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List of People Interviewed 
 
Many thanks to these community leaders and vendors who provided their thoughts, ideas and 
vision for the ongoing development of the market: 
 
Angela Bailey, Dining staff, Washington County Community College, Calais 
Lea Brown, Owner, Gallery 207, Calais 
Angela Cantwell, Headlines, Calais 
Ted Carter, After the Rain, Baileyville 
Amy Dicenzo, Co-owner, Artemis’s Attic, Calais 
Sheri Doten, Co-owner, Artemis’s Attic, Calais 
Judy East, Executive Director, Washington County Council of Governments, Calais 
Richard East, Owner, Growing Concern, Calais  
Jane Eaton, Beauty of the Earth, Robbinston; Treasurer, Sunrise County Farmers’ Markets 
Dave Forrester, Manager, Calais Farmers’ Market, Calais 
Crystal Galina, Finance Director, City of Calais 
Regina Grabovac, Healthy Acadia, Machias 
Susan Hatton, Program Manager, Sunrise Loan Fund, Machias and Calais 
Carol Heinlein, Owner, Calais Bookshop, Calais 
Brittany Holloway, Owner, Urban Moose, Calais  
Ronald Jenkins, Superintendent of Schools, Calais 
Jayne Johnston, Owner, Kendall’s Jewelry, Calais 
Julie Jordan, Downeast Economic Development, Calais 
Carol Lerke, Dining Hall Manager, Washington County Community College 
John Morris, Food Safety Inspector, Maine Dept. of Agriculture, Conservation and Forestry 
Kevin Niles, Co-owner, Crumb’s Café, Calais 
Marjorie Peronto, Extension Educator, UM Cooperative Extension Washington Co. 
Norm & Cindy Robert, Owners, Border Town Subz, Calais  
Tanya Rucosky, Program Manager, Sunrise County Economic Council, Machias and Calais 
Michelle Sabattus, Headlines, Calais 
Karen Scribner, Owner, Karen’s Diner, Calais 
Lisa Steven, Owner, Sweetie’s Downeast, Calais 
Amanda Tirrell, Bookstore Manager, Washington County Community College 
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I. Introduction 
 

The Maine Federation of Farmers’ Markets received a 2016 USDA Rural Business Development 
Grant to study five farmers’ markets, Chosen were Calais, Bucksport, Belfast, Norway and Presque 
Isle. This study is focused on the potential for expanding the Belfast Farmers’ Market. The analysis 
incorporates background information, a consumer survey, a vendor survey and vendor meeting and 
interviews with community leaders. The perspective of vendors, consumers and community reflect 
the view that improvements can be made that will result in a healthier local economy for Belfast 
and Waldo County with far-reaching benefits. 
 

Market History and Situational Analysis 
 
The Calais Farmers’ Market was created in the mid-1990s by a small group of people including Jane 
Eaton of Beauty of the Earth, Ted Carter of After the Rain and Bob Chandler of Chandler’s Sugar 
Shack.  Now after 20 seasons of continuous operation, the Market serves Calais and others with 
about 10 vendors selling their products on the triangular town commons. The vendors take care of 
all management issues as volunteers, led for many years by Terry Moffitt of Beauregard’s Farm. In 
2016 David Forrestor of Savage Forest Farm took over as manager.  
 
Calais has seen a recent decline in population, partly due to the 2007 closure of the Baileyville mill 
run by Domtar and previously Georgia Pacific. An Asian company, IGIC, invested $150 million in 
purchase of the mill in 2010 and installation of two tissue plants in 2016. With 320 employees at 
Woodland Pulp and 80 employees at St. Croix Tissue, Washington County’s largest employer is back. 
 
These jobs should translate into more activity for businesses in Baileyville and Calais, the county’s 
retail center. The revived mill is projected to cause a population increase in Baileyville. Already, a 
local pizza shop has hired two additional employees. Each employee purportedly supports six extra 
local jobs. Hopefully, mill workers can be encouraged to support the nearby Calais Farmers’ Market.  
 
Calais has attracted locals and others to establish businesses on Main Street. Others like Mingo’s 
have established farms and businesses in surrounding areas. While Calais’ population has declined 
recently, the City has entered into an agreement with Baileyville to support Downeast Economic 
Development in reviving the manufacturing, light industrial and retail sectors in the two towns. This 
new vision of towns cooperating for their mutual survival and health is a good example for other 
towns and even for farmers’ markets to emulate. Eastport and Calais markets have been operated 
jointly by the Sunrise Farmers’ Market Alliance since their founding. The Farmers’ Market has a role 
to play in rebuilding Calais. With a commitment to local food from local government, businesses and 
nonprofits, the Market can help to rebuild the lifeblood of Calais. 

 
 
II. Customer Survey 
 
On August 23, 2016 a Customer Survey  was conducted at the Calais Farmers’ Market. The customer 
counts and intercepts of 81 shoppers were done thanks to the help of Market manager David 
Forrester and Maine Federation of Farmers’ Markets Executive Director, Leigh Hallett. Vance Corum 
led the effort, completed all the data input and wrote the analysis. 
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Question 1:   How many adults (18 or older) are in your party, including yourself?  

 
From all 81 respondents we found that 42 percent 
were adults shopping alone. An almost equal 38 
percent were adults shopping with one other adult, 
and 20 percent were in groups of three or more adults.  
 
Our respondents averaged 1.9 adults per shopping 
group, the highest level this researcher has ever found 
at a weekday market, giving us a total of 154 adults 
among them. We estimate that 170 adults attended 
the Market representing 90 shopping groups. 
Weekday markets usually have a smaller number of 
adults (between to 1.7 to 2.2 adults per party) in each 
shopping group compared to weekend markets. WIth a 
warm summer day and 58 percent of the shopping 

groups in Calais having two or more adults, the Market had a relaxed feeling reflective of a summer 
weekend crowd. The other single shoppers added to the sense of serious food shopping and 
socializing being done jointly. These others may reflect single person households or those where 
one person is doing the shopping.  
 
Question 2:   How many children (under 18) are in your party?  
 
Only 11 percent of the shopping groups had children or youth, who are potential future 
customers. There were a total of 14 children among the respondent groups, so we estimate that 15 
children came through the Market. Vendors and management should consider how to encourage 
people to bring their kids or grandkids with them. 
  
Sampling foods is a key element in satisfying children. The Market is also a place for education and 
entertainment. The SNAP-Ed program is doing a good job of encouraging regular weekly visits by 
kids.Consider encouraging young shoppers to try samples. Food sampling must always be in 
accordance to the latest guidelines established by the Department of Agriculture, Conservation, and 
Forestry (DACF). The latest food sampling policy is available at the Maine Federation of Farmers' 
Markets website.  
 
Question 3:   What is your zip code? 
 
The Calais Market serves a good but fairly localized customer base. Calais residents comprise 40 
percent of all customers. (For comparison, Belfast had 36 percent from the home town, Bucksport 
had 43 percent and Presque Isle 28 percent.) Residents of other local towns - Baileyville, 
Robbinston, Charlotte, Perry, Topsfield, Indian Township and Harrington - make up an additional 24 
percent of customers. 
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One-quarter (24%) of customers are from out of state, 6 percent from outside Washington County 
and 6 percent from Canada. This is a very healthy sign of the Market capturing curious tourists 
passing through town. Even while 64 percent are local residents, the Market is gaining a sizeable 
portion of its customers from distant areas outside the county. 
 
While the devaluation of the Canadian dollar has caused a fall-off of our Canadian friends according 
to vendors, the Market should note that they have not disappeared completely. The strengthening 
of the Market product mix and atmosphere would inevitably cause an increase in Canadian 
customers, especially those living within a 15-minute drive of the Market. Market supporters need 
to remember that Calais is the primary shopping center for Charlotte County, New Brunswick just as 
it is for eastern Washington County. Posters and rack cards should be dispersed in the various New 
Brunswick towns noted in the Overview, and 
A-frame signs should be placed for view as 
people leave all three border crossings and as 
they approach the main highway intersection 
(if permitted by state and local law). 
Businesses on both sides of the border 
understand the value of a Farmers’ Market in 
providing an attractive option for tourists in 
their communities, but even locals want a 
good place to shop for healthy local foods. 
 
We also asked how many miles they traveled 
to the Market. We found that 40 percent 
come from within three miles, and 43 percent 
are within the primary trade area of five 
miles. This validates the data above, though we only had 78 percent response to mileage vs. 100 
percent on zip code. 
 
Another 14 percent are 6-10 miles away, and 11 percent from 11-15 miles away, so 25 percent live 
6-15 miles away, what might be considered a secondary trade area. 
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The final one-third (32%) live more than 15 miles from the Market, considered a tertiary trade 
area. These customers may be aligned with some other activity in the area, or just doing general 
shopping.  
 
Another part of this question related to second homes. We found that 14 percent of respondents 
had a second home. Respondents were primarily outsiders with a second home in the local area 
(64%) with the remainder being locals with a second home elsewhere (36%).  
 
Question 4:  How did you travel to the Farmers’ Market today? 

 
A full 7-of-every-8 customers (86%) came to the Market by car, with another 10 percent walking. 
The others came by bike, motorbike or carpool. Given the heavy car dependency, the Market needs 
to have sufficient, reliable parking to build its clientele.  

 
Question 5:  What was your primary motivation for coming to downtown Calais today? 
 

 
 
Consistent with most markets, the Calais Farmers’ Market is the key reason for most shoppers 
(54%) coming to this area. This Market found that 20 percent came to town for general shopping. A 
surprising 14 percent were visitors, above the 12 percent in Bucksport and 9 percent found in 
Belfast. Others came for work or an appointment (8%), to hike or bike (4%), or to eat out. People 
also came because they live here (8%) or to socialize (5%). 
 
Retail business owners might want to take notice and work with the Market to strengthen the draw. 
With one-in-five Market shoppers saying that they are motivated by General Shopping, the Market 
should also work with local businesses. (There were 1.14 responses on average for 79 respondents.) 
 
Some people are coming to town for work. Employee promotional incentives might yield results 
with long-lasting impact. Special events and regular music might increase the number of socializers. 
A better selection of prepared items would attract people seeking to dine out. Having one or two 
farms that have CSA pick-ups at the Market attracts a more loyal, regular customer.  
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Question 6:  How much did you (or will you) spend at the Farmers’ Market today? 
 
Average customer spending is $12.89, which is fairly low for the number of vendors. The median 
expenditure is $10 – that is, an equal number of people spend less than and more than that amount. 
For comparison purposes, average spending was $20.72 in Bucksport, $26.90 in Presque Isle, and 
$37.16 in Belfast. The somewhat limited selection is holding back customer purchases.  
 
Only 28 percent of shoppers spend $20 or more (41% in Bucksport), and a mere 3 percent spend 

$40 or more (while 19% in Bucksport). These 
figures reflect most customers’ sense of limited 
product mix, leading to limited purchases. While a 
fair number of customers attend the Market, they 
are buying very little. The potential exists for 
bringing shoppers to a higher level of spending if 
more vendors and products are added to the 
Market. Average sales per customer invariably 
increase as a Market grows with a larger product 
mix. 
 
Daily sales can be estimated at $1,160 (90 
shopping groups x $12.89 average sale). As 
mentioned earlier, the 90 shopping groups 
represent a crowd of 170 adults and 15 children 

under 18, or a total of about 185 people coming through the Market. Using seasonal Market 
estimates of 50-200 customers, reinforced by this summer day’s estimate, annual sales are 
estimated at $18,000 (range of $12,000-25,000). This figure might be better estimated with spring 
and fall shopper estimates (along with lower average sales).  
 
Question 7:  How many different vendors do you purchase from each time you visit the market (or 
today)?  
 
Eleven percent (11%) of shoppers made 
purchases from only one vendor, and 5 
percent bought nothing. However, 84 percent 
of customers support at least two vendors in 
their regular purchasing. 
 
A reasonable 50 percent of Calais customers 
buy from three or more vendors. Only 8 
percent purchase from five or more vendors. 
 
These data compared to other markets seem 
to reflect a consumer willingness to support a 
number of vendors, but a hesitancy because 
there is not enough choice. Some purchase 
from several vendors for the diversity of 
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products and others to spread the wealth. These numbers should increase as the product mix is 
strengthened.  
 
Question 8:  What percentage of your weekly grocery budget is spent at the Farmers’ Market? 
 
The average shopper said that 10.4 percent of their grocery budget is spent at the Farmers’ 
Market. The median for shoppers is 5 percent.  
 
Each column represents the percentage of customers who report spending a given percentage 
range of their total weekly food budget at the Farmers’ Market. The red column shows that 23 
percent of shoppers spend 0 percent of their food budget. One-sixth (15%) of shoppers spend up to 
2 percent of their weekly food budget at Market.  
 

 
 
Only one in every nine customers (dark green) spend at least 25 percent of their food budget at the 
Calais Farmers’ Market. This is the base of loyal customers who want to support farmers and try to 
get as much fresh products as they can from the Market, even as they shop elsewhere. This core 
needs to be expanded. The Market’s customer base breaks out in these loyalty groups: 
 

1/2 spend 5 percent or less of their food budget at the Market, 
1/3 spend 10- 20 percent of their food budget at the Market and  
1/9 spend 25 percent or more of their food budget at the Market. 

