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List of Interviewees 
 
Many thanks to these community leaders and vendors who provided their thoughts, ideas and vision 
for the ongoing development of the Market: 
 
Ken Arndt, Director, Planning & Development, City of Presque Isle 
Sven Bondeson, Swedish Colony Farms, New Sweden 
Natalia Bragg, Knot II Bragg Farm, Wade  
Jim Brown, Whole Earth Farm, Presque Isle 
Anne Chase, Science Lecturer, University of Maine Presque Isle 
Patti Crooks, Manager, Aroostook Centre Mall, Presque Isle 
Clint Deschene, Assis. Super., MSAD #1; Chair, Presque Isle Downtown Redevelopment Committee 
Kevin Ehst, Hidden Meadow Farm, Bridgewater 
Dr. Larry Feinstein, Assis. Professor of Biology, University of Maine Presque Isle  
Joe Gervais, General Mgr./Executive Chef, Northern Maine Brewing Co., Caribou 
Mark Goughan, Goughan Berry Farm, Caribou 
Frank Hallett, West Mountain Kettle Corn, Presque Isle 
Erin Parisien, Aroostook Beef Company, New Canada 
Deena Albert Parks, Chops Ahoy Farm, Woodland 
John Hoffses, Manager, MSAD#1 School Farm, Presque Isle 
Stan Maynard, Orchard Hill Farm, Woodland 
Heidi O’Clair Thompson, Heidi’s Crafts, Easton 
Jane Torres, President of Houlton Community Market and Chamber of Commerce, Houlton 
Linda Trickey, University of Maine Cooperative Extension & FM Board, Houlton 
Barb York, Jewelry by Design and PIFM Secretary/Manager, Easton 
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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 Presque Isle, Belfast, Bucksport, Calais and Norway. This 
study is focused on the potential for expanding the Presque Isle Farmers’ Market. The analysis 
incorporates background information, a consumer survey, a vendor survey and vendor meeting and 
interviews with community leaders.  The perspective of vendors, consumers and the community 
reflect a view that improvements can be made in the Presque Isle Farmers’ Market that will result in 
a healthier, more localized economy for Presque Isle and Aroostook County. 
 

Market History and Situational Analysis  
 
The Presque Isle Farmers’ Market has operated in both Presque Isle and Caribou for more than 25 
years. With the development of the Aroostook Centre Mall in 1993, there was new energy in The 
County, but shortly after its opening, the closure of Loring Air Base deflated the economy 
considerably. In 1996, the Mall invited the Market to set up in its parking lot where it has operated 
seasonally for 21 years. Patti Crooks has been key to keeping the Market at the Mall through her 
leadership as Mall manager. WIth the departure of three of four anchor stores at the Aroostook Mall, 
the Market has played a small role in supporting the Mall, attracting a crowd of customers to the 
west end parking lot every Saturday morning.  
 
Several years ago the City decided to establish a farmers’ market downtown. They made plans to 
develop along Riverside Drive behind the Main Street shops. Initially, vendors sold inside two tents 
set up on the property. With a $100,000 grant they constructed a pavilion along Riverside Drive 
behind the Main Street shops. The market has struggled to retain vendors due to low traffic counts, a 
high roof and strong winds. Ultimately, most vendors left the market while continuing to attend the 
Farmers’ Market at the Mall due to two decades of loyalty and strong visibility. 
 
The Presque Isle Farmers’ Market serves locals, other County towns and visitors with about 15 
vendors making operational decisions by consensus. The management work is done entirely on a 
volunteer basis by several key vendors and one couple acting as Market manager. For many years 
Gail and Stan Maynard have managed the Market but had to withdraw due to health problems. Barb 
and Joe York took over the role in 2016. The Market membership fee is $50, which includes selling 
privileges for the entire season for any size vendor.  
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II. Customer Survey 
 
A customer survey was conducted on August 27, 2016 at the Presque Isle Farmers’ Market. The goal 
was to obtain valid and accurate customer data. A single-sided, 30-question survey (including 9 
satisfaction ratings) was developed that could be answered in three to five minutes. The intercepts 
were done in the center of the Market at a picnic table and six bench seats, provided by Joseph Zook. 
While intended as an exit survey, it was difficult for survey staff to limit themselves to intercepting 
customers who were leaving the Market. Shoppers were asked for their input to help build the 
Market and offered a $2 bill as an incentive for completing the survey. The survey was presented to 
them on a clipboard with a pen for self-administration.  
 
The customer counts and intercepts of 55 shoppers were done thanks to the help of Leigh Hallett, 
Executive Director of the Maine Federation of Farmers’ Markets. Vance Corum led the effort, 
completed all the data input and wrote the analysis. 
 
We are confident of the perspective gained from the shopper,  but care must be taken in reflecting 
on making recommendations that are based on intercepts on a single Market day. We encourage the 
Market to continue conducting consumer research in various ways throughout the future. 

 
Customer Count and Survey Response 
 
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. 
 
The survey team estimated that 250 shopping groups entered the Market on August 27. The 55 
shopping groups who completed the survey represent a 22 percent intercept capture rate. This 
reflects the willingness of customers to participate and perhaps to truly help the Market’s future 
growth. While several people tried to refuse our $2 bill, they generally accepted it when we asked 
them to spend it with a Presque Isle downtown business in order to reinforce the Market’s 
connection to other businesses in town. 

 
Question 1:   How many adults (18 or older) are in your 
party, including yourself?  
 
Of the 55 respondents, two-thirds (67%) were adults 
shopping with another adult. A good quarter were adults 
shopping alone (27%) and 6 percent were in groups of 
three adults.  
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Our respondents averaged 1.78 adults per shopping group, typical of a weekend market, giving us a 
total of 98 adults among them. We estimate that 250 adults attended the Market representing 45 
shopping groups. Weekend markets usually have a higher number of adults in each shopping group 
(between to 1.7 to 2.2). WIth 73 percent of the shopping groups in Presque Isle having two or more 
adults, the Market has a relaxed feeling reflective of a weekend summer crowd. 
 
Question 2: How many children (under 18) are in your party?  
 
Eighty-five percent (85%) of shopping groups had no youth under 18 (red column). About 15 percent 
had children or youth, who are potential future customers. There were a total of 11 children among 
the respondent groups, so we estimate 50 children came through the Market. 

 
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 Presque Isle Market serves a wide area. 
The primary trade area of Presque Isle 
comprises 28 percent of customers, but 
including neighboring and “local” 
communities (in red) it rises to 83 percent 
of shoppers. An additional 1-in-7 shoppers 
(15%) come from another six communities 
throughout Aroostook County. These may 
be regular Presque Isle visitors/shoppers or 
perhaps attendees at the balloon fest. 
 
One shopper came from outside Aroostook. 
While The County’s large size portends a 
local customer base with great potential, 
the Market’s visible location on US Route 1 could bring more shoppers with better signage.  
 
We also asked how many miles they traveled to the Market. We found that 16percent come from 
within two miles, and over one-third (36%) are within five miles. 
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● About 23 percent live 6-10 miles away. 
 

● Fourteen percent travel 11-15 miles. 
 

● Twenty-seven percent live more than 15 
miles from the market.  

 
● Twenty percent provided no answer.  

 
● Nine percent have a second home.  

 
● Sixty percent with a second home spend 

only summers in Presque Isle.  
 

● The other 40 percent are locals who note that they have a second home elsewhere. 
 
Question 4:  How did you travel to the Farmers’ Market today? 

 
Virtually all customers came to the Market by car. One walked. This is the nature of a mall, and the 
mall has substantial parking so there is no need for concern here.  
 
Question 5:  What was your primary motivation for coming to downtown Presque Isle today? 
 

The Presque Isle Farmers’ Market is the key reason for 7-in-10 shoppers (69%) coming to this area. 
Given that nine percent come because they live in town and four percent want to socialize, the 
Market clearly is the destination attraction that motivates them to come into downtown Presque 
Isle.  
Retail business owners might want to take notice and work with the Market to strengthen that draw. 
With two-in-seven (29%) of Market shoppers saying that they are motivated by General Shopping, 
the Market also would naturally want to cooperate with local businesses. 
 
Those in town for work or an appointment make up 2 percent of those who come to Market. 
Employee promotional incentives through companies like The Aroostook Medical Center, McCain’s 
Foods (Easton), UMPI, NMCC, Columbia Forest Products and ACAP might prove beneficial.  
 
Special events might increase the number 
of socializers. A better selection of prepared 
food items would attract more people 
seeking to eat out. Farms that have CSA 
pick-ups at the Market also attract a more 
loyal, regular customer. (There were 1.24 
responses on average for 55 respondents.) 
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Question 6:  How much did you (or will you) spend at the Farmers’ Market today? 
 
Average customer spending is $26.90, which is very good for the number of vendors. The median 
expenditure is $20 – that is, an equal number of people spend less than and more than that amount. 
This is a Market where people come to buy. 
Even lookers seem to appreciate and buy 
what they see.  This is a very healthy sign. 
 
Three-fifths of shoppers (58%) spend $20 or 
more, and half of those (30%) spend $40 or 
more. These figures reflect a customer base 
that is willing to buy and the potential for 
bringing other shoppers to a higher level of 
spending if more vendors and products are 
added to the Market. Average sales per 
customer invariably increase as a Market 
grows with a larger product mix. 
 
Daily sales can be estimated at $7,400 (275 shopping groups x $26.90 average sale). As mentioned 
earlier, the 100 shopping groups represent a crowd of about 550 people coming through the Market 
on this one summer day. Using seasonal Market estimates of 80-200 customers, reinforced by this 
summer day’s estimate, annual sales are estimated at $75,000 (range of $60,000-90,000). This 
figure might be better estimated with spring and fall shopper estimates. 
 
Question 7:  How many different vendors do you purchase from each time you visit the market (or 
today)?  

 
Nine percent (9%) of shoppers made purchases from only 
one vendor, and 4 percent bought nothing. However, 87 
percent of customers support at least two vendors in their 
regular purchasing. 
 
