
Supplemental Information 
 
Customer Satisfaction Tips 
Consider how to fulfill a customer’s true needs: when they make a purchase of tomatoes, do 
you have some basil to offer? If you sense any discomfort with their reaction, you might simply 
include a small amount in their bag as a friendly gift to make them into a regular shopper and 
friend. Your goal is always to build a lasting friendship over making an immediate sale. If they 
don’t seem too rushed, engage them about what they may be making for dinner, what style of 
cooking they prefer, and make a suggestion if it comes to mind. Be open in referring them to a 
favorite restaurant, or handing them one of your best recipes. Usually one can sense an energy 
that indicates openness to some chatting, which is always wise if you don’t have the next 
customer waiting. If they’re in a hurry, note that you don’t want to hold them any longer but 
that it’s been a pleasure talking with them. All in your own style. 
 
Be quick to refer customers to another vendor or a source downtown. You want to be seen as 
a key source of information and help, rather than someone pushing only their own products.  
 
Ask customers if there is something they’ve been looking for in particular. Show an interest in 
growing something new to spark your own continued interest in growing. Do a 1-question 
survey on cardstock hanging from a canopy leg with a pen on a string; ask how people would 
like a value-added creation you’re considering, a different style of jar, or glass versus plastic for 
your honey. 
 
Have someone ready to offer help in getting items to the car, or see if the Market can offer 
local high school students the chance to gain some community service credits. 
 
Ask how the Market could be better, take notes to show you’re listening, and discuss at the 
next meeting. Build your own mailing list of steady or periodic customers by offering to connect 
on Facebook and send pictures from your farm, or a discount offer from the Market one 
morning. 
 
Thank shoppers for supporting local farmers. Let them know little facts about your product, or 
big facts about the impact their shopping has on keeping farmers on the land. Put it on some 
4”x4” colored cardstock that hangs on a string from your canopy, or sits near the cash box. 
 
Remember that the customer is always right. If you think they’re wrong, sincerely ask a second 
question to clarify, and consider their opinion. Defensiveness is not an option if you want them 
to speak openly. If they don’t speak candidly, they may be hiding something that can help you. 
 
Hand out a Farmers’ Market sticker or bumper sticker that 
customers can proudly show. Wear a Market hat or T-shirt that 
shows your pride in being a vendor at the Belfast Market. Establish 
your farm brand and keep it visible constantly.  



Be kid-friendly. Sampling foods is a key element in satisfying children who will influence adults’ 

inclination to return. The Market is also a place for education and entertainment.   
 
Sharing ideas is essential. If vendors discuss and implement these and other ideas, the Market 
will be more successful. When all vendors improve their presentation and presence, the Market 
gains great standing in the public eye versus the other retail options that fight for the 
consumer’s attention.  

 
APPENDIX A - Abundance and The Power of 10+ 
 
In building an abundant market, we need to recognize the need for tremendous planning in 
every aspect of market development. In order to meet the food needs of the community, this 
Market must also serve as a social, cultural, musical (even spiritual) hub for the community. It 
must have at least 10, preferably 20, separate elements that are attractive to customers. Here 
is a list that should inspire local reflection and new local ideas: 
 

1.   Good, healthy, fresh farm food 
2.   Artisan baked goods 
3.   Quality meats and poultry 
4.   Fresh fish and other seafood 
5.   Craft beer, wine, cider and distilled spirits 
6.   Fermented foods, value-added foods  
7.   Wood-fired pizza on a trailer 
8.   Ice cream, chocolates, fudge and other treats 
9.   Lemonade, smoothies and slushies 
10.   Bicycle-powered smoothies 
11.   Non-profit organizational sales (e.g., Kiwanis BBQ) 
12.   Peer reviewed artists/crafters (active potter, woodcarver, etc.) 
13.   Freshly prepared ethnic hot foods (including food trucks) 
14.   Chess board, installation art, knitted trees, seating 
15.   Music stage (e.g., “New Balance stage”) with rotating list of performers 
16.   Balloon artist/face painter/chalk artist 
17.   Author signings/poetry reading/cookbooks 
18.   Young entrepreneurs (grade school to high school) 
19.   Kids Club (Soil & Water Conservation District) 
20.   Hands-on art tables 
21.   Regular special events (strawberry shortcake, cherry pit spit, harvest festival, etc.) 
22.   ATM for ready cash from credit/debit/EBT cards 
23.   Water feature (drink, wash, play) 
24.   Tasting stations and/or many vendors sampling 
25.   Farmers sampling (and selling) roasted parsnips and butternut squash with chevre 
26.   Educational presentations 
27.   Childcare/dog sitting service 
28.   Convenient parking and produce pick-up zones (youth staffed) 



29.   Banners (light poles, above street, etc.) and sandwich board signs 
30.   Welcome staff/traffic monitors dressed as an ear of corn and a stalk of broccoli 

 
APPENDIX B - Organizational Charts 
The design of a good farmers’ market is often something like this image below. While the 
overall health of the farmers’ market is felt to be a balance of vendors with supply and 
customers with demand, a third element keeps them in balance, the Power of 10+. 
 

