
LOCAL FOODS, LOCAL PLACES 
Baltimore, Maryland 
2016 Action Plan 

A Program of the U.S. Environmental Protection Agency, U.S. Department of Agriculture, U.S. Department of 
Transportation, Appalachian Regional Commission, Delta Regional Authority, and Centers for Disease Control and 
Prevention



Local Foods, Local Places – Baltimore, Maryland 

	  

Page 1                                                                                                                            Action Plan - 2016 
	  

Local Foods, Local Places 

Community Story 
	  
Upton and Druid Heights are neighborhoods within Old West Baltimore, which is on the 
National Register of Historic Places. The communities share a rich history as the center 
of affluent African American culture in the United States at the turn of the twentieth 
century. Key thoroughfares geographically define the two neighborhoods, including 
North Avenue, Division Street, McCulloh Street, Laurens Street, and Pennsylvania 
Avenue. At the center of Baltimore’s Local Food, Local Places initiative and these two 
neighborhoods is the Avenue Market, indicated by the green arrow on the map below.	  

	  

        Photo credit: Bing	  
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In the mid-20th century, population swelled due to the popularity of the neighborhood 
and well-known residents and professionals including Supreme Court Justice Thurgood 
Marshall, Congressman Parren Mitchell, jazz artist Cab Calloway, and civil rights leader 
Lillie Mae Carroll Jackson. Eventually though, upper income black families began 
abandoning the area for neighborhoods farther from the center of the city. In the 1960s 
and 70s, controversial urban renewal projects changed much of the historic architecture 
and landscape of Upton and Druid Heights. 	  

Today, there are civic monuments along the Pennsylvania Avenue corridor celebrating 
the area as Baltimore's premier historic African-American community. The Upton 
Planning Committee and Druid Heights Community Development Corporation are leaders 
in the neighborhood’s revitalization efforts. 	  

   	  

Left: Raised beds on an empty corner lot signal revitalization efforts 
Right: Murals beautify the landscape and tell the history, old and recent, of the neighborhood.	  

A Metro stop and bus lines running along Pennsylvania and North Avenue help to make 
the neighborhood accessible, but the neighborhood is known for having one of the city’s 
worst health profiles. Most recently, the area has also been at the center of a national 
discussion about race and law enforcement.	  
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The Baltimore Public Markets Corporation is the oldest continuously operating public 
market in the nation. It is a unique hub and spoke design, comprised of a central 
market, Lexington, and five affiliate markets located around the city, including Avenue 
Market on the border of the Upton and Druid Heights neighborhoods. 	  

Avenue Market has a long history as a community anchor and was once an abundant 
source of fresh food. While Baltimore’s other public markets have at least one source of 
fresh poultry, meat, seafood, and produce, Avenue Market has no consistent offering of 
these. The few stalls in operation are designed for takeaway service only, and the 
grocery store that filled 10,000 square feet of the market for the past ten years vacated 
its space in February 2016 following the completion of its lease. 	  

Exceptions to the traditional fast food vendors at Avenue include Just Juice It!, which 
makes smoothies and wraps. There is also a Saturday pop-up produce stand, Fresh at the 
Avenue, provided by a partnership between the Baltimore Public Markets Corporation 
and No Boundaries Coalition, a Central West Baltimore citizen advocacy group. Funding 
to support this program currently comes from the Whole Foods Market Whole Cities 
Foundation, but the goal is ultimately to make the program self-sustaining. Participation 
has been steadily increasing and the partners are exploring ways to offer Fresh at the 
Avenue on other days of the week.	  

The market serves many residents that live in nearby food deserts, with potential to 
serve more, but a 2015 listening campaign with over 250 residents conducted by No 
Boundaries Coalition, found that because quality and selection are low, 70% of 
respondents leave the neighborhood to buy food.	  

	  

Challenges	  

Not surprisingly, a lack of healthy food access points means the Upton and Druid Heights 
neighborhoods around Avenue Market face significant health challenges.	  
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A basic demographic profile of Baltimore is presented in Figure 1. In 2011, the Baltimore 
City Health Department developed Neighborhood Health Profiles to support community 
health improvement efforts, with a particular emphasis on a wide range of health 
determinants that have not been traditionally discussed as a part of standard public 
health practice. Each profile contains data about major health outcomes and presents 
them for each of 55 Community Statistical Areas in the city of Baltimore. Community 
Statistical Areas are clusters of neighborhoods developed by the City’s Planning 
Department based on recognizable city neighborhoods. Each Neighborhood Health Profile 
compares the Community Statistical Area’s health outcomes to the city as a whole. 
Analysis of these data reinforces that where residents live, learn, work, and play has a 
powerful impact on health.1 	  

Figure 1 - Demographic Profile of Baltimore	  

BALTIMORE	   2010	   2014	  

Total Population	   651,154	   622,271	  
Pct. Hispanic	   1.70%	   4.50%	  
Pct. Minority	   69.00%	   71.90%	  
Pct. < 18 Years	   24.70%	   21.20%	  
Pct. 65 or Older	   13.20%	   11.90%	  

	  

Key information from the Neighborhood Health Profile for the Upton/Druid Heights 
neighborhood is presented in Figure 2. 	  

	  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1	  Baltimore	  City	  Health	  Department.	  “Neighborhood	  Health	  Profiles	  –	  Frequently	  Asked	  Questions.”	  
http://health.baltimorecity.gov/neighborhood-‐health-‐profiles-‐frequently-‐asked-‐questions.	  Accessed	  June	  16,	  2016.	  
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Figure 2 - Upton/Druid Heights Health Profile	  

Food/Built 
Environment	  

Rank of 55 
(1=best)	  

	   Health Outcomes	   Rank of 55 
(1=best)	  

Fast Food Density	   33	   Life Expectancy	   55	  
Carryout Density	   40	   Heart Disease	   54	  

Corner Store Density	   40	   Cancer	   50	  
Liquor Store Density	   42	   Stroke	   45	  

Tobacco Retail Density	   41	   Diabetes	   55	  
	  

Baltimore’s food access points are listed in Figure 3. In Upton/Druid Heights in 
particular, the number of liquor outlets dwarfs the number of food retail outlets. 
According to a No Boundaries Coalition 2014 study, the ratio of stores where residents 
can purchase hard alcohol versus fresh produce is 10:1.	  

Figure 3 - Food Access Points in Baltimore	  

Food Retail Store Type	   #	   	   Non-Retail Store Type	   # Sites	  
Supermarkets	   45	   Food Pantry & Free Meals	   223	  
Corner Stores	   435	   Kids Summer Meals	   565	  

Convenience Stores	   300	   Kids Afterschool Meals	   194	  
Farmers Markets	   17	   Senior Eating Together	   59	  
Public Markets	   6	   	   	  

Virtual Supermarkets	   4	   	   	  
	  

Safety is another key concern surrounding the market, driven primarily by the presence 
of drug activity. The neighborhood is void of most basic services, but saturated by cash-
checking institutions and deemed not particularly aesthetically pleasing by residents. 
Many of the adjacent row houses are boarded, and permanent police presence is 
required at the Avenue Market to maintain general peace. 	  
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Opportunities	  

Despite significant health and economic challenges, the community remains committed 
to revitalizing the neighborhood, increasing options for healthy food, and improving 
health outcomes. The Avenue Market could again be a focal point to help achieve all of 
these goals. 	  

Current healthy food access efforts reveal the work of long-time advocates, as well 
as renewed vigor by community organizations and funders. The partnership between 
the Baltimore Public Markets Corporation and the No Boundaries Coalition on Fresh 
at the Avenue has demonstrated a strong demand among local residents for fresh, 
healthy food options in the neighborhood. Fresh at the Avenue accepts Supplemental 
Nutrition Assistance Program (SNAP) benefits, and redemptions grew 10-fold in the 
first three months the program has been operating out of Avenue Market. 	  
	  

The neighborhood is home to a participant in the Baltimore City Health Department’s 
Healthy Corner Store program—Lafayette Market Convenience Store operated by Ms. 
Okie. The Healthy Corner Store program is part of a suite of community-based food 
access and food justice programs sponsored by the Baltimore City Health 
Department. 	  
	  

The faith-based organization Strength to Love II operates an urban farm in 
neighboring Sandtown that trains and employs formerly incarcerated residents. With 
one of the first long-term City land leases for agriculture, the farm focuses on 
commercial salad green production. Strength to Love II is planning a new aquaponics 
facility a few blocks from the market. The organization and Baltimore Public Markets 
Corporation would like to partner to supply Avenue Market with fresh fish and 
produce, providing residents with much-needed healthy food while creating a 
reliable retail outlet for the production facilities.	  
	  

Baltimore City is a major partner to the Baltimore Public Markets Corporation. Mayor 
Rawlings-Blake is committed to improving food access and economic development, 
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and is especially excited by projects that do both. The Baltimore Food Policy Initiative 
(BFPI), an intergovernmental collaboration, seeks to increase access to healthy, 
affordable food and create linkages between local efforts. BFPI has a long history of 
working with the Baltimore Public Markets Corporation and non-profit organizations in 
the area. BFPI and the Johns Hopkins Center for a Livable Future recently released 
Mapping Baltimore’s Food Environment: 2015 Report, which outlines the concept of 
designating food outlets as “supermarket alternatives” if they provide a variety of 
healthy, staple foods comparable to a supermarket’s offerings. BFPI and the Baltimore 
Public Markets Corporation prioritized Avenue Market for reaching Supermarket 
Alternative status.	  
	  
Historically, the market is in an area known for the iconic arabbers, fresh produce 
merchants who sell fruits and vegetables from colorful, horse-drawn carts. Once a 
common sight, only a handful of arabbers maintain the tradition today. The market is 
adjacent to a stop on Baltimore’s subway line, which runs from Johns Hopkins Hospital in 
East Baltimore to the suburbs, bringing thousands of people past each day. Buses also 
stop directly adjacent to the market and run along the key neighborhood thoroughfares 
of Pennsylvania Avenue, North Avenue, and Dolphin Street.	  

In 2015, the Baltimore Public Markets Corporation requested assistance through the 
Local Foods, Local Places program to develop an action plan for achieving its vision. The 
program is supported by the U.S. Environmental Protection Agency, U.S. Department of 
Agriculture, U.S. Department of Transportation, the Centers for Disease Control and 
Prevention, the Appalachian Regional Commission, and the Delta Regional Authority. 
Implementing the actions described later in this plan can bring several benefits to the 
community including:	  

● Improved access to healthy, local food, especially among disadvantaged groups.	  
● More economic opportunities for local farmers and business.	  
● A revitalized downtown that is the economic anchor of the community. 	  
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Community Engagement 
	  
In advance of the workshop, a local steering committee and federal partners convened 
three times by conference call and webinar to discuss the community’s goals and plan 
the event. The local steering committee was comprised of the community’s primary 
point of contact Robert Thomas, Executive Director of the Lexington Market & Baltimore 
Public Markets Corporation, and the following:	  

● Wanda Best, Executive Director, Upton Planning Council, Inc. 
● Tiffany Welch, Community Food Organizer, No Boundaries Coalition 
● Holly Freishtat, Food Policy Director, City of Baltimore 
● James Hamlin, Owner, The Avenue Bakery and President, Pennsylvania Avenue 

Redevelopment Collaborative 
● Johnnie Williams, Director of Operations, Baltimore Public Markets Corporation 

 
Prior to the workshop’s first public session, the technical advisory team, local steering 
committee, and federal partners participated in a site visit of key sites, including the 
Avenue Market, a local convenience store that participates in the city’s Healthy Corner 
Store program (Lafayette Market), an Upton community garden, and Strength to Love II, 
which supplies fresh produce to Fresh at the Avenue. 

                 

Left: The Avenue 
Market with the 
marquee of the 
last grocery store 
tenant 

 
Right: Tiffany 
Welch, of No 
Boundaries 
Coalition explains 
how Fresh at the 
Avenue operates 
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Above: The Lafayette Market Convenience Store offers fresh produce on a consistent basis.  
The owner, Ms Okie (right), shares her passion for providing healthy food to the community.	  

 	  

Left: Volunteers tend to the Upton City Farm, just a block from the Avenue Market. 
Right: Clayton Williams, Master Gardner, explains the operations of a dozen greenhouses at  
Strength to Love II, which grows primarily greens for sale at Fresh at the Avenue.	  
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Workshop  

The main sessions of the Local Foods, Local Places workshop were held over two days at 
the Lexington Market May 23-24, 2016. The first session on the evening of May 23 began 
with opening remarks from key community stakeholders, including an introduction to the 
Avenue Market by Lexington Market & Baltimore Public Markets Corporation Executive 
Director, Robert Thomas. Jules Dunham Howie, Upton Planning Committee Community 
Development Committee Co-Chair, provided an historic overview of Upton and Tiffany 
Welch, No Boundaries Coalition Community Food Organizer, presented on community 
solutions to food access in Central West Baltimore. See Appendix A: Community 
Introduction and Avenue Market Overview for these presentations.  

 

Above: Jules Dunham Howie of the Upton Planning Committee helps 
open the workshop with a brief history of the Upton neighborhood.	  

Subsequent sessions on May 24 focused on case studies of potential concepts for the 
Avenue Market, group brainstorming, community asset mapping, and finally action 
planning. Approximately 50 people attended, with many participating both days. See 
Appendix B: Workshop Attendees for details of workshop participants. The facilitators’ 
food system and place-making slides from both days are found in Appendix C: 
Presentation Slides. A link and visual representation of results of the asset mapping 
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exercise are found in Appendix D: MyCommunity Asset Mapping. During this exercise, 
participants used an interactive map platform to identify neighborhood landmarks, 
organizations, services, and other resources that could inform and influence the action 
plan.	  

Vision 
	  
The heart of the community’s vision is to make the Avenue Market a consistent resource 
for healthy, fresh food that in turns creates jobs and spurs entrepreneurship. The 
Avenue Market has the potential to be an important hub of intergenerational gathering 
that would help make the Upton/Druid Heights neighborhood a vibrant destination 
again. The community believes in itself and has a strong identity to build upon as it 
plans to work together to reintroduce local, healthy foods for all. See Appendix E: 
Community Visioning for details.	  

Action Plan 
 
The community identified five core goals that were in turn refined and expanded upon 
through a series of group exercises. The outcome of the community’s work is outlined 
below and detailed in Appendix F: Implementation Action Plan Tables. 	  

