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The Bangor Region Food Hub Consortium is an informal group of 
representatives of organizations interested in local food production and 
distribution for economic development and food security.  

In 2013 and 2014 several groups were coalescing around the idea of a 
food hub: 

•	 The Orono Economic Development Corporation (OEDC) was 
looking at food hub models, encouraged by the University of Maine 
Cooperative Extension Service.  

•	 Good Shepherd Food Bank (GSFB), serving a growing role in 
produce aggregation from the region’s farmers to distribute through 
their network to reach food insecure Mainers, was searching for a 
larger regional facility - which it has since found in Hampden - with 
enhanced capabilities for year-round distribution of food.

•	 Individuals in Bangor were forming a Food Council to increase 
access to healthy food.  

•	 The University of Maine in Orono was moving toward larger shares 
of local foods in its dining rooms.  

•	 Farm to Institution New England (FINE) and its partners were 
advocating for greater emphasis on traceable, local foods in new 
University of Maine System dining services contract. 

About the Bangor Region Food Hub 
Consortium
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Under the auspices of the Chamber of Commerce, these interests launched 
the Bangor Food Hub Consortium for the purpose of determining the 
feasibility of a regional food hub – and to guide the region to a viable 
business model for a food hub1.  

The consortium convened in 2014 under the umbrella of the Business 
Action Committee of Bangor Region Chamber of Commerce and includes 
representatives from:

• City of Bangor
• Bangor Region Chamber of Commerce
• Farm to Institution New England (FINE)
• Good Shepherd Food Bank
• City of Old Town
• Town of Orono
• Orono Economic Development Corp.
• RSU 26 (Orono schools)
• University of Maine Cooperative Extension Service
• University of Maine Culinary Services
• University of Maine Office of Innovation and Economic Development

The consortium focused on a fundamental first question:  What is the 
unmet demand for local foods by institutional food services within a 
50-mile radius of Bangor?  Initial research showed that the region has an 
impressive density of institutions with food service functions:  10 colleges 
and universities, 17 hospitals, 33 nursing homes, scores of restaurants, 
local school districts, and summer camps. 

1 For the purpose of a feasibility study, the group accepted the USDA’s definition of a food 
hub:

“A business or organization that actively manages the aggregation, distribution, 
and marketing of source-identified food products primarily from local and 
regional producers to strengthen their ability to satisfy wholesale, retail, and 
institutional demand.”

As a first step toward understanding the feasibility of a new, centralized 
food hub in the Greater Bangor region, the consortium sought a demand-
side analysis about locally grown and produced food products with 
emphasis on existing and potential demand from buyers of fresh and 
processed food products in institutions, restaurants, school systems, and 
other entities that purchase and serve food in large quantities, grocery 
stores, and other retailers.

The consortium sought to understand the ways in which buyer demand is 
currently supplied, the market shares of current suppliers, the availability 
of local agricultural and small producer sources of supply, and other supply 
side questions. 

This report however, is focused on the demand side of the equation.  If 
significant unmet demand for locally grown and produced food products 
is found the consortium may proceed to better understand questions of 
supply. 
 
With generous support from the Maine Community Foundation, the Bangor 
Savings Bank Foundation, the Town of Orono and the Orono Economic 
Development Corporation, the City of Old Town, and Good Shepherd 
Food Bank, the consortium hired Maine Farmland Trust to undertake the 
feasibility study.  

About Maine Farmland Trust

Though farming in Maine remains a major economic force (adding $2 

About the Bangor Region Food Hub Consortium
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billion each year to the state’s economy) and is well poised for the future, 
that future promise depends on the protection of the resource base. 

Maine Farmland Trust (MFT) formed in 1999 to help preserve farmland, 
both directly, and by assisting other organizations.

Since its founding, MFT has played a key role in securing agricultural 
easements on 225 farms that are now permanently protected. This 
represents more than 35,000 acres of farmland. 

By collaborating and consulting with farmers, food-related businesses, and 
organizations with interests that range from economic development to food 
security, MFT helps grow creative programs and enterprises designed to 
support a vibrant and resilient food system that works for all Mainers. 

Study Methodology

In 2015, University of Maine interns compiled an overview of secondary 
resources and trends about food hubs around the United States with a view 
toward extrapolating how local food trends might inform the development 
of the food system in the Greater Bangor region2.

MFT worked with the Greater Bangor Area Chamber of Commerce to 
develop and launch the project web site which served the project as an 
information portal and invitation to participate in the project survey3.

2 https://foodhubresources.wordpress.com/

3 https://bangorregionfoodhub.wordpress.com/

MFT developed a survey of colleges, universities, high schools, grade 
schools, hospitals, nursing homes, grocery stores, restaurants, hotels, and 
events centers. The survey, Growing Opportunities for Maine-Sourced Food 
& Ingredients, was distributed via the project web site, through Chamber 
membership, and by direct invitation to 203 entities and gained a 27 
percent response rate.

Because our fifty-three respondents were asked to share budgets and 
allocations summaries, operations information, and buying habits the 
project offered assurance to survey participants that their information would 
not be individually identifiable.

Interviews with selected participants were conducted in person and via 
phone.

MFT conducted additional research to inform the project about the food 
system landscape and infrastructure within the study region: numbers of 
existing food hubs and distributors, storage facilitates, food processing 
facilities and commercial kitchens, food testing labs, GAP-certified farmers 
and farmers experienced in selling wholesale, and State or USDA inspected 
meat and poultry processing facilities. Further research approximated 
information about institutional dining facilities and numbers of meals 
served.

Because the number of respondents in each category is small, the data 
have not been extrapolated to all of the entities in each category. For 
example, among the region’s ten colleges and universities, six provided 
detailed information on their buying habits. The food budgets, total demand 

About the Bangor Region Food Hub Consortium

https://foodhubresources.wordpress.com/
https://bangorregionfoodhub.wordpress.com/
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potential, and the unsatisfied demand for Maine-sourced foods in the 
college and university category represent these six respondents.  

In order that calculations used objective price points, this study largely 
worked with produce and fruits pricing derived from the Chelsea Terminal 
Market4. Where entities indicated ability and willingness to adjust their 
purchase price for locally sourced food and ingredients, their stated 
premium was included in calculations about the current potential market 
value at their locations. 

Current and potential market calculations were determined using Terminal 
and other wholesale pricing for specific items (ex.: ‘sweet potato) as well 
as aggregated items (ex.: ‘produce’). Annualized market value includes the 
average markup a buyer is willing and able to expend for Maine-grown food 
and ingredients, i.e., a ‘local premium’, and seasonality. All calculations 
correspond to respondent purchasing behaviors and demand and are not 
extrapolated to the entire regional market.

Scope of Work

This work focuses on institutional demand for Maine-sourced food and 
ingredients in the region 50 miles around the towns of Bangor and Orono.
The term ‘local food’ is synonymous with ‘Maine grown’ and ‘Maine-
sourced’ and recognizes that the distributors, food hubs, and farmer 
aggregators supplying the market within our focus area source from all 
parts of Maine.
 

4  http://www.terminalmarkets.com/bostonterminal.htm

The project sought to identify:

•	 The extent to which market conditions in the region are sufficient to 
support a new centralized food hub there

•	 Opportunities for food entrepreneurs wishing to start a new business 
or to expand their current product lines

•	 Opportunities for farmers interested in supplying specific high-
demand products

•	 Challenges to increasing the prevalence of Maine-sourced food and 
ingredients on institutional menus and options for entrepreneurial 
solutions to those challenges

•	 Current and potential distributor and supply relationships

•	 Indications of current spending and market potential in produce, 
fruit, meat, poultry, fish, culinary herbs, baked goods, condiments, 
sweeteners, and snacks

•	 Regional wholesale market potential for specific Maine-sourced food 
and ingredients

While supply-side capacity and conditions influence and inform the content 
and outcomes of this study, close examination of supply-side matters is 
outside the scope of work. 

About the Bangor Region Food Hub Consortium

http://www.terminalmarkets.com/bostonterminal.htm
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Executive Summary

Purchasing and sourcing activity among the fifty-three participants in this 
study implies that, within 50 miles of Bangor, at least 70 percent of the 
potential market for Maine-grown food and ingredients is unmet. Among 
study participants alone this conservatively equates to $5,000,000 of 
annual opportunity or an average of approximately $94,000 per week.

The most promising economic development and market entry strategies to 
take advantage of the existing market are: 

•	 Developing a robust information campaign and toolkit to inform 
wholesale food buyers how to connect to existing local food 
sources such as farms, farm aggregators, food hubs, Maine-
based distributors, or broadline distributors with Maine-sourced 
food options. Filling this information gap could lead to an almost 
immediate 10 percent increase in weekly orders of Maine-sourced 
foods. The website set up for this feasibility study at the Bangor 
Region Chamber of Commerce could be a home for a toolkit for 
buyers and a reference point for a comprehensive campaign of 
information, training, and produce-buyer meet-ups. 

•	 Working with farmers that have or could develop the scale and 
experience to serve as aggregators in their own right – assisting 
them with infrastructure, business planning, tackling technical 
requirements, and helping to deepen their penetration of 
institutional and other food service markets. The ‘farmer-aggregator’ 
approach to distributing foods, in combination with the local food 
distribution network and infrastructure already in place, represents 

a stronger business opportunity than 
launching a new stand-alone, 
centralized food hub facility.

•	 Partnering with existing 
food hubs, farmers, farmer 
aggregators, Maine-based 
distributors, and food 
producers, Good Shepherd 
Food Bank could help resolve 
stubborn gaps in the regional 
food system by leveraging 
their newly acquired storage and 
distribution facility along side the market 
and logistics expertise the partners can bring to bear.

•	 Identifying and directing sources of capital support for acquisition 
of a blast freezer to benefit existing food hubs, farmers, farmer 
aggregators, Maine-based distributors, food producers, and Good 
Shepherd Food Bank.

•	 Increasing production of certain value added foods (e.g., baked 
goods, culinary herbs) using Maine-sourced ingredients for hotel, 
events, and other markets

In addition to key findings about unsatisfied demand for Maine-grown 
foods in institutions, the interaction of demand-side and supply-side factors 
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shape both the potential and the challenges within the current market in 
important ways. 

On the demand side, study participants report the greatest potential for 
increased weekly orders of farm products in poultry, red meat, salad greens, 
apples, and tree fruit. Within these categories, demand is highest for 
poultry (fresh, frozen, and portioned), ground beef (fresh and frozen), salad 
greens, sweet potatoes, strawberries and raspberries (fresh and frozen), 
apples, peaches, and pears.

While the overall level of unsatisfied demand among institutional and other 
food service entities is significant, purchasing behavior is in the form of 
relatively small weekly amounts per entity. Individual institutional buyers 
project increased procurement in weekly purchases of 100 pounds or 
less in most categories. (The outliers remain meat, poultry, apples, and 
salad greens; weekly orders for these items frequently project in the range 
of 100-500 pounds.) These small volumes, spread over many potential 
customers, represent significant logistical challenges for managing and 
meeting orders that contributes to higher distribution costs for centralized 
suppliers. A scalable, decentralized model – such as might be achieved 
through a system of farm-based aggregators – is the kind of system that 
would better respond to this demand.

There appears to be an immediate opportunity for baked goods production, 
dried and fresh herbs, sea salt, and berries for certain markets. Given the 
pressures and conditions at some points along the food system and supply 
chain, we recommend that experienced entrepreneurs and food producers 
consider current levels of procurement, the conditions under which current 

Executive Summary
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market segments purchase and upsell baked goods specifically, and how 
they can address the projected level of demand if present challenges to that 
category are diminished.

•	 From among the fifty-three participants in this study, fresh and 
dried culinary herbs offer a year-round market of at least $110,000 
annually.

•	 The fifty-three participants in this study can support an annual 
demand of at least $130,500 of demand for certain baked goods

•	 At least 30 percent of these institutional 
buyers across all market segments who 

want to purchase Maine-grown food are 
unaware of the options for accessing 
such products currently available 
to them; they do not know where 
or how to engage a direct buy 
relationship with farmers, and are 
unaware of how to work with their 
current distributors to purchase 

Maine-grown items from an order list. 
There are, in fact, several distributors, 

food hubs, and aggregators supplying 
this region that could fulfill a portion of 

unmet demand for these buyers.

Analysis of supply was beyond the scope of this study which focused on 
the characteristics of demand for Maine-grown food and ingredients. On 
the supply side however, buyers’ needs for predictable quality, product 
consistency and availability, and reliable delivery may not be satisfied given 
the gaps in the existing local food system. 

Persistent lack of on-site storage frustrates purchasing in larger quantities 
which could help address pricing requirements in grade schools and high 
schools, for example. 

Further, it is useful to note that while the greatest wholesale demand in 
the region is for poultry, meat, and fruit, the preponderance of farmers 
supplying this region are growing vegetables.

Ultimately, a thorough understanding of the gaps in the supply chain is as 
important in determining the best strategies for marketing, aggregation and 
distribution as the demand side of the equation.

The recommended strategies reduce or spread risk, take advantage 
of established farms, distributors, and organizations, and can scale 
incrementally as aggregators and distributors capture larger shares of the 
potential demand.

Executive Summary
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Market Opportunities

Entrepreneurial opportunities continue to exist for food producers and 
farmers who have the ability to operate consistently in wholesale and retail 
segments to supply to markets with specific niche items in the quantity, 
quality, and form needed:

Baked Goods

•	 Out of hand goods: Bakers already in business likely have enough 
demand in the hotel and event centers, healthcare facilities, and 
college and university dining to add products or increase production 
of products made of local ingredients that are simple to serve, that 
fit in well on the patient menu, and that upsell in their in-house 
cafes: muffins, tarts, quick breads, sweet and savory corn bread, 
and cookies.

•	 Par-baked goods: Artisanal and home-style partially baked, or 
‘par-baked’, breads, rolls, and bagels made of local ingredients for 
hotel and events centers, retail (take and bake), restaurants, and 
in-house institutional and corporate cafes. 

Par-baking enables the facility to choice and prepare the exact 
number of items needed.

Loaves are baked normally to about 80 percent doneness, the 
cooking process is halted, and the loaves cooled very rapidly or 
frozen. In this condition, once in sealed packaging, the product does 

not age or become stale; and can be transported easily. 

The par-baked loaf can be finished off in 10 or 15 minutes and is 
indistinguishable from fresh baked product. 

For a kitchen with limited facilities and lack of labor capacity, a 
par-baked product means they need only a regular oven and some 
refrigeration. Locations can buy larger quantities and prepare items 
as needed without worry about expiry date.

Produce

•	 Salad greens are in high year-round demand across all markets

•	 Sweet potatoes are in demand at college and university dining 
facilities, high schools and grades schools, restaurants, and hotels 
and event centers.

•	 Culinary herbs (basil, chives, cilantro, dill, garlic, mint, oregano, 
parsley, sage, rosemary, tarragon, thyme) and sea salt offer a 
market for farmers and producers currently growing and harvesting 
these items.
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Fruits

•	 There is a year-round demand for strawberries and raspberries: 
fresh in season and frozen the remaining months. 

•	 Growers need to be able to sell to a processor for flash freezing 
or perform the value-added measures themselves and store until 
distribution. Markets are diverse and prices remain high throughout 
the year.

•	 Apples are in demand at food stores, distributors, healthcare 
facilities, grade schools and high schools, colleges and universities, 
and summer camps. Buyers prefer fresh.

•	 Other tree fruit, such as peaches and pears, are in high demand 
mostly for fresh. Some locations report a demand for frozen peaches 
year round when available.

Red Meat, Poultry, Fish

•	 There is demand in nearly all locations for ground or portioned and 
frozen red meat and pork processed under USDA-inspection. 

•	 A significant percentage of the aggregated market, especially 

restaurants, requires that red meat be graded5 – this fee-based 
service administrated by the USDA Agricultural Marketing Service is 
not available in Maine. 

•	 Portioned, boneless, skinless chicken breast is high demand at 
healthcare facilities. One location reports consistently more demand 
than his source can supply because their processor does not get 
enough Maine-grown birds from growers. \

Some groceries report demand for whole birds but most locations 
need portioned and frozen product.

Event centers and restaurants prefer fresh when buying locally 
raised birds.

•	 Although lamb is not in demand in institutional settings, it is 
desired in restaurants and food stores. 

•	 Items must be vacuum-packaged and labeled. 

•	 Schools, colleges, and universities prefer to purchase frozen finned 
fish that is filleted or in chowder portions.

5  What’s Your Beef? http://blogs.usda.gov/2013/01/28/what%E2%80%99s-your-beef-
%E2%80%93-prime-choice-or-select/

Market Opportunities
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Farmer-Aggregated Supply

A scalable, decentralized model – such as might be achieved through a 
system of farm-based aggregators – is the kind of system that would better 
respond to market demand. There may be sufficient opportunity under a 
collaborative model for experienced farmer-aggregators to supply products 
to niche markets such as events centers and to institutions, grocery stores 
and consumer direct. 

Under this model:

• Farmers cooperate to overcome the supply bottleneck that exists for 
them if they attempt to enter the wholesale market on their own.

• They combine – or aggregate and store harvest product - on a farm or 
farms closest to their major markets.

• Their availability list is offered via a website, emailed order sheets, 
and other communication methods their customers prefer.

• Orders are filled on a 2 – 3 day turnaround.

• Larger orders are transported under arrangement with existing 
trucking companies and via relationships with area distributors.

• Using their own trucks, farmers deliver smaller orders originating in 
closest proximity.

For some of these operations, leasing packing lines may further order 
fulfillment especially if the packing line is housed in the same location as 
leased storage.

Advantages

This model operates with little infrastructure of its own; its costs of 
operation is lower than for a large, centralized facility. 

Members can sell on their own in addition to selling under the group brand.

The farmer aggregator’s  members share responsibility and liability for cold 
chain, food safety including traceability, and quality control and assurance. 
It might be organized under a brand. 

Challenges

This model lives and dies on logistics, efficiency, and communication while 
being subject to the same market conditions as traditional food hubs and 
regional distributors.

Requirements

Participating farmers should be experienced wholesale suppliers and 
understand and be able to respond to:

Market Opportunities
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	 aggregate market challenges

	 characteristics of current and potential demand

	 procurement requirements and preferences in each market 
segment

Several operations6 have developed and implemented this model since 
about 1997. After their revenues shrank by nearly half in the recession 
after 2008, Red Tomato (based in Plainville, MA) divested of its leased 
trucks and owned warehouses and now relies on farmers to store and 
aggregate and on distributors and third party logistics companies to 
move product. It works with a network of over 50 farmers and delivers 
through existing distributors to serve a market in nine states. Red Tomato 
is rooted in social mission; it currently operates as a not-for-profit.

