ADDRESSING THE EAST END FOOD DESERT
Amsterdam, NY
Design Connect Student Report // Spring 2019

ACKNOWLEDGEMENTS
Thank you to our clients:
Amanda Bearcroft, Director of Community and
Economic Development, City of Amsterdam
Ladan Alomar, Executive Director, Centro Civico
And to others who helped guide us along the way:
Amsterdam Stakeholders and community members
Michael Tomlan, Faculty Chair, Design Connect
Design Connect Executive Board

THE TEAM
Danielle Serigano, Project Manager, MLA
Eve Anderson, MLA
Sasha Anemone, MLA
Naomi Crimm, MRP
Natalia Gulick, B. Arch
Elsbeth Kane, MPH
David Kang, LA
Tyler Kuty, URS
Leigh Neuburger, Biology
Chloe Rippe, URS
Sonora Rodríguez, MRP
Kiki Shinsato, LA

2

CONTENTS
1-INTRODUCTION
1.1 Who We Are

2-PROJECT OVERVIEW
2.1 Site History, Present Conditions
2.2 Project Goals and Deliverables

3-METHODOLOGY
3.1 Site Visits
3.2 Research and Analysis
3.3 Outreach
3.4 Community Stakeholders Meeting

4-PROJECT DEVELOPMENT
4.1 Case studies, cost estimates
4.2 A Vision of an Integrated Food System in the East End

5-NEXT STEPS

3

1. INTRODUCTION
1.1 WHO WE ARE
Design Connect is a multidisciplinary student-run
planning and design organization at Cornell University
applying community-based principles to planning and
design problems facing cities and towns across Upstate
New York State. Working with local municipalities and
nonprofit organizations, Design Connect aims to provide
design and planning services for local organizations
that may not have the resources to hire professionals.
Design Connect strives to empower students and
citizens by advancing collaborative, democratic, and
sustainable design projects in local communities.

2. PROJECT OVERVIEW
Working in conjunction with the City of Amsterdam
and Centro Civico, our team is tasked with providing
a fresh perspective on what is attainable to alleviate
food insecurity in the east end of Amsterdam, NY. The
City recently received a large grant from NYS called

the Downtown Revitalization Initiative, known as the
DRI, part of which will fund a new community center in
the east end of town. In addition to the Boys and Girls
CLub establishing a new clubhouse in this space, it has
the potential for a pilot food project, which has spurred
Design Connect’s involvement.
The USDA defines “food desert” as an area where
at least 500 people or 33% of the population “reside
more than one mile from a supermarket or large
grocery store.” (USDA) The ultimate goal is to move
from a food desert toward a local food economy that is
culturally specific to the community and accessible by
all. Our team has identified that this requires consistent
community input, a strong asset network, and a
sustainable economic model.
2.1 SITE HISTORY
The East End has been disenfranchised since a mall
was built in the center of town in the eighties. There has

been increasing vacancies on East Main Street and not
many healthy fresh food options for residents, many of
whom do not drive or have cars. Additionally, there have
been many migrants from Puerto Rico after Hurricane
Maria, many who have come through Centro Civico for
guidance.
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2.2 PROJECT GOALS AND DELIVERABLES
With the ultimate goal being to move from a food desert
toward a local food model as shown in the diagram,
the scope of Design Connect’s project developed from
analysis, to outreach, to a feasibility study.
Our analysis phase involved site visits, ground truthing,
and mapping. We did this concurrently with the
first phase of our outreach, in which we distributed
questionnaires to the employees of Centro Civico to
get an initial sense of food buying and eating patterns
in Amsterdam. In our second phase of outreach we

developed posters for the middle and high school
because we felt that it was important to include youth
in the conversation from the very early stages of this
potential future food model.
The feasibility phase was critical to our project. In this
phase we reached out to many organizations involved in
food access-related work. We organized a stakeholders
meeting to hear about the food access challenges
and opportunities of people who have been working
in and around Amsterdam for many years. With that
we developed an integrated proposal for a new food
system that could take hold and grow in the east end
with community support.
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METHODOLOGY
3.1 SITE VISITS
Our team visited Amsterdam on numerous occasions.
The first half of the team traveled to the city on Tuesday,
February 19th and were able to ask lots of questions
and hear ideas from Ladan and Amanda over lunch. On
Saturday, March 2nd the team conducted our second
site visit during which we employed a “ground truthing”
strategy. This allowed us to evaluate each food store
in the east end based on certain criteria such as fridge
capacity and presence of fruit and vegetables. This gave
us an initial understanding of what improvements were
possible.
3.2 RESEARCH AND ANALYSIS
Our research was conducted from the very beginning
of the semester before we even traveled to Amsterdam,
to allow the team to get a sense of the larger spatial,
political, and economic dynamics that have contributed
to food insecurity in the east end. After our site visits,
we were able to make more specific analyses about
vacancies, public assets, existing infrastructure, and
their spatial relations to one another. This helped us
get a sense for what was possible to alleviate food
insecurity, and where.