Goal 1: Activate available Avenue Market space (10,000+ square feet) with new 
concepts targeting increased access to affordable healthy food.	  
● Action 1.1 Research different models of food-related businesses that could occupy 

the former Murry's grocery store space at the Avenue Market	  
● Action 1.2 Determine what “healthy and affordable” means to the community	  
● Action 1.3 Create an Avenue Market Master Plan with the collaboration of a 

community advisory committee 
● Action 1.4  Activate vacant spaces during Fresh at the Market with pop-ups 
● Action 1.5 Develop a partnership with arabbers 
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Goal 2: Identify local food supply chain partnerships to support current and future 
Avenue Market outlets (e.g. urban farms, Farmers' Markets)	  
● Action 2.1 Address asset needs for food distribution from urban farms to the 

market, including aggregation facility	  
● Action 2.2 Increase land security for farmers 	  
● Action 2.3 Identify more outlets to sell local food 

 
Goal 3: Realize Avenue Market's potential to deliver additional services to the 
community (e.g. workforce development, entrepreneurship incubation)	  
● Action 3.1 Identify and recruit entrepreneurs and businesses to operate in area 

around Avenue Market	  
● Action 3.2 Establish shared infrastructure needs for entrepreneurs (e.g. space to 

offer classes, jobs board for posting positions, skills gap inventory)	  
● Action 3.3. Establish a partnership between the Urban Youth Initiative and the 

Baltimore Public Markets Corporation  
 

Goal 4: Establish integration points between Avenue Market and existing or emerging 
projects to create a safe, walkable corridor (e.g. Main Streets, LINCS)	  
● Action 4.1 Enhance the look and feel of the metro stop to attract commuters	  
● Action 4.2 Evaluate walking routes to Avenue Market and connect with the City’s 

walking plan	  
● Action 4.3 Extend free shuttle bus service (Charm City Circulator) to Avenue 

Market 
 

Goal 5: Expand the market's appeal beyond the immediate neighborhood	  
● Action 5.1 Investigate options for seating, a community meeting place, and 

services (e.g. wifi, public restrooms)	  
● Action 5.2 Increase security/provide drug activity alternative by participation in 

LINCS Public Safety Process	  
● Action 5.3 Set-up community advisory committee 
● Action 5.4 Integrate arts and entertainment into the market 
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Above: Groups of workshop participants tackle the who, what, and how of specific goal action items. 	  

Implementation 
	  
Many community organizations, businesses, and individual stakeholders are prepared 
to support implementation of the action plan. Some of their offers and asks of the 
process are listed in Appendix G: Offers & Asks.Potential funding sources are 
identified in Appendix H: Funding Resources, and additional resources related to local 
food systems are identified in Appendix I: Additional Resources and References.	  
	  

High Priority Actions	  
 
The highest priority action item is to identify an occupant, food business or related 
concept enterprise, for the 10,000 square foot former Murry’s grocery space in the 
Avenue Market. As the anchor tenant space of the market, much relies on the success of 
defining the best use of the space and a willing partner to take on a long term lease. 
Because the space is currently unoccupied, time is of the essence. One of the first 
action items is to research concepts that could work and fulfill the vision of the 
community for the space.	  
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Appendices 
 

● Appendix A – Community Introduction and Avenue Market Overview	  
● Appendix B – Workshop Attendees	  
● Appendix C – Presentation Slides	  
● Appendix D – MyCommunity Assets Map	  
● Appendix E – Community Visioning	  
● Appendix F – Implementation Action Plan Tables	  
● Appendix G – Offers and Asks	  
● Appendix H – Funding Resources	  
● Appendix I – Additional Resources and References	  
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Bal$more	  Public	  Markets	  
Baltimore is only US city that maintains a hub-and-spoke public market system: a 
large downtown public market and smaller neighborhood market halls 

• A	  robust	  hub-‐and-‐spoke	  system	  can	  provide	  numerous	  benefits

– Expanded	  professional	  management	  staff	  with	  specialized	  skills

– Coordinated	  leasing	  efforts	  can	  put	  right	  businesses	  in	  right	  neighborhood

– Start-‐up	  opportuni$es	  in	  neighborhood	  markets	  with	  lower	  rents	  and	  easier
access

– Addi$onal	  loca$ons	  for	  successful	  market	  vendors

– Centralized	  entrepreneurship	  and	  culinary	  training

– BeGer	  purchasing	  power	  and	  shared	  expenses,	  such	  as	  marke$ng

– Partnerships	  and	  sponsorships	  that	  reach	  broadly

– Neighborhood	  markets	  can	  serve	  as	  aggrega$on	  and	  distribu$on	  points	  for
regionally	  grown	  foods	  or	  $ed	  to	  community	  gardening

– Vendor	  food	  produc$on	  facili$es	  can	  support	  city-‐wide	  ins$tu$onal	  local
foods	  procurement	  efforts

Hub-‐and-‐Spoke	  Public	  Market	  System	  
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Historic Upton Neighborhood Overview 
May 23, 2016 

The Historic Upton 
Neighborhood (HUN) 
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Upton Community Neighborhoods 

The Upton neighborhood comprises resident leadership 
from among all eight neighborhoods: 
1. Etting Neighborhood Association
2. Heritage Crossing
3. Historic Marble Hill Community Association
4. McCulloh Homes
5. Northwest United Protective Association
6. Providence Neighborhood Association
7. Upton West
8. Pennsylvania Avenue Redevelopment

Association

Upton is 
comprised of 

Eight 
Neighborhoods 

that work 
collectively 
through the 

Upton Planning 
Committee 
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Upton Community Overview 

Ø  The Historic Upton Neighborhood is located directly 
northwest of downtown Baltimore and adjacent to some 
of the City’s premier neighborhoods. The neighborhood 
is conveniently situated within close proximity to major 
job centers, cultural institutions, parks and recreational 
amenities, retail, public transportation, and a wide-range 
of other community services.  

Ø  Shaped like a Christmas tree, Historic Upton has zigzag 
boundaries which extend clockwise from Dolphin and 
Pennsylvania along Pennsylvania, Preston, Druid Hill,    
Biddle, Argyle, Hoffman, Myrtle, Harlem, Brune, George, 
Fremont, Bloom, Division, Lafayette, Madison, and Dolphin.  
Ø  The four directional boundaries:  

Ø  East:  Madison Avenue 
Ø  West:  Fremont Avenue 
Ø  North:  Mosher Street  
Ø  South:  Hoffman Street 

Upton Community Overview 

Ø  Upton is a community steeped in tradition: a once 
thriving hub of African American culture and 
commerce, and home to a flourishing middle class 
community.  

Ø  Over time, Upton, like many Baltimore neighborhoods, 
lost the places and people that made it sustainable. 

Ø  Unemployment rate is highest in the City 
 Median household income is second lowest in the City 
Percentage of vacant buildings is third highest in the 
City 
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Upton Community Stats 

UPTON STATISTICS  (population 9,700)	   UPTON	  
BALTIMORE 

CITY	  

PERCENTAGE AFRICAN-AMERICAN	   94%	   64%	  

MEDIAN HOUSEHOLD INCOME  $13,300 	   $37,000 	  
UNEMPLOYMENT RATE	   17.5%	   11%	  

PERCENTAGE OF FAMILIES IN POVERTY	   49%	   15%	  

SINGLE PARENT HOUSEHOLDS	   48%	   26%	  

PERCENTAGE OF INDIVIDUALS WITH COLLEGE DEGREES	  
10%	   25%	  

JUVENILE ARREST RATES (# OF ARRESTS PER 1,000)	   340	   145	  

HOMICIDES PER 10,000 RESIDENTS	   38	   21	  

VACANT BUILDING DENSITY PER 10,000 RESIDENCES	   1,380	   567	  

LIFE EXPECTANCY (IN YEARS)	   63	   72	  
CAUSE OF DEATH PER 10,000 RESIDENTS	  

              HIV	   12	   3	  
              HOMICIDE 	   7.5	   3.4	  
              DRUGS	   7.1	   2.8	  

Upton Community Assets 

n Charter School 
n  Linkage with University of MD 
n Robust Recreation Center 
n Upton Boxing 
n Now The Avenue Market Re-development 
n Main Street Program 
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Upton Planning Committee 

Ø  The Upton Planning Committee for more              
than 40 years has been a leading community 
organization in central Baltimore City, MD.   

Ø  This community organization was founded by 
citizens of the Upton community with a purpose of 
trying to halt and reverse the decline in quality of life 
that many urban neighborhoods faced in recent 
years.  

Ø  Upton Planning Committee represents eight 
neighborhood organizations. Wanda Best serves    
as the UPC Executive Director. 

Upton Planning Committee 
Projects

Ø  The Historic Upton Neighborhoods, 
comprised of eight communities, are an 
assembly of mixed-use historic 
neighborhoods just north of downtown 
Baltimore City. Upton is composed of 
single-family and multi-family homes in its 
residential areas as well as offices and 
businesses along the Pennsylvania 
Avenue corridor.  

Ø  Our neighborhood takes pride in its 
friendly atmosphere, its strong sense of 
community, and its place in Baltimore 
City’s history. 
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Upton Planning Committee 
Projects

Ø  Neighborhood Planning 

Ø  Community Garden  

Ø  Youth Nutrition Program 

Ø  Community Meeting Space 

Ø  PARC Program 

Ø  Community Policing Initiative 

Community Development 
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1313 Druid Hill Avenue Project 

Episcopal Housing Project 
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Upton Mansion Project 

Royal Theatre Project 
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Commercial Corridor 
Achievements 
Ø  Construction of Legends Park, located on Laurens St. 

between Pennsylvania Avenue and Fremont 
Ø  Renovation of Billy holiday Park  
Ø  Street Scape project completed including cut curbs and 

special street lighting in the 1500-1800 block of    
Pennsylvania Avenue 

Ø  Renovation of the Choppers Lounge and barbershop in the 
1500 block of Pennsylvania Avenue 

Ø  The business façade program was completed in the 
1600-1800 block of Pennsylvania Ave  

Ø  Workforce housing development project located in the 2600 
block just completed 

Ø  The Avenue Bakery was completed in 2011 now in its 5th year 
Ø  To promote Historic Pennsylvania Avenue, the Pennsylvania  

Avenue Heritage Trail was implemented 
Ø  Rebuilding of the famous Royal Theater underway 

Historic Upton Master 
Planning Process 
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Master Planning Process 

Ø  The previous plan completed for Upton took place in 
2004-2005. The partnership was led by Upton Planning 
Committee, Bethel Outreach Center, City officials, and 
Upton residents. The final report, “Renewal, 
Revitalization, Restoration: A Master Plan for the Upton 
Community,”   was written by AB Associates and formally 
adopted by the Baltimore City Planning Commission. 

Ø  Although individual organizations have made great strides 
in the last decade towards meeting the established goals 
and priorities of this previous master plan, unfortunately it 
lacked clear directions on how to implement and work 
together efficiently. We intend to learn from this mistake 
by creating not only ambitious yet achievable outcomes 
but also concrete short-term, medium-term, and long-term 
steps towards achieving these outcomes. 

Upton Community Master Plan 

Ø  UPC and the Empowerment & Wellness Center seeks to 
develop a neighborhood plan that yields a vibrant, safe, 
and healthy community capitalizing on the community’s 
heritage, providing the public with a desirable living 
environment welcoming to all.  

Ø  The plan will be informed by other successful endeavors 
in Baltimore neighborhoods including Mount Vernon and 
Patterson Park that have resulted in transformative re-
integration of economic and ethnic diversity and address 
the overwhelming level of blight, the leading cause for 
this neighborhood’s current lack of desirability.  

Ø  The plan will explore a housing strategy that aims to    
reposition vacant lots into an array of housing options to 
capture the needs and desires of any population.  
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Master Planning Process 

Ø  The Historic Upton Neighborhood (HUN) planning process 
will support the development of a community driven 2025 
Upton master plan identifying a comprehensive set of viable 
short-term, medium-term, and long-term community goals 
addressing housing, economic development, social services, 
education, public safety, transportation, and neighborhood 
appearance and streetscapes.  

Ø  This plan calls for a high-quality standard of design through 
the development of a comprehensive master plan and 
extensive study of the architecture appropriate for the 
neighborhood.  

Ø  This plan will act as a catalyst for economic development, 
attract income diversity, drive continued revitalization efforts 
through the community, spur additional public and private 
investment, and further enhance the neighborhood’s appeal 
and desirability. 

Prior Plan Activities 

The Planning Team hosted a soft launch in June 2015, 
gathering the community to revisit the 2005 Upton 
Master Plan. Documentation from this public forum is 
the beginning of a larger community input and data 
collection phase to lead to a strong, ambitious yet 
achievable neighborhood master plan mapping out the 
future of Upton for the next ten years. 
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Community Town Hall & 
Developer Meetings 

Questions 
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Community Solutions to 
Food Access in Central 

West Baltimore 

Tiffany Welch, 
No Boundaries Coalition of Central West Baltimore 

WHO WE ARE: No Boundaries Coalition 

The	  No	  Boundaries	  Coaliton	  is	  a	  resident-‐-‐-‐led	  ini3a3ve	  to	  build	  a	  unified	  and	  empowered	  Central	  West	  
Bal3more	  across	  the	  boundaries	  of	  race,	  class	  and	  neighborhood.	  The	  No	  Boundaries	  Coaliton	  is	  led	  by	  
residents	  of	  Central	  West	  Bal3more	  and	  by	  those	  who	  are	  most	  affected	  by	  the	  issues	  we	  address.	  	  	  
Since	  2008,	  the	  Coaliton	  has	  brought	  residents	  together	  from	  Sandtown,	  Druid	  Heights,	  Upton,	  	  
Madison	  Park,	  Penn	  North,	  Reservoir	  Hill,	  and	  Bolton	  Hill	  to	  overcome	  the	  issues	  that	  have	  maintained	  
racial	  and	  economic	  segrega3on	  for	  decades.	  The	  Board	  is	  100%	  residents	  of	  CWB.	  The	  Coaliton	  seeks	  
to	  ac3vely	  build	  the	  capacity	  of	  Central	  West	  Bal3more	  by	  iden3fying,	  recrui3ng	  and	  training	  resident	  
leaders.	  The	  Coali3on	  has	  the	  support,	  both	  material	  and	  poli3cal,	  of	  40	  CWB	  organiza3ons.	  Our	  
partners	  include	  churches,	  universi3es,	  schools,	  neighborhood	  associa1ons,	  community-‐-‐-‐based	  
nonprofits,	  local	  businesses,	  and	  elected	  officials.	  	  

Page 18        Appendix A: Community Introduction and Avenue Market Overview 



WHO WE ARE: No Boundaries Coalition 
Our	  healthy	  food	  access	  project	  grew	  out	  
of	  a	  listening	  campaign	  with	  
neighborhood	  residents	  and	  merchants.	  
Through	  resident	  leadership	  and	  food	  
desert	  research,	  the	  coali1on	  has	  created	  
a	  comprehensive	  solu1on	  that	  includes	  
opening	  a	  new	  produce	  market,	  
collabora1ng	  with	  exis1ng	  corner	  stores	  
to	  offer	  healthy	  foods,	  crea1ng	  a	  buying	  
program	  for	  store	  owners,	  crea1ng	  an	  
adver1sing	  campaign,	  and	  extending	  
food	  stamp	  “double	  your	  dollar”	  
benefits.	  