A good majority, 58 percent, buy from three or more 
vendors and a notable 13 percent purchase from five or 
more vendors.  
 
These data reinforce the fairly good mix of products at the 
Market, and the fact that customers shop with several 
vendors whether simply for diverse products or to spread 

the wealth. These numbers should increase as the product mix is further strengthened. 
 
Question 8:  What percentage of your weekly grocery budget is spent at the Farmers’ Market? 
 
The average shopper said that 15.2 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).  
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Each column represents the percentage of customers who report spending a given percentage range 
of their total weekly food budget at the Farmers’ Market. The red column shows that 4.8 percent of 
shoppers (1-in-20) spend 0 percent of their food budget.  
 

 
 
Only one of every six customers (dark green) spend at least 25 percent of their food budget at the 
Presque Isle Farmers’ Market. This is the base of loyal customers who depend on the Market for key 
food supplies, even as they shop elsewhere. The Market’s customer base breaks out in these loyalty 
groups: 

● 1/3 spend 5 percent or less of their food budget at the Market, 
 

● 1/2 spend 10 - 20 percent of their food budget at the Market, and  
 

● 1/6 spend 25 percent or more of their food budget at the Market. 
 
 
Question 9:  How much will you spend at businesses near the Farmers’ Market today? 
 
Five-sixths (84%) of Market customers shop at local businesses in conjunction with their Market 
visit. This is a very healthy sign that the Market trip is associated with purchases downtown. 
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The average customer spends $55.23 in local businesses. Thus, the Market is linked to about 
$15,000 of weekly activity for local businesses (average local spending x customer counts). To the 
extent that the Market attracts additional locals and visitors alike, it becomes a stronger partner to 
the Aroostook Centre Mall and the downtown business community. 
 
The chart above reflects the percentages of customers that spend a given dollar amount in local 
businesses. While 1-in-6 spend nothing (red), 33 percent spend from $5 to $20 in local businesses 
(orange). A full half of survey respondents (51%) spend $25 or more locally (green). The top portion 
of shoppers, 42 percent with expenditures of $50 or higher, account for 85 percent of all spending 
with local businesses. 
 
Question 10:  What stopped you from buying more at the Farmers’ Market today? 
 
A very high 76 percent of all respondents were happy with their purchases (blue). Respondents 
gave an average of 1.1 responses. While three-fourths were satisfied, our goal with this question is to 
evaluate what may be holding back customers from making additional purchases.  
 
There were five principal reasons shoppers give for not buying more.  
 

● Twelve percent ran out of cash.  
● Six percent were unable to carry more. 
● Four  percent stated a lack of variety. 
● Two percent said high prices and time constraints were a concern.  

 

 
 

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

 
Customers are motivated by many factors. In Presque Isle, fresh fruits and vegetables are the 
biggest draw acting as a motivator for 82 percent of respondents. This far outpaces meat/poultry 
(19%), prepared food at (7%) and the element of socializing at (15%). Good prices are a motivator for 
13 percent.  
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Survey respondents here provide the Market with a view of what is most important and should be 
addressed in any promotion or advertising campaign. The responses are very positive but the Market 
might consider placing more emphasis on certain areas with weaker responses than we might 
expect.  Fruits and vegetables often garner around 90 percent, socializing often over 40 percent 
and meat/poultry and prepared food over 30 percent. Baked goods, artisans, quality, 
entertainment, support for farmers – when listed – often get a 30 percent response or higher.  
 
Question 12:  What items did you buy today at the Farmers’ Market? 
 
Vegetables were bought by 85 percent of customers, and 33 percent bought fruit. Baked goods 
were popular with 33 percent, as were organic items (21%) and meat/poultry (17%). Organic items 
were noted by 20 percent. 
 

 
 
Write-ins include prepared food  and flowers (2% each) and eggs ( 4%).  Low levels of customer 
purchases, when compared to other markets include  fruit, meat/poultry, prepared foods, coffee 
and cheese. Greater choice of vendors can help address weak sales of particular items and having 
similar items in different areas of the Market can make customers aware of the presence of that 
product. 
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Market customers welcomed the chance to tell us what they had bought, though not everyone 
recalled the full list. In part this was affected by our intercept taking place before they had completed 
shopping. Nevertheless, they averaged 1.98 responses per individual, a fair rate comparable to other 
markets this size. 
 
Question 13:   What other farmers’ markets do you shop at, and how many times per year? 
 
The Presque Isle Farmers’ Market is a relative island unto itself. Two-thirds (66%) of customers are 
not going to any other farmers’ market. Only 8 percent of Presque Isle customers say they shop at 
the Riverside Public Market, while several individuals mentioned shopping at the MSAD #1 store, the 
truck on Main or through a CSA. There were also single responses naming markets in Fort Fairfield, 
Fort Kent, Houlton, Bangor, Calais, Stonington, Bar Harbor, downstate and several in other states. 
The great majority of these markets are visited fewer than five times per year. 

 
Within 25 miles of the Presque Isle Farmers’ Market there are only three markets: 

 

● Riverside Public Market – 1 mile (4 mentions) Friday 11-5 
● Fort Fairfield FM – 9 miles (1 mention) Wednesday 2-6 
● Caribou FM – 12 miles (0 mentions) Wednesday 10-6 

 

Given the extended hours of these markets relative to their limited vendor base, the Presque Isle 
Farmers’ Market is in a very good position to create a much stronger customer response. While the 
Market’s customers live all over The County, and other markets may be more desirable in terms of 
location and day for some customers, Presque Isle is uniquely positioned in a highly visible location 
on Saturday and should be able to expand its customer base. 
 
Question 14:   What advertising do you notice? 
 
Twenty-nine percent of survey respondents did not answer this question. This leaves us with data 
from 71 percent who rated flyers (26%), sandwich boards (15%) and poster and Market website 
(both 10%) fairly low. Other options included email/newsletter (5%), Facebook and banner (both 3% 
write-ins) and Chamber website (3%). 
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The dominance of traditional paid advertising is obvious with Presque Isle customers, given that 44 
percent name television and 31 percent newspapers, while only 8 percent note the radio. Since 
there is a lack of funds to advertise regularly through these means, the Market might host regular 
events that are newsworthy, and send press releases to local and New Brunswick media outlets. 
 
Social media was not captured by this study. In the Norway study, where Facebook was offered as an 
answer, there was a 40 percent response, the first time this researcher has seen the a social media 
avenue rank #1. 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 1.91 mentions per respondent, customers are reinforcing that they want more products. Top on 
the list for more than one-third of Market customers are cheese (39%) and bread/pastries (36%), 
followed by 25 percent wanting more organic. At least one-in-five customers want meat/poultry 
and more prepared food (both 21%), with chocolate/confections close behind at 18 percent. Milk is 
desired by 11 percent and people also mentioned the desire for chicken, wine, beer, cider, Middle 
Eastern spices and teas.  
 

 
 
 
Question 16:   How many weeks have you shopped at this Market in the last year, including today? 
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Even with the small scale of the Market on a huge parking lot, the Market attracted a substantial 15 
percent of all shoppers as first-time visitors. With virtually everyone responding, the survey found 
another 37 percent have only come 2-5 times in the last year, and 33 percent have come 6-10 weeks.  
Only 15 percent  of customers come 11 or more weeks per year. This is the loyal customer base that 
every market needs. Strong markets usually have 30 percent or more of their customer base coming 
at least half the time.  

 
 
Question 17:   Rate your satisfaction with the following aspects of this Farmers’ Market? 
 
Virtually all customers graded their satisfaction with nine elements from 1(low) to 10 (high). In the  
interest of transparency, the number of responses in each category are fully presented below rather 
than simply showing the aggregate, for example, 9.53 out of a perfect 10 for ease of parking.  
 
The rating average is a weighted average, which incorporates the exact level of satisfaction of every 
customer on each factor. Read low scores as consumer feedback to ensure the Market’s 
continuation. 
 
Ease of parking, vendor friendliness and quality/freshness stand out in the customers’ minds. The 
layout also gets good marks followed by the Market location and convenient day and hours. We start 
to see some dissatisfaction with prices at 8.85 and the diversity of products at 8.69.  
 

  
  

Pricing (37%) and diversity of products (35%) were some cause for concern. (For comparison, 
Bucksport had figures of 45 percent and 49 percent, respectively, while Belfast had 54 percent and 
35 percent.) One in every four customers were somewhat dissatisfied with day and hours (25%) and 
ease of payment (24%). The limited hours, on Saturday alone, are a problem for some. Payment 
could be made easier with more vendors taking other than cash, Credit and SNAP cards are a reality 
for many people.  
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Question 18:   Where do you buy your food during the summer months? Please note percentage of 
each. 
 
Farmers’ market shoppers are still heavily dependent upon supermarkets in Presque Isle when they 
noted the percentage of summer food purchased in each outlet. Notably, the supermarket is used by 
seven times more people than use any mass retailer.  
 
The farmers’ market matched supermarkets as a food fulfillment option (44 to 40 respondents, 
respectively) but it only represented about a 20 percent share on average, about 50 points lower 
than the supermarket share of 70 percent. Farm stands garnered a 12 percent share, but only from 
about 1-in-5 farmers’ market customers.  
 
Mass retailers and club stores appear to get 52 percent and 20 percent, respectively, of customer 
dollars, but these data are from only six and two Market shoppers, respectively. These data are not 
weighted by usage, so we must carefully evaluate the relative strengths of each outlet. 
 
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 
respondents.  
 
From these data we can understand the relative strength of supermarkets in attracting even the 
farmers’ market customer base. Assuming that customers are accurately discerning of their relative 
shopping habits in various outlets, the supermarket gets nearly $4 from farmers’ market shoppers 
for every $1 they spend in the Market. And the Market only has a fraction of 1 percent of Presque 
Isle’s 4300 households. Almost all local households are spending their food dollars elsewhere. 

