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Ex

Kennebunk, Maine, fi rst settled in 1620 and incorporated in 1820, has 
its economic roots fi rmly embedded in the ocean and Maine’s natural 
resources.  The town was a major center for shipbuilding and the ship-
ping industry.  Kennebunk was an original US Customs Port of Entry 
and former ship captain homes line the town’s historic district.  Salt pro-
duction, fi sh harvesting, and iron works made the Kennebunk harbor a 
bustling center of economic activity.  Hydraulic energy from the Mousam 
River fueled mills that produced textiles, building materials, machine 
parts, and shoes.  Manufacturing was strong in Kennebunk.  So were 
tourism and the fi nancial industries.  Tourism in Kennebunk started as 
early as the 1860 when the town provided respite for Boston’s urban 
dwellers who escaped the summer heat via the train.  Again, the ocean 
and Maine’s nature resources were the draw.  Ocean Bank and Ken-
nebunk Savings Bank were established in the mid 1800’s.   Manufactur-
ing, tourism and the fi nancial industries, all driven by the state’s natural 
resources, were the base of Kennebunk’s economy.  

This historic economic base is still present today, albeit with a 21st cen-
tury accent.  Manufacturing is still proportionately larger in Kennebunk’s 
economic region than in the state of Maine or the nation.  The area is 
still Maine’s most common destination for tourists.  The savings banks 
have only increased in numbers and are accompanied by many fi nan-
cial professionals.  Today, Kennebunk’s economic region is larger than 
before.  It encompasses at least all the municipalities in York County 
and most likely adjacent municipalities.  The 21st century has added 
more economic development complications and more opportunity for 
the town.  Globalization has increased the size of the potential mar-
ket for Kennebunk’s businesses and it has increased the number of 
competitors.  The 21st century economy is also different in terms of 
products and processes.  Successful manufacturing in the US is more 
advanced; tourism is more inclusive, and the fi nancial world is much 
more complicated.  

This economic development plan is designed to take the best of Ken-
nebunk and apply it to today’s new economy.  In this sense, this is truly 
an economic development plan – not a community development plan.  
This plan analyzes the regional economy within which Kennebunk 
operates and it determines Kennebunk’s best opportunities to create 
jobs and import dollars into the municipality.  Community development 
differs from economic development by focusing on interactions within 
the town’s borders.  Community development will try to fi ll vacant retail 
stores on Main Street with merchants and customers; economic devel-
opment will be more concerned with types of jobs it creates town wide.  
It assumes that better paying jobs will create a natural market incentive 
to fi ll the vacant store fronts.  While community development may install 
new sidewalks and streetlights because the community wants them, 
economic development may suggest the same things to attract or retain 
businesses.  While both community and economic development seek 
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to employ residents eco-
nomic development is more 
concerned with the types of 
jobs, the wages paid and the 
source of the income.  There 
is clearly overlap between 
the two at the municipal level 
and both plans are vital to a 
healthy local economy.  The 
distinction is that economic 
development seeks to import 
dollars and community de-
velopment seeks to retain those dollars and circulate them within the 
town.   Dollars cannot be circulated in the local economy without being 
imported fi rst.   Circulation of local dollars cannot happen indefi nitely 
because leakage into the global economy is unavoidable.  A municipal-
ity should have both an economic development plan and a community 
development plan.  This document is an economic development plan 
- not both.

The regional economy that envelops Kennebunk was analyzed in ex-
tensive detail. About fi fteen pages in this report are devoted to a “Stra-
tegic Industries Analysis” which summarizes sixty-three (63) spread-
sheet analyses on employers, wages, job trends, business to business 
purchases, and the importation and exportation of dollars in and out of 
the regional economy.   The analysis shows that the regional economy 
out performs the state and national economy in several industries in-
cluding manufacturing of food products, fabricated metals, and plastics 
and rubber products.  The regional economy is also stronger in tourism 
than the state or nation.  Tourism is actually a combination of several 
industries such as accommodations, recreation, and food and drinking 
establishments.  These industries are called the “drivers” of the local 
economy because they import the most amount of dollars from outside 
the economic region. 

Analyzing the regional economy does nothing for Kennebunk unless 
we determine the town’s ability to capitalize on the region’s strengths.  
On the other hand, without regional economic data Kennebunk would 
be making unguided choices on its economic future.    Therefore, 
Kennebunk was studied from multiple perspectives.  This includes 
a strengths/weaknesses analysis, personal interviews with business 
owners and community leaders, a statistically objective business own-
ers survey, an analysis of commercial and industrial land uses, and an 
analysis of town level data in housing, demographics, and the local 
economy.   

The analysis of the local economy shows that Kennebunk is strong in 
some sectors that are also part of the regional economy.  They include 
food manufacturing such as Shields Meats, fabricated metals such as 
Northeast Coatings, and plastics manufacturing such as Corning.  Lo-
cal analysis also shows that Kennebunk has its own unique “economic 
drivers,” or dollar importers, in some sectors that do not emerge as 
drivers of the regional economy.  They include William Arthur (now 
Hallmark) and Digital Research, which sells products and services na-
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tionally and imports most of its revenue from outside.   

Municipal level economic development plans do not focus solely on the 
regional drivers, nor the local drivers, but seek ways to enhance both.  All 
economic development plans will try to create strategies to recruit addi-
tional drivers – new businesses within these few important sectors.  The 
plan must also create strategies to retain the existing drivers.  A central 
tenant of local economic development is that it is far more cost effective 
to retain the towns existing businesses than to recruit new ones.  All mu-
nicipalities and Kennebunk is no exception, must make all reasonable 
efforts to retain existing employers because it can take years to make 
up for lost wages, rent, and tax revenue that occurs in the absence of an 
employer.   The drivers of Kennebunk’s economy are presented in this 
report but not all are presented specifi cally by business name. 

