there, as it is not a comfortable height for them. The
ones that come with their walkers, use those if they want to rest. Both visitors and vendors
state that seating is missed on the market:
“Not enough seating. Too little. They should put more benches on the market. That
would be nice and cosy [translation for gezellig], so you could sit and watch.”-man,
Dutch, 78- years old
On the Friday market, there is a small terrace put up by the fish stalls. Both benches and tables,
as well as high tables, are put up there so people can eat fish. These things are situated under
tents, so people can even sit there if it is raining. Such a possibility is not given on the
Wednesday market. However, people who did not buy something at the specific stalls or just
want to rest do not sit there. Furthermore, there are three benches located along the street on
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the fish market side (figure 18). These benches
are, if the weather is good enough and nothing
lies on it, such as boxes, used a lot. People sit
there to rest, wait, and eat. They are frequently
used, especially after 11 pm, when people wait
for someone to get up. So, if someone gets,
within a minute the seat was taken by someone
else. The benches are rather wide and do not
have a backrest, which is why people sit on it
back to back with strangers. The bus stop has a
bench, which is used quite a lot, even by people
who are not waiting for the bus.
Figure 18 Benches on the market

Figure 19 Seating surface Mooswief

The statue of the “Mooswief” is also used as a
seat (figure 19), which is located in the sun. The
other statue, as well as the steps and border of
the city hall, are not used by the visitors. The
statue of Jan Pieter Minckeleers is surrounded
by parking trucks of the vendors so that people
cannot sit there (figure 20). Because stalls
around the city hall are located so close to the
city hall that the vendors stand on the stairs,
there is no place to sit there either. In contrast,
on the Wednesday market, there is much more
space, not only for the vendors and their stalls
but also for people to sit.
Since the extension of the Friday market,
people use the big bench that is located within
the Mosae Forum (figure 21). This is the only
seating, except for the one under the tents,
where the ones who want to sit can choose to sit
in the shade. All the other places are in the sun.

Figure 20 Trucks blocking seating surface

Figure 21 Seating surface Friday market

This subchapter discussed that most people at
the market perceive it as safe and clean, only
the amount of seating could be improved to
make the space even more attractive. Even
though, the market managers are right when
they say that there are many cafés and terraces
where people could sit, the possibilities to sit
on the market are limited, which limits the
possibilities of social interactions as well.
Besides, around the seating that does exist,
there is a lot of interaction among strangers.
They communicated both verbal and nonverbal, either offering someone a free seat, help
or comment on the weather or other common
referent points.
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5.1.4. Weather
Another factor that influences the success of the market on a day to day basis is the weather.
The importance of the weather has been mentioned several times throughout the thesis.
Everyone that I interviewed, talked to and several interactions that I observed dealt with the
subject of weather. According to Gehl (2010), one of the quality criteria of a space is the
protection from unpleasant sensory experience, including wind, rain, and snow. Furthermore,
according to Watson and Wells (2006) in England, the markets that have at least partially a
roof are more successful. The market in Maastricht, however, is outside, and, except for the
terrace on the fish market on the Friday market, there is no protection from the weather.
Therefore, the success of the market depends a lot on the weather. There was one day during
my two months of field study, when only one market stall was there on the Wednesday market,
because it rained so much that parts of the market square were underwater. If the weather was
good, there were more people than when it was raining, cold, or windy. Thus, the weather had
a greater impact on the number of visitors of the Wednesday market than of the Friday market.
One example how much the weather influences the market was Good Friday. The market days
before good Friday, several vendors told that they were looking forward to that day, as normally
a lot of tourists, especially from Germany come, since shops are closed on that day in Germany.
However, on Good Friday there were as many, if not fewer people than on a normal Friday,
because of the weather. The week after, vendors agreed that Good Friday was a disappointment.
The bad weather has an impact on the mood of all people at the market, it makes it less “gezellig”
(sociable). Besides, many people use umbrellas while walking through the aisles, which makes
it hard to see the stalls, or to pass by people. On rainy days, no one really sits down or stays
longer on the market than needed. Many visitors go to the cafés and sit down inside to warm
up. The following quote from an interview with a vendor summarized the above stated:
“If there is nice weather we have a lot of clients, if there is bad weather, we have fewer.
If the customer stands in front of our stall, and then the wind blows our stuff on the
street, what should we do? Working on the market is not easy. Being a vendor is the
most difficult work.” –Accessories 2
This is in line with Watson and Studdert (2006) who claimed that visitors would not go to
the market because of bad weather.
Next to rain, there is an issue with wind. For one, if it is really windy fewer visitors are coming
to the market, especially the Wednesday market. In addition, some stalls fall over as they are
caught by a gust of wind. The bad weather not only influences how many visitors show up, but
also how many vendors come, which of course impacts the overall atmosphere of the market
as well. Quotes from the interviews show that if there are several stalls empty, it is not attractive
for the visitors and can worsen the image vendors have of each other:
“Yes, it is important that everybody [the vendors] always comes. But, of course that is
not the case. There are a lot of people [vendor] that just stay home if it is bad weather.
I mean everyone can go on vacation occasionally. But there are many people [vendor],
that just stay home, if the weather is bad.” –fabric vendor
“The tendency is that many colleagues stay home with bad weather. That is definitely
a problem. The market managers could do something about it. In Belgium, it is very
simple. If you do not show up, for one week, for two weeks, for three weeks, and you do
not have an attest from the doctor, you lose your license. They [the market managers]
could do that here, too. On Friday, there is usually no free stalls, just on the bad winter
days. Normally, everybody is there on Friday. Wednesday has the bigger problem.” –
big fruit and vegetable vendor
Just like the bad weather influences the mood of the visitors and vendors, the good weather
has a big impact and is often a topic of conversation:
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“For example, today, it is such a sunny day, so I just like to be outside.” –woman, Italian,
19 - years old
“I have noticed that every time there is the market, it’s always raining so today is
actually a lucky day, but I try to come when I have time, and it is not like pouring
outside.”- woman, German, 20 - years old
The atmosphere is really good, if the sun is shining. If it rains, you can tell by the people.
Peoples’ mood is influenced by the weather. –market manager 1
Many people said “mooi weer, he” (translation: beautiful weather, isn’t it”) to strangers, when
they sat down next to them, or stood next to them, for example at the stall of the cook. Thus,
the weather stimulated conversations, or at least small interactions between many strangers.
As mentioned earlier, Watson and Studdert (2006) argues that the markets that had at least
partial roofing were more successful. However, interviewees agreed that the market should
stay as it is, and since it never has had a roof it should not get one. People associate the idea of
being outside with the market:
“The social interactions, all the jokes, the shouting. I do not think that would happen in
a shopping centre. No. But why does it happen on the market? Because it is outside,
because it is outside.”- man, Dutch, 59- years old
“And you know it is also nice to be outside a bit and it is faster than going to the
supermarket” –woman, German, 20- years old
This subchapter shows how much impact the weather has on a day to day basis for the success
of the market. Besides, the weather can have an influence on the social interactions, as it was
often used as a conversation topic, both between strangers and between friends. Next to
physical attributes, there are human attributes as well that have an influence on the
attractiveness of the market, these are discussed in the next section.

