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I. Executive Summary   

Coastal Enterprises, Inc. (CEI) is a mission-driven 

lender and investor specializing in rural economic development in Maine and throughout the 

U.S. CEI combines financing, advising services, and policy leadership to help create 

economically and environmentally healthy communities in which all people, especially those 
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with low income, can reach their full potential. CEI works closely with small and medium-

sized businesses that drive sustainable local economies and quality jobs, including natural 

resource-based tourism sectors; as well as community facility and affordable housing 

development. 

CEI launched a pilot project,“Ethnic Produce: Crop Diversification for Maine Farmers 

to Reach New Markets,” in 2015. Increased demand for culturally appropriate, locally 

produced foods presented a compelling opportunity for Maine farmers to diversify crops and 

generate new sources of farm income. Market research informed the selection of high-demand 

crops (fava beans, amaranth, molokhia, African eggplant, and mustard greens) that were 

compatible with Maine growing conditions and shaped a marketing strategy that optimized 

access to these vegetables for a rapidly growing niche of consumers. The following marketing 

plan details the marketing strategies and segmentation that will be employed to reach targeted 

consumer niches. This pilot project will demonstrate the economic potential of these crops and 

establish the foundation for successful broad-scale replication and export to larger markets in 

Boston. 

 

II. Project Goals and Deliverables  

 

This multi-year project aims to identify areas in Maine where there is a potentially 

profitable and growing market of ethnic consumers. The current state of ethnic produce in 

Maine, low supply and high demand, highlights the promising environment and economic 

potential for the emergence of new specialty crops. This pilot program, in collaboration with 

various growers and retailers, introduced five specialty crops: amaranth, mustard greens, 

African eggplant, fava beans, and molokhia, to the Maine market and tracked their success. 

This pilot project aims to concretely outline the economic potential of the five ethnic crops by 

tracking the production, inventory, and sales data as the produce moves through the Maine 

marketplace. The challenges, pitfalls, and shortcomings of this project will inform the 

expansion of these crops into broader markets, such as Boston, and help CEI craft an 

actionable business plan that will allow farmers to access this emerging and profitable market.  

 

 

 

 

 

III. Unique Selling Proposition 

  

This unique market opportunity exists due to the recent influx of foreign-born and 

ethnic residents in Maine, the majority of whom are concentrated in Portland and Lewiston. 

Between 2000 and 2013, Portland’s foreign-born population nearly doubled; immigrant 

communities now constitute over twelve percent of the city’s residents. Additionally, over 

3,500 Somali residents moved into Lewiston from 2001 to 2007, where they now account for 
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ten percent of the population. This population growth corresponds to a dramatic rise in the 

purchasing power of Maine’s ethnic communities, as evidenced by Latino and Asian 

communities who now exert $424 million and $504 million, respectively, in Maine’s markets 

on an annual basis.  

CEI identified that the observed increase in packaged ethnic foods available in 

supermarkets was not matched by an increase in fresh produce. Frank Mangan, a soil science 

professor at the University of Massachusetts, Amherst, has researched the economic potential 

of fresh produce through ethnic crop trials beginning in the 1990s. In the last fifteen years, 

Mangan’s program has successfully introduced over $5 million dollars’ worth of ethnic 

produce to Massachusetts farms. This data demonstrates the unique opportunity for Maine 

farmers to tap into an unsaturated market, for retailers to gain an edge over their competition 

by selling new produce not yet widely available, and for ethnic communities in Maine and 

beyond to continue culturally-appropriate cooking and traditional practices. A farmer at Fresh 

Start Farms, one of the partners in this project successfully grew, processed, and sold $5,800 

worth of frozen amaranth in Portland in 2013. By 2014 he had expanded his sales to include 

regular deliveries to Boston and New York City. This example, coupled with the the recent 

influx of foreign-born Maine residents suggests that there is a substantial and unsaturated 

market niche that could be satisfied by local Maine farmers. 

 

 IV. Situation Analysis 

Collaborators 

 CEI has partnered with both growers and retailers in order to develop a cohesive supply 

chain infrastructure and open channels of communication between the production and market 

processes. The growers in the first year of this project are Lakeside Family Farm, Fresh Start 

Farms with Cultivating Community, and Jordan’s Farm, while the retail partners include the 

Portland Food Co-op, Hannaford Supermarkets (Portland and Lewiston locations), Good 

Shepherd Food Bank and affiliated pantries. The collaboration among large, mechanized 

farms, small-scale farms, supermarkets, small retailers, and food pantries allows CEI to collect 

a wide range of relevant data that will be instrumental to build a foundation for successful 

broad-scale replication in Massachusetts markets.  