 

 
 
These data reinforce the value in making the Presque Isle Farmers’ Market more irresistible to 
customers. There is substantial room for growth if it is planned effectively. 
 
Question 19:   Your total household income? 
 
The pie chart on the following page shows that the Market has an extremely healthy mix of income 
levels. It serves a solid portion of lower-income area residents, with 43 percent of shoppers in 
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households below $35,000 income. An equal number, 45 percent, of have household incomes above 
$50,000. 
  

 
 

While median household income is $36,538 for Presque Isle and, $36,923 for Aroostook County, for 
Presque Isle Market customers it is $43,906. This reflects the Market’s attraction to somewhat 
higher income local households and/or summer visitors.  
 
There was a good 85 percent response to this question. All six income categories from below 
$15,000 to $100,000 had more than 10 percent of all Market shoppers. Surprisingly, 17 percent of 
customers top $100,000 income. This Market reflects a good cross-section of all household incomes, 
including immediate and surrounding areas, and tourists. 

In serving this community, it is important for Vendors to continue to be careful about pricing to 
attract lower-income residents as they are doing now, and to work with the MFFM to increase 
awareness of the Maine Harvest Bucks program and the benefits it offers to SNAP recipients.    

 
Question 20:   Your age? 

The Presque Isle Farmers’ Market is a melting pot of all ages. We know that 15 percent of 
respondents had one or more children with them, which is consistent with 18.6 percent of county 
residents being children under 18.  
 
All five age categories from 35-44 through 75+ have at least 9 percent of the Market customer 
base. Many past studies reflect an older average customer and that appears true here as well. More 
recent market studies have shown a good distribution of ages, similar to that in the local population.  
The higher customer numbers among those age 55-64 and 65-74 may reflect the higher age of many 
visitors. The median age for Market shoppers (equal number above and below) is a fairly high 60.4 
years. 
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Seniors aged 65+ were 40 percent of Market shoppers. The U.S. Census shows that 21.9 percent of 
Aroostook County residents are 65 and over. Thus, the Market is heavily weighted toward seniors. 
More surprisingly, 73 percent of shoppers are 55 or older.  
 
The greatest concern the Market may have is that only 27 percent of shoppers are under 55 years of 
age. That is much less than their percentage in The County. The Market might want to consider how 
it can adjust everything from product offerings to promotional efforts to attract a stronger response 
from adults age 25 to 54.  
 
Question 21:  Please share your ideas for products or improvements in the market: 

 
A good 36 percent of all survey respondents provided 20 written comments, indicative of their desire 
to reinforce the positive benefits and suggest improvements at the Presque Isle Market. There were 
four people that gave heartfelt kudos for the Market as it exists now. The rest took advantage of the 
survey to show their appreciation by giving specific advice as requested. 
 

● Fifty percent of those making comments want to see more vendors carrying everything from 
fruit, cheese, dairy, seafood, French bread, plants, shrubs, crafts, jewelry, gifts and “anything 
we can get to come to our area.” 

 
● One individual wants O'Meara milk and yogurt to return  and also requested that the Market 

get Northern Maine Brewing and a cider on draft like in Greenfield, MA. 
 

● Two comments addressed the visibility of the Market. 
 

● Others suggested signage with hours and vendors, children’s activities and credit card 
acceptance.  

 
● Regular updates on the Market’s Facebook page were also requested.  

 
 

III. Vendor Survey 
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The Presque Isle Farmers’ Market serves farmers on a regional basis. All of its 14 vendors have farms 
within an hour’s drive throughout eastern Aroostook County. They average half hour one way to 
Market. Even as vendors are at the Market serving customers, the Market plays a vital role in helping 
to keep these farms healthy economically which in turn allows them to support their 11 local 
communities spread over The County. 
 
A vendor survey was distributed to all 14 vendors via Survey Monkey (including two by regular mail). 
It gave everyone an opportunity to express their views on the Market. There was a 71 percent 
response to the survey. Additional insights and opinions were expressed through phone calls up to 
2.5 hours in length and via a vendor meeting at the end of the market day on August 27, 2016.  
 

Years Selling at FMs   at PIFM 
     1-5    30%            40% 
     6-10    10%            10% 
     11-15    30%            30% 
     16+    20%            20% 

 
The vendors have substantial experience in farmers’ markets generally and the Presque Isle Market 
specifically. Three-fifths (60%) of vendors have more than five years of experience selling at the 
Market. Collectively, they sold at five different farmers’ markets in 2016, with several producers 
participating in the new Fort Fairfield market effort.  
 
Presque Isle Farmers’ Market is definitely the best market for these vendors. Vendors are committed 
for their season with 20 percent selling fewer than 10 Market days, 30 percent on 11-15 days, 30 
percent on 16-20 days and 20 percent on more than 20 days in 2016. One-third of the vendors have 
less than 5 acres and the rest have substantially larger operations which make them dependent upon 
other outlets.  
 
Given the relatively small size of the Farmers’ Market, that avenue generates less than 40 percent of 
farm sales for the great majority of vendors. Many vendors use online sales, wholesale and “other” 
outlets for their production. On-farm sales, restaurants and CSA sales are also a part of the marketing 
plan  for several farmers.  
 
There are three Market strengths that vendors agree are key to its success. 
 

1. Close  supportive vendors with a good variety of products. 
2. A reliable community of local customers and summer tourists. 
3. A highly visible and accessible location at the Mall. 

 
Communication, camaraderie, unity and vendor governance were also mentioned as reasons for the 
success of the market.  
 
The vendor survey included a rating scale on nine aspects of Market actions from Disagree (1) to 
Agree (3). All vendor responses are shown in the interest of transparency. A 2.00 rating average 
would show a neutral feeling on the part of all vendors. 
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Vendors most strongly agree that rules are enforced fairly and objectively (2.78), the Presque Isle 
Farmers’ Market has an effective governing committee (2.63), and concerns are handled in a fair 
and timely manner (2.56). There is a bit more hesitation relative to the manager being available and 
listening to ideas, and the statement that Presque Isle is well run (both 2.33).  
 
There is some greater dissent on the last four statements reflecting dissatisfaction with Market 
advertising (1.78), special events (1.75) and promotion (1.56), which are all dependent on Market 
finances. Vendors generally oppose any new rules being implemented (1.67).  
 

Market Scale 
 
While figures are not exact, vendors reported their range of total annual sales in 2015 and 2016. 
Most vendors reported no change in 2016 sales, but several showed modest to good increases. No 
one reported a drop in sales. 
 
The best estimate is that total vendor sales in 2015 of $75,000 increased 7 percent to $80,000 in 
2016. Obviously, many factors could lead to a lower or higher estimate, but without regular sales 
reporting no one can be sure. This estimate is in line with the estimate in the customer survey. 
 
Presque Isle residents were 28 percent  of the Market population in an August customer survey. If we 
assume that they are closer to 50 percent of the total customer base on a full seasonal basis, they 
represent about $40,000 of Market food purchases, or about 0.27 percent of the estimated 
$15,000,000 spent by Presque Isle residents on in-home food purchases annually. 
 
Presque Isle vendors averaged 8.7 months of production (range of 5-12) in 2016. A number of 
growers are planning to expand their production season by 2018, notching up that average to 9.1 
months. 
 

Growth Limitations 
 
When asked about what is holding back the Market, vendors responded to seven specific growth 
limitations that were presented. Four main concerns received over 50 percent response.  
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Vendors realize that customers want more choice. Just as customers expressed their desires in the 
Customer Survey, they have clearly done so with farmers as well. Existing farmers could expand 
production to cover growth but variety in the products is also important.  
 
Vendors recognize the potential for 10-50 percent sales growth in 2017, with the average being 25 
percent growth. A strong majority showed interest in attending a presentation on merchandising and 
sales, including accessing the $80 million WIC program.  
 
The top three vendor ideas to help such an expansion were: Add vendors, increase product 
offering, and include seasonal events  and activities. One grower simply wrote: “Invite more 
vendors - both overlapping current market options and adding new products.”  
 
Additional ideas were: better advertising, better marketing tools, events for children, social media 
and online presence, talk to everyone about the Market, post on individual vendor websites, outline 
products at Market, and focus on specific products while growing less variety. 
 
Asked about specific products or activities in that expansion, vendors listed these ideas which need to be 
prioritized:  
 

❏ Early season fresh vegetables and fruits 
❏ Multiple vendors of similar products to provide choice 
❏ New vendors with additional products 
❏ Activities aligned with start of seasonal products. 
❏ Family-friendly reasons to visit our mall location 
❏ Music 
❏ Events for children 
❏ Hot food options  
❏ Fish 
❏ Maine/Northern Maine crafts 
❏ Anything but flea market products 

 
Vendors most strongly agreed on these Market improvements: 
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1. More vendors are essential. One wrote, “We definitely need more venders to make a bigger 

‘footprint.’” Another suggested, “Openness to variety and overlap of products/vendors, allow 
new vendors at any time, better communication and cohesiveness between vendors.” 

2. Advertise and Promote. There also needs to be the “willingness to spend money on it” and 
“promotion needs to be more widespread.” The current work on an online presence is critical 
to the overall marketing strategy. “Take five minutes to see what other vendors have to offer; 
we are our best resource.” 

 
Just as most vendors want to expand their online, wholesale, restaurant and CSA sales, Market 
vendors are eager to expand their Farmers’ Market sales. Work needs to be done on the shoulder 
seasons, encouraging existing or new vendors to develop greenhouse or hoop house vegetable 
production. All of these ideas should be considered by various committees or teams that work on 
operations, promotion and  entertainment, public relations and vendor outreach/improvement. 
 

 
 
Operations 
 
Looking at ideas to improve overall Market operations, vendors were asked to rate 16 possible Market 
actions from Disagree (1) to Agree (3). A Neutral vote (2) was counted but a “no response” was not.  
 