5.2. Human attributes
Activities are another factor, which can make a place a sociable one (PPS, 2009). If people
know that they will have something to do in a place, they will go there. The market by itself as
well as in combination with the surrounding area offers different kinds of activities and
therefore reasons why people go to the market. The interviewees mentioned activities include
shopping, browsing, eating, drinking, and watching people. Therefore, on the market in
Maastricht people can participate in different kinds of activities. This subchapter will focus on
the question why people choose to do these activities at this specific market. While the previous
section focused on the physical attributes, this one focusses on the human ones. These are
closely linked to the activities people perform on the market. When looking at the different
human attributes that were mentioned during the interviews, they can be roughly sorted into
two main categories, namely people and products.
5.2.1. Attractiveness of other people
It became apparent that going to the market is for most people more than just buying groceries.
For many, the market was a meeting spot, to meet friends, family members, or acquaintances.
There were several groups of (older) people, that would meet up every week at the same spot
to talk and then split up again to do their shopping separately. These people either came in
groups, in couples or on their own, either to meet people there or just to be among people.
Going to the market to be among people was an argument that was given by several
interviewees. Especially for older people, it was an important factor to go to the market. Other
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research supports the significant role of markets on elderly wellbeing (Mele et al., 2015;
Watson & Studdert, 2006):
“I am not here for anything special, I don’t even buy anything here. I just don’t want to
go home, yet. Before I come here, I check the TV program, and if there is nothing
interesting on TV, I will just walk around a little bit longer. I come here for the
“gezelligheid” [sociability]. Especially today, with this beautiful weather. If it rains, I
will stay at home. I just come to socialize.”-man, Dutch, 78- years old
“Yes. Yes. The Wednesday is something I am really looking forward to every week. I do
like it a lot, yes. You get to see the same people almost every week. Many people pass
by the cook. You see many familiar faces there.”-woman, Dutch, 60- years old
However, not only older people enjoyed having other people around them, several other people
said that that one of their favourite activities was to watch others, both the vendors but also
the other visitors. Watching others was seen as a main attraction in other research (Gehl, 2010;
Mele et al., 2015; Ng, 2002; Watson & Studdert, 2006; Watson, 2009). “[M]an is man’s
greatest joy” (Gehl, 2010, p: 23). People greatest attraction are other people. They tend to
gather where other people gather, where things are happening and where they can watch others
(cf. Gehl, 2010). Many people, especially the ones who sat in the cafés around the market, at
the food truck square, or in the seating areas watched people, and if they were with others there
commented on the people they saw:
“What do you think I am doing here? I am sitting here and watch people. Watch the
vendors, but mostly the people passing by. I just love watching them.” – woman, Dutch,
75-years old
Moreover, the presence of people from other countries or origins made the market attractive
to many. Several interviewees mentioned that it was interesting to watch people from other
countries do their shopping, especially the ones that looked like they come from further away.
They feel comfortable among these different people, and mentioned how much they like to hear
all the different languages. Interviewees did not have a problem with the different people:
“You notice that there are many different cultures. Many tourists. They come here from
everywhere. You hear all kinds of languages and accents. I like that a lot.” –woman,
Dutch, 63- years old
It was previously mentioned that there are two Dutch words that came back in every interview
when describing the markets, namely ‘gezellig’ (translation: sociable) and ‘druk’ (translation:
busy). These were also used to explain why people perceived the market as attractive.
Both markets were mentioned to be sociable, even though in different ways. While the
Wednesday market is smaller, and people have time to talk and sit, the Friday market has a lot
more visitors and is a lot busier. Some people liked the Wednesday market better, and others
the Friday market. One woman, Dutch, 75- years old said about the Friday market: “I do not
find it too busy on this market. I find it pleasantly busy.” This woman was sitting at one of the
two tables in front of the Coffee truck, which are put up in one of the aisles. She was rather
negative about the Wednesday market and did not believe that it will be appealing to her in the
future. Contrasting to her, I talked to a Dutch man, 59- years old, who comes at least once a
week to the market, preferably on Wednesdays, because he thinks the Friday markets are too
busy: “Yes, the Friday market, you just run into people. It is a lot busier. On the Friday market,
I just go to the vendors I want to visit. I take the fastest route, and then I am gone. The people
have no time, it’s too crowded. [On Wednesday] I have something to drink, have a coffee, talk
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to the people I always see, whom I am familiar with. There is no time for that on Friday.
Wednesday is ‘gezelliger’ [more sociable], because it is quieter.” These are just two examples
of the opposite positions. Most vendors like the Friday market better, because more visitors
consequently mean more income, but I have talked to a few that do appreciate the Wednesday
market more (the relationship between the different actors will be elaborated in the next
chapter).
Another factor, which is closely interlinked with the other people on the market is the
atmosphere. According to Watson and Studdert (2006, p.44), a “buzzy atmosphere” can attract
people to a market. Everyone, both on the Wednesday market and on the Friday market, was
positive about the atmosphere; many mentioned the atmosphere as one of the reasons why
they go and enjoy the market:
“[I come here] Because I really like the atmosphere of the market. I find it really relaxing.
I do not think that this [Friday] market is too busy. I find it pleasantly busy. It is fun to
watch, and I think it is just relaxing. Nice. It is pleasant.” –woman, Dutch, 63- years old
“[I come here] Because I think the atmosphere is really pleasant. And sitting here, with
the coffee. It is different than sitting on the terrace, you know. I love people, and I love
watching people. It is just great.”- man, Dutch, 24- years old
“I find the market really attractive. I like to walk across the market. I like the
atmosphere. […] It is just nice to walk around over the market, to experience the hustle
and bustle, to hear the shouting, to be part of all that. I go there to have a beer at one of
the cafés and watch all the people. All these people are buying things, I just like to watch
it. The whole atmosphere. Yes.” –Maastrichtian, Dutch, 61- years old
5.2.2. Attractiveness of products
The diversity in products, as well as the price, are two of the main attributes that people found
attractive of both markets in Maastricht. One customer, who is originally from Cameroon and
lives now in Belgium, said he comes every Friday to the market to buy specific fruits, vegetables,
and fish that he cannot find anywhere else. Another market, where he could do some of his
grocery shopping is in Brussels, which is further away than Maastricht from his current home.
Several others mentioned this too.
The many fabric stalls, as well as the wide range of fish that are offered at the market, are seen
by most people as one of the big pull factors why people choose to visit this market. When I
asked people why they visited the market, many named specifically either the fish market, or
the fabrics, and many mentioned both. Moreover, I observed that there were several days when
the stalls with fabrics and haberdashery attracted most customers. Several, both vendors and
visitors, compared the market with other markets, without me asking for it, and said that this
was special, as the markets they usually would go to do not offer this range of different products:
“Especially that they have so many different curtain fabrics. That’s what I am here for
today. They’ve got a lot of fabrics. In Eindhoven, where I am from, is a very small
market, with just a few fabric stalls.”- woman, Dutch, 63- years old
“This is a really nice market, with a big fish market and a lot of fabric. You cannot find
fabric shops anymore, where would you buy it?”- woman, Dutch, 40-years old
“I mean, check out the variety of fish stalls here in Maastricht. Where I am from, there
are maybe two fish stalls on the market, and what do you get there? Salmon, Cod, Plaice.
The variety here is much bigger. I think the fish market is really impressive”- woman,
French, 41- years old
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However, there are some people that on the one hand appreciate the diversity of fabrics and
fish, but on the other hand worry that there has been too much focus on the fish and fabrics,
and would like to see other products as well. Several interviewees, both vendors and visitors,
mentioned that they would like to see more regional products on the market, something typical
for Maastricht. Several wondered, why the market managers had chosen another fruit and
vegetable stall for the extension of the Friday market, they would have like to see other
products, such as a second bread stall:
“I think it is a really diverse market. Still, there is just one ice cream stall, one bread
stall, but there are over 20 fabric stalls. I just wonder, why another one cannot be added,
another product.” –woman, Maastrichtian, 57- years old
“I don’t think that I miss something on the Wednesday market. Since last Friday they
[the market managers] added new stalls to the market. They said, they only wanted to
add new products, which is a great idea. But, they placed another fruit and vegetable
stall. He does not bring any other products than the other fruit and vegetable vendors.
He does not add anything. What the market needs is another bakery stall.”- Fruit &
vegetables 1
I think that the markets are good organized and I really love the idea with the new
addition and the flowers in the Mosae Forum. […] I think they [market managers]
should be careful. I have heard from many that they think the market has become a
fabric market. There is too much fabric and not enough other different products.”Accessories 2
Thus, a variety of products is appreciated, and the many different fabric and fish stalls are
valued, as many people, especially tourists, come particularly for those. This is in line with
Watson and Studdert (2006: p.31) who stated that “a diversity of traders and products will
clearly also influence a market’s success as a social space”.
Not only the variety of products is a reason why people rather go to the market than to the
supermarket or another store, also the price. One man told me that he likes to buy his fabric at
the market because it is a lot cheaper, than when he would buy it somewhere else. Besides, as
he comes back every week, he gets special prices from the specific vendor. Besides, many
interviewees reasoned that the quality is better, fresher and more local than the ones that can
be bought at the supermarket. According to Mele et al. (2015, p.109), there is “very little
difference between products sold at wet markets and supermarkets”, at least in their case.
However, because of the display, presentation and that the products are unpacked, as well as
because of the presence of the vendor, the products are perceived to be fresher:
“I prefer to come here to buy veggies and fruit, because I feel they are fresher and just
I don’t know more local and it is cheaper to buy and the quality is good, too.” -woman,
German, 20-years old
Most people I talked to would agree with this statement, still, some said they would rather see
more quality than quantity, thus, for example more biological food that is a bit more expensive.
This subchapter shows that the human attributes, combining the attractiveness of people and
products, have an impact on the market being a social space. People either may go to the
market to buy specific things, or just browse, which both depends on the products offered. The
more attractive these products are perceived to be, the more attractive is the market for people
to visit. This can result in more people going to the market, since people like to be among
people (cf. Gehl, 2010), and to watch others (cf. Watson & Studdert, 2006). Which in turn can
lead to the fact that the market is perceived as a social space.
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6. How do people interact with one another?
While the previous chapter has mainly focused on the space itself, and the relationship between
the space and the people that use it, this chapter focuses on the people and how they interact
with one another. The chapter thus focuses on the sociability of the marketplace. This chapter
is split into three parts. First, the focus will be on the interaction among customers, including
with whom one goes to the market and how strangers act with one another. This is followed by
a subchapter focusing on the interaction between customers and vendors, focusing both on the
customers point of view and the vendors’ point of view. The third part deals with the
interactions among vendors.