 

 

SWOT Analysis 

 Strengths: A mutually beneficial relationship between Maine farmers, retailers, and 

ethnic communities. Local farmers benefit from this partnership as they broaden their consumer 

base and diversify their crops, retailers gain an edge over their competition by selling new 

produce not yet widely available, and ethnic communities in Maine and beyond are able to 

continue culturally appropriate cooking and traditional practices. CEI helps accomplish these 

goals by facilitating the partnerships, lending support during the process, and identifying the 

shortcoming and challenges as they arise. Therefore, CEI’s strength lies in its ability to bring 
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different players to the table in order to help grow Maine’s economy and improve the lives of 

its citizens.        

Weaknesses: Farming variables. Due to the nature of a pilot project, only small 

amounts of the produce were grown on the farms, with some crops only being grown at one 

farm. An extreme weather event could potentially wipe out an entire stand of produce. In fact, 

later in the season, due to the dry and unforgivable conditions of the 2016 Maine summer 

drought, the fava beans at Jordan’s farms succumbed to heat and pest stress. Additionally, the 

project could be affected by the small sample size of the produce, as the end yield may not 

result in reliable sales data from the retailers. This sales data is integral for the assessment of 

the crop’s economic potential and the expansion of this project to Boston markets. Some 

retailers also may not be able to prioritize this project and, therefore, sales data from these 

stores might not be tracked to the level of detail that would be most informative for the 

development of the project. 

Opportunities: The unique selling proposition and the current lack of competition in 

Maine’s food system. The new market potential of this pilot project represents the principal 

opportunity for the diversification of Maine’s crops. The current state of ethnic produce in 

Maine, low supply and high demand, highlights this promising environment and economic 

potential for the emergence of new specialty crops. The growing immigrant populations in 

Portland and Lewiston, as well as the well-established foreign born population in 

Massachusetts, demonstrate a growing consumer base interested in fresh and traditional 

produce. 

Threats: Long-term replicability and feasibility of project. The extensive research that 

guided the selection of the five crops, as well as preliminary market research to assess the 

economic potential and consumer base of the products, were completed to lower the risk of this 

project. However, this is a pilot project that intends to explore new markets for Maine farmers, 

and there is no guarantee that an unsaturated market exists in Maine. The feasibility of this 

project is another source of uncertainty, as it is possible that some of the crops are not suited 

for large-scale or commercial production.  

 

 

 

Challenges and Recommendations 

Crop Complications: Both of the mid-sized farms (Lakeside Family Farm and 

Jordan’s Farm) involved with the pilot project struggled to mechanically plant both the 

amaranth and fava bean seeds. The fava bean seeds were too large to fit the disk size of 

Lakeside’s planter. As a result, Lakeside manually planted the majority of the seeds in order to 

have consistent seeding without large gaps in the rows caused by the jammed planter. This 

method of planting would be cost prohibitive for future commercial production. Jordan’s Farm 

struggled with similar issues, however, Penny Jordan (Farm Manager) suggested that her 

brother had retrofitted their planter in a way that could seed the unusually large fava beans. 

Amaranth seeds, on the other hand, were reportedly smaller than lettuce seeds and, therefore, 
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also did not fit into the planter. This resulted in inconsistent planting, as the seeds simply fell 

out of the planter and sprayed in an unorganized manner. A possible solution to this issue, if 

amaranth was to be grown on a commercial scale in the future, would be to pellet the seeds to 

increase their size.  

Drought: The 2016 growing season was heavily affected by a drought that began in 

April and continued throughout the rest of the summer. The severity of water shortages in 

Cumberland, and particularly York Country, resulted in the convening of the Maine Drought 

Task Force for the first time since since 2002. Farms in Western and Central Maine, including 

the Androscoggin, Franklin and Oxford counties, also struggled with abnormally dry 

conditions. Farms equipped with irrigation systems were able to mitigate water and heat stress 

caused by the drought, however, regular irrigation adds financial stress to a farm and it is 

nearly impossible to irrigate an entire farm’s acreage. Walt Whitman, the commissioner of the 

Maine Department of Agriculture, described, in the Lewiston-Auburn Journal, the situation for 

farmers without irrigation as, on the ‘cusp of critical.’ A cold spring and hotter than average 

summer compounded this summer’s unusual lack of rainfall. Across the state, farming are 

predicting decreased yields and, in some cases, complete crop failures if water remains 

inaccessible.  

In the context of these conditions, the farms involved with this pilot have faced 

substantial challenges during the growing season. While all three farms are equipped with 

some form of irrigation, it is unlikely that this growing season will produce a harvest of a 

significant sample size. Even as product trickles onto the shelves, it will be difficult to capture 

the market potential of these products as there can be little consistency or regularity of 

delivery. Therefore, it would have been ideal to concentrate product sales to a few stores that 

spanned our target customers, and allowed some interest levels to be tracked.  