A SNAPSHOT : Living in a poor food 
environment in 21217 

Bal3more	  City	  has	  deemed	  much	  of	  Central	  West	  Bal3more	  (CWB)	  a	  food	  desert,	  an	  area	  with	  
poor	  access	  to	  healthy	  food.	  

The	  current	  food	  environment	  is	  plagued	  with	  fast,	  fried	  and	  processed	  foods,	  on	  almost	  every	  
corner.	  

In	  2014,	  food	  advocates	  from	  the	  NBC	  mapped	  every	  store	  in	  our	  community	  where	  residents	  can	  
purchase	  hard	  alcohol	  and	  every	  store	  where	  residents	  can	  purchase	  fresh	  produce;	  the	  ra3o	  is	  
10:1.	  In	  Sandtown-‐-‐-‐Winchester	  the	  ra3o	  is	  16:0.	  

In	  the	  CWB	  food	  environment,	  residents	  have	  to	  walk	  past	  cigare]es	  and	  liquor	  to	  find	  basic	  
groceries;	  in	  our	  zip	  code	  of	  21217	  alone,	  there	  are	  178	  loca3ons	  to	  buy	  tobacco.	  

70%	  of	  residents	  surveyed,	  responded	  that	  they	  have	  to	  leave	  the	  neighborhood	  to	  buy	  their	  
groceries.	  

Within	  the	  last	  2	  years,	  3	  grocery	  stores	  have	  closed	  in	  CWB.	  (1	  has	  reopened	  under	  different	  operator)
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A SNAPSHOT : A Better Food Environment in 
21217 

An	  improvement	  in	  the	  food	  environment	  includes:	  	  

	  	  	  	  A	  full	  service,	  high	  quality,	  affordable	  	  grocery	  store	  

More	  healthy	  food	  vendors	  /	  More	  healthy	  food	  op1ons	  in	  21217	  

An	  improved	  sustainable	  public	  market	  or	  “food	  hub”	  to	  meet	  community	  needs	  

Be]er	  legisla3on	  to	  reduce	  liquor/tobacco	  store	  density	  

Suppor3ng	  the	  economic	  growth	  of	  local	  urban	  farms	  
 

A	  workforce	  model	  that	  includes	  opportuni3es	  for	  employment	  through	  food	  
produc3on,	  agriculture,	  and	  food	  service	  

Effec3ve	  messaging	  and	  adver1sing	  promo3ng	  “Health”	  “Life”	  “Nutri3on”	  

CURRENT WORK:  Community Initiatives 
Food	  Advocates	  	  	  Through	  a	  community	  organizing	  prac3ce	  of	  listening,	  leadership	  training,	  and	  
community	  engagement,	  the	  Coali1on	  mobilizes	  residents	  of	  CWB	  to	  advocate	  for	  food	  jus3ce	  in	  our	  
neighborhoods.	  These	  residents,	  FOOD	  ADVOCATES,	  	  set	  the	  priori3es	  and	  ac3vi3es	  of	  the	  organiza1on	  
and	  engage	  other	  residents	  in	  ac3vely	  par3cipa3ng	  in	  transforming	  the	  food	  environment.	  Food	  
Advocates	  par3cipate	  in	  data	  collec3on,	  evalua3on,	  project	  planning,	  service	  learning,	  legisla3ve	  
advocacy,	  and	  neighborhood	  canvassing.	  
 

Healthy	  Ea4ng	  MTA	  Campaign	  	  NBC	  created	  a	  “resident	  featured”	  ad	  campaign	  that	  encourages	  
CWB	  residents	  to	  eat	  healthy	  and	  promotes	  the	  stores	  deemed	  healthy	  corner	  stores.	  Residents	  and	  
merchants	  posed	  in	  healthy	  stores	  and	  submi]ed	  quotes	  on	  ea3ng	  healthy.	  The	  ad	  campaign	  runs	  
February	  through	  July	  2016	  via	  the	  MTA	  	  metro	  stops	  in	  21217.	  
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CURRENT WORK: Community Initiatives 

CURRENT WORK:  Community Initiatives 
 
Fresh	  at	  the	  Avenue 	  In	  February	  2016	  	  NBC	  launched	  a	  fresh	  produce	  store	  at	  Avenue	  Market.	  
This	  project	  came	  in	  response	  to	  resident	  demand,	  collabora1on	  with	  BPMC	  and	  new	  partnerships	  
developed	  with	  en33es	  such	  as	  Whole	  Foods	  Market,	  Whole	  Ci3es	  Founda1on,	  Maryland	  Farmers	  
Market	  Associa3on,	  and	  The	  Farm	  Alliance	  of	  Bal3more.	  This	  weekly	  produce	  market	  provides	  
conven3onal	  and	  organic	  low	  cost	  fruits	  and	  vegetables	  sourced	  through	  Whole	  Foods.	  The	  store	  
accepts	  cash	  and	  credit	  and	  offers	  a	  “Double	  Your	  Dollars”	  program	  for	  eligible	  SNAP	  recipients.	  
Every	  Saturday,	  “	  Fresh”	  is	  volunteer-‐-‐-‐	  run	  by	  the	  Coali3on’s	  Food	  Advocates,	  residents,	  and	  
community	  supporters.	  
 

Corner	  Store	  Program	  	  Fresh	  at	  the	  Avenue	  serves	  as	  a	  supplier	  for	  local	  merchants	  par3cipa3ng	  in	  
Bal3more	  City	  Health	  Department’s	  Healthy	  Corner	  Store	  Program.	  Through	  the	  Coali3on,	  one	  21217	  
resident	  is	  employed	  to	  deliver	  to	  five	  21217	  corner	  stores	  who	  in	  turn	  are	  able	  to	  affordably	  offer	  
produce	  daily,	  such	  as	  apples,	  grapes,	  tomatoes,	  and	  bananas.	  
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CURRENT WORK: Community Initiatives 

CURRENT WORK: Partnerships 
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NEXT STEPS:  Expanding the Work 

By	  leveraging	  public	  and	  private	  en33es	  NBC	  	  is….	  

Working	  to	  expand	  produce	  op3ons	  in	  Avenue	  Market	  to	  6	  days	  a	  week	  

Engaging	  residents	  in	  a	  Community	  Food	  Assessment	  

Increasing	  the	  number	  of	  healthy	  corner	  stores	  in	  21217	  

Working	  with	  BPMC	  to	  create	  a	  plakorm	  to	  use	  Avenue	  Market	  as	  a	  “food	  hub”	  for	  
be]er	  food	  op3ons,	  more	  employment	  opportuni3es,	  and	  sparking	  
entrepreneurship	  

NBC’s	  	  Health	  Commi]ee	  meets	  on	  the	  4th	  Mondays	  of	  the	  Month	  at	  6pm	  
NBC’s	  General	  Membership	  meets	  of	  the	  2nd	  Tuesdays	  of	  the	  Month	  at	  6pm	  
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Local Foods, 
Local Places 

A Program of the U.S. Environmental Protection Agency, U.S. Department of Agriculture, U.S. 
Department of Transportation,  Appalachian Regional Commission, Delta Regional Authority, and 

Centers for Disease Control and Prevention 

Baltimore Avenue Market 
COMMUNITY WORKSHOP: DAY 1 
May 23-24, 2016 

Workshop Agenda 
Day 1 
Community Tour 
Work Session 1: Visioning and Values   

Where are we now?  
Where do we want to be? 

Day 2 
Work Session 2: What needs to happen? 
Work Session 3: How are we going to make it happen? 
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Local Food Local Places Partners 

Local Food Local Places - Baltimore TA Team 
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Local Foods Local Places Purpose 

More economic opportunities for 
local farmers and businesses 

Improved access to healthy local 
food, especially among 
disadvantaged groups 

Revitalized downtowns, Main 
Streets, and neighborhoods 

Credits: Top L-R: Wendall Holmes, Strength to Love Farm II; Baltidome;  
Bottom: Civic Works Real Food Farm 

Planning technical 
assistance in 53 

communities across the 
United States 

Local Foods Local Places Communities 
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Technical Assistance Phases 

End Products 
Action Plan 
New connections  
Improved capacity 

Assess 

Convene 

Next Steps 

Local Food and Place 
Community	  Presenta/ons	  
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Local Food and Place 
What	  is	  it	  and	  why	  should	  we	  care?	  

What is the food system 
and our relationship to it? 

(Photo © Critter Thompson) 
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How is food grown, raised, and caught? 
Food production requires significant inputs for its outputs 

Production 

(Photo ©Juan Hernandez) 

How do we get our food? 
Since 1960, the tonnage of food shipped between nations has grown four fold. 

Distribution 
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Where are we eating? 
Americans spend more eating out than on groceries 

Consumption 
Photo: Stephanie Kraus - Flickr Creative Commons, 
non-commercial use 

What are we eating? 
The Revis family’s weekly consumption. Cost: $341.98. 

Culture 

(Photo © Peter Menzel, Time Magazine) 
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Where do we access our food system? 
Our urban form has a significant impact on public health and the environment. 

Connection 

(©Judi + Ron Barrett, Old MacDonald Had an Apartment House) 

What do we do when there’s no food? 
About 23.5 million people live in food deserts. Nearly half are also low-income. 

Security 
Photo: Ken Snyder - PlaceMatters 
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What does this mean for you and your 
community? 

(Photo © Critter Thompson) 

What does food mean to us? 
How do we increase access to affordable 

healthy food? 
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How do we reconnect people to their 
food system beyond food purchases? 

(Photo ©Juan Hernandez, Ibarra Media) 

What is the role of place? 

(Photo ©Juan Hernandez, Ibarra Media) 



6/8/16 

11 

What does food mean to us? 
How can we partner with others to 
achieve mutual food system goals? 

(Photo © Viva Farms) 

What resources are available to all of us 
to support system improvements? 
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●  Local Production 

Strength to Love Farm II, Baltimore, MD  (credit: Wendall Holmes, Strength to Love Farm II) 

Economic opportunities 
for local food system 
stakeholders 

Desired Outcomes 

●  Local Production 
●  Local Farmers' Markets 

Economic opportunities 
for local food system 
stakeholders 

Desired Outcomes 

Baltimore Farmers’ Market, Baltimore, MD (credit: Baltidome) 
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●  Local Production 
●  Local Farmers' Markets 
●  Food Entrepreneurs 
●  Other Local Business 

Growth and Jobs 
Development 

 

Economic opportunities 
for local food system 
stakeholders 

Desired Outcomes 

B-More Kitchen, Baltimore, MD  (credit: B-More Kitchen ) 

Better access to healthy 
local food 
●  Innovative Markets 

Desired Outcomes 

Civic Works Real Food Farm, Baltimore, MD (credit: Civic Works Real Food Farm ) 
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●  Innovative Markets 
●  Healthy Foods 

Education 
○  Production 
○  Preparation 
○  Consumption 

Better access to healthy 
local food 

Desired Outcomes 

Field Trip at CivicWorks Real Food Farm, Baltimore, MD (credit: Baltimore Times) 

Better access to healthy 
local food 

●  Innovative Markets 
●  Healthy Foods 

Education 
○  Production 
○  Preparation 
○  Consumption 

●  Healthy Neighborhood 
Initiatives 

Desired Outcomes 

Healthy Stores, Baltimore, MD  (credit: Sara Weber) 
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Revitalized downtowns 
and neighborhoods 

●  Bring People to the 
Neighborhood 

Desired Outcomes 

Baltimore Public Library - Pennsylvania Avenue, Baltimore, MD  (credit: Live Baltimore) 

Revitalized downtowns 
and neighborhoods 

●  Bring People Downtown 
●  Local Foods in Local 

Establishments 

Desired Outcomes 

Fresh at the Avenue, Baltimore, MD  (credit: Instagram mrsbranchjr) 
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●  Bring People Downtown 
●  Local Foods in Local 

Restaurants 
●  Invest in Existing 

Communities 

Revitalized downtowns 
and neighborhoods 

Desired Outcomes 

Great Kids Farm,  Baltimore, MD  (credit: Baltimore Community Foundation Newsletter) 

Local Foods Trends 
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Local Food Systems are Growing Rapidly 

Source:	  USDA	  (number	  of	  documented	  programs)	  

Farm to 
School 

Programs 

Farmers’ 
Markets 

Food 
Hubs 

Popular Strategies 
Photo credits: churchstreetmarketplace/Flickr; USDA/Flickr; Wikipedia; USDA/Flickr; Kevin Krejci/Flickr; 

Farmers’ 
Markets 

Farm to  
School 

Incubator 
Kitchens 

Food H
ubs 

C
om

m
unity 

G
ardens 
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• Beginning Farmer and 
Rancher Development 
Program 

• Specialty Crop Block 
Grant Program 

 
 
 

• Farmers' Markets and 
Local Food Promotion 
Program 

• Community Facilities 
Grants 

 
 
 

Funding for Local Foods 

 
 

• Community Food 
Projects Grant 
Program 

• Rural Business 
Enterprise Grants  

• Value Added Producer 
Grants 

• Kresge FreshLo 
Program 

 

Venues Processors/
Distributors Farmers 

• Food Insecurity 
Nutrition Incentive 
Program 

• Senior Farmers Market 
Nutrition Program 

• Farm to School Grants 
 
 

Customers 

Believe	  local	  foods	  help	  local	  economies	  

Believe	  local	  foods	  deliver	  a	  be<er	  and	  broader	  
assortment	  of	  products	  	  

Believe	  local	  foods	  provide	  healthier	  alterna/ves	  

66% 

60% 

45% 

Grocery Shoppers Want Local Options 

Source:	  AT	  Kearney.	  “Buying	  into	  the	  Local	  Food	  Movement.”	  2013	  
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Baltimore  

Source: 2014 American Community Survey (ACS)  

Credit:	  Alisa	  Carmichael	  

Demographic Profile in Baltimore 

Baltimore 2000 2014 
Total Population 651,154 622,271 
Pct. Hispanic 1.70% 4.50% 
Pct. Minority 69.00% 71.90% 
Pct. < 18 Years 24.70% 21.20% 
Pct. 65 or Older 13.20% 11.90% 
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Food Desert Definition: 
•  ¼ mile from supermarket 
•  Low vehicle availability 
•  At or below 185% federal poverty level 
•  Low Healthy Food Availability Score 
 

Impact: 
•  25% City residents (158,000 people) 
•  30% School aged children  
•  25% Seniors  
•  Black residents 4x more likely to live in a 

food desert than White residents 
 

 