It should be remembered that the drivers of the local economy are not 
the only important businesses.  In fact most economies, local, regional, 
or national, will have only a minority of total businesses that are the driv-
ers of the economy.   A majority of businesses circulate imported dollars 
through wages, taxes, and business to business purchases.  This circu-
lation is extremely important and these businesses serve a vital role in 
the health of the local economy.  The analysis and recommendations in 
this report take this into account.  Again, the focus is on economic devel-
opment not community development.  So the strategies presented here 
seek to retain and support new local businesses whether or not they are 
importers or circulators of dollars.  However, an economic development 
plan is not concerned about where in town they are located, nor does it 
have a preference on which products they sell.   Meeting local demand 
for specifi c products and locating businesses on certain streets is the 
role of community development.  

The current state of the global economy has affected this report in some 
ways.  The long term projections and assumptions remain unchanged 
but there are a number of short term strategies that are presented based 
on the realization that the economy is in a record setting recession.  Dur-
ing these times there is historically an increase in the number of LLC’s 
and sole proprietors starting businesses.  Some recommendations try to 
accommodate and support this inevitable trend.  

The report’s fi ndings indicated that there are ineffi ciencies and econo-
mies of scale that can be improved upon.  For example, the author was 
told that there was little land available for new businesses.   However, 
there are ineffi cient, low-density, land use patterns in the West Ken-
nebunk and Suburban Commercial areas that are self imposed and re-
fl ect urban planning thinking of decades gone by.   By employing contem-
porary planning theory and recognizing that the 21st century economy 
requires different land use patterns, increases in jobs and employers 
can be obtained in Kennebunk within the same amount of land currently 
zoned for commercial uses.  Increases in commercial density can result  
in more aesthetically pleasing and pedestrian safe commercial areas.  

Route One south has an interesting dilemma.  There are at least two 
businesses that represent economic drivers of the local economy how-
ever they are prevented from expanding due to wetlands and the lack of 
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public sewer. However, expansion of the sewer is expensive and can 
only result in an increase of thirty-six (36) acres at the most. The report 
recommends expanding the sewer, nonetheless, because of the im-
portance and long term cost savings from retaining existing economic 
drivers.  

The report also fi nds that the town is not using one of its greatest 
strengths in capturing one of the region’s most important industries.  
Food manufacturing is an economic driver, a strong growth industry, 
supports more local businesses than any other driver, is a clean indus-
try, and businesses in this sector can really profi t from a Kennebunk 
address.  However, Kennebunk has very few businesses in this sec-
tor.  There are recommendations to increase activity in this industry 
through recruitment of specialty food businesses, an incubator build-
ing for specialty food startup companies, recruitment of a culinary arts 
school and business support programs from restaurant businesses.  

In total the report makes twenty six (26) recommendations to increase 
local jobs, and to recruit and retain local businesses most appropriate 
for Kennebunk.  The report commends the town on several existing 
efforts including establishing the Kennebunk Economic Development 
Corporation, the current efforts of the Economic Development Com-
mittee, and the establishment of the TIF districts.  The town is lacking 
in personnel to really take advantage of these efforts and to implement 
the recommendations of this report.  A paid full time economic devel-
opment coordinator is needed to fi ll the void.

The report also concludes that the overall structure of the Kennebunk 
economy is strong (even though it may not seem like it under today’s 
economic environment).  Kennebunk has a diversifi ed portfolio of lo-
cal businesses that span several valuable and productive industrial 
sectors.  In other words, Kennebunk does not rely too heavily on too 
few industries to produce jobs, generate tax revenue and import dol-
lars.  The town’s historical economic roots are essentially intact but 
new growth that refl ects the 21st century economy must be nurtured to 
fl ourish in today’s environment.     
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I. Ma  

! ese “macro economic drivers” 
are both opportunities and threats 
that require consideration in any 
economic development plan.

T
oday, the town, region, state, and indeed the country, are 
being infl uenced by a series of inescapable forces that are 
changing the competitive landscape for strategic economic 
development.  These forces have far-reaching impacts on 
local communities even though they are outside the realm of 

local control.  Some are even outside of the realm of state, and federal 
control.  These “macro economic drivers” are both opportunities and 
threats that require consideration in any economic development plan. 

As these drivers are largely external, the region and the town can only 
adapt to, but not infl uence, them.  The urgency for each driver varies, 
but the town’s strategic response to the positive and negative effects 
of each can have a signifi cant impact on the prosperity of many of the 
town’s citizens.  The following section discusses these key drivers.

Trend #1:  Accelerating globalization.
Growing levels of international trade1  and the rise of China, India, Brazil 
and others as global economic powers illustrate how the world is be-
coming increasingly interdependent.  Each year the international move-
ment of raw materials, fi nished goods, capital, and work effort reaches 
new heights.  As a result, previously independent economies are be-
coming integrated.  Along with this increasing globalization comes its 
own set of opportunities and threats.  State and regional economies are 
becoming less and less isolated (protected) from national and global 

economic events.  Economic 
development policies in today’s 
world must now consider the 
impact of globalization on the 
region’s key employers.  Poli-
cies designed to assist them 
and to help them prosper can-
not be developed and imple-
mented in a vacuum. 