resources. The Amsterdam Food Assets map shows
food options around the East End with 10 minute
walking distances radiating from Centro Civico. (Page 7)
This was an important study since we knew that most
residents in the neighborhood do not drive or have cars
and the transportation system is barely operational.

Through ground truthing, we looked into the food
offered at each of the locations we identified as the most
used resources by those in the East End. This gave us
deeper insight into what specifically is lacking and where
there is opportunity to improve.
We identified when and where churches and food
pantries are operational to not only get a better sense
of community resources for ourselves but also to create
a pamphlet or graphic tool for residents, to inform them
of when and where food services are currently available.
This is one of the quickest ways we can improve access
for residents in the short term since these resources are
already in place. As the needs and resources change in
the East End the pamphlet can be updated. (Page 8)
Finally, the vacancies map informed our team of the
potential spaces where a community kitchen or farmers
market could move into and expand. (Page 7) The
former community garden plot that Centro Civico
owns is on this map and makes a promising site for a
new community garden that is tied into the local food
system, considering it used to operate as a community
garden before the main volunteer left the city.

To begin our food analysis, we identified existing

6

7

Tri-fold pamphlet to inform residents of food resources in the east end.
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3.3 OUTREACH
Our goal with outreach was to find out more about
where people who live in the East End buy food, how
they get to those locations, and to gauge interest in
various other food models (community gardens, farmers
markets, and mobile markets). We wanted to learn
about community member’s perspectives on existing
food assets in Amsterdam. In particular, we were
interested in hearing from young people and students.
Our first step to do that was to create surveys in both

English and Spanish for maximum accessibility for
people involved at Centro Civico to fill out.
From the surveys we learned that most people drive
to get groceries. Those who do not have vehicles
have to rely on family members with cars or taxis to
buy food (Figure 2). Therefore, transportation is a key
piece to food access to Amsterdam. Residents base
their purchasing decisions on convenience, price, and

Sample of questionnaire responses in Spanish and English
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quality of products (Figure 3). Grocery stores that have
low priced foods, such as Walmart and Aldi, and their
proximity to other grocery stores were two important

criteria for food shopping (Figure 1). The surveys
revealed the importance of honoring culturally relevant
foods such as arroz con pollo, collard greens, tostones,
and rice and beans (Figure 4).

Figure 2. Transportation to get groceries

Figure 1. Grocery store choices for East End residents

Figure 3. How residents choose where to shop for groceries

Figure 4. Common foods cooked in the East End
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The second step of our outreach approach was
to connect with youth at Lynch Middle School and
Amsterdam High School. We created a series of
interactive posters that were put up in the schools
to gauge how young people view food access in the
City. The poster design is included here (Figure 5).
We posed a six-question survey to learn more about
student’s eating habits, after school activities, how they
engage best in the learning process, and their interest
in cooking classes. The results reveal that a majority
of students would be interested both in learning how

Figure 5. Poster Design to gauge youth opinion on Amsterdam’s
food system

Figure 6. Youth opinion survey

to grow food and in taking a community cooking class,
although cooking classes were much more popular than
gardening (Figure 6). Students commonly do not eat
breakfast, or eat fast food such as pizza or McDonalds
(Figure 7). Weekend and afterschool activities range
from sports, to walking around the City, to sleeping or
watching Netflix, to working (Figure 8). Most students
report learning best through hands-on, interactive
approaches. These results give strength to our proposal
to involve youth in hands-on cooking and gardening
classes to learn about growing and preparing healthy
foods.