Baltimore’s Food Environment 

• Source: 2015 Mapping Baltimore City’s Food Environment 

Credit:	  Alisa	  Carmichael	  

Food Retailers in Baltimore 

Food Retail 

Store Type Number 

Supermarkets 45 
Corner Stores 435 

Convenience Stores 300 
Farmers Markets 17 
Public Markets 6 

Virtual Supermarkets 4 

Non-Retail 
Site Type # Sites 

Food Pantry & Free Meals 223 

Kids Summer Meals 565 

Kids Afterschool Meals 194 

Senior Eating Together 59 

• Source: 2015 Mapping Baltimore City’s Food Environment 
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11th District Food Environment Map 

• Source: 2015 Mapping Baltimore City’s Food Environment 

Credit:	  Alisa	  Carmichael	  

Upton/Druid Heights Health Profile 

Food/Built Environment Rank of 55 
(1=best) 

Fast Food Density 33 
Carryout Density 40 

Corner Store Density 40 
Liquor Store Density 42 

Tobacco Retail Density 41 

• Source: 2011 Neighborhood Health Profile Upton/Druid Heights 

Health Outcomes Rank of 55 
(1=best) 

Life Expectancy 55 
Heart Disease 54 

Cancer 50 
Stroke 45 

Diabetes 55 
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Grow Local: Urban Agriculture 
Farms 

•  17 Urban Farms (For-Profit & Non-
Profit) 

•  50+ hoop houses in the city 
Community Gardens 

•  Over 100 formal community gardens 
•  Baltimore Green Space Land Trust 

Farm Alliance of Baltimore City  
•  10 urban farm members 
•  Abide by Urban Farm Standards 
•  Beginning Farmer Training Program 
•  Accept federal nutrition benefits 
 

 
 

• Source: 2015 Mapping Baltimore City’s Food Environment 

Goals 
1. Activate available Avenue Market space (10,000+ sq ft) with new 

concept(s) targeting increased access to affordable healthy food 

2. Identify local food supply chain partnerships to support current and 
future Avenue Market outlets (e.g. urban farms, Farmers' Markets) 

3. Realize Avenue Market's potential to deliver additional services to the 
community (e.g. workforce development, entrepreneurship incubation) 

4. Establish integration points between Avenue Market and existing or 
emerging projects along Pennsylvania Avenue to create a safe, 
walkable corridor (e.g. Main Streets, LINCS) 

5. Capitalize on proximity to mass transit to expand the market's appeal 
beyond the immediate neighborhood  
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To Determine 
Which business, concept, and/or service might be most appealing to 

local residents AND attract others to the neighborhood and 
market? 

How can place-making initiatives be integrated? 

Where are possible funding sources to support the initiative? 

Who are potential individual and organizational partners? 

Discuss overall values and vision for the neighborhood. 

Assess what exists now, what needs to be strengthened and 
improved. 

Identify what partnerships or coordination are needed.   

Identify projects, priorities, actions, as well as roles and 
responsibilities to move forward.  

Workshop Activities 
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Values: identifying the 
seeds of success 

This I Believe... 
• 	  About	  our	  community	  
• 	  About	  local	  and	  healthy	  food	  around	  the	  Avenue	  Market	  



6/8/16 

25 

Discussion 

Goals 
1. Activate available Avenue Market space (10,000+ sq ft) with new 

concept(s) targeting increased access to affordable healthy food 

2. Identify local food supply chain partnerships to support current and 
future Avenue Market outlets (e.g. urban farms, Farmers' Markets) 

3. Realize Avenue Market's potential to create job and entrepreneurship 
opportunities in the community 

4. Establish integration points between Avenue Market and existing or 
emerging projects along Pennsylvania Avenue to create a safe, 
walkable corridor (e.g. Main Streets, LINCS) 

5. Expand the market's appeal to residents and visitors 
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Tomorrow’s Agenda 
Day 1 
Community Tour 
Work Session 1: Visioning and Values   

Where are we now?  
Where do we want to be? 

 

Day 2 
Work Session 2: What needs to happen? 
Work Session 3: How are we going to make it happen? 

Thank	  You	  

Fes$val	  in	  Lafaye.e,	  LA	  (le2);	  Farmer,	  Lafaye.e,	  LA	  (right).	  Credit:	  Denny	  Culbert	  -‐	  h1p://www.dennyculbert.com/	  
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Local Foods, 
Local Places 

A Program of the U.S. Environmental Protection Agency, U.S. Department of Agriculture, U.S. 
Department of Transportation,  Appalachian Regional Commission, Delta Regional Authority, and 

Centers for Disease Control and Prevention 

Baltimore 
COMMUNITY WORKSHOP: DAY 2 
May 23-24, 2016 

Local Food Local Places Partners 
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Local Food Local Places - Your TA Team 

Local Food Local Places Day 2 Agenda 
Day 1 
Community Tour 
Work Session 1: Visioning and Values   

Where are we now?  
Where do we want to be? 

 

Day 2 
Work Session 2: What needs to happen? 
Work Session 3: How are we going to make it happen? 
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Today 
Introductions 
Recap of last night – vision, values, opps, challenges 
Overview of goal themes for action plan, discussion 
Case studies presentation, group discussion 
Break 
Food system and neighborhood asset mapping 
Lunch 
Action brainstorm & implementation matrices 
Break 
Group report out of action plan matrices 
Offer/Ask exercise and next steps 

What We Heard and Learned Yesterday 
●  Active, engaged community and network of potential partners 
●  Strong historical heritage and community pride 
●  Underutilised human potential 
●  Ample space and infrastructure resources, but need “clean up” 
●  Considerable health profile hurdles 
●  Healthy food demand is there, but supply is not 
●  Spaces for the community to gather are desirable 
●  Positive change is already happening and will continue, so let’s have 

a plan! 
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Goals 
1. Activate available Avenue Market space (10,000+ sq ft) with new 

concept(s) targeting increased access to affordable healthy food 

2. Identify local food supply chain partnerships to support current and 
future Avenue Market outlets (e.g. urban farms, Farmers' Markets) 

3. Realize Avenue Market's potential to deliver additional services to the 
community (e.g. workforce development, entrepreneurship incubation) 

4. Establish integration points between Avenue Market and existing or 
emerging projects along Pennsylvania Avenue to create a safe, 
walkable corridor (e.g. Main Streets, LINCS) 

5. Capitalize on proximity to mass transit to expand the market's appeal 
beyond the immediate neighborhood  

To Determine 
Which business, concept, and/or service might be most appealing to 

local residents AND attract others to the neighborhood and 
market? 

How can place-making initiatives be integrated? 

What are possible resources to support initiatives? 

Who are additional partners to engage? 
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Local Food System 
Photo credits: Eric Mathis, Williamson, WV; Town of Burgow NC; Sara Weber; Michel Bish/FLickr  

 

Consumers 

Producers 

Processors 

Retailers 

Popular Strategies 
Photo credits: churchstreetmarketplace/Flickr; USDA/Flickr; Wikipedia; USDA/Flickr; Kevin Krejci/Flickr; 

Farmers’ 
Markets 

Farm to  
School 

Incubator 
Kitchens 

Food H
ubs 

C
om

m
unity 

G
ardens 
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• Beginning Farmer and 
Rancher Development 
Program 

• Specialty Crop Block 
Grant Program 

 
 
 

• Farmers’ Markets and 
Local Food Promotion 
Program 

• Community Facilities 
Grants 

 
 
 

Funding for Local Foods 

 
 

• Community Food 
Projects Grant 
Program 

• Rural Business 
Enterprise Grants  

• Value Added Producer 
Grants 

• Kresge FreshLo 
Program 

 

Venues Processors/ 
Distributors Farmers 

• Food Insecurity 
Nutrition Incentive 
Program 

• Senior Farmers Market 
Nutrition Program 

• Farm to School Grants 
 
 

Consumers 

Case Studies 
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DC Central Kitchen is 
America's leader in reducing 
hunger with recycled food, 
training unemployed adults 
for culinary careers, serving 
healthy school meals, and 
rebuilding urban food 
systems through social 
enterprise. 

DC Central Kitchen 

D.C. Central Kitchen, Washington D.C.  (credit: NPR) 

About 

●  Culinary Job Training 
●  Food Recycling 
●  Healthy Corners 
●  School Food Program 
●  Campus Kitchens 

DC Central Kitchen 

D.C. Central Kitchen, Washington D.C.  (credit: D.C. Central Kitchen) 

Programs 
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●  100+ Culinary Trainees 
●  90% Job Placement 
●  5,000 Meals delivered daily 

to 80 homeless shelters, 
transitional homes, and non-
profit organizations 

●  67 Corner Stores engaged to 
sell 185K units of healthy 
items 

●  Over 987K lbs of food 
diverted from landfill 

DC Central Kitchen 

D.C. Central Kitchen, Washington D.C.  (credit: D.C. Central Kitchen) 

Results 

●  Launched in 2013 
●  Programming includes 

workforce 
development, food 
access, and food 
education 

●  Part of Catalyst 
Kitchens national 
network 

CK Pittsburgh 

Community Kitchen Pittsburgh, Pittsburgh, PA (credit: CK PGH) 

About 
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●  Non-profit partner 
●  10,000 sq ft commissary 

kitchen 
●  Workforce training, job 

creation, and project 
incubation 

●  Living learning center 
with latest technology 
of the trade 

CK Pittsburgh 

Community Kitchen Pittsburgh, Pittsburgh, PA (credit: CK PGH) 

Energy Innovation Center 

●  Job training for adults 
and youth alike 

●  Restaurants and cafes 
●  Catering and events 
●  Hot, healthy meals for 

social service programs 
and schools 

●  Part of Catalyst Kitchens’ 
65 organizations, 150 
communities, and 12,500 
participants 

Fare Start 

Fare Start, Seattle, WA (credit: University of Washington) 

Tools, Training and Support 



6/8/16 

16 

●  Retail business 
●  Six-month on-the-job 

training in artisanal 
baking 

●  Shared commercial 
kitchen and business 
incubator 

●  Participants are low-
income, minority and 
immigrant women 

Hot Bread Kitchen 

Hot Bread Kitchen, New York, NY (credit: Jennifer May) 

Business, Training, Incubator 

Stories from the Road 
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Office 
Gardens 
 
●  Give staff gardening 

experience 

●  Offer healthy break 
alternative 

●  Provide healthy food at 
office 

●  Attract pollinators  

(credit: Sasaki) 

Commercial 
Greenhouse 
 
●  Use brownfields or 

infill 

●  Grow produce near 
restaurants & 
neighborhoods 

●  Provide job 
opportunities 

 

(credit: agratech.com) 
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Roof-to- 
Restaurant 
 
●  Grow produce at 

restaurants 

●  Reduce transportation 
& infrastructure 

●  Provide building 
cooling effects 

●  Reduce & filter runoff 

 
 
 
 

(credit: Dr. Richard Mandel) 

Agri-hoods 
(large-scale) 
 
●  Create vibrant mixed-

use spaces 

●  Grow food near 
consumers 

●  Create pedestrian & 
bike-friendly areas 

●  Re-use storm- and 
grey-water 

 

(credit: Sasaki) 
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Agri-hoods 
(small-scale) 
 
●  Reduce food 

transportation 

●  Create gathering places 
& vibrancy 

●  Boost small businesses 

●  Support food education 

(credit: Marie Nygren) 

Urban 
Aquaponics 
 
●  More sustainable fish 

farming 

●  Grow food near 
consumers 

●  Recycle wastewater & 
nutrients 

(credit: Sweet Water Foundation) 
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Urban Fish 
Market 
 
●  Revitalize waterfront 

●  Create gathering places 

●  Boost local economy 

(credit: Sasaki) 

Downtown 
Farmers’ 
Market 
 
●  Use vacant spaces 

●  Create gathering places 

●  Boost local economy 

●  Bring healthy food to 
consumers 

●  Offer bike/pedestrian 
friendly environment 

(credit: Izzi Joseph) 
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Urban 
Orchards 
 
●  Beautify urban spaces 

●  Re-use brownfields or 
lawn 

●  Filter pollution and 
reduce heat islands 

●  Provide free, healthy 
food 

●  Connect residents to 
nature 

●  Engage volunteers 
 

(credit: Urban Orchards, Sasaki) 

Food Forests 
 
●  Create diverse 

ecosystem & habitat 

●  Provide free, healthy 
food 

●  Educate people 

●  Provide green 
infrastructure 

●  Create gathering & 
recreation places 

 

(credit: Beacon Food Forest) 
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Permaculture 
 

●  Conserve soil, water 
and nutrients 

●  Minimize pesticides & 
fertilizer 

●  Grow food sustainably 

●  Re-use vacant spaces 

●  Reduce lawns & 
pavement 

●  Create green 
infrastructure 

●  Educate people 
 
 
  

(credit: University of Massachusetts, Amherst) 

Farm-to- 
Soup Kitchen 
 
●  Boost market for urban 

produce 

●  Provide healthy food to 
residents 

●  Build social capital 

●  Educate consumers 

●  Engage volunteers  

(credit: Earthworks Urban Farm) 
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Beekeeping 
 
●  Support pollinators 

●  Help gardens & crops 
flourish 

●  Provide local honey 

●  Boost small businesses 
 
 

(credit: Best Bees) 

Compost 
Peddlers 
 
●  Minimize food waste 

●  Provide local compost 
for farms 

●  Provide jobs 

●  Educate consumers 

(credit: Compost Peddlers) 
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Backyard 
Farms 
 
●  Provide extra income 

for residents 

●  Reduce lawn space 

●  Train gardeners 

●  Grow food close to 
consumers 

 

(credit: Backyard Urban Garden Farms CSA) 

Looking at the Neighborhood 
Asset Mapping Exercise 
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Mapping exercise: identify the important assets in the neighborhood that make up the 
food system. Who are the producers, aggregators, distributors, markets and customers? 
 
  

 
 
 
 
 
Use the mapping tool to pull icons onto the map and provide details including the name 
of the farm/organization, and any other information you have (types of produce, size, 
name, description, etc.) 

Mapping Assets & Opportunities 

Markets Space 
to Grow Partners Customers 

Action Plan Brainstorming 
Group Activity 
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Action Plan Brainstorming 
As a group, take 3-5 minutes to list potential actions per 

goal. 
 

Example actions:  
“Implement effective signage in the new market site” 
“Research success stories from other cities for feasibility in the old 

Murray’s space” 
“Survey vendors at neighboring Farmers' Markets to discuss potential 

of vending at Avenue Market.” 