Farmer availability: Summer is one of the busiest times of the year for farmers. This, 

unfortunately, has made communication with CEI difficult and tracking the progression of the 

pilot nearly impossible. Communication with the farms was less necessary early in the season 

when the crops were still underground and growing. However, now that produce has been 

harvested and delivered to store locations, it would be useful to have updates on product 

distribution, volume, and price. There have been sporadic updates in the month of July from 

some farmers with anecdotal updates about crop progression, but a formal conversation was 

not possible due to farmer availability complications in the month of July and the first week of 

August. We suggest for future iterations of this project that it would be more efficient to not 

have the farm manager as the point person for this project. This way, the farmer could still 

oversee the project, but there would be a more dependable (and less busy) source to be 

responsible for updates and communication. 

Product Quality: An additional issue related to water stress is the quality and size of 

product produced. Water stress causes crops to have decreased growth rates and smaller yield 

sizes. While this is not as critical as a product shortage, reduced market sales as a result of 

aesthetic or other quality issues may not reflect the actual market demand. In a second iteration 
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of the project, crops such as amaranth that thrive in dry and hot conditions could be prioritized 

over less resilient crops.    

 

V. Market Segmentation 

 

Demographic Segmentation 

Foreign Born Census Data and Market Research 

Research conducted by MBA students from the University of Southern Maine (Andrew 

Magoun, Chris Teague, Denis Richard, Scott Hamann) guided the selection of the five ethnic 

crops at the beginning of the pilot project. The demographic data this team collected, detailed 

below, helped CEI begin an approximate demographic breakdown of this project’s different 

target customer groups. This will allow CEI to accurately assess the market preferences of the 

differing ethnic groups, and create a marketing plan that appeals to these specific tastes. The 

MBA research broadly broke down the ethnic market into two groups: Latin American foreign 

born and African foreign born. Together, these two populations have increased from 1% to 

nearly 25% of Maine's total foreign born population from 1970 to 2010.  

 

Latin Foreign Born 

● The total Latin foreign born population in Maine increased from 1970 to 2010 by 

1450% to a total of 4,000 residents.  

● 2010 census data reports a Latino or Hispanic population of  3% in Portland and 2% in 

Lewiston.   

African Foreign Born 

● The total African foreign born population in Maine increased 6800% from 90 to 6,500 

total residents in 40 years (1970-2010).  

● 2010 census data also reports an African American population of 7.1% in Portland and 

8.7% in Lewiston.  

 

Asian Populations 

● The MBA research did not include data on the Asian population, but census data for 

Portland shows an increasing population of 3.5% to 3.84% from 2010 to 2012. 

● Census data from Lewiston reports a small increase in the Asian population from 

approximately 1% in 2010 to 1.12% in 2012.  

 

Ethnic Produce Interest 

This section of the demographic segmentation breaks down the broad categories of 

Latin American foreign born, African foreign born, and Asian foreign born into specific 

countries of origin. The information below details the marketing preference of different 

ethnicities, which countries use the five selected crops in traditional meals, and which countries 

grow, and therefore are familiar with, the five different crops. This data was collected from 
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web-based research of reliable websites that can be found in the Literature Cited section of this 

plan. 

 

Central and South America  

● Amaranth - Cultivated and used as a green in Central and Latin America. Amaranth is 

often considered a humble ingredient that is very important in Caribbean nation dishes. 

It is the central ingredient to a popular and traditional dish called callaloo, a gumbo-like 

stew, which is an integral part of Caribbean diet and culture (Jamaica, Trinidad and 

Tobago, Grenada, Guyana).  

● Fava Beans - Cultivated in South America (particularly the Andes). Made into a 

traditional Colombian soup with barley, carrots, peas and potatoes.  

● Molokhia - Almost pantropic in cultivation. Attempts have been made to grow 

molokhia in Paraguay, Brazil, Argentina and Mexico. It is a popular fiber crop in Latin 

America.  

● Scarlet Eggplant - Brazilians prefer this vegetable to be picked while still immature and 

green (once this eggplant ripens to a red color it is very bitter). Scarlet eggplant is also 

cultivated in the Caribbean.  

Africa 

● Amaranth - Common green in Burundi and Somalia, where it is cooked like spinach. In 

these countries, it is eaten fresh and suggested to help with indigestion. It is the main 

leafy vegetable in Benin, Togo, Liberia, Guinea, and Sierra Leone. Amaranth is also 

one of the most widely grown and eaten greens in Southern Africa. Callaloo, the 

popular Caribbean dish, originated from West Africa. 

● Fava beans - Staple crop in Egypt and Northern Africa, where they are eaten by many 

strata of society. Main ingredient in ful medames, a Somali dish of cooked fava, oils, 

and spices that is an essential food in Egypt. Fava beans are also cultivated in Sudan, 

Ethiopia, and Uganda, where they are considered an important dietary component.  