 
Calais has a handful of loyal shoppers who buy for their households and to support the Market. To 
move more shoppers into this small core of solid customers, and to move customers to higher levels 
within that top spending group, the Market may want to offer greater depth of product offerings 
within various product categories, broaden the product mix, expand education, host more events 
and offer a loyalty program.  
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Question 9:  How much will you spend at businesses near the Farmers’ Market today? 
 

 
 
Nearly two-thirds of Market customers (63%) shop at local businesses in conjunction with their 
Market visit. This is a healthy sign that the Market trip is associated with downtown purchases. 
 
The average customer spends $27.71 in local businesses, more than double what customers spent 
in the Farmers’ Market. Taking out the non-downtown shoppers, the Market-goers who make 
downtown purchases actually spend $44.17 on average, more than triple what they spend at the 
Market. Thus, the Market is linked to about $2500 of weekly activity for local businesses (average 
local spending x customer estimate). If the Market is able to build more customer traffic with the 
help of downtown, there is tremendous potential for everyone to benefit. 
 
The chart above reflects the percentages of customers that spend a given dollar amount in local 
businesses. While 37 percent spend nothing (red), 29 percent spend from $5 to $20 locally (green), 
one-third (34%) of survey respondents spend $25 or more in local businesses (blue). There was a 
clear top echelon of shoppers, one-in-six (17%) with expenditures of $50 or higher account for 69 
percent of all spending with local businesses. 
 
 

 
            Main Street businesses are making every effort to be attractive to passing customers. 
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Question 10:  What stopped you from buying more at the Farmers’ Market today? 
 
A bare majority (54%) of all respondents were happy with their purchases (green). This may simply 
reflect a positive response to vendors who bring wonderful products to the Market. Respondents 
gave an average of 1.07 responses. While most are satisfied, our goal with this question is to 
evaluate what may be limiting customer additional purchases.  
 
There are four principal reasons shoppers give for not buying more. 
 

● Poor Variety (20%) 
● Lack of cash (16%) 
● Out of time (13%) 
● High prices( 3%)  

 

 
 

At 20 percent, the customer dissatisfaction with the variety of products at the Market is clearly the 
greatest concern. On all the top three consumer concerns about lack of variety, cash and time, 
customer numbers far exceeded those in Bucksport, Belfast and Presque Isle.  
 
While parking was not noted by customers as a problem, there are limited numbers of customers 
currently, and parking is also limited. Parking must be addressed if the Market is to expand. Even 
with convenient parking now, farmers may want to offer assistance to the car.  
 
Question 11:  What motivated you most to visit the Farmers’ Market today? 
 
Customers are motivated by many factors. In Calais fresh fruits and vegetables are the main 
motivator for 80 percent of respondents far outpacing the element of socializing (16%) and 
prepared food at 11 percent. Good prices are a motivator for 9 percent, reflecting that 1-in-11 
shoppers consider prices to be a positive motivator for coming to Market. A special event helped 
motivate 4 percent and meat or poultry motivated 3 percent. 

Calais Farmers’ Market Sustainability Plan                February 2017              Farmers’ Markets America                  10 



 
 
 

  
 

While it is good that fruit and vegetables are the top motivator, all the others listed could be much 
more substantial motivators for a large number of people.  It is important to note that other studies 
reflect substantially higher levels of response to most motivating factors mentioned here. The low 
availability of products leads customers to not be motivated by these factors. If the Market is able to 
attract more selection in these areas, customers would show it in their responses.  Caution areas 
that usually get more attention are noted in orange:  fruits and vegetables often garner around 90 
percent, socializing often over 40 percent, meat/poultry and prepared food over 30 percent. 
Special events often receive a double digit response. Markets that focus more attention on all of 
these areas will get a higher customer response. Baked goods, artisans, quality, entertainment, 
support for farmers – when listed – often get a 30 percent response or higher.  
 
Question 12:  What items did you buy today at the Farmers’ Market? 
 
Vegetables were bought by 64 percent of customers, and 31 percent bought fruit. These are both 
substantially lower than would be expected. Baked goods were popular with 29 percent (versus 
33% in Presque Isle and 49% in Bucksport). The purchase level for all other products was below 10 
percent of customers. 
 
Based on comparable data in other market studies, the key products that seem to have low levels of 
customer purchases are:  vegetables, fruit, organic, prepared food, meat/poultry, cheese and 
jam/vinegar (in orange). Possible explanations might include low or no availability, quality, display, 
signage, lack of competition, location in Market, customer service, price or other aspects. Greater 
choice of vendors can help address weak sales of particular items; having similar items in different 
areas of the Market (or even a given vendor’s space) can make customers more aware of that 
product.  
 
Market customers welcomed the chance to tell us what they had bought, though not everyone 
recalled the full list. In part this was affected by our intercept, in some cases, taking place before 
they had completed shopping. They averaged 1.56 category responses per individual, a low rate 
compared to other markets this size. 
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Question 13:   What other farmers’ markets do you shop at, and how many times per year? 
 
The Calais Farmers’ Market exists within an area of moderate competition, simply because people 
are willing to travel for fresh food. While 44 percent of customers are not going to any other 
farmers’ market, many of the rest shop at markets in Eastport, St. Stephen, Princeton, Machias, etc. 
One-in-five shoppers attend farmers’ markets in other states, so there are sophisticated, 
experienced shoppers coming to the Market. 
 
Most people have just one other favorite market. Of those who noted how frequently they attend, a 
majority go to that named market six or more times per year. That level of frequency indicates that 
people have split loyalties. Calais is engaged in friendly competition for the privilege of serving many 
of its customers. There is only one nearby market but Mainers don’t seem to mind traveling to other 
farmers’ markets: 

 

● St. Stephen FM – 3 miles (8 mentions) Friday 9-2 
● Princeton Fs and Artisans Market – 19 miles (3 mentions) Thursday 3-5 
● Eastport FM – 27 miles (9 mentions) Saturday 11-1 
● Machias FM – 44 miles (2 mentions) Friday & Saturday 9-1 
● Lubec FM – 45 miles (9 mentions) Saturday 9-11 

 
The Calais Market is in a challenging position where it might best concentrate efforts to first 
cultivate its own local customer base - focusing on the 5-mile primary trade area - while 
generating interest from others who may have reason to be nearby, including tourists.  
 
The markets above should be analyzed carefully to understand their strengths and weaknesses. The 
Calais Market can learn from them, whether they are stronger or weaker, and then judge what 
products and activities can be added to the Market.  
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The border crossing is not a problem to most customers. Ten percent (10%) of Calais Farmers’ 
Market customers shop at the St. Stephen market while 12 percent shop at the Eastport market.  
 
The product mix is critical if the Market is to capture more locals and generate regular repeat 
business. The importance of every individual farmer or other producer cannot be overstated. 
Customers may be swayed away from one market to another simply by a favorite product or person.  
 
Question 14:   What advertising do you notice? 
 
Only 17% of survey respondents failed to answer this question. This provides a glimpse of how the 
Market may most effectively reach Calais customers with various promotional messages. 
 

 
Asked what advertising they notice, customers rated flyers (32%), sandwich boards (27%) and 
posters (19%) as the key, low-cost methods of reaching them with a Market message. The Market 
website is effective with 13 percent but only 2 percent responded to the Chamber website. Other 
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options included email/newsletter (5%), and social media and banner (both 2% write-ins). All of 
these avenues need to be used to reach customers with fairly inexpensive advertising. 
 
Traditional paid advertising - newspaper, radio and television - got 24 percent, 14 percent and 8 
percent response, respectively. Since there is a lack of funds to advertise regularly through these 
means, the Market might host regular events that are newsworthy, and send press releases to all 
the key media outlets. 
 
Social media was not captured by this study, but one person wrote in “social media.” In the Norway 
study, where Facebook was offered as an answer, there was a 40 percent response, the first time 
this researcher has seen the a social media avenue rank highest.  Instagram was expected to reach 
50 million American users alone in 2016, but it exceeded 100 million active users. More than 60 
million log in daily, making it second only to Facebook. This is the potential that social media offers 
anyone attempting to reach an audience.  
 
The 6 percent response to WIC/SNAP posters does not reflect the fair turn-out among lower-income 
residents.   
 
Question 15:   What other products would you buy if they were sold in this market? 
 
With 1.8 mentions per respondent, customers are clamoring for more products. Top on the list for 
Market customers are cheese (51%) and bread/pastries (33%). One-in-five customers want 
chocolate/confections (22%) and more organic (19%).  These are followed by exotic vegetables and 
meat/poultry (both 16%), prepared food (12%) and milk (10%).  
 
Since we packed many questions into this survey, we didn’t have space to include a full grocery list 
of items, but the response gives a good clue that the Market should be seeking an expanded 
product mix. The Market should be on the lookout for any new producer and any product that is a 
bit different.  

 
 

Another idea might be one of the local artisan wineries, breweries and cideries. With 89 (and 
counting) active licensed breweries, Maine saw its fastest growth in 2016 with 16 new breweries by 
the end of October. The Market might combine with a local festival to attract breweries and 
wineries. 
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Question 16:   How many weeks have you shopped at this Market in the last year, including 
today? 
 
It is surprising to see that one-third (33%) of all customers are first-time or once-a-year shoppers. 
This corroborates that 30 percent are Americans from outside the county and 6 percent from 
Canada.  With virtually everyone responding, the survey found another 40 percent have only come 
2-5 times in the last year, and 14 percent have come 6-10 weeks.  
 
Only 14 percent of customers come 11 or more weeks per year, virtually the same as was found in 
Bucksport and Presque Isle studies.  This small group in Calais is the loyal customer base that every 
market needs. Strong markets usually have 30 percent or more of their customer base coming at 
least half the time, so this data reflects the need for the Market to build a more solid base of regular 
customers. 
 

 
 

Question 17:   Rate your satisfaction with the following aspects of this Farmers’ Market? 
 
Virtually all customers graded their satisfaction with nine elements from 1(low) to 10 (high). In the 
interest of transparency, the number of responses in each category are fully presented on the chart 
on the following page rather than simply showing the aggregate. For example, we find 9.53 out of a 
perfect 10 for convenient location, followed closely by vendor friendliness with a 9.49 rating.  
 
The rating average is a weighted average, which incorporates the exact level of satisfaction of 
every customer on each factor. Read low scores as consumer feedback to ensure the Market’s 
continued operation. 
  
Quality/freshness drops off a bit to 9.33, but most people coming are happy. Layout also gets good 
marks at 9.23, while ease of payment drops in the consumer view to 8.97.  
 
We begin to notice more discontent with day and hours at 8.79 and ease of payment at 8.77, and 
more consistent drops for prices at 8.43 and diversity of products 7.93.  
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To understand these data another way, we determined the percentage of customers who felt that 
the Market was failing at an observable level (8 or lower), based on our desired satisfaction level of 
9 or 10. (Anything short of that should be treated as an area for improvement.) 
 
We found that these last two factors have a considerable customer perception problem:  51 percent 
of all customers were at least somewhat dissatisfied with the diversity of products, and 38 
percent dissatisfied with prices.  
 
One in every three customers were somewhat dissatisfied with day and hours (32%). The limited 
hours on Tuesday alone are certainly a problem for some. One-quarter are dissatisfied about 
parking (28%) and ease of payment (27%). Credit/debit cards and SNAP/EBT cards also are a reality 
for many people. 
 
There was 21 percent dissatisfaction with the Market layout. Tightening the vendors layout and 
making a more narrow aisle would create more feeling of unity and camaraderie. Quality/freshness 
had 18 percent dissatisfaction and vendor friendliness 14 percent, much higher than elsewhere.  
 
Question 18:   Where do you buy your food during the summer months? Please note percentage 
of each. 
 
Farmers’ market shoppers are still heavily dependent upon supermarkets in Calais when they noted 
the percentage of summer food purchased in each outlet. Notably, the supermarket is used by 13 
times as many people as use any mass retailer (at least among farmers’ market shoppers).  
 
The following chart shows the number of respondents who use each type of market outlet (inside 
the bar) and the average percentage share of their summer food purchases that those people made 
at that outlet (to the right of the bar). Both number of respondents and percentage share are 
important in interpreting the data since the share reflects only the respondents using that food 
outlet rather than all 72 respondents to the question. The market outlets are listed in order of their 
overall market share power as defined by farmers’ market shoppers. 
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The farmers’ market nearly matched supermarkets as a food fulfillment option (51 to 64 
respondents, respectively) but it only represented a 21 percent share on average, about 53 points 
lower than the supermarket share of 72 percent.  
 
Farm stands garner a 25 percent share from less than one-quarter of farmers’ market customers. 
Club stores and mass retailers do about the same but each from only five customers. These data are 
not weighted by usage, so we must be careful in evaluating the relative strengths of each outlet. 
 
From these data we can understand the relative strength of supermarkets in attracting even the 
farmers’ market customer base.  
 