Virtually all the ideas were positively received by vendors. While a number of vendors were neutral 
on every issue, vendors agreed on 14 of the 16 ideas, with no more than one dissenter. Of those, the 
first 11 issues substantial support (2.85 to 2.56). 
 
Vendors clearly understand that special event days are a great time to add new vendors. Additional 
vendors can be absorbed with minimal impact on the existing vendors because event promotion 
should attract new customers. They are the perfect days to grow the market to a new level of 
customer numbers and sales.  
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Signage should be prominent entering Presque Isle . Given that any paid advertising potential is 
limited, the Market should invest in at least eight good sandwich board signs for the heaviest traffic 
locations (if permitted by state and local laws). 
 
The vendor expansion effort should include a larger product mix. More fruits and vegetables along 
with value-added businesses, craft beer, wine, cider, prepared foods, fermented foods, Asian 
vegetables and processed items, and verified homemade Maine crafts.  
 
The Market will attract more highway traffic with all vendors grouped together close to US 1. There 
are understandable benefits to being indoors with power. A much narrower customer aisle of 14-16’ 
is recommended to keep customers enveloped by the Market’s sights and sounds, and there should 
be a renewed focus on multi-level displays and  multiple colorful identifying signs for each vendor. 
The importance of 1-on-1 personal connections cannot be overemphasized, and the entire Market is 
dependent upon pleasant interactions.  
 
Two farmers appreciated the potential for expanding sales through a MOFGA pilot program to place 
cook apprentices on their farms. A team should approach MOFGA soon to discuss this pilot and test 
the concept soon on several farms. This idea might gain extra credibility with the support and 
involvement of other farmers’ markets like Belfast; Richard McCarthy, CEO of Slow Food USA and a 
longtime friend of farmers’ markets; Chefs Collaborative members in Portland, Boston and New York; 
and partners like the University of Maine (including the Hutchinson Center) and St. Joseph’s College. 
 
Vendors tend to admit they could do a better job with their own social media (2.14), even as work 
is being done on a more solid social media presence. 
 

Future Growth 
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Growth in 2017 and beyond is possible but not guaranteed. A competitive marketplace exists and 
customers are increasingly savvy. Addressing concerns above is part of building a more stable 
customer base, but true marketers want to achieve measurable growth to ensure stability. Producers 
of healthy food want to reach more people to feed them well, and that demands a plan.  
 
A  100 percent sales growth requires a 70 percent vendor expansion and 80 percent customer 
expansion. Both the supply and demand side must be increased together. The 100 percent sales 
increase allows for individual vendor sales to grow, even with 70 percent more vendors. More 
vendors means more choice, which leads to more customers. Advertising in the form of a poster that 
lists vendors committed for the season or additional new farmers coming for a special event will 
entice additional customers. Add vendors in groups at the start of a season or with any special 
event the Market is planning.  
 
Understand that “sell out” is not good for the customer. Sell-outs limit growth in the market. If 
enough farmers are focused on sell-outs the customers visiting later in the day will find reduced 
options or leave empty handed and may not return. Vendors concerned about the prospect of unsold 
product could drop prices during the last half hour. 
 

Location 
 
The Presque Isle Farmers’ Market brand is based on long history at the Mall location. The best option 
at this time is to expand the Market at the Mall location with Riverside as a backup location. Its poor 
visibility, limited space and high winds make its downtown benefits somewhat less positive on 
balance than the Mall’s high visibility, traffic counts and growth potential. 
 

IV. Community Leader and Vendor Perspective  
 

Over two dozen community leaders were interviewed including leaders in business, nonprofit and 
government. There were people from a variety of age groups, Mainers with deep roots  and new 
people with a variety of experiences.  With diverse opinions, they share a sincere goodwill and 
commitment to a vibrant market in Presque Isle. 
 

 
Challenges 
 

There is a good level of appreciation for the Presque Isle Farmers’ Market and its history in the 
community. Nevertheless, there are still a few issues that community leaders and farmers brought up 
that, if addressed, might lead to a stronger, more vibrant and sustainable Market.  
 

1. Farmer Interest – Given the economic power of big agriculture in Aroostook County, the 
Farmers’ Market has not been seen as a viable outlet by many farmers. There is risk involved 
in growth, but that is necessary if the Market is to compete with other food shopping options. 

 
“The Market needs more vendors. It’s hard getting them to realize how important it is to 
show up regularly.” 

-Stan Maynard, Orchard Hill Farm, Woodland 
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2. Lack of Young Farmers – Land values, equipment and production expenses are much higher 
than when older farmers entered farming. The younger generation must move critical levels 
of volume in order to support their farms. While the general farmer interest is challenging 
enough, the apparant lack of new young start-ups is even more troubling for the future. The 
County needs to address this. 
 
“The issue is:  I don’t think we have the vendors. There is no next generation...Our farm has 
decided to get larger.” 

-Mark Goughan, Goughan’s Berry Farm, Caribou 
 

3. Low Customer Interest – The customer base includes many who loyally want to support local 
farmers, but the decline in anchor farmers has affected customer numbers just as the decline 
of anchor tenants affected the Mall. Vendors need customer growth to stay alive financially. 

 
4. High prices – some leaders express concern about prices for lower-income area consumers. 

Again, this is a good opportunity for markets to work with the MFFM and promote the value 
of the Maine Harvest Bucks Program.  

 
5. Lack of customer concern – Customers perceive concern as responsiveness to their desires, 

for particular products and for payment options. The Market has lost long-term repeat 
customers because of a failure to accept credit/debit card, and because the Market doesn’t 
handle EBT cards.  

 
6. Poor Atmosphere - The huge Mall property dwarfs the Market size, especially when several 

vendors are inside. Creating a more inviting appearance will increase appeal.  
 

7. Lack of variety and choice – Seafood and many other items are absent, and there should be 
choice in every product category to entice additional customers.  

 
8. Riverside Public Market  – Public confusion over the Public Market established by the City 

and Chamber is cited by countless people as a stumbling block, yet it is perceived as more of a 
background concern than a nagging problem.  

 
9. No Financial Stability – Some vendors may not appreciate the need to make a financial 

commitment in order to build a future. Without re-investing some earnings, the Market will 
not have the finances to rebuild the Market for a solid future. 

 
10. Management – Decisions made through an open voting process leaves vendors reluctant to 

express their true feelings, because they don’t want to harm their standing with long-time 
vendors. Having vendors fulfill the duties of a manager also creates some challenges. Some of 
these vendor volunteers are tired of their time investment while others have little time to 
contribute.  
 

Solutions 
 
There are many elements to a successful market. Here are the major considerations, many of which 
are already being implemented at Presque Isle Farmers’ Market. 
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1. Abundance – There needs to be an abundance of vendors and activities, and abundance 

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

 
2. Variety – The Market must be creative in adding to its product mix, whether sauerkraut, soap 

or smoothies. As each new vendor of artisan bread, lamb or pizza brings their own customers, 
the impact multiplies for all vendors. When seafood was brought 
in, it failed because customer numbers weren’t strong enough. 
Expanded variety and customer expansion need to happen 
together. This may involve coordination with other markets. For 
instance, a Machias lobsterman comes to Houlton, and might be 
able to send someone up to Presque Isle to have sales from two 
markets on Saturday, rather than one. The same might be true 
for a Morrill farm that comes to Houlton.  

  

3. Choice - Customer choice in many food categories within the Market is essential if the Market 
is to become truly competitive.  As stores have developed a fuller line of products, farmers’ 
markets have lost that advantage. Personalities and displays make the Market stand out from 
conventional retail stores. Instead of less than 0.3 percent of Presque Isle households which 
the Market currently has, the Market can capture 3 percent with abundant variety and 
choice, and attract people from miles around to a vibrant environment.   

 
4. Atmosphere – Being on a large parking lot does not engender a sense of place. The Farmers’ 

Market might be better located on the perimeter of the lot, alongside US 1, allowing 
customers to park on three sides while highway traffic is on the fourth. Vendors might 
strategize on how they can make the location more welcoming. A kids’ play area, a small 
music stage with seating and a sausage stand or creperie would be additions that encourage 
people to stay and allow crowds to build.  
 
All vendors should think of how they can add color and festivity through better signage with 
their farm name across the front of their canopy(s), vertical-posts extending upward from the 
canopy corners with a business logo at the top and multi-tiered displays. A separate sample 
table out front and a friendly smile are also welcoming.  

 

5. Layout – Vendors should be immediately next to other vendors to create an intimacy with 
those vendors and consistent connection with customers. A narrow (12’ or so) customer aisle 
between two rows of vendors allows vendors to communicate across the aisle.  
 

Some Market spaces don’t get customer traffic equal to others. The Market should be 
conscious about strategic placement of more powerful anchor vendors to maximize  customer 
flow through the entire Market. Vendors doing poorly in one location might be offered a 
chance to try out a different location for three weeks, with the understanding that if it 
doesn’t work out, they will be returned to their original location. Pairing vendors is often 
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helpful, like bread between cheese and chocolate, or garlic between tofu and mushrooms. 
Markets can be tweaked to find the best combination of goods and people.  
 

6. Signage – The Market needs to capture customers’ attention with signs visible for traffic 
coming into town from every direction (if permitted by state and local laws). Reminder signs 
should direct traffic at key intersections downtown. Signs are a substantial investment but 
they are worthwhile. They need to start near the Canadian border and at key locations 
entering Presque Isle. 
 
One of the best investments would be a colorful double-sided banner stretching over the 
Market with season dates and the day and hours. A permanent sign, as permitted, could be 
set on the property perimeter to remind people who pass that location regularly, all 168 
hours of the week.  
 

7. Board of Directors – A governing board that has a regular rotation of membership and 
leadership (with term limits) teaches and strengthens the membership to understand policies 
and procedures and gain experience in organizational management. Historically, most Maine 
markets have been exclusively farmer-run. Yet, nothing precludes a board from taking 
advantage of the skills of other resourceful community members. The key is finding several 
individuals who would like to contribute to the success of an improved Market. An enlarged 
board allows for different perspectives and skill sets. 