 
Trend #2:  The rapidly expanding impact of technology.
New technologies in a wide range of applications—for medicine, energy 
use, and information exchange—are arriving on the commercial scene 
at increasing rates.   Such technological innovation is making work-
ers and companies more productive, allowing both labor and capital to 
make more with less.  But this “new economy” also is changing the way 
goods and services are made.  It is changing traditional paradigms re-
garding the importance and relevance of proximity or place in economic 
development.  At the same time, it also is challenging companies in 
the region to continuously improve their ability to apply knowledge and 
technology to the production and the distribution process better than 
their competitors in other parts of the New England region, the coun-

1   The recent breakdown of the so-called Doha round of talks under the umbrella 
of the World Trade Organization notwithstanding.
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try, and even the rest of the world.  Encouraging continued growth in 
regional productivity—including fi nding ways to encourage new capital 
investment and improving regional work force preparedness—will be 
on-going keys to the regional and municipal economies’ continuing abil-
ity to compete in the fast-changing marketplace. 

Trend #3: The changing demands for company location.
The location of high tech companies tends to be less infl uenced by 
traditional location factors such as proximity to raw materials and mar-
kets and the costs of transportation than is the case for old economy 
companies, especially manufacturing. High tech companies are inter-
ested in different location factors. For example, they tend to locate with 
other companies like theirs 
and the related supporting 
networks (see cluster strate-
gies below). They also tend 
to be responsive to the more 
subjective lifestyle desires of 
their owners, managers, and 
key workers. Many high tech 
companies can be where the 
people want to be and, all 
other things being equal; they 
will want to be in a place with 
a desirable quality of life.
 
Trend #4: Capitalizing on clusters.
Even with all the technology that allows workers to telecommute and 
to collaborate on projects across the globe, nothing replaces personal 
contact.  If innovation is a social process and face-to-face tacit knowl-
edge is important, then innovation is a “place-based” enterprise.  At 
the end of the day, humans require socialization. The networks at the 
heart of the new innovation model function most effectively when their 
components are clustered geographically in a region.  The competi-
tive advantages generated by an industry cluster are not only from the 
concentration of related industries and their suppliers being in the same 
place, but more importantly from access to strategic economic inputs 
that are not usually provided solely by the private sector. These inputs 
include workforce skill training, transportation and communication in-
frastructure, and effi cient regulatory procedures.  These strategic in-
puts are often referred to as “economic infrastructure” or “foundations” 
and the public sector has the greatest infl uence in laying this economic 
foundation.  Industrial concentration encourages the development of 
economic foundations that are tailored to the needs of a region’s clus-
ters, providing crucial sources of competitive advantage. Clusters are 
likely to arise “naturally” and, if so, their value can be enhanced by 
organized effort or they can be initiated in situations where the basic 
elements are present but undeveloped.

Trend #5:  Changing demographics.
The population of the U.S., the New England region, the state, and the 
town are aging, and the population of the state and the New England 
region are aging at a rate that is faster than the nation as a whole. Al-
though all areas within the U.S are aging, New England and especially 
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Maine are doing so at a faster rate.  Currently, Maine is reported to have 
the oldest population (by median age) of any state in the country.  This 
trend of increasing median ages is typical for most developed western 
economies, while many developing countries are experiencing either 
declining or at least a steady median age.

The aging of the population is transforming our society.  One impact has 
been concern about the adequacy of the labor force across New Eng-
land as aging “Baby-Boomers” begin to reach retirement age (currently 
67 years of age).  In addition, it also is recognized that “Baby-Boomers” 
are more mobile (energy costs notwithstanding) and have come to de-
mand more and better leisure-time activities, recreational facilities, and 
safe communities that contribute to a high quality-of-life.  This increas-
ing demand of “Baby Boomers” for a higher quality-of-life, dovetails with 
current trends in work force recruitment and retention.  These trends 
indicate that a high quality of life is increasingly being recognized as a 
key strategic economic development asset—enhancing the ability of a 
region’s to attract and retain a skilled and dedicated work force.

Trend #6: Persistently high energy prices.
Just two years ago, industry analysts scoffed at a published report that 
predicted $100 per barrel crude oil, and many of these same analysts 
rejected the idea of $4.00 per gallon gasoline prices.  Recently, as the 
price of a barrel of oil approached $150 and the price of a regular gallon 
of gasoline broke through the $4.10 per gallon level, projections of $200 
per barrel crude oil and $5.00 per gallon gas—even if they still seem 
pessimistic—are no longer rejected out of hand.  These prices, which 
this past summer rose to new all-time record highs, are now compelling 
changes in household and business consumption behaviors. Recent 
news stories and data indicate that Americans are now driving less (as 
confi rmed by the recent reductions in vehicle miles traveled), and en-
ergy prices are beginning to infl uence changes in vehicle preferences 
(from less fuel effi cient and bigger vehicles to smaller more fuel effi cient 
vehicles).  Persistently high fuel prices1  reduce spendable household 
income, increase the costs of travel, drive up business costs for com-
panies, and make it harder for regional businesses to access global 
markets in traditional ways.  On the other side, persistently high fuel 
prices encourage closer to home activity and travel, more compact and 
centralized development, reduce incentives for off-shoring activities on 
the part of some businesses, and encourage innovation to reduce fossil 
fuel consumption, which—eventually—will reduce our high dependency 
on fossil fuels.