● Molokhia - Very popular in the Middle East and North Africa. Molokhia is grown 

throughout West Africa, Sudan, and Egypt, where some consider it to be the Egyptian 

national dish. Sudan featured predominantly (6 out of 7 surveyed) as a country of origin 

for those interested in molokhia in the original CHOW report.  

● Scarlet Eggplant - Most commonly found eggplant in sub-saharan Africa. Scarlet 

eggplant can be found from Southern Senegal to Nigeria, from Central Africa to 

Eastern Africa, and from Central Africa south to Angola, Zimbabwe, and Mozambique. 

It is usually picked green and eaten raw or in vegetable stews and sauces.  

Asia 

● African Eggplant - Well known fruit throughout Asia, where it is picked while still 

green. 

● Amaranth - Staple green of the Bhutanese, where it is eaten like spinach. It is extremely 

easy to grow in this region and thrives in the hot sun. Green Amaranth is prefered in 

India, while red amaranth is prefered in China. This green is popular in Sri Lanka, 
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Thailand, the Philippines and Vietnam. Amaranth is cultivated in Southeast Asia, 

particularly Malaysia and Indonesia, for use in soup vegetables and as boiled salad 

greens.  

● Molokhia - In India molokhia shoots are cooked with rice. It is also a popular fiber crop 

in the Philippines and Malaysia.   

● Mustard Greens - Commonly dried and fermented by the Bhutanese to keep through the 

winter. Mustard greens are also dried and fermented to use to make gundruk, a very 

popular dish in Nepal and other Asian countries. Also widely cultivated and consumed 

in China, India, and Japan.Grown in a variety of textures and colors, it is used in 

Japanese cooking and as a condiment.  

● White (Raja hybrid) Eggplant: This cultivar was developed in India and is now being 

distributed to North America.  

 Middle East 

● Fava beans - One of the most important food crops for human consumption in the 

Middle East. Fava beans are cultivated in northern and central Iran in the short spring 

season and are either eaten fresh or dried in a dish called baghalee polo (translated is 

‘rice with broad beans’). A variation of ful, a popular Egyptian dish, is also eaten in 

Palestine, where fava beans are used for both human consumption and animal feed.  

● Molokhia - Cultivated in Iran and Turkey. It is extensively consumed throughout the 

region including Lebanon, Palestine, Syria, Jordan, and Turkey.   

Mediterranean 

● Amaranth - In Greece, boiled Amaranthus blitum leaves are used in a popular salad 

called vleeta. 

● Molokhia - Featured in some Cyprian dishes.   

 

North America 

● Amaranth - Long history of cultivation by American Indians as a summer green when it 

was too hot to cultivate lettuce or cabbage.  

● Mustard Greens - The ‘giant curled’ variety is currently cultivated in the southern 

United States.  

● White (Raja hybrid) Eggplant - This specific cultivar is a recent hybrid (introduced to 

the commercial growing market in 2015) with current cultivation limited to Southern 

California.  

 

July CHOW Report 

Further customer research was conducted using CHOW workers (Community Health Outreach 

Workers) through the City of Portland’s Public Health Division. The survey was conducted 

through a tailored questionnaire that asked specific questions related to the marketing 

preferences of the different ethnicities; each set of questions was paired with the individual 

produce items. These questionnaires were given to CHOW workers who distributed them to 

community members from Vietnam, Burundi (French speaking), Djibouti (Somali), El 

https://docs.google.com/document/d/187yJX1a_sa3ByV6JCwDQ5gCWrLE6aSzeWTNbYZXo_Es/edit
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Salvador (Spanish speaking), Cambodia, and Sudan. Their responses are recorded in the 

following link to assist in the marketing strategy. Results of the July CHOW Report 

 

Millennial Generation 

In addition to the ethnic groups identified by the MBA market research report, this 

project also holds broad appeal for the millennial generation. According to research by the 

PEW Research Center, the nation’s current millennial generation (18-29) are more open to 

change and diversity, and generally desire fresh, flavorful, and  global cuisine. According to 

market research, millennials seek out new and exotic foods, as they consider the culinary 

experience to be both entertainment and an adventure. In fact, according to Millennial 

Marketing, 40% of millennials are likely to try new kinds of ethnic cuisines or “anything new 

and different,” compared to 34% and 32%, respectively, of Generation X and Baby Boomers. 

However, a global health and wellness survey conducted by Nielsen Holding PLC determined 

all generations, millennials included, are increasingly likely to pay  a premium for healthy 

foods. Millennials are also characterized by their desire to buy whole foods over processed 

foods, and their willingness to spend more money on a farm to table experience. This pilot 

project satisfies the millennial desire for locally grown, exotic food with a story, and also 

connects to the demographic characteristic of millennials as “the most ethnically and racially 

diverse cohort of youth in the nation’s history” (Pew Research Center).  