 
8. Partnerships – Building relationships with downtown and area-wide businesses, nonprofits, 

schools, churches, hospitals and government is essential. Continue to encourage them to be a 
part of the Market as sponsors, partners, supporters, participants and board members.  

 
Promote market/local business links with Facebook. Area restaurants and schools should be 
sourcing the best foods at the Market and using it as a food hub. The Market could annually 
brainstorm and update the possibilities with local farmers and strategic thinkers in the 
community.  

 
9. Build Sponsors – There are always businesses and organizations that want to gain more 

visibility with a quality Market that has regular visitors seeing their name as a supporter. 
Sponsors may support the overall Market, the music venue, a tasting table, special events or 
an annual Market poster. Make sure to promote those businesses on banners or signs or at 
an annual dinner. Sponsors of a specific event can also be one or more growers of the 
featured products.  

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

said they want more vendors and variety of products. Everyone is right; the Market needs 
both.  It is best to add vendors and customers simultaneously to expand the Market to a new 
level. These growth spurts can be timed with new seasons and with special events, whenever 
there is publicity attracting more customers to balance the extra vendors.  
 
“We would love to introduce our beers to more people in Presque Isle and would consider 
bringing some food to go with it.” 

-Joe Gervais, General Mgr./Exec. Chef, Northern Maine Brewing Co., Caribou 
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11. Special Events – Use regular events to coordinate Market growth by adding new vendors and 
customers simultaneously. Plan major monthly events that coordinate with an in-season 
product or other events taking place in the area. Add some just for fun. Contests in Norway 
included cow mooing, watermelon seed spitting, egg carry, juggling with food bean bags and 
rooster crowing. The event-driven Houlton Chamber of Commerce creates exciting 
family-oriented activities. Its Midnight Madness now gets 8,000 people in a town of 6,000. 
Their Black Fly Brew Fest in May draws 30 of Maine’s 85 craft beermakers. 
 

12. Publicity Plan – All types of customers need to be targeted with outreach campaigns. The 
Market needs to build its brand identity with customers. Coordinate with other events 
including the Acadian Festival, Potato Blossom Festival, Country Bluegrass Festival, Downtown 
Street Fair, Northern Maine Fair, Crown of Maine Balloon Fest, events on farms and in other 
communities to spread the word, solicit new vendors and even make sales. Join the Chamber 
of Commerce and network with other local businesses to get publicity out through them. Get 
rack cards into local and area-wide businesses, especially food and lodging establishments. Do 
outreach to the RV parks and campgrounds. Provide posters listing business sponsors in a 
40-mile radius to start. There could be several rack card designs, or a card could be 
re-designed each year. Ensure that a colorful photo and the Presque Isle Farmers’ Market 
name are on the top portion of the card to be seen in the rack.  

 
13. Food Court – Create a mix of food and drink options. 

Uproot Pie Co. has made the Rockland Farmers’ Market 
more dynamic, bringing it alive at noon. Maine Malt 
House in Mapleton is planning to quadruple its malt 
production. Northern Maine Brewing Company opened 
in Caribou in 2016 and has shown interest in providing 
some hot food alternatives and showing off their new 
beers. They might be included in special events that 
attract a crowd.  
  
Local food vendors and food trucks might participate in a small food court at the Market. 
These food providers could add some diversity, fun and energy to the Market. Rotating 
businesses of all types expand critical word-of-mouth thru various social media like Facebook, 
Twitter and Instagram. 
 

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

 
15. Youth Shoppers – The Power Of Produce (POP) Club is a nationally recognized kids program 

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

 
The Presque Isle Regional Career and Technical Center might use its existing program in early 
childhood education to add programs and expand the youth experience at the Market. 

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

-Jim Rohn, author, business philosopher 
 

16. Faith Helps – The faith community is generally involved in food issues. Churches historically 
have supported many markets with a Market site, parking, volunteers and publicity. Various 
churches may be able to offer support if approached with a desire to build better community. 
They could distribute flyers, put up a poster, assist with special events or provide volunteers. 

 
17. Memorable Experiences – The Market should help to create memorable experiences for 

consumers. This may be providing a recipe to go along with a sold product, free samples or 
creating a venue where people want to shoot photographs of people and products. If the 
Market teamed up with local creative arts people, it might result in regular appearances by 
various artists doing their work on site. Hopefully, local churches or civic groups could 
develop a program to provide recreation and activities to inspire kids and adults, like 
coordinating a pumpkin carving contest. 

 
 
 
  
 
 
 
 
 
 
 
 

 
 

18.  Loyalty Card – Numerous market studies have shown that frequency of market visits is 
correlated with increased purchasing habits. Therefore, the Market may want to test a 
Presque Isle Farmers’ Market Frequent Shopper Card. Provide periodic incentives when 
customers show that they have bought $100 of products. A $2 item can reinforce their 
regular visits to earn another gift. Such 2% costs are inexpensive when compared to the cost 
of generating a new customer. Cultivating more regular attendance is the most effective way 
to grow annual sales. 

 
19. Electronic Processing – Vendors need to improve the payment options for customers by 

accepting credit and debit cards and SNAP/EBT cards. Sales will go up and customers will see 
vendors as responsive. Presque Isle needs to have a strong Maine Harvest Bucks program to 
serve the extremely high low-income population of the City and County. MHB provides a 
1-for-1 match that enables SNAP customers to double the dollars they debit from their EBT 
card. This program should guarantee thousands of dollars in purchases if the Market includes 
EBT on signage.  
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20. Healthy Food Access – Hopefully, the Let’s Go! Healthy Aroostook program will continue 
under a new contract to reach all citizens whose health is compromised by obesity, poor food 
choices and lack of exercise. Much of Colette Thompson’s effort is focused on the schools; 
perhaps the Market could be a summer focal point, following Maple Meadow Farm Festival in 
late June. A Vendor Team might designate “heart healthy” vendors with signs on display to 
reinforce the healthiest food choices.  
 

21. Data-based Decisions – A manager needs information to make good decisions, whether 
running a produce department or a farmers’ market. They needs to know the volume of 
products that are moving through the market, including seasonal fluctuations. When vendors 
provide weekly sales data, crop by crop, 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 may waste vendor fees.  
 

Presque Isle might well consider a fair and sustainable fee system where vendors pay 
according to the benefit they derive from the Market. It  keeps the Market healthy and 
confident of a future. A successful market is planned to sustain itself. 

 
22. Secret Ballot – As one Maine producer has said, “We need to make decision-making 

anonymous. People manage their businesses to maintain the status quo, not based on a 
growth model.” Change is difficult, so if the Market feels pulled apart at any time, a secret 
ballot might be helpful. It is wise to have healthy discussions and air all the most important 
sides of every issue, but even that can be intimidating for certain people. While some markets 
operate on consensus, voting may be a better option or it could be avoided if decisions were 
left to a Board of Directors.  

 
23. Community involvement – Involve every player in the community who wants to help 

themselves by helping the Market. Every nonprofit in the community could have a booth at 
the Market periodically during the season. The Market could provide two or three spaces 
weekly for free as long as the nonprofit helps spread the word. 
 

Another step worth considering is a community-wide annual meeting where the Market 
invites vendors, potential vendors, consumers and organizations to share their ideas for an 
abundant community marketplace. This forum might be a good vehicle for finding community 
board members. 
 

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

 

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

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

 
25. Part-time Contracted Staff – While the Market’s current size does not justify it, a part-time 

contract manager might be a consideration in the future, if the Market is successful scaling up 
(or in order to scale up). If a manager is hired, the Market should have a clear vision of the 
necessity, expected hours, job description and financing of the position. If the manager is also 
on site, their job can include being a two-way communication vehicle between vendor and 
customer interests, and a decision-maker that balances those interests.  
 
Taking on a paid contract manager can be a small or big shift for an organization. Markets 
often start slowly with staff paid for specific functions like accounting or credit/debit/EBT 
processing. When they want to add other responsibilities like event planning, music 
scheduling, promotion and community outreach, a 5-10 hour position may become 20-30 
hours. It gives the market credibility in the community. There is no absolute rule but small 
markets need good management and outreach to expand to a medium-size market.  
 
A paid professional manager can lift burdens from vendor volunteers while working with the 
board and committees to plan and strategize the next level of Market operation. They would 
be responsible for daily Market operations, implementing policy and carrying out a range of 
responsibilities as set forth by the board.  A good manager is constantly gaining customers’ 
views, even by listening in on Market conversations. Expect to pay them fairly; performance 
can be judged in part by sales growth.  
 

26. Hours – If the Market commits to a food court, it might want to consider extending the lunch 
hour to 2:00 p.m. In that case, 9 - 2 might be preferable hours simply to avoid too long a 
Market period. Hours can always be extended by popular demand if the Market is busy. 
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27. Specific Goals – In order to turn a vision into a reality, goals are critical. That goes for 

individual farms and for the Market as a whole. The Market could become a wholesale 
market where more local restaurants source their product. The Farmers’ Market needs to 
plan its future and continue to reassess regularly.Regular research can be a crucial part of 
getting a wider view of the customer experience.  

 
The Market could kick off an expansion with the new season, and/or with a mid-July event 
when the richness of the summer season’s color is fully on display, and summer visitors are 
present. In planning for a higher level of economic activity, the Market needs to coordinate 
promotion at a time when it is assured that many crops are ready to sell in volume so that a 
financial goal is reached. 

 
 
V. Analyzing Abundance  
 
Income levels do not determine whether people eat 
out more; they simply affect whether its fast food, a 
fancy restaurant or home delivered meal services. 
Without regard for class, Americans want  someone 
else to plan and fix the meals. As household incomes 
rise, Americans spend more money – but a smaller 
portion of their income – on food. While the share 
of disposable personal income spent on food 
dropped between 1960 and 2007, rising food prices 
and falling incomes clearly put the greatest pressure 
on those with the least resources. 
 