Trend #7: The “greening” of economic development and other public 
policies.
The reality of persistently high energy prices—even against the back 
drop of the signifi cant declines since mid-July of 2008—has encour-
aged a recent “greening” in governmental policies across many parts of 
the world.  This “greening” has generated new ideas and approaches 
to economic development policies around the country.  New opportuni-
ties to develop and commercialize technologies that were previously 
price-cost prohibitive are now under consideration.  The growth of inter-
1   Even though oil and gasoline prices have fallen signifi cantly off their early 
July peaks, each remain well above prices experienced at this time last calendar year.  
Moreover, there is little confi dence within the industry that these recent and any further 
declines will be sustained.  
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est in alternative energy sources-products has increased signifi cantly 
as a part of that emergence, opening the door to a number of new 
business opportunities in natural resources development and potential 
cost saving technologies that were previously not feasible in the world 
of “cheap oil.”

Trend #8. Developing Twenty-Four-Hour Downtowns.
“A successful downtown,” as described in a 1998 Urban Land Insti-
tute report, “requires a twenty-four-hour environment, a place where 
people live, work, and play throughout the day and night.”  Twenty-
four-hour downtown strategies recognize that developing offi ce space 
is not enough. Instead, cities must consider other types of economic 
activity and, must consider, especially, what happens in the downtown 
once offi ces and other businesses close for the day. Without housing, 
a twenty-four-hour downtown is not possible. For the fi rst time since 
the fi rst half of the 20th century the development of housing in and 
near central city downtowns is succeeding. A 1998 Brookings Institu-
tion survey found that all of the cities surveyed are projecting increas-
es in downtown living and in many cases very substantial increases. 
These include cities with downtowns that have been in deep decline as 
well as cities that are not thought of as having downtowns.  

Trend #9. Fostering Cyberdistricts. 
Ironically, cities that did not undergo major redevelopment that mod-
ernized their cores with glass-cased skyscrapers have found that late 
19th and early 20th century buildings and districts are an asset in 
the economy of the 21st century. They are discovering that live-work 
space possible in “funky” old commercial and industrial areas is es-
pecially attractive to companies and workers focused on the content 
side of the new economy. Joel Kotkin has referred to these areas as 
“cyberdistricts” that have transformed formerly destitute warehousing 
and manufacturing space into highly desirable post-industrial hubs. In 
many cases, these districts have become ‘knowledge value’ neighbor-
hoods with strong residential, retail and cultural components.
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Public Utilities

KENNEBUNK, KENNEBUNK PORT, WELLS WATER DISTRICT 

K
ennebunk’s public water supply is serviced by the 
Kennebunk, Kennebunkport & Wells Water District. 
(KKWWD)  This seven-town water district covers a 
service area from Biddeford Pool to Cape Neddick in York.  
The Kennebunk service area covers approximately 60 

percent of the town, spanning from the waterfront to west of Interstate 
95, south to the Wells town line and north to include the Kennebunk 
Elementary School.  

The Town’s Industrial Park is served by a high capacity 20” main along 
Route 1.  The West Kennebunk Industrial Park is served by primarily 
8” and 12” mains and an adjacent 1 million gallon standpipe.  Most of 
the town’s fi re hydrants exceed fi re fl ow standards.  The water trans-
mission mains to all regions of the town are primarily 10 to 20 inches 
in diameter, with a few exceptions that are scheduled to be upgraded.  
The District replaces and upgrades an average of approximately 1% of 
its 1,080,000 feet (105 miles) of pipes each year.  

The population of the District’s service area ranges from about 28,000 
to over 100,000 in the summer season.  The wide annual fl uctuation of 
residents requires the District to manage large amounts of storage ca-
pacity.  Water demand ranges from 1.8 million gallons per day (MGD) 
in the winter to between 6 and 7 MGD in the summer.  The Town of 
Kennebunk has more stable water demands than do the neighbor-
ing municipalities.  Kennebunk has a total of 4225 water customers 
and 6% of them (269) are seasonal.  Most of the seasonal fl uctuation 
comes from residents in Wells, Ogunquit and Kennebunkport, where 
the seasonal customer component averages about 20%.  The District’s 
total available water supply ranges from 8 MGD to 12 MGD depend-
ing primarily on seasonal weather conditions. Therefore, in a worse 
case scenario the District has a buffer of 1 mgd which is more than 
adequate to accommodate any new development.  Part of its available 
supply is from its interconnection agreements with two neighboring 
water utilities.  The Biddeford Saco Water Company to the north and 
the York Water District to the south are poised to sell the KKWWD up 
to 3 MGD if needed.  These sources are very rarely used but act as an 
emergency backup supply in the case of unexpected demand.  

The largest water user in Kennebunk is the Turnpike Visitor Center(s) 
at 14,000 gallons per day.   Because it is a turnpike visitor center it is 
likely to remain a constant within the demand portfolio of the District. 
Two congregate care housing facilities are Kennebunk’s next two high-

II.  Existing Conditions
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est sources of demand, each at approximately 8,000 gallons per day.  
The District’s three largest water users, which are not in Kennebunk, 
each demand approximately 30,000 gallons per day.

All water main extensions to serve new developments are paid for by 
the developer or homeowner(s), with the District only contributing when 
it determines that a larger size or other design modifi cation is needed 
to best serve the region. 

When considering all of the above and the fact that the District has an 
up-front impact fee that is dedicated to providing the underlying source 
and infrastructure needed to serve new customers, water supply is not 
a limiting factor to economic development or growth in Kennebunk. 