6.1. Interactions among customers
This subchapter focuses on the interactions among customers that come to the market. In
previous chapters I have already shown the importance of other people on the market; they
make the market more attractive to many, as people like to watch others and just want to be
among other people. For many, a market is a meeting place so this chapter first focuses on
space claiming, and meetings of friends. The main theme of this subchapter is the meeting of
strangers, focusing on Watsons' (2009) concept of rubbing along, mediate differences, and
social inclusions.
While most of the interviewees go by themselves to the market, some were there with their
spouse, a friend or colleague. I observed that tourists, mainly German-speaking ones, often
visit the market in bigger groups, with around five people of different generations. Some
visitors said that they sometimes unintentionally meet acquaintances at the market. Other
visitors met up at the market to walk around together and do their shopping. According to PPS
(2009), it is an indicator of the sociability of a place when people choose a place to meet up
with their friends, or just run into them there. The following quote shows, that people do
choose to meet up with friends at the market, to chat and browse. Thus, it can be seen as an
indicator that Market of Maastricht is a sociable place.
“Julia3, she is a friend of mine from Uni. Yesterday, we said we would meet up today
[at the market], so we actually took the time and we said we just would go around a bit
and look around and then buy some veggies and fruits.”- woman, Italian, 19- years old
As mentioned earlier, people are people’s greatest attraction (Gehl, 2010). Being outside and
among others, is a reason many liked to go to the market. Several interviewees said that they
like to go there, have a coffee, or just walk around. People can act there more freely than in a
supermarket or shopping centre, because a market is designed so that visitors can take
“temporary ‘ownership’ of physical space as their social space” which can either be an
“impromptu occurrence” or a routine (Mele et al., 2015: p.109). Such a ‘routine’ occurred every
Wednesday on a specific corner of the market, where a group of older men would meet up to
chat. They did not have a specific time set, still managed to meet up every week. Mainly
depending on the weather, the size of the group and the individual plans, they would meet
there for minutes to hours. Even though most of them went with the intention to buy specific
goods at the market, they knew that they would probably meet at that specific location others.
“See those men there? They meet up every week, even the policemen stop there to chat.”
– Fruit and Vegetables 2

3

Changed the name.
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“Yes, I come here every week. If I am free and do not have any other plans, I like
bumping into the others. You always meet the same people. Sometimes we just say hello,
sometimes we take a bit longer.” – Man, Dutch, 78-years old
Spontaneous claiming of space mostly occurred around the seating area, where people would
watch other, talk to others or eat food bought at the market. Moreover, I saw several times that
mainly tourists would unpack their own food and thus have a picnic on the market. Besides,
when visitors ran into friends, they spontaneously claimed parts of the aisles as their own social
space, sometimes blocking the pedestrian flow.
Spontaneous social interactions among strangers mostly occurred around attractions, or
seating areas, thus on the Wednesday market at the stall of the cook, the live music or at the
food truck square, where strangers started to talk to each other while, for example, watching
the cook. However, people did not start whole conversations but rather exchanged a few words
and watch each other, which can be understood as a form of interaction, called rubbing along
by Watson (2009). Rubbing along does not only stand for watching one another, but also for
short verbal and non-verbal contact. I noticed rubbing along both among visitors as well as
between visitors and myself. One place where interaction often happened were the benches on
the side of the fish market, which were mainly used during the Friday market. Here non-verbal
or minimal verbal communication was often used to offer someone a seat. Through budging
up, eye contact, smiling, and sometimes a short exchange of words people signalized each other
that there was space to sit.
According to Watson (2009), the layout of the market can have a big influence on this kind of
encounters, rubbing along is for example fostered by seating areas as well as cafés. As
discussed earlier, the market is surrounded by cafés and restaurants, however, more seating
on the market is needed according to the interviewees. On the Wednesday market, the cook, as
well as the food square, were places where interactions among strangers occurred. This
happened several times to me when I sat with a coffee and my notebook at one of the tables on
the food square, and people joined me at my table. Some just wanted to rest without talking,
others said a few words, and yet others started a whole conversation. The topics were usually
the weather, the food square, a specific food vendor, or the reason to visit Maastricht. At the
stall of the cook, many people shortly interacted with others, again talking about the weather
or the provided snacks. These topics can be explained with the help of Whyte’s (1980) concept
of “triangulation”. Apparently, a common referent, such as the weather, or provided snack, is
an easy way to start a conversation, as two people share the same starting point. Besides, much
non-verbal interaction was happening, when people tried to get one of the offered snacks or to
let someone go first.
Rubbing along just happened among the visitors as they walked over the market. I observed
how people tried not to touch each other while walking through the aisles, and coping with the
fact that it often did not work out. Hand gestures, a few words, or a smile were used to
communicate with each other, to ask whether one could pass by, or to excuse oneself. Nonverbal communications, as well as short verbal communications, took place between all
different groups of people. Young and old, as well as Dutch and non-Dutch communicated with
each other on the market. These informal encounters, between the visitors of different
backgrounds, age groups, and ethnicities, offer the opportunity to mediate differences,
according to Watson (2009). Not only talking to others, but also just by watching them, people
can get used to one another. As mentioned earlier, one of the main activities people like do on
the market is to watch others, and the diversity of people that visit the market makes it
attractive to several of my interviewees. Other research on public spaces have found that this
sort of contact between different groups of people can be seen as a first step getting to know
and respect each other (Peters & de Haan, 2011).
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“Why do I go to the market? To watch. Stroll around the market, through the crowd. I
find it ‘gezellig’ [translation: pleasant].”- woman, Dutch, 40
The conversations are longer if two people meet that speak the same language. However,
language did not seem to be a barrier most of the time when visitors tried to help one another
to find the way to, for example, the nearest toilet, or to offer a seat. An older lady with a walker
said the following about how she perceived the other people at the market: “They [both visitor
and vendors] are nice. I always get help. I always get help”. Caring for other people was
apparent on the market. I noticed several times, that people would get up if an older person
walked to the benches, so that they could rest. Besides, making room for visitors with strollers,
walkers or in a wheelchair was commonly practised. According to Watson (2009) this is part
of the social inclusion phenomenon on the market. This not only includes that people help each
other physically but also that they have short conversations with one another about their daily
lives. This was commonly practised between customers and vendors and will be discussed in
the next section.