Implementation 
Exercise 
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Assign each action to a goal area 

For each action, describe: 

Time frame 

Lead role and supporting cast 

Cost estimate and funding sources 

Implementation Exercise 

Assign each action to a goal area 

For each action, describe: 

Time frame 

Lead role and supporting cast 

Cost estimate and funding sources 

Implementation Exercise 

100-Day Challenge:  
What can be done by 
the end of August to 
keep the momentum 
going? 
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Report Out 

Offer/Ask 
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Wrap Up & Next Steps 

Thank	  You	  

Fresh at the Avenue, Baltimore, MD  (credit: Instagram mrsbranchjr); Strength to Love Farm II, Baltimore, MD  (credit: Holly Fowler) 



 

 

 

 

 

 

Appendix D:  
MyCommunity Asset Map 
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Community Mapping Tool 
 

Labeled on the maps below are local assets and areas for improvement as identified by workshop 
participants.  
 
The interactive MyCommunity asset mapping tool remains available to the community via the following 
link: http://mycommunity.sasaki.com/localfoods/ 

 
Local Food Assets: Farms, Producers, & Markets 
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Local Food Assets: Farms, Producers, & Farmers' Markets 
1 Farm 
2 Strength to Love Farm II 
3 Whitelock Community Farm 
4 Real Food Farm 
Local Food Assets: Farms, Producers, & Farmers' Markets 
5 Northeast Market 
6 Corner Store 
7 Arrabers 
8 Whitelock Market 
9 Lexington Market 
10 Hollins Market 
11 Ms Okie's Lafayette Market 
12 There will be a Real Food Farm Mobile Market going to the west side eventually (To be determined) 
13 Cross Street Market 
14 Broadway Market 
15 Mosier Mart 
16 Corner Store 
17 Avenue Market 
18 Everything Cheap 
19 Burger King 
20 Penn Mart 
21 Avenue Bakery 
22 Corner Store Ms Dot's Grocery 
Local Food Assets: Farms, Producers, & Farmers' Markets 

23 
Partner with Avenue Market with Arabbers; use stalls to reflect story/history of food delivery in the 
neighborhood 

24 No city-based food bank (closest is 40 miles out and costs money to bring in food for social services) 
25 Tune-up Center 
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Opportunities: Areas for Improvement, Programming & Economic 
Development 
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Local Food Opportunities: Areas for Activity and Programming 
1 Shake and Bake 
2 Main Streets Office base 
3 Renovated police station 
4 Jubilee Arts: poetry, youth art projects 
5 Arena Players 
6 Prestman/Strictor: Gary's Goods 
7 Organized food/cultural tours to highlight destinations in the neighborhood 
8 Arts and Social 
9 Important mural by metro 
10 Basketball court redo 
11 Economic Zone Boundary: book stores, furniture stores, etc. to keep folks from going outside to purchase goods and services 
12 We need a market inside Avenue Market 
13 Economic Zone Boundary 
Local Food Opportunities: Areas for Improvement 
14 Environment needs to feel more like in front of Avenue Bakery than it currently feels 
15 Public health dept converting old schools (PS103) 
16 ADA compatibility of market; general access 
17 Bus lines could run more frequently 
18 Block north of Save-A-Lot 
19 Create feeling of security and safety 
20 Empty lot, one of many, available 

21 
General oversaturation of check cashing institutions, not traditionally aesthetically pleasing, so is this a policy issue of the city to 
address to limit the number of these stores or how they advertise in the store front. Streetscape guidelines.  

22 Need a bank 
23 Policy to adjust financial patterns; preying on neighborhood residents 
24 Traffic calming; ADA devices: sidewalks; street crossings marked; paid parking at Avenue Market (city parking) 
25 As people come in from other places, drug activity seems to disappear 
26 Cleanliness 
27 General: community card that ties entities together 
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Access and Connections 
 

 
 
Comments: Bus lines could run more frequently 
 



 

 

 

 

 

 

Appendix E:  
Community Visioning 
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Background 

Early in any visioning or action planning process, it is important to hear from the community 
what they see and what they think about the future of food and place where they live. As 
part of the first evening workshop session, participants were asked to stand and to say a few 
words about what they believe regarding their community and the future of food, health, 
and vitality around the Avenue Market. Their responses are captured in the following tables. 
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THIS I BELIEVE... 
About our community  

It is a great community full of promise and potential. All we need to do is build on our rich African American 
heritage. 
Our community needs a variety of resources that includes an array of social and economic development 
activity. 
It will be great again and everyone will want to spend time here. 
We have lots of great people working in silos and we need to come together for the common good. 
Some neighborhoods experienced intentional disinvestment meaning we need intentional investment now. 
There is enormous potential for growth and systemic change. 
As a businessman, we need more business opportunities. 
Our community needs to be educated in areas of healthy produce. 
We need more youth development projects and family oriented activities. 
We can produce local foods for local people. 
The neighborhood is full of diamonds that can be shaped and moulded. 
The neighborhood thrived once and will thrive again. 
We are a model city for social change in urban neighborhoods – a free city in a slave state. 
The community needs to believe in itself. 
We have untapped resources: residents and land that can change the way cities operate across the U.S. 
Community members care about and can invest in the future. 
The community is strong, rich, talented. 
Resilience will assert itself for a set of long-term solutions. 
The community must work to rebuild the city because our youth depend on us. 
Avenue Market will thrive with new ideas. 
The community has a viable, strong union of residents to overcome negative obstacles. 
Baltimore is a city with a lot of heart. Central west Baltimore is a historic place. 
Baltimore is a beautiful city needing money to be distributed. The people are great. 
The community has lots of potential and great people. 
The community is hungry for healthy resources from food to goods, gathering places, cafes, etc. 
We need tools for workforce development and entrepreneurial skills. 
The community needs healthy foods to keep seniors healthy. 
This is the most historic African-American community in the country. We need to capitalize on our history and 
legacy and create a walking community like we once had. The community needs significant commercial 
development. 
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THIS I BELIEVE... 
About the future of local foods, health, and vitality around the Avenue Market 

Baltimore is the leader of an ongoing social marketing campaign for healthy living and a healthy lifestyle. 
Every Saturday Fresh at the Avenue Market can be better. 
Avenue Market is in Metro's backyard. Upgrades are needed. 
Avenue Market needs more healthy food options that can have a positive effect on health issues in Baltimore. 
Healthy food creates a healthy community. 
Local foods strengthen neighborhoods and citizen participation. 
If we have healthy foods at Avenue Market, it will influence healthy foods and healthy businesses everywhere. 
Drug dealers will be replaced with shoppers. 
Local and healthy food already exists in pockets. 
What healthy foods are needs to be taught in and around Avenue Market. 
Providing nutrition is essential in daily life and wellness. 
Local, healthy food is the wave of the future, and Baltimore is at the forefront. 
Local people can produce local food. 
Avenue Market is becoming a hub of local entrepreneurship around local and healthy food. 
The availability of local and healthy food is minimal. 
Local foods and healthy options will change the mentality. 
Healthy foods will help cure diseases. 
People want healthy food, and demand will be huge once access is increased. 
Healthy food means healthy people around the market. We need early childhood education. 
We can do more because there is a lot of potential and need. We need to work together. Change is needed to 
meet challenges and demand for healthy food in our city. 
Healthy food is as viable in our community as it is downtown. 
Healthy foods need to be provided by businesses in and around Avenue Market 
We need a healthy environment. Revitalization/renovation of the market can create it. It is important to be 
able to track vendors. 
Public foods initiatives offer a unique opportunity to transform the market and create a brand. 
Healthy foods are bringing together an amazing group of stakeholders. 
We have amazing local, healthy food assets. People can work together to bring them together. 
A healthy diet is good for Upton. 
Demand for healthy food is there. Supply is needed. 
Healthy food is possible because we are descendants of great people who believed in the west side. 
We need to learn how to prepare healthy foods. 
What is whole can be new again. 



 

 

 

 

 

 

Appendix F:  
Implementation Action  
Plan Tables 
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GOAL 1: Activate available Avenue Market space (10,000+ sq ft) with new 
concept(s) targeting increased access to affordable healthy food 

Action 1.1:  Research different models of food-related businesses that could occupy 
the former Murray’s grocery store space at the Avenue Market 

Why is this important? 
The space serves as the anchor tenant of the Avenue Market. If 
a concept is not identified quickly, there is the concern/risk 
that a non-food related business will occupy the space. 

Measures of Success ● Community needs are met by what fills the space 
Timeframe for 
Completion 

Short (0-6 months)  

Taking the Lead Baltimore Development Corporation (Kristin Dawson), 
Baltimore Public Markets Corporation (Robert Thomas) 

Supporting Cast Baltimore Food Policy Initiative, Fare Start, Catalyst Kitchens, 
Nally Fresh, Higher Power 

Cost Estimate Dollars Other (Time, Space) 
High $500K - $2M Consultants 

Sources/Contributions The Baltimore Public Markets Corporation has capital for 
infrastructure improvements if needed 

 
Action 1.2:  Determine what “healthy and affordable” means to the community 

Why is this important? 
The community’s voice and leadership are needed to influence 
decision-making and expansion goals so that the Market can 
better serve the community. 

Measures of Success ● Completed community food assessment with report 
Timeframe for 
Completion 

Short ( 0 – 3 months)   

Taking the Lead No Boundaries Coalition (Tiffany Welch), Baltimore Food Policy 
Initiative (Holly Freishtat) 

Supporting Cast 
Baltimore Public Markets Corporation, Upton Planning 
Committee, Johns Hopkins Center for a Livable Future, Muslim 
Social Services Agency 

Cost Estimate 
Dollars Other (Time, Space) 

Low Volunteers for data collection, public space 
for administering assessment, data analysis  

Sources/Contributions  Free/funded, Center for a Livable Future incentives 
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Action 1.3:  Create Avenue Market Master Plan with collaboration of community 
advisory committee 

Why is this important? Market is 50% vacant and a plan is critical to development 
efforts and securing funding 

Measures of Success 
● Master Plan completed 
● Viability (ability to implement) 
● # of collaborators 

Timeframe for 
Completion 

Medium (6-12 months) 
● 3 months to secure funding to pay for plan 
● 6-12 months to create plan 

Taking the Lead Baltimore Public Markets Corporation (Robert Thomas) 
Supporting Cast No Boundaries Coalition, Strength to Love II 

Cost Estimate 
Dollars Other (Time, Space) 

Medium ($10-50K) Consultant, volunteers, dedicated 
Avenue Market staff and office space 

Sources/Contributions Grants (e.g. recently incarcerated re-entry), VA, CDC, T. Rowe 
Price 

 
Action 1.4:  Activate vacant spaces during Fresh at the Market with pop-ups  

Why is this important? New attractions at the market would help create foot traffic, 
attract potential long-term vendors, and reduce crime 

Measures of Success 

● # of pop-up vendors 
● Tenure of vendors 
● # of visitors/foot traffic 
● Revenues generated 

Timeframe for 
Completion 

Short (0 – 3 months)  

Taking the Lead Baltimore Public Markets Corporation (Robert Thomas) and 
Lexington Market Inc. (Scott Garfield) 

Supporting Cast 

Baltimore City Police Department, Baltimore Office of 
Promotion & the Arts, City Seed, No Boundaries Coalition, 
Bromo Arts, Muslim Social Services Agency, Jubilee Arts, Arch 
Social Club, Druid Height Community Development Corporation, 
market vendors, local bands 

Cost Estimate 

Dollars Other (Time, Space) 

Low 

Take down old signs, outreach to potential 
vendors, seating space and fixtures, making 

the restrooms public, better policing, 
electrical upgrades (?), strategy for 

allocating space to pop-ups 
Sources/Contributions Self-funded by vendor fees 
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Action 1.5:  Develop partnership with arabbers  

Why is this important? 

Arabbers bring history to the market and reinforce the theme 
of the market as a place to get fresh produce. They also serve 
as mobile markets to the community. The arabbers and Avenue 
Market could mutually benefit from a rebranding/co-branding 
partnership. 

Measures of Success ● Arabbers engaged in master planning process 
Timeframe for 
Completion 

Short (0 – 6 months)  

Taking the Lead Baltimore Food Policy Initiative and James Hamlin 

Supporting Cast 
Arabber Preservation Society, Strength to Love II, No 
Boundaries Coalition, Baltimore Public Markets Corporation, 
Baltimore City Health Department, Maryland Horse Council 

Cost Estimate 

Dollars Other (Time, Space) 

Medium 
Ability to revive arabber tradition, stalls at 
the market themed after carts, image or 

statue of cart and horse, stables 

Sources/Contributions Grants, donations, contributions from organizations like the 
Maryland Horse Council 

 
 

GOAL 2: Identify local supply chain partnerships to support current and 
future Avenue Market outlets 

Action 2.1:  Address asset needs for food distribution from urban farms to the 
market, including aggregation facility 

Why is this important? 
Sourcing locally supports economic development, community 
engagement, and as production scales up, economies of scale 
should lead to lower prices, greater accessibility, and/or 
operational efficiencies (e.g. less food waste). 

Measures of Success 

● Physical space identified (ideally a brownfield 
redevelopment opportunity that is not suitable for 
production) 

● 1-2 refrigerated trucks in circulation and storage space, 
shared amongst farms 

● # of distribution channels and volume moved through each 
● Diversity of crop production is increased 
● Have leveraged existing farm capacity to source to the 

community  
Timeframe for Medium 
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Completion ● Planning meeting should be held in Winter 2017 (3-6 
months) 

● Strategic plan determined (6-9 months) 
● Space renovation (9-12 months) 
● Assets acquired (1-2 years as prioritized by plan) 

Taking the Lead Farm Alliance of Baltimore (Sales Manager) and City of 
Baltimore 

Supporting Cast 

Vendors, local CSAs, farmers/farms, Baltimore Public Markets 
Corporation staff, Baltimore Office of Sustainability, Baltimore 
City Planning Department, Baltimore Office of Promotion & the 
Arts, No Boundaries Coalition, Upton Planning Council, Strength 
to Love II 

Cost Estimate 

Dollars Other (Time, Space) 
Medium-High Stipends for farmers, Farm Alliance and City 

of Baltimore staff time, funds for asset 
acquisition, consultant, maintenance/rent 

of storage space, ongoing costs of managing 
the aggregation facility and fleet 

Sources/Contributions 
USDA Value Added Producer Grant; Farm Alliance of Baltimore; 
The Working World loan for worker-owned cooperatives; 
Baltimore City; Robert Wood Johnson, Kresge, Whole Cities, 
Abell and other foundations; USDA Renewable Energy Grants 

 
Action 2.2:  Build on existing land leasing initiative and urban ag tax credit to 

increase land security for farmers  

Why is this important? 

Land is essential to food production and businesses want long-
term, stable sourcing partnerships with suppliers/farmers. Land 
ownership gives farmers a greater stake in the community and 
allows for more efficient processes over time with established 
operations.  

