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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 Norway, Belfast, Bucksport, Calais and Presque Isle. This 
study is focused on the potential for expanding the Norway Farmers’ Market. Combined, the 
perspective of vendors, consumers and community reflect the view that a larger Market would be a 
healthy addition to the  community and surrounding areas and benefit customers, farmers and other 
local businesses. 
 

Market History and Situational Analysis 
 
Norway is a Main Street Maine community, with Norway Downtown relying on an economic 
development plan utilizing a “comprehensive incremental approach that advocates a return to 
community self-reliance, local empowerment, and the rebuilding of downtown districts, based on 
their traditional assets: unique architecture, personal service, local ownership, and a sense of 
community.” Norway Downtown has long played a role in the Norway Farmers’ Market, as it has in 
the Norway Arts Festival as well.  
 
The town of Norway is notable for the many nonprofits and civic organizations in the area, and such 
large businesses as New Balance and the Oxford Casino.  The Norway Farmers’ Market benefits from 
tourists and summer visitors and has just celebrated it 40th season. However, it has experienced 
numerous moves and failed to hold on to farmers from a robust agricultural region. 
 
Over the years the Market has tried different locations while growing its vendor base including the 
back parking lot of Fare Share Co-op. The lot was convenient for many vendors and good for the 
co-op, but lacked visibility. Around 2012, some vendors left to begin the farmers’ market in South 
Paris that now operates in Norway as Old Squire Farm Market. 
 
In 2015 the Norway Farmers’ Market relocated on the Norway Town Square with about 12 vendors. 
This location offers a brick courtyard fronted by a brick wall facing Main Street at Deering. It is located 
on the most vibrant stretch of Main Street with customer counts generally ranging from 50-125 
through the course of the season. It operates every Thursday from 2:00-5:00 p.m.  
 
The Norway Farmers’ Market was one of two farmers’ markets in Maine selected to participate in a 
major Farmers’ Market Capacity Building Project funded by the national foundation Wholesome 
Wave, and just finished its third and final year in the project. Its attempt to build strong base of SNAP 
(Supplemental Nutrition Assistance Program) customers  was somewhat unsuccessful in spite of the 
many low-income area residents and Wholesome Wave’s support for the Maine Harvest Bucks 
program that doubled SNAP/EBT benefits for those customers at the Market. 
 
Market vendors pay $80 per season for a membership covering the May-October summer season, $80 
for winter membership, or $150 for both. Visiting vendors pay a $15 daily space fee with a maximum 
of $120 for the season. 
 
The Farmers’ Market sits in the center of a town with a population of just over 5,000. The principal 
communities that the Norway Farmers’ Market could serve within a 15-mile radius raise that number 
to well over 34,000. The Norway market must have a mix of highly desirable elements to be a 
destination market for regular customers from these outlying communities and even occasional visits 
from Auburn and Lewiston with their nearly 60,000 residents.  
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This study is intended as a review of the Norway Farmers’ Market within the larger community 
context.  The results of a Market Consumer Study, a Vendor Survey, a Vendor Meeting and 
Community Leader Interviews are combined in this comprehensive Norway Farmers’ Market 
Sustainability Plan. The goal of this study is to assist the market as they grow the vendor base, 
increase the variety of products and add activities to boost the number of regular customers.  
 

II. Customer Survey 
 
On August 11, 2016 a customer survey was conducted at the Norway Farmers’ Market. A very high 91 
percent of shoppers responded to the survey offer. Respondents received a $2 bill as an incentive. 
They completed at 30-question self administered survey (including 9 satisfaction ratings) on a single 
sheet of paper. On the day of the customer survey – a sunny day in the 90s – there were six vendors 
present:  three vegetable growers (Sweet Roots Farm, Patch Farm, Black Mountain Farm), one baker 
with some additional vegetables (Lolliepapa Farm), a goat cheese producer with vegetables (Harmony 
Farm) and Tree Works from The Progress Center selling wood products produced by adults with 
developmental disabilities.  

 
Customer Count 
 

Customer counts are completed by situating volunteers on the market perimeter and using a 
hand-held counter to tally all adults as they pass an unseen line. Customers are counted for the 
middle 10 minutes of each hour (2:25-2:35) and are multiplied by six to arrive at hourly estimates. If 
there are people in the market prior to opening, that number is added to the hourly counts to reach a 
full customer estimate. 
 
Counts are useful in noting seasonal changes and responses to advertising and promotional activities. 
Consumer counts are useful in inspiring vendors to participate because they better understand the 
demographics of the customer base. 
 
In this instance, everyone entering the Market that did not want to complete the survey for whatever 
reason were added to the general count after two attempts to elicit their participation. The survey 
team only counted seven parties that did not want to take the time to do the survey. When added to 
the 73 completed surveys, we estimate 80 shopping groups were present on August 11.  
 
The 73 shopping groups who completed the 30-question written survey represent a highly successful 
91 percent capture rate. This was thought to be reflective of community members supporting each 
other and wanting to truly help the survey process to benefit the Market’s future growth.  
 

Question 1:   How many adults (18 or older) are in your party, including yourself?  
 
One-half of those surveyed (52%) were adults 
shopping alone (a rather low figure for a weekday 
market). A substantial 40 percent were couples or 
two adults shopping together. Only 6 percent were 
in groups of three or more adults. A couple of the 
respondents were younger than 18 years old.  
 
This is an average of  1.5 adults per shopping group. 
We concluded that 120 adults attended the Market 
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representing 80 shopping groups. While weekend markets usually have a higher number of adults in 
each shopping group (closer to 1.7 to 2.0), nearly half the shopping groups in Norway had two or 
more adults, reflective of a relaxed summer crowd.  
 
Question 2:   How many children (under 18) are in your party?  
 
Seventy-three percent (73%) of shopping groups 
had no shoppers under 18. Children are potential 
future customers. Vendors and management 
should consider how to intrigue the one in four 
parties that have children.  
 
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 Norway market serves a wide 
area. While 38 percent of 
customers are from Norway itself, 
adding neighboring South Paris 
raises to 50 percent.  
 
Twenty percent (20%) of shoppers 
come from another 13 relatively 
close communities. 85 percent of all 
shoppers are from a reasonably 
local area, that has the best 
potential for providing many more 
shoppers if the Market expands. 
 
The last 15 percent can be 
considered the tourist market. They 
come from a distant Maine area or 
out-of-state and may be vacationers 
or second-home dwellers.  
 
Another part of this question 
related to second homes. We found 
that 14 percent of respondents had a 
second home. Of these 

5 
Norway Farmers’ Market Sustainability Plan           March 2017          Farmers’ Markets America  

http://www.mainefarmersmarkets.org/new-food-sampling-guidelines/


respondents, 60 percent were residents of another town with a second home in the Norway area. 
The other 40 percent are locals who note that they have a second home elsewhere. 
 
Miles they traveled to the Market: 
 

● 30 percent come from within two miles 
 

● 63 percent live within five miles 
 

● 25 percent are from 6-15 miles away 
 

● 12 percent traveled 16-40 miles  
 
 
 
 
Question 4:  How did you travel to the Farmers’ Market today? 
 

 
 
Customer transportation reinforces that this 
market serves a wide area.  Five of every six 
customers come to Market by car. Most of the 
others (11 percent) walk. Very few come by 
bike, motorbike or other method. Parking is a 
key concern if the Market is to expand its 
customer base considerably. 
 
 

 
 
Question 5:  What was your primary motivation for coming to downtown Norway today? 
 
The Norway Farmers’ Market is the key 
reason for 52 percent of customers coming 
to this area. Given that 10 percent come 
because they live in town, the Market is the 
key destination draw for at least 
3-of-every-5 people coming to downtown 
Norway.  
 
Shop owners might want to take notice, and 
work with the Market to strengthen that 
draw. With 20 percent of Market shoppers 
saying that they are motivated by General 
Shopping, the Market should also consider the 
benefit of working with local businesses. 
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Shoppers in town for work or an appointment make up 9 percent of visitors at the Market. Employee 
promotional incentives through local companies like New Balance might yield better results with 
long-lasting impact.  
 
Another 7 percent come primarily to socialize and eating out draws only 3 percent of Market shoppers. 
This 3 percent was equal to the write-in responses that stated coming for the kids’ program was the 
motivator.  
 
Question 6:  How much did you (or will you) spend at the Farmers’ Market today? 
 
The average customer spends $16.94. Two-fifths of 
shoppers (42%) spend $20 or more, and 10 percent 
spend more than $40. These are very reasonable 
figures, given the size and product mix, and given that 
another 10 percent spend nothing. These figures 
reflect a Market customer base that is willing to buy 
and the potential for encouraging more spending if 
new vendors and products are added.  
 
Daily sales can be estimated at $1,350 ( 80 shopping 
groups x $16.94 average sale). Using the seasonal 
Market estimates of 50-100 customers, reinforced by 
this summer day’s estimate, we project annual sales 
of $25,000. 
 
Question 7:  How many different vendors do you purchase from each time you visit the market (or 
today)?  
 
Ten percent of shoppers only purchase from one vendor, and another 1-in-10 made no purchase at all. 
However, 81 percent of customers support at least two vendors in their regular purchasing, and 44 
percent buy items from three or more vendors when they shop. A surprising 15 percent of shoppers 
purchase items from four or five vendors.  

 
This reinforces statements made by some community members 
who say that they almost feel obliged to buy something from every 
vendor. Some have such a strong feeling in this regard that they do 
not shop regularly at the Market in order to avoid feeling guilty if 
they pass by a vendor. Obviously, strengthening the Market vendor 
and customer base would help the Market be a busier location 
where customers are attracted by the variety and feel less anxious 
about not purchasing from any one vendor. 
 
 

 
Question 8:  What percentage of your weekly grocery budget is spent at the Farmers’ Market? 
 