              
 

The balance is made more possible by a strong Board of Directors and committee structure, and 
a strong manager. Even a volunteer manager needs to be able to speak for the Market 
organization when dealing with outside organizations. 

 

 



APPENDIX C - Maine Food Strategy Consumer Survey Report 

 
The 2014 Maine Food Strategy report covered 600 Maine households intercepted by phone in 
late 2013, with each county’s population reflected in the percentage of surveys completed, and 
equal numbers of landline and mobile phones contacted. They found that 61% felt that “local 
food” meant it is produced in “Maine” while 19% thought “county,” 9% thought “New England” 
and 6% related it to “town.” Nine percent purchase over half from local sources, and 39% 
purchase between 10-25% of their food locally. “Money circulating in the local economy” is a 
factor for 71% of Mainers, “cost” for 54% and ”distance you have travel to get local food” for 
50%. 
 
We can find encouragement in the fact that 31% of Mainers spend over $100 a month on local 
food and another 27% spend $51-100, while 41% spend $1-50. The report says that 1% spend 
$0 on local food each month. While any self-reporting can be challenged, the report is helpful in 
suggesting advertising points: more than 85% of Mainers say freshness, flavor and nutrition are 
top priorities, while 70% find cost important. Production practices are also important: 
“humanely raised” (65%), “antibiotic/hormone-free” (57%), GMO-free (39%) and “certified 
organic” (26%). Other factors that influence Mainers buying food include cost (70%), local 
(60%), knowing the producer or fisherman (44%) and easy-to-prepare (34%). 
 
Looking at disincentives to buying local foods, the report found Mainers to use several 
explanations:  lack access (24%), inconvenient (20%), already buy enough (17%) and not in 
season (16%).  
 
Two-thirds of households have bought fish, seafood or shellfish in the past month, with 61% 
doing so at a chain grocer and 30% from a fish market or lobster pound. The key considerations 
in buying fish are flavor (93%), nutrition (85%), cost (63%) and antibiotic- and hormone-free 
(62%).  
 
The report showed that 80% of Mainers bought most of their food over the prior three 
months from chain grocery stores, generally with 15 minutes of their residence, with a third 
traveling 15 to 30 minutes. Meanwhile, only 0.5% bought most of their food at farmers’ 
markets or farm stands. However, somewhat encouraging is the fact that 56% of Mainers 
purchased some food at a farmers’ market or farm stand. Of those, one-third shop at least 
weekly at such a market.  
 
 

 
 

 



APPENDIX D - Building Support for Community-Based Foods in the Lakes Region 
of Maine 

In September 2016, Ken Meter and Megan Phillips Goldenberg published their analysis, 
“Building Support for Community-Based Foods in the Lakes Region of Maine.” It focused on 
fifteen towns in Oxford and Cumberland counties although much information was based on full 
two-county data. The report stressed the importance of building the region’s social networks, 
educating people to eat local food including root crops, cold crops and apples, ensuring that 
community meals feature food from area farms , and hiring a local foods coordinator. It noted 
that the act of addressing multiple issues simultaneously will “move a lever” with several 
outcomes.  

While the report does not focus on the 
northern Maine region, it has some 
valuable insights worth noting. 
“Building Support” found that St. 
Joseph’s College in Standish is buying 
up to 40% of its food from local 
farmers and bakers, and Vivo 
Restaurant in Bridgton has made a 
strong local commitment as well. 
North Star Sheep Farm in Windham is 
partnering with Central Maine Meats 
to help meet the 20% Maine-sourced 
food goal at the University of Maine’s 
six campuses. 