Figure 7. Common breakfast foods for Amsterdam
students

Figure 8. Common afterschool activities for
Amsterdam students
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3.4 STAKEHOLDERS MEETING
Our team felt that the most impactful thing we could do
for the community in such a short period of time would
be to facilitate connections between existing assets and
potential collaborators in this new local food economy.
That way, these conversations and connections
last beyond the scope of our project. After lots of
communication over email and by phone, we organized
a community stakeholders meeting in Centro Civico’s
space on East Main Street on March 28, 2019.
Organizations in attendance:
Centro Civico
City of Amsterdam
Design Connect Cornell
Boys & Girls Club
Capital Roots
Montgomery County Soil + Water
Grow Amsterdam Inc.
Office for the Aging
Amen Food Pantry

Some of the people in attendance were the CEO and
Food Assessment coordinator of Capital Roots, an
organization that executes almost every single one of
the food models we presented at the meeting. Their
insight into costs, labor, and viability were invaluable.
There were also representatives from a local community
garden; a couple who started Amen Food Pantry in
Amsterdam in 2001 (the first food pantry established
there since before the Great Depression); and the CEO
of Boys and Girls Club, an organization which currently
serves 1,100 meals a day to children in the capital area.
Food access is a major part of their mission.
The Design Connect team synthesized our case studies
into 6 food models to present and discuss at the
stakeholders meeting. These models included: farmers
market, mobile food market, corner store initiatives,
community garden, community kitchen, and virtual
market.
Some of the guiding questions that embodied the spirit
of the meeting were: What are some of the barriers,
opportunities, and ideas that have shaped your
experiences in Amsterdam? and What is your vision of
food security in Amsterdam?
These guiding questions led to organic conversations
-- a community garden in attendance was even offered
a $6,000 grant by another organization during the
discussions! At the very least, the meeting presented
opportunities to collaborate that had not yet been
utilized.
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4. Offering culturally significant foods is a must. The
food distribution that Centro Civico facilitates
each month runs out of popular foods very
quickly – staples like pinto beans, spices, basil,
cilantro, squash, and plantains.

4. PROJECT DEVELOPMENT
4.1 CASE STUDIES, COST ESTIMATES OF
FOOD MODELS
Develop Existing Infrastructure
In areas such as East Amsterdam where residents’
access to larger supermarkets is limited, residents
often rely on small stores, including corner stores,
convenience stores, tiendas, bodegas, pharmacices,
general stores, dollar stores, small groceries and gas
stations.1 One approach to increasing access to healthy
foods is to work with local small store owners to assist
them with offering healthier foods.
There are some major takeaways from the meeting that
influenced our proposal of an integrated food model:
1. The farmers market has been inconsistent since
it has changed locations so much over the past
few years. There is interest in establishing the
market at the Centro Civico parking lot or in the
mall, which would be accessible by foot to the
east end.
2. It’s not financially beneficial for farmers in the
region to travel to Amsterdam to participate in the
farmers market, and the SNAP benefits that can
be applied to the market total only twenty dollars,
which usually gets used up after a family’s first
trip there for the season.
3. There needs to be direct communication with
farmers about the community’s needs and how
to produce for Amsterdam in a financially fruitful
and symbiotic way. There was a question of how
to reflect the larger marketplaces that farmers
participate in in Troy, Schenectady, and Saratoga.

Case Study
What: Existing Infrastructure
Who: Healthy Corner Store Initiative
Where: Philadelphia, Pennsylvania
Population Served: Population of ~1,500,000, 43%
Black, 14% Latino. Median Household Income:
$40,649. Initiative targets low-income neighborhoods
such as North Philly. The eastern half of North Philly has
one of the highest concentrations of Puerto Ricans in
the country. 600+ stores in Pennsylvania in New Jersey.
Goals: Ensure that everyone has access to affordable,
nutritious food and information to make healthy
decisions. Combine nutrition education with increased
availability of healthy, affordable foods.
Services & Solutions: Increase corner store capacity to
sell and market healthy items; offer monetary incentive
to make inventory changes; provide equipment and
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easy plan for implementation and important to provide
marketing materials to help business owners feel more
confident that customers will notice changes in product
offerings.
refrigeration units to stock and display new items;
train and offer technical assistance to store owners to
develop the business skills to make healthy changes
profitable; link corner stores to community partners,
local farmers, and fresh food suppliers to help them
with product selection and sourcing; market healthy
messages within the store; educate youth in local
schools about healthy food options
Funding & Partners: Department of Health’s “Get
Healthy Philly” Initiative, City Universities
Successes: There are have positive responses from
store owners who feel that the marketing and business
training is particularly helpful and that small investments
in equipment (refrigerators, freezers, displays) make the
operation more feasible
Challenges: Store owners have limited time to engage
in training and programming and there is often high
turnover in ownership so it is hard to maintain a
sustainable investment from store owners. It can be
difficult to ask store owners to make changes if it is not
profitable and not sustainable, and there may be cultural
barriers that inhibit intervention uptake.
Takeaways for Amsterdam:
It is important to frame the selling of healthy products as
a strategy for increasing profits, but in order to ensure
continued participation from store owners you need
the human resources to provide technical assistance to
store owners. Phasing of activities is also important to
allow time to build relationships. However, eventually, it’s
important to involve a community education component
to ensure people make use of new food items. To be
successful, it’s important to provide business owners an