In a 2012 Gallup poll Americans reported spending 
$151 on food per week on average. One in 10 
Americans said they spend $300 or more per week 
and, at the other extreme, 8 percent spend less than $50. Young adults' average weekly food 
spending was $173, more than what older Americans said they spend. Those with incomes of 
$75,000 or more per year average $180 per week, compared with $144 for those with incomes of 
$30,000 to $74,999, and $127 for the lowest income group. Adults with children under 18 living at 
home spend $30 more per week on average than those without children.  
 
According to the Bureau of Labor Statistics, in 2015 households (“consumer units”) were spending an 
average of $4,015 on food at home and $3,008 on food away from home. With 9,171 residents in 
Presque Isle and 2.32 people per average household, there are about 3,950 households. Given 
spending patterns for food at home, Presque Isle households can be projected to spend about $15.8 
million on food purchases for home consumption. 
 

Market Share 
 
Let’s  assume that the Farmers’ Market wanted to capture 3 percent of at-home food expenditures. 
You would need to have a good number of food producers capable of selling over $475,000 of food 
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each year. That would be about $237,000 
during the summer Market season of May to 
October.  
 
Another way to understand $237,000 of 
volume is 25 weeks of $9,500 sales each week. 
Given lower shoulder seasons, let’s assume a 
need for $15,000 of product each week during 
the height of the summer season. Based on 
experience, we can safely assume $30 in sales 
per customer, up from $27 now. Thus, the 
Market would need about 500 shopping 
groups, compared to the 100 current estimate. 

This growth could be planned over several years; a good 100 percent jump initially would be helpful 
in reaching that larger goal. 
 
One way to meet this demand is to have 15 vendors supplying $1,000 each week, or 50 vendors 
ready to sell $300 each, or some comparable combination. Given the relative strengths of different 
farms and other businesses, the $15,000 weekly goal would be met through a combination of smaller 
and larger farms/vendors that sell anywhere from $200 to $3,000 every Market day. The Market 
might discuss financial goals with each vendor, and track sales to ensure that they are satisfied and 
reaching their potential. 
 
In reality, we can’t expect 3 percent of Presque Isle residents to buy all of their at-home foods at the 
Market. Start by asking Presque Isle residents to support the Market’s growth and support of local 
farms by agreeing to $50 weekly purchases. Since 28 percent of current Market shoppers come from 
Presque Isle, and 98 percent come from Aroostook County, we might set a target of: 
 

Primary Market:  6 percent of 3950 Presque Isle households (HHs)………..237 
Secondary Market:  3 percent of 8620 HHs in other towns < 15 miles.…… 258 
Tertiary Market:  1 percent of 9913 HHs in towns 16-60 miles…………..   99 

Total 594 
 
 
Perhaps some people would suggest a more conservative target: 
 

Primary Market:  4% of 3950 Presque Isle households (HHs)……….. 158 
Secondary Market:  2% of 8620 HHs in other towns < 15 miles.…… 172 
Tertiary Market:  0.5% of 9913 HHs in towns 16-60 miles…………..   50 

Total 380  
 
With $40 average sales, the $15,000 weekly sales goal would be readily reached during the height of 
summer. With softer shoulder seasons the Market should be able to reach a 237,000 season goal. 
 
 
The Market’s reputation will continue to expand with improved visibility, 
signage and promotion. If Market members decide to pursue a specific 
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financial goal, growth is more likely. The plan should include specific activities and promotion to 
reach the numbers desired.  
 
Having sufficient food at every stand to cover a 9-2 Market (suggested) would help build consumer 
confidence that they can shop at any time. This would deal with shoppers who think they have to be 
early birds to get the full selection. 

 

 
 
Shift in Location 
 
Given the cost of advertising, the Presque Isle Farmers’ Market should take full advantage of their 
Aroostook Centre Mall location, and attract as many customers as possible to benefit themselves and 
their host. A small move to the portion of the mall parking lot closest to US 1, as vendors agreed 
wholeheartedly, is the best way to capture the eyes of passing motorists.  Hopefully, any new Mall 
tenant in the west end would recognize the value of having a Market help pull customers off the 
highway and make them potential customers of theirs as well. 
 
Having the entire vendor base together is critical in creating a large presence on US 1, and a large 
colorful overhead banner should announce and reinforce the Presque Isle Farmers’ Market. The 
double-sided banner (readable by both southbound and northbound motorists) might be attached to 
two poles and secured to two vendor vehicles on one side of the Market(marked in yellow).  
 

 
 
           The red line shows where a traveler could see a banner over the FM with 18” letters, about 560’ away. 
 

Since this location has been used in the past, vendors felt positive about returning. It offers 
convenient parking spaces to the north (35), the south (21) and the east (100s). Enough  to satisfy a 
2000 percent growth in Market attendance.  
 
If any alternate location is to be considered by the Site Team, it might use the Maine Transportation 
Count Book to discern traffic counts for those locations and compare the sites.  Parking often is the 
limiting factor with customers. The Mall offers 1,500+ customer parking spaces for 4,000 vehicles 
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(depending on hours). Any other site should assure 300 spaces to be considered. People disgruntled 
by parking problems will often simply give up. 

 
A seasonally permanent sign (if allowable) on US 1 at Maysville Road would remind people constantly 
as they pass through the area, daily or just once a week. A sign or banner would get 100,000 views 
per week. The Market needs to generate most of its customer traffic through word-of-mouth, 
advertising/promotion and signage. Capturing 10 percent of passing cars during Market hours should 
yield 500 shopping groups.  
 
As farmers have pointed out, many farmers’ 
markets would do much better if they had more 
signs in all directions at a distance from the site, 
preparing people to come stop at the Market. 
With good connections to property owners, 
several seasonal or permanent signs should be 
possible up to five or even 10 miles from the 
Market. Additional sandwich board signs should 
be placed at key locations approaching the Market 
on Market day by vendors and the rest of the 
management team alike (if permitted by state and local laws).    

 

Community Input and Committee Structure 
 
This vision of an enlarged Market is based on substantial community involvement, beginning with a 
community meeting that inspires individuals and organizations to help create and fulfill the various 
elements. A board that includes farmers and community members would take on this challenge. 
Committees, or teams that work together, should be created to handle various activities, in 
conjunction with the manager. 
 
Outreach Team 
 
This team would outline the necessary balance of vendor and consumer numbers. General goals 
should be established so that each sub-team (Farmers, Value-Added, Hot Food, Music) can get 
vendors committed. The manager and team members should have strong awareness, or openness to 
learning about what minimum volumes may be expected by farmers and others to consider 
participating in the Market. 
 
 

Fundraising Team 

While the Market budget should be solidly balanced on the operational income and expenses, the 
fundraising team could raise money for Market expansion to a level where fees cover expenses.  
 
A fundraising team could do outreach via many different avenues. A crowdfunding site such as 
Kickstarter, or better yet Barnraiser, enables people to commit a sum of money and simultaneously 
support the Market by shopping. Businesses and organizations might commit various amounts to put 
their logo on a poster, or Main Street, music stag or Kids Club banner. They can sponsor radio ads.  
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The team could develop a package of sponsor and supporter options that goes from $100 to $1500 
for the first season. It must be ready to quantify the number of adults who would see their message 
during the entire year. Different businesses should be approached three months before the Market 
opening to show good planning and enlist them in spreading the word to their contacts. 
 
Special Events Team 
 
An Events Team can plan and implement a schedule of special events throughout the year, and plan 
with the Outreach Team so they can line up additional producers to join the Market for an event that 
will bring in new customers. This reduces the potential for new vendors reducing the sales of existing 
vendors, and it gives the Publicity Team the chance to put a listing of all new vendors in any 
promotional material for the event. 
  
Publicity Team 
 
A Publicity Team might include vendors , board members, volunteers and chefs or any other 
interested business professional in the area. In addition, all vendors should be involved in the social 
media campaign through their on own accounts and on the Market’s pages.  
 
A marketing campaign that reinforces Maine values and benefits of the Market. A print campaign 
might teach how local vendors re-circulate money in the local economy. A 30-second PSA might 
educate radio listeners: 

 
“Mainers are proud producers of good food. When you shop at the Presque Isle Farmers' 
Market, your money goes to 100 percent local Maine businesses who re-spend your money 
with other local businesses. It's your choice. Where you spend your food money is one of the 
biggest decisions you make every week. Help strengthen local family businesses that make 
our economy vibrant and your body healthy. ‘Buy Aroostook’ at the Presque Isle Farmers' 
Market every Saturday, 8:30 to 1.” 

 

Of course, there are other themes that you will want to reinforce as well, such as with this 15-second 
PSA: 

"Looking for the freshest local farm products and the tastiest prepared food? Come join the 
fun with real Maine producers at the Presque Isle Farmers' Market, Saturdays from 8:30 to 1, 
where everything is 100 percent local. Make your money count in rebuilding our local 
economy. Saturday 8:30 to 1 at Aroostook Centre Mall."  

A print campaign could focus on the Presque Isle zip code initially with mailers to residents 
encouraging them to support the “50 for Farmers” campaign. This campaign to Buy Aroostook and 
Support Farmers could have many of the points outlined in the PSA campaign above. Second-home 
owners also could be reached through a postcard mailing to their primary address based on county 
records. 

  

 
VI. Maine Producers – Potential Vendors 
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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 – for example, a 30 percent increase in expected sales – and management should contact 
vendors to relay the projected percentage increase in customers or discuss it regularly in the weeks 
leading up to the event.  
 
The Market should be seeking producers that are part of the local Aroostook County economy, but 
understandably an expanded product mix may demand vendors from other counties, extending to 
meet the desired product mix and provide superlative choice to consumers. 
 
Producers often want visibility in communities outside their own, and coming to Presque Isle 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. Drawing fruit growers from further south may involve promising 
several Facebook posts for their monthly Market visit. 
 
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. Good leads may come from people in the 
community who like good foods and know producers they would value in the Market. 