These data reinforce the value in making the Calais Farmers’ Market more irresistible to 
customers. There is substantial room for growth if it is planned effectively. The Farmers’ Market 
may need to become more diverse, attractive and competitive to capture a larger share of city and 
county residents. 
 
Question 19:   Your total household income? 
 
The following pie chart shows that this Market has a healthy mix of income levels. There was a 
good 84 percent response to this question. A fair 40 percent of shoppers are from households 
below $35,000 income. Nearly half of Market customers, 49 percent, have household incomes 
above $50,000.  
 
All six income categories from below $100,000 had more than 10 percent of all Market shoppers. 
Surprisingly, nearly 15 percent of customers top $100,000 income. This Market reflects a fair 
cross-section of all household incomes, including immediate and surrounding areas, and tourists. 
 
While median household income is $33,906 for Calais (2015), for Calais Market customers it is 
$47,188. This reflects the Market’s attraction to somewhat higher income local households and 
summer visitors, and may indicate that the Market is not capturing lower-income residents as 
readily. While vendors might continue to be careful about pricing to attract lower-income residents, 
the importance of the Maine Harvest Bucks program is very evident.  
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Question 20:   Your age? 

The Calais Farmers’ Market is a melting pot of all ages, but not all equally. While children were 
typically under-represented among actual respondents, we know that 11 percent of respondents 
had one or more children with them, which is understandable since 17.9 percent of county residents 
are children under 18. Since there were no respondents under age 18, population percentages were 
calculated excluding the population under 18 to see age groups of shoppers more clearly.  
 
All five age categories from 35-44 through 75+ have at least 11 percent of the Market customer 
base. However, four age groups from 18-24 through 45-54 are underrepresented among Market 
customers, while the older three age groups are overrepresented. Those age 55-64 were almost 
double what might be expected based on the local population, and customers age 65-74 were triple 
what might be expected. The strong shopper count among those 55 and older may reflect the 
higher age of visitors and the likelihood that those 18-54 are working on a Tuesday.  
 
Even as Washington County is losing younger people, their numbers at the Market are much lower 
than expected. The median shopper age is 64.4 years, considerably older than in any of the other 
four Maine studies. Most recent farmers’ market studies have shown a good distribution of ages, 
similar to that in the local population.  
 
Seniors aged 65+ were nearly half (49%) of Market shoppers while only 24 percent of Calais 
residents over 18 are seniors. Thus, the Market is heavily weighted toward seniors. More 
surprisingly, 70 percent of shoppers are 55 or older.  
 
The greatest concern the Market may have is that only 30 percent of shoppers are under 55 years of 
age while 57 percent of Calais residents 18 and over are under 55. The Market should consider how 
it can adjust everything from product offerings to promotional efforts to attract more adults age 25 
to 54. This might include anything from a cider tasting to kids’ events. 
 
 Programs and activities need to attract younger people. This will lead to younger people with 
healthier lives and the Market with a healthier future. Younger people working with farmers and 
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food businesses in the market system can help attract a younger crowd. Generally, people who like 
food and socializing come to farmers’ markets if they have good energy. 
 

 
 
 
Question 21:  Please share your ideas for products or improvements in the market: 

 
A good 37 percent of all survey respondents provided 30 written comments, indicative of their 
desire to reinforce the positive benefits and suggest improvements at the Calais Market. One wrote, 
“All good!” The rest took advantage of the survey to show their appreciation by giving specific 
advice as requested. 
 

● Half of all those making comments want to see more vendors selling everything from more 
exotic veggies to fudge. 

● Several requested more music, 
● Some wanted longer and earlier hours before the heat sets in. 
● People also wanted a Saturday or Sunday, a second market day and a market convenient for 

more workers 
● A longer season was suggested and a softer surface.  
● Also suggested were games and a cornhole toss tournament.  

 
A final customer urged more education and advertising to attract locals. All these suggestions are 
valuable feedback that can help the Market management team to ensure the Market’s continued 

growth into the future.  
 
III. Vendor Survey 

 
The Calais Farmers’ Market serves farmers on a local basis. All of its 13 vendors have small farms 
within an hour’s drive throughout Washington County. They travel an average of a half hour each 
way to Market. Even as vendors are at the Market serving customers, the Market plays a small role 
in helping these farms to survive economically which in turn allows them to support their local 
communities including Robbinston, Alexander and Pembroke and the townships of Big Lake, 
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Cathance and Kossuth. This study is meant to help increase the viability of these farms so they 
continue to populate our rural areas of Maine. 
 
A vendor survey was distributed to most vendors with emails via Survey Monkey. It gave everyone 
an opportunity to express their views on the Market.  Additional insights and opinions were 
expressed through phone calls up to two hours in length and via a long vendor meeting at the end of 
the market day on August 23, 2016.  
 
Vendors have some experience. They average nearly five years of experience in farmers’ markets 
generally and in the Calais Farmers’ Market. Collectively, they sold at four different farmers’ markets 
in 2016, from Calais to Eastport, Lubec and Machias. Thus, most are experienced with more than 
one market.  
 
Some vendors want to expand their season. Expanding their production season is a good idea to 
some farmers in order to heighten product availability. The Farmers’ Market is a key outlet for most 
vendors, but most use a mix of marketing including wholesale, restaurants, online and “other” 
outlets to sell their production. They are eager to expand their businesses mainly through improving 
farmers’ market sales.  
 
Vendors believe that their location is their greatest asset. Some realize that they are fortunate to 
have a compatible group of vendors and a core group of loyal customers. There are various opinions 
about changes that would be helpful: more vegetables, more customers, different hours and a large 
tent. 
 
The Market has good, objective management that listens to their concerns. Decisions made by the 
vendors together are good. However, they recognize that advertising, promotion and special events 
are not currently effective in building more customer traffic. 
 

Market Scale 
 
While figures are not exact, vendors reported their range of total annual sales in 2015 and 2016. 
Most vendors reported no change in 2016 sales, but one showed a substantial decline. 
 
Using an aggregate of individualized vendor data as reported and estimates for those not 
responding, total vendor sales in 2016 are estimated at $20,000 in 2016. Obviously, many factors 
could lead to a lower or higher estimate, but without regular sales reporting no one can be sure.  
 
Calais residents were 40 percent of the Market population in the market survey. If we assume that 
they are about 60 percent of the total customer base on a year-round basis, they represent about 
$12,000 of Market food purchases, or about 0.25 percent of the estimated $5,000,000 spent by 
Calais residents on in-home food purchases annually. 
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Growth Limitations 
 
Four critical issues were identified as limiting the Market’s growth:   
1) Limited volume and selection, 2) Lack of advertising, 3) Need for special events, and 4) Day and 
time. While there is not a unanimous feeling, individual vendors see these as challenges to 
overcome. 
 

1. A Vendor Team to create a vendor list and add vendors in various product categories before 
doing outreach to meet a target expansion goal. 

2. A Marketing Team develops an advertising plan along with the financing mechanism. 
3. A Special Event Team implements a monthly event.. 
4. A Research Team can survey people in town to assess the best day and hours, as well as 

other Market features.  
 
Vendors realize that customers want more choice. Just as customers expressed their desires in the 
Customer Survey, they have clearly done so with farmers as well. Existing farmers could expand 
production to cover growth but consumers want more choice, so new farmers and value-added 
producers with new faces are needed.  
 
Vendors recognize the potential for 10-100+ percent sales growth in 2017, with the average being 
over 40 percent growth. A strong majority showed interest in attending a presentation on 
merchandising and sales, including accessing the $80 million WIC program.  
 
To help such an expansion occur, vendors think advertising is critical. Some also recognize the 
need for more vendors, ready-to-eat foods, crafters, entertainment, booth tastings and a possible 
change of day and hours for the Market. 
 
Work needs to be done on the shoulder seasons, encouraging existing or new vendors to develop 
greenhouse or hoophouse vegetable production. All ideas should be considered before prioritizing and 
beginning work on operations, promotion, entertainment and vendor outreach/improvement. 
 

Operations 
 
Looking at ideas to improve overall Market operations, vendors were asked to rate 14 possible Market 
actions from Disagree (1) to Agree (3). 
  
Vendors generally agreed on these proactive efforts: 
 

❏ Customer loyalty card with incentives 
❏ Permanent sign on corner of town park 
❏ Colorful A-frame signs approaching town from every direction (if permitted) 
❏ Increase Market presence on social media 
❏ Expansion to 20 vendors to improve selection 
❏ Invite new Maine value-added businesses 
❏ Expand vendor and customer base simultaneously to gain market share 
❏ Add new vendors on special event days  
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There was some interest in expanding the number of special events, adding fermented foods and 
seeking out Asian vegetables. 
 
While there is interest in the Market building its social media presence, vendors admit that they 
are not aggressively helping on their own. Individually, they need to make a concerted effort on 
social media. 
 

 
 
 

V. Community Leader and Vendor Perspective  
 

More than two dozen community leaders were interviewed including business, nonprofit and 
government. There are Mainers with deep roots and new people with a variety of experiences and 
of all ages. With diverse opinions, they share a sincere goodwill and commitment to a vibrant 
market in Calais. 
 

Challenges 
 

There is a nice level of appreciation among many people for the Calais Farmers’ Market, even as 
many of those interviewed do not go to the Market. There were a few issues that community 
leaders and farmers addressed which, if tackled effectively, might lead to a stronger, more vibrant 
and sustainable Market. Generally, as has often been found in similar past studies, there were 
multiple individuals who brought up the following concerns: 
 

1. Low Farmer Interest – The Farmers’ Market is not seen as a viable outlet for farmers who 
need to make a livable income. Serious growers will not become involved without a plan for 
substantially increasing the number of vendors and customers.  

 
“I have approached the old farmers. I think some grow a lot of stuff but they don’t want to 
spend the day at Farmers’ Market. I offered to sell their product for 20% commission if they 
drop it off the night before with me.” 

-Jane Eaton, Beauty of the Earth, Robbinston  
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2. Inconsistent Supply – Seafood, meats, nuts, fermented items, prepared foods, chocolate, 
desserts and many other items are absent or in limited supply. There should be choice in 
every product category so customers are overwhelmed by abundance and variety. If vendors 
are focused on selling out, the customer base will not grow. 

 
“The Market could have twice the vendors. The last time they didn’t have corn. I always 
enjoyed going down but don’t buy much. My disappointment is in the lack of diversity.” 

-A Calais community leader 
 
“We need more food, more veggies... I went just after 12 and they didn’t have any 
vegetables I wanted. I bought cookies and syrup.” 
 -A Calais merchant 
 

3. Low Customer Interest – There has never been a strong base, partly because of the high 
number of low-income residents who are necessarily focused on price, and because the 
product variety has been lacking. To consumers the market seems unresponsive about price 
and payment options. SNAP and Maine Harvest Bucks represent less than 4 percent of total 
sales, so there is tremendous growth potential. 

 
“Our customers are the older people who can come during the day. Hospital workers and 
others can’t make it.” 

-Jane Eaton, Beauty of the Earth, Robbinston 
 
“The local reality is that businesses are closing. The population has dropped from 3000 to 
2500 residents. The only thing coming to downtown is Family Dollar. Mardens has been a 
fixture for years.” 
 - Carol Heinlein, Calais Bookshop, Calais 

 
4. Weak Wholesale Relationships – If vendors want to guarantee extra sales with established 

businesses outside of the market, they must consider them a contract and meet the 
performance requirement. Consistency is absolutely necessary to ensure the trust of a 
buyer. 
  

5. Lost Canadian Customers  – Most Canadian customers have disappeared with the 
devaluation of the Canadian dollar. Past estimates of 40 percent Canadian customers appear 
to be under 10 percent of the customer base now. 

 
6. Lack of a Strong SNAP MHB program – Given the high poverty level, it is critical to have a 

strong Maine Harvest Bucks program to draw SNAP customers. 
  
“We have many low-income students  – 30% below the poverty line, three-fourths are 
eligible for free/reduced lunch  –  so SNAP is a big deal here.” 

-Carol Lerke, Dining Hall Manager, Washington County Community College, Calais 
 
“Walmart has a devastating impact on local product. Maine Harvest Bucks are critical.” 
 -Susan Hatton, Program Manager, Sunrise Loan Fund, Machias and Calais 
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7. Atmosphere  – While the grass is pleasant, there is little shade for most shoppers. The 
Market could make improvements if it wants customers to enjoy shopping. 

 
8. Management – Volunteers can tire of time commitments relative to other vendors.  

 
9. Lack of Services – A massage therapist, a coffee vendor, food trucks, desired prepared foods, 

an herb club with essential oils and bug spray, and others might make good additions. 
 

“Church people don’t go to the farmers’ market. St. Anne’s Church became more involved 
when they delivered baked goods, they also bought veggies.” 

-Jane Eaton, Beauty of the Earth, Robbinston 
 

10. No Financial Stability – Some vendors may not appreciate the need to make a financial 
commitment by reinvesting some earnings in order to build a solid future. Without money 
for advertising and promotion, there cannot be a strong outreach campaign to reinforce the 
existing base and reach out to new customers. Outreach must tap into social networks that 
reach younger people as well. 