The average shopper said that 21.4 percent of their grocery budget is spent at the Farmers’ Market. 
The median for shoppers is 10 percent.  
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Each column to the right 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 10 percent of 
shoppers spend none of their food 
budget. Almost one-quarter (23%) 
spend up to 2 percent of their weekly 
food budget. 
 
One-in-eight customers (dark green 
bars) spend 30 - 90 percent of their food budget at the Norway Farmers’ Market. In order to move more 
of the customer base into this higher level of spending, the Market will need to improve its offering of 
products, competition and education surrounding them. 
 
Question 9:  How much will you spend at businesses near the Farmers’ Market today? 
 

Forty-three percent (43%) of Market 
customers shop at local businesses in 
conjunction with their Market visit. 
 
The average customer spends $14.34 in 
local businesses. Daily business 
increases from Market shoppers are 
estimated at $1,150 (80 shopping groups 
x $14.34 average sale). 
 
 
 
 
 

 

Question 10:  What stopped you from buying more at the Farmers’ Market today? 
 

A strong majority, 61 percent, were 
satisfied with their purchases. This is a 
typical response level at markets. 
Respondents gave an average of 1.16 
responses. Most were satisfied but 
others gave four main reasons for not 
buying more:  

● Poor variety (16 percent) 
● Out of cash (12 percent) 
● Out of time (8 percent) 
● High prices (6 percent) 

 

These numbers and complaints were similar to what was reported in other markets and reveals a need 
to address extended hours, more variety and access to cash and aiding lower-income shoppers.  
 
 

8 
Norway Farmers’ Market Sustainability Plan           March 2017          Farmers’ Markets America  



Question 11:  What motivated you most to visit the Farmers’ Market today? 
 

 In Norway, fresh fruits and vegetables are a leading motivator for 79 percent of respondents, far 
outpacing the next most desirable element of socializing. Prepared food (11%), good prices ( 9%) and 
meat/poultry (6%) were also mentioned.  
 

Studies usually reflect much higher levels 
of response to the factors mentioned. 
Thus, caution areas to note in orange: 
fruits and vegetables often garner around 
90 percent, socializing often over 40 
percent,  prepared food over percent  and 
good prices and meats above percent. 
Special events received a response that is 
similar to what has been seen elsewhere. 
 

Baked goods, artisans, quality, 
entertainment, support for farmers – 
when listed – often get a 30 percent 
response or higher.  

 

The low response rate for most factors in this study seems to reflect the lower   expectations that 
people have in coming to the Market and/or the lower availability of those factors currently.  
 

 
Question 12:  What items did you buy today at the Farmers’ Market? 
 
Vegetables were bought by 90 
percent of customers, yet only 
29 percent bought fruit due to 
limited supply.  
 

Baked goods (32%), organic 
items (22%) and cheese (10%) 
were also popular. 
 
 
  
 
 
 
 
Question 13:   What other farmers’ markets do you shop at, and how many times per year? 

 

The majority of shoppers do not visit other 
farmers’ market in Maine. Harrison and 
Bridgton see visits by 3 - 4 percent of 
customers. and eleven percent noted visiting 
nearby Old Squire’s Farm Market. 
Many suggested they elsewhere without 
providing specifics. 
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There are several markets within 25 miles of Norway: 
 

● Waterford – 9 miles (no mention) Monday 2-5 
● Harrison – 10 miles (2 mentions) Friday 1-5 
● Bridgton – 14 miles (3 mentions) Saturday 9-1 
● Casco – 14 miles (no mention) Thursday 11-4 (operating?) 
● Greenwood – 16 miles (no mention)    Alt. Friday 4-6 
● Bethel – 19 miles (1 mention)                 Saturday 9-12:30 
● Lewiston – 18 (1 mention) Sunday 10-1 

 
None of the markets listed is close enough to preclude Norway from having a more dynamic local 
Market.Currently, the Market is attracting about 1.3% of all Norway households. There is substantial 
room for growth if it is planned effectively.  
 
Question 14:   What advertising do you notice? 
 

Approximately 29 percent of survey respondents did not answer this question. This leaves us with data 
from 71 percent who provided a glimpse of how the Market may most effectively reach them with 
various promotional messages. 
 

Asked what advertising they notice, Facebook came out as number one (40 %) by a slight margin over 
sandwich boards (35%), the traditional newspaper tied for the third  spot with email/newsletter each 
with 19 percent, coming just ahead of posters and WIC/SNAP posters at 17 percent.  
 

The market’s personal 
website, TV and radio ads 
and a write-in for the 
banner/large sign were 
additional mentions. 

Traditional ads (with 
coupons) and social media 
promotions have proven 
to be very successful in 
other markets.  
 
A year ago Instagram was 
expected to reach 50 
million American users in 
2016, but it exceeded 100 
million active users. More 
than 60 million log in daily, 
making it second only to 
Facebook. This proves the 
potential power of using social media.  
 
Question 15:   What other products would you buy if they were sold in this market? 
 

With 2.14 mentions per respondent, customers are reinforcing that they want more products. Top on 
the list are cheese, meat or poultry at  42 percent. One-third of customers (33%) want to see exotic 
vegetables, 32 percent crave chocolate and prepared food was mentioned by 30 percent. Milk was 
also requested by one-in-six shoppers. 
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Question 16:   How many weeks have you shopped at this Market in the last year, including today? 

 
An  extremely high 28 percent of all shoppers 
are first-time visitors despite the somewhat 
hidden location.  
 
With virtually everyone responding, the 
survey found another quarter has only come 
2-5 times in the last year, and 31 percent have 
come 6-10 weeks.  
 
With 86 percent of shoppers coming less than 
half of all Market days, the Market has a 
weak, inconsistent customer base. 
 
A healthy market  usually has 30 percent or 
more of their customer base coming at least 
half the time. Only 10 shoppers (14%) visited 
the Norway Market more than 10 times per year.  
 
 
Question 17:   Rate your satisfaction with the following aspects of this Farmers’ Market? 
 

Virtually all customers completed almost all nine elements that we asked them to grade from 1(low) 
to 10 (high) as far as their satisfaction with each. The results are presented in their entirety here (see 
page 12), rather than simply showing the aggregate, for example, 9.37 out of a perfect 10 for vendor 
friendliness.  
 
Some readers might be inclined to dismiss the low score of a single individual, but read low scores as 
consumer feedback to ensure the Market’s continuation. Rated highest are vendor friendliness and a 
convenient location. The lowest ratings were given to the convenience of the day and hours, product 
diversity and prices.  
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   Customer Satisfaction Levels 

    
1 2 3 4 5 6 7 8 9 10 

Rating 
Average 

Response 
Count 

   Vendor friendliness 0 0 0 0 1 4 1 5 11 49 9.37 71 

   Convenient location 0 0 0 0 2 2 2 9 7 50 9.32 72 

   Quality/freshness 0 0 0 0 1 3 4 7 11 44 9.23 70 

   Layout of market 0 1 0 0 0 4 5 11 10 40 9.00 71 

   Ease of parking 0 1 0 1 2 3 6 9 8 42 8.89 72 

   Ease of payment 0 0 1 1 4 4 3 7 14 35 8.75 69 

   Convenient day & hours 0 0 0 1 5 11 6 15 7 26 8.17 71 

   Prices 1 1 1 2 2 7 7 15 15 20 8.03 71 

   Diversity of products 0 1 1 6 4 8 6 18 5 24 7.78 73 
                                         

 
 

Question 18:   Where do you buy your food during the summer months? Please note percentage of 
each. 
 

Supermarkets and mass retailers are tied as favorites in Norway when shoppers noted the percentage 
of summer food purchased in each outlet. However, notably, the supermarket is used by 10 times 
more people than use the mass retailer. The farmers’ market was close behind as a food fulfillment 
option but it only represented about a 27 percent share on average. 
 

Both percentage share and number are 
important to understanding the above 
figures since the share is calculated 
using only the number of respondents 
using that food outlet rather than all 65 
respondents to the question.  
 
From this data we can understand the 
relative strength of supermarkets in 
attracting even the farmers’ market 
customer base. If customers are fully 

discerning of their relative shopping habits in various outlets, the supermarket gets about $3 for 
every $1 spent in the farmers’ market, but this is only the case for the small 1.3 percent of Norway 
residents who use the farmers’ market. 
 
Question 19:   Your total household income? 

Data from 2015 determined the median household income in Oxford County was $40,695. Per capita 
income is $21,577 (2015) and about 9.6 percent of families were below the poverty line. This is  up 
from 8.3 percent in 2000. The estimated median household income in Norway in 2014 was $38,829 
compared to $48,804 for all of Maine. The percentage of Norway’s households is higher in every 
income category up to $40,000 than throughout Maine, and as income increases from there the 
percentage in each category is lower by a wider margin. 
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The county population dropped slightly in 2015 to 57,202. This makes it the the 7th most heavily 
populated of Maine’s 16 counties. The 2010 U.S. Census shows 57,833 people, 24,300 households, 
and 15,781 families residing in Oxford County. The population density was 27.8 inhabitants per square 
mile. The 36,055 housing units lead to an average density of 17.4 per square mile. The county racial 
makeup was 96.8 percent white, 0.6 percent Asian, 0.4 percent American Indian, 0.4 percent black, 
0.3 percent from other races, and 1.5 percent from two or more races. Latinos made up 1.1 percent of 
the population.  

The Thursday market has an extremely healthy mix of income levels. It serves a strong portion of 
lower-income area residents. About 41 percent of shoppers have household incomes below $35,000. 
Meanwhile, 44 percent have household incomes above $50,000 while fewer than 19 percent of 
Norway residents generally are in those higher brackets. Surprisingly, one-quarter of all shoppers 
(24.2%) top $100,000 income while only 3 percent of Norway residents reach that income level.  
 