In Maine, a growing number7 of farmer-aggregators are currently 
operating to satisfy wholesale and direct markets.

• Circle B Farm in Aroostook County supplies produce and 
blueberries. 

• Lakeside Family Farm in Newport supplies produce.

• A new distributor in Washington County, Growing Concern, is 

6 Good Natured Farms: http://www.goodnaturedfamilyfarms.com/Home_Page.html
Red Tomato: http://www.redtomato.org/about/

7 Circle B Farm: http://www.circlebfarmsinc.com/
Lakeside Family Farm: https://lakesidefamilyfarm.com/
Growing Concern: http://www.growingconcern.me/
Siberia Farms: http://www.siberiafarms.com/
Tide Mill Organic Farm: http://tidemillorganicfarm.com/

 

Market Opportunities

A lead farmer-aggregator under this model should:

•	 Carry GAP certification

•	 Carry a written HACCP for any light processing done on any 
products sold

•	 Have a current written food safety and food traceability plans

•	 Carry at least $2 million of liability insurance and either require that 
their participating farmers carry $1 million each or work only with 
GAP certified farms

•	 Have or be able to access dry, cold, and frozen humidity controlled 
storage

•	 Be capable of packing in food safe containers

•	 Have labeling capability 

•	 Test their water source regularly

•	 Have the capacity to closely monitor and continuously improve their 
business controls, line processes, and distribution logistics.

http://www.goodnaturedfamilyfarms.com/Home_Page.html
http://www.redtomato.org/about/
http://www.circlebfarmsinc.com/
https://lakesidefamilyfarm.com/
http://www.growingconcern.me/
http://www.siberiafarms.com/
http://tidemillorganicfarm.com/
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breaking into the Bangor market with vegetables and poultry.

• Tide Mill Farm supplies buyers of organic produce, dairy, and meat 
in Bangor and Mid-coast.

• Siberia Farms in Hermon provides home delivery meat, dairy, eggs, 
and jam products to its network of CSAs.

• Farmers in the mid-coast area are exploring cooperating for 
aggregated supply. 

Under this model, farmers can own and operate the business. After the 
costs of storage and logistics, the net profit returns directly to the farmer. 
This business model is subject to its own set of risks and challenges to 
scale:

•	 Difficulty in accessing affordable investment capital

•	 Lack of sufficient credit worthiness

•	 Insufficient volumes of high-demand product

•	 Impact of side-selling on volumes available

•	 In some rural areas, the number of larger buyers may be limited

Transaction Management Tools

Managing aggregation and customer relations throughout the supply chain 
requires attention to available tools. Buyers predominantly wish to order 
in the most efficient manner possible. Good Natured Farms (an alliance of 
small farms in the Kansas City region) and at least one Maine-based food 
hub uses Local Orbit software to manage their ordering, data, and logistics. 
Local Orbit is one of a number of robust software packages used by food 
hubs, and food entrepreneurs for transaction management and conducting 
their market-facing transactions. Other tool sets include Foodem, 
Barn2Door, 47Farms, Provender, and FoodTrace. 

In Maine, a promising software set called Forager is being developed in 
collaboration with food hubs, distributors, food entrepreneurs, and farmers.

Buyers report having very positive responses, including increasing both 
the frequency and quantity of their purchases of Maine-grown food and 
ingredients, because they are able to order and communicate using an 
online interface that affords efficiency, data reporting, procurement history, 
and logistics support. 

On the supply side, the food hub or farmer-aggregator has an interface to 
the customer that enables listing all products available, the farm or food 
producer source of each product, the quantities available, delivery times 
expected, pricing, and more. Each participating farm can load information 
about their operation such as their location, what certifications they hold 
and are developing, and whether or not they have a traceability plan in 
place.

Market Opportunities



The same tools also serve the farmer and food producer by supporting 
transactions and communications with their aggregator and any retail and 
direct sale constomers they may have.

Software such as Local Orbit and the upcoming Forager sits at the 
aggregator, food hub, or distributor. There are various pricing structures 
but a farmer aggregator or food hub business that would serve the markets 
identified here would be well suited for a $400 annual fee package.

This work implies there could be sufficient partnership with a few groceries, 
institutional buyers, and restaurants in the region. A farmer-aggregated 
supply model may serve to address significant demand at a few sites while 
operating with lower overhead than a traditional food hub, growing only as 
fast as the committed market demand supports.

In our opinion, this model is best explored by farmers already experienced 
with wholesale selling and marketing and who are working in an aggregate 
model of some sort. Scale-up requirements, including financial projections, 
are entirely dependent on the current condition of the assets held by the 
proposed farm, the financial health of the operation and its ‘bankability’, 
and the capacity of the farm and each of its members to implement or 
expand a hybrid wholesale/direct sale business model.

We recommend that the Consortium and Bangor Region Chamber 
of Commerce reach out to existing and potential farmer-aggregators 
supplying the region to explore how a system of cooperation between such 
aggregators might be conceived. 

Market Opportunities

Because we recommend that these markets be explored by entrepreneurs 
already active in their niches, we strongly encourage interested parties to 
engage business advisor8 assistance to conduct their own business planning 
with close consideration to evidence of their current market activity and 
characteristics of demand, the unique circumstances and conditions at their 
business, and the individual capacities of the entrepreneur to implement 
their business plan. 

In the event that a candidate farmer-aggregator either self-identifies or is 
recruited for pilot or other activity, Maine Farmland Trust’s Farm Viability9 
program would be happy to coordinate with all the appropriate advisors 
to supply an entire range of business planning services including financial 
planning and business plan development.

8  See: Appendix: Resources for Farmers & Food Producers in this report

9  Maine Farmland Trust / Farm Viability Program: https://www.mainefarmlandtrust.org/
farm-viability-new/#Farmer-Services
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We project that an organized information campaign, 
combined with tool kits for procurement staff and 
food service professionals, would address that 
knowledge gap and that the aggregate market could 
be expected to grow by at least ten percent in the 
first year.

	 Food service managers, procurement managers, cooks, and chefs 
could benefit from organized opportunities for peer-to-peer learning 
with their colleagues who are enthusiastically and profitably 
integrating Maine-sourced food into their operations.

	 Organized preseason farmer/buyer meet ups would encourage 
confidence on both sides of the supply chain and result in more 
harvest being specifically planned and procured.

Recommendations 
 

Building Regional Demand

Information campaign and toolkit

Significantly, this study determined that at least 30 percent of buyers 
across all market segments are unaware of their currently available 
options for accessing Maine-grown food and ingredients. They do not 
know where or how to initiate a direct buy relationship with farmers. 
They are unaware of how to work with their current distributors to 
purchase Maine-grown items from an order list.

It follows that the same buyers do not know how to manage a direct-
buying relationship in matters of stating and documenting expectations 
for quality, delivery, quantity, and consistency.

Purchasing Groups

We recommend that, to every extent possible, colleges and universities, 
high schools and grade schools within their Districts, form purchasing 
groups.

We further recommend that purchasing groups collaborate to leverage 
their buying power for better pricing and for efficient storage and just-in-
time delivery options.

Inclusive RFPs

We recommend that colleges and universities, high schools, and grade 
schools, include Maine-based distributors, food hubs, and farmer-
aggregators in some percentage of their RFPs for bidding for food contracts 
every three years.
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Improving Supply-Side Capacity

Establish affordable & available farm worker housing

Lack of housing for resident apprentices, journeypersons, seasonal farm 
labor, and H2B farm workers frustrates the AG sector in their search for 
dependable farm labor. In Milbridge, Mano en Mano undertook a project to 
build housing for farm and fisheries workers by partnering with the Town 
and Housing and Urban Development (HUD). That project10 now offers 
affordable housing to six families. This project could be replicated in towns 
within the greater Bangor area to ease the problems of both availability and 
affordability of housing for farm workers. 

Establish a blast freezer site/operation in the region

Wholesale buyers repeatedly report their need for frozen options when 
procuring vegetables and fruit. Increasing value-added capacity for quick-
frozen product would keep more food dollars in the region.

Collaborate on trucking capacity & storage

Pursue every opportunity amongst Good Shepherd Food Bank and existing 
food hubs, and farm aggregators, and food distributors, for cooperation in 

10  Mano En Mano’s project: http://www.manomaine.org/programs/housing

delivery-only services and back-hauling of soils inputs, seed, and animal 
feed to support farmers’ ability to purchase in larger quantities for better 
pricing.

Pursue cooperation in delivery of AG products from farms to contracted 
customers or storage.

Establish an economic development AG loan fund

Create or sponsor regional loan funds focusing on farmers and food 
producers who need assistance with down payment or matching funds for 
projects, such as USDA Natural Resources & Conservation Service (NRCS) 
projects, or farm business expansion. Sponsor loan funds with existing 
farmer service organizations or offer lending through local and regional 
Economic Development offices as many such ED offices have done around 
Maine.

Example: NRCS projects pays for up to 75% of the cost of agricultural 
conservation and environmental risk mitigation but requires the farmer to 
fund and complete a project before requesting reimbursement for personal 
funds expended. Low interest bridge lending for such projects would help 
more farmers successfully initiate and complete their projects. More about 
how NRCS projects work here: http://www.nrcs.usda.gov/wps/portal/nrcs/
main/national/programs/financial/ama/

Recommendations for Improving Supply-Side Capacity

http://www.manomaine.org/programs/housing
http://www.nrcs.usda.gov/wps/portal/nrcs/main/national/programs/financial/ama/
http://www.nrcs.usda.gov/wps/portal/nrcs/main/national/programs/financial/ama/
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Sponsor the costs of location, food, and housing for farmer,  
food hub practitioners, and food entrepreneur professional 
development events

Food system advocates and technical assistance providers conduct training 
and professional development events that seek to introduce and improve 
skills sets and capacity to implement improvements in the food system as a 
whole.

Bangor/Orono is an ideal location for such events.

By sponsoring some of the costs of mounting these events, the Consortium 
would help its regional food system evolve and assist practitioners do their 
work in developing local and regional system and on-farm improvements.

Recommendations for Improving Supply-Side Capacity
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What Food Hubs & Farmer Aggregators 
Do
Food hubs and farmer aggregators buy direct from farmers and food 
producers, pool harvests and other food products, and move those products 
along to wholesale and institutional markets, consumer-direct sales, retail 
outlets, larger distributors, food processors, and other entities in the supply 
chain. 

Hubs and farmer aggregators make it easier to buy locally grown food and 
help smooth out consistency and availability of product. They initiate, 
maintain, and manage the relationship with farmers and food producers 
and work with producers about plantings and products on quantities 
desired, quality assurance, and timing of delivery.

Hubs and aggregators improve the likelihood that local food can be traced 
back to the producer by managing certifications, like GAP and Group 
GAP, and logistics such as delivery to the buyer. They work with the 
producer to make sure they possess and maintain required certifications, 
necessary insurance coverage, and food safety plans. GAP certifications 
are an indicator that the producer has the capacity to carry out a recall if 
necessary.

Some food hubs also do light processing (snipping, peeling, chopping) as 
well as washing, bunching, and packing before placing product in humidity 
controlled dry, cold, and frozen storage. 

Where processing is part of the operation, food safety requirements and 
attendant costs pertain:

•	 Hazard Analysis and Critical Control Points (HACCP) plans for 

value-added product, including Standard Sanitary Operating 
Procedures (SSOP) documentation require many hours to develop 
and between $2000 and $3500 in consulting costs.

•	 Good Agricultural Practices (GAP) and Good Handling Practices 
(GHP) inspection and annual certification may cost $1000 a year, 
part of which can be reimbursed if the operation does business with 
certain buyers in Maine.

•	 Food Safety Modernization Act (FSMA) lays down requirements for 
transport, cold chain management, and documentation.

Food hubs typically carry $2 million liability coverage, for example, and 
commonly require that their suppliers are separately insured. Liability 
insurance brokers reference the insured’s annual gross income and the 
products handled to determine premium level which starts at about $450 
annually.

Some hubs and farmer aggregators supply marketing collateral about their 
producer suppliers. 
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Food Hub Operational Factors

In their 2015 Counting Values11 benchmarking study of financial data from 
forty-eight food hubs across the nation, Dr. John Fisk (Wallace Center) and 
Gary Matteson (Farm Credit Council) found that:

• The typical food hub operates at close to break-even. The highest 
performing 25 percent of food hubs posted a four percent profit 
compared to average performance of -2 percent. Within this narrow 
spectrum, the most profitable food hubs were larger, older, for-profit 
operations. 

• Two of the highest performing food hubs (expressed as net margin as 
percentage of sales) in the benchmarking study are non-profits. For-
profit hubs yielded an average 1 percent profit; while the average not-
for-profit hubs posted a 7 percent loss.

• Hubs with mostly retail markets (80 percent or more of their product 
is sold directly to end consumers) were the most profitable while 
wholesale (95 per cent or more) and hybrid hubs (both consumer-
direct and wholesale) lost 1 percent of sales or came close to breaking 
even.

• Those with sales greater than $1.5 million averaged profits of 2 
percent while food hubs between five and 10 years in operation 
averaged 1 percent profit. On average, for-profit food hubs earned a 1 
percent profit compared to not-for-profit food hubs, which posted -7 
percent before consideration of grant income or contributions.

11 Wallace Center at Winrock International: http://www.ngfn.org/resources/food-hubs/bench-
marking-study/press-release-food-hub-benchmarking-study#documentContent

http://www.ngfn.org/resources/food-hubs/benchmarking-study/press-release-food-hub-benchmarking-study
http://www.ngfn.org/resources/food-hubs/benchmarking-study/press-release-food-hub-benchmarking-study
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• The top 25 percent of hubs spent 39 percent more on labor (cost per 
worker equivalent). Those workers outperformed their peers by 56 
percent (sales per worker equivalent) and significantly contributed to 
the big difference, at those hubs, in a thin margin business. 

• The gross margin of the typical food hub in the study was 14.5 
percent. That means only 14.5 cents of every sales dollar remained 
after selling the product to cover overhead or provide profit.  

• Less than 1 percent of hubs process value-added products. Those that 
do report those products make up only 4 percent of their sales.

• Sales account for about 89 percent of revenue. 

• Hubs also reported an average 6 percent revenue stream from grant 
funding. Some locations reported another 3 percent from equipment 
rental or events. Income from membership and delivery fees accounted 
for less than 1 percent of total income stream.

• For some hubs, grant revenue makes up more than 6 percent of total 
revenue. (Fisk and Matteson caution that reliance on grant revenue 
increases overall operational risk because such reliance opens the hub 
to financial impacts with changes in political and funder milieu.)

• On average, 38 percent of hub’s customer base derives from direct 
retail. Grocery and food stores comprise about 28 percent customer 
concentration with restaurants and caterers bringing up another 15 
percent of the market. Institutions such as schools and hospitals 
typically comprise barely 3 percent of their customer base.

• Hubs having a large number of customers with small orders suffer 
from the time it takes to make a stop to deliver smaller quantities and 
may struggle to maintain the efficiencies needed to cover costs - but 
good, active relationships with many buyers requires a larger sales 
staff. Achieving balance between managing the risk of too few buyers 
and the inefficiency of many smaller buyers pays off in the long term, 
but will likely take several years, and requires constant rebalancing.

• Food hubs work with an average of 55 vendors 40 percent of which 
are farmer vendors. 

Food Hub Operational Factors
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Bangor Region Food System 
Characteristics 
Serving the region, where approximately 230,000 people live, there are: 

Three food hubs Crown O’ Maine
Unity Food Hub
The Pick Up

Vassalboro
Unity
Skowhegan

Four Maine-
based food 
distributors

Dennis Paper
Native Maine
Northern Girl
Farm Fresh Connection 

Hampden 
Westbrook 
Van Buren 
Portland

Five broadline 
distributors

Sodexo
US Foods
Sysco
PFG
Aramark

Three value-
added food 
processors

Nothern Girl
WA Bean
Maple Lane Farms

Van Buren
Bangor
Charleston

387 farms
See Appendix

Seven GAP 
certified farms 
(See Appendix)

Apples, beans, broccoli, 
beets, Brussels sprouts, 
cabbage, carrots, cucumbers, 
kale, parsnips, peas, sweet 
potatoes, white potatoes 
radishes, rutabaga, squash, 
Swiss chard, turnips, zucchini

Newport 
Fairfield 
Charleston
Madison
Vassalboro

Four USDA 
certified meat 
& poultry 
processing 
facilities

Herring Bros
Luce’s
Central Maine Meats
Commonwealth

Dover-Foxcroft 
North Anson
West Gardiner

Two State 
certified meat 
& poultry 
processing 
facilities

Maple Lane
West Gardiner Beef

Charleston 
West Gardiner 

Three cold/
frozen storage 
facilities

Merrill’s (berries)
Central Maine Cold Storage 
(seafood & berries)
Good Shepard Food Bank (in 
development)

Hancock
Bucksport
Hampden

Four commercial 
kitchens

Unity Barn Raisers
Unity Food Hub
Halcyon Grange
UMaine’s Hitchner Commercial 
Kitchen

Unity
Blue Hill
Orland
Orono 

Two blast 
freezers

Hitchner Hall / UMaine
Central Maine Cold Storage

Orono 
Bucksport

Four product 
testing labs

U Maine / Orono
Northeast Laboratory, Katahdin 
Analytical
Nelson Analytical

Orono
Portland
Scarborough
Kennebunk
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Survey Results: Aggregate Market 
Characteristics

Following are the results of the survey of institutional and other food 
service buyers conducted for this analysis of demand for local foods.  
As noted earlier, the results are reported for the 53 respondents to the 
survey.  Because of the wide variation in the types, sizes, and other buying 
practices of buyers – for example, large hospitals vs nursing homes, large 
universities vs. small colleges, restaurants of different scale – and the small 
sample sizes in each category, it is not possible to reliably extrapolate the 
results to the 200+ institutional and other food service buyers within 50 
miles of Bangor.  Total demand clearly would be greater than reported by 

these 53 respondents alone, but we conservatively report only for the 53 
respondents.

Demand for Maine-grown

Maine-grown items are purchased every week, year-round, across all 
market segments but the majority of purchasing is done in quantities of 
100 pounds or less.  
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Potential for increased weekly orders is the greatest in poultry, red meat, 
salad greens, apples, tree fruit, and baked goods. 

Within these categories, demand is highest for sweet potato, strawberries 
and raspberries (fresh and frozen), salad greens, peaches, apples, pears, 
ground beef (fresh and frozen), poultry (fresh, frozen, and portioned), 
culinary herbs (fresh and dried), and sea salt.