The two-county area has 1,269 farms with almost 138,000 acres in cultivation. Only 7 farms 
exceed 1,000 acres while 680 farms are under 50 acres. The top farm products sold by Lakes 
Region farmers in 2012 were: 

Vegetables, melons, potatoes & sweet potatoes $8.6 million 
Cow milk $5.5 million 
Other crops & hay $4.0 million 
Cattle & calves $2.3 million  
Horses, ponies, mules, burros & donkeys $2.2 million 
Fruits & tree nuts $2.2 million 
Corn $1.7 million 
Berries $1.1 million 
Aquaculture $0.8 million 

 
Commodity crops clearly dominate the local farm economy. Larger farms in the Saco Valley 
have markets in the major metropolitan areas, including out of state. Small farms have little 
impact but they have the greatest flexibility in response to direct marketing opportunities. 



“As a simple thought experiment, ponder what would happen if each resident of the Lakes 
Region purchased $5 of food each week from some farmer in the two counties. This would 
generate $90 million of farm income annually – almost double current farm sales.” It would 
be far greater than the current $4.3 million in direct sales by farmers in the Lakes Region. 

 
Home prepared meals consumed in Lakes Region homes include these foods: 
 

Meats, poultry, fish and eggs $132 million 
Fruits & vegetables $115 million 
Cereals and bakery products $  82 million 
Dairy products $  67 million 
Other (sweets, fats, oils) $193 million 

 
Good Shepherd Food Bank of Lewiston has created a “Mainers Feeding Mainers” initiative that 
distributes $1 million in surplus food or seconds from about 50 Maine farmers for distribution 
to low-income households. That model is being tested in the Lakes Region, and has helped keep 
some farmers going, while also serving low-income residents. Farmers also could supply many 
of the community meals that occur at churches and 21 Grange halls throughout Oxford and 
Cumberland counties if they could be convinced to support local farms. 
 
A survey of 2,416 second-home owners in the Lakes Region received 190 responses, saying they 
spend 56.9% of their food dollar on foods at home versus the national average of 49.9%. They 
average $143 per week in food purchases. 
 
“Building Support” ultimately reinforces several concepts inherent in our Belfast study:  
 
1) A coordinated multi-element plan is essential for Belfast Farmers’ Market expansion;  
 
2) Farms under 50 acres are most open, but larger farms are curious with a clearly stated vision; 
 
3) Both local and more distant farmers may be needed to meet any planned expansion goals; 
 
4) If 100 second-home families spend half their food money at the Market, that would amount 
to a 62% increase in sales over what was found in the customer survey on August 19; 
 
5) Build the product mix based on consumer spending priorities: meat, poultry, fish, eggs; fruits 
& vegetables; cereals and bakery; dairy products; and “other” including sweets, fats, oils; 
 
6) Coordinate Market expansion with any wholesale marketing efforts such as those that may 
be being coordinated with Waldo Public Schools and Waldo County General Hospital;  
 
7) The Farmers’ Market needs an active campaign to ensure farmers and others educate 
consumers about important local foods through conversation, signage, and prepared samples. 



 

APPENDIX E - Economic Multiplier 

A recent study done by the University of California at Davis (Sacramento Bee, July 20, 2016) 
found that a dollar of sales has about twice the local economic impact when going through a 
direct-market fruit or vegetable grower compared to a larger wholesale farm. While 
direct-market farms represent just 4 percent of the industry in a 4-county area (Sacramento, El 
Dorado, Placer and Yolo), the direct marketers buy more supplies from local companies and 
hire more local labor than their wholesale counterparts. 

The average Sacramento area farm selling direct has $164,631 annual revenue. “As a result, $1 
million in revenue from direct-market farms generates almost 32 local jobs whereas the same 
amount of revenue from the larger growers creates 10.5 jobs locally,” noted UC agricultural 
economics professor Shermain Hardesty. 

“I’m hoping this type of a study can provide some evidence that when they’re converting 
farmland, they’re losing part of what’s happening in the economy,” she said. 

The team compared data from extensive, personal interviews with almost 90 Sacramento-area 
direct marketing farmers with earnings and expenses data from USDA’s agricultural census.  

● Direct marketers buy 89% of supplies from local sources versus 45% among larger 
wholesale farmers. Every dollar they spent thus generated an additional 44 cents of 
local economic activity. 

● While direct marketing farmers earn 44% of their sales through direct channels, they 
also use wholesale outlets to make 55% of their revenue. 

● These direct marketers travel to find customers. About 65% of their “direct” revenue is 
from sales in the Bay Area (about 60-100 miles away for most farmers), while 30% 
comes from the Sacramento region, and 5% from other counties. 