Figure 1: Kennebunk’s Water Infrastructure
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KENNEBUNK SEWER DISTRICT
The sewer district was established by a state legislative charter in 
1955.  The charter limits the service area to lands east of the Maine 
State Turnpike with the exception of the town’s Industrial Park located 
west of the turnpike. MSAD 71 and municipally owned buildings west 
of the Maine Turnpike may also be serviced by public sewer.   The vil-
lage of West Kennebunk is not served by municipal sewer.  

The District treated an average daily wastewater fl ow of .770mgd in 
2007.   This represents 57% of their design capacity.  The plant has 
steadily increased its use of their total capacity over the last 10 years.  
In 1998, the plant used approximately 44%.  Ten years later, the plant 
is treating an average design capacity of 57%.  The plant is designed 
to treat approximately 1.31mgd.  Like the water district, the sewer dis-
trict customer base increased by approximately 2% per year for the 
last 10 years.   

Capacity of Sewer Treatment Plant

45% 44% 52% 55% 54% 51% 50% 57% 57%
44%

10%

30%

50%

70%

90%

1998 1999 2000 2001 2002 2003 2004 2005 2006 2007

Year

% used

 

Both the sewer and water districts have impact fees to cover the cost 
of additional capital if a new customer wanted to hook into the system 
but was not on the network.  The sewer district has capacity to ac-
commodate most new developments.  If a new business wanted to 
hook into the system whose waste products had high levels of BOD’s 
(Biochemical Oxygen Demand) or other constituents then the Sewer 
District would require on-site pretreatment before it reaches their plant.  
However, the system can currently accommodate large offi ce build-
ings, institutional developments, or large residential projects without 
any special considerations. 
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Figure 2: Kennebunk’s Wastewater Infrastructure

KENNEBUNK LIGHT AND POWER DISTRICT
The KL&P serves a majority of Kennebunk.  The Board of Trustees is 
currently drafting legislation to permit the District to serve the entire 
town.   A new substation was built in West Kennebunk in 2007.  It 
regulates 6 megawatts of load and greatly improves energy reliability 
for the town.  The town’s industrial park is now served by this new 
substation.  

The District’s electric rates are currently 10.6 cents per kilowatt hour.  
These are the third lowest electric rates in the state.  Only Houlton and 
Madison Electric Utilities have lower rates than Kennebunk.  These 
two utilities are, like KL&P, municipal owned and only serve their mu-
nicipality.  KL&P has consistently sold electricity at rates below the 
state average and this is still true today.  While electricity rates may be 
expensive in absolute terms, Kennebunk Light and Power is doing a 
good job in keeping them as low as possible in relative terms.  How-
ever, all electric rates will change in March 2009.  KL&P will increase 
to 12.5 cents placing it in fourth place.  Central Maine Power’s rate will 
decrease to 14.4 cents and move to fi fth place.  The District can boast 
of an excellent track record in reliability.
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Table 1: Maine’s Electric Rates 2009 ( ¢ per kWh )

Utility Delivery Supply Rate Total kWh Rate

(standard offer)

Houlton 2.116 5.387 7.503

Madison 3.59 4.57 8.16

KL&P 1.342 9.3 10.642

Van Buren 2.824 7.89 10.714

EMEC 7.1718 5.8 12.9718

CMP 6.358 8.7994 15.1574

MPS 8.3001 7.89 16.1901

BHE 8.385 9.0121 17.3971

Fox Island 13.155 10.476 23.631

Maine State Average 13.596

Source: Maine Public Advocate, January 2009

The District has no generation capability of its own, with the exception 
of three small dams on the Mousam River which generates a fraction 
of their total power supply.  The District essentially purchases all of its 
power from an outside power company.  The District has an unrestrict-
ed power supply contract.  It can purchase as much power as it needs.  
If a new business demanded large amounts of power the District has 
the capability to purchase additional power on demand.   The District 
currently serves approximately 5,900 customers.  In 2007 it added 56 
new services, and constructed 4.6 miles of overhead and underground 
primary and secondary conduit.    

The cost of electricity is high throughout New England.  New England 
has the highest electricity rates in the country behind only Alaska and 
Hawaii.  The region also had the highest average rate increases over 

the last year. Maine has the 
second lowest electric rates 
in New England, and Ken-
nebunk has the one of the 
lowest rates in Maine.  So it 
would be diffi cult to say that 
electricity rates are keeping 
companies away from Ken-
nebunk.  The electric rates 
in Kennebunk, the State of 
Maine, and the rest of New 
England are higher compared 
to other regions in the country 

like the southeast or Rocky Mountain west.  This is an economic devel-
opment challenge shared by most municipalities in the northeast and 
not specifi c to Kennebunk.  
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Table 2 : Electric Rates Nationwide, 2009