Although there is demand for more Maine-grown choices, in the aggregate, 
potential demand is projected in weekly purchases of 100 pounds or less 
in most categories. The outliers remain meat, poultry, apples, and salad 
greens. 

Current purchasing patterns offer little surprise and illustrate how the 
market responds to availability of fresh foods from all sources including 
terminal markets and frozen items available from broadline distributors.  

Given availability of Maine-grown items in most demand, however, patterns 
shift a bit. 

Aggregate Market Characteristics
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Aggregate Market Characteristics
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Demand for Storage & Processing 

While demand for off-site storage is insignificant, the need for more on-
site storage is consistent across all sectors and is referenced as a major 
contributor to both quantity and frequency factors in purchasing. Lesser 
quantities per purchase and greater frequency in delivery factor in the 
price points available to each site.

Lack of storage appears to influence a location’s ability to prepare and/
or lightly process whole foods and preserve for future use. While entities 
need more on-site labor with ability to work seasonally with whole foods – 
chopping and peeling, for example – engaging labor to lightly process whole 
foods is an unwelcome cost factor for all locations.

Aggregate Market Characteristics
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Aggregate Market Characteristics

Buyer Requirements & Preferences 

Food safety requirements, the need for food traceability, and the imperative for predictability in business transactions are reflected in purchasing 
requirements and buyer preferences.
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Challenges to Increasing Access to Maine-Sourced Food 
& Ingredients 

Challenges to sourcing and integrating Maine-sourced food remain 
essentially unchanged since at least 2008. 

On the whole, the difficulties experienced by institutions and other 
wholesale buyers when accessing Maine-grown food point to lack of supply-
side infrastructure – leading to imbalance between supply and demand.  

Food system infrastructure gaps represent significant challenge to farmers 
and food producers wishing to process, freeze, package, and grade their 
harvests while clustered placement of meat and poultry processing facilities 
in Maine constricts grower capacity to supply Maine-raised meat and 
poultry.
 
On the demand side of the equation, persistent budget limitations and 
inadequate on-site storage present the most significant hurdles to initiating 
or increasing purchases of fresh and whole foods. (Among the entities 
responding for this study, there appears to be little interest in leasing off-site 
storage.)

Almost 30 percent of the buyers participating in 
this study, across all markets segments, report 
not knowing where or how to locate farmers or 
other direct suppliers of Maine grown food and 
ingredients. 

They lack information about how to set to set up and manage direct 
buy arrangements. Personnel working at locations that are successfully 
integrating locally sourced food into their operations report that personal 
relationships with their farmers and local distributors are very rewarding.  

A significant barrier to increasing Maine-sourced food and ingredients is 
related to lack of information about availability of distributor’s Maine-grown 
lists: many buyers working with broadline distributors are not aware of such 
lists and don’t know how to access the information. 

Aggregate Market Characteristics



At certain colleges, universities, and hospitals food service purchasing is 
limited to approved vendors as a condition of institution’s contract with 
their broadline food service operator (FSO). Food service operators are 
international companies operating in an industrial food system across all 
segments of the institutional and wholesale market. 

The largest of these are Sodexo, Compass, and ARAMARK; they are 
responsible for at least 50 percent of the plates served in the institutional 
market in New England. Many of the recipes these institutions prepare are 
created by a regional corporate executive chef, originate from a standard 
recipe box, and reference approved suppliers for ingredients as specified by 
corporate.

FSOs value pricing and standardization as dominant strategies. Standard 
procurement practices in pursuit of lower price is critical. Each FSO has 
a select group of approved suppliers from which their individual operating 
units can purchase. Becoming an approved vendor is difficult at best.

Managers under contract with an FSO commonly must purchase 90 
percent or more from approved vendors and are “grade carded” on the 
extent to which they do so. Thus they are incentivized in their decision 
making. At these locations, managers report having little or no flexibility on 
price or vendor12. 

While institutional and wholesale buyers share many of these challenges, 
each market sector reports unique conditions that influence their efforts to 
include Maine-grown on their shelves and in their menus. A review of those 
component influences follows.

12  Background on FSOs and FSO practices reference the work of Kurt Schisler, 2013

Aggregate Market Characteristics



17% 
have a formal 

Maine-sourced 
purchasing policy
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Survey Results: Market Segment 
Characteristics

Colleges & Universities

Ten colleges and universities operate within 50 miles of Bangor/Orono and 
serve 24,000 students approximately 16,500 meals per day. University of 
Maine’s Orono campus is the sole self-operated dining services unit in the 
University of Maine System13.

Following are the results of the responses to our survey of college and 
university food service buyers conducted for this analysis of demand for 
local foods. The results are reported for the six such respondents to the 
survey.  Because of the wide variation in the types, sizes, and other buying 
practices of buyers – for example, large universities vs small colleges – and 
the small sample size, it is not possible to reliably extrapolate the results to 
all the colleges and universities within 50 miles of Bangor. Total demand 
clearly would be greater than reported by these six respondents alone, but 
we conservatively report only for theses respondents.

Budgets & pricing 

Food budgets range from a little over $400,000 to $5.5 million. Site 
budget allocations to Maine-sourced foods range from 5 percent to 38 
percent. One location reports that recent changes in procurement policy 
will increase Maine-sourced purchasing at that location to 50 percent. Total 
food budget outlay for ME-sourcing averages 13 percent. 

13 This work was conducted prior to University of Maine System’s release of its RFP for 
system-wide dining service contract and was concluded before Sodexo, its new provider, was 
selected. 

Sixty-seven percent require price parity with their broadline distributors

Thirty-three percent source at least some of their purchases with ability 
to pay up to an additional 5 percent over broadline for items grown and 
produced in Maine.

Procurement practices & relationships 

One hundred percent of respondents 
currently purchase at least some Maine-
sourced food and ingredients; 17 
percent have a formal Maine-sourced 
purchasing policy.

All colleges and universities 
have supply contracts with both 
broadlines and Maine-based 
distributors to satisfy the requirements 
of menus commonly developed 2-3 
weeks in advance. 100 percent of 
respondents source from both Maine-based 
distributor lists and their broadline distributor’s 
Maine-grown list. One location reports buying at big-box discount stores.  
Another two grow part of their produce on campus.
Fifty percent order through a food hub.
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Market Segment Characteristics:  Colleges & Universities
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One hundred percent have wholesale direct purchasing arrangements with 
farmers and value-added food producers. Fifty percent report ordering direct 
from the grower using the grower’s emailed availability list.

All of the buyers working directly with growers participate in advance 
planning with the farmer about quantity of harvest needed, quality control 
expectations, and timing of deliveries.

Fifty percent report wanting to order direct from the grower as well as 
desiring to order from a food hub. Fifty percent would also like to purchase 
in cooperation with other colleges and universities. 

There is unanimous preference for online ordering from either a website or 
via links to an active online or emailed supplier purchasing sheet. 

Eighty percent require ability to invoice while 20 percent prefer that but are 
willing to work with paper systems.

Purchases are fairly steady throughout the year across most categories. 

Buyer requirements & preferences 

Half of college and university dining directors and kitchen managers prefer 
working with certified organic farms and food items while 50 percent 
required it. All prefer that the farmers they participate with use organic 
farming practices whether or not their farms have formal certification 
because such practices were understood, by respondents, as a superior 
food safety indicator.

Given the option, 100 percent of buyers preferred to purchase non-GMO 
food and ingredients.

Sixty-eight percent preferred to be able to use sourcing practices 
recommended by Farm-to-Institution New England’s (FINE) Real Food 
Challenge criteria14.

One hundred percent of respondents preferred sourcing food that meets 
best practices for humanely raised and processed under sustainable / fair 
trade conditions; 20 percent prefer farm labor law compliance. 

While no college or university currently requires GAP certification of the 
farms or food hubs with whom they are working, 67 percent stated a 
preference that GAP be in place. 

One hundred percent require that the meat and poultry supplied carry 
USDA inspection seal. 80 percent require that red meat is graded while 20 
percent prefer it.

14 http://www.realfoodchallenge.org/food-service-professionals

Market Segment Characteristics:  Colleges & Universities

http://www.realfoodchallenge.org/food-service-professionals
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Fifty percent require HACCP plans be in place for food that is peeled, 
cooked, or frozen.

Sixty-seven percent prefer that SSOPs are in place while 50 percent prefer 
that GMPs are documented. (SSOPs are required in connection with 
HACCP certification.)

The majority (60 percent) require written food safety plans while 20 
percent prefer them. Procurement managers report strong preference to 
participate with farmers and food producers who offer written plans as part 
of their offers to begin supplying institutional dining facilities.

Suppliers are required by 80 percent of these sites to carry their own 
liability insurance while 20 percent prefer such coverage. 

Eighty percent of respondents either require or prefer that food and 
ingredients coming into their facility are labeled, bar coded, and packaged.  
The remaining 20 percent state no preference for either bar coding or 
packaging but welcome labeling.

Challenges to increased Maine-sourcing

Challenges to Maine-sourced purchasing are 
evenly distributed across the colleges and 
universities:

•	 Items are not available in the form needed (peeled, snipped, 
chopped, frozen, portioned, etc.) 

•	 The location has inadequate kitchen facilities and/or inadequate 
tools and labor capacity to work with whole foods. 

•	 The Maine-grown or Maine-produced item is priced beyond 
department budget limits. 

•	 Items are not available when they need it; suppliers have been 
inconsistent in their follow-through with delivery after committing to 
fulfill the order. 

•	 All locations need more on-site year-round dry, cold, and freezer 
storage.  

One location reported interest in lease or rental of a value-added 
processing capacity. 

Food items quantities in most year-round demand are red meat and 

Market Segment Characteristics:  Colleges & Universities
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poultry but, because Maine’s food system infrastructure lacks well distributed USDA inspected processing facilities, 
this demand will be difficult – if not impossible – to satisfy.

Approximate demand

Respondent College & University Market Value 
Approximate current weekly total purchases of ME-sourced food & ingredients $9,900
Approximate unsatisfied weekly demand for ME-sourced food & ingredients $22,500
Total potential weekly demand for ME-sourced food & ingredients $33,300
% of total potential demand unsatisfied 68%
Approximate academic year market value of unsatisfied potential demand for ME-sourced food 
& ingredients (price sensitivity for ‘local premium’ applied)

$675,000

Market Segment Characteristics:  Colleges & Universities

• Chicken
• Beef
• Pork
• Eggs
• Milk
• Apples
• Pears

• Peaches
• Herbs
• Sweet 

Potato
• Salad 

Greens

Respondent College & 
University Items Most 
in Demand

Respondent College 
& University 
Unsatisfied Demand 
Meats $337,750
Fruits $100,600
Eggs & Dairy $99,000
Produce $77,000
Herbs, sea salt $16,600
Baked goods $7,200
Sweeteners, 
condiments $3,625
Wheat, grains $1,900





41

Survey Results: High Schools & Grade Schools 

One hundred sixty-eight grade schools and 28 high schools provide meals 
to 49,350 students in this region. 

Following are the results of the responses to our survey of high school 
and grade food service buyers conducted for this analysis of demand for 
local foods. The results are reported for the fourteen such respondents 
to the survey. Because of variation in the types, sizes, and other buying 
practices of buyers, and the small sample size, it is not possible to reliably 
extrapolate the results to all the high schools and grade schools within 50 
miles of Bangor. Total demand clearly would be greater than reported by 
these fourteen respondents alone, but we conservatively report only for 
theses respondents.

The most abundant Maine-grown ingredients in grade schools and high 
schools arrive as USDA commodities grown in Maine, purchased by USDA, 
and sold back to purchasing units: blueberries, potatoes, and milk. The 
majority order weekly quantities of less than 100 pounds of any given item.

Most fruits are sought fresh although there appears to be a school year 
market for frozen blueberries. These are a Maine-sourced USDA commodity 
in this market, implying that blueberries are priced for individual site based 
on the percentage of students qualifying for free and reduced meals. 

Increased or new purchases for all above items were forecast to be seasonal 
in quantities of less than 100 pounds per week throughout the school year. 

Budgets & pricing 

Annual food budgets were reported to range from $50,000 to $250,000 
with less than 10 percent of their budgets allocated to Maine-sourced 
food. 

Twenty-five percent of buyers reported needing price parity with broadline 
distributors in all arrangements for Maine-sourced food.  Another 25 
percent had less than 5 percent price flexibility for Maine-grown foods. 
The remaining 50 percent reported ability to pay an additional 5 percent 
-15 percent for Maine-grown foods and ingredients.

Procurement practices & relationships 

One hundred percent of respondents currently purchase Maine-sourced 
food or ingredients. A significant portion of these purchases are the result 
of access to items, such as blueberries, bought from Maine growers by the 
USDA and sold back to buyers in Maine as commodities. 

Although no grade schools and high schools have instituted formal 
Maine-sourced food purchasing policies, several sites have significant and 
meaningful success implementing school gardens, sourcing direct from 
farmers, and participating in Farm-to-School programs and AG-in the 
Classroom curriculum. Some sites have designed opportunities for student 
to assist with processing whole foods in their kitchens.

Market Segment Characteristics:  High Schools and Grade 
Schools



89% 
source from Maine-
based distributors 

or their broadline’s 
Maine-grown 

list
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Seventy-eight percent have a relationship with PFG. Sixty-seven percent  
also order through Dennis Paper. Thirty-three percent work with Sysco. 
About 20 percent purchase supplies from Sam’s Club. Just over 11 percent 
buy at least some supplies at Hannaford.

Eighty-nine percent source from Maine-
based distributors or order from their 
broadline’s Maine-grown list. Eighty 
percent also order from a broadline 
distributor; 60 percent of those 
report that they prefer to order 
Maine-grown items from their 
broadline supplier.

Several schools belong to purchasing 
groups that bid out their contract 
every third year. Of these, broadline 
distributors are the sole entities invited to 
bid.

Fifty percent source directly from a grower. Fifty-five percent order directly 
from the grower; 33 percent order from Lakeside Family Farm, a farmer-
aggregator.  

There are no reported relationships with food hubs but 33 percent want 
work with a food hub to source Maine-grown food.

Thirty-three percent of buyers in high schools and grades schools would like 
to order as an organized purchasing group.

Market Segment Characteristics:  High Schools and Grade 
Schools
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Buyer requirements & preferences 

Sixty-seven percent of school buyers require USDA inspection for all meat 
and poultry purchased while 63 percent require a State inspection seal. 
Thirty-eight percent require graded meat while 50 percent simply prefer 
graded. 

For this group, neither organic certification nor organic practices figure 

into buying decisions; 75 percent 
prefer a conventionally grown/raised 
product.

Thirty-eight percent of buyers 
require GAP certification; 25 
percent prefer to work with GAP 
suppliers.

One hundred percent either require 
or prefer that their suppliers use 
Good Management Practices 
(GMPs).  Twenty-five percent 
require formal food traceability and 
recall plans while 63 percent prefer 
that such capability is in place.

Seventy-five percent of buyers 
prefer to see their suppliers carry 
liability insurance while just 13 

percent require it.

Sixty-three percent want to be able to order online. Twenty-two percent 
report wanting to order from an order sheet emailed directly to them by a 
grower/producer.

One hundred percent of buyers either require or prefer to work with 
suppliers who can invoice them for payment. 

Market Segment Characteristics:  High Schools and Grade 
Schools
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Sixty-six percent of buyers prefer a labeled product but they are evenly split 
on packaging requirements.

Almost none of these buyers need bar coded product.

Challenges to increased Maine-grown sourcing 

Consistency of supply, price points, budget limitations, and items 
availability make up 66 percent of the challenges to maintaining current 
purchasing levels and increasing procurement of Maine-grown food, for 
grade schools and high schools. 

Limits in their current labor capacity as well as severe limits on the tools 
and equipment in their kitchens 
result in 33 percent reporting that 
it takes too much time to work with 
whole foods. 

Thirty-three percent report having 
food safety concerns about product 
sourced from other than broadline 
suppliers. 

Another 33 percent experience 
that items are not available in the 
form in which they need, and that 
insufficient volume is a major factor

Seventeen percent of respondents 
don’t know how to source Maine-
grown products and are also 
challenged by the logistics of 
dealing with sourcing locally grown. 

Market Segment Characteristics:  High Schools and Grade 
Schools
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A third need more on-site year-round storage of all kinds while nearly 60 
percent report no need.

None of these respondents reported needing third-party line workers but 40 
percent would like more capacity to do their own seasonal chopping and 
peeling on-site.

Approximate demand

Items in most demand are parsnips, broccoli, salad greens, radishes, 
squashes, peaches, pears, strawberries, chicken and turkey, beef, 
pork, finned fish, butter, eggs, yogurt, herbs, and sweeteners. There is 
considerable interest in special occasion purchases, rather than regular 
weekly orders.  Special occasion meals are served as Harvest Lunches, 
holidays, celebrations, and community gatherings using seasonal foods 
grown in Maine.

Given fewer obstacles, 68 percent of buyers in this group would purchase 
more Maine-grown product seasonally while 50 percent would purchase 
throughout their school year. 

Respondent Grade School & High School Market 
Value (Academic Year)
Approximate current weekly purchases of ME-sourced food 
& ingredients

$6,150

Approximate unsatisfied weekly demand for ME-sourced 
food & ingredients

$11,650

Total potential weekly demand for ME-sourced food & 
ingredients

$17,820

% of total potential demand unsatisfied 65%
Approximate school year market value of unsatisfied 
potential demand for ME-sourced food & ingredients 
(special occasion purchasing and price sensitivity for ‘local 
premium’ applied)

$280,000

Respondent High Schools & Grade Schools 
Unsatisfied Demand / Academic year
Wheat & Grains $61,000
Meats $54,350
Fruits $28,000
Eggs & Dairy $17,000
Produce $14,300
Fish $14,000
Snacks & Sweeteners $11,500
Baked Goods $2,400
Herbs & Salt $2,000

• Grains
• Chicken, 

frozen
• Turkey, 

ground
• Beef, 

ground

• Apples
• Peaches
• Blueberries
• Raspberries
• Milk
• Yogurt

• Salad 
greens

• Sweet 
potato

• White 
potato

• Maple 
syrup, 
honey

• Baked 
goods

• Herbs, salt

Respondent Grade School & High School Items 
Most in Demand

Market Segment Characteristics:  High Schools and Grade 
Schools
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Survey Results: Healthcare Facilities

Fifteen hospitals and twenty-four nursing homes serve this region with 
1480 beds at approximately sixty percent occupancy and 1783 beds at an 
average of eighty-five percent occupancy respectively.