These initiatives are largely funded through Department
of Health funding, so it would be useful to collaborate
with the Montgomery County Department of Health
to see where a healthy food initiative would align with
their mission to promote health initiatives for disease
prevention. There are many resources required to make
this an attractive and profitable venture for store owners;
in many cases infrastructure is a barrier to the sale of
fresh foods so subsidies for display and storage units
would need to be included in a budget. There also
needs to be enough interest from a significant number
of store owners to make a significant impact on the
food system. Training programs for store owners was
an essential part of success, but it is time intensive and
it requires a significant amount of funding. Partnering
with a local university to help with training and technical
assistance may be a way to offset costs (perhaps as
part of a business training program for students).
Funding/Costs:
Expenses: Infrastructure (refrigeration and displays),
sourcing/delivery of produce, marketing materials
(signage), monetary incentives, store layout
improvements, grocery store consultants to run
trainings, staff to provide assistance with pricing/
promotion, store appearance and store operations
Cost Estimate: For Philly initiative ~$100,000 to reoutfit a corner store to sell fresh produce (for technical
assistance, equipment and initial inventory)
For more information:
http://thefoodtrust.org/ http://thefoodtrust.org/uploads/
media_items/healthy-corner-store-overview.original.pdf
https://www.cdfifund.gov/Documents/Web%2021%20
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Where: Taos, New Mexico
Population Served: Population of ~33,000, 77%
Hispanic or Latino, 8% American Indian/Alaska Native,
Median Household Income: $35,314
Healthy%20Corner%20Stores_final.pdf
https://www.chlpi.org/wp-content/uploads/2013/12/
Memphis-Healthy-Corner-Stores-Final-Fall-2014.pdf
https://www.changelabsolutions.org/sites/default/files/
documents/HCSReport.pdf
https://fns-prod.azureedge.net/sites/default/files/snap/
Healthy-Corners-Stores-Guide.pdf

Shared-Use Kitchen/Community Kitchen/Incubator
Kitchen
A community-based kitchen is typically one that is found
in a community center, school, place of worship or
other public space. It is meant to serve the community
at large, although may be rented to businesses when
needed, especially for event rentals. It could be used for
community dinners, cooking and nutrition classes, social
enterprise, meal services for children, or facilitating
some type of social enterprise or project. A community
kitchen may not meet all standards for commercial food
production.
A shared-use kitchen, on the other hand, is a licensed
commercial space that is rented to businesses or
individuals, typically food trucks, caterers and bakers, to
commercially prepare or handle large quantities of food.
An incubator kitchen model provides kitchen facilities
alongside entrepreneurial support to help support
economic growth. Support often entails business
management classes, mentoring opportunities and
investment opportunities.
Case Study
What: Incubator Kitchen
Who: Taos Food Center