 Division /State Residential Commercial Industrial Transportation All Sectors

 Oct-08 Oct-07 Oct-08 Oct-07 Oct-08 Oct-07 Oct-08 Oct-07 Oct-08 Oct-07

New England 18.75 16.43 15.98 14.3 13.77 12.65 7.49 8.01 16.4 14.66

Connecticut 20.09 18.74 16.1 14.86 13.52 12.34 6.77 12.31 16.93 15.72

Maine 16.26 15.29 12.93 12.22 11.55 11.16 -- -- 13.54 12.87

Massachusetts 19.7 16.04 16.95 14.62 15.94 14.34 7.96 5.54 17.56 14.98

New Hampshire 16.63 15.18 14.96 14.39 13.73 11.58 -- -- 15.34 14.09

Rhode Island 17.57 14.13 15.3 12.81 12.98 12.45 -- -- 15.7 13.23

Vermont 14.88 14.59 12.56 12.44 8.96 8.66 -- -- 12.36 12.07

Middle Atlantic 14.99 14.38 13.94 13.24 8.06 7.94 11.36 12.02 13.02 12.47

East North Cen-

tral

11.13 10 9.04 8.56 6.7 5.84 9.06 7.19 8.8 7.91

West North 

Central

9.06 8.19 6.8 6.42 5.28 4.9 6.41 6.91 6.95 6.48

South Atlantic 11.34 10.34 9.75 8.68 6.64 5.76 13.78 9.71 9.74 8.76

East South Cen-

tral

10.25 8.58 9.58 8.06 6.44 5.12 10.48 14.49 8.44 7

West South Cen-

tral

12.42 11.43 10.19 9.54 8.41 7.13 9 8.69 10.39 9.48

Mountain 10.05 9.57 8.33 8.21 6.14 5.87 8.16 7.77 8.2 7.94

Pacifi c Contigu-

ous

11.83 10.87 12.02 11.84 8.04 8.43 8.44 8.39 11.08 10.78

Pacifi c 

Noncontiguous

28.1 22.24 24.47 18.92 24.85 18.96 -- -- 25.68 19.95

U.S. Total 11.86 10.81 10.49 9.79 7.24 6.44 10.91 10.46 10.02 9.18

TIME WARNER CABLE
Time Warner Cable New England is the local internet, telephone, and 
cable TV provider for Kennebunk.  A company representative was in-
terviewed to determine the capacity and availability of the internet in-
frastructure in town.   The entire town is serviced with high speed fi ber 
optic cables.  This is the most advanced internet infrastructure com-
monly available.  In terms of internet infrastructure, Kennebunk has no 
appreciable barriers to hosting intensive web-based businesses.    
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Land Use

Kennebunk’s long term development goal is to fully utilize existing de-
velopment areas and avoid new construction in rural and low density 
areas.  The town plan states:  

“Policy 1: The Town should continue to encourage and direct future growth to 

existing and expanded growth areas, and should continue to discourage future 

growth in rural areas.”

This requires infi ll development in the town’s traditional villages and to 
craft effi cient development patterns in underutilized commercial zones.  
It also means ensuring that the current zoning and development regula-
tions encourage attracting 21st century jobs.  

There are three traditional commercial centers in Kennebunk: Down-
town, Lower Village, and West Kennebunk Village.   Each has a distinct 
character, settlement pattern, land use goals, and infrastructure.   As 
such, each area can accommodate different quantities and types of 
economic development.   The Town’s Comprehensive plan identifi es 
these areas as “Growth Areas” designed to accommodate new devel-
opment within the constraints of existing zoning.  

Downtown
 Kennebunk’s downtown has been the tra-
ditional location for much of the economic 
development that has occurred throughout 
its history.  The area is compact with historic 
masonry and wood clad buildings.  The La-
fayette Center, a large mill building converted 
into professional offi ces, reminds us of Ken-
nebunk’s economic history.  A mix of offi ce, 
retail, institutional and municipal government 
buildings primarily dominate the land uses.  
Kennebunk’s Main Street is U.S. Route 1 
that runs though the heart of downtown.  It 
becomes congested during peak hours indi-
cating its signifi cance as a commuter route.  
Another indicator is the presence of three 

gas stations in the center of downtown.  These gas stations in the heart 
of downtown confl ict with the long term land use goals of this area and 
prohibit effi cient infi ll development.  The three gas stations together oc-
cupy 1.2 acres of land, with one of them occupying over a half an acre.  
This is a large amount of land for a downtown.  To put this in relative 
terms, today there are currently six retail businesses located on one 
address (36 Main Street) of .08 acres of land and 15 professional of-
fi ces with parking on less than one acre of land at 5 Nasons Court (Blue 
Wave Professional Center).

During the course of writing this report, numerous retail storefronts 
have closed and reopened.  At the start of this project, approximately 5 
storefronts were counted as closed.  Six months later, there were nearly 
twice as many.  In January of 2009, a commercial real estate agent 
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stated that there were recent leases signed to occupy some of these 
storefronts.   Over the last 6 months, a bakery has closed and a new 
pub/restaurant has opened.  Some of these changes are a natural pro-
cess in the commercial real estate world.  There is a current downturn 
in the economy and commercial retail is extremely vulnerable now.  
Some of these empty storefronts are a result of a weak demand for 
space on Main Street.  Little can be done about the national economy, 
but weak demand for downtown space is a long term issue that should 
and can be addressed.            

Parking in downtown is adequate; although there are differences in 
opinion in this matter.  Some businesses believe there is not enough 
parking, while others believe the parking lots occupy too much valu-
able land.  The Town owns three off-street parking areas:  42 spaces 
on Grove Street; 51 spaces near Garden Street Market; and 31 spaces 
at the Town Hall.  There are also approximately 50 on street spaces 
along Main Street.   Recent changes to the Town’s zoning ordinance 
(article 10 Section 9(C)(2)(c)) now eliminate the need for retail and 
restaurant businesses on the fi rst fl oor to demonstrate that they have 
adequate off-street parking as a criterion for permit approval.  This will 
increase the value of Main Street property and the opportunity for busi-
nesses to grow there. 