While median household income is $38,829 
for Norway and $40,695 for Oxford County, 
for Market customers it is $44,750. This 
reflects the Market’s use by tourists and 
residents of surrounding areas since only 38 
percent of shoppers were Norway residents. 
We see that wealthier people feel 
comfortable at the Market, even as the 
majority of shoppers are in the 
lower-income brackets. Thus, vendors need 
to remain vigilant about pricing that can 
continue to attract people from the income 
brackets that are most heavily weighted 
among local and county residents. 
 
With a 90 percent response to this question, the income picture is fairly reliable. Six of the seven 
income categories up to $150,000 had more than 10 percent (10.6% to 18.2%) of all Market 
shoppers, and 9 percent of customers had income above $150,000.  To serve all of this community, it 
is important to focus on promoting the Maine Harvest Bucks program and the benefits it offers SNAP 
recipients.   
 

Question 20:   Your age? 

The Norway Farmers’ Market is a melting pot of all ages. While children were under-represented 
among actual respondents, we know that 27 percent of respondents had at least one child with them, 
which is consistent with 28.1 percent of county families including children under 18. On the other end, 
seniors aged 75+ were under-represented. 
 
All five age categories from 25-34 through 65-74 have at least 11 percent of the Market customer 
base. Nevertheless, those age 55-74 are twice as likely to attend the Market as those in younger age 
brackets.  
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Relative to the Oxford County population, each age group is well represented, with slightly fewer 
customers than expected among those age 45-54. The median age for Market shoppers was 54.5 
years. Given heavier attendance among older people, this is over a decade above the local median 
age. 
 

Question 21:  Please share your ideas for products or improvements in the market: 
 
A strong 48 percent of all survey respondents provided written comments, indicative of their desire to 
keep the market and help it to grow.  
 
There were only three people that gave heartfelt kudos for the Market as it exists now. The lack of 
products,selection and vendors was the strongest area of concern, noted by nearly two-thirds (63%) 
of all who responded to the question. 
 
Many requested fresh fish. Additional mentions were meat, eggs and honey. Produce desired included 
watermelon, carrots and onions, broccoli. Ginger root, soap, arts and crafts and beer were some of 
the other suggestions.  
 
Several want the market open more often or a change to Saturday.  Sunday was suggested as a better 
day for shopping due to local rentals beginning on Saturday. Others suggested combining with Old 
Squire’s Market, utilizing facebook better and offering suggestions for how to use some products and 
lowering prices. 
 
 
 

III. Vendor Survey 
 
Many vendors agree that it is time to merge the two markets, and there needs to be substantial 
growth in both supply and demand to make a new merged entity succeed. Joining these two small 
markets may still result in a small market that prevents adequate sales to satisfy all vendors. The new 
Market must be large, competitive and abundant in terms of product mix and volume.  People seem 
ready to create a vibrant, competitive and beautiful food market that can attract and retain 10 
percent of the populace. 
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Vendors are aware that prices are problematic for some customers. This is where it becomes vital to 
work with the MFFM to promote the Maine Harvest Bucks program.  
 
Vendors need to be ready to meet the potential increased demand. Growth is impossible if vendors 
bring only what is needed to sell out each week. They must have enough to draw interest from 
shoppers from the moment they open until the market closes.  
 
Regardless of when and where the vendors were contacted regarding the Norway market they 
expressed two consistent themes:   
 
    1. discouragement over the Market’s size, operational challenges and their individual sales, and  
    2. hope in the potential for an expanded Market. 
 
 

IV. Community Leaders and Vendor Perspectives 
 

More than forty community leaders were interviewed as part of this study. They include people of all 
age groups that were representatives of businesses and nonprofits as well as government officials. 
Some were Mainers with deep roots and others relatively new to the community. All shared a sincere 
goodwill for a healthy, vibrant market in Norway. Many have substantial experience in developing 
programs and in serving on local, state and national boards with small and large organizations. Several 
have experience with events demanding strong logistical coordination, typical of a destination market. 
Many have strong views on markets. 
 

Challenges 
 

There are a variety of issues that vendors and community leaders recognize as stumbling blocks to a 
potentially strong farmers’ market in Norway. There was not a sense that other area markets 
represented competition, so the issues are Norway-centric. Generally, as has often been found in 
similar past studies, there were multiple individuals who brought up the following concerns: 

 
Food only – Rural markets recognize the value in 
providing a mix of local vendors. Adding products like 
soap services like massage and chiropractic care 
broadens interest and introduces new people to the 
market. 
 
 

 
   

 
  Old School Creamery selling outside Bridgton FM 

 
“Change can be a positive thing for all people involved. There’s plenty to go around, if people 
put their own view aside. This market could be much greater if we joined with the other 
market in town.” 

-Dr. Frances White, Licensed clinical social work/therapist, Oxford 
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Management – A board or committee should set policy but allow the manager to run the market in a 
way that allows for expansion. A market grows best when both vendors and customers are added 
simultaneously in a new season or with special events. Managers need to be customer-focused and 
act as a two-way communication vehicle between vendor and customer interests. 

 
“Older folks have seen the life sucked out of our community. We have to figure out a way to 
sustain what’s left.  

-Dave Holt, Norway Town Manager 
 

Lack of local volume – If the Market is to meet the needs of even 10 percent of the local populace, 
immediately local producers may not have enough supply. Invite more distant farmers while 
encouraging local growers to expand their production. Farmers and other producers usually need a 
minimum of $500 to $1000 to justify attending a  farmers’ market.  

 
Awareness of Pricing Concerns – Farmers and leaders regularly expressed concerns about 
lower-income area consumers not being willing or able to pay high prices. It is important to address 
this issue by educating the public about the many benefits of local food and the range of available 
options. Programs like Maine Harvest Bucks also help to alleviate the burden for lower-income 
residents.  
 

“People think it’s too expensive. They forget the day it’s on. People don’t really support local. 
It’s quicker at the supermarket – no conversations.” 

-A farmers’ market vendor 
 
Parking – Sustainability depends on the volume of traffic, which requires sufficient parking. Farmers’ 
markets create a high demand for parking because of their shorter operating window each week. For 
instance, a 4-hour market with 1000 shopping groups averaging one-hour visits might expect peak 
demand exceeding 300 parking spaces.  

 
Day of the week – At times the Market has operated on Thursdays and Saturdays. No market day is 
perfect for everyone, but if customer traffic is low, re-starting the Market on a new day might be 
helpful in creating new energy. Saturday has the heaviest traffic. 
 

“The farmers’ market on a weekday caters to seniors.” 
-Andrea Burns, President, Norway Downtown 

 
Solutions 
 
There are many elements to a successful market. Here are the major considerations that must be 
factored into a vibrant Norway Farmers’ Market. 

 
“People often don’t see change as a positive thing. More than just food, the market needs 
access to artisans. We don’t have access to gifts – potters, jewelers, etc. and haircuts, 
massage, hot food, flat bread, pizza, sitting area, bistro tables, a meeting place.”  

-Brenda Melhus, Norway Brewing, Norway Downtown board 
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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 and a, festive atmosphere. Farmers should be encouraged to have CSA pick-ups at Market and 
to build wholesale accounts with many downtown businesses.  

 
“My vision is of real variety, food to eat, taste testing, food trucks, an event, music, weekly 
events, performers as a draw, coffee, kettlecorn, Thai food, smoothies, sitting, a hangout.” 

-Jayne Pearson, Sweet Roots farmhand & Alan Day youth leadership coordinator 
 

“I’d like a really vibrant market on a weekly basis. There’s a larger and more affluent 
population in the summer that gives us a 25% bump in traffic.” 

-Scott Berk, Owner, Café Nomad 
 

 
“I imagine a market that once again has livestock like the goats in the past, food vendors, 
kids in leadership, the art community, bluegrass and folksingers, Magic Wands, bike stuff, 
environmentally friendly activists and kids teaching other kids through demonstrations.”  

-Emma Daybranch, Alan Day Community Garden 
 

Variety – The Market must be creative in adding to its product mix, whether it is sauerkraut, soap or 
smoothies. As each new vendor of artisan bread, livestock or pizza brings their own customers and the 
impact benefits all vendors.  
 

   “European markets have bread, fish, meat, vegetables, live animals and stuff!  Oilcloth 
tablecloths, children’s clothes, antiques, flowers, olives. It would be better on a Saturday or 

Sunday.”  
-Ann Sheehan, Editor, The Advertiser Democrat   
 

“When someone is on the side of the road here, people stop to help because every Mainer 
knows that sometime they’re going to need help. It’s easy to be a farmers’ market purist 
when you live in the big city, but people in small towns know they are dependent on each 
other. We need to include everyone in our community’s market, including crafters, antiques 
and partnerships. Creating jobs and sustaining rural life have to be part of the market 
mission.” 

-Eric Gothberg, Norway resident and Airbnb host 
   

Competition – With more volume the vendors can compete with supermarkets and mass retailers. 
The credit card/EBT processing equipment must be ready for the entire season to facilitate sales to all 
income levels. Instead of 1.3 percent of Norway households, the Market can capture 10 percent with 
abundant variety. 

 
“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 
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“If our goal is to reduce food insecurity in Oxford County, we 
need to promote farmers’ markets with the low-income 
community.” 

-Maissey Griffith, Americorps/VISTA volunteer 
 
 
 

 
“Price point came out as the #1 thing when we did the charette for Fare Share. A lot of 
people can’t afford the farmers’ market. A big factor for success is the price.” 

-Albert Judd, Ordway Grove Farm, Norway 
 
“Organic is much more competitive at Hannaford. They have everything. It’s where I do the 
bulk of my shopping.” 

-Steve Farber, Norway Farmers’ Market volunteer 
 
“I’ve sold at markets with 3, 4 or 5 bakers, and we did well. A much larger market is possible, 
and that’s what it takes. Norway had a 35-mile radius. As manager I changed ‘local’ to mean 
Maine.” 

-Jeanette Baldridge, Lolliepapa Farm, West Paris 
 
“There is a perception that food costs more, but it’s the real price of food.” 