 
 
VII. Key Recommendations 
 
Board of Directors – Consider establishing a formal board including farmers and vendors along with 
other committed community members. 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 everyone.  
 
Committee Structure – All strong organizations operate with a set of standing committees. The true 
work is done at the committee level. Possible standing committees might be Policy & Governance, 
Outreach, Promotion, Advertising, Special Events, Fundraising, Finance and Education. 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 constructing a market building or covering unexpected costs, much as a rainy day fund. 
The Market should take control of its future and build a solid foundation which ensures future 
farmers have a place to sell that is secure. This respects the dedicated history of commitment by so 
many people that has brought the Market to this place so far. 
 

Advertising/Promotion Fund – Establish a fund to pay for all advertising and promotion activities. 
Ask an Advertising/Promotion Team (or two separate teams) to write a plan with costs that can fit 
within a budget of 1.5 to 2 percent of total vendor income.  
 

Membership and Space Fees – For years the Market has allowed farmers to benefit from the Market 
without paying for it. The Market has been left without financial stability, leaving farmers without 
confidence in it. There are no reserves, no money for a rainy day. If the Market wants to build a 
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future that farmers can depend on, it would be wise to seriously consider a daily fee that allows 
farmers to build the Market resources, and doesn’t tax smaller producers unjustly.  
 
Consider reducing the membership fee to $10 to cover basic membership activities. A higher fee like 
$30 discourages smaller vendors. 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.  
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. 
 
A reasonable solution is a fee of $5 minimum daily, or 5 percent of sales, whichever is greater. 
Anyone selling less than $100/day would pay the minimum, and anyone selling more than $100/day 
would pay 5 percent of their sales. This is a much more fair system that builds a Market’s resources 
to cover the costs of business.  
 
Payment would be made daily at the end of Market. One easy way to handle this is for every vendor 
to submit their payment ($5 or more) along with a product sheet listing their items and volumes sold 
in a clasp manila envelope to the manager. The manager could issue them a receipt immediately if 
they wish, or create a ledger of all payments at home and provide a receipt in the manila envelope 
given to them the following Saturday for their next payment to be submitted. The Market manager 
would be the only person to know people’s sales and would keep them private.  
 
Many markets operate on this basis with both small and extremely large sales. The larger growers 
pay more to keep the Market healthy. The Market would additionally be able to track annual growth 
and even data for special events so that the Market knows whether the investment in each event is a 
wise decision. The manager would provide overall sales data on a regular basis so that 
committees/teams have good feedback on their work.  
 
Paid Part-time Manager – The Market is operating at a scale where volunteers are essential to its 
continuation. At some point if the Market grows larger it might move to the next level with a 
part-time paid person. It might be someone hired to handle EBT processing, build a promotion 
program and create special events. A strong Board should give direction and respect a strong 
manager, providing support through board and committee meetings. But that is not expected nor 
recommended at this time, unless the vision is present to seek initial Manager funding for one year. 
A position could potentially be filled through Americorps. 
 
Partnerships – The key to growth is constantly focusing on the potential of the Market, setting goals, 
listening to customers and displaying abundance in every way. With a solid partner in Patti Crooks 
and the Mall, the Market needs to continue finding win/win relationships with partners throughout 
The County as described in the report.  
 
Operations and Promotion – The full Customer Survey provides the governing body with a picture of 
Presque Isle Farmers’ Market customers. Key insights and recommendations  from customers, 
vendors and community leaders are presented here for consideration. 
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1.  Expand customer database using promotional item incentives. 
2.  Connect with customers weekly, especially concentrating on Facebook and Instagram. 
3.  Send a targeted high color photo postcard to local households. 
4.  Move the Market close to US 1 for heightened visibility. 
5.  Post a double-sided, 3’ x 20’ colorful banner above trucks every Market day. 
6.  Construct a flag bank along US 1 to reinforce a lively atmosphere. 
7.  Increase A-frame signs on US1 and elsewhere (if permitted by state and local law); flyers, 

posters and rack cards for businesses. 
8.  Build an “Aroostook Pride” campaign as described below. 
9.  Focus heavily on adding product diversity, and more choice in each product area.  
10.  Find conventional fruit/vegetable growers and reinforce consumer price concerns to all. 
11.  Attract one or two more farms with a CSA program, including Market choice and pick-up. 
12.  Add younger vendors and employees, and MSAD#1 school farm if they will do outreach to 

their customer base. 
13.  Expand choice for fruit, vegetables, meat, poultry, baked goods and prepared food. 
14.  Get farmers to expand with value-added line, and reach out to new value-added producers. 
15.  Develop social/relaxation/coffee space with umbrellas, tables and chairs. 
16.  Create activities and atmosphere to attract kids and young adults, the next customer base. 
17.  Host at least monthly special events with customer reminders and media press releases.  
18.  Ask 25-44 year-old parents for specific ideas of kid-friendly activities to implement. 
19.  Find an organization to host a Kids Club that will distribute $2 vouchers every week. 
20.  Seek business sponsors of specific events, weekly music, nutrition education, etc. 
21.  Mention meats, cheese and baked goods with product-based ads and promotions. 
22.  Key banner words:  farmers, local artisans, fun atmosphere, baked goods, ready-to-eat. 
23.  Build relationships with retailers using posters (they sponsor), flyers and rack cards. 
24.  Test a two-way coupon program of farms and Mall/downtown businesses. 
25.  Build linkages with local employers as Market Supporters, e.g., for employee reminders. 
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.  Develop a “Fifty for Farmers” pledge campaign to encourage customers to spend $50 or 50 

percent of their weekly food budget. 
29.  Implement a PIFM Frequent Shopper card with incentives to cultivate repeat sales. 
30.  Ask top 10 employers to develop incentive health program for employees to shop at Market. 
31.  Build a vendor business training program with UMPI and experienced vendor mentors. 
32.  Ask every vendor to provide nutrient density signage and reinforce with customers. 
33.  Encourage vendors to offer mobile card reader for cash-strapped customers. 
34.  Conduct regular price audits of local grocers to build vendor awareness of the competition. 
35.  Consider an on-site ATM machine to provide easier access to cash. 
36.  Consider a Presque Isle non-shopper study, researching concerns and shopping disincentives.  

Conclusion 

This study found desire for a larger, more vibrant marketplace. There is already new farmer interest 
in the Presque Isle Farmers’ Market. With a new board, committees, enlarged vendor base, improved 
signage, new fee structure and extensive special event schedule, the Market can readily expand sales 

Presque Isle Farmers’ Market Sustainability Plan             March 2017             Farmers’ Markets America                37 



 

by 100 percent to serve more local producers and more customers. In the process it will attract 
people that bring more revenue to other local businesses.  

It appears that the time is right for Presque Isle to cement its place as the food hub of Northern 
Maine. 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 Presque Isle Farmers’ Market 
well into the future. 

Additional Information 

 
Market Customer Survey Summary 
 
An estimated 178 adults in 100 shopping groups (1.78 adults per party) came to the Market. Nearly 
three of every four shopping groups had two or more adults in them. 
 
One-in-every-seven shopping groups had children. Vendors and management need to encourage 
more children to the market with tasting tables, activities and events.  

 
Almost all Market shoppers live in Aroostook County.  Twenty-eight percent are from Presque Isle 
and double that (55%) from other towns like Washburn, Mapleton, Caribou, Fort Fairfield, Mars Hill, 
Easton, Westfield and Bridgewater. By mileage, 36% come from the primary trade area (5 miles), an 
equal 36% from the secondary area (15 miles) and 27% from the tertiary market which is the 
remainder of Aroostook County.  
 
Virtually all customers came to the Market by car. One walked. This is the nature of a mall with 
substantial parking so there is no need for concern. Like the City, the Presque Isle Farmers’ Market 
serves the region, and reinforces people’s Presque Isle shopping visits. 
 
Median household income for Presque Isle Farmers’ Market customers is $7,000 higher than that 
of Presque Isle and Aroostook households. Nevertheless, 55 percent of customers have household 
income below $50,000. This reinforces the importance of competitive pricing and the Maine Harvest 
Bucks program at the Market. 
 
This is a senior Market with an average age of 62. Customers under 55 are underrepresented. 
Seniors over 65 were double what they are in the population. To attract younger households, the 
Market might adjust everything from product offerings to promotional efforts, programs and 
activities for a younger audience.  Younger vendors or employees can also attract young people.  
 
Fresh fruits and vegetables are the top motivator for coming to the Presque Isle Farmers’ Market. 
This is according to  82 percent of respondents, far outpacing all other products.  
 
Average customer spending is almost $27. A solid 58 percent of shoppers spend $20 or more, and 30 
percent spend $40 or more. Average sales per customer invariably increase when a Market grows 
with a larger product mix.  
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The average shopper said that 15.2 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 87 percent buying from at least two vendors in their regular 
purchasing. 
 
Vegetables were bought by 85 percent of customers, yet only 33 percent bought fruit, perhaps due 
to limited supply.  Baked goods were popular with 33 percent, as were organic items (21%) and 
meat/poultry at (17%). 
 
A high 76 percent of all respondents were happy with their purchases. Shoppers’ principal reasons 
for not buying more are lack of cash, unable to carry more  and selection. 
 
Customers ranked ease of parking and vendor friendliness highest (9.53). Quality/freshness were a 
close third (9.46).  They are more dissatisfied with prices ( 8.85) and the diversity of products at 
(8.69).  
 
Customers want more products. At the top of the list are cheese (39%) and bread/pastries (36%), 
followed by 25 percent wanting more organic. Milk, beer, spices and much more were requested.  
 
Only 15 percent are loyal customers who come 11+ weeks per year. Strong markets usually have 30 
percent or more of their customer base coming at least half the time. 
 
Two-thirds (66%) of customers do not attend any other farmers’ market. Only 8 percent of Presque 
Isle customers say they shop at the Riverside Public Market while others shop in Fort Kent, Houlton, 
Bangor, Calais, Stonington, Bar Harbor, downstate and several in other states.  
 