Goals: The mission of the initiative was to support the
food, land, water and cultures of the community in
Northern New Mexico by building on the region’s strong
agricultural tradition and entrepreneurial instincts
Services & Solutions: Food Center is a fully-licensed,
fully-stocked commercial kitchen which is available to
rent for $12 an hour; Partnership with local universities
allows for a week-long educational curriculum (crash
course) on business development; raw ingredients
sourced from local farms and national distributors as
well as garden and green-house behind the kitchen
Funding & Partners: Taos County Economic
Development Corporation, Local Farms, Local
Universities; The Economic Development Center owns
a six-acre business park which subsidizes rental fees for
families; federal grants fund training programs twice per
year
Successes: Wide distribution areas; promotes local
culture (products include traditional foods such as
tamales, baked goods, and chocolates; provides
economic development and employment opportunities
for over 50 small businesses; helps individuals overcome
prohibitive food-business startup costs; supports wealth
generation and sustainable financial change
Challenges: Reliant, in part, on access to garden
and greenhouse; rental costs, if not subsidized,
could be prohibitive for families; increases food
access by increasing economic opportunity, but the
model depends on a ready and willing market of
entrepreneurial individuals; Taos Food Center also has
their own delivery truck to deliver products to over 15
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might be more broadly accessible to the community,
and might be a good pairing with a corner store
initiative, a farmer’s market or a community garden to
help educate children and adults on nutrition and how to
cook different fruits and vegetables.
retails
Funding/Costs
Expenses: Building cost or rent, design costs,
construction, up-front costs for appliances staff for
trainings (if entrepreneurship component involved),
insurance, certifications, cooking supplies, cooking
equipment, marketing costs, indirect costs and utilities,
Total Start-Up Cost Estimate: Estimated between
$200,000 to $300,000 for one year of design,
installation and program implementation (Phase 1 cost)
Source (https://www.ctahr.hawaii.edu/oc/freepubs/pdf/
FMT-2.pdf)
Takeaways for Amsterdam:
It would be important to have multiple, robust funding
streams to make an incubator kitchen feasible, and it
would be beneficial to develop partnerships with local
universities to help develop an entrepreneurship training
component. Schenectady County Community College
has a culinary department, and they might be a good
partner for culinary training, and Fulton Montgomery
Community College has a business program. Faculty
and students may be interested in providing classes,
training or consulting services. Furthermore, the Center
for Agricultural Development and Entrepreneurship
in Oneonta might be a good partner, as they have
developed an incubator program already and may
be willing to advise on services or help provide
programming.
A community kitchen, not described in this case study,
which would have less of an entrepreneurial component,

For more information:
http://closup.umich.edu/publications/misc/CommunityBased-Sustainable-Food-Systems.pdf
http://www.cadefarms.org/incubator
https://sunysccc.edu/Academics/School-of-HotelCulinary-Arts-and-Tourism
https://www.fmcc.edu/accounting-and-businessmanagement/
https://www.ctahr.hawaii.edu/oc/freepubs/pdf/FMT-2.
pdf

Virtual Supermarket
A “virtual supermarket” works to address the barrier of
distance between local communities and larger grocery
stores.
Case Study
What: Virtual Supermarket
Who: Baltimarket
Where: Baltimore, Maryland
Population Served: Population of ~620,000, 62.8%
Black and 5% Hispanic or Latino, Median Household
Income: $46,641
Goals: Promote community-based food access and
food justice in partnership with the Baltimore City Health
Department; work to promote nutrition knowledge, skills
and self-efficacy, increase food security and increase
food access
Services & Solutions: Patrons can order groceries from
a computer at home or at designated public housing
sites or library sites; program staff and volunteers, “Food
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Advocates,” provide on-site assistance to patrons. Pickup at designated delivery sites or delivery to apartment.
The first community-based program, nationally, to
accept orders online and accept SNAP benefits
Funding & Partners: Shoprite, AARP Foundation, Public
Health National Center for Innovations, City of Baltimore,
United Way of Central Maryland, Kaiser Permanente,
Community Health Resources Commission, CDC,
Stulman Foundation
Successes: Increases access to food markets that
already exist; incentivizes healthy food choices (bonuses
for healthy purchases)
Challenges: Volunteer support is crucial for sustainability
of program; necessary to have willing support from
local supermarkets; need trucks and transportation
equipment for distribution
Funding/Costs
Expenses: Program pays for computers, manual
assistance to place orders, and subsidies to grocers to
offset delivery costs. Aggregating the delivery reduces
deliver costs which allows the grocer to deliver food
to a safe, low-crime location. The program also offers
food coupons as a method of incentivizing healthy food
purchases.
Total Start-Up Cost EstimateBaltimarket estimates their
annual operation costs at $150,000.
Takeaways for Amsterdam:
An initiative would have to start with discussions with
the larger grocery stores in Amsterdam to determine