Lower Village
This is the heart of the Town’s tourism sector.  Tourism businesses 
such as lodging, restaurants, art galleries, and gift shops seamlessly 
fl ow into Kennebunkport, as do the tourists, without recognizing any 
municipal boundaries.  Kennebunk and Kennebunkport are famous 
Maine destination areas.  They attract 26 percent of all of Maine’s visi-
tors (the third most popular destination behind Portland and Kittery and 
tied with Freeport).  This amounts to nearly 11.3 million visitors annu-
ally1.  The economy of Kennebunk’s lower village in tightly integrated 
within Maine’s tourism economy.

The Lower Village is in the Lower Village Business District zone.  The 
objective of the Town’s zoning for this district is to provide for and en-
hance both the tourism trade and services for local residents.  The bulk 
and dimension standards attempt to perpetuate the historic character 
of this area.  Inns are permitted under this zoning by hotels and motels 
are not.   This district does not have any ocean front.  A limited num-
ber of waterfront businesses are located along the Kennebunk River 
including marinas which provide boater access to the ocean.  

Kennebunk has approximately 3.5 linear miles of oceanfront.  This 
entire ocean front is in either the Rural Conservation District or the 
Coastal Residential District zones.  Both of these zones prohibit com-
mercial development of any kind with some minor exceptions such as 
day cares and summer camps.  There are two lodging businesses that 
do provide ocean access that are grandfathered in but future develop-
ment of this type is not currently possible.

1 Travel and Tourism in Maine The 2004 Visitor Study Management Report.  
Prepared for the:  Maine Offi ce of Tourism, by Longwoods International.
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Figure 3: Zoning Districts in Lower Kennebunk
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West Kennebunk
The part of Town known as West Kennebunk is generally considered 
to be the area located west of the Turnpike and running from Alewive 
Rd. to Cole Rd. and back around Alfred Rd. to the turnpike. The Village 
of West Kennebunk has traditionally been considered the section of 
Alfred Rd.( formerly Main St.) which is located between the Thompson 
Rd./ Mill St. intersection and the industrial zone. The Village consists 
of a Post Offi ce, two small eating places, a church, a Masonic hall, and 
a small manufacturer as well as the surrounding residential neighbor-
hoods. The use of the building at the corner of Alfred Rd. and Maple St. 
has historically provided the village with important village services - fi rst 
as a general store and later as a community market – but is current-
ly vacant since the market’s relocation to the industrial district. Other 
important facilities which serve the West Kennebunk area include the 
West Kennebunk Recreational Field, the Kennebunk Middle School, the 
West Kennebunk Fire Dept., the Dorothy Stevens Community Center 
and the Animal Welfare 
Society.

The zoning in the West 
Kennebunk Village 
Area (WKV zone) al-
lows for some com-
mercial uses.  Business 
services, professional 
offi ces, inns, theaters, 
and retail of less than 
3,000 square feet are 
examples of allowed 
uses.  State statue pre-
vents the Sewer District 
from extending service 
to the village.  There-
fore, the land uses are 
low density.  Minimum 
lot size is 20,000sf and 
maximum lot coverage is 25% or 5,000 square feet which results in 
a Floor to Area Ratio of .25.  This results in an ineffi cient use of com-
mercial property.   The zoning for this area states that the purpose is 
to “enhance long-time commerce.”  However, a long standing grocery 
store left the area for a more profi table location.  This is an indicator 
that the economy and commerce has changed.   Once profi table busi-
nesses that served the local population are now facing a different set of 
competitive challenges than they did years ago.   So while the zoning 
remains unchanged the economy has not, and in effect, is forcing a 
new land use pattern.

Industrial Areas
There are two Industrial Zoning districts.  West Kennebunk Village bor-
ders the town largest. This zone is 330 acres in size and includes some 
of the town’s largest employers.  This area is served by sewer and wa-
ter infrastructure.   A natural gas pipeline runs along the western edge 
of this area and through the center of West Kennebunk Village.   The 
Maine State Turnpike interchange is located in this zone (Figures 5A 

Figure 4: Zoning in West Kennebunk Village
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and 5B).   The Industrial zone here is broken up by interjecting single 
family homes.  Approximately 10 single family homes are located on 
Alfred Way.  Their parcels are currently in the Village Residential zone 
but they are an island surrounded by the Industrial zone.  This has 
the potential for land use confl icts and limiting the ability to recruit new 
or expand existing businesses.  The same situation occurs on Alewife 
Road in the vicinity of Colby Lane where approximately 9 single family 
homes are surrounded by industrially zoned land.  

The second industrial zone is 121 acres on Factory Pasture Lane and 
Depot Streets.  This is a relatively large area of underutilized industrially 
zoned land.   An overlay of wetlands data on this industrial zone shows 
that relatively little of this land is negatively impacted by wetlands.  The 
town’s GIS data estimates that approximately 15 acres of this area con-
tains wetlands.   This industrial zoned land is within walking distance to 
downtown and borders the Downtown Business district zone.

Figures 5A and 5B: Arial view and zoning map of West Kennebunk Industrial Park 

Figures 6A and 6B: Arial view and zoning map of Downtown Industrial Zone 
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The ordinance governing the Industrial zone allows for a variety of com-
mercial and industrial uses such as auto repair services, manufactur-
ing, research and development, warehousing, and hotels and motels.  
Professional offi ces are not allowed in the Industrial zone.   Minimum 
lot size in the Industrial zone is 40,000 square feet.  All of the vacant 
lots appear to be greater that 40,000sf1 and therefore buildable under 
current zoning.    