Following are the results of the responses to our survey of hospital food 
service buyers conducted for this analysis of demand for local foods. The 
results are reported for the nine such respondents to the survey. Because 
of the wide variation in the types, sizes, and other buying practices of 
buyers, and the small sample size, it is not possible to reliably extrapolate 
the results to all the healthcare facilities within 50 miles of Bangor. Total 
demand clearly would be greater than reported by these nine respondents 
alone, but we conservatively report only for theses respondents.

Because dining services respond to patients with compromised immune 
systems, food safety concerns figure more prominently in healthcare 
institutions and result in requirements for liability insurance, traceability 
plans, GAP certifications, and so on.

At some healthcare facilities with FSO broadline distribution contracts, 
purchasing authority is held in the Finance Department. Managers must 
respond to contractual prohibitions on sourcing from any but suppliers on 
the broadline’s approved vendors list.

Some buyers prefer items that will upsell in onsite cafes and/or cafeterias.

Budgets & pricing

Annual food budgets range from 
$130,000 to $2,000,000. Budget 
allocation to Maine-sourced foods 
and ingredients ranged from 5 
percent to 25 percent.

Buyers have willingness and ability 
to add 5 percent to 20 percent 
above broadline base price points for 
Maine-grown and sourced product. 

Procurement practices & relationships 

One hundred percent of respondents report sourcing from broadline 
distributors. 50 percent currently source Maine ingredients via their 
distributor’s Maine-grown list.

Approximately 67 percent of buyers report purchasing through a Maine-
based distributor. 50 percent conduct some of their purchasing through a 
food hub. Another 50 percent wish to initiate such sourcing.

Two thirds of participating buyers report relationships with local 
growers. Of these, 50 percent prefer that the farmer do some pre-season 
work directly with them to plan plantings. 25 percent require such 

Market Segment Characteristics:  Healthcare Facilities
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arrangements.

Eighty percent prefer online ordering either from a single website or a linked 
emailed order sheet sent to them direct from their distributor or grower.

Sixty percent require supplier invoicing while 40 percent merely preferred 
such capability.

Buyer requirements & 
preferences 

The dietary and nutritional needs of 
patients with compromised immune 
drive buyer requirements for strict 
assurances of food safety and 
traceability. Formal farm and food 
safety plans including traceability 
and recall capacity are required by 
60 percent of buyers and preferred 
by the remaining 40 percent of 
respondents.

Eighty percent prefer buying 
organic, or proof of organic 
practices on the farm, at least in 

part because they associate organic practices with superior food safety 
measures and outcomes.

Given the option, 75 percent prefer non-GMO items.

One hundred percent prefer that their supplier is GAP and GMP certified. 

One hundred percent require USDA inspection seals for meat and poultry; 
50 percent require that such items be graded.

Market Segment Characteristics:  Healthcare Facilities
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Eighty percent require liability insurance of all their suppliers.

One hundred percent of respondents prefer packaged items while 67 
percent require labeling only. Thirty-three percent prefer that packaged and 
labeled items be bar coded.

Challenges to increased Maine-sourcing

The greatest hurdle to buying more Maine-sourced food and ingredients 
for this group is consistency and availability of supply. Price is a barrier for 
about 17 percent of respondents. 

Market Segment Characteristics:  Healthcare Facilities



Seventeen percent of respondents believe that their supplier does not offer a 
Maine-grown list and, otherwise, do not know how to access Maine-grown.

Another 17 percent of buyers need 
graded meats and further report that 
other items are not available in the 
form they need such as chopped, 
frozen, portioned, and so on.

Forty-four percent need more on-site 
dry, cold, and frozen storage. Thirty-
three percent need for more on-site 
labor for chopping, cooking, and on-
site packaging.

Given solutions to the obstacles they face, 75 percent of the respondents in 
this group would purchase Maine-sourced food and ingredients year-round.

Approximate demand

Items most wanted for purchase by this group are: sweet potatoes, 
tomatoes, corn, salad greens, broccoli, spinach, peaches, pears, 
raspberries, strawberries, blueberries, chicken, turkey, pork, beef, eggs, 
cheese, yogurt, milk, herbs, and baked goods.

Buyers purchasing garlic, green beans, sweet and white potatoes, apples, 
chicken, cheese, condiments, sweeteners, and baked goods report needing 
more of each of these items. 

Market Segment Characteristics:  Healthcare Facilities
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Purchases sought range from less than 100 pounds up to 500 pounds per 
week year-round.

Respondent Healthcare Market Value 
Approximate current weekly total purchases of ME-sourced 
food & ingredients

$7,625

Approximate unsatisfied weekly demand for ME-sourced 
food & ingredients

$17,770

Total potential weekly demand for ME-sourced food & 
ingredients

$25,395

% of total potential demand unsatisfied 70%
Approximate annualized market value of unsatisfied potential 
demand for ME-sourced food & ingredients (price sensitivity 
for ‘local premium’ applied)

$924,000

Respondent Healthcare Unsatisfied Demand 
Meats $269,000
Eggs & Dairy $207,000
Fruits $100,350
Baked Goods $84,800
Sweeteners, wheat, grains $53,800
Fish $39,000
Produce $37,700
Herbs, Sea Salt $9,500

Market Segment Characteristics:  Healthcare Facilities

• Chicken
• Beef
• Eggs
• Milk
• Blueberries
• Apples
• Strawberries
• White potato

• Salad greens
• Finned fish
• Baked goods
• Maple syrup, 

honey
• Wheat. grains
• Herbs, salt

Respondent Healthcare 
Items Most Wanted
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Survey Results: Hotels, Restaurants, and Events 
Centers

There are twenty-five hotels in the Bangor region that have some level of 
food service and events catering. Several events centers serve the area 
offering program as well as site rental for special occasions. 

Following are the results of the responses to our survey of hotels, 
restaurants, and event center food buyers conducted for this analysis 
of demand for local foods. The results are reported for the five such 
respondents to the survey. Because of the wide variation in the types, 
sizes, and other buying practices of buyers – for example larger hotels vs 
small restaurants - and the small sample size, it is not possible to reliably 
extrapolate the results to all hotels, restaurants, and events centers within 
50 miles of Bangor. Total demand clearly would be greater than reported by 
these five respondents alone, but we conservatively report only for theses 
respondents.

There are approximately 250 restaurants, diners, cafes, fast food 
operations, franchises, and finer dining establishments in the region. About 
eighteen of these establishments regularly source food and ingredients from 
availability in Maine and to some extent include this as a marketing factor 
on their menus. 

Since this customer segment represents 15 percent of the typical food 
hub market it follows that farmers, food producers, and hubs entering 
or expanding this market will need to anticipate the importance of 

communication and follow-through to a greater degree than in other 
segments.

This market is among the most enthusiastic for Maine-grown food and 
ingredients. While there are substantial variations in their flexibility on 
price premium for food sourced from within Maine, they report wanting to 
include Maine on their menus.

Some respondents in this group are new entrepreneur start-ups or are 
transitioning an existing operation business to new management. Part of 
those plans include implementing local sourcing when their procurement 
and kitchen processes become more routine. The status of these businesses 
informs the remarkable difference between current and potential market in 
this category.

Hotel and events center procurement patterns in this group reflect average 
purchases per item category of less than 100 pounds which challenge 
the profit margins of small distributors but would fit with direct-buy 
relationships with growers. Thus, while much of the demand within this 
group represents a new market customer, the kind of demand it is must be 
considered by any supplier.

The chefs and caterers represented by hotels and events centers have 
not advance-planned and settled on their menus into the future as is 
the practice in healthcare, schools, and colleges. These buyers are 
working directly with multiple and simultaneous customers and groups to 
implement consecutive events each with its own budget. For hotels and 

Market Segment Characteristics:  Hotels, Restaurants, and 
Events Centers
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events centers, the customer’s budget determines the extent of Maine-
sourced purchasing.
A full fifty percent of the buyers in this market segment report not knowing 
how or where to source Maine-grown ingredients.

Budgets & pricing 

One hundred percent of hotel and event center buyers report developing 
unique line item budgets for each event, a component of which is food 
and ingredients. A quarter of these buyers need price parity with broadline 
distributors while 50 percent indicated a willingness and ability apply a 
locally-sourced premium in the range of less than five percent up to seven 
percent for Maine-grown and Maine-sourced food and ingredients. Twenty-
five percent of respondents were willing to work in the range of 15 percent 
to 20 percent price premium depending on the event.

Restaurants responding report purchasing budgets varied widely from 
$320,000 to $1 million.  At the non-chain/franchised locations, 
approximately a quarter of the ingredients budget is allocated to locally-
grown purchases. This market’s ability to upsell locally sourced products 
makes their price sensitivity a little less acute.

Procurement practices & relationships

Those who order through a broadline distributor want to know about and 

order from their distributor’s Maine-grown list. 

One hundred percent of buyers in this group currently order from a 
broadline distributor. There is strong interest for working with a Maine-
based distributor and for being able to order Maine-grown food from the 
distributor’s regular order list. 

One hundred percent of this group want 
to source via personal arrangements 
with a farmer grower or farmer 
aggregator that has capacity to 
provide online ordering wither 
through a website or via an emailed 
order sheet.

Eighty-three percent of respondents 
in this market segment do not 
currently purchase Maine-sourced 
ingredients – but would like to do so.

While none of the respondents currently do so, 100 
percent wish to work through a food hub.

Buyer requirements & preferences

This group purchases almost everything fresh.

Market Segment Characteristics:  Hotels, Restaurants, and 
Events Centers
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Twenty percent in this group expressed a requirement for organically 
certified items while another 20 percent had a preference for organic 
products. Forty percent prefer to use items resulting from organic 
(non-certified) farming practices. For 60 percent of respondents, such 
designations did not contribute to buying decisions.

One hundred percent expressed a preference to work with GAP certified 
suppliers; 80 percent preferred suppliers working with GMPs.

Given the option, the majority prefer purchasing non-GMO products and 
ingredients.

Eighty percent prefer that the farmer engages in pre-season planning for 
plantings and production with them.

All respondents either require or prefer inspection seals for meat and 
poultry. 50 percent prefer a USDA 
seal. 50 percent require that meat 
is graded.

Eighty percent of this group prefer 
that their supplier has a farm/food 
safety plan that includes traceability 
and recall capability.

Fifty percent of those in this group 
require that their suppliers carry 
liability insurance while the other 

Market Segment Characteristics:  Hotels, Restaurants, and 
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50 percent prefer it.

There is a preference for labeling and packaging for the respondents in this 
group. Bar coding is a requirement for only a third of respondents. 

Challenges to increased Maine-sourcing 

For this group, availability of the item when they need it is the most 
pressing issue over 80 percent of the time. They are especially sensitive to 
logistics, consistency in order fulfillment, and quantity of supply. Seventy-
five percent reported consistent availability having been a problem at some 
point in the past.

Fifty percent report that the other major barriers 
for this group are the price of Maine-

grown or Maine produced items and the 
attendant logistics of obtaining the 
items they need.

Price and budget issues are a barrier 
about 50 percent of the time.

Fifty percent don’t know where 
to source locally grown items and 

have problems with the consistency 
of supply for what they do want to 

purchase.

For about 17 percent of this group, storage is a barrier. 

The restaurant respondents need graded meats and report that lack of 
grading is a problem.

Another 17 percent report that their distributor does not offer Maine-grown 
items.

Market Segment Characteristics:  Hotels, Restaurants, and 
Events Centers
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Approximate demand

This majority of this market segment has its increased purchasing 
happening in weekly units of one hundred pounds or less while 
approximately 25% of the demand is projected to result from special 
occasion purchasing.  The exceptions are pork, poultry, and finned fish and 
lobster in lots of 100 – 500 pounds weekly.

Respondent Hotel & Event Center Market Value 
Approximate current weekly total purchases of ME-sourced 
food & ingredients

$1,300

Approximate unsatisfied weekly demand for ME-sourced 
food & ingredients

$6,650

Total potential weekly demand for ME-sourced food & 
ingredients

$7,950

% of total potential demand unsatisfied 84%
Approximate annualized market value of unsatisfied potential 
demand for ME-sourced food & ingredients (price sensitivity 
for ‘local premium’ applied)

$346,270

Market Segment Characteristics:  Hotels, Restaurants, and 
Events Centers

• Chicken
• Lamb
• Beef
• Pork
• Finned Fish
• Eggs
• Butter
• Cheese
• Milk

• Nearly all 
produce

• Strawberries
• Blueberries
• Raspberries
• Culinary 

herbs, sea 
salt

• Baked goods
• Condiments

Respondent Hotel & 
Event Center Items in 
Most Demand
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Respondent Hotel & Event Center Category Value 
Snapshot
Meats $58,600
Eggs & Dairy $50,300
Herbs, sea salt $38,000
Fruits $52,000
Produce $34,000
Fish $23,450
Baked Goods $12,000
Sweeteners, wheat, grains $25,000

Respondent Restaurant Market Value 
Approximate current weekly total purchases of ME-sourced 
food & ingredients

$8,200

Approximate unsatisfied weekly demand for ME-sourced food 
& ingredients

$12,000

Total potential weekly demand for ME-sourced food & 
ingredients

$20,200

% of total potential demand unsatisfied 59%
Approximate annualized market value of unsatisfied potential 
demand for ME-sourced food & ingredients (price sensitivity 
for ‘local premium’ applied)

$677,330

Market Segment Characteristics:  Hotels, Restaurants, and 
Events Centers

• Chicken
• Pork
• Beef
• Turkey
• Lamb
• Salad greens
• Sweet potato

• Eggs
• Butter
• Cheese
• Milk
• Culinary herbs, sea salt
• Condiments

Respondent Restaurant Items in Most Demand

Respondent Restaurant Market Value Snapshot
Meats $355,450
Eggs & Dairy $79,100
Produce $95,150
Herbs, sea salt $34,700
Sweeteners, wheat, grains $33,300
Baked Goods $15,000
Fruits $9,700
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Survey Results: Distributors

Following are the results of the responses to our personal invitations to 
several distributors to participate in a survey of buyers practices for Maine-
sourced food and ingredients. The results are reported for one respondent 
to the survey. Because of the small sample size, it is not possible to reliably 
extrapolate the results to all distributors within 50 miles of Bangor. Total 
demand clearly would be greater than reported here.

Budgets & pricing 

Because the information is considered competitive and proprietary, 
questions about annual purchasing budgets, allocations to Maine-sourced 
food and ingredients, volumes currently purchased, sourcing relationships, 
and sourcing challenges faced were declined.

Procurement practices & relationships 

Working with a college/university food service operator and a number of 
food hubs and other distributors in Maine, there is and will continue to 
be sourcing for Maine-grown food and ingredients for their product line 
seasonally and year-round.

All items are bought fresh, with the exception of lobster which is purchased 
frozen.

Buyer requirements & preferences 

Distributors require GAP and SSOP certification of their suppliers. From 
their organic suppliers they require that the items be certified organic. 
Meats and poultry must carry either a State or a USDA inspection seal. 

Suppliers must be able to invoice.

$2,000,000 worth of liability insurance coverage is required of their food 
hub suppliers.

All items must be labeled and packaged. 

Approximate demand

Distributors buy nearly all items across categories but their Maine-
sourced produce and fruit buys, which is the segment referenced as most 
needed here, are currently seasonal; they wish to substantially increase 
certain produce and fruits procurement from seasonal buys to year-round 
procurement.

Market Segment Characteristics:  Distributors



Respondent Distributor Market Value 
Approximate current purchases of ME-sourced food & 
ingredients (seasonal)

$542,640

Approximate unsatisfied demand for ME-sourced food & 
ingredients (year-round)

$1,007,760

Potential year-round demand for ME-sourced food & 
ingredients

$1,550,400

% total market demand unsatisfied 65%

Respondent Distributor Unsatisfied Demand 
Blueberries $650,000
Berries $179,920
Produce $84,240
Apples $59,280
Tree Fruit $34,320

Market Segment Characteristics:  Distributors

• Salad greens
• Apples
• Blueberries

• Peaches
• Pears
• Strawberries

• Raspberries
• Oils

Respondent Distributor Items Most in Demand
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Survey Results: Grocery

Following are the results of the responses to our survey of retail store food 
buyers conducted for this analysis of demand for local foods. The results 
are reported for the four such respondents to the survey. Because of the 
wide variation in the types, sizes, and other buying practices of buyers and 
the small sample size, it is not possible to reliably extrapolate the results 
to all food stores centers within 50 miles of Bangor. Total demand clearly 
would be greater than reported by these five respondents alone, but we 
conservatively report only for these four respondents.

Seventy-five percent of this group reports having designed communication 
plans that inform customers about the Maine-grown or Maine-sourced 
product on their shelves. They invite farmers and food producers to 
showcase product and interact with customers and reference locally 
sourced in their marketing and branding materials. Fifty percent post 
window clings or other messaging.

Budgets & pricing

One hundred percent of these respondents report purchasing Maine-grown 
or Maine-sourced food and ingredients. Twenty-five percent report having a 
formal locally-grown purchasing policy.

Purchasing budgets range from $415,000 to roughly $1.6 million with 7 - 
50 percent of that allocated to sourcing Maine-grown food and ingredients.

Sixty-seven percent of grocery 
respondents have willingness and 
ability to pay between 7 percent and 
15 percent more for locally sourced 
items while 33 percent pay an 
additional 5 - 7 percent.

Procurement practices & 
relationships

One hundred percent of this group buys 
wholesale direct from the grower or producer 
by personal arrangement using an emailed list - and via their Maine-based 
distributor or food hub’s regular order list.

Market Segment Characteristics:  Grocery
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Fifty percent order Maine-grown through their broadline distributor’s lists. 
A quarter want to do so. Twenty-five percent report organizing group buys 
with other stores like theirs while another twenty-five percent want such 
arrangements.

Buyer requirements & preferences 

Sixty-seven percent prefer to work with GAP certified suppliers – none 
required it. Half prefer that SSOPs be in place.

All require that meats and poultry carry inspection seals; 75 percent prefer 
USDA while 25 percent will work with State inspected product. Two thirds 

of grocery respondents prefer to work with farmers who have written farm 
and food safety plans in place. 

None require grading for meat products but 67 percent prefer it.

The majority of these respondents prefer to procure certified organic or 
items resulting from organic practices. The majority prefer non-GMO items.  

One third in this group report having no special requirements in their 
sourcing of Maine-grown or Maine produced food and ingredients.

One third in this group require liability insurance. Another third prefer that 
insurance is in place.

One hundred percent require that food and products are labeled while 75 
percent prefer bar coding. Two thirds require packaging.