interest and what would incentivize buy-in from larger
grocery stores. Grocery stores that could be contacted
include: Aldi, Walmart, Hannafords, Market32, Save a
Lot, and Pricechopper. This type of food access model
would help increase access to food, but would not help
families who still cannot afford produce from the grocery
store. Coupons can help promote healthy food choices,
and subsidies can help promote grocer involvement but
both are resource-intensive strategies. Amsterdam is
much smaller than Baltimore and thus any new project
would have to consider scale, perhaps beyond just East
Amsterdam, to make this profitable for grocers.
For more information:
https://www.baltimoresun.com/news/maryland/
baltimore-city/bs-md-ci-virtual-supermarket-20140729story.html
https://bmcpublichealth.biomedcentral.com/
articles/10.1186/s12889-017-4864-9
info.baltimarket@baltimorecity.gov
Community Garden
According to the Centers for Disease Control and
Prevention, Community gardens are collaborative
projects on shared outdoor spaces which involve active
participation of the community in maintenance and
benefits of the garden. Gardens can increase access
to fresh fruits and vegetables, and may also offer other
physical and mental health benefits. A garden may also
beautify vacant spaces and industrial areas.
Case Study
What: Community Garden – Urban Farm
Who: Huerta del Valle
Where: Ontario, California
Population Served: Population of ~176,000, 70%
Hispanic or Latino, Median Household Income: $57,544
Goals: Facilitate growth of local food system; create
health and development centered employment
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opportunities; provide land and means to grow for
farmers; build local markets to put healthy food onto
tables; partner with community organizations
Services & Solutions: Community gardening initiative
involves 62 plots (20’ by 10’) rented by 124 families
for $30 per year; involved youth summer educational
programs; consultation for home gardening; 2.5 acre
urban farm to increase food access for those who don’t
have an interest in growing and to provide revenue to
support community gardening operation
Funding & Partners: Grant from Kaiser Permanente, City
of Ontario, Pitzer College, USDA
Successes: Gardens provide physical and mental
health benefits (healthy food access, physical activity,
beatification of vacant lots, revitalized communities in
industrial areas, improvement of social well-being)
Challenges: No continuous revenue source without
larger Urban Farming operation; non-productive in nongrowing seasons
Funding/Costs
Expenses: Fencing, materials for building raised beds,
fertilizer/mulch, tools, composting area, picnic tables,
marketing materials, staff salaries (staff to coordinate the
planning and management of the community garden
Total Start-Up Cost Estimate: $2000-$4000
Takeaways for Amsterdam:
There needs to be demonstrated interest from the
community in order to have a successful community
garden operation. There should be a meeting to

organize interested people, and to determine whether
a garden is really needed and wanted and what kind it
should be. A planning committee should be formed and
a management plan designed by and for the community.
It would be beneficial to identify all existing resources in
the community. It would be important to involve children
to help gain energy around the initiative. It would also
be important to couple a garden with educational
programming, perhaps in a shared-use kitchen, to help
teach people what types of foods they could cook with
vegetables and fruits that aren’t typically part of their
diet.
For more information:
https://www.cdc.gov/healthyplaces/healthtopics/
healthyfood/community.htm
Mobile Food Market
Mobile food markets are essentially farmer’s markets
on wheels. A mobile food market can help sell fresh
vegetables and fruits to a neighborhood. Mobile markets
that accept payment from WIC and SNAP assistance
What: Mobile Food Market
Who: Capital Roots
Where: Capital Region, New York State
Population Served: Capital Roots Veggie Mobile travels
to Albany, Rensselaer, Schenectady and southern
Saratoga Counties
Goals: “To nourish healthy communities by providing
access to fresh food and green spaces for all.”
Services & Solutions: Mobile Market travels to innercity neighborhoods to deliver fresh, affordable and local
product to residents with limited food access; They offer
a “Taste and Take” program which gives customers a
sample of a recipe and a bag with the fresh ingredients
to make the recipe; The Mobile Market accepts EBT,
WIC and Farmers Market Nutrition Program Checks as
well as VeggieRx coupons (from participating doctors).
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php?t1=21&t2=12&t3=114&id=527
https://www.capitalroots.org/programs/veggie/veggie/
Farmer’s Markets

Funding & Partners: CDPHP Health Insurance Program,
MVP Health Care, SEFCU, KeyBank, Marra’s HealthMart
Pharmacy, Times Union, Stewarts, Berkshire Banks,
Aetna, Bank of America, United Way and others
Successes: Efficient response to food access difficulties;
low overhead because of mobile unit; access to
produce year-round; support for local agriculture;
accessible to marginalized communities
Challenges: Mobile market success is dependent on
affordability of produce for buyers, quality of produce,
and trust-building. Capital Roots does their own
sourcing and has their own warehouse. A smaller
operation would need to commit time and resources
into sourcing produce. Awareness-raising is important
and equally so, marketing is very important to success.
Residents need to know where the food truck will be
and when. Interactive component, “Taste and Take,” is
important to addressing food utilization - requires added
resources. Up-front costs for purchasing a vehicle,
obtaining permits, as well as costs for insurance and
gas are substantial.
Takeaways for Amsterdam: When marketed well, a
mobile market could be a great way to introduce healthy
options to the community without needing a permanent
location. However, it would be important to budget for
nutritional educational programming to ensure that the
food that is collected is being used to benefit the health
of families rather than being wasted.
Funding/costs:
For more information:
http://whatworksforhealth.wisc.edu/program.