Farmers’ market shoppers are still heavily dependent upon supermarkets in Presque Isle. The 
Market only gets a 20 percent share while the supermarket wrangles 70 percent from a fairly equal 
number of customers.  
 
The supermarket gets nearly $4 from farmers’ market shoppers for every $1 they spend in the 
Market. And the Market only has a fraction of 1 percent of Presque Isle’s 4300 households. Almost 
all local households are spending their food dollars elsewhere. Half spend 10 percent or less of their 
summer food budget at the Market.  
 
The key low-cost promotional tools are flyers (26%), sandwich boards (15%), posters (10%) and 
website (10%). Every avenue possible needs to be used to reach customers in a cost-effective 
manner, including email (5%) and Facebook, banner and Chamber website (all 3% each). Customers 
show higher response to television (44%) and newspapers (31%), but a low 8% response to radio. 
 
Presque Isle Farmers’ Market is the key reason for 7-in-10 shoppers (69%) coming to this area. The 
Market is the destination attraction for the vast majority of Market shoppers that motivates them to 
come into downtown Presque Isle.  
 
The Market should build a strong partnership with local businesses. The Market is the key reason 
why 7-in-10 Market shoppers come to the area. Five-sixths (84%) of Market customers shop at local 
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businesses in conjunction with their Market visit. The average customer spends $55.23 in these local 
businesses, $2 for every $1 spent at the Farmers’ Market. Retail business owners may want to work 
closely with the Market to strengthen that draw. 
 
Fifty percent of all those making comments want to see more vendors. One stating they wanted 
“anything we can get to come to our area.”  
 
 

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.  
 
Presque Isle is a service center town 
for the rural areas of northern Maine 
that make up Aroostook County. It has 
banking, strong retail and other 
services and many jobs that attract residents from throughout The County. 
 

Demographics 
 
While the U.S. population grew 4.1 percent  from 2010-2015 to 321.4 million people, Maine’s 
population grew less than 0.1 percent. Generally, a declining trend characterized most of the state, 
offset by growth in Greater Portland.  
 
Maine is the “oldest” state in the country with an average age of 42.7, a full 5.5 years older than the 
U.S. average.  

The Presque Isle population dropped 5.4 percent from 2010 to 2015, leaving an estimated 9171 
people in the City, or about 4200 households. Median household income in Presque Isle was $36,538 
in 2015. The poverty rate was 21 percent versus the 13.5 percent state average. Presque Isle 
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residents are fairly educated with 89.2 percent having high school diplomas, and 19.6 percent having 
a Bachelor’s degree or higher (compared to 86.6% and 17.2%, respectively, in the county). All 
Aroostook County high schools are expected to graduate only 734 students in 2017. 

Maine had an extremely low 2.32 average household size in 2010, compared to 2.58 for the United 
States. Aroostook County had a 4.2 percent decline in the number of family households from 
2000-2010, second only to Washington County’s 4.9 percent decline, and a 14.7 percent expansion in 
non-family households. Non-family households grew from 34 to 37 percent of all Maine households 
by 2010. Females as head of household grew from 26 to 31 percent and single female heads of 
household make up 54 percent of households. Thus, the state as a whole and Aroostook County as 
well are seeing a shift toward non-family households which relates to a smaller household size and 
lower food consumption levels for each household. 
 
Housing affordability is causing more middle-aged people to rent . From 2000 to 2010, Maine median 
home values grew quickly while real median household incomes declined in all but three counties, so 
the ratio of house price to income dropped dramatically, despite the housing recession. The share of 
35 to 44 year-old renters grew by 11 percent, and for those 45 to 54 by 15 percent.  
 
During the period of 2000 to 2010, Aroostook County experienced a 3 percent decline in real median 
household income at the same time as the median home price grew by 47 percent. While this was 
the smallest increase in any Maine County, the combination of factors puts further pressure on 
households when it comes to food affordability. 

 

Noting the principal communities that the Presque Isle Farmers’ Market could and does serve in The 
County, there are well over 29,000 residents within 15 miles, not to mention the Canadians just over 
the border: 

 
Town       Population    Miles to PI 
Presque Isle 9171   - 
Mapleton 1948   7 
Easton 1287   7  
Westfield   549 10  
Chapman   468 10 
Fort Fairfield 3496 11  
Washburn 1687 12 
Castle Hill   425 13  
Caribou 8189 14  
Mars Hill 1493 15  
Blaine   726 15  

 
(bold are towns from which farmers currently come, including the list below) 

 
Some of these communities are closer to markets in Fort Fairfield and Caribou, but Maine residents 
have many reasons for traveling. Given the jobs, businesses and retail activity in Presque Isle, many 
individuals will choose this Market. It may be easiest to target people from these outlying 
communities by doing a health improvement program linked to larger employers like the hospital, 
school district, etc. 
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Another way to build the Market is to re-brand the Market: “Made in Aroostook for all Aroostook” 
and reach out to virtually every town in The County. Listed here are those within 60 miles drive: 
 

Town       Population    Miles to PI 
Perham   386 16 
Wade   283 18 
Woodland* 1213 19  
Bridgewater   610 20  
Limestone* 2314 21  
Ashland* 1309 23  
New Sweden   602 23 
Caswell   306 27  
Masardis   249 29  
Monticello   790 29  
Stockholm   253 31  
Littleton* 1068 34  
Hamlin   219 34  
Portage Lake   391 34  
Van Buren* 2171 36  
Westmanland     62 40  
Houlton* 6123 41  
Hammond   118 43  
Hodgdon* 1309 46  
Ludlow   404 46  
New Limerick   490 48  
Linneus*   984 50  
New Canada   321 51 
Grand Isle   467 51  
St. Agatha   747 52  
Eagle Lake   864 53  
Frenchville* 1087 56  
Amity   238 57  
Merrill   273 57  
Oakfield   737 57  
Fort Kent* 4097 58  
Smyrna  442 58  
Dyer Brook   213 59  
Wallagrass   546 59  
Madawaska* 4035 60  
 

This Aroostook Pride campaign could reach a tertiary market (above 15 miles) of 23,000 people 
(current population). The Market might reach out first to the largest 11 towns(*) to ask if there are 
vendors who would like to be part of the new Aroostook Pride campaign at the Presque Isle Farmers’ 
Market. The goal should be to have at least one vendor from each town. This effort might include a 
Western style “WANTED” poster appealing to farmers, which subtly appeals to consumers as well. 
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With the power of Presque Isle’s retail sector, the Market could attract a fair number of Canadians if 
it is more fully organized and promotes its reputation. Of course, the “Aroostook” campaign might 
need to be adjusted for them:  “Come Celebrate Aroostook Pride.” An additional 13,000+ people 
reside in these and other smaller nearby communities outside The County, mostly along Canadian 
Highway 2: 
 

Town       Population      Miles to PIFM 
Hope 1536 16  
Aroostook   351 22 
Grand Falls 5706 26 
Perth-Andover 1778 27 
Centerville   542 27 
Bath   532 37 
Plaster Rock 1135 41 
Hartland   947 47 

 
  
A Farmers’ Market sign a mile inside the border (if permitted by state and local law) would capture 
the eyes of every Canadian making the border crossing. Reminder directional signage would be 
needed to get people to the Mall. 
 
 
 

 

 

 

 

 

 

 

 

 

Resources  

“Customer Shopping Behavior,” Harry Krueckeberg, Colorado State University, Feb. 1990, 
http://ageconsearch.umn.edu/bitstream/26970/1/21010121.pdf  
Food Navigator-USA, “Study reveals grocery shoppers’ purchasing priorities,” February 2009 
Maine Certified Shellfish Dealers website 
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http://www.ellsworthfarmersmarket.com/
http://ageconsearch.umn.edu/bitstream/26970/1/21010121.pdf


 

Maine Food Strategy Consumer Survey Report, May 2014, 
http://mainefoodstrategy.com/wp-content/uploads/2014/05/maine-food-strategys-consumer-survey-report.pdf 
Maine State Pomological Society, http://www.maineapples.org/orchard_map.html 

Northern Maine PYO.org, http://www.pickyourown.org/MEnorth.htm 

Organic Maine! The 2016 Directory of MOFGA Certified Organic Farms, Foods & Products 
“There’s more to food store choice than proximity: a questionnaire development study,” published online June 17, 2013, 
www.ncbi.nlm.nih.gov/pmc/articles/PMC3686698/  
Unique Maine Farms website 
United States Census Bureau, QuickFacts, http://www.census.gov/quickfacts/table/PST045215/2360825 
USDA Economic Research Service website 
http://www.census.gov/quickfacts/table/PST045215/23,00 
http://www.centralmaine.com/2016/08/14/our-opinion-making-a-bright-future-for-maine-farms/ 
www.DeerFarms.com 
http://www.eastonme.com/pages/business-listing 
http://www.farmfreshconnection.org/farm_fresh_CONNECTION/GROWERS.html 
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 
http://www.getrealmaine.com/farms/ 
https://www.grownyc.org/blog/greenmarket-40-40 
Maine Cheese Guild, www.mainecheeseguild.org/ 

www.maineindianbaskets.org/artists/ 
www.npr.org/sections/thesalt/2015/03/30/395774725/grocery-stores-are-losing-you-heres-how-they-plan-to-win-you-b
ack 
www.PickYourOwn.org/MEnorth.htm 
www.statista.com/statistics/251667/us-consumers-reasons-for-shopping-at-their-primary-grocery-store/ 
http://supermarketnews.com/health-wellness/freshness-replacing-convenience-reason-choosing-supermarket-panel-say
s 
http://upstreamcommerce.com/blog/2012/02/14/8-reasons-consumer-likes-shop-online 
http://www.wholesomewave.org/wholesomewavefinigrantaward/ 
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http://www.belgradevacationrentals.com/site/12239/berry-apple-picking-belgrade-maine-vacation.aspx
http://www.rocklandfarmersmarket.org/
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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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