Market Segment Characteristics:  Grocery
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Challenges to increased Maine-sourcing

Storage is the biggest procurement challenge for this group. One location 
reports storage limitations as so severe it directly limits volume buys of 
fresh and frozen items; this site attempts to resolve their problem by 
exponentially increasing daily deliveries.

Other challenges are supply consistency, availability of product when 
needed, price point limitations, logistics, and – for those sites with 
integrated café space - inadequate kitchen facilities.

Approximate demand

Respondent Grocery Market Value
Approximate current weekly purchases of ME-sourced 
food & ingredients 

$5,560

Approximate unsatisfied weekly demand for ME-sourced 
food & ingredients

$24,000

Total potential weekly demand for ME-sourced food & 
ingredients

$29,500

% total market demand unsatisfied 23%
Approximate annualized market value of unsatisfied 
potential demand for ME-sourced food & ingredients 
(price sensitivity for ‘local premium’ applied)

$1,380,650

Market Segment Characteristics:  Grocery

• Pork
• Lamb
• Chicken
• Snacks
• Apples

• Blueberries
• Peaches
• Salad greens
• Sweet potato
• Condiments
• Eggs

• Butter
• Cheese
• Wheat, grains
• Culinary herbs, sea 

salt

Respondent Grocery Items in Most Demand
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Respondent Grocery 
Category Value 
Snapshot
Meats $369,200.00
Snacks $226,200.00
Fruits $220,175.00
Produce $139,200.00
Condiments $136,000.00
Eggs & Dairy $101,465.00
Wheat & 
Grains $38,400.00
Herbs, Sea 
Salt $9,775.00

Market Segment Characteristics:  Grocery
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Survey Results: Summer Camps

This work focused on the residential and day camps in the immediate 
Bangor area. There are nine such camps offering sports and creative 
programs serving an estimated 3000 youth participants in nine weekly 
sessions. Some of the youth participate over several sessions throughout 
the season.

Following are the results of the responses to our survey of summer camp 
food buyers conducted for this analysis of demand for local foods. The 
results are reported for the one survey respondent and three others that 
supplied information over the phone. Because of the wide variation in the 
types, sizes, and other buying practices of buyers – for example university-
associated themed camps vs special focus short session camps - and the 
small sample size, it is not possible to reliably extrapolate the results to all 
camps within 50 miles of Bangor. Total demand clearly would be greater 
than reported by these four respondents alone, but we conservatively 
report only for these respondents.

A significant part of camp activity happens on the Orono campus at 
University of Maine where those meals are figured into the market for 
colleges and universities elsewhere in this report.

The majority of current sourcing is with big box discounters and depends 
on the number of youth enrolled per session; there is interest in working 
with a food hub for at least some food and ingredients.

For several sites there is a preference for food and ingredients that is 
certified organic or results from organic and sustainable practices. At the 
same time, conventionally products are completely acceptable as these 
same sites currently source from big box discount stores.

Buyers prefer a USDA inspection seal for meats purchased.

Buyers are looking for fresh carrots, corn, cucumbers, onions, peppers, 
white and sweet potatoes, squash, and zucchini.

They wish to buy more pork.

Apple, blueberries, and strawberries top the list of fruits these buyers wish 
to source from Maine.

Summer camp buyers wish to purchase butter, cheese, eggs, milk, and 
yogurt.

They wish to buy sweeteners, baked goods, and snacks.

All current and projected purchases are reported and forecast to be in 
weekly amounts of less than one hundred pounds per category.

These buyers report not knowing where and how to initiate direct buying 
from a farmer or other source of Maine-grown food.  They have concerns 
about logistics, consistency, and availability of supply and how local food 
purchases will fit into their budgets. They need price parity with broadline 
distributors for purchases that vary from session to session and year to year 
with the number of campers registered.

Market Segment Characteristics:  Summer Camps
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Respondent Summer Camp Market Value
Approximate current seasonal purchases of ME-sourced food 
& ingredients 

$0.00

Approximate unsatisfied seasonal demand for ME-sourced 
food & ingredients

$5800

Total potential seasonal demand for ME-sourced food & 
ingredients

$5800

% total market demand unsatisfied 100%
Approximate seasonal market value of unsatisfied potential 
demand for ME-sourced food & ingredients (price sensitivity 
for ‘local premium’ applied)

$52,200

Respondent Summer Camp Category Value
Produce $6,000
Fruits $15,000
Meats $5,100
Eggs & dairy $9,200

Baked goods $9,000
Sweeteners & snacks $3,800

Market Segment Characteristics:  Summer Camps

• Carrots
• Corn
• Onions
• Peppers
• White and sweet potatoes
• Squash
• Zucchini
• Pork

• Butter
• Cheese
• Eggs
• Milk
• Yogurt
• Sweeteners
• Baked goods
• Snacks

Respondent Summer Camp Items in Most 
Demand
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Glossary

Broadline distributor See FSO.

Direct-buy, direct retail

Usually, in-person sales to the end consumer. In the case of direct-buy 
from the farmer or food producer, refers to the business transaction taking 
place in-person with the farmer and customer such as an institutional 
procurement manager as compared with transacting through an FSO, 
distributor, or food hub.

Distributor

A wholesaler that purchases, stores, and transports food in order to re-sell 
to retailers and institutional operations  in a specific region. A food service 
distributor provides food and non-food items to restaurants, hospitals, 
nursing homes, schools, and other large buying units. 

Farmer Aggregator

A farm-to-business operation owned and operated by farmers for the benefit 
of its members that sells to regional wholesalers and retailers, engages in 
local consumer direct sales such as CSA, and participates with larger food 
chain. 

Fair trade

A way of  buying and  selling  products that makes  certain that the  
people who  produce the  goods  receive a  fair  price. Fair trade pricing is 
based on openness and transparency on both sides of the transaction.

Food hub

A business or organization that actively manages the aggregation, 
distribution, and marketing of source-identified food products primarily 
from local and regional producers in order to satisfy wholesale, retail, and 
institutional demand.

FSO 

Food Service Organization.  Sodexo, Compass, US Foods, ARAMARK, 
Sysco. Broadline distributor. 

GAP, GHP

Good Agricultural Practices (GAP) and Good Handling Practices (GHP) 
are voluntary audits that verify that fruits and vegetables are produced, 
packed, handled, and stored as safely as possible to minimize risks of 
microbial food safety hazards. GAP & GHP audits verify adherence to the 
recommendations made in the U.S. Food and Drug Administration’s Guide 
to Minimize Microbial Food Safety Hazards for Fresh Fruits and Vegetables 
(pdf) and industry recognized food safety practices. 

http://www.fda.gov/downloads/Food/GuidanceComplianceRegulatoryInformation/GuidanceDocuments/ProduceandPlanProducts/UCM169112.pdf
http://www.fda.gov/downloads/Food/GuidanceComplianceRegulatoryInformation/GuidanceDocuments/ProduceandPlanProducts/UCM169112.pdf
http://www.fda.gov/downloads/Food/GuidanceComplianceRegulatoryInformation/GuidanceDocuments/ProduceandPlanProducts/UCM169112.pdf
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GMO

A GMO (genetically modified organism) is the result of a laboratory process 
where genes from the DNA of one species are extracted and artificially 
forced into the genes of an unrelated plant or animal. 

GMPs

Good Farm Management Practices. Farming practices that integrate 
biodiversity and ecosystem management for sustainable crop production 
intensification are principally applied at a local scale, and refer to 
agricultural management practices, approaches and technologies that 
can be used to produce high yields of crop, while maintaining and/or 
enhancing environmental sustainability. A range of options exist for good 
farm management practices, approaches and technologies that sustainably 
manage biological processes to maintain and/or improve the environment, 
and ensure sustainability, while at the same time improve crop production. 

Grading (meat & poultry)

The USDA’s Agricultural Marketing Service (http://www.ams.usda.gov) 
is responsible for grading meat and poultry. After meat and poultry are 
inspected for wholesomeness, producers and processors may request that 
they have products graded for quality by a licensed Federal grader. Those 
who request grading must pay for the service. Grading for quality means 
the evaluation of traits related to tenderness, juiciness, and flavor of meat; 

and, for poultry, a normal shape that is fully fleshed and meaty and free of 
defects.

USDA grades are based on nationally uniform Federal standards of quality. 
The grade is stamped on the carcass or side of beef and is usually not 
visible on retail cuts. However, retail packages of beef, as well as poultry, 
will show the U.S. grade mark if they have been officially graded.

HACCP

Hazard Analysis and Critical Control Points. A preventative food safety 
system in which every step in the manufacture, storage, and distribution 
of a food product is scientifically analyzed for microbiological, physical and 
chemical hazards.

Humane

The Certified Humane Raised and Handled® label assures consumers that 
the producer meets certain standards and applies them to animals from birth 
through slaughter: no cages, crates, or tie stalls; a diet of quality feed free of 
animal by- products, antibiotics, or growth hormones.
Producers must comply with food safety and environmental regulations 
as well as with the American Meat Institute Standards (AMI), a slaughter 
standard written by Dr. Temple Grandin, a member of the HFAC Scientific 
Committee.

Glossary

http://www.ams.usda.gov/
http://www.ams.usda.gov
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Liability Insurance

Product liability insurance protects the business from claims related to the 
manufacture or sale of products, food, or other goods to the public. Annual 
premiums are based on the annual gross income of the business or farm.

Local

For the purposes of this study, local pertains to food grown or manufactured 
in Maine by Maine-based farms and/or businesses.

Prefer

The buyer likes the stated option better than those to which it is compared.

Premium, local premium

The average markup in price to the farmer or food producer a buyer is 
willing and able to expend for Maine-grown food and ingredients.

Real Food Challenge

Real Food Challenge is a network of student food and social change 
activists who advocate for the use of local, fair, ecologically sound, and 
humane food and food procurement practices in their schools and college 
institutions.

Real Food Challenge has developed a set of criteria for food purchased 
and served in college and university dining services: http://calculator.
realfoodchallenge.org/help/resources

Require

The buyer considers a condition to be necessary and non-negotiable.

SSOPs

Sanitations Standard Operating Procedures. Usually seen as part of a 
HACCP plan. Written procedures that describe the establishment’s cleaning 
program and the records they use to monitor it. The program needs to 
describe sanitary personnel practices and operations that are used to keep 
the environment and plant facilities in a clean condition. There are very 
specific requirements for the type of procedures that the SSOP’s need to 
contain and the type of monitoring that needs to take place to meet HACCP 
requirements.

State inspection (meat, poultry)

The Maine Red Meat and Poultry Inspection Program, operated through 
Department of Agriculture’s Quality Assurance and Regulations office, 
began daily inspections on June 16, 2003 to regulate the wholesomeness 
and quality of Maine’s meat and poultry, and ensure a safe product. 
Maine’s program assists very small to medium sized meat and poultry 
processors by providing state inspected slaughtering facilities. 

Glossary
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The program is, at minimum, equal to the current USDA Inspection 
System.

State Inspected product is for sale only within the State of Maine while 
USDA inspected product can be shipped interstate and sold on the internet. 

Sustainable

The production of food, fiber, or other plant or animal products 
using farming techniques that protect the environment, public health, 
human communities, and animal welfare.

Traceability

The ability to track an item back through distribution and food chain, 
including all production activities, for the purposes of maintaining quality, 
market differentiation, inventory, food safety, and implementation of any 
necessary recall procedures. 

USDA inspection (meat, poultry)

The Food Safety and Inspection Service and the Agriculture Marketing 
Service have officially evaluated a meat product for class, grade, or other 
quality characteristics (e.g., “Certified Angus Beef”). When used under 
other circumstances, the term must be closely associated with the name 
of the organization responsible for the “certification” process, e.g., “XYZ 
Company’s Certified Beef.”  A USDA certified product may be sold across 

state lines. More USDA labeling designations can be found online: http://
www.fsis.usda.gov/wps/portal/fsis/topics/food-safety-education/get-answers/
food-safety-fact-sheets/food-labeling/meat-and-poultry-labeling-terms

Value-added

A change in the physical state or form of the product (such as milling 
wheat into flour, making strawberries into jam, peeling carrots, etc.) 
usually to satisfy market requirements or demand or to enhances its value, 
as demonstrated through a business plan (such as organically produced 
products).

Wholesale

Selling product to be sold again through retails or along the distribution 
chain rather than directly to the public or end consumer.
Wholesale pricing is the cost of the product sold by the wholesaler. As the 
product is sold along the distribution chain the price will increase until 
purchased by the end consumer.

Glossary
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Appendix: Growing Opportunities for Maine-Sourced Food Survey

Thank you for helping the Growing Opportunities for Maine-Sourced Food consortium understand your

requirements and preferences for Maine-sourced food.  

Your confidential information will help us understand your food buying preferences and requirements and

the viability of a food hub serving wholesale customers in the greater Bangor area.

Growing Opportunities for Maine-Sourced Food is a consortium effort organized in 2015 under the

Bangor Region Chamber of Commerce - Biz Action Committee and led by the Orono Economic

Development Corporation (OEDC). Other participating partners include Bangor Area Food Council, City of

Bangor, Good Shepherd Food Bank, City of Old Town, Town of Orono and University of Maine.

A food hub, under this effort is defined as an effort to aggregate produce from local farms and distribute to

supermarkets, restaurants, colleges, and hospitals. These markets are where 80% of family food budgets

are spent.

This short survey will take about 12 - 15 minutes.  

When you're finished you'll be able to contact us for more information about this project and download your

PDF copy of the 56-page Wholesale and Distributor Buyers' Guide to Maine Food.

Growing Opportunities for Maine-Sourced Food

In what ZIP code is your operation located? (Please enter your 5-digit ZIP code)

In what town is your operation located?

1
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Growing Opportunities for Maine-Sourced Food

 I work with a... Where I am the...

My responsibility

for wholesale food

purchasing:

Other (please specify)

Your responsibility for wholesale food purchasing

2
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Growing Opportunities for Maine-Sourced Food

 I'm directly involved in food purchasing I recommend food purchase to...

My decision-making

authority about food

purchases:

Other (please specify)

Are you directly involved in purchasing decisions?

3
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Growing Opportunities for Maine-Sourced Food

Other (please specify)

Which best describes your Maine-sourced food purchasing?

We have a formal Maine-sourced food purchasing policy.

We currently purchase Maine-sourced food and/or ingredients.

We don't currently purchase Maine-sourced food and/or ingredients but we would like to.

We purchase no Maine-sourced food and/or ingredients and have no plans to do so.

I don't know if we purchase and / or serve Maine-source food and / or ingredients.

4
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Growing Opportunities for Maine-Sourced Food

What is your approximate budget for all food purchases at your location?

Approximately what percentage of your food budget supports purchasing Maine-sourced food

and/or ingredients?

 <5% 5% to 7% 7% to 15% 15% to 20%

We need price

parity with

broadline

distributors Other

Percentage

Other (please specify)

Approximately what percentage premium are you willing to pay for Maine-sourced foods?

(Compared with foods sourced from outside Maine)

5
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Growing Opportunities for Maine-Sourced Food

 We currently order via... We want to order via...

Personal arrangement

with grower / producer

Wholesale direct from

grower / producer

Maine-based

distributor

National / broadline

distributor

Food hub or other

aggregator

Planned buys with

other operations like

mine

Distributor’s regular

order list

Distributor's Maine-

grown order list

Grower / producer

emails their order

sheet

A website

Other (please specify)

We source / want to source Maine grown and produced food and ingredients via... (please check all

that apply)

6
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Growing Opportunities for Maine-Sourced Food

We currently have vendor relationships with...  (please check all that apply)

Aramark

Dennis Paper & Food Service 

Downeast Food Distributors

PFG 

Sodexo 

Sysco

US Foods

The Lobster Trap

Maine Shellfish

Merrill Seafood 

Port Clyde Fresh Catch

Stonington Seafood Coop

Crown 'O Maine Organic Coop

Farm Fresh Connection

Goose River

Native Maine

Northern Girl

The Pick Up

Tide Mill Organics

Unity Food Hub

Hannaford

Sam's Club 

Shaw's

Whole Foods

Other (please specify)

7
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Growing Opportunities for Maine-Sourced Food

 We require We prefer N/A

Certified organic

Organic practices

Non-GMO

Real Food Challenge

criteria

Best practices

(humanely raised &

processed /

sustainable / fair trade,

etc.)

Conventionally grown /

raised

Good Agricultural

Practices (GAP)

certification

Hazard Analysis &

Critical Control Points

(HACCP) certification

Sanitation Standard

Operating Procedures

(SSOPs) certification

Good Management

Practices (GMPs)

State inspection seal

(meat & poultry)

USDA inspection seal

(meat & poultry)

Grading (meat)

Our requirements and preferences for food and ingredients: (please check all that apply)

8
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Farm and/or food

safety plan including

traceability

Liability insurance

Labeling

Bar coding

Packaging

Farmer / producer

plans planting

and/or production with

us

Farm labor law

compliance

Online ordering

Ability to invoice

No special

requirements

 We require We prefer N/A

Other (please specify)

9
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Growing Opportunities for Maine-Sourced Food

10
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 Currently purchase Want to purchase Need more No demand

Beets

Broccoli

Carrots

Corn

Cucumbers

Garlic

Green beans

Head lettuce

Mixed salad greens

Onions

Parsnips

Peppers

Potatoes (sweet)

Potatoes (white)

Radishes

Spinach

Squash (summer)

Squash (winter)

Tomatoes

Zucchini

Other

Other (please specify)

Our demand for Maine-sourced vegetables:  (please check all that apply)

11
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Growing Opportunities for Maine-Sourced Food

12



Appendix: Growing Opportunities for Maine-Sourced Food Survey

 Fresh Frozen Chopped Peeled

Beets

Broccoli

Carrots

Corn

Cucumbers

Garlic

Green beans

Head lettuce

Mixed salad greens

Onions

Parsnips

Peppers

Potatoes (sweet)

Potatoes (white)

Radishes

Spinach

Squash (summer)

Squash (winter)

Tomatoes

Zucchini

Other

Other (please specify)

We prefer to buy vegetables... (please select all that apply)

13
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Growing Opportunities for Maine-Sourced Food

 Currently purchase Want to purchase Need more No demand

Apples

Blueberries

Peaches

Pears

Raspberries

Strawberries

Other (please specify)

Our demand for Maine-sourced fruits: (please check all that apply)

14
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Growing Opportunities for Maine-Sourced Food

 Fresh Frozen Chopped or sliced Whole

Apples

Blueberries

Peaches

Pears

Raspberries

Strawberries

Other (please specify)

We prefer to buy fruits... (please select all that appy)

15
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Growing Opportunities for Maine-Sourced Food

 Currently purchase Want to purchase Need more No demand

Chicken

Turkey

Beef

Lamb

Pork

Finned fish

Shellfish (other than

lobster)

Lobster

Other (please specify)

Our demand for Maine-sourced meat, poultry, and fish: (please check all that apply)

16
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Growing Opportunities for Maine-Sourced Food

 Fresh Frozen Ground

Portioned / Pieces /

Fillet

Chicken

Turkey

Beef

Lamb

Pork

Finned fish

Shellfish (other than

lobster)

Lobster

Other (please specify)

We prefer to buy meat, poultry, and fish... (please select all that apply)

17
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Growing Opportunities for Maine-Sourced Food

 Currently purchase Want to purchase Need more No demand

Butter

Cheese

Eggs

Milk

Yogurt

Ice cream

Other

Other (please specify)

Our demand for Maine-sourced eggs and dairy: (please check all that apply)

18
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 Whole or raw Liquid Pre-cooked or dry Pasteurized

Butter

Cheese

Eggs

Milk

Yogurt

Ice cream

Other

Other (please specify)

We prefer to purchase eggs and dairy... (please check all that apply)
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Growing Opportunities for Maine-Sourced Food

 Currently purchase Want to purchase Need more No demand

Herbs

Sea Salt

Condiments 

Wheat

Grains other than

wheat

Oils

Sweeteners (honey,

maple syrup)

Pickled & fermented

foods

Baked goods

Other (snacks, etc.)