Measures of Success 

● Reactivation of City’s urban ag working group 
● # of acres in production in the city 
● Review of city policy regarding land/water ownership for 

agricultural use 
● Farmers treated as merchants/businesses 

Timeframe for 
Completion 

Long term 
● Evaluate each legislative cycle 
● Have bill introduced and pass committee this cycle 

Taking the Lead City of Baltimore Office of Sustainability (Holly Freishtat) and 
Farm Alliance (Sache Jones) 

Supporting Cast Strength to Love II (Donzell Brown), other current and aspiring 
farmers 
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Cost Estimate 

Dollars Other (Time, Space) 
Low Farmer/grower participation in Baltimore’s 

sustainability planning process; sharing of 
legislative research already gathered from 

other states and cities 
Sources/Contributions See Lead and Supporting Cast. 

 
Action 2.3:  Identify more outlets to sell local food  

Why is this important? 
Currently, farms do not have sufficient demand for their 
production capacity. More outlets will increase access points to 
the community. 

Measures of Success 
● Volume of food sold locally 
● Ratio of fresh food outlets to liquor stores 
● Volume of farm-level food waste 

Timeframe for 
Completion 

Short - Medium 
● Sell into new outlets (6-12 mos) 

Taking the Lead Strength to Love II (Donzell Brown) 

Supporting Cast No Boundaries Coalition, City of Baltimore Healthy Stores 
Program  

Cost Estimate 

Dollars Other (Time, Space) 
Medium Strength to Love II staff time, MOU 

to formalize partnership b/w 
farms and outlets, insurance and 
inspections, distribution assets 

Sources/Contributions See Lead Role and Supporting Cast 

 
GOAL 3: Realize Avenue Market’s potential to create jobs and foster 
entrepreneurship opportunities in the community   

Action 3.1:  Identify and recruit entrepreneurs and businesses to operate in area 
around Avenue Market 

Why is this important? 

The community around the Avenue Market lacks many basic 
services. Businesses provide jobs and together with Avenue 
Market, would increase the available resources for both 
residents and those from other neighborhoods. A council of 
local business owners could help create and build a cohesive 
vision for the neighborhood. 

Measures of Success 
● Identification of potential entrepreneurs and businesses 
● Longevity and scale of involvement from community 

businesses 
● Number of new, non-sole proprietorship businesses opening 
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in the area 
● Baltimore Main Streets program includes a sub-group 

dedicated to this purpose 
● Funding / Incentives to businesses to employ youth 

Timeframe for 
Completion 

Medium (6-12 months) to hold first meeting of council 

Taking the Lead Upton Planning Committee (Wanda Best) 

Supporting Cast 
Baltimore Public Markets Corporation, Baltimore Development 
Corporation, Baltimore City Health Department, Avenue Market 
vendors, UMD Extension, SCOR, SBA 

Cost Estimate 

Dollars Other (Time, Space) 
Low Support from Baltimore Main Streets 

program, operational costs (overhead), 
volunteer and paid labor 

Possible Funding 
Sources 

Baltimore Development Corporation, Baltimore City Health 
Department 

 
Action 3.2:  Establish shared infrastructure needs for entrepreneurs (e.g. training, 

space to offer classes, jobs board for posting positions, skills gap 
inventory) 

Why is this important? 
Aspiring entrepreneurs often cannot afford all of the start-up 
costs associated with acquiring required skills and launching a 
business. Shared resources might include a commercial kitchen 
space, business training, mentoring, financial and legal services 

Measures of Success 

● Map of existing and potential infrastructure resources 
● Connections between aspiring entrepreneurs and resources 
● # of participants in programming/classes 
● Business longevity 
● Increased sales for vendors 

Timeframe for 
Completion 

Short - Long 

Taking the Lead 
Baltimore Public Markets Corporation, future 
business/community council, No Boundaries Coalition, 
Baltimore City Planning and Health Departments 

Supporting Cast Community Council, successful entrepreneurs, Baltimore Public 
Markets Corporation 

Cost Estimate Dollars Other (Time, Space) 
Low Funding for a staff position 

Possible Funding 
Sources 

SNAP Employment and Training (E&T) 
Contact: Derrick Dolphin derrick.dolphin@fns.usda.gov 
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Action 3.3:  Establish partnership between the Urban Youth Initiative and the 
Baltimore Public Markets Corporation  

Why is this important? 
A partnership program targeted at youth could provide youth 
with job experience and exposure to the full food system. 
Engaging youth in productive, positive ways could create safer 
neighborhoods. 

Measures of Success 
● Increase in youth employment rate 
● Reduce skills gap among youth 

Timeframe for 
Completion 

Short (0-6 months) 

Taking the Lead Baltimore Youth Opportunity Center, Food Supplement 
Nutrition Education University of Maryland Extension 

Supporting Cast Baltimore City Health Department (Olivia Farrow), Baltimarket 
(Alan Mclain), Public Schools 

Cost Estimate 

Dollars Other (Time, Space) 
Low-Medium Vendors offering positions, skills training 

resources, active youth participants, 
continued/future demand for 

services/products 
Possible Funding 
Sources 

Public sources (e.g. Nutrition Education dollars from 
Baltimarket) and salaries from employers 

 
GOAL 4: Establish integration points between Avenue Market and existing or 
emerging projects along Pennsylvania Avenue (e.g., Main Streets, LINCS) to 
create a safe, walkable corridor  

Action 4.1:  Enhance look and feel of metro stop to attract commuters 

Why is this important? 

The current atmosphere around the metro deters people from 
coming to the area. It can be dirty and dark, raising safety 
concerns, and has a concentration of drug activity. As the last 
stop on the Pennsylvania Avenue Heritage Trail, this metro 
station has the opportunity to leverage art, culture, and history 
to enhance its reemergence as a destination 

Measures of Success 

● # visitors coming to the station by geographic origin 
● More lighting, cleaner streets, drug dealing moved out of 

the area 
● New businesses opening in neighborhood 
● Environmental stewardship program established 

Timeframe for 
Completion 

Medium 
● Transit overhaul scheduled for June 2017 

Taking the Lead Druid Heights Community Development Corporation (Anthony 
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Pressley) and its environmental stewards 

Supporting Cast 

Mayor’s Office, Green Thumb Club, Baltimore City Department 
of Public Works, Baltimore City Department of Transportation 
to remove meters and put in lighting, Pennsylvania Avenue 
Merchants Association, Delegate Melvin Stakes, LINCS (Chad 
Hayes), Maryland Transit Authority, Druid Heights Penn North 
Merchants Association, Druid Hill Avenue Homeowners 
Association, Laurens Street Block Club Association, Brunt Manor 
Homeowners Association. Druid Heights Community 
Development Corporation will work with Upton Planning 
Committee to set up an alliance between all groups mentioned 
to be an action team for the community. 

Cost Estimate 

Dollars Other (Time, Space) 
Low  Volunteers to coordinate cleaning 

supplies and people with 
mandated community service to go 

out and clean 
Possible Funding 
Sources 

See supporting cast. 

 
Action 4.2:  Evaluate walking routes to Avenue Market and connect with City’s 

walking plan 
Why is this important? People need to know the community is a safe place to visit. 

Measures of Success 
● Increased pedestrian traffic 
● Improved infrastructure, wayfinding signage 
● Fewer crime incidents/increased safety 

Timeframe for 
Completion 

Short - Long 
● Banners and marketing for Fresh at the Avenue could be 

introduced within four block radius quickly 
Long-term 
● Improved infrastructure costs included in City’s Capital 

Improvement Plan budget 

Taking the Lead 

Baltimore Development Corporation & Baltimore Planning 
Department (Chad Hayes, MC Bittner, Ben Hobbes, Tony 
White), Mayor’s Office, Councilman Costello, Councilman 
Pinkett, Baltimore Food Policy Initiative, Baltimore City Health 
Department, Baltimore Department of Transportation (Frank 
Murphy) 

Supporting Cast Baltimore City Department of Transportation, Department of 
Public Works 

Cost Estimate Dollars Other (Time, Space) 
Low App creator to highlight local 
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points of attraction, youth 
ambassadors stationed at metro 
stop through Office of Tourism 
program, design expertise for 

creative/marketing components 

Possible Funding 
Sources 

Health Department has funds for walking routes and signage for 
walking trails; HUD Community Development Block Grant 
program has capital improvement funds 

 
Action 4.3:  Extend free shuttle bus service (Charm City Circulator) to Avenue 

Market 

Why is this important? 
Providing free public transportation could increase 
tourism/visitor traffic to the neighborhood and provide an 
opportunity to highlight the area’s historic heritage. 

Measures of Success 
● Sustainable service extension 
● People stopping at locations between Owens Mills and Johns 

Hopkins 
Timeframe for 
Completion 

Long term 

Taking the Lead Druid Height Community Development Corporation (Anthony 
Pressley) 

Supporting Cast Baltimore City Department of Transportation (Frank Murphy), 
Councilman Costello 

Cost Estimate Dollars Other (Time, Space) 
High Development effort 

Possible Funding 
Sources 

City budget and/or organizational sponsors; current routes rely 
on downtown parking fees and tax revenue, but are operating 
at a deficit 

 
GOAL 5: Expand market’s appeal to resident and visitors  

Action 5.1:  Investigate options for seating, a community meeting place, and services 
(e.g. wifi, public restrooms) 

Why is this important? Providing seating and other services will increase dwell time at 
the market and enhance the sense of community. 

Measures of Success ● Number of people visiting market (unique and repeat) 
Timeframe for 
Completion 

Medium term (dependent on security, greening/beautification 
to provide holistic improvement) 

Taking the Lead Baltimore Public Markets Corporation 

Supporting Cast Baltimore Police Department, Baltimore Public Markets 
Corporation security, merchants 
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Cost Estimate 
Dollars Other (Time, Space) 

Needs additional research Baltimore Public Markets 
Corporation staff time 

Possible Funding 
Sources 

Corporate sponsors for a children’s play area (e.g. Under 
Armour), Whole Cities Foundation, advertisers via Baltimore 
Office of Trade and Promotion 

 
Action 5.2:  Participate in LINCS Public Safety Process to increase security around 

the Avenue Market and to provide drug activity alternatives 

Why is this important? 
People will not visit the market if they do not feel safe there. 
Reducing the drug activity in the area will help to make the 
market functional and fun.  

Measures of Success 
● Increased foot traffic 
● Interventions created to replace, rather than displace, drug 

activity 
Timeframe for 
Completion 

Short (next LINCS meeting) 
Long (increased safety) 

Taking the Lead Baltimore Public Markets Corporation 

Supporting Cast 

Baltimore City Police Department, Baltimore Department of 
Planning, city schools, Baltimore Development Corporation 
Homeowners Associations (ex. Baltimore Nehemiah), 
Intervention Youth Empowerment Society, No Boundaries 
Coalition, Behavioral Health Systems Baltimore 

Cost Estimate 
Dollars Other (Time, Space) 

Costs for additional 
security 

Staff/Volunteers 

Possible Funding 
Sources 

Baltimore Public Markets Corporation, city funds 

 
Action 5.3:  Set-up a community advisory committee 
Why is this important? Establish community compatibility and vibe with development 

Measures of Success 
● Net income 
● Attendance at events 

Timeframe for 
Completion 

Short (0-60 days) Baltimore Public Markets Corporation will 
discuss options for CAC 

Taking the Lead No Boundaries Coalition (Tiffany Welch) 
Supporting Cast Baltimore Public Markets Corporation 

Cost Estimate Dollars Other (Time, Space) 
Low Volunteers, meeting space 

Possible Funding No funding identified at this time 
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Sources 
 
 

Action 5.4:  Integrate arts and entertainment into the market 

Why is this important? 
Performances and public art at the market would help to 
elevate profile of the market, increase its appeal to residents 
and visitors, and help brand it as a niche destination 

Measures of Success ● Increased foot traffic and audience turnout 
● Attendance at events 

Timeframe for 
Completion 

Short term 

Taking the Lead Baltimore Public Markets Corporation and Maryland Institute 
College of Art (MICA) School of Social Design 

Supporting Cast Musicians, Jubilee Arts, BOPA, Historical Society, Chester PA 
Arts & Culture Case Study 

Cost Estimate 
Dollars Other (Time, Space) 
No-Low Fee to/from musicians or incentive 

(e.g. competition) 

Possible Funding 
Sources 

Donations, Baltimore National Heritage Area Grants (Jeffrey 
Bushheit, Executive Director and James Hamlin, Advisory Board 
Member),  
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Background 
 
On the second day of the community workshop, after groups had shared the results of their 
action planning process with others, participants reflected on key insights and takeaways 
from the experience. As a last group exercise oriented toward identifying next steps and 
specific resources in the community aligned with action items, participants shared their 
expectations of outcomes (“Asks”) and what they could contribute to forwarding progress 
(“Offers”). The following table captures responses from the group. 
 

OFFERS & ASKS   
Name Organization Ask Offer 

Robert Thomas Baltimore Public 
Markets 
Corporation 

Comprehensive, implementable 
work plan 

It's my job, so… 

David O'Donnell Baltimore Public 
Markets 
Corporation 

Creation of ongoing plan that 
will create community 
engagement for the long term 
success of Avenue Market  

Create consistent communication with the 
stakeholders around issues of finding 
funding opportunities for continued 
success of Avenue Market/Upton 
Community. 

Sarah Buzogany City of 
Baltimore Food 
Policy Initiative 

Transparency, so that there are 
opportunities for resident input 
and involvement throughout 

Encourage my neighbors to shop at the 
market once there is more there to shop 
for, but still while it's in the emerging 
stages. 

Alice Huang City of 
Baltimore Food 
Policy Initiative 

Greater support for urban ag. 
Build connection between 
Avenue Market and Strength to 
Love Farm II. Bring a café and 
pop ups and job training to the 
market. 

Help initiate conversations with Arabbers. 
Provide connections with MTA and other 
transportation planners. Help analyze 
BaltimoreLink’s impact on the market. 
Support the community food assessment 
process. Visit the market more often. 

Matt Burke Baltimore Free 
Farm 

How can the Avenue Market 
Project utilize its network of 
local vendors and distributors to 
confront the issue of food waste? 
How can we minimize waste? 
How can we re-appropriate 
waste? 

To help establish a network of local 
farms/vendors/distributors dedicated to 
re-distributing available food to needy 
areas around the city. 

Sache Jones The Farm 
Alliance 

Start or accomplish at least 50% 
of the action items/tasks within 
a 12-24 month period and have a 
plan to complete the rest within 
a 5 year period. 

To work both within my role as 
Markets/Greenhouse Manager of FABC to 
organize farmers both within and outside 
of the Upton Community to be able to 
sell/source the food to be distributed at 
the Avenue Market. This, in addition to 
being as supportive as possible within the 
confines of my time to facilitate food 



Local Foods, Local Places – Baltimore, Maryland 

Page 2                                                                                       Appendix G: Offers and Asks 
 

sales/infrastructure in and around the 
market. 