The Center for Culinary Development and Millennial Marketing, two companies 

interested in the consumer trends of the millennial generation, note the desire of the millennial 

generation to buy socially responsible and ethically sourced food. Millennials are engaged in 

the locavore movement and are interested in the stories behind where their food comes from. 

Millennial marketing research suggests that 80% of millennials want to know how their food is 

grown; this demographic characteristic aligns well with the locally grown story of the produce 

grown for this pilot project. Additionally, Boston consumer research performed by the 

Williams Agency noted the common interest in Massachusetts consumers to “cook ethnic 

cuisines from other cultures outside of their own and look to online sources and cooking shows 

for creative ideas.” This consumer trend highlights the market potential for both millennials 

who crave a variety of exotic produce as well as the growing foodie trend of culinary 

experimentation. Overall, the consumer characteristics of the millennial generation make them 

an ideal market for ethnic produce.  

 

Health conscious community  

While the specialty produce for this pilot project was selected based on  market 

research of specific ethnic communities, these naturally nutritious crops will also appeal to the 

health conscious community. Nielsen Holding PLC, a global data aggregator, released a Global 

Health & Wellness Survey in 2015 that detailed the growing consumer demand for natural, 

healthy, and fresh foods. The nutritional value of food, as well as its status as unaltered or 

“natural,” are becoming more important to a booming health conscious consumer market. 

More consumers are using food and diet as a tool for health management. This shifting 

http://drive.google.com/open?id=122PSvxWzIeeUqnbyCwUUcubrkhpHH60jTjcMgr-5BPw
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consumer mindset offers an opportunity for this project, as the number of consumer that are 

willing to pay a premium for healthy foods is rapidly increasing.  

 The Nielsen study, which surveyed over 30,000 consumers in 60 countries worldwide, 

returned three main findings related to the market demand for healthy food. These three areas: 

willingness to pay a premium, the importance of health attributes, and economic considerations 

drive global purchases of healthy food products, Nielsen found that 27% of respondents would 

pay a premium for healthy food, 23% would be slightly willing to pay more, 38% were 

moderately willing to pay more, and 12% of respondents were not interested in paying a 

premium. The desired attributes of “healthy food” are dictated by consumer preference, where 

certain traits are more highly regarded than others. The top six attributes that influenced 

customer willingness to pay a premium were: GMO-free (33%), organic (33%), no artificial 

colors (31%), no artificial flavors (31%), high in fiber (29%), and low/no cholesterol (28%). 

While almost 40% of global respondents said they would pay more for all-natural foods, there 

is high demand for foods with specific nutritional characteristics. This highlights the growing 

consumer concern for nutritional value and the importance placed on foods high in fiber (36%), 

protein (32%), vitamins (30%), and minerals (29%). The survey results support the five crop 

selections of this project, as all of the produce contain high levels of vitamins, minerals, and 

dietary fiber, as well as low levels of cholesterol and sodium (detailed below).  

However, nutritional value is not the only factor that influences willingness to pay - 

economic considerations, or the economic status of different countries, also plays a role in this 

decision. In developed markets, such as those in North America and Europe, there was a 80% 

and 79% willingness to pay a premium for healthy foods. This is compared to developing 

markets in Latin America, Asia-Pacific, and Africa/the Middle East where respondents were 

significantly more interested (94%, 93%, 92%)  in paying a premium for healthy foods. These 

results further support this project, as the primary target market is foreign born immigrants 

from these developing markets. These consumers may be more willing to pay a high price for 

healthier food or would be, at the very least, interested in gaining access to fresh and natural 

produce. 

 

Key nutritional information of selected specialty produce: These health attributes align with 

the desired health traits that were identified by a 2015 Global Health and Wellness survey 

conducted by Nielsen Holding PLC.  

● Eggplant: 1 cup of cooked, boiled and drained eggplant contains 35 calories. Eggplant 

is rich in antioxidants, high in dietary fiber (10% DV), low in saturated fats and 

sodium, contains no cholesterol, and is high in manganese, thiamin, and vitamin B6. 

African farmers from Vermont claim that scarlet eggplant improves indigestion and is 

consumed to reduce high blood pressure.  

● Molokhia: 1 cup of cooked, boiled, and drained molokhia contains 32 calories. 

Molokhia is rich in Vitamin A (90%), Vitamin C (48%), calcium (18%), and iron 

(15%). It contains very low levels of saturated fats and cholesterol, and high levels of 
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dietary fiber, magnesium, niacin, phosphorus, potassium, zinc, riboflavin, Vitamin B6, 

and thiamin.  

● Amaranth: 1 cup of cooked, boiled, and drained amaranth contains 28 calories. 

Amarnath also contains high levels of Vitamin A (73%), Vitamin C (90%), calcium 

(28%), and iron (17%). It is low in saturated fats, and contains no cholesterol or sugar.  

It also contains high levels of manganese, magnesium, niacin, phosphorus, potassium, 

zinc, riboflavin, and Vitamin B6.  