Other (please specify)

Our demand for Maine-sourced herbs, spices, grains, sweeteners, and processed foods: (please

check all that apply)
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 Fresh Dry Ground / flour Whole

Herbs

Sea Salt

Condiments 

Wheat 

Grains other than

wheat

Oils

Sweeteners (honey,

maple syrup)

Pickled & fermented

foods

Baked goods

Other (snacks, etc.)

Other (please specify)

We prefer to buy herbs, spices, grains, sweeteners, and processed foods... (please select all that

apply)

21
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Growing Opportunities for Maine-Sourced Food

 < 100 100-500 500-1000 1000-2500 > 2500

Year

'round Seasonal

Special

occasion

Vegetables - other

than potatoes (lbs)

Potatoes (lbs)

Leafy greens (lbs)

Tree fruit - other than

apples (lbs)

Apples (lbs)

Berries - other than

blueberries (lbs)

Blueberries (lbs)

Grains & cereals (lbs)

Dairy - other than milk

(lbs)

Milk (gal)

Eggs (doz or equiv)

Red meat (lbs)

Pork (lbs)

Lamb (lbs)

Poultry (lbs)

Shellfish - other than

lobster (lbs)

Lobster (lbs)

Finned fish (lbs)

Breads & bake (flats)

Our approximate weekly quantities of Maine-sourced food and / or ingredients purchased: (please

check all that apply)

22
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Oils (gal)

Herbs & spices -

including sea salt (lbs)

Condiments (cases)

Snacks (cases)

Sweeteners (gal)

 < 100 100-500 500-1000 1000-2500 > 2500

Year

'round Seasonal

Special

occasion

Other (please specify)

23
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Growing Opportunities for Maine-Sourced Food

 < 100 100-500 500-1000 1000-2500 > 2500

Year

'round Seasonal

Special

occasion

Vegetables - other

than potatoes (lbs)

Potatoes (lbs)

Leafy greens (lbs)

Tree fruit - other than

apples (lbs)

Apples (lbs)

Berries - other than

blueberries (lbs)

Blueberries (lbs)

Grains & cereals (lbs)

Dairy - other than milk

(lbs)

Milk (gal)

Eggs (doz or equiv)

Red meat (lbs)

Pork (lbs)

Lamb (lbs)

Poultry (lbs)

Shellfish - other than

lobster (lbs)

Lobster (lbs)

Finned fish (lbs)

Breads & bake (flats)

Our projected demand for Maine-sourced food means that we want to begin purchasing or increase

our current local purchases by approximately: (please check all that apply)

24
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Oils (gal)

Herbs & spices -

including sea salt (lbs)

Condiments (cases)

Snacks (cases)

Sweeteners (gal)

 < 100 100-500 500-1000 1000-2500 > 2500

Year

'round Seasonal

Special

occasion

Other (please specify)

25
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Growing Opportunities for Maine-Sourced Food

 Yes No In planning Not applicable

We use symbols or

language to identify

Maine-sourced in our

menus

We identify farm

source with table tents

(photos or text) or

other means

We invite farmers to

interact with our

customers

We reference Maine-

sourcing practices in

our marketing and/or

branding materials

We post window clings

and/or other

messaging

Other (please specify)

Do you communicate about your use of Maine-sourced food and ingredients?  (please check all that

apply)

26
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Growing Opportunities for Maine-Sourced Food

27
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Other (It will help us if you use this space to tell us more about purchasing Maine-sourced food and/or ingredients)

It would help us to know why you’re not interested in Maine-sourced products at this time. (please

check all that apply)

Not applicable 

No obstacles - we grow our own ingredients to meet our demand

It takes too much time

Need graded / labeled / packaged product

Storage

We don’t know where to / how to source directly from the farmer/producer

Quality of supply

Quantity of supply 

Consistency of supply

Availability when I need it 

Not available in the form I need it (frozen, portioned, packaged, etc.)

Price and/or my budget limits

I have no food prep tools and/or equipment

Inadequate labor capacity

Inadequate kitchen facilities

Food safety concerns

My distributor doesn’t offer Maine-grown choices

Decision-maker lack of interest

Shipping / logistics

Other

28
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Growing Opportunities for Maine-Sourced Food

Given fewer obstacles we might purchase Maine-sourced food and/or ingredients:

Not applicable

Year 'round

For special occasions

Seasonally

Other (please specify)

29
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Growing Opportunities for Maine-Sourced Food

 On-site

Rent or leased

off-site Seasonal Year 'round No need

Dry

Cold

Freezer

Other (please specify)

My operation's storage needs: (please check all that apply)

30
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Growing Opportunities for Maine-Sourced Food

 Seasonal Year 'round No need

Facility lease or rental

Trained line workers

Chopping / peeling

Flash freezing

Cooking / baking

Packaging / labeling

Other (please specify)

Our need for value-added capability: (please check all that apply)

31
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We would like to follow up with some of the operations participating in this survey with either an in-person

interview (45 - 1 hour minutes) or a more in-depth survey (20 minutes). 

In consideration for your willingness to further help us with our business planning, we would like to thank

you with a basket of Maine-sourced food items worth at least $75 and the DVD Growing in Maine.

Growing Opportunities for Maine-Sourced Food

May we contact you for a follow up interview or more detailed survey?

Yes.  Please contact me for a follow-up in-person interview. (45 minutes - 1 hour)

Yes, I'll complete a more detailed survey. (15-20 minutes)

No thanks - but keep me in the loop about this project.

No thanks.

32
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Growing Opportunities for Maine-Sourced Food

Your name  

Your institution or

company name  

Town  

Your email address  

Your phone number  

Best days / times to

contact you  

Your contact information

33
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Growing Opportunities for Maine-Sourced Food

Do you know someone who would like to participate in this survey?

Yes

No

34
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Growing Opportunities for Maine-Sourced Food

Friend's name  

Friend's institution or

company name  

Town  

Friend's email address  

Friend's phone number  

Please send this survey to a friend:

35
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Growing Opportunities for Maine-Sourced Food

The Growing Opportunities for Maine-Sourced Food consortium thanks you for the time you spent to help us understand

your demand and requirements for Maine-sourced food and ingredients. 

You may download your PDF copy of the 56-page Wholesale and Distributors Buyers' Guide to Maine Food here.

Please visit Growing Opportunities for Maine-Sourced for more information about this project.

36
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Resources for Entrepreneurs

For bakers
•	 King Arthur: http://www.kingarthurflour.com/

•	 Pro Baker Group: http://community.kingarthurflour.com/content/
professional-bakers

•	 Bread Bakers Guild of America: http://www.bbga.org/

•	 Maine Grain Alliance/ The Kneading Conference (Skowhegan): 
http://kneadingconference.com/

Business planning
•	 Small Business Development Centers of Maine: http://www.

mainesbdc.org/

•	 Small Business Development at CEI: http://www.ceimaine.org/
consulting/business-counseling-development/small-business-
development-center/

•	 Small Business Education (online): https://www.sba.gov/tools/sba-
learning-center/search/training

•	 Consumer Testing at University of Maine/Orono: https://
foodsciencehumannutrition.umaine.edu/food-technology/consumer-
testing-center/

Food testing & nutrition labeling
•	 Product and Process Review & Food Testing at University of Maine/

Orono: https://foodsciencehumannutrition.umaine.edu/food-
technology/process-and-product-reviews/

•	 FDA Food Labeling Guide: http://www.fda.gov/Food/
GuidanceRegulation/

•	 Northeast Laboratory Services: http://www.nelabservices.com/

•	 Katahdin Analytical Services: http://www.katahdinlab.com/

Recipe development & commercial kitchen
•	 Food Pilot Plant & Hitchner Commercial Kitchen:  http://umaine.

edu/food-technology

Maine regulations & licensing for food businesses
•	 New England Food Entrepreneurs: http://extension.unh.edu/nefe
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Resources for Farmers & Food Producers

Crop-specific consulting and planning assistance
•	 USDA New Farmers resources: https://newfarmers.usda.gov/new-

farmers

•	 Cooperative Extension/Agriculture Businesses: https://extension.
umaine.edu/agriculture/

Food Safety
•	 Food Safety and HACCP training in the Bangor area: https://

extension.umaine.edu/food-health/food-safety/haccp/

•	 GAP/on-farm food safety training and certification: http://www.
agmattersllc.com/gap/

•	 GAP Audit reimbursement (Maine): http://agriculture.vermont.gov/
producer_partner_resources/funding_opportunities/vaafm_funding/
gap_audit_funds

•	 USDA meat & poultry labeling terms and definitions: http://www.
fsis.usda.gov/wps/portal/fsis/topics/food-safety-education/get-
answers/food-safety-fact-sheets/food-labeling/meat-and-poultry-
labeling-terms

•	 HACCP planning training and consulting: https://extension.umaine.
edu/food-health/food-safety/haccp/

•	 Maine State HACCP coordinators: http://www.fsis.usda.gov/
wps/portal/informational/contactus/state-haccp-contacts-and-
coordinators

Selling what you grow
•	 Farming for wholesale and four-season farming: http://www.

mainefarmlandtrust.org/farm-viability-new/workshops/

•	 Farm business training at Cooperative Extension: https://extension.
umaine.edu/agriculture/blog/tag/farm-business-training/

•	 MOFGA AG Services: http://www.mofga.org/AgriculturalServices/
tabid/130/Default.aspx

•	 Richard Wiswell: http://richardwiswall.com/the-organic-farmer-s-
business-handbook/

•	 Family Farmed Wholesale Success: http://www.familyfarmed.org/
publications/wholesalesuccess/

•	 Holistic Farm Management: http://holisticmanagement.org/
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Resources for Food Service Professionals
• Real Food Challenge: http://www.realfoodchallenge.org/food-service-

professionals

• Health Care Without Harm, US and Canada: www.
healthyfoodinhealthcare.org 

• Maine Food to Portland Tables: http://www.mainefarmandsea.coop/
maine_food_to_portland_tables_report

• Maine Grocers & Food Producers Association

• Maine Food Means Business Summit, October 18-19, 
2016:  Food and beverage manufacturers large and small 
showcase their products and buyers meet to find their next 
bestseller.  An event for those involved in Maine’s food industry 
who want to exchange ideas, share business knowledge, and 
cultivate leads.

• Market Ready Program: MGFPA members attend free technical 
sessions designed to prepare food producers for entry into 
customer markets.  Through a five-track program, businesses 
learn about food safety and quality requirements, maximize 
efficiencies in  manufacturing operations and scaling up, in 
the ins and outs of distribution, effective sales and marketing 
programs, and financial management systems.
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FARM / FOOD PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

Lyon Orchard Bethel 100 Apples

United Society of Shakers, The New Gloucester 100
Apples, herbs, honey, preserves, fermented, 
Christmas trees, wool

Hope Orchards Hope 50 100 Apples, pears

Binotto Farm Island Falls 100 Apples, preserves

Maine-ly Apples Dixmont 50 100 Apples, vegetables

Nutkin Knoll Farm  &  Sugarworks Newburgh 50 100 Apples, vegetables

Wickett Farm Old Town 50 100 Apples, vegetables

Chard Baking Company Brunswick 100 Baked goods

Winterberry Farms Belgrade 100 Baked goods, eggs, fruits, chicken, honey, preserves

Oats Any Time Newport 50 100 Baked goods, fruit

Moose Bee Products Greenville 100 Baked goods, salsa, preserves, snacks, confections

New England Cupboard Bangor 50 100 Baking products

Archer Angus Chesterville 100 Beef

Eastern River Cattle Co. Dresden 100 Beef

Cold Spring Ranch New Portland 100 Beef pork

King & I Angus Industry 100 Beef, bakery, ready to eat meals
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FARM / PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

Highland Farms of Troy Troy 50 100 Beef, cranberries, honey

Caldwell Farms Turner 100 Beef, dairy, grain, hay

Pittston Farm Boer Goats Rockwood 100 Beef, dairy, meat goats, baked goods, snacks, wool

Double Z L & Livestock Turner 100 Beef, lamb

Hayman Farm Winslow 50 100 Beef, lamb

Fairservice Family Farm Whitefield 100 Beef, pork, chicken, turkey

Winter Hill Farm Freeport 100 Beef, pork, eggs, dairy products, flowers

Keekionga farm II Jefferson 100 Beef, pork, lamb, eggs

Luce’s Pure Maine Maple Syrup/Luce Farm Anson 100 Beef, pork, lamb, maple

Kennebec River Pub & Brewery The Forks 100 Beer

Sweetgrass Farm Winery  &  Distillery Union 50 100 Beverages, vanilla extract

Cellardoor Winery Lincolnville 50 100 Beverages, candies, maple products

Wild Wescogus Berries* Addison 100 Blueberries

Burke Hill Farm Cherryfield 50 100 Blueberries

Fields Fields Blueberries Dresden 100 Blueberries

Merrill Blueberry Farms, Inc Hancock 50 100 Blueberries

Appendix: Resources for Food Service Professionals
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FARM / FOOD PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

Peace  &  Plenty Farm Phillips 100 Blueberries

Orcutt Farm Wild Blueberries Steuben 50 100 Blueberries

Highland Blueberry Farm & Highland Organics Stockton Springs 50 100 Blueberries

Gramps Farm Orland 50 100 Blueberries  &  other fruit

Wild Blueberry Land, Inc Columbia Falls 100 Blueberries  &  other products

Intervale Farm Cherryfield 50 100 Blueberries, jams

Peaked Mountain Farm & Native Pollinator Sanctu-
ary

Dedham 50 100 Blueberries, preserves

Maine Sweet  &  Wild Waltham 50 100 Blueberries, preserves

Well-Fed Farm Foods, LLC Searsmont 50 100 Blueberry vinaigrette

Conscious Possibilities Dixmont 50 100 Body care, maple syrup

Herbal Revolution Lincolnville 50 100 Body care, teas

Dulse & Rugosa Bass Harbor 50 100 Body products

Morse’s Sauerkraut Waldoboro 100 Cabbage, fermented, cheese, baked goods

Gladstone’s Under The Sun Hancock 50 100 Candy, confections, jams

State of Maine Cheese Co, LLC Rockport 50 100 Cheese, dairy products

Common Wealth Farm, LLC Unity 50 100 Chicken, eggs
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FARM / PRODUCER NAME LOCATION
MILES FORM 
BANGOR / 
ORONO

PRODUCTS OFFERED

Greener Days Farm Waldoboro 100 Chicken, goat, lamb, and pork

Cloud Hollow Farm Waldoboro 100 Chicken, wool

Rite Chocolate New Gloucester 100 Chocolate

Trees to Please Norridgewock 100 Christmas trees, maple, fruit, preserves

Wicked Joe Coffee Roasting Company Brunswick 100 Coffee

44 North Coffee Deer Isle 50 100 Coffee

Matt’s Wood Roasted Organic Coffee Pownal 100 Coffee

Big Barn Coffee Co. Wiscasset 100 Coffee

Bixby  &  Co Rockland 100 Confections

Woodward Cranberry Farm Albany Twp 100 Cranberries

Sugar Hill Cranberry Company* Columbia  100 Cranberries

Pasture Lane Cranberries Columbia Falls 100 Cranberries

Bradshaw’s Cranberry Farm Dennysville 100 Cranberries

The Maine Crisp Company Waterville 50 100 Crisps

Tide Mill Creamery Edmunds 100 Dairy

Siberia Farms, LLC Hermon 50 100 Dairy products

Appendix: Resources for Food Service Professionals
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FARM / FOOD PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

Second Chance Farm & Longfellow’s Creamery, LLC Avon 100 Dairy products, pork, beef, baked goods

Pale Moon Farm Madison 100 Dairy, eggs, vegetables, varied livestock, grains

Hall Farms E. Dixfield 100 Dairy, maple

Elderflower Farm Lincolnville 50 100 Dairy, varied livestock, fruit

Deer Foot Farm, LLC Appleton 50 100 Dairy, vegetables

The Pickup Food Hub & CSA Skowhegan 50 100 Dairy, vegetables, varied livestock

Ash Hill View Deer Farm Carmel 50 100 Deer products

Black Crow Bakery Litchfield 100 Eggs, baked goods, Christmas trees

Forest’s Edge Garden, LLC Hampden 50 100 Eggs, flowers, blueberries

Roots  &  Wings Farmstead Monroe 50 100 Eggs, fruit, varied livestock

Theriault Family Farm Stacyville 100 Eggs, goat meat, flowers, seedlings, wool

Happy Town Farm Orland 50 100 Eggs, varied livestock

Yellow Birch Farm/Greene-Ziner Gallery Deer Isle 50 100 Eggs, varied livestock, fruits

Stoney End Farm Rome 100 Eggs, vegetables 

Star Root Farm Hancock 50 100 Eggs, vegetables, flowers

Horsepower Farm Penobscot 50 100 Eggs, vegetables, fruit, varied livestock
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FARM / FOOD PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

Avalon Acres Orchard  &  Farm Saint Albans 50 100 Eggs, vegetables, fruits

Little Cranberry Island Produce Islesford 50 100 Eggs, vegetables, varied livestock