Eve Suzuki Civic Works Real 
Food Farm 

For the various organizations 
involved and identified to 
continue working toward the 
goals set and address barriers to 
help make the Avenue a 
profitable and vibrant market. 
Also, consider community input. 

For Real Food Farm and the Mobile Market 
to be a resource for the Avenue Market 
and the surrounding community. 

Lauren Williams University of 
Maryland - FSNE 

How are we really going to put 
our plan into action? 

Nutrition education workshops and 
programming 

Elaine Morton Lafayette 
Square II 

That the Avenue Market become 
a place that supports a 
productive community within 
Baltimore City. 

My passion for a better community 

Imam Hassan A. 
Amin 

Muslim Social 
Services Agency 

Community's plan for positive 
change to the Avenue Market. 

Willingness to see this project / change 
through the end. 

Liz Patino Baltimore Hire 
Power 

Make the market a fun 
destination that is a viable place 
for groceries, at a minimum 
produce 

Help make the Avenue a great destination. 

Corey Aber FreddieMac 
Multifamily 

Understand that I can't support 
through grants or policy 
advocacy 

If housing/housing financing questions 
come up through the process, I would be 
happy to offer insights/observations, 
though I cannot make policy judgements, 
but I can explore ways to support 
community goals as they pertain to 
housing 

Ted Spitzer Market 
Ventures, Inc. 

That the community explore 
creative solutions for supporting 
the local food system at Avenue 
Market 

To continue to provide the national 
experience and expertise in public 
markets planning and revitalization 

Melissa Kramer U.S. EPA Office 
of Sustainable 
Communities 

A core group of people continue 
to meet regularly to track 
progress implementing the 
action plan 

To continue helping to connect the 
community with federal resources that 
could be used to implement the action 
plan 
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Local Food Systems Funding Programs – Federal/State 
Cities and towns can strengthen their local food systems through a variety of federal 
projects and programs. The USDA and other federal agencies are committed to supporting 
local food systems – whether it’s by working with producers, engaging with communities, 
financing local processing and distribution, or helping retailers develop local food 
connections. Below is a list of just some of the resources available. This information and 
more can be found on the USDA’s Know Your Farmer, Know Your Food initiative website at 
www.usda.gov/knowyourfarmer.  

 
USDA Agricultural Marketing Service 
Farmers’ Market and Local Food Promotion Program  
This program provides $26 million in competitive grants annually to farmers markets, and to 
other direct producer-to-consumer venues and businesses in the local food supply chain 
within U.S. states and territories.  Funding is evenly split between two components:  
Farmers Market Promotion Program (FMPP) for direct consumer-to-producer marketing 
opportunities; and Local Food Promotion Program (LFPP) for local and regional food business 
enterprises.  FMPP awards a maximum amount of $500,000; LFPP awards a maximum amount 
of $100,000 for planning grants, and a maximum amount of $500,000 for implementation 
grants. LFPP applicants must have 25 percent in matching funds or in-kind donations.  By 
supporting development and marketing activities for farmers markets, food hubs, roadside 
stands, agri-tourism activities and other producer-to-consumer markets, the program helps 
small and mid-sized farmers to access markets. For more information, please visit: 
http://www.ams.usda.gov/AMSv1.0/FMPP (FMPP) or 
http://www.ams.usda.gov/AMSv1.0/LFPP (LFPP).  
 
Specialty Crop Block Grant Program 
USDA’s Specialty Crop Block Grant Program (SCBGP) allocates $62 million annually in grants 
to U.S. states and territories.  The purpose of the program is to enhance the 
competitiveness of specialty crops, including locally grown crops. These investments 
strengthen rural American communities by supporting local and regional markets and 
improving access to fresh, high quality fruits and vegetables for millions of Americans.  
SCBGP grants also help growers to make food safety enhancements, solve research needs, 
and make better informed decisions to increase profitability and sustainability. The 2014 
Farm Bill significantly increased SCBGP funding. Organizations or individuals interested in 
obtaining more information should contact their state departments of agriculture, which 
administer the grant program.  For additional information please visit:  
https://www.ams.usda.gov/services/grants/scbgp 
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Specialty Crop Multi-State Program 
The Specialty Crop Multi-State Program (SCMP) awards nearly $3 million in competitive 
grants to state departments of agriculture to address regional or national level specialty 
crop-specific issues.  SCMP grants are awarded to enhance the competitiveness of specialty 
crops by funding collaborative, multi-state projects that are needed to implement strong 
food safety strategies, increase access to healthy foods, and improve profitability and 
sustainability on the farm.  The program is designed to support food safety and research; 
address plant pests, diseases, and crop-specific issues; and increase marketing opportunities 
for specialty crops like fruits, vegetable, tree nuts, dried fruits, and horticulture and nursery 
crops, including floriculture.  For additional information visit 
https://www.ams.usda.gov/services/grants/scmp. 

Organic Cost Share Programs 
The 2014 Farm Bill also gave USDA new tools and resources to support the growing $35 
billion organic industry by more than doubling previous support through the organic cost-
share programs, making certification more accessible than ever for even the smallest 
certified producers and handlers.  Organic producers and handlers can now apply directly 
through their State contacts to get reimbursed for up to 75 percent of the costs of organic 
certification, up to an annual maximum of $750 per certificate.  More information is 
available at https://www.ams.usda.gov/services/grants/occsp. 

Federal State Marketing Improvement Program  

The Federal State Marketing Improvement Program (FSMIP) provides nearly $1 million in 
matching funds to state departments of agriculture, state colleges and universities, and 
other appropriate state agencies to assist in exploring new market opportunities for U.S. 
food and agricultural products; and to encourage research and innovation aimed at 
improving the efficiency and performance of the marketing system. A dollar-for-dollar match 
is required, which may consist of cash and/or in-kind non-Federal resources. FSMIP grants 
are designed to support research projects that improve the marketing, transportation, and 
distribution of U.S. agricultural products, domestically and internationally. FSMIP is a 
collaborative effort between Federal and State governments – matching funds go toward 
projects that bring new opportunities to farmers and ranchers. More information is available 
at www.ams.usda.gov/fsmip. 

USDA Rural Development 
Business and Industry Guarantee Loan Program 
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The purpose of USDA’s Business and Industry (B&I) Guaranteed Loan Program is to improve, 
develop, or finance business, industry, and employment and improve the economic and 
environmental climate in rural communities. Through this program, USDA provides 
guarantees on loans made by private lenders to help new and existing businesses gain access 
to affordable capital by lowering the lender’s risk and allowing for more favorable interest 
rates and terms. A recent change to the program allows projects that are physically located 
in urban areas if the project benefits underserved communities.  The Business and Industry 
Loan Guarantee program is available on a rolling basis throughout the year. More 
information is available at http://www.rd.usda.gov/programs-services/business-industry-
loan-guarantees/. 
 
Value-Added Producer Grants (VAPG) 
The primary objective of USDA’s Value-Added Producer Grant Program (VAPG) is to help 
agricultural producers enter into value-added activities related to the processing and/or 
marketing of bio-based value-added products. VAPG grants are available to producers or 
producer groups in urban and rural areas. Eligible projects include business plans to market 
value-added products, evaluating the feasibility of new marketing opportunities, expanding 
capacity for locally and regionally-grown products, or expanding processing capacity. More 
information is available here: http://www.rd.usda.gov/programs-services/value-added-
producer-grants.   
 
Community Facilities Direct Loan and Grant Program 
USDA’s Community Facilities Direct Loan and Grant program provides infrastructure support 
in rural communities under 20,000 people. Grants and loans have been used for commercial 
kitchens, farmers markets, food banks, cold storage facilities, food hubs and other local 
food infrastructure. Grants are available to public entities such as municipalities, counties, 
and special-purpose districts, as well as non-profits and tribal governments. Grant funds can 
be used to construct, enlarge, or improve community facilities and can include the purchase 
of equipment required for a facility's operation. More information is available here: 
http://www.rd.usda.gov/programs-services/community-facilities-direct-loan-grant-program.  

 
USDA Natural Resource Conservation Service 
Environmental Quality Incentives Program (EQIP) 
EQIP provides cost-share and technical assistance to farmers and ranchers in planning and 
implementing conservation practices that improve the natural resources (e.g. soil, water, 
wildlife) on their agricultural land and forestland. A practice supported through EQIP is the 
installation of seasonal high tunnels (also known as hoop houses), which are unheated 
greenhouses that can extend a producer's growing season while conserving resources. In 
addition, EQIP can help producers transition to organic production or help those growers 
already certified maintain their certification. More information is available here: 
http://www.nrcs.usda.gov/wps/portal/nrcs/main/national/programs/financial/eqip/ 
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USDA National Institute of Food and Agriculture 
Community Food Projects 
Community Food Projects are designed to increase food security in communities by bringing 
the whole food system together to assess strengths, establish linkages, and create systems 
that improve the self-reliance of community members over their food needs. Grants are 
intended to help eligible private nonprofit entities in need of a one-time infusion of federal 
assistance to establish and carryout multipurpose community food projects. More 
information is available here: http://www.nifa.usda.gov/funding/cfp/cfp_synopsis.html.  
 
Food Insecurity Nutrition Incentive (FINI) Grant Program 
The 2014 Farm Bill created this program, which supports projects to increase the purchase 
of fruits and vegetables among people participating in the Supplemental Nutrition Assistance 
Program. Applicants may propose small pilot projects (up to $100,000 for 1 year), multi-year 
community-based projects (up to $500,000 for up to 4 years), or larger-scale multi-year 
projects (more than $500,000 for up to 4 years). USDA is looking to fund innovative projects 
that will test community based strategies for how to increase the purchase of fruits and 
vegetables by SNAP participants through incentives at the point of purchase. USDA will give 
priority to projects underserved communities and to projects that provide locally- or 
regionally-produced fruits and vegetables. Applications are due December 15, 2014. More 
information is available here: http://nifa.usda.gov/program/food-insecurity-nutrition-
incentive-fini-grant-program.  
 
Beginning Farmers and Ranchers Development Program 
This program provides grants to organizations that train, educate, and provide outreach and 
technical assistance to new and beginning farmers on production, marketing, business 
management, legal strategies and other topics critical to running a successful operation. The 
Agriculture Act of 2014 provided an additional $20 million per year for 2014 through 2018. 
The reasons for the renewed interest in beginning farmer and rancher programs are: the 
rising average age of U.S. farmers, the 8% projected decrease in the number of farmers and 
ranchers between 2008 and 2018, and the growing recognition that new programs are 
needed to address the needs of the next generation of beginning farmers and ranchers. More 
information is available here: 
http://www.nifa.usda.gov/fo/beginningfarmersandranchers.cfm.  
 
Small Business Innovation Research (SBIR) program  
SBIR grants help small businesses conduct high quality research related to important 
scientific problems and opportunities in agriculture. Research is intended to increase the 
commercialization of innovations and foster participation by women-owned and socially and 
economically disadvantaged small businesses in technological innovation. Grants can be  
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applied towards many areas or research, including projects that manage the movement of 
products throughout a supply chain, develop processes that save energy, and capture and 
relay real-time market data. More information is available here: 
http://nifa.usda.gov/program/small-business-innovation-research-program.  
 
Sustainable Agriculture Research and Education (SARE) 
The mission of the SARE program is to advance sustainable innovations in American 
agriculture. SARE is uniquely grassroots, administered by four regional offices guided by 
administrative councils of local experts. Non-profit organizations, researchers, and 
individuals producers are eligible to apply. More information is available here: 
http://www.sare.org/.  
 
Agriculture and Food Research Initiative (AFRI)  
AFRI is charged with funding research, education, and extension grants and integrated 
research, extension, and education grants that address key problems of National, regional, 
and multi-state importance in sustaining all components of agriculture, including farm 
efficiency and profitability, ranching, renewable energy, forestry (both urban and 
agroforestry), aquaculture, rural communities and entrepreneurship, human nutrition, food 
safety, biotechnology, and conventional breeding. Providing this support requires that AFRI 
advances fundamental sciences in support of agriculture and coordinates opportunities to 
build on these discoveries. This will necessitate efforts in education and extension that 
deliver science-based knowledge to people, allowing them to make informed practical 
decisions. For more information:  http://www.nifa.usda.gov/funding/afri/afri.html.  
  

USDA Farm Service Agency 
Microloan Program  
The Farm Service Agency’s (FSA) microloan program is available to agricultural producers in 
rural and urban areas and provides loans of up to $35,000 on a rolling basis.  Streamlined 
paperwork and flexible eligibility requirements accommodate new farmers and small farm 
operations. Larger loans are also available through FSA. Contact your local FSA office and 
visit http://www.fsa.usda.gov/programs-and-services/farm-loan-programs/microloans/index 
for more information. 
 
 
Farm Storage Facility Loans 
These loans finance new construction or refurbishment of farm storage facilities.  This 
includes cold storage and cooling, circulating, and monitoring equipment, which can be 
particularly important to those growing for local fresh markets. Interested producers should 
contact their local FSA office and visit 
http://www.fsa.usda.gov/FSA/newsReleases?area=newsroom&subject=landing&topic=pfs&n
ewstype=prfactsheet&type=detail&item=pf_20140310_frnln_en_prg.html. 
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USDA Food and Nutrition Service  
Farm to School Grants 
Farm to School Grants are available to help schools source more food locally, and to provide 
complementary educational activities to students that emphasize food, farming, and 
nutrition. Schools, state and local agencies, tribal organizations, producers and producer 
groups, and non-profits are eligible to apply. Planning, implementation, and support service 
grants are available from $20,000 to $100, 000.  More information and resources are 
available at www.fns.usda.gov/farmtoschool/farm-school.  
 
Supplemental Nutrition Assistance Program (SNAP) 
As of 2014, more than 2,500 farmers’ markets nationwide are set up to accept SNAP’s 
electric benefit transfer (EBT) cards. Benefits can be used to purchase many of the foods 
sold at farmers’ markets, including fruits and vegetables, dairy products, breads and 
cereals, and meat and poultry. They can also purchase seeds and plants which produce food 
for the household to eat. More information about SNAP benefits at farmers’ markets is 
available from USDA here: http://www.fns.usda.gov/ebt/learn-about-snap-benefits-
farmers-markets.   
 
WIC Farmers’ Market Nutrition Program (FMNP) 
This program provides coupons for local food purchases to women, infants, and children that 
are eligible for WIC benefits. The coupons can be used to purchase eligible foods from 
farmers, farmers’ markets, and roadside stands. Only farmers, farmers’ markets, and 
roadside stands authorized by the State agency may accept and redeem FMNP 
coupons.  Individuals who exclusively sell produce grown by someone else such as wholesale 
distributors, cannot be authorized to participate in the FMNP.   For more information, visit: 
http://www.fns.usda.gov/fmnp/overview.  
 