● Mustard Greens: 1 cup of cooked, boiled, and drained mustard greens contains 21 

calories. Mustard greens contains high levels of Vitamin A (177%), Vitamin K (500%), 

Vitamin C (59%), and calcium (10%). It is low in saturated fats, and contains no 

cholesterol or sugar. It is also high in dietary fiber, manganese, magnesium, niacin, 

phosphorus, potassium, riboflavin, Vitamin B6, and thiamin.  

● Fava beans: 1 cup of cooked fava beans contains 387 calories and 29 grams of protein. 

Fava beans also contain 112% of the daily value for dietary fiber, 40% DV of iron, 11%  

DV of calcium and have very low sodium and cholesterol content.  

 

 

 

 

 

VI. Marketing Strategy 

Product 

This pilot project will introduce five new specialty crops to the Maine market: 

molokhia, fava beans, amaranth, mustard greens, and African eggplant. There will be a total of 

8 different varieties of these five crops that include: red leaf vegetable amaranth, white 

amaranth, red giant mustard greens, southern giant curled mustard greens, African scarlet 

eggplant, and a hybrid raja white eggplant. The bullet points below detail the crops and 

varieties grown at each farm.   

● Lakeside Family Farm: Fava beans, giant red and southern giant curled mustard greens, 

white and red amaranth 

● Jordan’s Farm: Scarlet eggplant, white eggplant, (fava beans died due to the harsh 

growing season) 

● Fresh Start Farms with Cultivating Community: Molokhia, white and red amaranth, 

mustard greens, and eggplant.  

 

Wholesale Price, Retail Price, and PLU 

The following table below details the wholesale and retail price of the produce. Fava 

beans will be sold in one pound bags, eggplants will be sold individually, and amaranth, 

molokhia, and mustard green varieties will be sold in one pound bunches.  
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 Giant 

Red/Southern 

Giant Curled 

Mustard 

Greens 

Red/White 

Amaranth  
African 

Eggplants: 

‘Raja Hybrid’ 

and ‘The 

Scarlet’ 

Molokhia  Fava Beans  

Lakeside 

Family Farm 
Wholesale: 

$1.50/bunch (lb) 
Hannaford 

Retail: $2.49/lb 
PLU: 4616 

Wholesale: 

$1.50/bunch 

(lb) 
Hannaford 

Retail: $1.62/lb 
PLU: 3463 

  Wholesale: 

$2.25/packaged lb  
Hannaford Retail: 

$2.99/lb 
PLU: 4528 

Jordan’s Farm   Wholesale 

Scarlet eggplant: 

$3.00/lb 
Wholesale 

White eggplant: 

$1.50/lb 

 Fava bean crop 

failed due to water, 

heat, and pest 

stress  

Fresh Start 

Farm  
 

Wholesale: 

$1.50/bunch 
Wholesale: 

$2.00/bunch 
Wholesale: 

2.50/lb  
Wholesale: 

$3.75/bunch 
Fava beans grew 

moldy - died 

 

Pricing Research 

A combination of web-based pricing research and market research conducted by the 

Williams Agency was used to determine a reliable price point for each produce item. The 

averaged results of this research are listed below and were used as a general guide for pricing 

advice and as a tool for comparison. Organic produce values were not used in the calculation of 

the average wholesale and retail price, where the units for all produce are $/lb.  

Amaranth - Retail: 2.89, Wholesale: 1.60  

African (Scarlet) eggplant - Retail: 3.76, Wholesale: 2.40 

Fava beans - Retail: 2.93, Wholesale: 0.52 

Molokhia - Retail: 3.25, Wholesale: 3.75 

Mustard greens - Retail: 1.98, Wholesale: 1.58 

 

Distribution 

Produce will be sold at the Portland Food Co-op, Hannaford Supermarkets (Portland 

and Lewiston locations), and Good Shepherd Food Bank and affiliated pantries. Lakeside 

Family Farm and the Fresh Start Farm Food Hub of Cultivating Community will prepare, 

package, and deliver its produce to the retailers. Lakeside Family Farm will sell its greens 

(amaranth and mustard greens) and fava beans by the case, with 12 bunches and 24 bags to a 

case, respectively. Jordan’s Farm will prepare and package the produce for pickup at the farm 

and will sell to the Portland Root Cellar. 

https://docs.google.com/spreadsheets/d/1CnVbn6Bv089dj8jtvaL2Yn1FANUFa09sUgzambyCXMk/edit#gid=566789337
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Lakeside Family Farm Hannaford 

Portland 
Hannaford 

Lewiston 

Fava Beans   

Giant Red and Southern Giant 

Curled Mustard Greens 
  

Red leaf and White Amaranth   

 

Jordan’s Farm Veranda Street Root Cellar in 

Portland (GSFB) 

Scarlet Eggplant    

White Eggplant (Raja Hybrid)    