Case Study
What: Urban Farmers Market
Who: NYC Greenmarket Program, GrowNYC
Where: New York City, New York
Population Served: Five NYC boroughs, underserved &
low-income populations
Goals: Increase the availability of fresh, healthy food for
low-income people; conserve farmland and ensure a
supply of fresh, local produce to New Yorkers
Services & Solutions: Farmer’s markets; youth and
school programs that provide children with interactive
tours to help children learn more about the food system;
Youthmarkets, separate from Greenmarkets which are
operated by local youth and supplied by local farmers;
textile scrap collection
Funding & Partners: Diverse group of public and private
donors
Successes: GrowNYC serves over 3 million New Yorkers
per year (broad reach), 115 community gardens and
70,000 youth engaged through educational programs,
12 million pounds of food diverted from landfills into
compost; youth trained in business management
through Youthmarket
Challenges: Barriers to farmer’s Market usage, generally,
include the perception that food assistance benefits
were not accepted, belief that food variety was limited,
lack of access to transportation, lack of racial/ethnic
diversity in the market space, and mismatch between
markets and personal lifestyles
Funding/Costs
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Community Foundation for the Greater Capital Region
($5k-85k)
United Way of Greater Capital Region (max: $40k)
McCarthy Charities Inc. (max: $50k)

Expenses: Payroll, advertising and promotion,
insurance, facilities and maintenance, supplies and
equipment, office supplies
Total Cost Estimates: $24,000 to $50,000
(Sources)
http://www.sfma.net/aboutsfma/how2start.shtml
www.nyfarmersmarket.com/wp-content/.../FMBusiness-Plan-template-Financial.docx

Foundations that have funded Centro Civico:
Walmart Foundation Inc. ($3-$5k, up to $25k to ARC in
Amsterdam
Price Chopper’s Golub Foundation ($2k, max: $10k)
Berkshire Bank Foundation, Inc. ($500)
C.T.W. Fund, Inc, ($6k)
David Wasserman Inc. ($4k)
Neena Rao Charitable Corporation ($15-$34k)
The Cameron and Jane Baird Foundation ($5k)
Hudson River Bank and Trust Company Foundation
($5k)

Takeaways for Amsterdam:
A farmer’s market that takes advantage of placemaking
can be a space for community gathering and may give
people a place to socialize. A farmer’s market initiative
could also help build local skills by incorporating a
youth development component. Sourcing local produce
might be more challenging in Amsterdam, a smaller
city. Significant time should be spent meeting with local
farmers and regional food-hubs before commencing a
farmer’s market initiative.

Potential funders in Amsterdam:
Children’s Aid Association of Amsterdam (~$5k)
KeyBank Foundation ($5-$10k)
The Light Rain Foundation ($1-$2k)
Fidelity Charitable (~$3k)
Citizens Charitable Foundation (~$7k)

For More Information:
https://issuu.com/grownyc/docs/grownyc_2018ar-m8pages?e=15344747/33202932
https://www.cdc.gov/healthyplaces/healthtopics/
healthyfood/markets.htm
https://www.grownyc.org/

U.S. Dept. of Health and Human Services (Funded
Fulmont Development Facility Inc. in Amsterdam, $2M x
3 years)

GRANT FUNDING

US Department of Agriculture and Rural Development
(Value Added Producer Grants) (Planning Grants
$75,000; Working Capital Grants: $250,000, matching
fund requirement of 50% of total project costs)

FUNDING SOURCES:
*Most of these sources provide regular grant funding
opportunities*
Foundations that have funded Capital Roots:

State/Regional/Federal Funders:
SEFCU: (Variable amounts)
- https://www.sefcu.com/funding

New York State Department of Agriculture and Markets
(Mobile Markets Grant Program) (max $150k per project)

US Department of Agriculture
- (Rural Business Opportunity Grants (RBOG)
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and a mobile market. Regional growers, local vendors
and outdoor activities would enliven East Main Street.
Additional place-making tactics, such as a mural on the
wall of Centro Civico, could further create a sense of
place.
-

Sustainable Agriculture Research and Education
(SARE)

Professional Development Grants: Ranging from
$20,000 to $120,000, these grants spread the
knowledge about sustainable concepts and practices by
educating Cooperative Extension Service staff and other
agricultural professionals;
Producer Grants: Producer grants typically run between
$1,000 and $15,000 to conduct research, marketing
and demonstration projects and share the results with
other farmers and ranchers; other grant types in some
regions.
Value-Added Producer Grants (VAPG)

4.2

COMMUNITY GARDEN CONCEPT
The Community Garden concept capitalizes on vacant
land owned by Centro Civico. With the potential
to partner with Grow Amsterdam or another party
interested in starting and maintaining a community
garden, this garden could expand upon food education
and security along East Main street.