J & P’s Farm Market Trenton 50 100 Eggs, vegetables, varied livestock

Guini Ridge Farm Union 50 100 Eggs, vegetables, varied livestock

Romney Ridge Farm Woolwich 100 Eggs, wool

Susan’s Relish The Moment, Inc. Winthrop 100 Fermented

Back to Roots Woodstock 100 Fermented, herbs, wreaths

Endless Summer Flower Farm Camden 50 100 Flowers

Ravenswood Flower Farm Union 50 100 Flowers

Fieldstone Gardens, Inc Vassalboro 100 Flowers

Field of Dreams Brownville 50 100 Flowers 

Sheepscot Flower Farm Newcastle 100 Flowers, herbs, nursery plants

Ellis Greenhouses Hudson 50 100 Flowers, seeds

Sewall Orchard Lincolnville 50 100 Fruit

Wyman’s of Maine Milbridge 50 100 Fruit 

Beddington Ridge Farm Beddington 50 100 Fruit, jams
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FARM / PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

Beech Hill Farm Mount Desert 50 100 Fruit, vegetables, eggs, varied livestock

Five Star Nursery North Brooklin 50 100 Fruits

Bright Berry Farm Dixmont 50 100 Fruits  &  vegetables

The Locust Grove Albion 50 100 Fruits, beef 

Grace Pond Farm Monmouth 100 Fruits, beef, chicken, turkey, dairy, hay

Ricker Hill Orchards Turner 100 Fruits, varied

Rollins Orchards Garland 50 100 fruits, vegetables 

Charles Weber Lamoine 50 100 Fruits, vegetables, flowers

Two Sisters Farm Woolwich 100
Fruits, vegetables, herbs, chicken, lamb, eggs, 
vegetables

Beauty of the Earth Robbinston 100 Fruits, flowers

Copper Tail Farm Waldoboro 100 Goat dairy, chicken, eggs

Bittersweet Heritage Farm Port Clyde 100 Goat dairy, eggs, preserves, baked goods, wool

Garden Side Dairy @ Hatch Knoll Farm Jonesboro 100
Goat dairy, varied meats, vegetables, herbs, eggs, 
preserves, baked goods, wool

Foggs Hill Farm New Gloucester 100 Goat meat, turkey, lamb, eggs

Friends’ Folly Farm Monmouth 100 Goat meat, wool
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FARM / PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

Stony Knolls Farm Saint Albans 50 100 Goat products

Olde Oak Farm Maxfield 50 100 Goats, goat dairy

Organic Growers Supply Clinton 50 100 Grains

Maine Grains Skowhegan 50 100 Grains 

Fedco Seeds Inc Waterville 50 100 Grains, fruits, seeds

Maineland Granola Co. Morrill 50 100 Granola Bars

Carob’s Farm Litchfield 100 Herbs, blueberries, wild mushrooms, baked goods

Maine Coast Herbals Corinth 50 100 Herbs, body care

The Maine Accent Hallowell 100 Herbs, fermented, flowers, seedlings

Sparky’s Apiaries Hope 50 100 Honey

Mrs. Hall’s Honey Mt. Vernon 100 Honey

Harmony Mill Farm Waltham 50 100 Honey, dairy products

All About The Honey Medway 100 Honey, preserves

Wild Cow Creamery Hampden 50 100 Ice cream

Lost Loon Farms Cambridge 50 100 Jams

Bleuberet Orland 50 100 Jams
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FARM / FOOD PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

A Wrinkle in Thyme Farm Sumner 100 Lamb, chicken, eggs, maple, wool

The Pharm on the Kennebec Bowdoinham 100
Lamb, eggs, preserves, honey, seedlings, wool, 
wreaths

Rivercroft Farm Starks 100 Lamb, wool

Reef Point Farm Addison 100 Maple

Cabane a Sucre Bergeron Hebron 100 Maple

Sawyer’s Maple Farm Jackman 100 Maple

Maple Valley Farms, Inc. Jay 100 Maple

Plaisted Farm Maple Products Jay 100 Maple

Chandler’s Sugar Shack, LLC Kossuth Twp. 100 Maple

Maine Mountain Maple Sandy River Plantation 100 Maple

Baker’s Maple Syrup Shirley 100 Maple

Bowley Brook Maple Syrup Weld 100 Maple

Day Mountain Maple Products West Farmington 100 Maple

Poulin’s Maple Syrup Windsor 100 Maple

Highland Foods, LLC Newcastle 100 Maple pepper
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FARM / PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

Linwood Acres Maple Products Canaan 50 100 Maple products

G & M Maple Products Charleston 50 100 Maple products

Bob’s Sugarhouse Dover-Foxcroft 50 100 Maple products

Cider Hill Maple Farm Exeter 50 100 Maple products

Beaver Hill Plantation Freedom 50 100 Maple products

Lucerne Maple Products Holden 50 100 Maple products

Kinney’s Sugerhouse Knox 50 100 Maple products

Maine Gold Maple Products Rockport 50 100 Maple products

Strawberry Hill Farms Skowhegan 50 100 Maple products

Maine Highlands Sugarworks
Williamsburg 
Township

50 100 Maple products

Velvet Hollow Sugar Works @ Dunham Farm Greenwood 100 Maple products, honey, baked goods, snacks

Maine’s Own Treats, Inc Trenton 50 100 Maple products, honey, jams

Spring Break Maple & Honey Smyrna Mills 100 Maple products, honey, snacks

Maine Maple Products, Inc Madison 100
Maple products, jams
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FARM / FOOD PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

Twitchell’s Syrup Turner 100 Maple, eggs

Long Drive Acres Wilton 100 Maple, honey, eggs

PiNeRiDgE SceNts CandLe & Sign Co. Sherman 100 Maple, honey, snacks, fermented, preserves, wreaths

Seal Cove Farm Lamoine 50 100 Milk products, vegetables

Toddy Pond Farm Monroe 50 100 Milk products, vegetables

Milky Way Organic Farm & Farm Stand, LLC Levant 50 100 Milk, eggs, varied livestock, flowers

Provencher Landscape Nursery, Inc. Lewiston 100 Nursery plants, herbs, flowers

Morrill Natural Oils Warren 100 Oil

Pebblestone Farm Newburgh 50 100 Organic bread, vegetables, eggs

Balfour Farm, LLC Pittsfield 50 100 Organic dairy, varied livestock, fruit

Avena Botanicals Rockport 50 100 Organic herbs

Long Shadow Farm Morrill 50 100 Organic vegetables

The Apple Farm Fairfield 50 100 Organic vegetables & fruits

Grassland Farm Skowhegan 50 100 Organic vegetables & varied livestock

Hebert Farm Benton 50 100 Organic vegetables, chickens

WinterGreen Herbs & Vegetables Winslow 50 100 Organic vegetables, eggs grains

Snakeroot Organic Farm Pittsfield 50 100 Organic vegetables, fruit
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FARM / FOOD PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

Stoneset Farm Brooklin 50 100 Organic vegetables, fruit, flowers

The Buckle Farm Unity 50 100 Organic vegetables, fruit, varied livestock

Hatchet Cove Farm Warren 100 Organic vegetables, grains

Ripley Farm Dover-Foxcroft 50 100 Organic vegetables, pork

Poland Family Farm LLC Brooklin 50 100 Organic vegetables, pork, fruit

Redbird Farm Harrington 100 Organic vegetables, varied livestock, fruits

Pemaquid Oyster Co. Waldoboro 100 Oysters

Stevenson’s Strawberry Farm Wayne 100 Peas, strawberries, maple

Cameron Clan Kettle Corn Wiscasset 100 Popcorn, confections, snacks

VoterVale Farm Avon 100 Pork, lamb, maple, raspberries, preserves, fermented

Deb’s Kitchen Brunswick 100 Preserves

Jacks Gourmet North Monmouth 100 Preserves, salsa, fermented

Better Than Average LLC. Mechanic Falls 100 Preserves, sauces, fermented

Goss berry Farm Mechanic Falls 100 Raspberries, blueberries

NK Foods Rockwood 100 Ready to eat meals, sauces

Todd’s Original Salsa Bangor 50 100 Salsa

Cowboys Salsa Thomaston 100 Salsa
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FARM / FOOD PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

Eggemoggin Salt Works Little Deer Isle 50 100 Salt

Festive Foods, Maine New Sharon 100 Sauces, confections, snacks

Maine Coast Sea Vegetables Hancock 50 100 Sea vegetables

Gulf of Maine, Inc. Pembroke 100 Seafood

Port Clyde Fresh Catch Port Clyde 100 Seafood

Maine Seaweed Company Steuben 50 100 Seaweed products

Yknot Farm Belmont 50 100 Sheep products, chickens

Straw’s Farm Newcastle 100 Sheep, chicken, lamb, dairy, wool

Backyard Farms Madison 100 Tomatoes

Tallywaggers BBQ Sauce Bath 100 Tomatoes, apples, sauces

Herbminders of Maine Trescott Twp. 100 Tomatoes, herbs

Calls Hill Farm Dresden 100 Varied

Goranson Farm Dresden 100 Varied

Tide Mill Organic Farm Edmunds 100 Varied

Wealden Farm Freeport 100 Varied

Two Coves Farm Harpswell 100 Varied

Harvest Hill Farms Mechanic Falls 100 Varied
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FARM / FOOD PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

Whispering Winds Farm Mechanic Falls 100 Varied

Harvest Hill Farms Poland 100 Varied

No View Farm & Bakery Rumford 100 Varied

Nezinscot Farm Turner 100 Varied

Sheepscot General at Uncas Farms Whitefield 100 Varied

RC Game farm Turner 100 Varied bird meats, eggs

ME Water Buffalo Co. Appleton 50 100 Varied livestock

W.A.Bean & Sons, Inc Bangor 50 100 Varied livestock

Maple Lane Farms Charleston 50 100 Varied livestock

Coyote Creek Farm, LLC Milbridge 50 100 Varied livestock

Sunset Acres Farm & Dairy North Brooksville 50 100 Varied livestock

Goose River Farm, Inc Swanville 50 100 Varied livestock

Springdale Farm Waldo 50 100 Varied livestock

Heritage Farm Winterport 50 100 Varied livestock

Salvage Oakes Vineyard & Winery Union 50 100 Varied livestock, blueberries, wine

Old Ackley Farm Blue Hill 50 100 Varied livestock, eggs

Fairy House Farm Orland 50 100 Varied livestock, vegetables
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FARM / FOOD PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

Central Maine Meats Gardiner 100 Varied meats

C & C Farm LLC Norway 100 Varied meats

Rooster Ridge Farm Waldoboro 100 Varied meats

Weston’s Meats & Poultry West Gardiner 100 Varied meats, eggs

Hamilton Farm / Barred Owl Creamery & Catering Whitefield 100 Varied meats, eggs, goat/sheep dairy

Black Acres Farm Wilton 100 Varied meats, eggs, maple, honey

White Birch Farm Livermore 100 Varied meats, goat dairy, hay

Tourmaline Hill Farm Greenwood 100 Varied, no vegetables

Tender Soles Farm Dresden 100 Vegetables, fruit, herbs, eggs, pork, flowers, wreaths

Bell Farms, Inc Auburn 100 Vegetables

Bar Harbor Community Farm Bar Harbor 50 100 Vegetables

Small Wonder Organics Bowdoinham 100 Vegetables

True Farms Inc Charleston 50 100 Vegetables

Peacemeal Farm Dixmont 50 100 Vegetables

Dumond Family Farm Gardiner 100 Vegetables

Crossroad Farm Jonesport 100 Vegetables

Somali Bantu Community Lewiston of Maine Lewiston 100 Vegetables

Appendix: Resources for Food Service Professionals



134

FARM / PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

Fresh Start Farms Lisbon 100 Vegetables

Sugarloaf View Farm Madison 100 Vegetables

Checkerberry Farm Parkman 50 100 Vegetables

Erickson Fields Preserve Rockport 50 100 vegetables

Fixit Farm, Inc. Sandy River Plantation 100 Vegetables

Dancing Bear Farm & Gardens Skowhegan 50 100 Vegetables

The Stand on Common Road Union 50 100 Vegetables

White Duck Farm Waldoboro 100 Vegetables

Crooked Door Farm Whitefield 100 Vegetables

Blessed Maine Herb Farm Athens 50 100 Vegetables 

Curra Family Farm Knox 50 100 Vegetables , fruit, beef

Rideout Gardens Eddington 50 100 Vegetables & fruit

Mountain Glory Farm Patten 100 Vegetables, apples

Knowlton Corner Farm Farmington 100 Vegetables, baked goods

B.A.C.K. Woods Farm Mercer 100 Vegetables, bakery

Thurston Family Farm LLC Peru 100 Vegetables, beef, maple, wool, hay

Hidden Valley Farm Whitefield 100 Vegetables, chicken, beef, hay
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FARM / FOOD PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

Roseberry Patch Richmond 100
Vegetables, chicken, dairy, preserves, snacks, 
confections, baked goods, wreaths, hay

Hodge-Podge Farm Belfast 50 100 Vegetables, chickens

Whitefoot Farm Jefferson 100 Vegetables, chickens, eggs

Ireland Hill Farms Swanville 50 100 Vegetables, dairy, maple products

Sandy River Farms* Farmington 100 Vegetables, dairy, beef, chicken, eggs, grains, hay

Broken Acres Farm Jefferson 100 Vegetables, eggs

Rolling Acres Farm Monroe 50 100 Vegetables, eggs 

Deri Farm N Yarmouth 100 Vegetables, eggs, chicken, herbs, flowers

Spruce Bush Farm Jefferson 100 Vegetables, eggs, fermented

Lyric Meadow Farm Boothbay 100
Vegetables, eggs, flowers, baked goods, seedlings, 
wool

LolliePapa Farm West Paris 100
Vegetables, eggs, honey, maple, preserves, 
fermented, baked goods, flowers, seedlings, 
Christmas trees

Bluebird Hill Farm Jefferson 100 Vegetables, eggs, maple, chicken

Levesque’s Organic Farm Leeds 100
Vegetables, eggs, maple, preserves, baked goods, 
Christmas trees

Cedar Run Farm Bradford 50 100 Vegetables, eggs, varied livestock
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FARM / FOOD PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

King Hill Farm Penobscot 50 100 Vegetables, eggs, varied livestock

Hope’s Edge Farm & CSA Hope 50 100 Vegetables, eggs, varied livestock, fruit

Singing  Nettle Farm Brooks 50 100 Vegetables, flowers

Smith Ridge Farm Dennysville 100 Vegetables, flowers

Pierce’s Greenhouses Oakland 100 Vegetables, flowers

Green Garden Farm Saint Albans 50 100 Vegetables, flowers

Farm To You Farmington 100 Vegetables, fruit

Hackmatack Farm Penobscot 50 100 Vegetables, fruit

Songbird Farm Unity 50 Vegetables, fruit

Pike Farm Exeter 50 100 vegetables, fruit 

Living Land Farm Winterport 50 100 Vegetables, fruit, eggs

Porter Hill Farm Farmington 100 Vegetables, fruit, eggs, hay

October Fields Farm Albion 50 100 Vegetables, fruit, flowers

Village Green Organic Produce Troy 50 100 Vegetables, fruit, flowers

Cross Patch Farms Morrill 50 100 Vegetables, fruit, jams

Appendix: Resources for Food Service Professionals



137

FARM / FOOD PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

Rocky Ridge Orchard & Bakery Bowdoin 100
Vegetables, fruit, maple, honey, preserves, baked 
goods, snacks

Upper Farm Alpacas Pownal 100
Vegetables, fruit, pork, eggs, flowers, wild 
mushrooms, wool

Treble Ridge Farm Whitefield 100 Vegetables, fruit, pork, hay

The Good Earth Farm Albion 50 100 Vegetables, fruits

True North Farms, Inc Montville 50 100 Vegetables, fruits

Lakeside Family Farm* Newport 50 100 Vegetables, fruits

River Rise Farm Turner 100 Vegetables, fruits

Kelley Bros. Farm Pittston 100
Vegetables, fruits, beef, chicken, eggs, maple, honey, 
preserves

Clover Hill Farm Smyrna Mills 100
Vegetables, fruits, chicken, beef, grains, honey, 
preserves, fermented, baked goods, herbs, Christmas 
trees, hay

Center Pond Farm Phippsburg 100
Vegetables, fruits, chicken, turkey, pork, popcorn, 
maple, honey, herbs, flowers, wild mushrooms, 
seedlings

Growing Concern Calais 100 Vegetables, fruits, eggs

Beveridge Farm Stand Fresh Produce Camden 50 100 Vegetables, fruits, eggs
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FARM / FOOD PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

47 Daisies Vassalboro 100 Vegetables, fruits, eggs

Middle Intervale Farm Bethel 100 Vegetables, fruits, eggs, beef, pork, lamb

Jireh Hill Farms New Sharon 100 Vegetables, fruits, eggs, chicken, duck, baked goods

Stevenson Farm Wayne 100
Vegetables, fruits, eggs, honey, maple, preserves, 
baked goods,  Christmas trees, flowers, fermented, 
confections, snacks, cheese

R & L Berry Farm Readfield 100
Vegetables, fruits, eggs, honey, maple, preserves, 
baked goods, seedlings, Christmas trees

Roaring Brook Nurseries Farm & Garden Market Wales 100
Vegetables, fruits, eggs, maple, honey, preserves, 
fermented, sauces, snacks

Spear’s Vegetable Farm North Nobleboro 100
Vegetables, fruits, eggs, varied meats, maple, 
preserves, snacks, confections

Moodytown Gardens Cornville 50 100 Vegetables, fruits, flowers

Beauregards Farm Big Lake TWP, 100 Vegetables, fruits, herbs, chicken, seedlings

Greenwood Orchards Turner 100
Vegetables, fruits, herbs, dairy, eggs, maple, 
preserves, fermented, baked goods, honey, flowers, 
hay, Christmas trees

Brackett Farms Weston 100
Vegetables, fruits, herbs, grains, preserves, maple, 
wreaths, hay

Mother Mabel’s LLC. Readfield 100 Vegetables, fruits, herbs, health & beauty
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FARM / FOOD PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

Mountain Harvest Jackman 100 Vegetables, fruits, herbs, sauces, fermented

Blackwood Farm Palmyra 50 100 Vegetables, fruits, hogs

2 Brook Farm LLC Bingham 100 Vegetables, fruits, lamb, wool

Boothby’s Orchard Livermore 100 Vegetables, fruits, maple, beef

R. Belanger & Sons Farm, Inc. Lewiston 100 Vegetables, fruits, maple, cheese, baked goods

West Minot Sugarhouse West Minot 100
Vegetables, fruits, maple, fermented, preserves, 
baked goods, flowers