 
11. Resistance to Change - It’s easier to accept the status quo than to plan change for growth. 

However, even the status quo changes; nothing stays the same in a dynamic environment. 
 

Solutions 
 
The Calais Farmers’ Market has made many improvements yet still is searching for the missing 
ingredients. Increasing the amount of promotion alone will only attract more people who realize 
there is not enough variety to interest them. There needs to be a dramatic shift in perspective to 
realize that for the Market to grow, it needs a substantial increase in both farmers and customers 
simultaneously. It might best start with a community meeting to gather even more ideas. 

 
“We would take rack cards, do the coupon trade with a vendor and we’d also come do 
haircuts at the market if they wanted us.” 
 - Angela Cantwell & Michelle Sabattus, Headlines, Calais 

 
1. Abundance – There needs to be an abundance of vendors and activities, and abundance 

within each vendor’s display. Given the food dollars spent locally, there is tremendous 
potential for the farmers’ market to expand exponentially. To capture a significant share of 
local food dollars, it must compete with other food outlets in terms of variety and volume, 
and provide superb, personalized customer service within a larger, festive atmosphere. 
Farmers should be encouraged to have CSA pick-ups at Market, and to build wholesale 
accounts. 

 
“There’s a good network of back-to-the-landers in their 20s to 40s. Allow a co-op table...Let 
it be when people can spend time and money - Saturday like Lubec… If it were 25-30 
vendors, I would be there.” 
 -Richard East, Owner, Growing Concern, Calais 
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2. Variety – The market must be creative in adding to its product mix, whether sauerkraut, 
soap or smoothies. As each new vendor brings their own customers, the impact multiplies 
for all vendors. Expanded variety and customer expansion need to happen together. This 
may involve coordination with other markets. One of their vendors might potentially come 
to Calais and take back some lobster for another market day. In other cases a specialty 
vendor might only come once every other week.    

    
“We need nutrition education and recipes. We should have seafood like Eastport and crafts 
like in Princeton. We have 30 vendors who might sell. They are all talkers. We’ve had 100 
vendors over four years. We still have 96% of them. We get 400 customers on Saturdays.” 
 -Sheri Doten and Amy Dicenzo, Owners, Artemis’s Attic 
 
“One possible scenario is to invite a farmer from outside the area to help attract customers 
for the other smaller farmers. We need a farmer from Bangor.” 

-Ted Carter, After the Rain, Baileyville 
   

4. Choice - Customer choice in many food categories within the market is essential if the 
Market is to become truly competitive. The market should have seasonal lobster, shrimp and 
scallops. Perhaps the Calais Buying Club could be re-established within the market to help 
guarantee producer sales volume. 
 
“I’d like fresh flowers, meat, more vegetables, musicians. It needs advertising.” 

-Crystal Galina, Finance Director, City of Calais 
 

“The consumer absolutely wants choice. Even the supermarkets don’t give you just one 
brand. People talk about competition, but there isn’t any. The competition is Mexico and 
California. We have the ability to get people to our product, which is Maine.” 

-Dan Cousins, Pietree Orchard, Sweden 
 

5. Atmosphere – The stage could have a 
banner fluttering in the wind with 
colorful flags and banners at the street 
corner, creative displays and signage at 
every vendor booth, a live musician, a 
socializing space around a coffee cart 
with tables and umbrellas, and other 
locally-approved ideas. The farmers’ 
market can be a center of social 
activity. Vendors might strategize with 
the community on how to make it more 
exciting.  
 
Along with performances on stage and chairs on the grass, a kids’ play area could be added, 
and food trucks with popular local fare to extend people’s visits and create a crowd. With 
more activity, people will stay longer and fill parking spaces. The visual sense of fullness on 
the commons and the street will generate curiosity among people driving by. 
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6. Layout – Vendors should be immediately next to other vendors to create an intimacy with 
those vendors and consistent connection with customers. A narrow (10-12’) customer aisle 
between two rows of vendors allows vendors to communicate across the aisle, and creates 
more intimacy among customers which lends to a sense of a full Market. 
 

The market should be conscious about strategic placement of more powerful “anchor” 
vendors at either end where lines don’t disrupt but rather maximize  customer flow through 
the entire market. Vendors doing poorly in one location might be offered a chance to try out 
a different location for three weeks, with the understanding that if it doesn’t work out, they 
will be returned to their original location. Pairing vendors is often helpful, like bread next to 
cheese or chocolate. Markets can and should be tweaked to find the best combination of 
goods and people.  
  
“In Camden we are in a line-up with tofu and mushrooms, the perfect combination.” 

-Victoria Lasbury, Headstrong Garlic, Camden 
 

7. Signage – The Market needs to capture customers’ attention with signs visible for traffic 
coming into town from every direction (when permitted by local and state law). Reminder 
signs should direct traffic at key intersections coming onto US 1 (including from three 
bridges) and into downtown. Parking signs will be more essential as traffic picks up making it 
difficult to find space.  

 

8. Partnerships – Building relationships with downtown and area-wide businesses, nonprofits, 
schools, churches, hospitals and government is essential. Continue to encourage them to be 
a part of the Market as sponsors, partners, supporters and participants. When nonprofits 
seek to raise funds or awareness of their programs by being at the Market, they build a rich 
community marketplace. 
 
“People want things to pick up, so there is hope. When you bring art into a town, research 
suggests you’ll get a more educated working class and refined people, and people will stay 
in the town and their jobs. I’m interested in the farmers’ market for 2017. We could do ‘Sip 
& Paint’ at the Market.” 

-Lea Brown, Gallery 207, Calais 
 

‘“We have proactive local government leaders in Calais and Baileyville who have combined 
resources to help foster a revitalized economy. Woodland Pulp & Paper’s $120 million 
investment in two tissue machines has created a strong sense of optimism among our 
residents. The possibility of a third machine is generating excitement and interest from 
outside investors.” 

 -Julie Jordan, Downeast Economic Development, Baileyville & Calais 
 

9. School Programs  – Superintendent Ron Jenkins has noted the Native demonstrations of 
canoe-making and knitting at the Common Ground Fair, and suggested several partnership 
ideas. Grades 3-6 could take a field trip to the market, even during summer school. Market 
members might help teach history and high school principal Marianne Speron might like to 
do adult education at the market, including community-focused crafts. The Blue Devil Health 
Center might do health talks, and market members could conversely talk at the center. 
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The school district could recruit students at the market, involving students in selling and 
helping to market the market. Have the market host an after-school H.S. program for 
residents, host a career day, let school bands and the reservation drum group play, have a 
kids art exhibition, host the firefighting program. Involve Washington County Leadership 
Committee and Sara Woog Altivator with Gear Up Maine to move kids from H.S. to college. 
Ask JMG – Jobs for Maine’s Graduates – to assign a person to H.S. to have kids learn new 
skills and prepare for jobs. 

  
“The most popular element in high school food service is the salad bar. With a new 
program all kids get a free lunch. We can give the market a list of products and volunteers 
needed.” 

-Ronald Jenkins, Superintendent of Schools, Calais 
 

10. Board of Directors – A governing board that has a regular rotation of membership and 
leadership (with term limits) teaches and strengthens the membership to understand 
policies and procedures and gain experience in organizational management. Historically, 
most Maine markets have been exclusively farmer-run. Yet, nothing precludes a board from 
taking advantage of the skills of other resourceful community members. An enlarged board 
allows for different perspectives and skill sets – farmers, customers, prepared foods, local 
businesses, a promoter, strategic thinkers and more.  
  
“True community is built through small businesses so I help to make that more secure. We 
can assist on small business loans. KIVA is a socially responsible no-interest loan program 
through the Sunrise County Economic Council.” 

-Tanya Rucosky, Program Manager, Sunrise County Economic Council, Machias 
 
“A good objective of leadership is to help those who are doing poorly to do well and to help 
those who are doing well to do even better.”  

-Jim Rohn, author, business philosopher 
 

11. Publicity Plan – Many different types of customers need to be targeted with outreach 
campaigns, including seasonal residents, wealthy locals, middle-income, low-income, 
seniors, etc. The market needs to build its brand identity with customers, including a logo 
that is used in all forms of publicity and advertising. Strengthen local customers first, and 
others will come as word gets out of the new fun market. This will require well-dispersed 
signage,  strong social media presence and an advertising campaign with posters, rack cards 
and loyalty cards. The publicity costs can entirely be covered by involving business partners 
as sponsors. 

 
The market should try to get involved with the Valentine weekend event at Pottle Tree Farm, 
Smelt Fry in April, Smolt Bolt in May, Saint Stephen Chocolate Fest, International Festival and 
Indian Days at Sipayik in August, Eastport Seafood Festival and Pirate Festival in September, 
Perry Harvest Festival in October, events on farms, and concert series and more in other 
communities. Vendors might be active in these events where “Forty for Farmers” cards could 
be distributed. They might be actively involved in Chamber activities to network and 
distribute publicity through local businesses. Rack cards could go into area-wide businesses, 
especially the many food and lodging establishments, and RV parks and campgrounds. 
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“All of us are on Facebook; we need reminders. The market should list what’s available.” 

-A Maine school district employee 
 
Provide posters listing business sponsors in a 20-mile radius to start. There could be several 
rack card designs, or a card could be re-thought each year. Make sure to have a colorful 
photo and the market name on the top portion of the card.  

 
12. Balance Vendor-Customer Growth – Vendors want more customers. Customers repeatedly 

said they want more vendors and variety of products. Everyone is right. If the market is 
ready to plan an expansion, it might consider a Saturday market day to link with the many 
Canadians that come into town and the crowd coming to Artemis’s Attic. The market must 
grow to serve those numbers. As one vendor said, “More tents would give more visibility and 
more response.” 

  
“I love that the farmers’ market is here. It adds to the viability of downtown. I love that 
music is on the green, but I don’t get any business. The Coupon Exchange with vendors 
would be great. I’d also keep rack cards behind the counter to distribute, and I’d pay to be 
on the poster.” 

-Brittany Holloway, Owner, Urban Moose, Calais 
 

13. New Vendors – There are many producers who need to be approached collectively with a 
vision of a larger farmers’ market. Prepared foods should be expanded with the help of 
several downtown businesses. 
 
 
“Joel Salatin says you’re not going to make it at farmers’ markets if you’re not a 
schmoozer. To survive, we need more produce on a consistent basis from June to October, 
rinsed, full, beautiful, clean, inviting. There have never been enough vendors like that.” 

-Ted Carter, After the Rain, Baileyville 
 

14. A Major Kick-off Event – The market is ready to be scaled up to serve more customers and 
producers. A mid-season (July) event should be planned to concentrate the growth of 
farmers and customers on the same day. It should be done with a big event.  

 
15. Healthy Food Access – Hopefully, the Let’s Go! Washington program will continue under a 

new contract to reach all citizens whose health is compromised by obesity, poor food 
choices and lack of exercise. Much of the effort is focused on the schools, 
but this could be combined with the Market event. A Vendor Team might 
designate “heart healthy” vendors with signs to reinforce the healthiest 
food choices, and miles-to-Market signs to reinforce local. 

 
16. Electronic Processing – Vendors need to improve the payment options for 

customers by handling credit and debit cards, and SNAP/EBT cards. The 
more farmers have the ability to process cards, the more sales will go up 
and customers will see vendors as responsive. Calais needs a strong Maine 
Harvest Bucks program to serve the extremely high population of 
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low-income residents. With MHB providing a 1-for-1 match, SNAP customers should be 
encouraged to attend a special event to get started on doubling the dollars they debit from 
their SNAP card. This program should spark thousands of dollars in purchases if the market 
advertises EBT acceptance. Low-income residents will feel that they are getting a great deal 
with double the product for a great price. Farmers might be ready to offer quality seconds at 
a reduced price to build low-income shopper loyalty. 
 

17. Food Court – Create a mix of food and drink 
options. Caitlin Hunter who runs the 
Rockland Farmers’ Market noted that Uproot 
Pie Co. has made the market more dynamic, 
bringing it alive at noon. 

  
Local restaurants should be encouraged to 
participate, adding diversity, fun and energy 
to the market.Rotating businesses of all types 
expand critical word-of-mouth thru various 
social media like Facebook, Twitter and 
Instagram.  

 
 

18. Youth Entrepreneurs – Having kids involved trains the next generation of vendors and gets 
parents and friends to support the market. A  kid’s entrepreneur development program 
might be set up by the Market in conjunction with Washington County 4H. Encourage 
vendors who might not otherwise participate to hire a young person to handle sales if they 
had confidence in the training program. 

 
19. Youth Shoppers – The Power Of Produce (POP) Club is a 

nationally recognized kids program started at the Oregon 
City Farmers Market in May 2011 with the help of a Kaiser 
Permanente grant. With a $2 token they receive each 
week, kids are empowered to make healthy food choices 
and learn where their food comes from. In 2016 there 
were over 2,000 kids (age 5-12) who made over 6,200 trips 
to the market. The concept has been adopted in Maine, 
and the several markets have regular Kids Club activities. 
This is a great way to build a partnership with Washington County Soil & Water Conservation 
District, banks, elementary and middle schools, and/or other interests.  