Senior Farmers’ Market Nutrition Program 
This program, similar to FMNP, awards grants to States, United States Territories, and 
federally-recognized Indian tribal governments to provide low-income seniors with coupons 
that can be exchanged for eligible foods (fruits, vegetables, honey, and fresh-cut herbs) at 
farmers' markets, roadside stands, and community supported agriculture programs. For more 
information, visit: http://www.fns.usda.gov/sfmnp/overview.  
 
 
Funding Programs in Support of Other Livable Community Projects  
The programs listed below are popular resources that support a variety of livability projects. 
The publication “Federal Resources for Sustainable Rural Communities” is a useful guide 
from the HUD-DOT-EPA Partnerships for Sustainable Communities that describes several 
additional resources:  
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● http://www.sustainablecommunities.gov/partnership-resources/federal-resources-

sustainable-rural-communities-guide  
 
National Endowment for the Arts Our Town Grants 
The National Endowment for the Arts’ Our Town  grant program is the agency's primary 
creative placemaking grants program. Projects may include arts engagement, cultural 
planning, and design activities. The grants range from $25,000 to $200,000. Our Town 
invests in creative and innovative projects in which communities, together with their arts 
and design organizations and artists, seek to: 
 

● Improve their quality of life;  
● Encourage greater creative activity; 
● Foster stronger community identity and a sense of place; and 
● Revitalize economic development. 

 
More information: http://arts.gov/grants/apply-grant/grants-organizations  
 
 
EPA Brownfields Programs 
● Area-wide Planning Pilot Program: Brownfields Area-Wide Planning is an EPA grant 

program which provides funding to recipients to conduct research, technical 
assistance and training that will result in an area-wide plan and implementation 
strategy for key brownfield sites, which will help inform the assessment, cleanup and 
reuse of brownfields properties and promote area-wide revitalization. Funding is 
directed to specific areas, such as a neighborhood, downtown district, local 
commercial corridor, or city block, affected by a single large or multiple brownfield 
sites. More information: http://www.epa.gov/brownfields/areawide_grants.htm.  

● Assessment Grants: Assessment grants provide funding for a grant recipient to 
inventory, characterize, assess, and conduct planning and community involvement 
related to brownfields sites. Eligible entities may apply for $200,000 and up to 
$350,000 with a waiver. More information: 
http://www.epa.gov/brownfields/assessment_grants.htm.  

● Revolving Loan Fund Grants: Revolving Loan Fund (RLF) grants provide funding for a 
grant recipient to capitalize a revolving loan fund and to provide subgrants to carry 
out cleanup activities at brownfield sites. More information is available here: 
http://www.epa.gov/brownfields/rlflst.htm.  

● Cleanup Grants: Cleanup grants provide funding for a grant recipient to carry out 
cleanup activities at brownfield sites. An eligible entity may apply for up to $200,000 
per site. More information is available here: 
http://www.epa.gov/brownfields/cleanup_grants.htm.  
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Transportation Alternatives Program (TAP) 
The Federal Highway Administration’s TAP provides funding for programs and projects 
defined as transportation alternatives, including on- and off-road pedestrian and bicycle 
facilities, infrastructure projects for improving non-driver access to public transportation 
and enhanced mobility, community improvement activities, and environmental mitigation; 
recreational trail program projects; safe routes to school projects; and projects for 
planning, designing, or constructing boulevards and other roadways largely in the right-of-
way of former Interstate System routes or other divided highways. In rural areas, these funds 
are typically allocated by state departments of transportation. For more information, visit: 
http://www.fhwa.dot.gov/map21/guidance/guidetap.cfm. For more information on Safe 
Routes to School projects and programs (which are eligible for funding under TAP), visit: 
http://www.fhwa.dot.gov/environment/safe_routes_to_school/.  
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Local Food Systems Resources – Baltimore Specific 

Baltimore Food Policy Initiative 

This The Baltimore Food Policy Initiative (BFPI) is an inter-governmental collaboration with 
the Department of Planning, Baltimore Office of Sustainability, Baltimore Development 
Corporation and the Baltimore City Health Department.  

The goal of BFPI is to increase access to healthy and affordable foods in Baltimore City food 
deserts. BFPI is doing this through a holistic and comprehensive food systems approach. The 
website contains information about food and health related programs in the city, links to 
resources, and contacts. 

● http://archive.baltimorecity.gov/Government/AgenciesDepartments/Planning/Baltim
oreFoodPolicyInitiative.aspx

Baltimore City Food Environment Map 2015 Report 

This report from Johns Hopkins Center for a Livable Future is the culmination of research, 
data collection and analysis conducted over three years, in partnership with the Baltimore 
Food Policy Initiative. The official map shows food deserts along with supermarkets and 
alternative healthy food retail. The report discusses the methodology used in detail, 
demographic and health implications, and the City’s plans to address the issue of unequal 
access to healthy food. Maps of each city council district show food desert areas and 
multiple aspects of the food environment in each district. 

● http://mdfoodsystemmap.org/2015-baltimore-city-food-access-map/

Baltimore City Health Department Neighborhood Health Profile 

Developed by the Baltimore City Health Department, the 2011/12 Neighborhood Health 
Profiles provide Baltimore citizens with objective data that accurately reflect local health 
issues.  

● http://health.baltimorecity.gov/sites/default/files/53%20Upton.pdf

Baltimore Neighborhood Indicators Alliance 

The Baltimore Neighborhood Indicators Alliance website provides Vital Sign reports, which 
are groups of related data points compiled from a variety of reliable sources that “take the 
pulse” of Baltimore’s neighborhoods. Each Vital Sign comprises a set of data which, taken 
together, form a picture of any given neighborhood’s quality of life and overall health. The 
specific report for Upton/Druid Heights is available for download. 

● http://bniajfi.org/vital_signs/
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Baltimore Main Streets 

An initiative of the Baltimore Development Corporation, the Baltimore Main Streets 
program is an approach to neighborhood revitalization by providing customized support and 
public resources to each district in order to attract new businesses and new jobs to the 
neighborhood. Baltimore has the second largest urban Main Streets program in the U.S., with 
nine fully designated communities. Each district’s Main Street program has a different 
strategy for spurring economic activity, but support may include marketing and event 
planning, financial assistance for design and promotions, architectural services for facade 
renovations, streetscape improvements, technical support, access to grants, and more. 
Among Baltimore’s nine Main Street programs is one dedicated to Pennsylvania Avenue, 
which is a key thoroughfare of the Upton/Druid Heights neighborhood around Avenue 
Market. 

● http://baltimoredevelopment.com/initiatives/baltimore-main-streets/ 
 

Local Food Systems Resources – National 
USDA Know Your Farmer Know Your Food 

The Know Your Farmer, Know Your Food initiative is a USDA-wide effort to carry out the 
Department’s commitment to strengthening local and regional food systems. The Know Your 
Farmer Know Your Food website provides a “one stop shop” for resources, from grants and 
loans to toolkits and guidebooks, from agencies and offices across the Department. The 
website also contains the Know Your Farmer Know Your Food Compass Map, which shows 
efforts supported by USDA and other federal partners as well as related information on local 
and regional food systems. 

● http://www.usda.gov/wps/portal/usda/knowyourfarmer?navid=KNOWYOURFARMER  
 

Farmers’ Markets General 

USDA National Farmers Market Directory 

Provides members of the public with convenient access to information about U.S. farmers’ 
market locations, directions, operating times, product offerings, and accepted forms of 
payment. 

● http://search.ams.usda.gov/farmersmarkets/  
 

USDA’s “National Farmers Market Manager Survey” 
Nearly 1,300 farmers’ market managers responded to this national survey conducted in2006. 

● http://www.ams.usda.gov/AMSv1.0/getfile?dDocName=STELPRDC5077203&acct=wdm
geninfo 
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USDA’s “Supplemental Nutrition Assistance Program (SNAP) at Farmers Markets: A How-
To Handbook” 
This 2010 report from USDA describes how farmers’ markets can accept SNAP benefits. SNAP 
is the federal government’s nutritional assistance program. It was formerly known as food 
stamps. 

● http://www.ams.usda.gov/AMSv1.0/getfile?dDocName=STELPRDC5085298&acct=wdm
geninfo 
 

Appalachian Sustainable Agriculture Project’s “Sharing the Harvest: A Guide to Bridging 
the Divide between Farmers Markets and Low-Income Shoppers.”  
This 2012 report from ASAP describes strategies for bridging the divide between farmers’ 
markets and low income shoppers.  

● http://asapconnections.org/downloads/asap-farmers-market-access-guide.pdf 
 

Connecting Local Farmers with USDA Farmers Market Nutrition Program Participants 
This 2010 report from USDA describes how providing transportation can help low-income 
individuals overcome barriers to accessing farmers markets. 

● http://www.ams.usda.gov/AMSv1.0/getfile?dDocName=STELPRDC5083319&acct=wdm
geninfo  

 
Farmers’ Markets Management 

Oregon State University’s “Understanding the Link Between Farmers’ Market Size and 
Management Organization.”  
This report, supported by the USDA, explored internal management issues of farmers’ 
markets and describes tools that can help make farmers’ markets sustainable.  

● http://www.ams.usda.gov/AMSv1.0/getfile?dDocName=STELPRDC5071342  
 

Appalachian Sustainable Agriculture Project’s “25 Best Practices for Farmers’ Markets.”  
This report describes 25 best practices in the areas of management, regulations, risk 
management, food safety, improving vendor sales, and 
marketing/outreach/promotion/social media.  

● http://asapconnections.org/downloads/market-makeover-25-best-practices-for-
farmers-markets.pdf 

 



Local Foods, Local Places - Baltimore, Maryland 
 

Page 4                                                                    Appendix I: Additional Resources and References 
 

Food Hubs 

USDA’s “Moving Food Along the Value Chain: Innovations in Regional Food Distribution”  
This 2012 report from USDA examined eight case studies of food value chains and provides 
some practical lessons about the challenges they face and lessons learned. 

● http://www.ams.usda.gov/AMSv1.0/getfile?dDocName=stelprdc5097504&acct=wdmge
ninfo 

 
USDA’s “Regional Food Hub Resource Guide” 
USDA released this primer on food hubs and the resources available to support them in 2012.  

● http://www.ams.usda.gov/AMSv1.0/getfile?dDocName=STELPRDC5097957 
 

Michigan State University’s and Wallace Center’s “State of the Food Hub – 2013 National 
Survey Results” 
This survey of more than 100 food hubs across the United States quantifies the scope, scale, 
and impacts of local food hubs. 

● http://www.wallacecenter.org/resourcelibrary/state-of-the-food-hub-2013-national-
survey-results 

 
Wholesome Wave’s “Food Hub Business Assessment Toolkit” 
The toolkit provides tools to access a food hub businesses’ readiness for investment.  
● http://www.wholesomewave.org/wp-content/uploads/2014/08/HFCI-Food-Hub-

Business-Assessment-Toolkit.pdf 
 

Community Kitchens 

Culinary Incubator’s Community Kitchen Database 
This site provides a description and interactive map of community kitchens across the United 
States.  

● http://www.culinaryincubator.com/maps.php 
 

Community Gardens 

Centers for Disease Control and Prevention’s Community Gardens Website 

● http://www.cdc.gov/healthyplaces/healthtopics/healthyfood/community.htm 
 
Vermont Community Garden Network’s Garden Organizer Toolkit 
● http://vcgn.org/garden-organizer-toolkit/  
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Farm to School 

USDA’s Farm to School Website 

USDA provides information on its website about Farm to School programs and how to get one 
started in your community.    
● http://www.fns.usda.gov/farmtoschool/implementing-farm-school-activities 
● http://www.fns.usda.gov/farmtoschool/farm-school 

 
Land Use 

American Planning Association’s (APA’s) “Zoning for Urban Agriculture” 
The APA in 2010 prepared an article on urban agriculture zoning in its March 2010 Zoning 
Practice. 

● https://www.planning.org/zoningpractice/2010/pdf/mar.pdf 
 

American Planning Association’s (APA’s) “Zoning for Public Markets and Street Vendors” 

The APA also prepared an article on zoning for public markets in its February 2009 Zoning 
Practice. 

● https://www.planning.org/zoningpractice/2010/pdf/mar.pdf 
 

Other 

CDC Report: Recommended Community Strategies and Measurements to Prevent Obesity 
in the United States 
Report documenting strategies to implement for obesity prevention. 

● http://www.cdc.gov/obesity/downloads/community_strategies_guide.pdf 
 

Food Value Chains:  Creating Shared Value to Enhance Marketing Success 
The report provides an overview of how food value chains are initiated, structured, how they 
function and the business advantages and challenges of this approach. 

● http://www.ams.usda.gov/AMSv1.0/getfile?dDocName=STELPRDC5107776  
 

Wholesale Markets and Facility Design 

Provides technical assistance and support to customers regarding the construction of new 
structures or the remodeling of existing ones. These facilities include wholesale market, 
farmers markets, public markets, and food hubs. 
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● http://www.ams.usda.gov/AMSv1.0/ams.fetchTemplateData.do?template=TemplateN
&navID=WholesaleandFarmersMarkets&leftNav=WholesaleandFarmersMarkets&page=W
FMWholesaleMarketsandFacilityDesign&description=Wholesale%20Markets%20and%20Fa
cility%20Design&acct=facdsgn  
 

Organic Agriculture 

USDA is committed to helping organic agriculture grow and thrive. This is a one-stop shop 
with information about organic certification and USDA-wide support for organic agriculture. 

● www.usda.gov/organic  
 

Fruit and Vegetable Audits 
Audits for Good Agricultural Practices and Good Handling Practices can help producers 
access commercial markets by verifying that fruits and vegetables are produced, packed, 
handled, and stored in the safest manner possible to minimize risks of microbial food safety 
hazards. 

● http://www.ams.usda.gov/AMSv1.0/ams.fetchTemplateData.do?template=TemplateN
&page=GAPGHPAuditVerificationProgram 

 
USDA Certification for Small and Very Small Producers of Grass-fed Beef and Lamb 
Allows small and very small-scale producers to certify that their animals meet the 
requirements of the grass-fed marketing claim standard, helping them differentiate 
themselves and communicate value to their customers. 

● http://www.ams.usda.gov/AMSv1.0/GrassFedSVS  
 
Local and Regional Market News 
Provides reports on local and regional food outlets, providing producers and consumers with 
instant access to prices from farmers markets, farmers’ auctions, food hubs, and direct-to-
consumer sales, providing support to even the smallest farmers and producers. 
● http://www.ams.usda.gov/AMSv1.0/MarketNewsLocalRegional 

 

Food Co-op Resources 

How to start a food co-op manual  
● http://www.cooperativegrocer.coop/library/start-a-food-coop 

 

 
 