A VISION OF AN INTEGRATED
FOOD SYSTEM IN THE EAST END

Based on the outcome of the community stakeholders
meeting and the feedback we received from the
community, we have created a loose phasing plan for an
integrated food model.
Phase 1 aims to launch a series of Pilot Programs in
conjunction with existing food resources. The food
access pamphlet that Design Connect has produced
for the community will highlight food access resources
throughout Amsterdam. A panel of regional farmers
is proposed to build access to regionally sourced and
culturally relevant foods.

COMMUNITY KITCHEN CONCEPT
The community kitchen pilot project would operate out
of the Boys and Girl Club and could potentially have the
space for community cooking classes and shared food
resources.

FARMER’S MARKET CONCEPT
Phase 1 proposes to activate the parking lot of Centro
Civico for weekly farmers markets, food drop-offs,
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Farmers Market Concept Drawing, before and after
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Community Garden Concept Drawing, before and after
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Community Center Concept Drawing, before and after
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Phase 2 focuses on how these programs could
expand and be sustained. Though our team has done
a preliminary vacancy study, we propose a more
extensive study of vacant parcels along East Main
Street to identify suitable parcels for the expansion of
both the community garden and the community kitchen.
An expanded community garden could perhaps offer
paid student internships or ambassadorships to the
community. Expanded community kitchen facilities
could promote small food businesses and vendors from
Amsterdam.
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Phase 3 envisions how the removal of Route 5 would
enhance walkability and river access for the East Main
street corridor. This site proposes a more permanent
farmer’s market space along the River as the Market
grows, creating opportunities for tourism and expansion.
By thickening these connections between resources, we
hope to create a strong network of food access for East
Amsterdam.
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5. NEXT STEPS
Some of the main takeaways from the stakeholders
meeting was having culturally significant foods
available to community members, as well as better
communication with farmers to make it more feasible for
them to fill demands. It was suggested that we focus
on communicating with regional farmers to engage with
the important farming supply-side of the food system.
We see this as a critical next step for this project. It will
be important to discuss what types of foods we could
source that would be well received by the Amsterdam
community and how we could make this a profitable
venture for farmers. Therefore, a next step will be to
hold a stakeholders meeting or a panel of farmers in the
area to learn more about their priorities, motivations,
and challenges to bringing healthy food to the East End
community.

In terms of phasing, it will be important going to forward
to think about how these models can incorporate
business training opportunities, startups, and incubator
kitchens. Further investigating business training
opportunities and assessing community needs/interest
in said opportunities would be needed. This type of
vertical integration would stimulate economic growth in
the area and would develop the talents that already exist
in the Amsterdam community.
Considering how to accompany a farmer’s market
or community garden with educational programming
with children, potentially as a partnership with other
stakeholders will be another useful next step. These
programs would have to be at the demand of the
community, but we suggest that participatory classes
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involving food preparation would be important for
helping families use the food items that are newly
available to them. These classes could also serve as a
community-building function. In particular we suggest
continuing discussions between Centro Civico and the
Boys and Girls Club to talk about how to involve children
as community change agents.
On that note, we identify the critical importance of
coalition building in the community. These models
will rely heavily on community participation and if the
community does not have a stake in the planning phase
and if they do not have ownership over the program it
will be difficult to garner participation in later phases.
A series of potluck dinners would be a great way to
start discussions about the visions and motivations of
families. Informal discussions will function dually as a
coalition building force as well as participatory planning
outlet.
Another aspect of this project that necessitates
further development is investigating future low-cost
transportation options for Amsterdam. This will widen
resident’s access to healthy foods. This could take
the form of a feasibility study for reinstating a low-cost
public transportation system in the City.
We hope to leverage partnerships and relationships on
campus to continue with next steps in the development
and implementation of one or some of these models.
In particular, a community garden build project with
Fulton-Montgomery County Cooperative Extension is
of interest. We currently are having conversations with
University programs in order to explore how to continue
student engagement and implementation of some of
these suggestions going forward.

THANK YOU!
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