 
“If you are not willing to risk the unusual, you will have to settle for the ordinary.”  

-Jim Rohn, author, business philosopher 
 

20. Memorable Experiences – The market should be doing everything possible to create regular 
memorable experiences for consumers, whether it’s providing a recipe, giving a free sample 
or creating a venue where people want to shoot photographs of people and products. 
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Hopefully, the local churches or civic groups could develop a program to provide recreation 
and activities to inspire kids and adults, like coordinating a pumpkin carving contest. They 
also can distribute flyers, put up posters and provide volunteers for many activities. 

 
 
 
  
 
 
 
 
 
 
 
 

 
 

21. Collaboration with Local Businesses – Market vendors also can appreciate the synergy that 
develops when Market activity is linked to overall business health. The market needs to 
collaborate with downtown and other area businesses for its own well-being. That can be 
encouraged with interlocking boards to hear all business interests clearly. Participation in 
special events is another option. Posters with business sponsors are common. There is a 
readiness among some retailers to link with individual market vendors in a 1:1 relationship 
where each distributes coupons for the other.  
 
A Farm-Restaurant Link would encourage farms to drop off product with a local restaurant to 
test it with their meals either free or at an agreed price in anticipation of a long-term 
relationship. This would be beneficial for any Market grower from a distance, having a place 
to drop off pre-sold product or unsold produce at day’s end rather than return it to the farm. 
Restaurants might be encouraged to come early or pre-order to ensure delivery. 
 
A New Vendor Program might encourage local businesses to participate in the Market and 
complement the existing product line.  
 
“We’re so new, we need to see our profit picture. We would put out rack cards if they were 
available. We might be interested in the coupon program. ” 

-Norm & Cindy Robert, Border Town Subz 
 

“In Eastport we did a deal of Buy at the Farmers’ Market and get popcorn for half-price. 
We would like to see rack cards and coupons that get stamped at the Farmers’ Market and 
then they come to the stores.” 
 - Lisa Steven, Owner, Sweetie’s Downeast, Calais. 
 

22. Data-based Decisions – A manager needs information to make good decisions, whether 
running a produce department or a farmers’ market. They need to know the volume of 
products that are moving through the market, including seasonal fluctuations. When vendors 
provide weekly sales data alternate plans are possible if a vendor is not available on a market 
day. A governing board and a manager make better decisions about the effectiveness of a 
marketing campaign for a special event with baseline data and sales data later. Without 

Calais Farmers’ Market Sustainability Plan                February 2017              Farmers’ Markets America                  30 



 
 
 

data, they don’t know the value of advertising and promotion efforts, and can waste vendor 
fees. Good managers keep individual sales records private. 

 
23. Loyalty Card – The frequency of market visits is correlated with increased purchasing habits. 

Therefore, the Market may want to test a Calais Farmers’ Market Frequent Shopper Card. 
Provide periodic incentives when customers show that they have bought $100 of products. A 
$2 item can reinforce their regular visits to earn another gift. Such 2 percent costs are 
inexpensive when compared to the profit from generating a new customer. Cultivating more 
regular attendance is the most effective way to grow annual sales. 

 
24. Forty for Farmers – The Market needs a solid core of regular customers. It needs to reach 

out to local leaders and residents to ask them to invest $40 or 40 percent of their food 
budget each week at the Farmers’ Market to ensure that we sustain farmers in the region. 
Customers might sign a pledge card for the season, get it stamped regularly and receive 
periodic gifts for their loyal patronage. “Forty for Farmers” helps people to make a real 
commitment to support local farmers. With 100 “Forty” customers, the Market is assured of 
$4,000 sales weekly to support a wider array of products. Community leader buy-in is 
essential. 

 
“I think that the ‘Forty for Farmers’ concept has potential and I would definitely commit to 
buying $40 of healthy local food at the Calais Farmers’ Market each week. I believe that 
our local retailers would also sign such a pledge as it may bring more buyers to the market 
which can help to drive traffic to their businesses. Feeding ourselves and our families with 
fresh, local produce is not only supportive of our local growers, but also provides us with a 
superior product. It’s a ‘win/win’ situation.” 
 -Julie Jordan, Downeast Economic Development, Baileyville & Calais 

 
25. Day and Hours – One community leader suggested that the market might want to combine 

forces with Wednesdays on Main to become stronger with local food businesses. If the 
market commits to a food court, it might involve a change of hours to 4-7, but that would 
likely lose the senior involvement. Vendors have seen little difference between Tuesday, 
Wednesday and Thursday sales. If the market is ready to make a commitment to a larger 
presence, we recommend a Saturday 10-1 with a strong mix of vendors, more traffic in town 
and weekday workers able to attend. 

 
26. Community Involvement – Involve every player that is part of the community and wants to 

help. The easiest way to spark that investment is a community-wide visioning meeting where 
the market invites vendors, potential vendors, consumers and organizations to share their 
ideas. This forum can be a good vehicle for finding community board members. 
 

Artists might be invited to participate in the market if they have an active project that invites 
conversation and education among viewers. Try an art contest right at the market. 
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      Rockland Farmers’ Market “Art in the Park” invites customers to indulge other sensibilities. 

 

“Get involved in the community and have non-profit booths. They can have a booth for so many 
weeks in the season and in turn they are required to send out a news release saying that they will 
be at the farmers’ market and say what they’re doing. We ask that they send out a minimum of 10 
news releases and we ask them to take flyers and talk about them in their organization.” 

-Karen Durham, former manager, Bellingham, WA, as quoted in The New Farmers’ 
Market by Vance Corum, Marcie Rosenzweig and Eric Gibson, 2016 
 

27. Special Events – Use regular events to coordinate Market growth by adding new vendors 
and customers simultaneously. Plan major monthly events that highlight current available 
products. Contests in Norway included cow mooing, watermelon seed spitting, egg carry, 
juggling with food bean bags and rooster crowing. Get people involved in good-natured fun 
and celebrate our expanding food culture. Put together an events team that loves to do 
many events. 
 
“You’re 25 miles from the Passamaquoddy tribe of the best basketmakers. It’s easier to 
convince carvers and porcupine basketmen.” 

-Ronald Jenkins, Superintendent of Schools, Calais 
 
“You have to make it a destination. There has to be a reason to go there, not just to buy 
some lettuce. Ten years ago farmers’ markets offered better quality, but supermarkets 
have made great strides at good prices. There have to be other reasons.” 

-John Simmons, Stoneheart Farm, South Paris 
 

28. Social Media – Build a strong presence especially on Facebook and Instagram. Create small 
incentives to attract customers. Ask every vendor to build their own social media 
connections; each should have their own following. 

 
“We’re making Facebook work for us. One customer said, ‘I saw your beet salad on 
Facebook and drove right over to buy it.’ We now have 2,000 likes on the Market 
Facebook. We spend $35 per week on Facebook ads and it’s getting us 35 likes per week.” 

-Ray Zimmerman, European Foods, Bangor 
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29. Sponsors – There are always businesses and organizations 
that want to gain more visibility with a quality market that 
has regular visitors seeing their name as a supporter. 
Sponsors may support the overall market, the music venue, 
tasting table, special events or the poster. Make sure to 
promote those businesses on banners or signs or at an 
annual dinner.  Sponsors of a specific event can also be one 
or more growers. 

  
30. Specific Goals – In order to turn a vision into a reality, goals 

are critical. That goes for individual farms and for the market 
as a whole. The market could become a wholesale market 
where more local restaurants source their product. Change is 
constantly occurring all around us and competition is fierce. 
The farmers’ market needs to plan its future and continue to 
reassess regularly. Regular research can be a crucial part of getting a wider view of the 
customer experience.  

 
The challenge for the market is to create interest and spur buying activity when the 
customer is in the market. Educate consumers about pricing and seasonal availability. Point 
out the benefits  of purchasing Maine-grown products and giving back to local small 
businesses.  

 
The market could kick off an expansion with the new season, and/or with a mid-July event 
when the richness of the summer season’s color is fully on display, and summer visitors are 
present. In planning for a higher level of economic activity, the market needs to coordinate 
promotion at a time when it is assured that many crops are ready to sell in volume so that a 
financial goal is reached. 
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VI. Analyzing Abundance  
 
Income levels do not determine whether people eat out more; they simply affect whether its fast 
food, a fancy restaurant or home delivered meal services. Without regard for class, Americans want 
someone else to plan and fix the meals. As household incomes rise, Americans spend more money – 
but a smaller portion of their income – on food. While the share of disposable personal income 
spent on food dropped between 1960 and 2007, rising food prices and falling incomes clearly put 
the greatest pressure on those with the least resources. 
 
The Consumer Price Index for all food rose 8.5 percent from 2011 to 2015, adding to the stress 
caused by a similar 8.7 percent increase in housing costs. (Medical care rose even faster.) As 
household incomes rise, Americans spend more money – but a smaller portion of their income – on 
food. Households in the middle income quintile spent $5,992 on food in 2014, or 13.4 percent of 
income, but the lowest income households spent $3,667 or 34.1 percent of their income on food. 
While the share of disposable personal income spent on food dropped from 17.5 percent to 9.6 
percent between 1960 and 2007, rising food prices and falling incomes clearly put the greatest 
pressure on those with the least resources. 
 
Figure 7 shows that higher income clearly allows 
for greater food spending (green), even as it is a 
smaller percentage of household income 
(yellow).  
 
In a 2012 Gallup poll Americans reported 
spending $151 on food per week on average. 
One in 10 Americans said they spend $300 or 
more per week and, at the other extreme, 8 
percent spend less than $50. Young adults' 
average weekly food spending was $173, more 
than what older Americans said they spend. 
Those with incomes of $75,000 or more per year 
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average $180 per week, compared with $144 for those with incomes of $30,000 to $74,999, and 
$127 for the lowest income group. Adults with children under 18 living at home spend $30 more per 
week on average than those without children.  
 
According to the Bureau of Labor Statistics, in 2015 households (“consumer units”) were spending 
an average of $4,015 on food at home and $3,008 on food away from home. With 2,900 residents in 
Calais and 2.3 people per average household, there are about 1,250 households. Given spending 
patterns for food at home, Calais households can be projected to spend about $5 million on food 
purchases for home consumption. 

 
Market Share 
 
Let’s assume that the farmers’ market wanted to capture 3 percent of at-home food expenditures. 
You would need to have a good number of food producers capable of selling $150,000 of food each 

year. That would be $50,000 during the 
4-month Market season of mid-June to 
mid-October.  
 
Another way to understand $50,000 of 
volume is 17 weeks of $3,000 sales each week. 
Given lower shoulder seasons, let’s assume a 
need for $5,000 of product each week during 
the height of the summer season. Based on 
experience, we can safely assume $25 in sales 
per customer, up from $13 now. Thus, the 
Market would need about 200 shopping 
groups, compared to the 90 current estimate. 

This growth could be planned over several years but a 100 percent jump initially would be helpful in 
reaching that larger goal. 
 
One way to meet this demand is to have 10 vendors supplying $500 each week, or 20 vendors ready 
to sell $250 each, or some comparable combination. Given the relative strengths of different farms 
and other businesses, the $5,000 weekly goal would be met through a combination of smaller and 
larger farms/vendors that sell anywhere from $100 to $1,500 every Market day. The Market might 
discuss financial goals with each vendor, and track sales to ensure that they are satisfied and 
reaching their potential. The break-out might look something like this:  
 

Farmers   9 x $350 avg.  = $  3,150  
Value-Added Producers   6 x $175 avg.  = $  1,050 
Prepared Food    3 x $300 avg.  = $     900 
 

Of course, those totals would depend on the desired ratio of vendor types, 
which vendors participate, their effectiveness in meeting customer desires, 
and the collective success of the market in attracting and stopping traffic. It 
would require placing professional signs throughout the community and 
building more community support than currently exists. 
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In reality, we can’t expect 3 percent of Calais residents to buy all of their at-home foods at the 
Market. Could we start by asking Calais residents (and others) to support the Market’s growth and 
support of local farms with $40 of purchases each week? We would need 125 “Forty for Farmers” 
pledge signers to reach the $5,000 goal. With 200 loyal shoppers, the Market could grow to $8,000 
sales. 
 
Or, recalling that 40 percent of current Market shoppers are from Calais. We might set a target of: 
 

Primary Market: 7 percent of 1250 Calais households (HHs)………….…………....   87 
Secondary Market: 3 percent  of 1430 HHs in other key towns < 15 miles.……           43 
Canadian Market: 2 percent of 2000 HHs in Saint Stephen……………………………   40 
Tertiary Market: Tourists, periodic county residents…………………………...                30 

    Total 200 
 

If this target were reached, the market would reach its goal of $5,000 sales based on 200 people 
purchasing an average of $25 of food. With “Forty for Farmers” pledge card signers, it would only 
take 125 customers to reach the goal. Realistically, it will be a combination. Getting a strong base 
number of 100 would almost guarantee the goal is reached since an improved Market and 
word-of-mouth would bring additional customers during the height of summer. With softer 
shoulder seasons the market should be able to reach a $75,000 season 
goal. 
 