6.2. Interactions between customer and vendor
According to Watson (2009), different forms of interaction provide a social glue which holds
the marketplace together. Therefore, this subchapter focuses on the interactions between
vendors and the customers. The two perspectives are combined covering the following
relationship stages: Economic-relationship, regulars, and social relationships. These
relationships are not static and are related to one another. The term “customer” is used here,
rather than visitor, because of the interaction with the vendor
However, first, it is important to understand, that vendors have different sorts of relationships
with and meanings attached to the market and to their customers. The relationship with the
different customers seems to really depend on the meaning they attach to the market. Some
even said that the market was their life, as they are not used to do anything else, and have been
doing this for as long as they can remember:
“This market really means a lot to me. This market is my home, Maastricht is my home.
I wasn’t born here, but when I was little, we moved. It is just something. I have so many
memories of me and my mother going to the market. Now I have a stall here. So, this
market has an emotional meaning to me, next to income, of course.” – Food 3
“This is around 1/3 of my life. If you go 42 years long 2 times a week to Maastricht, it is
more than half of your life. As well as income, yes, it is 50% of my income.”- Fabric
The different meanings a vendor may attach to the market are income, promotion of their own
business and social contact. Most of the time these meanings are interlinked, however, for
some vendors, one is more important than the other.
6.2.1. Economic-relationship
For many vendors and customers, the economic benefits of the market are the main reason
they go there. To be concrete, for the vendors it is the income as well as promotion for their
business and for the customers the good deals.
For most interviewed vendors, their income is the most important reason for being on the
market, and if they would make less money several would try to get a place on another market.
For them it is the main source of income, important to support themselves and their families:
“Breadwinning. Nothing more. If I win the lottery, I will not do this anymore. I can be
happy without it.” – Fish 2
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“This is my source of income. I have a family with 4 children. I make long days, so it is
definitely important that I earn money.” – Fruit & vegetables 1
“Everything. I live off this money, because this is my job”- Accessories 1
Regular customers are important, as they are for many vendors a steady source of income.
Vendors that sell fruit, vegetables, fish, fabric or other ‘everyday’ goods, said that more than
50% percent are regular customers, some even said around 70%. The foreign customers and
tourists are equally important to the vendors. Apparently, tourists spent a lot more money
than Dutch visitors:
“Tourists are important to us, because tourists buy things. Regulars just come to the
market to buy their specific things, this and that but nothing more. But tourist simply
buys.”- Accessories 2
“Germans, and Belgian, French-speaking Belgian, they are buyers, real buyers. They
do not look too much on the price. You have a lot Maastrichtian’s, that will ask you
whether your product isn’t a bit expensive. People, foreigners, they are way faster when
it comes to buying.” – Food 3
Next to that, several vendors mentioned that for them the market is a good place to promote
their products and their stalls which is closely linked to getting income. For example, several
of the food truck vendors go to festivals and can be booked for events, festivals, and weddings.
They use the market to present themselves, so people will recognize them, and their truck or
food. Several vendors told that if they have a possible client who wants to see the truck, or the
food and taste it, they can come by at the day they are on the market. For the vendors, it is a
great and easy way to show their products. Some vendors see their stall on the Wednesday and
Friday market as their store. This means that he can tell people, that got to know him and his
products on a festival, that he can be found every Wednesday and Friday at the market:
“I think it is important, because I just started this business a year ago. Here I have a
specific place. For example, for businesses that want to hire me, that want to know more
about me and my products. I just tell them, come along on the Wednesday or the Friday
market, then you can see and taste my products. This is an easy way to present me, to
show what I do. And in addition, you have constancy. People begin to recognize me,
you that the stall from the market.”- Food 1
However, not only food truck vendors see the market as a place to promote their business. One
of the accessories vendors told me that he has a physical store in Maastricht, by standing on
the market he gets more regular clients, too. For one of the vendors, this was the most
important reason to stand on the Wednesday market. This factor was not mentioned in
literature.
Many visitors that are there for the first time or that visit the market just a few times a year,
have no connection with any of the vendors. Going to the market, was often part of a trip to
Maastricht, combining it with going shopping in the city centre. Several of them were keen on
the variety of fabrics sold at the market, and others just liked the atmosphere of the market.
Everyone I talked to had a positive impression of the vendors they had met until then, and
found the vendors pleasant, or had at least nothing negative to say about them:
“I don’t have any problems with anyone. I think, they are all really friendly. The people
behind the stalls are very very nice. And one by one they are all really friendly.”- man,
Dutch, 24- years old
For many customers, who come more frequently, the economic exchange is the most important
reason to go to the market, too. As they perceive the products as better, cheaper, and fresher
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than from for example the supermarket (see: 5.2.2. Attractiveness of products). Moreover,
many stated that they get a better price since they go to their specific vendors. This fits to the
second relationship type, namely the one vendors and their regulars and vice versa.
6.2.2. Regulars
This subchapter focuses on the importance of regulars, meaning the relationship in both
directions. Thus, vendors and their regular customers, called “regulars” by the vendors, and
customers and their trusted regular vendors.
Almost all vendors thought that social interaction was important, and something that is typical
and important for a good working market:
“Well, it’s also a bit of a social event. I have customers who just want to come by early
in the morning, they want to buy something good from me. They come to my booth, we
have a chat, and it not only has to cover fruit and vegetables, it can also be about
something else. Those people come back, they talk to other people who are here at my
booth. We exchange ideas, and I think that is very important. So not only selling fruit
and vegetables, but also the social process that takes place here. That is important,
too.”- Fruit & vegetables 1
However, there are vendors, as mentioned in the previous section that mostly care about the
income, and only are being social, because they know that people are coming back, if they are
nice to them:
“You have a small connection with some clients, but no. I mean it is bad if they do not
come any more, for your income. But you are nice to them, because you know that it
will bring you money, but they are just customers.”- Fish 2
Still, almost every vendor mentioned the importance of their regulars, a pattern noted by
Watson (2009) and Stillerman (2006) as well. The term “regular” cannot be defined uniformly
for all vendors, as it depends on the goods they sell. Some regulars may come back once a year,
e.g. for a vendor that sells hats and handbags, while vendors that sell fruit, fish, similar
products have regulars that come back more often. The vendors often do not know their regular
clients by name, but can recognize them by face, and know some personal things such as their
habits, what they want, and what they do for a living. These social interactions also called faceto-face social ties (Hinrichs, 2000; Hunt, 2006; Mele et al., 2015), are important for the market
viability, as they built trust. According to Hunt (2006: p.55), the vendors “develop personal
connections with customers”. Through this face-to-face interaction, vendors may build
relationships and rapport with clients, to both “keep and expand a loyal customer base” (Mele
et al., 2015: p.111). Several vendors knew exactly at what time a specific client would come, and
most of the time even what the client probably would want to buy. According to the vendors,
this gives the client a feeling of being special and will make them come back. This is in line with
Mele et al. (2015), who stated that favours and special treatments may increase the loyalty or
commitment of the clients towards a vendor.
Customers that come regularly to the market, have specific vendors that they like to go to and
whom they trust. For example, one woman, German, 20-years told that she has her specific
fruit and vegetable vendor, whom she trusts, and whom she asks for ideas and advice on what
she should buy and how she should prepare it. Vendors present ‘themselves as experts and a
source of trust’ to build a loyal customer base (Everts & Jackson, 2009: p. 926). Offering
recipes or just general knowledge on the different goods is a way to make customers trust their
vendors (Mele et al., 2015). Moreover, if the vendors are not too busy, they liked to answer
customer questions about the different products and tell them more about. Which can, on the
one hand lead, to a better relationship with the customers, thus expanding the customer base,
but also vendors may get acknowledged for their work (Carson, et al., 2016).
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These different manners to build rapport, lead to the fact that most of these customers just go
to their specific vendor, without even looking at other stalls:
“Yes, I have my specific vendors. On Friday, he’s located over there. I don’t go through
every aisle. I don’t have that much time. I know this vendor [pointing at the food truck]
from another market, so I thought I should go and say hi.” – woman, Dutch, 57 yearsold
Even though, several vendors indicated that they did not know all regulars’ names, they do
notice if a client does not come by. I overheard several conversations where vendors asked
clients whether they had been sick, the reasons for their absence. Some of the regulars return
since over 20 years, and in different generations, meaning that grandparents, parents, and
children all shop there.
6.2.3. Social relationships
However, some relationships are even more personal than the above described relationships
which still focused mainly on the products being sold. An example from literature is the market
dimension of “social inclusion” introduced by Watson (2009), which stands for the fact that
people- especially ‘marginalized people’ are being integrated, and watched out for.
While for most vendors’ income is most important, some vendors found social contact as
important, and some found it even more important. Most of these vendors had a second job,
thus the market stall is not, at least not yet, their main source of income. The stall of one of the
interviewed food truck vendors serves almost as a meeting spot for its colleagues from his other
work. According to him, around half of his customers are family members, friends, and
colleagues. For him, as well as for some other vendors it is a place where friends and
acquaintances come by to talk. These can either be part of their private life’s or have become
friends or acquaintances throughout the years of standing at the market.
When specific vendors were not at the market, some visitors would stop at a stall, and ask
where they were, and what the reason was for their absence. Most of the time costumers knew
the vendors by name. Listening to several conversations between customers and vendors it
became obvious that they knew each other for a longer time, as they asked personal questions.
I often overheard how they enquired about the health conditions of family members or
themselves. One time, I saw that a client came back a second time to a stall, bringing the vendor,
who was sick, tissues and cough drops. Another vendor told me that some clients even bring
gifts for Christmas. This shows that some customers care for their vendors, and a deeper bond
than just an economic-relationship can exist. This is in line with the social inclusion
phenomena that Watson (2009) found. The market dimension of “social inclusion” stands for
the fact that people- especially ‘marginalized people’ are being integrated, and watched out for.
One example of this is an older lady, that comes at least every Wednesday to the market, and
likes to have lunch at a specific food stall. The vendor knows this and makes sure she has a
place to sit and brings the food to her table. As argued by Mele et al. (2005) these kinds of
relationships are especially for older customers of importance as they give them the feeling of
social inclusion. Especially the long-term relationships can have a big impact on the health.
One vendor even told me that she visited some of her regulars at home when they were sick.
Thus, sometimes the vendor client relationship can become more than just an economic
relationship and even can turn into a friendship:
“Yes, I do have a lot of customers with whom I have a personal tie. There are some
people that come by to ask how I am doing, how my family is doing and I know their
stories. “- Fruit & vegetables 1
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“If someone didn’t show up for a longer period, I ask myself what could be wrong. Is
there something going on? People get sick, or they tell me that they are sick. We really
feel for them. We find it bad. I mean I am here for 45 years. Some of my clients are so
lovely. I have so many good ones seen go.”-Fish 2
Mele et al. (2015: p.110) found something similar: “Although at first glance […] market
encounters may seem overwhelmingly ad hoc, random and more than a bit frenzied, […]
sustained interactions easily lead to more lasting social bonds. Although these bonds develop
within a market context they have, nonetheless, deeper non-economic significance.”
Besides, one vendor said that he already receives his pension, he mostly goes to the market to
be among people, as he still likes to work:
“Yes. I really miss the people. I am always free on Monday and Tuesday. I miss the
people; I miss the customers. You know, human contact, social contact. I do not like to
watch television. I am rather here, talking to the people.”- Accessories 2
Which goes hand in hand with the finding in the previous section that many customers,
especially the older ones, like to go to the market to be among people and have interactions
with others. They do not always go to the vendor to buy something, some have built up a
relationship over the years, and have been clients before, but now just come to the market stall
to talk:
“Some people come back every week. Especially older people, who are sick or something.
They have time. They come to tell me about it.”- Clothes
“Well yes, of course some are friends. We know each other’s names, and know a little of
the situation at home, so yes. A lot of the people that come by, many of them like to chat.
It doesn’t matter whether they are young or old. Others never say a word. That’s just
how people are.”-Fabrics
This subchapter showed that the interactions among vendors and the customers can differ.
While for many, both visitors and vendors, the main motivation to go to the market is
economical, others see the importance of social interaction. However, there can be still a
difference made between the ones where the main intention behind the social activities is
economical and the ones discussed last, where friendship resulted out of economic
relationships. While this subchapter focused on the relationships between vendors and visitors,
the following one deals with the relationships among vendors.