Caribou Springs LLC. “ASA’S Farm Stand” Gilead 100
Vegetables, fruits, maple, herbs, flowers, Christmas 
trees

Libby Rose Organics LLC South Paris 100 Vegetables, fruits, popcorn

Berry Fruit Farm Livermore 100 Vegetables, fruits, preserves, baked goods

Gagnon Family Orchard & Farm Greene 100 Vegetables, fruits, preserves, baked goods

Phoenix Farm Monmouth 100
Vegetables, fruits, preserves, salsa, baked goods, 
seedlings, hay

Miller Farm Rockport 50 100 Vegetables, fruits, sheep

Mossflower Farm Sangerville 50 100 Vegetables, fruits, trees

Munsungan Maple Products Monson 50 100 Vegetables, herbs

Morning Dew Farm Newcastle 100 Vegetables, herbs
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FARM / PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

Sparrow Farm Pittston 100 Vegetables, herbs, chickens, eggs, cranberriesC

Springsworks Farm Lisbon 100 Vegetables, herbs, eggs

Woodsholm Farm Newcastle 100 Vegetables, herbs, eggs, fermented, wild mushrooms

Giant’s Belly Farm Greene 100 Vegetables, herbs, eggs, pork, chicken

New Beat Farm LLC Knox 50 100 Vegetables, herbs, flowers

Emery Farm Wayne 100 Vegetables, herbs, flowers, eggs

Bridge Farm Dresden 100
Vegetables, herbs, flowers, fruit, eggs, varied meats, 
baked goods, wool, hay

Dyer’s Greenhouses & Nursery Brunswick 100 Vegetables, herbs, flowers, seedlings

Meadowood Farm Yarmouth 100 Vegetables, herbs, flowers, seedlings

Lalibela Farm Bowdoinham 100 Vegetables, herbs, flowers, tempeh

Farmer Kev’s Organic West Gardiner 100 Vegetables, herbs, flowers, turkey

Life Force Farm Bowdoinham 100 Vegetables, herbs, flowers, wild mushrooms

Jillson’s Farm Sugarhouse Sabattus 100
Vegetables, herbs, fruits, eggs, maple, honey, 
cheese, preserves, seedlings, Christmas trees

Food Joy & South Auburn Organic Farm Auburn 100 Vegetables, herbs, fruits, flowers

Rasmussen Farm Strong 100 Vegetables, herbs, fruits, flowers, wild mushrooms

Town Flower Farm Auburn 100 Vegetables, herbs, fruits, flowers, wreaths
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FARM / FOOD PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

Summit Springs Farm Poland 100 Vegetables, herbs, fruits, herbs, flowers, seedlings

Fairwinds Farm Topsham 100 Vegetables, herbs, fruits, popcorn, seedlings

Grandma’s House Bakery & Gardens Mexico 100
Vegetables, herbs, maple, honey, preserves, baked 
goods, seedlings

Whitehill Farm East Wilton 100 Vegetables, herbs, preserves, seedlings, hay

Maple Ridge Farm & Fishery Sabattus 100
Vegetables, herbs, seafood, maple, honey, flowers, 
seedlings, Christmas trees

Hoof’N Paw Farm/Greenhouse/Harness Repair New Sharon 100 Vegetables, herbs, seedlings

Waldostone Farm Montville 50 100 Vegetables, jams

Crystal Spring Farm Brunswick 100 Vegetables, lamb, hay

Abbott’s FamilyFarm Sumner 100 Vegetables, maple

North Branch Farm Monroe 50 100 Vegetables, milk, varied livestock

Whatley Farm Topsham 100 Vegetables, pork, blueberries

Stormy Hill Farm Knox 50 100 Vegetables, pork, chicken, eggs

Lil’ Buddy Farm Dennysville 100 Vegetables, raspberries, eggs, herbs, flowers, honey

Gardiner Farms Stacyville 100 Vegetables, raspberries, maple, honey

Woolweb Farm Jackson 50 100 Vegetables, sheep

Moosehead Trail Farm Waldo 50 100 Vegetables, strawberries
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FARM / PRODUCER NAME LOCATION
MILES FROM 
BANGOR / 
ORONO

PRODUCTS OFFERED

One Drop Farm Cornville 50 100 Vegetables, varied livestock

Mandala Farm Gouldsboro 50 100 Vegetables, varied livestock

West Bay Farm Islesboro 50 100 Vegetables, varied livestock 

Wild Miller Farm Palermo 50 100 Vegetables, varied livestock 

Field of Greens Albion 50 100 Vegetables, varied livestock, eggs

Old Quarry Farm Enfield 50 100 Vegetables, varied livestock, fruits

Wild Folk Farm Fairfield 50 100 Vegetables, varied livestock, fruits

Dogpatch Farm Washington 50 100 Vegetables, varied livestock, fruits

Wolfe’s Neck Farm Foundation Freeport 100 Vegetables, varied meats, eggs, wool

Blue Ribbon Farm Mercer 100 Vegetables, chickens

Leafy Café Appleton 50 100 Veggie burgers

Oyster Creek Farm Mushroom Company Damariscotta 100 Wild mushrooms

Riverside Farm Market Oakland 100 Wine, cheese, bakery

Dragonfly Farm & Winery Stetson 50 100 Wine, Jam, maple Syrup

Tree Spirits Oakland 50 100 Wines

Breakwater Vineyards Owls Head 100 Wines, goats, chicken

Down on the Farm Maine Wreaths Weston 100 Wreaths, maple, preserves, fermented
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GHP Acceptance Criteria

The following table shows farms and food producers that have been audited by the USDA Agricultural Marketing Service Fruit and Vegetable Programs 
for the type,  scopes, and commodities listed and have successfully demonstrated an acceptable level of adherence to standards being audited. Results 
are valid for one (1) year from the date shown and are validated through the use of unannounced visits throughout the growing/packing season.

Farm/
Producer

Address Town Audit Type
Scope(s) 
of Audits  
Conducted

Date  
Conducted

Commodities 
Covered 

Anderson Farms / 
Pumpkin World

77 Buda Road Dayton
Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

July 7 2015 Strawberries

Ararat Farm LLC 55 Vancycle Road Lincolnville
Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

July 30 2015 Leafy Greens

Ayer Potato 
Company/ Ayer 
Farms Market

33 Caribou Lake 
Rd.

Caribou
Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 8 
2015

Potatoes

B.D. Grass and 
Sons LLC

117 Grass Rd. Blaine
Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 15 
2015

Potatoes
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Belanger Farms 262 Cotton Rd. Lewiston
Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

September 17 
2015

Peppers

Bell Brothers Inc.
93 East Ridge 
Road

Mars Hill
Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 15 
2015

Potatoes

Bell Farms Inc.
1552 Riverside 
Drive

Auburn
Produce GAPs 
Harmonized

Field Operations and 
Harvesting Post-Harvest 
Operations

July 29 2015 Beans Corn

Binotto Farm
686 Sherman 
Street

Island Falls
Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

October 1 
2015

Apples

Bouchard Potato 
Co.

1086 Van Buren 
Road

Caribou Good Agricultural 
Practices & Good 
Handling Practices

House Packing Facility October 19 
2015 Potatoes

Brackett Orchards 7 Ginny Lane Limington Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

August 31 
2015 Apples

Brent & Gaylen 
Flewelling

306 Houlton Rd. Easton Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 6 2015

Potatoes
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Brent Edgecomb 554 Van Buren 

Road
Limestone Good Agricultural 

Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

September 25 
2015

Potatoes

Bruce Flewelling 
Inc.

454 Houlton Road Easton Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 15 
2015

Potatoes

C. Roy Farms 853 Van Buren 
Road

Caswell Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 5 2015

Potatoes

Campbell Family 
Farms

304 Campbell 
Road

Littleton Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

September 29 
2015

Potatoes

Circle B Farms 287 East Presque 
Isle Road

Caribou Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

August 3 2015
Blueberries
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Cole Bridges 114 US Highway 

1
Baring Good Agricultural 

Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

August 12 
2015 Blueberries

County Super 
Spuds

16 Industrial St. Mars Hill Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 9 
2015

Potatoes

D C Farms Inc. 1634 State Road Mapleton Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 5 
2015

Potatoes

Dana Morrell 
Farms

234 Bog Road Caribou Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 9 
2015

Potatoes

Donald Fitzpatrick 
Inc.

109 Jordon Rd. Houlton Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 7 
2015

Potatoes
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Double G Farms 
Inc.

407 Robinson 
Rd.

Blaine Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

September 25 
2015

Potatoes

Duane and Gerard 
Theriault

100 Daigle Cross 
Rd.

St. Agatha Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 8 
2015

Potatoes

Edgecomb Farms 
LLC

134 Blake Rd Limestone Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 9 
2015

Potatoes

Emerald Valley 
Ranches LLC

498 West 
Presque Isle

Caribou Produce GAPs 
Harmonized

Field Operations and 
Harvesting Post-Harvest 
Operations

August 20 
2015 Broccoli

Estate of Jeffrey 
Killcollins

59 Snow Road Bridgewater Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 21 
2015

Potatoes

Five Fields Farm 720 South 
Bridgton Road

Bridgton Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

October 22 
2015 Apples



148

United States Department of Agriculture
AMS Fruit & Vegetable Programs

Appendix: Resources for Food Service Professionals
Maine Farms & Food Producers Meeting USDA GAP & 
GHP Acceptance Criteria
Foster Farms 
Reality Trust

39 Foster Rd Littleton Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

September 24 
2015 Potatoes

G & M Farms 260 Lobby Rd. Caswell Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

September 24 
2015

Potatoes

G B & D Farms / 
Anne Desjardin 
Farm

10 Packing Shed 
Road

Fort Kent Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 14 
2015

Potatoes

Good Farms 70 Hare Road Monticello Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 7 
2015

Potatoes

Gough Farms 741 County Rd. New Limerick Good Agricultural 
Practices & Good 
Handling Practices

Farm Review July 27 2015
Potatoes

Grant Farms 77 Grant Road Saco Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

July 28 2015
Beans, Corn, Peppers
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Green Meadow 
Farms - Braley 
Family Farms

164 Hughs Road Mapleton Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

October 13 
2015 Potatoes

Griffeth Farms/
Triple G Sales

196 Noyes Rd. Limestone Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 8 
2015

Potatoes

Guerrette Farms 
Inc.

3 Watson 
Memorial Dr

Caribou Produce GAPs 
Harmonized

Field Operations and 
Harvesting

November 6 
2015

Potatoes

Hallett Farms 1163 Albert Rd. Caribou Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 2 2015

Potatoes

Homewood Farm 118 Ackley Farm 
Rd

Blue Hill Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

July 8 2015
Strawberries

Irving Farms Inc. 361 York Street Caribou Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 8 2015

Potatoes
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Isaac Skilling’s 
Farm

52 Wood Rd. Gorham Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

September 1 
2015 Various Herbs

Jeffrey & Owen 
Smith Inc.

1407 State Road Mapleton Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities House 
Packing Facility Storage 
and Transportation

December 16 
2014

Potatoes

John Roy Farms 1218 W. Perley 
Brook Rd

Ft. Kent Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 15 
2015

Potatoes

Kingsbury Family 
Farms LLC

267 Main Road Bridgewater Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 14 
2015

Potatoes

Kyle Blackstone & 
Sons

170 Hardison 
Rd.

Caribou Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 9 2015

Potatoes
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L&L Paradis Inc. 4 Scott Avenue Frenchville Good Agricultural 

Practices & Good 
Handling Practices

House Packing Facility April 13 2015
Potatoes

Labrie Farms LLC 85 Main Street St. Agatha Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

September 18 
2015

Potatoes

Lajoie Farms 393 Caribou Rd. Cyr Plantation Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 6 2015

Potatoes

Lajoie Growers LLC 121 Ferry St Van Buren Produce GAPs 
Harmonized

Field Operations and 
Harvesting Post-Harvest 
Operations

September 3 
2015

Beets, Carrots, 
Parsnips, Potatoes

Lakeside Family 
Farms

20 Prilay Road Newport Produce GAPs 
Harmonized

Field Operations and 
Harvesting Post-Harvest 
Operations

May 14 2015 
September 16 
2015

Beans, Beets, 
Broccoli, Brussels 
Sprouts, Cabbage, 
Carrots, Cucumbers, 
Kale, Parsnips, Peas, 
Potatoes, Radishes, 
Rutabagas, Squash, 
Swiss, Chard, 
Turnips, Zucchini
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Landeen Farms 26 Landeen Rd. New Sweden Good Agricultural 

Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 7 2015

Potatoes

Leary Farms 269 Flag Pond 
Road

Saco Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

July 28 2015
Cabbage

Leavitt Farms LLC 175 Noyes Road Limestone Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

September 16 
2015

Potatoes

Lemieux Orchards 210 Priest Hill 
Road

Vassalboro Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

October 21 
2015 Apples

Linda’s Maine Wild 
Blueberries 

167 Airline Road Clifton Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

August 13 
2015 Blueberries

Littleton Potato 
Growers

95 Currier Road Houlton Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

September 17 
2015

Potatoes
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M & B Farms 221 Davis Rd Woodland Good Agricultural 

Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

September 22 
2015

Potatoes

Madore Farms 390 Haney Road Connor Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 7 
2015

Okra

Maine Sweet and 
Wild

5 Lane Drive Frankfort Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

August 14 
2015 Blueberries

Marquis Farms 287 Champlain 
St.

Van Buren Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 7 2015

Potatoes

Mayberry Farms 763 Bridgton 
Road

Sebago Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

July 28 2015
Zucchini

McCain Foods USA 
- (Easton )

319 Richardson 
Road

Easton Good Agricultural 
Practices & Good 
Handling Practices

Storage and 
Transportation

October 2 2015
Potatoes
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McDougal 
Orchards 

201 Hanson 
Ridge Rd.

Springvale Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

August 31 
2015 Apples

Moir Farms 411 Brown Rd. Woodland Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 6 2015

Potatoes

Moore Brook 
Farms

352 Black Point 
Rd.

Scarborough Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

October 22 
2015 Corn

Murray Dan & Bill 
Blackstone

346 Fort Fairfield 
Road

Caribou Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 13 
2015

Potatoes

Natures Circle 1135 County 
Road

New Limerick Good Agricultural 
Practices & Good 
Handling Practices

House Packing Facility January 7 
2015

Beets Carrots 
Potatoes Rutabagas 
Turnips Winter 
Squash

Nelson Chapman 
Farms LLC

186 Sawyer Road Caribou Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 5 
2015

Potatoes
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New England 
Diversified 
Industries

927 Mason Bay 
Rd.

Jonesport Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities House 
Packing Facility

August 12 
2015

Blueberries

North Star 
Orchards

97 Orchard Rd. Madison Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

October 21 
2015 Apples

Olivia’s Garden 163 Valley Farm 
Road

New Gloucester Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

May 7 2015
Basil

Osborne Family 
Farm

305 Ridge Rd. Charleston Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

July 8 2015
Peas

Page Farms 501 Bog Road Limestone Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 3 2015

Potatoes

Parent Brothers 1151 Hamlin Rd. Hamlin Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 6 2015

Carrots Potatoes
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Maine Farms & Food Producers Meeting USDA GAP & 
GHP Acceptance Criteria
Pelletier Farms Inc. 108 Little 

Mountain Rd.
St. David Good Agricultural 

Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 2 2015

Potatoes

Pineland Farms 203 Flat 
Mountain Road

St. Agatha Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

September 18 
2015

Potatoes

Pineland Farms 
Potato Co.

1075 Houlton 
Road

Westfield Good Agricultural 
Practices & Good 
Handling Practices

Storage and 
Transportation

November 4 
2015 Potatoes

Pineland Farms 
Produce Division

753 Mayall Road New Gloucester Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

May 27 2015
Asparagus

Porter Farms LLC 601 Griffin Ridge 
Road

Mapleton Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 13 
2015

Potatoes

Poulin Farm Stand 1112 Beckwith 
Rd

Cornville Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

July 6 2015
Beet Greens
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Maine Farms & Food Producers Meeting USDA GAP & 
GHP Acceptance Criteria
Queen Bee LLC 27 Lambert Road Freeport Good Agricultural 

Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

May 7 2015
Tomatoes

Randall Orchards 1 Randall Rd. Standish Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

September 
18 2015 Apples

RNR Farms 420 Basin Road Addison Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

August 28 
2015 Blueberries

Ross Ridge Farms 211 Ross Ridge 
Farms

Littleton Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities Storage 
and Transportation

October 13 
2015

Potatoes

Rowe Orchards 333 Moosehead 
Trail

Newport Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

October 20 
2015 Apples

Sandy River Farms 560 Farmington 
Falls Rd

Farmington Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

July 30 
2015 Cucumbers Tomatoes
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GHP Acceptance Criteria
Schools Farms 971 Farmingham 

Rd.
Littleton Good Agricultural 

Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 8 
2015

Potatoes

Scott Ayotte 999 Hamlin Rd. Hamlin Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 6 
2015

Potatoes

Scott Martin Farms 259 Albair Road Caribou Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

September 21 
2015

Potatoes

SDB Farms LLC 275 Grand Falls 
Road

Limestone Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

September 28 
2015

Potatoes

Seaman’s Farm 
Inc.

1844 Hallowell 
Road and 40 pine 
Tree road

Litchfield Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

September 30 
2015 Winter Squash
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GHP Acceptance Criteria
Spear Farm Inc. 24 Eugley Hill Rd. Nobleboro Good Agricultural 

Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities House 
Packing Facility

September 17 
2015

Peppers

Spring Works 347 Lisbon Street Lisbon Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

July 9 2015
Leafy Greens Various 
Herbs

Steve Bubar 379 Limestone 
Rd.

Ft. Fairfield Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 5 2015

Potatoes

Stuart Sutherland 384 Main Street Caribou Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 6 2015

Potatoes

Sugar Hill 
Cranberries

Columbia Falls Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

September 28 
2015 Cranberries

Thacher 
Cranberries

201 Great 
Western Road

Harwich Produce GAPs 
Harmonized

Field Operations and 
Harvesting

October 14 
2015

Cranberries
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Maine Farms & Food Producers Meeting USDA GAP & 
GHP Acceptance Criteria
The Apple Farm 104 Back Rd. Fairfield Good Agricultural 

Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

October 21 
2015 Apples

Thomas Farms 364 Garland Rd. Corinth Good Agricultural 
Practices & Good 
Handling Practices

Farm Review Field 
Harvesting and Field 
Packing Activities

October 20 
2015 Kale

Thomas J. 
Atcheson

522 Carson Rd. Woodland Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 8 2015

Potatoes

W & W Farms 812 West Gate 
Rd.

Connor Good Agricultural 
Practices & Good 
Handling Practices

Farm Review 
Field Harvesting 
and Field Packing 
Activities Storage and 
Transportation

October 13 
2015

Potatoes
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