The market’s reputation will continue to expand with improved 
visibility, signage and promotion including posters in businesses and 
rack cards at tourist and recreation sites. If market members decide 
to pursue a specific financial goal, growth is more likely. The plan 
should include specific activities and promotion to reach the numbers 
desired.  
 
Given the history of Tuesday 11-2 hours, the market might want to 
expand the prepared food section with several ethnic or local food 
selections, encouraging farmers and others to prepare foods in 
commercial kitchens using locally sourced ingredients for 
consumption on site. Having sufficient food at every stand to cover market hours will build 
consumer confidence that they can shop at any time.  
 
Growth in 2017 and beyond is possible but not guaranteed. A competitive marketplace exists and 
customers are increasingly savvy. Addressing the concerns above is part of building a more stable 
customer base, but true marketers want to achieve measurable growth to ensure stability. 
Producers of healthy food want to reach more people to feed them well, and that demands a plan.  

 
Future Growth 
 
There has been limited farmer interest in the market because of limited sales and other options. 
From the consumer side, there has been limited interest as well based on the lack of product 
availability. Slow growth is difficult and painful for small markets; scaling up is easier with a clear 
plan. The market would do well to envision a 70 percent expansion of vendors (from 12 to 20) in 
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conjunction with a 100 percent expansion of customers, leading to 150 percent growth in sales (with 
higher sales per customer). Both the supply and demand must be increased together. The 150 
percent increase in sales allows for individual vendor sales to grow, even with 70 percent more 
vendors. More vendors mean more choice, which leads to more customers when they are informed 
of the market changes. Add new vendors gradually, either singly or in small groups at the start of a 
season or in conjunction with any major market event.  
 
Farmers are often inclined, individually or collectively, to think a “sell out” is a good day. However, 
when sell-outs happen, growth is impossible. If enough farmers are focused on sell-out, customers 
will become disappointed in the lack of available product offerings and go elsewhere. To grow a 
market requires that vendors provide an abundance of quality product through the entire market 
day.  
 
One way vendors assure that is by bringing substantial volume to fulfill the demand by any 
expanded customer base. If it is not sold, vendors then drop prices during the last half hour, which 
fulfills an 
additional role of meeting the needs of lower-income shoppers who learn about the closing “value” 
hour and come to shop.  
 

Location and Parking 
 
The current location should be maximized for full impact on Main Street drivers. There appears to 
be a general sense that the current Town Commons site is acceptable, even if the vendors are not 
highly visible to traffic given the elevation relative to the street. It might be beneficial to have two 
vendors up near the intersection of Main & North Streets selling toward each other as a pedestrian 
gateway to the Market with an overhead banner between them, capturing drivers’ attention. 
(Alternately, a 3’x10’ banner with flags on the posts could welcome all drivers, as shown below.) 
 

  
      The movement of a Calais Farmers’ Market banner and flags could attract more attention at Main & North Streets. 

 
A permanent sign at the intersection, if allowed,  would constantly remind people as they pass 
through the area. A sign or banner would get 20,000-25,000 views per week depending on its 
location. The Market needs to generate most of its customer traffic through signage, 
word-of-mouth, advertising and promotion and capture 10 percent of cars just driving by. During 
Market hours alone that should amount to 75 shopping groups.  
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With an expansion, vendors on the Commons might be set up in a triangular fashion with the third 
side being parallel to Main St. Also 4-8 vendors could be set up in a line or back-to-back in the 
middle of the Market, without vehicles. This would create more visual curiosity for customers to 
walk around and see every vendor. Usually, a narrow customer aisle of 10’-14’ is recommended to 
keep customers enveloped by the Market’s sights and sounds, and there should be a renewed focus 
on multi-level displays, multiple colorful identifying signs for each vendor and very welcoming smiles 
and chatter with all customers. The importance of 1-on-1 personal connections cannot be 
overemphasized, and the entire market is dependent upon pleasant interactions.  
 
The market management and vendors should have the clear goal of building repeat customer traffic, 
and plan activities and promotions that feed that goal. This goal could be heightened by A-frame 
signs and/or banners (if permitted locally) that slow down approaching traffic and make it safer for 
customers crossing Main Street. 
 
A market site effort should be keenly aware that parking often is the limiting factor in determining 
customer numbers. With 100 parking spaces, a site can expect to accommodate 300-400 customer 
groups over a 3-hour market, depending on the number of market attractions. More than 100 
spaces within 200’ of the park triangle are available on the river side of Main Street alone (below). 
 

 
 
Admittedly, the Town Commons does not have the highest traffic counts (3950/day) to capture 
customers. While the Market is committed to supporting the City and downtown businesses, it 
should be able to place signs at higher traffic locations. 
 

Community Input and Committee Structure 
 
This vision of an enlarged market is based on substantial community involvement, beginning with a 
community meeting that inspires individuals and organizations to help create and fulfill the various 
elements of the new market that people find most desirable. A board including farmers and 
community members would take on this challenge, coalescing people’s energy and organizational 
programs. Committees, or teams that work together, should be created to handle various activities, 
in conjunction with the manager. 
 
Outreach Team 
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The effort to establish a new, expanded base of vendors is critical in taking the Market to a new 
level. This team would outline the necessary balance of vendor and consumer numbers. General 
goals should be established so that each sub-team (Farmers, Value-Added, Hot Food, Music) can 
develop the plan and get vendors committed. The manager and team members should have strong 
awareness, or openness to learning, about what minimum volumes may be expected by farmers and 
others to consider participating in the market. 
 
If the market wishes to build a sustainable future, it would do well to listen to members who have 
marketing backgrounds and experience that has taught them how important it is to have abundance 
of product, and competition. The farmers’ market is a business. Vendors must realize that the 
market must succeed for individual vendors to succeed. Calais can become a local food hub if it 
builds a committed group of people. The strength of the market is in a larger base of vendors that 
can attract a larger share of the town’s $5 million spent annually on food for in-home consumption. 
 
If the market decides on a “Forty for Farmers” campaign, the Outreach Team must calculate what 
that means in increased sales, and determine how to meet the supply side need. Most customers 
need a fuller line of products to spend $40 or 40% of their summer food purchases at the market. 
 
Fundraising Team 

While the market budget should be solidly balanced on the operational income and expenses, the 
fundraising team could raise money for market expansion to a level where fees cover expenses.  
 
A fundraising team could do outreach via many different avenues. A crowdfunding site such as 
Kickstarter, or better yet Barnraiser, enables people to commit a sum of money and simultaneously 
support the market by shopping. Businesses and organizations might commit various amounts to 
put their logo on a poster, or Main Street, music stag or Kids Club banner. They can sponsor radio 
ads.  

The team could develop a package of sponsor and supporter options that goes from $100 to $1500 
for the first season. It must be ready to quantify the number of adults who would see their message 
during the entire year. Different businesses should be approached three months before the market 
opening to show good planning and enlist them in spreading the word to their contacts. 
 
 
Special Events Team 
 
An Events Team can plan and implement a schedule of special events throughout the year, and plan 
with the Outreach Team to line up additional producers to join the market for an event. This 
reduces the potential for new vendors reducing the sales of existing vendors, and it gives the 
Publicity Team the chance to put a listing of all new vendors in any promotional material for the 
event. 
 
Publicity Team 
 
A Publicity Team might include vendors, board members and volunteers as well as chefs, health 
professionals and any other entity in the town interested in natural food, local business and the 
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market. All vendors should be involved in the social media campaign, providing photos and tidbits in 
their own posts as well as through the market posts on Facebook, Instagram, Twitter, etc. 
 
An advertising team could create a campaign that reinforces local Maine values and the benefits of 
the market. A 30-second PSA (Public Service Announcement) might read like this: 

 
"Mainers are proud of the products they produce especially when they contribute to a 
healthy local economy. When you shop at the Calais Farmers' Market, 100 percent of your 
money goes to local Maine businesses who re-spend that money with other local companies. 
Where you spend your food money is one of the biggest decisions you make every week. 
Help strengthen local family farms. ‘Buy Local’ at the Belfast Farmers' Market every Tuesday 
11-2 and encourage your neighbors to do the same.” 

 
A print campaign could be focused on the Calais zip code for many walkers and bicyclists. Additional 
mailers should go to Washington County residents encouraging them to “Buy Local,” with many of 
the points outlined in the PSA campaign above.  
 

VI. Maine Producers – Potential Vendors 
 

Every market should have a back-up list of vendors in waiting, people who want to get in but for 
whom there is no space. When vendors can’t come, phone calls should be made to existing vendors 
and/or others on the waiting list to ensure that customers’ needs are met.  
 

When an event is planned, the Event Team should estimate the impact on buying power from 
customers and management should inform all vendors of the projected percentage increase in 
customers.  
 
The market should be seeking producers that are part of the local economy – generally Washington 
producers – but understandably an expanded product mix may demand vendors from other 
counties, extending to meet the desired product mix and provide superlative choice to consumers. 
 
Producers often want visibility in communities outside their own, and coming to Calais can be made 
into a desirable drive for a vendor if the market is vibrant and vendors are treated well. Producers in 
more secluded areas may be more inclined to travel a distance in search of new customers, even if 
only periodically. Having different vendors on a regular basis also can encourage more regular 
customer visits so that they don’t miss their favorites that come irregularly. Drawing fruit growers 
from further south may involve promising several Facebook posts for their market visit. 
 
Arrangements for sales to local stores, restaurants 
and other outlets should be encouraged to make the 
vendor’s trip worthwhile. Fruit producers should be a 
priority, and they will need volume sales. 
 
Before contacting vendors, be familiar with their 
product line, know how far they will be traveling, and 
be ready to outline all the benefits. One’s passion for 
the success of the market should be quite apparent 
to the vendor. One may also get good leads from 
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people in the community who like good foods and know producers they would value in the market. 

 
 
 
VII. Recommendations 
 
The full report above defines many possible actions to expand and stabilize the market. 
Recommendations are presented together here to stimulate a more thorough discussion among all 
those who care about the market.  
 
Customers 

1.  Every market needs an easily identified logo that serves as the brand for the organization. 
2.  Expand the customer database using promotional item incentives. 
3.  Connect with entire customer base weekly through email and social media. 
4.  Focus initial postcard promotion on 5-mile primary trade area. 
5.  Provide rack cards to area restaurants to reinforce a Buy Calais initiative. Tell Facebook. 
6.  Print 5-20,000 rack cards to stimulate card displays in many businesses across the region.  
7.  Post a double-sided, 3’ x 12’ colorful banner at Main & North. 
8.  Increase A-frame signs on US 1 and other principal highways entering town or US 1 nearby 

(as permitted by state and local law). 
9.  During market have a person with a corn costume flagging people at Main & North. 
10.  Mention meats, cheese and baked goods with product-based ads and promotions. 
11.  Key banner words: farmers, local artisans, fun atmosphere, baked goods, ready-to-eat. 
12.  Have signs that remind customers of the bank ATM to provide easier access to cash. 
13.  Add to information booth recipes, and Chamber info on where to go for goods and services. 
14.  Implement a CFM Frequent Shopper card with incentives to cultivate repeat sales. 
15.  Set up a buying club within the Market to guaranteed sales for seafood, cheese, etc. 
16.  Reach out to women with the St. Croix Golf Club, Calais Lioness Club and churches. 
17.  Post a US/Canada map on a solid board, and let customers “pin” where they are from. 

 
Vendors 

18.  Set goal of having one vendor from each of 12 local towns, and celebrate each with signage. 
19.  Concentrate on adding product diversity, and more choice in each product area.  
20.  Find conventional fruit/vegetable growers and reinforce consumer price concerns to all. 
21.  Use a Western style “WANTED” poster to appeal to new farmers. Put in banks & businesses. 
22.  Attract one or two more farms with a CSA program, including Market choice and pick-up. 
23.  Add younger employees and vendors, collaborating with the school district. 
24.  Expand choice for fruit, vegetables, meat, poultry, baked goods, cheese and prepared food. 
25.  Ask every vendor to provide nutrient density signage and reinforce with customers. 
26.  Encourage vendors to offer Square/mobile card reader for cash-strapped customers. 
27.  Vendors should customize their booths, add multi-tiered displays and sample tables. 
28.  Get farmers to expand with value-added line, and reach out to new value-added producers. 
29.  Add more prepared food, including Lubec or Machias River brewery with beer and food. 
30.  Work with Health Department to incorporate church-based processed foods. 
31.  Fill two booths weekly with artists from Artemis’s, Passamaquoddy and Grand Lake Stream. 
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Atmosphere/Environment 
32.  Schedule regular weekly acoustic music. 
33.  Establish a socializing area with benches and umbrellas or tables and chairs. 
34.  Create activities and atmosphere to attract youth, e.g. cornhole toss. 
35.  Work with school district to add youth vendors and youth activities. 
36.  Host at least monthly special events with customer reminders and media press releases.  
37.  Coordinate arrival of new vendors with those special events to the extent possible. 
38.  Ask 25-54 year-old parents for specific ideas of kid-friendly activities to implement. 
39.  Post Market flags and banner on corner of Town Commons at Main & North. 