-Ken Morse, Founder, Healthy Oxford Hills 
 

Partnerships – Cultivate relationships with downtown and area-wide businesses, nonprofits, schools, 
hospitals and government. Stoneheart Farm feeds spent grain from Norway Brewing to its lambs. 
Norway Brewing buys most of its food from local farms, including at the Market, and promotes it on 
Facebook. Area restaurants and schools should be sourcing the best foods at the Market and using it 
as a food hub. The community and the governing board should regularly brainstorm the possibilities.  

 
“My feeling is if they want to have a town event, you open it to every group. We would very 
much like to collaborate with other organizations in town.” 

-Rev. Fayre Stephenson, Pastor, First Universalist Church of Norway 
 
“The split with Squire’s is hurting any effort to make a good market. We have to get people 
to see past the petty differences. Some farmers aren’t even taking part because they don’t 
know which market to support. We need to restructure it. The first step is to get Main Street 
owners involved.” 

-Charles Magne Melhus, Co-founder/Brewer, Norway Brewing Co. 
 
“The USDA Summer Meals Program could plan farmer input for cobb salad, and become 
more sustainable by connecting to nonprofits like CEBE to grow outreach. We could triple 
farmer sales with expansion of the program to food insecure kids.” 

-Maissey Griffith, Americorps/VISTA volunteer 
 
Leadership – Build a governing board that has a regular rotation of leadership so that everyone 
understands policies and procedures. An enlarged board ensures that all perspectives are brought to 
the table. Hire a professional manager, and trust them to make decisions for the good of the Market. 
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Expect to pay them fairly, which means that pay should be aligned with sales. This means that vendors 
should pay according to the benefit they derive from the Market. 

 
“We’re all so busy producing what we need to bring to Market that we need a manager who 
is not a farmer, someone to go the extra mile, get musicians every week and do publicity.” 

-Jeanette Baldrige, Lolliepapa Farm, West Paris 
 
“Old Squire’s has a rotating board to avoid over-ownership. We need a complete free-market 
orientation. I care about what the customer wants. As farmers, we would do well to step 
back at times and get distance and perspective on healthy competition and governance.” 

-Sawyer Coleman, Wildfire Fellowship Farm, Bucksfield 
 
“There’s some people passionate  about making Norway a destination. That’s what you 
need.” 

-Roger Smedberg, Jr., Smedberg’s Crystal Spring Farm, Oxford 
 
“Leadership is crucial for the new head of the Farmers’ Market. You need knowledge and 
vendor respect.” 

-Andrea Burns, President, Norway Downtown 
 
“The farmers’ market is a key piece in a larger robust local food system.” 

-Zizi Vlaun, Center for an Ecology-Based Economy, Norway 
 
 
Publicity plan – The Market needs to build its brand identity with customers and coordinate with 
other major events including the Norway Arts Festival (July), Foothills Food Festival (Aug.), Common 
Ground Country Fair (Sept.), Maine Lakes Brewfest (Sept.), Christmas Parade (Dec.), Ice Fishing Derby 
(Feb.), Snowshoe Festival (Feb.) . Join the Chamber of Commerce and network with other local 
businesses for additional publicity. Advertise at RV parks and campgrounds and provide posters listing 
business sponsors in a 20-mile radius. 
 

“Our customer base includes summer folk on the lake, business owners and employees on 
Main Street, the hospital (staff and patients), local folks and travelers we’ve never seen 
before. We take their name on every order. Fifty percent of our credit card users and 46 
percent of Square users are new customers. Handling them and regulars efficiently is 
critical.” 

-Alissa Leonard, Manager, Café Nomad 
 
“Our farm knows who our customer is. We are building our story, 
our brand image. The Norway market needs a brand that says 
quality, value, trust…and a tagline that works. Hannaford is based 
in The Netherlands. We need to shift people’s spending back to 
local…‘where your money counts double – you keep our local 
farmers alive and their better quality keeps you alive.’ We can 
creatively reinforce good habits with ‘Keep it local – where quality 
counts’ or ‘Don’t send your money to Wall St., spend your money 
on Main St.’”  

-Sawyer Coleman, Wildfire Fellowship Farm, Bucksfield 
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“I’m buying more because of quality, but price is the overriding issue for most people.” 
-Steve Farber, Norway Farmers’ Market volunteer 

 
“It’s all organic. People need to eat. They make a good effort to educate with SNAP-ED – 
they need to stretch that. The bottom line is:  it still costs too much.” 

-Supportive shopper 
 

Balance vendor-customer growth – It is best to add vendors and customers simultaneously to expand 
the Market to a new level. These growth spurts should be timed with new seasons and/or special 
events. The 2017 opening of the expanded farmers’ market should take place in mid-July, when the 
prime season is underway and prices are good for consumers.  
 

“You’ve got to have product to sell it. After Labor Day, volume will drop off by about half. ” 
-Roger Smedberg, Jr., Smedberg’s Crystal Spring Farm, Oxford 

 
“It’s a Catch-22 situation. You need a lot of vendors or you won’t get customers. We can 
have a good Market in Norway. We’ve had so many customers that they were lined up all 
day.”    -Jeanette Baldridge, Lolliepapa Farm, West Paris 
  
“It’s been a struggle to get the thing going year after year. To us the thing that makes 
something sustainable is if it’s profitable. Lamb is easy to sell. My biggest concern is to not 
overpromise and underdeliver.” 

-John Simmons, Stoneheart Farm, South Paris 
 

Food court – Create a mix of food and drink options. Allow a combination of restaurants and food 
trucks to give customers a choice of traditional and ethnic foods. Various breweries could participate 
on a daily or alternating basis, or attend a major festival. The best place for a legal alcohol court might 
be the Town Square. Invite locals businesses for rotating weeks of exposure. Rotating businesses of all 
types expand critical word-of-mouth thru various social media like Facebook, Twitter and Instagram. 

 
 

 
 
 
 
 
 
 

 
  
 
 

A Music Stage provides the backdrop for prepared food, a draw at the Foothills Food FestivaA 
 
 
“If I was allowed to sell my beer every week at a large market, I’d be there.  Ultimately, I’d 
get my own caterer’s license. I certainly wouldn’t mind Pennesseewassee being involved as 
well.” 

-Charles Magne Melhus, Co-founder/Brewer, Norway Brewing Co. 
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“We need paella or risotto, espresso with samples, fresh eggs, artisan bread/baked 
goods/pastries, chocolates, sausages, more farmers & more crafts, amplified music and kids’ 
activities.” 

-Cindy and friends over lunch at Café Nomad 
 

“I absolutely support the cause. There has to be an entertainment element to be successful. 
That’s what the community lacks.” 

-Rob Federico, Police Chief, Norway 
 

Artists’ collaboration – The Norway Arts Festival has 
demonstrated the skills necessary to build attendance to 2,000 
people through its Main Street closure. Artists can be invited by 
Norway Downtown and Western Maine Art Group to participate 
on the sidewalk on either side of Main directly in front of their 
Main Street Gallery at 426 Main, with Gallery 448 and others. 
They would help with the artist review process and stall 
allocation on an alternating schedule of artists to make the 
Market always change its look. Art helps to enrich the fuller community. 
 

“There are more artisans in this community than there are farmers. If it’s just farmers, it will 
never work.” 

-Albert Judd, Ordway Grove Farm, Norway 
 
Fare Share involvement – The Market should explore their cooperative relationship with the food 
co-op since they might provide some ready-to-eat foods for shoppers. 

 
 
 
 
 
 
 
 
 
 
 
“There should be more of a connection between the Farmers’ Market and the Co-op. It needs 
to be physical – in the back lot or on Main Street so people can buy goat cheese from the 
producer, then buy crackers inside…the Farmers’ Market is small, non-visible…yes, we would 
consider being part of the Farmers’ Market.”  

-Emmy Andersson, General Manager, Fare Share Co-op, Norway 
 

Youth entrepreneurs – Having kids be involved trains the next generation of vendors and gets parents 
and friends to support the Market. A business development program could be set up by the Market 
and Oxford 4-H. The Oxford Hills School District could use its existing technical programs – culinary 
arts, graphic design, fashion design, marketing – to support the Norway Farmers’ Market in many 
ways. 
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“We are at a tipping point in this community. The farmers’ markets are uniting. This is a 
moment of huge potential with young people getting involved.”  

 -Rocky Crockett, Alan Day Community Garden, Norway 
 

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 weekly $2 token, 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. POP Club could be added to the 
Norway Market just as in nearby Portland. Organizing help could 
come from the Oxford County Soil and Water Conservation 
District, Lions Club, Norway Bank, Oxford Federal Credit Union, 
Oxford Hills School District, Western Maine Health and/or other 
interests.  

 
 

Healthy food access – There might be a strong campaign coordinated by Stephens Memorial Hospital 
and Healthy Oxford Hills to reach all citizens whose health is compromised by poor food choices. This 
is not limited to low-income residents. Perhaps a team could designate “heart healthy” vendors with 
signs on display to reinforce the healthiest food choices in all categories. Promoting The Maine 
Harvest Bucks program will help to resident’s address the concerns of eating healthy on a tight 
budget.  
 
Memorable experiences – The Market should be doing everything possible to create memorable 
experiences for consumers. Hopefully, the Oxford County Wellness Collaborative could head up a 
program with local churches to provide recreation and activities to inspire kids and adults alike. The 
Market might give people a hands-on experience in clay creation or pumpkin carving. 
 