 



APPENDIX F - NYC Greenmarkets 40 for 40 Program 

GrowNYC’s Greenmarket program was established with the first market in 1976 . In honor of 
the 40 years since that auspicious start, Greenmarket has decided to chronicle 40 stories of the 
“myriad ways Greenmarket has affected our farmers, shoppers, chefs, tourists, city dwellers 
and countless others. These stories are not just about the incredible food you can find at the 
market, although there will be some of those. These are stories about lives intersecting with 
one another, paths changing course, communities and businesses being built, and lessons being 
learned all in the wake of that fateful day in 1976,” according to GrowNYC executive director 
Marcel Van Ooyen. 

With weekly blog posts through 40 weeks of 2016, they shared stories. Combined with them 
was a 40 for 40 campaign to inspire readers to donate $40 to GrowNYC to continue their 
Greenmarket work for the next 40 years. Vintage-themed gifts were given to those responding 
to the appeal.  

A “Norway 40 for 40” campaign might be a future viable way to raise funds for the next phase 
of Market development while building awareness of the Market’s role in creating a stronger 
community. 

Appendix G - Tallahassee Sales Circular  

This Tallahassee sales circular 
distributed door-to-door in target communities was changed weekly to reflect the products available at the 
farmers’ market, and to avoid diminishing recognition by recipients. 



Appendix H - Customer-Focused Principles 

In every interaction with customers, farmers and other vendors have a choice:  make a sale, or 
make a friend. Some customers will be one-time buyers, whether they are local or tourists, and 
you will want to make the sale. But remember that every one of those one-time buyers may 
become a regular customer – even if they only buy on their regular, annual vacation. And every 
one of those one-time buyers talks to family and friends. They are the most powerful 
promotional tool in the arsenal of marketing:  Word-of-Mouth (WOM). So, even if you think 
they are a one-time buyer, treat them as if they are your best friend. Be present in the moment 
with them:  teach them something about your product, give them a recipe and leave them 
feeling like you were pleased to meet them. They can do good things to help grow your 
business, and it all starts with a caring, respectful relationship. 
 
In the world of marketing, nothing is as powerful as human interaction. Without it, you would 
need to have the absolute best product in its class because such is often available through the 
internet, and evermore through the local big box or retailer food chain. The farmers’ market 
world is one where the four P’s of marketing – product, price, promotion and place – are 
highlighted by a fifth factor, personality. So, let your personality and passion shine through 
brightly as you build friendships and sell products. 
 
Collectively, your farmers’ market offers customers a fabulous chance to build relationships 
with local farmers, artisans and other local businesspeople. Our industry has had years to build 
our clientele and reinforce our brand. Nevertheless, in most communities across America, 
farmers’ markets hold less than a 1% market share. If we are going to build that share, together 
we will need to provide the customer with every advantage to compete with the real 
competition outside farmers’ markets, and offer them something indescribable that touches 
them and makes them feel good about buying local. 
 
We need an education campaign that teaches people convincingly how important their food 
buying habits are. Indeed, food buying is the most profound way that people use their money 
for good. It is the easiest way for people to build a healthier local economy. And their food 
money ensures that local people keep our landscapes beautiful to enjoy as they travel 
throughout the local region. 
 
People want to help keep our environment healthy and our local producers on their land and in 
their kitchens. They want this so much that they will even attend fundraising dinners to help 
farmers who have been devastated by a windstorm, fire or flood. In Seattle the Neighborhood 
Farmers Market Alliance, which runs seven farmers’ markets, holds an annual fundraising 
event, called An Incredible Feast. In 2015 alone, $46,189 in emergency relief funds were 
supplied to local farmers. Their email to customers on Tuesday, November 29, 2016 was as 
follows: 
  
“The Neighborhood Farmers Market Alliance is committed to supporting and strengthening 
Washington's small family farm businesses by creating and operating vibrant, successful 
neighborhood farmers markets. And since 2008, we've granted over $110,000 through our 



emergency relief program, the Good Farmer Fund. This helps to mitigate situations like crop 
losses due to extreme weather, loss of equipment or greenhouses from fire or heavy snow, and 
protecting livestock from predators. 
 
“So with just a few hours left in the day, take a moment on #givingtuesday to think of farmers 
and send your support.” 
 
This kind of fundraising and community-building dinner can be held in any community, and 
might be well received in Norway in connecting to the food and arts communities. It brings a 
focus to the value of food in all of our daily lives and in our local economy, even as the dinner 
itself allows local chefs and local farmers to work together. It pulls everyone together and 
reminds us of the power that our spending has in building a strong, resilient local economy. 
 

 

 

 

 
 
 

http://eepurl.us1.list-manage1.com/track/click?u=4cde27fe56ee0d85ca06d5c60&id=93751856ea&e=0efbae0fb0


 
 
 

 

  



 

 