6.3. Interactions among vendors
During the research, it became apparent that social interactions among the vendors are
important to almost all of them. While in most literature, the importance of kinship and origin
of the vendor are highlighted, this was not the case in Maastricht. Other researchers found the
importance of how family networks, which help to build a sustainable livelihood. One example
is the research of Little (2002) who discussed the social relations among ambulantes and how
they protect each other, if they are family members or from the same villages, and “feed, shelter,
and loan money to those who have poor vending days” (Little, 2002: p.75). Such family
networks were not as apparent in Maastricht as in the literature. However, some vendors did
tell me, that their stall was a family business, and that they have inherited it from their parents
or parents-in-law.
“So, this is the stall is from my grandparents, it's been over 100 years. [...] First my
grandparents were on the market, my grandfather and grandmother, and then my
father, and now my brother took it over.” -fish stall lady
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“My grandfather had a stall here, then my dad, and now me.”- Fish 2
The importance of social relations among the vendors, however, became apparent. All vendors
were positive about the relationships they had with each other:
“There is a good atmosphere among the colleagues. I cannot say anything bad about it.
Both, Wednesday and Friday, it’s good. I think it is nice that we can laugh together at
the market.” - Fruit & vegetables 1
Vendors often call other vendors ‘colleagues’, and even if they offer the same or similar
products, they were most of the time not perceived as competitors. Besides, several vendors
said that competition is good for business. Vendors rather saw other vendors as colleague’s
sometimes even as friends, as the following quotes show.
“For me they’re colleagues. I used to work in a company, I was a secretary, here the
feeling is the same. If you get to know the people, they become colleagues. You see them
every Wednesday. Some are even private contacts.’’-Food 5
“We have good contacts with other vendors. We even have good contacts with
colleagues who sell fruit and vegetables, too. It is not really a professional relationship,
but also not friendship. If we are working, we are all friends with one another.” – Fruit
& vegetables 1
The relationship among vendors can range from a professional relationship to a close
friendship, depending on the vendors’ intentions. Several told that they liked the other vendors,
that it is nice to see them at least once a week, and that they know each other superficially,
however that real friendships are something for the private life:
“For me, it is a professional relationship. Friends are something you have in your
private life. I am in contact with them, but not in my private life.” – Fruit & vegetables
1
“You know the others, but it is not like I have personal feelings towards them” –Food 6
“Yes. They’re not friends, but they are very good acquaintances. And if you have a
problem, they’ll help you. ”- Fish 2
While others see some of their fellow vendors as friends:
“Good contact. We exchange many ideas with one another. Those are friends. Yes, this
group here [the food square vendors]. The rest are not too friendly, some are. Many
come from outside Maastricht, they are just here to earn money and then they leave
again.” – Food 2
“For example, every Wednesday I sit together with this one vendor, before the market
starts, and have a coffee with him, and talk about everything that has happened in the
past days.” –Food 4
“I see most of them around 2 ½ times per week, since I go to other markets where some
of them are, too. So, I see several of them more often than my family. Some of them I
would call friends, but most of them not. – Food 3
Watson and Studdert (2006: p.15), also found that the social interactions among vendors lead
to “weak social links”, which may “develop into stronger bonds”. Depending on the period a
vendor has been working on the market, he/she either knows just a few or almost all other
vendors. Many of the vendors, I talked to, only knew the “neighbours”. Others, know more
because their stall has been relocated on the market: “You get to know each other, you talk to
each other. We stood together, for 2, maybe even 2 ½ years. I still go to them, say hi and with
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some you talk more, with some less. Just like colleagues.” (Food 5) When I was talking to
another vendor, someone came by to buy a product, after that he was wondering whether this
man was another vendor or not, he thought it was a shame, that he did not know: “The man,
that just came by, I think he is one of the fish vendors, but I do not know for certain. That is
just sad, but oh well”. According to the interviewed vendors, how social they are with one
another mainly depends on the vendor personal characteristic, while some like to have a drink
after the work day, others have a WhatsApp-group to communicate and plan things, still others
do not want to have contact with other vendors. Thus, the personal traits of the vendors seem
to have a big impact on their interactions.
There are problems among vendors, too. One vendor said that some time back one vendor had
run into his truck with his car. Apparently, this person did not handle it to friendly, even though
he was the one that caused the accident, according to the vendors whose truck was hit. Now
they just ignore each other, which is not too difficult as their stalls are located on opposite sides
of the market. Another vendor told that he and his family got threats from another vendor, who
sold the same goods and was located right next to him. Through changing the location of the
stall, the problems and threats stopped.
In general, the vendors were positive about the other vendors. Several vendors told that they
see the market as an opportunity to exchange know-how, ideas, and information about
upcoming events and market with their colleagues:
“The feedback from my colleagues is important to me. Feedback from them, their tips,
discuss new ideas.”-Food 4
Most of the times vendors do not leave the stalls, especially if they are there on their own, to
talk to one another. Still, I saw many vendors before and during the market hours talking to
vendors that are located near them. Here, the market dimension of social inclusion (Watson,
2009), is apparent when focusing on how vendors interact and care for one another as the
following examples show: If someone needs to leave the stall unattended, for a bathroom break
or similar, another vendor would watch the stall. According to literature collaborations of
vendors can lead to mutual benefits (Lawson, Guthrie, Cameron, & Fischer, 2008), such as
sharing ideas or referring customers, or watching each other’s stalls. Cross (1998 p.104),
studied relationships among vendors and found that “high level of cooperation and
camaraderie exists among vendors because of their problems.” Such problems were also
apparent in Maastricht. It happened several times that a stall was blown over by the wind, if
that happened other vendors would immediately leave their stalls and help. Several times
vendors would change money, for example when someone needed more 0.50€ coins. Thus
helping each other with problems, or exchanging favours, builds cooperation’s and are
important for a good working of the market (cf. Cross, 1998; Watson & Studdert, 2006).
According to Saha (2017: p.96): “[e]xchange of favours is a widespread mechanism among the
vendors which assists their day-to-day life and helps them to flourish despite intense
competition and lack of general trust over money. According to him “trustworthy behavior and
reciprocal favours” are key for a good relationship among vendors. All in all, the market
dimension of social inclusion (Watson, 2009), is apparent when focusing on how vendors
interact and care for one another.
This subchapter showed that the interactions among vendors are important for them. Seeing
and communicating with their ‘colleagues’ on a regular basis is for many vendors an important
part of going to the market. Also helping each other out and small favours were both found in
Maastricht as well as in literature to be crucial for a good working market.
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7. Discussion & conclusion
This chapter presents the main research findings by comparing the results from the semistructured interviews, and participant observation with literature. This chapter starts with
answering the research sub-questions, looking at the market operation, the physical and
human attributes of the market and the different interactions between visitors, consumers, and
vendors, while also discussing how the main findings of each question relate to academic
literature. Eventually, the output of these analysis is combined to answer the research question,
followed by suggestions for further research. The chapter concludes with practical
recommendations for the management of the market to improve the sociability of the market.
Before discussing the findings, I will recount the research questions as originally set out in the
introduction chapter:
Research question: What are the interrelations between the attractiveness of the weekly
market in Maastricht and the social interactions between the different actors?
Sub-question 1: How does the weekly market in Maastricht operate?
Sub-question 2: What is the role of physical and social attributes in attracting visitors and
vendors to the market?
What market attributes are perceived to attract the actors?
What meaning do the actors attach to the different attributes?
Sub-question 3: What meaning do the different actors attach to the interactions on the
market?
In terms of activities people like to engage in when going to the market, my findings are in line
with what Watson (2009) and Watson and Studdert (2006) found. The visitors often come on
their own, or in couples, bigger groups are mainly groups of tourists, or groups of people that
“ran into” acquaintances or friends at the market. The market often serves as a meeting point.
The main reason for the customer to go to the market is the activity they engage in there, which
are rather diverse. Some like to shop specific products, while others like to browse, drink or eat
something either on the market or in the surrounding cafés. This is often combined with
watching others and just being among people, which is especially important for the elderly.
Many customers like to combine shopping or browsing on the market with going to the city
centre. Besides, the cafés around it add another factor to make it a sociable space.