 

 

 

Fresh Start Farms with 

Cultivating Community 
Portland Food 

Co-op 
Rosemont Market  Westbrook Food 

Pantries  

Amaranth: 
Red leaf and White  

   

Molokhia     

Mustard Greens    

Eggplant    

 

Promotion 

Rack cards: Rack cards will be designed and distributed at the point of purchase (bulleted list 

of retailers below) to advertise the ethnic produce. The rack cards will have a UV gloss with 

dimensions of 3.5 x 8.5. They will include a tagline for the project (Maine Grown World 

Crops), a list of growers and retailer partners, a brief description of the five different specialty 

crops along with a picture of the produce item, and a blurb about the project that will read: 

Specialty produce from Maine farms to your table: introducing new crops that recognize our 

cultural diversity and create market opportunities for Maine farmers. The rack card will also 

include a website link that leads the consumer to a page that gives a more detailed description 

of the project, links to the websites of the project partners, simple recipes for each produce 

item, and suggestions for how to select the produce in the market and then store it at home. 750 

rack cards were ordered on 08/05/16 and arrived 08/12/16. Smaller cards for each produce 
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item, with the same flag outer border design were designed be laminated and placed in the 

stores under the actual produce.  

Cost: time for development, printing costs (750 cards purchased for $123.73 and 5 brochure 

holders purchased for $33.74 + shipping and handling) 

● Hannaford locations (Portland and Lewiston) 

● Good Shepherd Food Pantries: CEI will hand deliver the rack cards to the Root Cellar 

location in Portland - address to Kattie Collins.  

● Portland Food Co-op: CEI will hand deliver the rack cards to this location. Confirmed 

they will use rack cards 08/03/16.  

 

Signage: The following retail partners will have chalkboards in the store that can be used to 

advertise the specific ethnic produce being sold at that location. The chalkboard at the Portland 

Food Co-op will include the name of the produce, two subnames, the farm it was grown on, 

and we could also include the project name. Hannaford’s signage will include three different 

signs that emphasize the local aspect of the produce and can be written on in liquid chalk 

(dimensions: 7.5” x 2.56”, 8.5” x 3.5”, 24” x 36”). We will provide the handout material for 

hannaford and the employees will write on the signs. We will also coordinate with the produce 

managers to put our rack cards on display in front of the produce as well.  

Cost: free 

● Portland Food Co-op  

● Hannaford locations (Portland and Lewiston) 

 

Website: Temporary website that would be housed as a link on CEI’s home website. This 

website would include: recipes, storage tips, more detailed information about the pilot project 

and its objectives, promotion of and links to all of the project partners, information on where to 

buy all of the produce from the project (which produce items are available at which stores), and 

more information about the produce. CEI could also include a survey on the website to gather 

more data on who is interested in this project. CEI could promote this project on social media 

through their Facebook and Twitter page, and add this project as a feature story on the website. 

The temporary URL for this page is: http://www.ceimaine.org/consulting/natural-

resources/agriculture/mainegrownworldcrops/ 

Cost: Time for development (Michelle Smith and Liz Rogers) 

 

Jordan’s Farm Event: CHOW workers would come to Jordan’s Farm (45 minutes - 1 hour) 

with a reporter from (Portland Press Herald, Bangor Daily News, etc) to do a story about the 

produce project and a photo opp. Merritt Carey and Liz Rogers to help. 

Primary purpose: publicity! 

● Determine who to invite: 

○ Funders: Department of Agriculture (Jessica Nixon?), Soeul Foundation (Jay 

Esbe), Broadreach Fund (Deb Felder, Andrea) 

○ Emily Horton (Pingree staffer), Chellie Pingree, Kevin _____ 

https://docs.google.com/document/d/1opEHO5vnhg3TfxlrKxH4FHANNzPIDqxQKnFTn_3pCxU/edit
https://docs.google.com/document/d/1opEHO5vnhg3TfxlrKxH4FHANNzPIDqxQKnFTn_3pCxU/edit
http://www.ceimaine.org/consulting/natural-resources/agriculture/locallygrownworldcrops/
http://www.ceimaine.org/consulting/natural-resources/agriculture/locallygrownworldcrops/
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○ Toho Soma from CHOW 

● Determine media to be involved: Press Herald, MaineBiz (Maine Food Insider 

newsletter?) 

● Set a date with Penny: Week of September 12-16? 

● Create an agenda 

Cost: Travel costs for CHOW workers & (possibly) Cultivating Communities farmers to visit 

 

Portland Food Co-op Event: This event would occur sometime in September at the peak of 

the harvesting season. This event could include cooking demonstrations as well as samples of 

the produce. We should think of a known community member who knows how to cook the 

different produce varieties.  