 
 
 
 
 
 
 
 
 
 
 
High visibility location – The least expensive advertising is perfect visibility on the highest traffic count 
street in the community. Main Street has approximately 9,000 cars per day, and probably 11,000 - 
12,000 on a summer day. By slowing down the traffic, every business in town wins. Capture drive-bys 
by putting as much vendor activity as possible on Main Street. While some people support a return to 
the Grange or the Cottage Street parking lot, the key is visibility which serves as a reminder to 
customers.  Cottage Street is farther from the active town center, the town square and Fare Share.. 
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Closing Main Street weekly would be expensive, but lining Main Street on either side could be a close 
second as an alternative. Vendors could parallel park in existing parking spaces, selling their goods to 
the sidewalk, or preferably they park off-site, allowing customers to use street parking, and they sell 
facing Main Street. Farmers might be on the west end of the south side of Main, and the east end of 
the north side of Main, being the first vendors that traffic sees coming from either direction. 
Value-added producers and artisans could fill in other spaces. Businesses might also bring displays out 
onto the sidewalk. Prepared food vendors might fill the Town Square and a variety of vendors could 
fill the first sixty feet of Deering Street to create more immediate colorful attractions for passing 
motorists. Bank ATM visitors would still be able to exit Deering going north. Two existing traffic lights 
at Old Squire and Cottage can slow cars. The City’s additional light could be installed at Ari’s 
Pizza/Café Nomad since eastbound traffic is faster. 

 

“Exposure helps us with a good location. If our farmstand were off the road, we wouldn’t be in 
business…With your site on Main Street, I would entertain the thought.” 

-Roger Smedberg, Jr., Smedberg’s Crystal Spring Farm, Oxford 
 

“Yes, we can close off a street for the market. The town is open to all alternatives. The Farmers’ 
Market creates life in an area challenged by obsolescence. The Market is a life contributor. What 
you want to do fits with our vision of what we want for downtown.”  

-Dave Holt, Norway Town Manager 
 

“If  you use Main Street, don’t go so far east. Start at the bridge – Pikes Hill down to Cottage.” 
-Albert Judd, Ordway Grove Farm, Norway 

 
“It’s too narrow to put the Market west of Pike Hill. There is insufficient space for vendors and 
customers compared to east on Main Street.” 

-Rob Federico, Police Chief, Norway 
 
“I think a much enlarged vision for Norway is possible. My major concern would be not to string it 
out. Keep vendors tight together to maintain an intimate feeling in the Market.” 

-Chris Abbruzzese, Fireworks Pizza, Turner 
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Parking and signage – A Market is only as good as its parking. Poor parking is a critical element that 
limits the growth of many markets. The Market also needs to capture customers’ attention with signs 
at the Route 26 turnoff (if permitted by state and local ordinances), especially Aubuchon Hardware 
northbound, and at other key highway intersections. A double-sided banner needs to be erected 
above Main Street (or one at either end of Market) for the entire season with day and hours, and 
season start and end dates, if that were permitted by the town. The existing Market sign at the Town 
Square is only effective with pedestrians. Signs within the Market should direct people to other 
features, such as an information booth, ATM, and music.  

 
“The Farmers’ Market needs a permanent sign, 24/7.”  

-Alissa Leonard, Manager, Café Nomad, Norway 
 

“Parking is a big issue. Even going to Walmart people want to park close. Sometimes even I wish I 
had more parking.” -Roger Smedberg, Jr., Smedberg’s Crystal  Spring Farm, Oxford 
 
“Market complaints are highest among small-town markets. The most common complaint, by far, is 
insufficient parking. The fact that small-town markets are younger and less well established in a 
particular location may explain parking problems not being resolved.”  

-Farmers’ Markets and Rural Development Project, as quoted in The New Farmers’ 
Market by Vance Corum, Marcie Rosenzweig and Eric Gibson, 2016 

 
“The Norway Market needs a big sign.”        -Mryna Haynes, Clay Hill Farm, Peru  

 
Vendor business classes – All vendors need to be well trained as 
business owners and understand the concepts essential for market 
success. Even as any market may do advertising and promotion, every 
vendor is responsible for their own business, which means many things: 
quality control, customer service, reinforcing support for local buying, 
and food safety. Advertising through social media, samples of new 
products and collaborating are other ways they help the market and 
themselves.     

 
“The Co-op has grown from 300 to 540 families in just one year under Emmy’s leadership and skill in 
merchandising. That’s what the Farmers’ Market needs.” 

-Ken Morse, Founder, Healthy Oxford Hills 
 
“We farmers do a bad job of telling customers how much of an impact their purchases make. Our 
farm, we try to be a different operation in tune with our customers.” 

- Sawyer Coleman, Wildfire Fellowship Farm, Bucksfield 
 
“Every vendor should have the skills necessary to succeed. We need to create a business training 
program that gives vendors the tools. We can do it.” 

-Zakk Mayer, Community Concepts Finance Corp. 
 

“New to 2016: Egg share option from our hens, a new pick-up at the Norway Farmers’ Market and a 
meat share from our friends at Black Mountain Farm featuring Patch Farm pork!” 

-Patch Farm website  
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Old Squire’s collaboration – On August 11, 2016 there were six vendors at the Norway Farmers’ 
Market and five vendors inside Old Squire’s market building along with others’ products in the 
refrigerated cases. The practical answer is to join the two markets. Conversations over recent months 
have been leading in that direction. 

 
“The two markets need to be combined. Then we need to do advertising. The Market needs 
signs on Hwy. 26 and every so often.” 

-Stan Haynes, Clay Hill Farm, Peru 
 
“It’s a territorial issue that costs energy and strain.” 

-Dr. Frances White, clinical social worker/therapist 
 
“Solidarity is important. We should combine the farmers’ markets in town. We need more 
diversity.” 

-Jane Engelman, Sweet Roots Farm, Lovell  
 

“The two farmers’ markets must merge. Customers are nervous about choosing. People feel 
like they have to buy from everyone; it’s too intimate for many people. Maybe we need a 
new identity as Norway Saturday Market or Norway Sunday Bazaar.” 

-Sarah Carter, SNAP-Ed, Healthy Oxford Hills 
 
Downtown synergy – Market vendors appreciate how synergistically Market activity is linked to 
overall downtown business health. Link individual Market vendors and local businesses in a 1:1 
relationship where each distributes coupons and provides recommendations for the other. 

 
“Get it out of the green. Better signage. Work with businesses to place flyers up or table 
cards about market. Better hours/day.” 

-A Norway Farmers’ Market vendor 
 

“We gave discounts or coupons to market customers.” 
-Kim Hamlin, Fiber & Vine, Norway 

 
 

Day and hours – Weekdays are difficult for working people. Sunday is good with church-goers but 
many see it more as a relaxation day. Saturday is best for the greatest number of people, and traffic is 
stronger for more hours, as long as the Market is strong enough to attract a good core of vendors. 
Community leaders and vendors regularly commented about the benefit of a Saturday Market for this 
community, answering customer dislike of the current day and hours.  
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“Saturday gets a longer steady flow of customers than Sunday.” 

-Roger Smedberg, Jr., Smedberg’s Crystal Spring Farm, Oxford 
 

“My store will be open seven days a week. I’d like Sunday, but I’ll be there at the farmers’ 
market if it’s Saturday.” 

-Albert Judd, Ordway Grove Farm, Norway 
 

“Saturday would be great, 10-2 or 10-4. Use Instagram so people know what’s there. Let’s do 
‘I knit Main Street’ and get knitters all along the street.” 

-Kim Hamlin, Fiber & Vine, Norway 
 
Faith helps – The faith community is involved in food issues. Churches 
surround the proposed Main Street location and might offer parking, 
volunteers and publicity.  
 
“After our town burned down in 1894, the town met at our church to 
plan the rebuilding of Main Street. We would be happy to host a 
community meeting to plan the rebuilding of the Market.” 

-Rev. Fayre Stephenson, Pastor, First Universalist Church of Norway 
 
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. Vendors should provide sales data 
weekly so managers can meet customer demand with the help of other vendors when a vendor 
cannot be present. 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 data, 
they don’t know the value of advertising and promotion efforts, and can waste their stall and 
membership fees.  
  
Norway might well consider a sustainable and fair fee system where vendors pay according to the 
benefit they derive from the Market. It might be $15 per Market day (as visiting vendors pay now), or 
6 percent of sales, whichever is greater. If vendors sell $500,000 of goods, there would be at least 
$30,000 to cover all operational costs. A successful market is planned and usually sustains itself. 

 
 

“Leadership, logistics that work and price point. If we can overcome these three things, we’ll be 
successful.” 

-Albert Judd, Ordway Grove Farm, Norway  
 

Community involvement – Involve every player that is part of the community and wants to help. 
Virtually every nonprofit in the community should have a booth at the Market periodically during the 
season, as long as the nonprofit spreads word to their membership base.  

 
The first step to full community ownership is a community-wide meeting where organizers gather 
vendors, potential vendors, consumers, organizations and every individual or party interested in 
creating an abundant community marketplace.  
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            Young people build a globe at the Foothills Food Festival. 
 

“My interest is in line with CEBE’s interest in promoting sustainability and self-reliance. It 
takes some big-picture thinking to build community and promote this lifestyle.” 

-Charles Magne Melhus, Co-founder/Brewer, Norway Brewing Co. 
 

“People in New England hate change, but change is happening all around us. We could get 
all the local towns behind a Kickstarter campaign to create this new destination market for a 
large area. We have enough people here.” 

-Sawyer Coleman, Wildfire Fellowship Farm, Bucksfield 
 

“If the right people get together from all throughout the larger community, we can make this 
Market happen.” 

-Mia Purcell, Economic Development Officer, Oxford County, Bethel 
 
Special events – Use regular events to encourage Market growth and add new vendors 
simultaneously. Plan major monthly events highlighting products the vendors have in abundance at 
that time.  
 

Norway has demonstrated its capacity with the Foothills Food 
Festival on August 13, 2016 that celebrated with farmers, 
prepared food, a brew tent, musicians and contests. The goal is to 
get people involved in good-natured fun and celebrate our 
expanding food culture. Create an events team to plan an 
organize the festivities.  
 
 

 
“The market has to turn into an event.”  

-Carl Costanzi, Let’s Go! Oxford Coordinator, Healthy Oxford Hills 
 

“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 
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“Ten years ago there was soap, felted items, crafts music – it was more like an event.” 

