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Abraham's Creamery
>~ 1000 EIm Street Newport, ME 04953

©

Fuzzy Udder Creamery
35 Townhouse Road, Whitefield, ME 04353

Honey Wilde Farm
42 Cross Rd Unity, ME 04988

Lakin's Gorges Cheese at East Forty Farm
2361 Friendship Road Waldoboro, ME 04572

Lucky Paws Farn
1144 Naples Road, Harrison ME 04040

ME Water Buffalo Co.
232 Old County Road, Appleton, ME 04862

Pumpkin Vine Family Farm
217 Hewett Rd, Somerville, ME 04348

@ Turning Page Farm

842 N. Guilford Rd. Monson, ME 04464

D York Hill Farm
58 Waldoboro Raoad, Washington, ME 04574
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I Discrete choice experiment

National Brand Maine Brand

e ) o ’ 54 Three
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Athenos Three Charm Farm

United States Alfred, Maine
$9.88 per pound $35.20 per pound




81 > Opp1 71 > Comm1 Scale
95 > Lion1 52 > Opp2 .72 > Comm2
72 > Lion2R .78 > Opp3 .87 Comm3
Lionization
.81 > Lion3 671> Opp4 .851t>{ Comm4
Local foods offer superior taste and nutrition

Opposition

Lionization Opposition Communalization

Opposes long-distance food systems

Communalization

Seeks to support local communities
Locavorism

Reich, B. J., Beck, J. T., & Price, J. (2018). Food as ideology: Measurement and validation
of locavorism. The Journal of Consumer Research, 45(4), 849—-868.
https://doi.org/10.1093/jcr/ucy027
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Fig. 1 Higher-order brand love confirmatory factor analysis model

Bagozzi, R. P, Batra, R., & Ahuvia, A. (2017). Brand love: development and validation of a
practical scale. Marketing Letters, 28(1), 1-14. https://doi.org/10.1007/s11002-016-9406-1




Demographics

Age
Gender
Race & Ethnicity
Household income
Educational attainment
Work status

Zip code

Previous participation in agritourism
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