To answer the main question, I focused first on the operation of the two different markets.
The Wednesday market is the smaller one of the two, with more space, which is a lot calmer.
It is called the “experience market”, as it offers a live cook, a food truck square and every other
week live music. The market managers introduced these different attractions to get more
public to the market, as it had been dealing with less and less visitors. These attractions are
pull factors, so that more people visit, according to many vendors. It shows that a good
management, which is in line with Watson and Studdert findings (2006) is important for a
well-working market. According to Watson and Studdert (2006), many other cities neglect the
importance of the market. The market managers of Maastricht do see the opportunity and
added value of a market for the city and thus try to make the market more attractive. The Friday
market, which is a lot bigger, attracts many people because of a big variety of sold goods,
particularly the fish and fabric. Thus, in contrast to the Wednesday market, the Friday market
does not need extra attractions as a pull factor. Moreover, from the observations it appeared,
that mainly Dutch people are at the cook stall, because the non-Dutch speaking did not know
what was happening there. The posters at the stall are in Dutch, the cook speaks Dutch as well
as the crowd of people standing around the cook. A few internationals, which were “brave”
enough joined the group and if they asked something in English, the others tried, mainly with
hand gestures, to explain that they could try the food. Still, because of the language barrier,
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many did not join. This finding extends the previous literature, as language barriers have been
discussed before, however in different contexts. Here, the focus is on activities which are
supposed to foster social interactions of the market, which it does, however, mainly for Dutch
speaking visitors. Whyte (1980) found that a common referent helps to start an interaction,
such as the cook or the music act, which he called “triangulation”. Thus, the main idea of
creating a common referent point is a great way to foster interaction and thus create a more
social space, still the way it is practiced in Maastricht, only fosters the interaction of Dutch
speaking visitors.
Furthermore, people only go to markets if they perceive it as attractive (cf. Gehl, 2010; Watson
& Studdert, 2006), which is why the different physical and social attributes were analysed.
Location, thus being in the city centre and near the shop, is appreciated. Furthermore, the
accessibility is important. Physical accessibility, thus that the market can be easily reached by
public transportation, car, bike, and foot is given. This is important, as people rather go to
places which are easily accessible for them, thus a good location can have an influence on the
sociability of a place (cf. Gehl, 2010; PPS, 2009). In contrast, the market is not visually
accessible, thus the space cannot be seen from a distance, which may lead to fewer people just
passing by (cf. PPS, 2009). However, there is third dimension, the online accessibility, which
extends the existing body of research. Getting information, news, and seeing pictures via social
media and websites seems to be important for many. However, as briefly mentioned above, the
market management fails to promote the market in other languages than Dutch. Additionally,
the information that is updated most frequently is a Facebook page, which exists only in Dutch
and is not promoted anywhere. Moreover, there are a lot of internationals in Maastricht who
could be reached and informed if the page was provided in English, too. The research showed
that many Dutch people use the Facebook page to keep updated, and many internationals use
other promotion sides that give limited information on the market to at least find out the days
the market is held. In nowadays world, the information age, the online presence cannot be
neglected. According to Castells (2009) “Informationalism” replaced industrialism, as
communication and information are the most fundamental dimensions of today’s society.
Therefore, the online presence of a public space, such as the market of Maastricht is important.
Because of the globalization, the local spaces are connected in the global world, therefore,
communicating in different languages is key. For the market managers this means, promotion
in languages such as German, French, and English is needed to promote the market and
consequently to foster social encounters.
In terms of physical attributes, feeling safe in an environment, especially if it is perceived to be
clean, can make a market more appealing. Having enough seating is important, too. Especially
for the older people benches and chairs are important, but also for the other visitors, who
consumed their bought food and beverages there or just sat down to rest and watch people
passing by. The cafés around the marketplace are not enough, the significance of public seating
should not be underestimated. Next to the physical attributes, a market offers human
attributes, namely the other people and a variety of products. People stay longer if other people
are around. Moreover, people perceive a place with other people safer and more interesting (cf.
Gehl, 2010; PPS, 2009). This was analysed in greater depth with the help of the last subquestion: what meaning do the different actors attach to the interactions on the market? The
interaction among visitors are mostly non-verbal or briefly, still this was enough for many. For
them, going to the market, and thus such short interactions, means, being among people, being
included in the social life. For many, especially the older generation, it is part of their weekly
routine and important for their health, as it can be the only time in the week they have
interactions with others.
Several scholars wrote about the power relations between the actors, for example, Busch (2010)
or social hierarchy (French, 2001), while other research has discussed that on the market
everyone is equal (de la Pradelle, 1995). I would not agree with either of these two opposite
meanings. I found that the interaction between customers and vendors can be categorized
loosely into three different categories, namely the economic-relationships, the relationship of
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regulars, and social relationships. The economic relationship focuses on getting most out of
the transaction, both for the consumer and the vendor. The relationship between regular
vendors and regular customers, is often superficial, they do know each other’s habits, however,
it is more about building rapport and getting better deals. However, some relationships
between vendors and customers can be deeper, as they care for each other and the monetary
exchange is subsidiary. The interactions among vendors, which is mostly neglected in research,
is essential for most, as they help each other out, care for each other. They rather see each other
as colleagues than as competitors. That there are different sorts of relationships has been
discussed by other scholars, too, such as Watson and Studdert (2006) or Mele et al. (2005),
however, my findings extend the previous literature through the categorisation.
There is one problem, I had with the body of literature focusing on the market, namely that
most scholars categorize it as a public space. The definition of public space is that is generally
open and accessible to people, thus no one is excluded. For the market square itself, it is a
proper description. Moreover, none of the visitors are excluded. However, for vendors it is not
a public space, the use of the space is restricted by rules. Therefore, whenever someone uses
the term public space to describe a market, the focus lies on the visitors. Taking the whole
context and all actors into considerations, I would suggest using the term “social space”.
In one sentence, it can be concluded for the markets in Maastricht that because of different
factors, both human and physical, which are perceived to be attractive, people like to spend
time there, which eventually leads to social encounters. A market is a place for people to go to
for social interaction, where they can be themselves, a place where all different kinds of people
get together and even though they might not communicate with each other, they tolerate each
other and enjoy being around one another. In restaurants, malls etc., not everyone is welcome,
as one has to fit the standards (Mele et al., 2015), however here everyone is welcome. The
market gives everyone the chance to be part of this social space. Weather seems to be the
biggest factor that influences the market from day to day. It is important to take both the social
and the physical attributes together to analyses the attractiveness of the market.
The following section recommends which research is necessary to further investigate the
sociability of markets. This is followed by a section with practical recommendations for the
weekly markets in Maastricht.