-Sarah Carter, SNAP-Ed, Healthy Oxford Hills 
 

“If we had a big opening, that will work. You need to make the Market a destination.” 
-Jeanette Baldrige, Lolliepapa Farm, West Paris 

 
Build sponsors – There are always businesses and organizations that want to gain more visibility and 
will appreciate market 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.  
 
Set 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 from which local 
restaurants source their product (Norway Brewing is already doing so.) 
 
Competition is fierce. The Farmers’ Market needs to plan its future – and continue to reassess 
regularly – or its future will be determined by others. A good manager is constantly gaining customers’ 
views. Regular research can be a crucial part of getting a wider view of the customer experience.  
 
The Market might kick off its expansion the first year with a mid-July opening when the richness of the 
summer season’s color is fully on display, and summer visitors are present. It’s not worth opening 
early to gain an extra few weeks of $1,300 sales. The following year, the Market could start with a soft 
opening and do a major event with the start of the summer tourist crowd. In going to a whole new 
level of economic activity, the Market needs to assure that many crops are ready to sell in volume so 
that you can reach a $25,000 per week sales goal. 
 

“Our farm tries to be a different operation in tune with our customers. We noticed this year 
that people don’t have as much money, so we are dropping the size and price of our share 
dramatically, and they can get 10% off on additional product.” 

-Sawyer Coleman, Wildfire Fellowship Farm, Bucksfield 
 
“If Old Town can have a good market, absolutely Norway can do it. We need to have the 
director of that market come talk about demographics and farmers selling $2,000. It’s not 
pie in the sky. The logic in this vision is valid. I cut my teeth at Wilson Farms with 2,000 
customers on a Saturday, and the average sale is $50. People have to eat three meals a day. 
If we can do $1,000 a day, we will be happy to be part of the market.” 

-Dan Cousins, Pietree Orchard, Sweden 
 

               “It’s a real big stretch, but we should do it.” 
-John Simmons, Stoneheart Farm, South Paris 

 

 
V. Analyzing Abundance – Volume, Attendance, Parking, Signage 
 
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 – 
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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. 
 
In a 2012 Gallup poll Americans reported spending 
$151 on food per week on average. But there are 
differences: 

● 10 percent  spend $300+/week 
● 8 percent spend less than $50/week 
● Young adults spend $173/week 
● Households with income of $75,000+ spend 

$180/week 
● HH incomes $30-75K spend $144/week 
● HH incomes below $30K spend $127/week  
● 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 were spending an average of $4,015 
on food at home and $3,008 on food away from home. With 5,000 residents in Norway and 2.2 
people per average household, there are about 2,272 households. Given spending patterns for food at 
home, Norway households can be projected to spend about $9 million on food purchases for home 
consumption. 
 
For the farmers’ market to capture 10 percent of those food expenditures, there needs to be a large 
number of food producers capable of selling $900,000 of food each year, or $450,000 during the 
market season of May to October, to meet just 10 percent of Norway residents’ at-home food needs. 
With area visitors and summer residents, that number could increase to $600,000.  
 
Another way to understand $450,000 of volume is 25 weeks of $18,000 sales each week. Given lower 
shoulder seasons, let’s assume a need for $25,000 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 $17 
now. 
 
One way to meet this demand is to have 25 vendors supplying $1,000 each week, or 50 vendors ready 
to sell $500 each, or some comparable combination. Given the relative strengths of different farms 
and other businesses, the $25,000 weekly goal will be met through a combination of smaller and 
larger farms/vendors that sell from $200 to $4,000 every Market day. The Market should discuss 
financial goals with each vendor, and track sales to ensure that they are satisfied and reaching their 
potential. Of course, those totals will 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.  
 
In reality, we can’t expect 10 percent of Norway residents to buy all of their at-home foods at the 
Market for six months. Reaching 10 percent by including the local communities of Paris, West Paris 
and Oxford  would equal 650 shopping groups. Such a goal is very reachable for a healthy Market with 
many attractions. 
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We would expect another 20 percent of the total customer base to come (as currently) from 
additional surrounding towns that total well over 16,000 residents. The Market should attract 200 
each week who might gladly come to a major area attraction and spread the word about it. The 
statistics also provide considerable confidence that summer residents or vacationers will add 15 
percent or more to that number as long as the Market reaches them through signage and advertising. 
 
In a stronger Market like this, we cautiously estimate $25 per customer per week. To sell the $25,000 
in volume, we have just defined how we might attract 1,000 shopping groups in the height of the 
summer. Assuming a minimum of 1.3 people per shopping party or 2.0 on a weekend, this might 
mean 1,300-2,000 people per Market day. If 90 percent of the 1,000 shopping groups come by car, 
spend an hour at Market on average, and the Market is four hours long, it will need at least 300 
convenient parking spaces. 
 
The Market won’t have 1,000 shoppers in four hours without 300+ spaces to handle the busiest part 
of the Market day. With a Market on Main from Pike Hill to Deering, a quick review of parking within 
two blocks reveals potential parking counts (map below): 
 

● Whitman Street (Ari’s)   20 
● Deering Street (Town Square)    20 
● Cottage Street (Key Bank)   20 
● Cottage St. Town lot   15 
● Main St, Cottage to Danforth   14 
● Danforth lot   36 
● Danforth Street   15 
● Danforth – west side lot   20 
● Danforth – east side lot   27 
● Main St, Danforth to Lynn   30 
● Lynn Street   15 
● Lynn – west side lot   54 
● William Medd Health Center lot 130 
● Pennesseewassee Dam lot   20 

Total 436  
 
Additional parking is available outside of the immediate Market area. The key is to have substantial 
parking within two blocks of the Market.  A parking team could review these figures, verify the 
number of available spaces, request support from the health center and prepare to handle parking. 
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Volunteers with signs could direct vehicles to the closest parking available, or ask the Town Council to 
provide police.  
 

Traffic Count, Main at Deering, Norway, ME - September 23-29, 2016 
    8:00 9:00 10:00 11:00 12:00 13:00 14:00 15:00 16:00 17:00 18:00 Top4 24-2way 

F 9/23 686 604 556 589 593 622 642 620 674 612 500 2558 9578 
S 9/24 564 722 708 678 662 702 572 590 550 520 488 2770 8772 
S 9/25 532 552 634 612 566 528 536 528 496 496 372 2364 7324 
M 9/26 612 602 590 630 592 652 660 670 638 528 396 2620 9130 
T 9/27 656 600 628 626 622 596 650 602 710 604 442 2558 9322 
W 9/28 630 608 572 638 672 646 628 690 698 614 406 2662 9316 
T 9/29 718 632 582 616 620 650 658 680 708 640 446 2686 9608 
  Total 4398 4320 4270 4389 4327 4396 4346 4380 4474 4014 3050   63050 

 
The value of advertising  over Main Street is accentuated by the knowledge that a banner would get 
63,000 views per week, and an estimated 80,000 views per week in summer. These repeated views 
will lead to greater traffic on Market day. Various leaders suggested a 25-30 percent increase in 
summer traffic, so regular reminders should push up the traffic count of 4,500 cars on a Saturday from 
9 a.m. – 2 p.m. The Market must capture about 20 percent of traffic (another 2% will walk or bike), or 
it needs to capture 10 percent of cars passing through and generate an additional 10 percent through 
signage, word-of-mouth and other advertising and promotion. 
 
Local organizers looking at the Transportation 
Count Book will discern what locations are most 
viable for creative sign display. With good 
connections to property owners, several seasonal 
or permanent signs (if permissible) should be 
possible up to five or even 10 miles from the 
Market. Additional sandwich board signs might be 
placed at key locations approaching the Market by 
vendors and the management team alike. The 
Market vendors could fill up both sides of Main 
Street from Whitman to Deering, and use a portion of Deering Street between the Town Square and 
Key Bank to have more attraction power with vehicles driving by. 
 
Outreach Team 
 
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 vendors and the desired consumer numbers. 
General goals should be established so that each sub-team (Farmers, Value-Added, Hot Food, 
Artisans, Music) can works to get new vendors committed. 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. 
 
Fundraising Team 
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While the Market budget should be solidly balanced on the income and expenses related to ongoing 
Market operations, the fundraising team could take on the job of raising money to assist in a Market 
expansion to a level where fees cover expenses.  

A fundraising team could prepare to do outreach via many different avenues. The team should 
develop a package of sponsor and supporter options and contact local organizations, businesses and 
individuals that may like to become a part of the effort.  

Special Events 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. 
 
Publicity Team 
 
A Publicity Team might include vendors , board members or anyone in the community with the ability 
to get messages out to the public. All vendors should be involved in the social media campaign and 
marketing professionals should help to craft messages for radio and printed materials. 
 
 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 Norway 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 Norway 
Farmers' Market every Saturday from 10-2 and encourage your neighbors to do the 
same.” 

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

Second-home owners could be reached through a postcard mailing to their primary address based on 
county records. Many county residents could be reached at the Oxford County Fair in mid-September, 
Cumberland County Fair in late September and the Fryeburg Fair with its 300,000 people in early 
October.   
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The frequency of market visits is correlated with increased purchasing habits. Therefore, a Norway 
Farmers’ Market Frequent Shopper Card is recommended. Provide incentives like gifts or discounts 
after the customer reaches a certain purchase level. 

 
 

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 not left unfulfilled.  
 

When an event is planned, the Event Team should estimate the impact on buying power from 
customers and management should contact vendors  to relay the projected percentage increase in 
customers. 
 
Producers often want visibility in communities outside their own, and coming to Norway can be made 
into a desirable drive even 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.  
 
Before contacting vendors, one should be familiar with their product line, know how far they will be 
traveling, and be ready to outline all the benefits.  
 
 

VII. Key Recommendations 
 
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, as long as others are welcomed and freely shared ideas are considered appropriately.  
 