Food Demonstrations at Portland Food Co-op and Hannaford: Typically these are run by 

the farmers, so ideally CEI needs to get one of them on board. Hannafords typically does 

demos on Thursday, Saturday and Sunday, while the Portland Food Co-op does demos on 

Mondays. They would need a two week notice and Hannafords have food safety policies that 

would need to be followed.  

 

Earned media in community newspapers: This would be a one page press release written 
by CEI staff that could run verbatim in local newspapers → could possibly contain a quote 
from someone well known in the immigrant community that supports the project.  
Cost: Free 

 

Portland Co-op weekly newsletter: The Portland Food Co-op could run a story on the pilot 

project on a date closer to the time that the produce will arrive at their store to promote the 

project and attract consumers. CEI would provide content and pictures for the online 

newsletter. 

Cost: Free 

 

Newsletter/press release: There is the possibility that we would create a newsletter section 

about this ethnic produce project, or that it would be advertised in the form of a press release. 

Michelle Smith, Jesse Newton, and Linnea Patterson will work together to create this press 

release at the appropriate time that is closer to the produce harvest date.  

 

VII. Evaluation and Monitoring Protocol 

 

In order to demonstrate the economic potential of growing ethnic crops in Maine and 

the degree of scalability for expansion into Boston markets, the project was tracked and 

evaluated at the production and marketing processes. Through the use of both quantitative and 

qualitative data sources, specific parameters were recorded and tracked throughout the 

project’s progression in order to build a cohesive vision of the project’s challenges and 
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opportunities for Year 2 of the program. The main objectives of this pilot program include: 

research on the growing conditions necessary to produce ethnic produce in Maine, consumer 

market research in order to effectively target the correct demographic, and an assessment of the 

economic potential of the crops as a results of Maine’s growing immigrant population.  

Various parameters were measured in order to capture a holistic view of the project’s 

progression and success. The production side of the process was documented using the 

following metrics: farm size (acres in cultivation), acreage of specific crop, bed spacing, 

irrigation use, weed control, pest management, environmental conditions (anecdotal), 

mechanized production, equipment requirements (planting, growing, harvesting), soil condition 

requirements, soil/bed preparation, germination rate, ease of crop identification, harvesting 

methods, harvest length, yield/acre, growing season length, crop storage requirements, 

adequate farm storage, optimal shelf life, market preference. These initial metrics were 

collected through oral evaluation with the individual farmers on their own property (Lakeside 

Family Farm meeting on June 21st, Jordan’s Farm on June 23rd, Cultivating Community on 

June 15th).            

 An additional form of production evaluation was sent to the farmers electronically in 

the form of a spreadsheet that was to be filled out on a biweekly basis beginning the second 

week on July. A follow-up email was sent the last week of July to ask  the farmers to fill in the 

missing information. While to date, (August 10th) the spreadsheet has not been completed by 

any of the farm partners, anecdotal and sporadic observations have been filled in from email 

correspondence between the growers and CEI staff. This spreadsheet contains questions such 

as: approximately how tall (or wide if this is a better metric of growth) is the plant, has there 

been a noticeable pest on the plants, is this pest causing damage to the plant, is the weather 

adversely/positively affecting plant growth - if so what types of weather affect it, has the 

produce seemed especially perishable or prone to aesthetic damage during the 

handling/harvesting, if something went wrong during this process, which part of the process 

did it happen (irrigation, cultivation,  harvest, packaging), and also includes a section for 

miscellaneous observations. This range of questions continues into the growing and harvesting 

season and allows CEI to track the progression of the crops and monitor their growth and 

success in a more hands off and less time intensive approach.  

Economic success will partially be evaluated through the use of fully loaded unit cost 

calculations. These calculations include direct variable input cost, total labor costs, fixed costs, 

and overhead farm cost. Direct variable input costs will include costs for: seed, cover crops, 

soil mix, fertilizer, herbicide, packaging material, and straw mulch (other). Labor costs include: 

cover crop planting, soil mixing/tilling, bed preparation, seed planting, transplanting, irrigation 

set-up, mulching, weeding, harvesting of crops, and packaging. Overhead cost of farm will be 

computed by dividing overhead cost/acres by crop yield/acre using information such as: farm 

size, property taxes, insurance, interest on operating capital, and office expenses. The fully 

loaded unit cost for each crop (per lb) is calculated by adding the direct variable cost, the total 

labor costs, the fixed costs, and the overhead cost. 

 

https://docs.google.com/spreadsheets/d/1H2vnRHs9FujO1jEfDmntENIwDRsodJLAswh-4k0MlZc/edit#gid=0
https://docs.google.com/spreadsheets/d/1bCQxpx9E1W0hZU4ca5UHpzWjGVtCiXT2LWQv4B7ES4A/edit
https://docs.google.com/spreadsheets/d/1bCQxpx9E1W0hZU4ca5UHpzWjGVtCiXT2LWQv4B7ES4A/edit
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