7.1.

Recommendations for further research

Based on the knowledge gained from this study, there are two subjects that could be interesting
and relevant to research further.
One field that could be interesting to further research is how social media and online presence
can influence the success of a market, or to put it in a bigger context, a public space. This
research has shown that literature so far has neglected the importance of social media
nowadays. Having a bigger presence online, or as I called it having online accessibility, may
lead to more people knowing of the place, and maybe more visiting it. Thus, it would be
interesting, on the one hand, if online accessibility can help to revitalize a public place or make
it more attractive to people. On the other hand, practical recommendations for managers
would be interesting, thus how to best go online with a public space. Using different languages,
so that more people can be reached, could be added to such a research.
Next to this, during the research, it became apparent, that a network-analysis of the market
could be interesting. Even though I have gathered data on that, going deeper into this subject
would have gone beyond the scope of this study. The different actors on the market are
interlinked with one another, but also with other actors not on the market. Thus, just taking a
few vendors as case studies could show how big the social networks are. Such a study could
show which actors are interlinked or even depend on the market, thereby showing whose
livelihoods could be affected, if one vendor or even a whole market stops working. Additionally,
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another option is to study how to strengthen the connections, and what impact linking the
different networks could have.

7.2. Practical recommendations
This section provides recommendations for the weekly markets in Maastricht, on what general
actions could be taken to create an even more attractive and sociable market. All in all, the
markets of Maastricht are a good example for other markets on how to attract the public and a
good example for other markets in terms of management, vision, location, and goods offered.
These recommendations are compiled through findings both from literature study as well as
field data.
Lack of commitment
Vendors are not coming to the market if the weather is bad, which is especially a problem the
Wednesday market has. Not only vendors but also visitors noticed that problem. It is expected
that the market management takes actions. The argument was, that vendors, who do not show
up several weeks in a row, without a good reason, should get a warning and if needed their stall
should be offered to other business who are on the waiting list.
Working hours
Several interviewees agreed, both visitors and vendors, that the working hours of the market
are not consistent with the lifestyle of today’s consumers. There were several ideas, in terms of
how the workings hours should be adjusted. Some stated that the Wednesday marketespecially during the winter month- should be closed an hour earlier, as there are almost no
customers during the last hours. The Friday market, in contrast, could attract more people if it
was opened longer, as many weekend tourists arrive in Maastricht around lunch time. Besides,
many people work on Friday only half days and could go to the market once they were finished.
This could just be introduced as a special event, to see how it is accepted by the public.
More seating
On the market plane, there are a few seating options, not only benches, but also platforms.
However, many of them are either blocked by the vehicles of the vendors, or garbage, such as
cardboard boxes. Account should be taken, so that visitors can at least use the limited amount
of seating which is available. Next to that, installing extra seating should be considered, so that
people can sit down, rest and chat.
Promotion languages
Online there is a lot of information available about the market in Dutch, both on social media
as well as on the websites of the market itself, and Maastricht tourism web pages. However,
there are a lot of visitors from Germany, Belgium, France and further away, for these it would
be interesting to find more information and thus increase the online accessibility.
Diversity of goods
Even though, especially the Friday market is known for the different goods and the offered
variety is one of the things which make the market so appealing to the customers, still vendors
and customers were concerned that too much fabric and fish is being sold. So, if the managers
choose new vendors, they should try to go for the ones who offer something which is either
missing on the market or poorly represented. One example for this is the nuts vendor, which
got introduced to the market when the Friday market was extended. Apparently, there is
demand for another bread stall as well as ice cream.
All these recommendations need to be taken into consideration, when the market managers
plan the next markets. Moreover, giving the vendors the opportunity to develop ideas and give
their opinion should be considered as they see the market with different eyes than the market
managers. Taking their ideas into consideration may improve the atmosphere on the market
and have an impact on the sociability of the market.
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Appendices

Appendix 1 - Observation plan

The observation will take place on the weekly market of Maastricht both on Wednesday and
Friday. Observations will be conducted during the period of March1st, 2016 and April 30th, 2016.
During the normal market hours, thus 9 am to 4pm. Depending on the weather and other
factors, breaks can be taken.
Category

Includes

Physical
layout

Layout, Surroundings

Uses &
Activities

People, activities, use of space

Research should note/ answer the
following questions
• What does the market look like?
• What do the surrounding area look
like?
• What else in on the market plane?
• Where are the stalls located?
• What is being sold?
• What do the stalls look like?
•
•
•
•
•
•
•
•
•
•

Access &
linkages

Access to public transportation,
Parking, Visibility from outside,
Cafés, surrounding area

•
•
•
•
•
•
•

Is it used by people of different ages?
Are people in groups?
Are there choices of things to do?
What are people doing?
How many different types of
activities are occurring?
Who is doing what?
Which parts of the space are used?
Which parts are not used?
Who comes when to the market?
What is happening on the market?
(before, during, after)
Can you see the space from a
distance?
Can people easily walk to the place?
Do sidewalks lead to and from the
adjacent areas?
Does the space function for people
with special needs?
Can people use a variety of
transportation options – bus train,
car, bicycle, etc. – to reach the place?
Are transit stops conveniently located
next to destinations such as libraries,
post offices, park entrances, etc.?
What does the surrounding area look
like?
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Comfort &
Image

Cleanliness, Seating areas,
Safety

•
•
•
•
•
•

•
•
•

Sociability

Atmosphere, Social Interaction,
Social Mixing, Social Inclusion

•
•
•
•
•
•
•

Does the place make a good first
impression?
Are there enough places to sit?
Are seats conveniently located?
Do people have is a choice of places
to sit, either in the sun or shade?
Are spaces clean and free of litter?
Does the area feel safe? Is there a
security presence? If so, what do
these people do? When are they on
duty?
Are people taking pictures?
Are there many photo opportunities
available?
Do vehicles dominate pedestrian use
of the space, or prevent them from
easily getting to the space?
Do people meet other there?
Do people run into others there?
Are people in groups?
Are people talking with one another?
Do people seem to know each other
by face or by name?
How do people interact with one
another? (vendors, visitors, market
managers)
Who comes when to the market?
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Appendix 2 – Interview guide Vendor
Ik ben als masterstudente Toerisme, Leisure en Environment aan de Wageningen Universiteit
op dit moment bezig met het schrijven van mijn afstudeerscriptie waarin ik onderzoek doe naar
de beweegredenen van de bezoeken voor de weekmarkten in Maastricht. Hiervoor zou ik graag
een interview met u willen afnemen, wat maximaal 20 minuten zal duren. Ik zou dit interview
graag opnemen. Is dat akkoord? Het is op elk moment voor u mogelijk om te stoppen met
deelname aan dit onderzoek. Uiteraard zal er zorgvuldig met uw gegevens worden omgegaan
en deze zullen daarom alleen beschikbaar zijn voor de onderzoeker. Verder zullen de resultaten
anoniem worden verwerkt. Zou u willen meewerken aan het onderzoek? Hebt u vragen over
dit onderzoek? Als u aan iemand moet vertellen hoe de markt is die de markt niet kent, wat
zou u dan vertellen?
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Hoelang sta je al op deze markt? (Veranderingen, plek, organisatie)
Hoe ziet jouw normale marktdag uit?
Ga je nog naar andere markten? (Wat voor markten)
Hoezo sta je op deze markt? (Leuk/minder leuk aan deze markt? kenmerken)
Wat vind je in het algemeen van deze markt? (Mensen, atmosfeer, planning, marktmeester,
activiteiten)
Wat vind je van de plek waar je staat?
Wat voor klanten heb je? (Vaste, buitenlander, Nederlanders, relatie?)
Welke talen gebruik je allemaal? Zie je een verschil tussen de verschillenden klanten?
Heb je contact met andere verkopers? (Wat voor contact, vrienden, hulp, zakelijke relatie)
Wat betekent deze markt voor u?
Als deze markt er niet meer zou zijn, zou u dit dan jammer vinden?
Vind je dat er veel organiseert wordt voor jullie, of de bezoekers (verklaar, wie doet dat, wat
vind je ervan)?
Organiseer je zelf ook iets op de markt?
Als ze en op woensdag en op vrijdag op de markt staan dan: Vind je de marktdagen
verschillend? (Wat beter, hoezo, slechter, atmosfeer)
Wat betekent deze markt voor u?
Wat vindt u (in het algemeen) belangrijk aan deze markt?
Wat wilt u in de toekomst nog graag zien op deze markt? (Waarom belangrijk?)
Zijn er dingen die u belangrijk vindt op een markt maar die u hier mist?
Zijn er dingen die u graag zou veranderen aan de markt?
Als deze markt er niet meer zou zijn, zou u dit dan jammer vinden?
Hebt u in het verleden problemen met deze markt gehad?
Voelt u zich verbonden met het gebied rondom de markt? Waarin uit zich dat?
Voelt u zich verbonden met de mensen op de markt? Waarin uit zich dat?