Committee Structure – The true work is done at the committee level. Possible standing committees 
might be Policy and Governance, Outreach, Promotion, Advertising, Special Events, Fundraising, 
Finance and Education. Ad hoc committees can be established by the board president for short-term 
specific goals. 
 

Reserve/Building Fund – Consider dedicating a part of fees to a reserve fund, which may ultimately be 
used for covering unexpected costs, or constructing a market structure. Taking control of your future 
and building a solid foundation ensures future farmers have a secure place to sell. This respects the 
dedicated history of commitment by so many people serving the Market these last 40 years. 
 

Advertising/Promotion Fund – Establish a fund to pay for all advertising and promotional activities. 
Have an Advertising/Promotion Team (or two separate teams) write a plan that fits the budget. The 
Market should make sure it has the funds to build a good growth curve. 
 

Membership and Space Fees – Consider reducing the membership fee to $20 to cover basic annual 
membership costs. A higher fee discourages smaller vendors. Allow people to join, and a basic fee will 
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ensure that they give the Market a fair period of time to see if their product is well received. The 
membership fee could even be waived for first-time vendors. 
 
Consider a daily space fee that aligns with sales volume. Members pay $10 minimum daily, or 5 
percent of sales, whichever is greater – a minimum ensures that people are serious about making 
their day worthwhile. Anyone selling less than $200/day would pay the minimum, and anyone selling 
more would pay 5 percent of their sales. Non-members pay $15 minimum daily, or 6 percent of sales, 
whichever is greater. That would allow a fair cost for short-season producers, and create an incentive 
to join. 
 
Payment would be made daily at the end of Market. 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 Saturday for their next payment to be submitted. 
Countless markets handle fees this way. The Market manager would be the only person to know 
people’s sales and would keep them private, just as a wholesaler or any other buyer does. There 
should be openness and fairness in the fee discussion 
 
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 for all. 
3. Small vendors should be encouraged to participate since they provide diversity of product, 

price and personality..  
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. 
 
Paid Part-time Manager – The Market is operating at a scale where volunteers are essential to its 
continuation. If the Market implements this growth plan, 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. A position could potentially be 
filled through Americorps. 

Conclusion 

This study found strong community desire for a larger, more vibrant marketplace that captures a 
larger food market share and the production capability. There is already new farmer interest in the 
Norway Farmers’ Market. By following the suggested changes, the Market can readily expand sales to 
serve more local producers and more customers. In the process it will attract people that bring more 
revenue to other local businesses. Building partnerships will be key to the expansion of the Market, 
including potential sales to restaurants, stores, schools, hospitals and more. 

The Norway Farmers’ Market has served local farmers, residents and tourists for 40 years. This report 
reflects the hopes of vendors, consumers and community for the Market to fulfill its mission of serving 
an ever more diverse base. The potential is there, producers are eager and consumers want a more 
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fulfilling food experience. As the Maine Food Strategy Consumer Survey Report showed, Mainers 
understand the importance of circulating money in the local economy. 

Norway residents are eager to see the melding and enlargement of the two markets in town as the 
center of much community development and pride. It is hoped that this study reinforces the depth of 
the many local resources available and a clearer path to make this vision a reality, creating a more 
sustainable Norway Farmers’ Market well into the future. 

Additional Information 
 
“Building Support for Community-Based Foods in the Lakes Region of Maine.” -a local 2016 study 
ultimately reinforces several concepts inherent in our Norway study:  
 
1) A coordinated multi-element plan is essential for the Norway Farmers’ Market expansion;  

2) Farms under 50 acres are most likely, but larger farms also will be curious with a clear vision; 

3) Limited local farmers requires acceptance of outside producers to meet the expansion goals; 

4) If 100 second-home families spend half their food money at the Market, that equals 28 percent of 
sales goal; 

5) Build the full mix of products considering consumer spending priorities: meat, poultry, fish, eggs; 
fruits & vegetables; cereals and bakery; dairy products; and “other” including sweets, fats, oils; 
 
6) Coordinate Market expansion with wholesale marketing efforts such as those being coordinated by 
Carl Costanzi with Oxford Public Schools and Western Maine Health; 
 
7) The Market expansion has the potential to significantly increase the current $4.3 million in 
farm-direct sales annually; and 
 
8) The Farmers’ Market needs an active campaign to ensure farmers and others educate consumers 
about important local foods through conversation, signage, and prepared samples. 

 

Market Customer Survey Summary 

The customer counts and intercepts of 73 shoppers were done On August 11, 2016 by a team 
including CEBE co-director Zizi Vlaun, Bowdoin College student Zachary Hebert and volunteer Meghan 
Blaney. Many thanks go out to them for their hard work. Vance Corum led the team, completed all the 
data input and wrote the analysis. 
 
As with any survey of this nature, care must be taken in reflecting on data and making 
recommendations that are based on intercepts on a single Market day. However, with a  91 percent 
capture rate, we are confident of the perspective gained from the shoppers. We encourage the 
Market to continue conducting consumer research in various ways throughout the future. 
 

35 
Norway Farmers’ Market Sustainability Plan           March 2017          Farmers’ Markets America  



An estimated 120 adults in 80 shopping groups (1.5 adults per party) came to the Market. Nearly half 
of all shopping groups had two or more adults in them. 
 
One-in-four shopping groups had children. Vendors and management need to help build healthy 
habits among these future customers. 

 
The Market serves a fairly large geographical area. Thirty-eight percent are from Norway itself but 
some travel as far as 40 miles. The Market should be capturing tourist traffic visiting the lakes. 
 
Five-in-six customers came to the Market by car, while 11 percent walk and 6 percent come by bike, 
motorized wheelchair or carpool.  
 
Median household income for Norway Farmers’ Market customers is $4,000 higher than that of 
Oxford County households. 
 
This Market has a median age of 54. Customers with ages 55-74 are twice as likely to attend as 
those in younger age brackets.  
 

Fresh fruits and vegetables are the main motivator for coming to the Norway Farmers’ Market for 
79 percent of respondents. 
 
Average customer spending is almost $17. A fair 42percent of shoppers spend $20 or more, but only 
10 percent spend $40 or more. Average sales per customer invariably increase when a Market grows 
with a larger product mix.  
 
The average shopper says that 21.4 percent of their grocery budget is spent at the Farmers’ Market. 
The median for shoppers is 10 percent (an equal number of shoppers are above and below that 
figure).  

 
People support multiple vendors, with 81 percent buying from at least two vendors in their regular 
purchasing and 44 percent buying from three or more vendors when they shop.  
 
Vegetables were bought by 90 percent of customers, yet only 29 percent bought fruit, probably due 
to limited supply. Baked goods were popular with 32 percent, as were organic items with 22 percent 
and meat/poultry at 17 percent.  
 
Three-fifths (61%) of all respondents were happy with their purchases. Shoppers’ principal reasons 
for not buying more are lack of variety, cash, time and prices. 
 
Customers ranked vendor friendliness at #1 (9.37 of a perfect 10) with location and quality/ 
freshness close behind. They showed more dissatisfaction with parking and payment at 8.89 and 8.75, 
respectively.  
 
Customers want more products. At the top of the list are cheese, meat, poultry, exotic vegetables, 
chocolate/confections and prepared food. A strong 39 percent desire organic products specifically, 
and 16 percent want milk.  
 
Only 14 percent are loyal customers who come 11+ weeks per year. Healthy markets usually have 30 
percent or more of their customer base coming at least half the time. 
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Nearly two-thirds of customers do not attend any other farmers’ market. Only 11 percent of 
customers shop at Old Squire’s nearby. 
 
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. 
 
Farmers’ market shoppers are still heavily dependent upon supermarkets in Norway. The Market 
only gets a 27 percent share while the supermarket wrangles 68 percent from a fairly equal number of 
customers. The Market gets a good number of customers who shop at farm stands but few people 
who shop at mass retailers and club stores. 
 
The supermarket gets $3 from farmers’ market shoppers for every $1 they spend in the Market, but 
this is only the case for the 1.3 percent of Norway’s residents who use the Market. Almost all local 
households are spending their food dollars elsewhere.  
 
The favored low-cost promotional tools for customers are Facebook (40%), sandwich boards (35%), 
email/newsletter (19%), posters and WIC/SNAP posters (both 17%) and Market website (10%). 
Every avenue possible needs to be used to reach customers in a cost-effective manner. 
 
For three-fifths of customers, the Norway Farmers’ Market is the primary motivation for being in 
downtown.The average customer spends $0.85 in local businesses for every $1 spent at the Market. People 
actually making purchases locally spend more than twice as much downtown as they do at the Market. (Only 43 
percent of shoppers make other purchases in conjunction with their Market trip.) 
 
Almost two-thirds of all those writing comments want to see more vendors. Everything from fish to 
soap was requested.  
 
Customers also commented on Market frequency, marketing ideas, music, activities, price and more.  
Several want it open more days per week, or changed to Saturday.  
 
These suggestions are valuable feedback that can help the Market management team to ensure the 
Market’s continued growth in the future. A Market suggestion box can continue the idea process. 
 