 
Partnerships 

40.  Find an organization to host a Kids Club that will distribute $2 vouchers every week. 
41.  Build relationships with sponsoring businesses using posters, flyers and rack cards. 
42.  Seek business sponsors of specific events, weekly music, Kids Club, nutrition education, etc. 
43.  Link farms and local businesses in two-way coupon program for awareness and sales. 
44.  Ask high school students to design individual vendor displays, signage and color plan. 
45.  Coordinate annual poster contest for H.S. students ($500) with insurance/college sponsor.  
46.  Ask area restaurants, schools and hospital to use Market as wholesale source. 
47.  Ask top 10 area employers to develop incentivized health program for employees to shop. 
48.  Build a vendor business training program with a bank and experienced vendor mentors. 
49.  Consider a Calais area non-shopper study, investigating concerns and disincentives.  
50.  Invite restaurants to participate in Market Chef series to teach good food preparation. 
51.  Host annual Market Forum with farmers and strategic thinkers to update strategy. 
52.  Get involved with Calais and other area events like the International Homecoming Festival. 
53.  Suggest a Duck Race on the St. Croix River and sell ducks for $10 as a fundraiser. 
54.  Create a scavenger hunt for downtown businesses to connect to the Market. 
55.  Build “Forty for Farmers” campaign for leaders and locals to buy $40 or 40% of food weekly. 
56.  Print canvas bags for “Forty” customers, Market logo on one side, sponsor logos on other.  
57.  Seriously explore a change to Saturday if the above expansion concepts are implemented. 

 
Vendor-business alliance - Establish coupon or discount agreements with local businesses and 
Market vendors who see the value will participate and see how it evolves over time. The number of 
ideas that could be implemented is virtually endless.  
 
Signage should be prominent entering Calais from every direction. GIven that any paid advertising 
potential is limited, the Market should invest in at least six good A-frame signs for the heaviest 
traffic locations, with three capturing cars coming from the border crossings as they approach US 1. 
 
Vendor expansion effort  - the Market site should be full, with at least 20 vendors including more 
fruits and vegetables along with value-added businesses and a variety of other products. Genuine 
Maine-made crafts and kid’s activities should also be considered.  
 
“Forty for Farmers” - This pledge card program should be developed to allow  customers to make a 
commitment to spend $40 a week, or 40% of their food budget, at the Market. For those wanting a 
different option, a customer loyalty card would be distributed that encouraged them to attend 
weekly and receive an incentive with each $100 they spend. When pledge and loyalty cards are 
distributed, contact information is acquired for email and social media contact. These customer 
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programs can be stimulated by regular special events, heightened social media presence, and good 
partnerships.  
 
 

Structure and Financing 
 
Board of Directors – Consider establishing a formal board including farmers and vendors along with 
committed community members, business leaders, nonprofits and local government. Find people 
who truly want to help grow the market. The depth of business acumen, cultural perspective, 
consumer attitudes and marketing skills will enrich the market’s ability to serve farmers, customers 
and community.  
 
Committee Structure – All strong organizations operate with a set of standing committees that vet 
various ideas and plan using people’s individual strengths in specific interest areas, and not wasting 
everyone’s time talking about every issue in detail in large membership meetings. The true work is 
done at the committee level. Possible standing committees might be Policy & Governance, 
Outreach, Promotion, Advertising, Special Events, Fundraising, Finance and Education. Their 
recommendations come to the Board for final approval. Ad hoc committees can be established by 
prerogative of the board president for short-term specific goals. 
 

Reserve Fund – Consider dedicating a part of fees to a reserve fund, which can be used as a rainy 
day fund to cover unexpected costs, or used for buying property and constructing a market building. 
The market should take control of its future and build a solid foundation which ensures future 
farmers have a secure place to sell. This respects the commitment of so many people that has 
brought the Market to this place so far. 
 

Advertising/Promotion Fund – Establish a fund to pay for all advertising and promotion activities. 
Ask an Advertising/Promotion Team to write a plan that fits within a budget of 1.5 to 2 percent of 
total vendor income.  
 
Membership and Space Fees – Vendors may wish to consider reducing the membership fee to $20 
to cover basic membership. A higher fee like $40 discourages smaller vendors with a high up-front 
entry cost. Free first year membership or a low fee ensures they give the Market a fair period of 
time to see if their product is well received.  
 

The Market currently charges a $40 membership fee and $5 per day, or $15 per day for a guest 
vendor. We commend that the market consider a daily space fee that aligns with sales volume. 
Given that farmers’ markets have historically been established to help small farmers, we should 
attempt to create standards that respect several key principles: 
 

1. Every vendor should be able to compete on an equal level with every other vendor.  
2. Fees should be fair, not punitive to smaller producers. 
3. Small vendors should be encouraged to participate since they provide diversity of product.  
4. Larger farmers often provide needed volume and variety to satisfy the masses. 
5. More valuable space like corners have a higher value, usually by 15-25 percent. Those willing 

to pay should get the space, rather than senior members. 
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A reasonable alternative that is equally fair for large and small vendors and allows the market to 
have funds to operate more like an established business is asking $5 minimum daily, or 5 percent of 
sales, whichever is greater. Anyone selling less than $100/day would pay $5, the minimum. Anyone 
selling more than $100/day would pay 5 percent of their sales. 

 

This is a more fair system that builds a market’s resources to cover the costs of business. For years 
the Market has allowed real farmers to benefit from the market without paying for it. Yet, because 
the Market had no financial stability, there was no money to invest for farmers’ long-term benefit. 
 
Payment would be made daily at the end of market. An easy way to handle this is for every vendor 
to submit their payment along with a product sheet listing their items and volumes sold  in a clasp 
manila envelope to the manager. The manager could issue them a receipt immediately if they wish, 
or create a ledger of all payments at home and provide a receipt in the manila envelope given to 
them the following Market day for their next payment to be submitted. The market manager would 
be the only person to know people’s sales and would keep them private. A realistic fee would 
generate $2,500 to 7,000 annually. The Market would additionally be able to track annual growth, 
and even data for special events so that the Market knows whether the investment in each event is 
a wise decision. The manager would provide overall sales data on a regular basis so that 
committees/teams have good feedback on their work.  
 
Paid Part-time Manager – The Market is operating at a scale where volunteers are essential to its 
continuation. At some point if the Market grows larger it might move to the next level with a 
part-time paid person. It might be someone hired to handle EBT processing, build a promotion 
program and create special events. A strong Board should give direction and respect a strong 
manager, providing support through board and committee meetings. But that is not expected nor 
recommended at this time, unless the vision is present to seek initial Manager funding for one year. 
A position could potentially be filled 
through Americorps. 
 
Partnerships – The key to growth is 
constantly focusing on the potential of 
the Market, setting goals, listening to 
customers and displaying abundance in 
every way. With a solid partnership 
among many downtown merchants, the 
Market needs to continue finding 
additional ways to include other 
businesses.  
                                                                             Calais’ Urban Moose utilizes many devices to catch shoppers’ eyes. 

Conclusion 

While the Calais Farmers’ Market has a good base, the key to its expansion is an improved 
atmosphere and heightened volume and variety of goods to spark interest and loyalty from a larger 
base of customers. The best expansion strategy incorporates several key elements simultaneously. 
Increasing farmers, adding a lively atmosphere and building a base of 100 regular customers. This is 
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achieved with a “Forty for Farmers” campaign, regular special events and improved highway 
signage. 

There is strong community desire for a  more vibrant marketplace which will capture a larger food 
market share. With a new board, committees, new fee structure and extensive special event 
schedule, the market can readily expand sales by 100 to 300 percent . This will serve 70 percent 
more local vendors and double or triple the customers. 

 

 
Customer Survey Conclusion and Suggestions for Vendors 
 
Calais is well-positioned as the retail center for northern Washington County. It draws residents 
from many surrounding smaller communities that would support a stronger Farmers’ Market if it is 
able to attract sufficient vendors. It also has immediate access for residents of Saint Stephen and 
nearby towns in New Brunswick that would be drawn to a market with a good diversity of product.  

 
If Calais wants to have a vibrant farmers’ market, both the farm and consumer bases need to be 
expanded together. A consistent wider diversity of products is needed as well as  loyal customers 
that show appreciation to local farmers and their foods.  
 
The promise of a “healthy local farmers’ market” is best presented as building a community- 
based food trade that is dependent on supportive relationships. Farmers, consumers and 
community organizations are all required.  
 
Hire a Farmers’ Market Organizer. Through town funds or a grant, a 6-month position should be 
created to implement the organizational plan.  
 
Add 20 Vendors. These 20 farms and food artisans need $350 a piece each week to participate. 
They will be ready with $7,000 of food for committed customers.  
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Promote the “Forty for Farmers” Pledge. With 100 customers at $40 a week, the market will have 
commitment to purchase $4,000 of food. Other customers will be encouraged to shop more 
regularly with a loyalty card that gives them small incentives.  
 
Cultivate 25 Community Partners. From banks and barber shops, to restaurants and retailers, every 
business and organization should be asked:  “At what level would you like to sponsor the Farmers’ 
Market” and “How can we help you?”  

 
Schedule a Community Forum. Ask leaders, community, business and vendors to attend a forum to 
collectively create a vision of what they desire in a community marketplace.  
 

Additional Information 
 
Calais Consumer Survey Report  
 
On August 23, 2016 a customer survey was conducted at the Calais Farmers’ Market with a $2 bill 
incentive. This customer study should have value in better strategizing the market’s growth, in 
better responding to customer desires, and in helping the Market to achieve sustainability. 
Combined with the vendor and community leader perspectives, these elements will present a solid 
case for market expansion. Hopefully, this research will be repeated so the Market can continue to 
make improvements.  

 
An estimated 170 adults in 90 shopping groups (1.9 adults per party) came to the market. Nearly 
three of every five shopping groups had two or more adults in them. 
 
One-in-nine shopping groups had children. Vendors and management need to build habits among 
these future customers with sampling, nutrition education, activities and more.  

 
Two-thirds of shoppers live in Washington County. Forty percent are from Calais and 24 percent 
from other towns like Baileyville, Robbinston, Charlotte, Perry, Topsfield, Indian Township and 
Harrington.  
 
Customers are dependent on cars and parking. Seven of every eight customers come by car, with 8 
percent walking and a few using a carpool. Easily accessible parking is essential.  
 
More than one-third Market customers are tourists and others from outside the county. 
One-fourth of customers are from out of state, 6 percent from outside Washington County and 6 
percent from Canada.  
 
Median household income for Calais Farmers’ Market customers is $13,000 higher than that of 
Calais households. Nevertheless, half of customers have household income below $50,000. This 
reinforces the importance of competitive pricing and the Maine Harvest Bucks program.  
 
This is a senior market with an average age of 64. Customers under 55 are underrepresented.  
Those age 55-64 were almost double what might be expected, and customers age 65-74 were triple. 
This may reflect visitors and the non-worker friendly weekday hours. To attract younger households, 
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the Market might adjust everything from product offerings to promotional efforts, programs and 
activities for a younger audience.  Younger vendors or employees will also help attract young 
people. The school district is open to collaboration. 
. 
Average customer spending is almost $13, and half buy from only one or two vendors. Only 28 
percent of shoppers spend $20 or more. Average sales per customer invariably increase when a 
market grows with a larger product mix.  
 
Shoppers’ principal reasons for not buying more are the lack of selection and prices. The Market 
will also want to address limited hours, parking and ease of payment, all of which have more than 
1-in-4 shoppers dissatisfied.  
 
Some customers have split loyalties in their market attendance. While 44 percent of Calais 
Farmers’ market customers do not attend another farmers’ market, 12 percent go to Eastport 
regularly and 10 percent to St. Stephen. With careful study of these markets, Calais can understand 
needed improvements. 
 
One-in-seven customers are loyal customers who come 11+ weeks per year. One-third are first- 
time or once-a-year shoppers. Healthy markets have 30 percent or more of their customer base 
coming at least half the time.  
 
The market represents a small secondary option for people’s in-home food purchases. The 
supermarket alone gets more than $4.50 from farmers’ market shoppers for every $1.00 they spend 
in the market. Calais Farmers’ market shoppers represent only 2.3 percent of Calais’s 1400 
households. Almost all local households are spending their food dollars elsewhere. Half spend 5 
percent or less of their summer food budget at the market.  
 
Fresh fruits and vegetables are the main motivator for 80 percent of respondents coming to the 
Calais Market far outpacing socializing, prepared food, good prices and meat/poultry. Compared to 
other markets, actual sales levels are weak for vegetables, fruit, organic, prepared food, 
meat/poultry, cheese and jam/vinegar.  
 
The importance of every individual farmer or other producer cannot be overstated. Customers 
may be swayed away from one market to another simply by a favorite product or person.  
 
Customers rated flyers (32%), sandwich boards (27%) and posters (19%) as the key, low-cost 
marketing tools. The market website is effective with 13 percent but the Chamber website was 
weak. Every avenue needs to be used to reach customers. 
 