Heel erg bedankt voor uw bijdrage. Zoals aangegeven wordt alles wat u tegen mij hebt verteld
vertrouwelijk behandelt. Hebt u nog iets toe toevoegen aan dit interview? Is er nog iets anders
wat je wilt toevoegen zodat ik jouw mening van deze markt beter kan begrijpen?
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Appendix 3 – Interview guide market managers

Ik ben als masterstudente Toerisme, Leisure en Environment aan de Wageningen Universiteit
op dit moment bezig met het schrijven van mijn afstudeerscriptie waarin ik onderzoek doe naar
de beweegredenen van de bezoeken voor de weekmarkten in Maastricht. Hiervoor wil ik graag
een interview met u afnemen, wat maximaal 20 minuten zal duren. Dit interview zal worden
opgenomen, zodat ik deze op een later termijn (ten behoeve van mijn onderzoek) kan
terugluisteren. Het is op elk moment voor u mogelijk om te stoppen met deelname aan dit
onderzoek. Uiteraard zal er zorgvuldig met uw gegevens worden omgegaan en deze zullen
daarom alleen beschikbaar zijn voor de onderzoeker. Verder zullen de resultaten anoniem
worden verwerkt. Hebt u vragen over dit onderzoek? Wilt u nog steeds mee doen aan deze
onderzoek?
•
•
•
•
•
•

Als u aan iemand moet vertellen hoe de markt is die de markt niet kent, wat zou u dan
vertellen?
Wat vind je zelf van de markt?
Als de markt er niet meer zou zijn, denk je dat bezoekers dat dan jammer zouden vinden?
(Verklaar)
Wat is voor jou een normale marktdag? Zijn er verschillen tussen woensdag en vrijdag?
Wat hout jouw werk alleemaal in?
Wat zijn volgens jou de verschillen tussen de woensdag en de vrijdag markt?

Ik zal je nu een paar vragen over de woensdagmarkt stellen:
•
•
•
•

•
•
•
•
•

Hoe zou je de woensdagmarkt beschrijven? (Atmosfeer, mensen, aanbod, concept)
Wat vind je zelf van de woensdagmarkt? (Wat kan beter, wat is verglijkbaar met andere
marketen, aantrekkingskracht, kenmerken)
Jullie hebben sinds afgelopen September met de Foodplein begonnen, wil je er meer over
vertellen? (Van wie idee, hoe doorgezet, hoe gaat het, plannen voor toekomst)
Er staat nu ook elke woensdag een chef op de markt. Hoezo? (Begonnen, feedback, rol
van markmeester)
o Ik hoorde ook dat jullie ermee willen stoppen, waarom?
Verder hebben jullie een coöperatie met de Centrum Management, hoe gaat dat? (Idee,
feedback, rol van marktmeester)
Wat vindt u (in het algemeen) belangrijk aan deze markt?
Wat wilt u in de toekomst nog graag zien op deze markt? (Waarom belangrijk?)
Zijn er dingen die u graag zou veranderen aan de markt?
Als de markt er niet meer zou zijn, denk je dat bezoekers dat dan jammer zouden vinden?
(Verklaar) Zou jij dat dan jammer vinden?

Ik zal je nu een paar vragen over de vrijdag markt stellen:
•
•
•
•
•

Hoe zou je de vrijdagmarkt beschrijven? (Atmosfeer, mensen, aanbod, concept)
Wat vind je zelf van de vrijdagmarkt? (Wat kan beter, wat is verglijkbaar met andere
marketen, aantrekkingskracht, kenmerken)
Wat is het concept van de nieuwe vrijdagmarkt, wat is veranderd? (Rol van verschillende
instanties, planning, concept, toekomst)
Wat vind je zelf van de veranderingen van de vrijdagmarkt? (Planning, concept, rol van
verschillende instanties)
Op de woensdagmarkt organiseren jullie verschillende dingen, maar niet op de
vrijdagmarkt, hoezo? (Verandering in toekomst?)
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•
•
•
•

Wat vindt u (in het algemeen) belangrijk aan deze markt?
Wat wilt u in de toekomst nog graag zien op deze markt? (Waarom belangrijk?)
Zijn er dingen die u graag zou veranderen aan de markt?
Als de markt er niet meer zou zijn, denk je dat bezoekers dat dan jammer zouden vinden?
(Verklaar) Zou jij dat dan jammer vinden?

De volgenden vragen gaan weer over en de woensdagmarkt en de vrijdagmarkt, maar als je zelf
vind dat er verschillen tussen de twee markten zijn mag je die ook graag noemen.
•
•
•
•
•
•

Denk je dat er een beter plek voor deze markt is?
Hoe belangrijk vind je deze markt voor je zelf?
Voel je je verbonden met de mensen op de markt? Waarin uit zich dat?
Wat vind je zelf van de mogelijkheden om te zitten op de markt?
Je zegt zelf dat de markt internationaal is en toch zie ik dat jullie promotie bijv. op
facebook helemaal in het Nederlands is, hoezo?
Hoe lang ben je al marktmeester van deze markt?

Heel erg bedankt voor uw bijdrage. Zoals aangegeven wordt alles wat u tegen mij hebt verteld
vertrouwelijk behandelt. Hebt u nog iets toe toevoegen aan dit interview? Is er nog iets anders
wat je wilt toevoegen zodat ik je mening van deze markt beter kan begrijpen?
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Appendix 4 – Interview guide Centrum Management Maastricht

Ik ben als masterstudente Toerisme, Leisure en Environment aan de Wageningen Universiteit
op dit moment bezig met het schrijven van mijn afstudeerscriptie waarin ik onderzoek doe naar
de beweegredenen van de bezoeken voor de weekmarkten in Maastricht. Hiervoor wil ik graag
een interview met u afnemen, wat maximaal 20 minuten zal duren. Dit interview zal worden
opgenomen, zodat ik deze op een later termijn (ten behoeve van mijn onderzoek) kan
terugluisteren. Het is op elk moment voor u mogelijk om te stoppen met deelname aan dit
onderzoek. Uiteraard zal er zorgvuldig met uw gegevens worden omgegaan en deze zullen
daarom alleen beschikbaar zijn voor de onderzoeker. Verder zullen de resultaten anoniem
worden verwerkt. Hebt u vragen over dit onderzoek? Wilt u nog steeds mee doen aan deze
onderzoek?
Volgens mij organiseren jullie elke tweede week een optreden op de markt.
•
•
•
•
•
•
•
•
•
•

Als u aan iemand moet vertellen hoe de markt is die de markt niet kent, wat zou u dan
vertellen?
Waarom zijn jullie ermee begonnen concerten op de markt te organiseren?
Hoezo op de woensdagmarkt?
Wie heeft het initiatief genomen op de markt concerten te organiseren? (Van wie idee, rol
va gemeente, marktmeester, centrummanagement, heb je het mee opgericht)
Hoe gaat dit project?
Wat voor feedback krijgen jullie? (Van de marktmeester, vendors, bezoekers)
Maken jullie ergens promotie voor deze events?
Zijn er nog andere dingen gepland? (Hoezo, hoezo niet)
Als de markt er niet meer zou zijn, denk je dat bezoekers dat dan jammer zouden vinden?
(Verklaar) Zou jij dat dan jammer vinden?
Ga je zelf ook naar de markt? Hoezo?

Heel erg bedankt voor uw bijdrage. Zoals aangegeven wordt alles wat u tegen mij hebt verteld
vertrouwelijk behandelt. Hebt u nog iets toe toevoegen aan dit interview? Is er nog iets anders
wat je wilt toevoegen aan dit interview?
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