Recommendations 
 

The full Customer Survey provides the governing committee with a picture of Norway Farmers’ Market 
customers. Recommendations are presented here for consideration, for review with vendors and/or 
for more thorough investigation with customers:  
 

1. Aggressively expand e-mail list, using small promotion items as incentives. 
2. Post on social media  regularly, especially concentrating on Facebook and Instagram. 
3. Construct a flag bank at either end of the Market to reinforce a lively atmosphere. 
4. Establish A-frame signs at all major intersections approaching Norway (if allowed).. 
5. Send a targeted high color photo postcard to local households. 
6. Test a pick-up zone for customers’ products to ease the burden of carrying them to a car. 
7. Address price concerns to all vendors and educate  customers of true costs.  
8. Focus heavily on adding product diversity, and more choice in each product area. 
9. Attract one or two more farms with a CSA program, including Market choice and pick-up. 
10. Get farmers to expand with value-added, and reach out to new value-added producers. 
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11. Encourage vendors to be conscious of youth and millennials as the next base of customers. 
12. Develop social/relaxation/coffee space with umbrellas, tables and chairs. 
13. Create activities and atmosphere to attract kids and young adults.. 
14. Host at least monthly special events with customer reminders and media press releases.  
15. Find an organization to host a Kids Club that will distribute $2 vouchers every week. 
16. Seek business sponsors of specific events, weekly music, nutrition education, etc. 
17. Mention meats, cheese and baked goods with product-based ads and promotions. 
18. Key banner words:  farmers, local artisans, fun atmosphere, baked goods, ready-to-eat. 
19. Study other area markets to see what they’re doing right. 
20. Test a local door hanger campaign of Norway Biker coupons (Green Machine as sponsor).  
21. Focus print promotion on Norway zip code, which includes many walkers and bicyclists. 
22. Implement a NFM Frequent Shopper card with incentives to cultivate repeat sales. 
23. Promote to all income levels because each has significant purchasing power. 
24. Build relationships with retailers using posters (they sponsor), flyers and rack cards. 
25. Test a two-way coupon program of farms and area businesses for a sales win/win. 
26. Focus on improved vendor displays, farm signage, service, value-added products & samples. 
27. Ask high school students to design individual vendor displays, signage and color plan. 
28. Implement a NFM Frequent Shopper card with incentives to cultivate repeat sales. 
29. Ask top 10 employers to develop incentive health program for employees to shop at Market. 
30. Build a vendor business training program with Community Concepts and vendor mentors. 
31. Ask every vendor to provide nutrient density signage and reinforce with customers. 
32. Encourage vendors to offer Square/mobile card reader for cash-strapped customers. 
33. Conduct a Norway-wide study of non-shoppers, investigating concerns and disincentives.  
34. Consider an on-site ATM machine to provide easier access to cash. 
35. Develop a “Forty for Farmers” pledge campaign to encourage customers to spend $40 or 40 

percent of their weekly food budget at the Market. 
 

Demographic Overview 
 

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. Norway is one of the communities providing a MHB match at the Market.  
 
 

Demographics  
 

Norway is a service center town for the rural areas of western 
Maine. It has banking and other services that attract residents 
from the southern parts of the county as well as portions of 
Cumberland and Androscoggin counties.  
 
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, including a 3 percent 
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increase in Cumberland County. Oxford County seemed to benefit from its proximity, with only a 1.1 
percent decline from 57,831 to 57,202 residents, following 5.6 percent growth from 2000-2010.  
 

Oxford County median household income was $40,695 in 2014. The poverty rate was 16.1 percent 
versus the 13.4 percent state average. There were 13.5 percent disabled under age 65, and 14.2 
percent are living without health care. In 2015 the under-18 set comprised 19.5 percent of the county 
population, down from 21.3 percent in 2010, and 19.9 percent were 65 or older. The county populace 
is 96.6 percent white, with 1.2 percent Latino, 0.7 percent Asian, 0.5 percent black and 0.4 percent 
Native American. 
 
Of 39 towns in Oxford County, 29 had positive growth from 2000-2010, and 18 of 21 towns with a 
population of 1,000 residents or more had growth. Oxford is Maine’s 7th most populous county with 
57,200 people and 24,300 households. Of the county’s 24,300 households (2010), 49.0 percent were 
married couples living together, 10.4 percent had a female householder with no husband present, 
35.1 percent were non-families, and 27.1 percent were made up of individuals. The average 
household size was 2.35 and the average family size was 2.81. The median age was 44.6 years.  

Norway’s population grew 4.8 percent by 2010 to 2,748, with 41 percent male and 59 percent female. 
Its Asian population has the highest median household income at $50,070, followed by Latinos at 
$37,801 and American Indians at $28,733. Whites average $25,643 and multiracial households trail 
with $11,127 median household income. Whites make up 94 percent of the Norway population. 

 
Only 50 percent of Norway residents have a healthy diet, 86 percent drink alcohol, 36 percent are 
overweight. The Market should capture 10 percent of those local households. Norway has 52 percent 
of individuals who are living in a family and 74 percent of people in a husband and wife family.  
 
Maine had an extremely low 2.32 average household size in 2010, compared to 2.58 for the United 
States. Oxford County had a fairly strong 4.0 percent increase in the number of family households from 
2000-2010), but it also had 19.4 percent growth in non-family households. The state as a whole and 
Oxford County, in particular, is seeing a shift toward non-family households which relates to a smaller 
household size and lower consumption levels for each household. 
 
Housing affordability is causing middle-aged people to rent more. From 2000 to 2010, Maine median 
home values nearly doubled 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, Oxford County experienced the greatest decline in real median 
household income in the state(9%) at the same time as the median home price grew by 82 percent. 
This reality puts further pressure on households when it comes to food purchases. 
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Resources 

Boothbay Farmers’ Market brochure online 
Bridgton Farmers’ Market visit, August 13, 2016 
Food Navigator-USA, Study reveals grocery shoppers’ purchasing priorities, Feb. 2009 
Foothills Food Festival visit, August 13, 2016 
Lewiston Farmers’ Market visit, August, 15, 2016 
Maine Certified Shellfish Dealers website 
Organic Maine! The 2016 Directory of MOFGA Certified Organic Farms, Foods & Products 
Oxford Hills Sun Journal, “Organic farmer plans Main Street storefront,” Sept. 30, 2016 
Portland Food Co-op website 
Unique Maine Farms website 
United States Census Bureau, 2014 Population Estimates Program 
UM Cooperative Extension Oxford County farm list provided by Cathryn Kloetzli 
USDA Economic Research Service website 
Vegetable Grower News, November 2015, “A kraut company reinvents itself for the 21st  century” (GLK 
Foods) 
Vegetable Grower News, July 2016, “Vermont market in sync with the seasons” (Dorset Farmers’ 
Market) 
http://ageconsearch.umn.edu/bitstream/26970/1/21010121.pdf - “Customer Shopping Behavior,” 
Harry Krueckeberg, Colorado State University, Feb. 1990 
http://www.census.gov/quickfacts/table/PST045215/23,00 
www.DeerFarms.com 
http://farmersmarketcoalition.org/wp-content/uploads/2015/10/Farmers-Mkt-Promo-Kit-2015.pdf - 
2015 promotion materials done for Washington State farmers’ markets 
www.forbes.com/sites/barbarathau/2013/10/08/why-consumers-really-shop-online/#5392958b4ab5 
www.goodfoodbethel.com 
http://www.maine-demographics.com/norway-demographics 
www.ncbi.nlm.nih.gov/pmc/articles/PMC3686698/ - “There’s more to food store choice than proximity: 
a questionnaire development study,” published online June 17, 2013 
www.npr.org/sections/thesalt/2015/03/30/395774725/grocery-stores-are-losing-you-heres-how-they
-plan-to-win-you-back 
www.portlandfood.coop/our-store/local-options/ 
www.statista.com/statistics/251667/us-consumers-reasons-for-shopping-at-their-primary-grocery-st
ore/ 
http://supermarketnews.com/health-wellness/freshness-replacing-convenience-reason-choosing-su
permarket-panel-says 
www.TillerandRye.com/sources/ 
www.SprucePointInn.com/dining/fished-farmed-gathered/ 
http://upstreamcommerce.com/blog/2012/02/14/8-reasons-consumer-likes-shop-online 
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http://www.forbes.com/sites/barbarathau/2013/10/08/why-consumers-really-shop-online/#5392958b4ab5
http://www.goodfoodbethel.com/
http://www.statista.com/statistics/251667/us-consumers-reasons-for-shopping-at-their-primary-grocery-store/
http://www.tillerandrye.com/sources/
http://supermarketnews.com/health-wellness/freshness-replacing-convenience-reason-choosing-supermarket-panel-says
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.sprucepointinn.com/dining/fished-farmed-gathered/
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.census.gov/quickfacts/table/PST045215/23,00
http://www.ncbi.nlm.nih.gov/pmc/articles/PMC3686698/
http://www.maine-demographics.com/norway-demographics
http://www.deerfarms.com/
http://ageconsearch.umn.edu/bitstream/26970/1/21010121.pdf
http://www.goodfoodbethel.com/
http://www.forbes.com/sites/barbarathau/2013/10/08/why-consumers-really-shop-online/#5392958b4ab5
http://www.deerfarms.com/
http://supermarketnews.com/health-wellness/freshness-replacing-convenience-reason-choosing-supermarket-panel-says
http://www.sprucepointinn.com/dining/fished-farmed-gathered/
http://upstreamcommerce.com/blog/2012/02/14/8-reasons-consumer-likes-shop-online
http://www.statista.com/statistics/251667/us-consumers-reasons-for-shopping-at-their-primary-grocery-store/
http://www.portlandfood.coop/our-store/local-options/
http://www.census.gov/quickfacts/table/PST045215/23,00
http://farmersmarketcoalition.org/wp-content/uploads/2015/10/Farmers-Mkt-Promo-Kit-2015.pdf
http://www.tillerandrye.com/sources/
http://upstreamcommerce.com/blog/2012/02/14/8-reasons-consumer-likes-shop-online
http://supermarketnews.com/health-wellness/freshness-replacing-convenience-reason-choosing-supermarket-panel-says
http://www.statista.com/statistics/251667/us-consumers-reasons-for-shopping-at-their-primary-grocery-store/
http://www.portlandfood.coop/our-store/local-options/
http://www.maine-demographics.com/norway-demographics
http://www.npr.org/sections/thesalt/2015/03/30/395774725/grocery-stores-are-losing-you-heres-how-they-plan-to-win-you-back


 
A farmer cooking vegetable samples at a farmers’ market. 

 
 

Many thanks to  
Lee Auto Malls 

for a vehicle loan  
that facilitated this project. 
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