The Market should build a strong partnership with local businesses. The average customer spends 
$27.71 in local businesses, $2 for every $1 spent at the Farmers’ market. The market is the key 
reason why most shoppers come downtown. With one-in-five market shoppers motivated by 
general shopping, retail business owners may want to work closely with the market to strengthen 
that draw. 
 

Demographic Overview 
 

Calais Farmers’ Market Sustainability Plan                February 2017              Farmers’ Markets America                  47 



 
 
 

In 2016 there were nationally  7.9 million fewer people nationally requiring SNAP benefits to feed 
their families. However, this is was not true of Maine where 186,372 Mainers still require the 
program. The Annie E. Casey Foundation found in 2014 an increase of 6,000 more Maine children 
living in poverty than in 2008. Mainers using SNAP benefits were encouraged to shop at the 36 
farmers’ markets that offered Maine Harvest Bucks (MHB) in 2016, with the assistance of the FINI 
(Food Insecurity Nutrition Incentive) grant program. Generally providing a 1:1 match for SNAP users, 
MHB doubles the volume of Maine fruits and vegetables that customers can purchase at farmers’ 
markets.  
 
Calais is a service center town for Down East Maine.Calais has banking, retail and other services that 
are essential to county residents.  According to Julie Jordan, “As the retail center for the county, 
Calais regularly receives calls from prospective merchants looking for retail space on Main Street. Its 
natural assets include blueberries, cranberries, wood and fir. The alewives, an Atlantic herring, have 
been returned to their Passamaquoddy spawning grounds on the St. Croix River.  We are working to 
leverage these assets to further increase economic activity in the region.” 
  
As concerns the Calais Ten Year Plan, it is still in the drafting stage, but the overall goal is to redesign 
the Calais Downtown to complement its river frontage location in order to make the City a 
destination, not just a gateway community. 
  

Demographics 
 
While the U.S. population grew 4.1 percent from 2010-2015 to 321.4 million people, Maine’s 
population grew less than 0.1 percent.  Generally, a declining trend characterized most of the state, 
offset by growth in Greater Portland.  
 
Maine is the “oldest” state in the country with an average age of 42.7, a full 5.5 years older than the 
U.S. average. Between 1990 and 2010 there was a large shift in age with the percentage of the 
population under 18 dropping from 25.2 percent to 20.7 percent and 18-34 year-olds declining from 
26.8 percent to 19.6 percent of the population. The result was that 35-64 year olds grew from 34.7 
percent to 43.8 percent of Mainers, and those 65 and older expanded from 13.3 percent to 15.9 
percent. 
  
From 2010-2015, the U.S. Census shows that Washington County lost 3.7 percent of its population 
to 31,625 residents (or about 24,371 households). The county racial makeup is 92 percent white, 5.1 
percent American Indian, 1.7 percent Hispanic, 0.6 percent black and 0.5 percent Asian. High school 
graduates were 87.7 percent of the population, and 20.1 percent had a Bachelor’s degree. The 
median household income was $38,083. 

The Calais population also lost residents, about 4.6 percent from 2010 to 2015. It now has an 
estimated 2,973 residents and about 1,400 households. Median household income in Calais was 
$33,906. The poverty rate was 21.4 percent versus the 13.5 percent state average. 

Maine had an extremely low 2.32 average household size in 2010, compared to 2.58 for the United 
States. Washington County had a 4.9 percent drop in the number of family households from 
2000-2010 (pre-mill closure), the lowest rate in Maine, but a 13.3 percent expansion in non-family 
households . Non-family households grew from 34 to 37 percent of all Maine households by 2010. 
Females as head of household grew from 26 to 31 percent, and single female heads of household 
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make up 54 percent of households. Thus, the state as a whole and Washington County as well are 
seeing a shift toward non-family households which relates to a smaller household size and lower 
food consumption levels for each household. 
 
Housing affordability is causing more middle-aged people to rent. From 2000 to 2010, Maine 
median home values grew quickly while real median household incomes declined in all but three 
counties, so the ratio of house price to income dropped dramatically, despite the housing recession. 
The share of 35 to 44 year-old renters grew by 11 percent, and for those 45 to 54 by 15 percent.  
 
During the period of 2000 to 2010, Washington County experienced a 3 percent increase in real 
median household income at the same time as the median home price grew by 55 percent. This 
combination of factors puts further pressure on households when it comes to food affordability. The 
mill closure reinforced this until it was sold and redeveloped. Now the 320 workers in Baileyville 
represent new hope for the area. 
 
Noting the principal communities that the Calais Farmers’ market could and does serve, there are 
well over 6,000 residents within 15 miles (in the U.S. alone): 
 

Town                     Population    Miles to FM 
Calais* 2,973   -  
Baring*    251   5 
Baileyville 1,521 10 
Robbinston    574 12 
Alexander    499 14 
Meddybemps    157 14  
Charlotte    332 14 

 
(Bold are towns from which farmers currently come, including lists below.) 

 
The Market has twice that population within 15 miles if we consider Canada. There is a tremendous 
opportunity to provide food for New Brunswick residents. About half the land and people within a 
10-mile drive to the market is located in Canada, and the border crossing can be fairly easy. The 
communities below are within easy driving distance to the Calais Farmers’ Market, and others 
farther away are a reasonable drive if people are game for an outing: 
 

Saint Stephen 4,817   1 
Dufferin Parish    573   4  
Old Ridge   7 
Oak Bay   7 
Moores Mills   8 
Chamcook 18 
St. Andrews 1,889 20 

 
If we look at the tertiary market, there are an additional 4,700 residents in towns 15-30 miles from 
Calais. While many are more likely to go to the Eastport market, they should know to stop in Calais 
when they are doing local shopping or business, such as Perry residents do. 
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Washington Co.     Population    Miles to CFM 
Crawford    105 19   
Princeton    832 20 
Perry    889 20 
Indian Township    718 21 
Pembroke    840 21 
Dennysville    342 22   
Cooper    154 23 
Pleasant Point    749 23 
Wesley      98 30  

 
 

 
The Calais Farmers’ Market operates in downtown Calais with a population of almost 3,000, just south of Saint Stephen. 

 
Border traffic is significant. Monthly passenger vehicle counts for 2016 are:  May 60,000, June 
70,000, July 80,000, and based on 2015, we project for August 80,000, September 60,000 and 
October 55,000. Thus, we might assume 2,000 - 2,700 cars per day. Signs leaving the border 
crossings are critical in giving them the notice and opportunity to stop and shop at the market. 
 
More distant towns are not worth targeting for customers but may well provide customers who are 
traveling outside their communities for work or other reasons. Signage to reinforce the market will 
be helpful when they pass through Calais: 

 
Grand Lake Stream    109 32 
Whiting    487 34 
Topsfield    237 36 
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E. Central Washington  768 39 
N. Washington twps.    480 40 
Northfield    148 40 
Machias 2,221 44 
Beddington      50  53   
Vanceboro    140 57 

 
The Calais Farmers’ Market knows that its smaller size leaves local customers and tourists 
disinclined to return regularly. If it desires to serve a larger group of vendors and customers, it can 
improve its unique identity and further distinguish Calais in the minds of residents throughout the 
county. This can be done with the help of more vendors, musicians, performers, programs and 
activities. It could be the site of a health improvement program linked to larger employers like the 
hospital, school district, etc. It will also be important to focus on capturing local traffic to bring them 
into downtown Calais. Permanent signs would be helpful entering town from various directions. 
Additionally, market day A-frame signs should be placed close to the intersection where the town 
park sits. 
 
The Calais market must have a mix of highly desirable elements to be the market of choice for 
regular customers, even locals. Working with the restaurant industry and other retailers could lead 
to mutual referrals where everyone benefits from co-promotion. 
 
The vision presented in this study is one of an expansion in the vendor base, variety of products and 
number of customers to reach a sustainable level where natural growth is more possible. The 
market will need to convince the local populace of the importance of supporting local farmers. If it is 
achieved, both the farmers’ market and the town of Calais will experience an expansion that is 
healthy for everyone. 
 

Calais Food Price Comparison 
  
 Tradewinds Walmart Calais Farmers’ Market 
Peach/nect/plum 2.99 1.68    - 
Roma tomato 1.99 1.68    - 
Apple 1.29    -    - 
Cantaloupe 2.99 (3+ lb) 2.98 (3 lb)    - 
Honeydew 3.99 (4+ lb) 2.98 (3 lb)     - 
Onion – 1 lb. 1.49    .98/1.28    - 
Onion – 2 lb. 2.69 2.44    - 
Eggplant 1.99 1.87    - 
Asparagus 3.49 2.97 Peru    - 
Green bell 3.99 .5lbOG   .88/1.98OG    - 
Ginger 2.99 OG 2.98 China    - 
Kabocha squash 1.29 1.28    - 
Broccoli 1.69 2.58    - 
Broccoli OG 4.99 10 oz    - 6.00 head (1½-2lb)  
Blueberries – pt. 2.99 3.64 Canada 2.00/4.00 OG 
Blueberries – 6 oz OG 3.99    -    - 
Raspberries – 6 oz OG 3.99    -    - 
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Strawberries OG 3.99 2.88 6.00 pt 
Corn   .50   .33 U.S.    - 
Tomato 2.49 1.98/2.68 3.00 OG 
Garlic bulb   .69 ea. 3.98/lb 2.00 OG head    - 
Onion – 3 lb. 3.99 OG 3.96 OG 6.00 OG 
Potato – russet/red/sweet   .99   .98 1.50 OG 
Potato – 10 lb.  5.99 4.49    - 
Carrot  OG 2.49 2lb   .98 5.00/4.00/3.00 sm bu 
Carrot OG baby 1.99 1.98 3.00 bu. ½ lb 
Cabbage 2.99 OG   .88 2.00 sm/4.00 lg 
Green leaf/red/romaine 1.99 1.67/1.98 2.00baby/10mix/16heart 
Beets-3 2.99 2.38 4.00 lb 
Cucumber    -   .78 1.00 lg 
Green bean    - 1.98 3.00 
Zucchini/yellow 3.99 .5lbOG 1.88/2.94OG 2.00 
Swiss chard/kale 2.99 1.24 kale  3.00 
Butternut/spaghetti 1.29 1.48/1.28 2.00 
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Calais Comprehensive Plan
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“Building the Consumer Base: Supporting the Farmers Market Solution to Food Deserts,” Tallahassee, FL 2015, 
http://www.frenchtownheritage.org/wp-content/uploads/2014/07/FMPP2014_PHASE-ONE-REPORT_fd.pdf 
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http://digitalcommons.library.umaine.edu/cgi/viewcontent.cgi?article=1113&context=towndocs 
“Customer Shopping Behavior,” Harry Krueckeberg, Colorado State University, Feb. 1990, 
http://ageconsearch.umn.edu/bitstream/26970/1/21010121.pdf  
Food Navigator-USA, “Study reveals grocery shoppers’ purchasing priorities,” February 2009 
Maine Certified Shellfish Dealers website 
Maine Cheese Guild, www.mainecheeseguild.org/ 
Maine Demographics by Cubit, http://www.maine-demographics.com/calais-demographics 
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http://www.statista.com/statistics/251667/us-consumers-reasons-for-shopping-at-their-primary-grocery-store/
http://www.deerfarms.com/
http://www.pickyourown.com/MEnorth.htm
http://www.maine.gov/dhhs/mecdc/phdata/SHNAPP/documents/county-reports/whole-reports/Maine%20Shared%20CHNA%20WASHINGTON%20County%20Report-2-29-16.pdf
http://www.getrealmaine.com/farms/
http://www.npr.org/sections/thesalt/2015/03/30/395774725/grocery-stores-are-losing-you-heres-how-they-plan-to-win-you-back
http://www.wholesomewave.org/wholesomewavefinigrantaward/
http://www.maineapples.org/orchard_map.html
http://www.pickyourown.org/MEnorth.htm
http://mainefoodstrategy.com/wp-content/uploads/2014/05/maine-food-strategys-consumer-survey-report.pdf
http://upstreamcommerce.com/blog/2012/02/14/8-reasons-consumer-likes-shop-online
http://www.maine.gov/dhhs/mecdc/phdata/SHNAPP/documents/county-reports/whole-reports/Maine%20Shared%20CHNA%20WASHINGTON%20County%20Report-2-29-16.pdf
http://bangordailynews.com/2016/09/05/news/down-east/woodland-pulp-mill-expansion-a-great-source-of-happiness-for-baileyville/
http://www.tillerandrye.com/sources/
http://www.ncbi.nlm.nih.gov/pmc/articles/PMC3686698/
http://www.centralmaine.com/2016/08/14/our-opinion-making-a-bright-future-for-maine-farms/
http://www.farmfreshconnection.org/farm_fresh_CONNECTION/GROWERS.html


 
 
 

A farmer cooking vegetable samples at a farmers’ market. 

 

 

Many thanks to  
Lee Auto Malls 

for a vehicle loan  
that facilitated this project. 

 
For further information, contact: 
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