Business Park, Route One South 
Route 1 South or York Street is within the Business Park district.  There 
is only one district in town with this zone.  It is approximately 414 acres 
in size with York Street as the central transportation route through its 
center.  There are a few short dead end roads spurring off York Street 
but none of them form a circulation pattern.  The area is heavily impact-
ed by wetlands.   A special study conducted by Stantec, Inc for the town 
shows that over 60% of the undeveloped area is wetlands and 68% 
of the road frontage on York Street is wetland.  In addition there are 
signifi cant wildlife habitats, and groundwater recharge areas.  Develop-
ment in this area is extremely limited.  Stantec estimates that a hypo-
thetical build out of the area would result in 36 acres of developed land 
resulting in 25 acres of 
wetland impacted.   Reg-
ulatory agencies may re-
quire mitigation ratios of 
up to 20:1 for impacted 
wetlands.  Therefore, it 
is uncertain without de-
tailed discussions with 
these agencies whether 
additional new develop-
ment is possible or not.  
 
The Business Park zone 
allows for a wide ar-
ray of commercial uses 
ranging from wholesale 
sales, professional of-
fi ces, auto repair servic-
es, and manufacturing.  
Lodging businesses are 
not permitted.  This is a 
curious omission since 
restaurants, retail, and 
outdoor recreation are 
permitted and US Route 
One in Maine is a desir-
able location for lodging.   
The minimum lot area is 40,000sf or slightly less than one acre.  The 
maximum lot coverage is 33 percent, which means on a one acre parcel 
the total building footprint can be no greater than 13,200sf.  Maximum 
building height is 40 feet.   
 

1 However, data on Factory Pasture Lane was found in the commercial data-
base.

Figure 7: Business Park District, Route One South, with Wetlands
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There are 12 vacant parcels in the Business Park zone totaling 140 
acres.  This results in an average parcel size of 11.6 acres.  The town’s 
commercial database shows that there are three parcels that are small-
er than 1 acre and therefore not buildable under current zoning. 

Suburban Commercial 
The Suburban Commercial district is located along US Route 1 North.  
It starts just north of Fieldcrest Drive at Post Offi ce Square and ends at 
the town line.  The area is characterized by automobile oriented, large 
scale shopping and commercial activity.  There are few if any sidewalks 
with inconvenient and potentially risky pedestrian crossings.   Shop-
ping centers with very large parking lots in front of buildings dominate 
the view.  The zoning document states that the purpose of this area 
is to provide for automobile oriented commercial and industrial activ-
ity.  Permitted uses include professional services, offi ce spaces, health 
facilities, retail, and lodging businesses.  Residential uses are not per-
mitted according to the zoning.  However, there are approximately 110 
condominiums on Farragut Way and Power Mill Drive both of which are 
in the SC zone.  

Figures 8A and 8B: Suburban Commercial District, Route 1 North
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 Commercial Database of Existing 
Businesses

An extensive inventory of exist-
ing businesses in Kennebunk 
was completed.  The town’s As-
sessor database was combined 
with interviews and site visits to 
create a unique database of the 
town’s commercial businesses 
and all commercial property.  
Numerous factors were ana-
lyzed including the type of the 
business, number of employees, 
vacancy of the building, current 
use of building, numerous amenities and features of the building and 
empty commercial building lots.  The Commercial Database is provid-
ed to the town as a separate product from this report. It is in a fl exible 
GIS (Geographic Information Systems) format that can be expanded 
and updated as needs arise.  

VACANT COMMERCIAL LAND 
There are 645 commercial lots in Kennebunk.  At least thirty fi ve of 
these lots are vacant land. There are six lots that are over 6 acres 
and the remainder are mostly 1 acre lots. Kennebunk has a total of 
182 undeveloped acres of commercially zoned property according to 
the town’s commercial database.  In addition, there are 451 acres of 
Industrial lands which the town’s commercial database does not inven-
tory.  Some of this is built on and some is not.  Approximately 70-90 
acres of developable industrial land exists in the downtown area and 
100 in the West Kennebunk area.  The known 182 acres added to the 
estimated industrial acres amounts to approximately 372 undeveloped 
commercial property (Table 8). 

Table 8: Vacant Commercial Land in Kennebunk

Neighborhood # of Lots Acres Assessed Value

Lower Village 1 2.80  $          5,000 

Other 3 16.00  $       361,800 

Route 1 North 5 8.79  $    1,639,300 

Route 1 South 12 140.06  $    1,645,600 

West K 14 14.60  $    1,330,200 

Industrial Zones unknown 190 estimated

Total 35 372  $    4,981,900 

Source:  Kennebunk Commercial Database

Table 8 shows that these vacant commercial lots are spread through-
out the town.  Route 1 South neighborhood has the largest number 
of acres at 140, however, much of this land is not developable due to 
wetlands.  The town is currently in negotiations with the Army Corps of 
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Engineers and the State of Maine’s Department of Environmental Con-
servation to determine if some of these wetlands can be fi lled in through 
a wetland mitigation program. 

Overall, the area studied provides enough signifi cant development 
challenges that a developer would likely choose an alternative location 
that would be easier to build.  Using this land would require the town 
to acquire development permits.  The town and existing businesses, 
however, should continue to seek ways to expand existing buildings on 
currently developed lots.  

VACANT COMMERCIAL BUILDINGS
The town’s commercial database was also established to help deter-
mine existing vacancies in commercial buildings.  This helps prospec-
tive businesses fi nd a location in Kennebunk or for existing businesses 
to relocate within the town.  At the time of this writing there were only 
5 vacancies in commercial buildings in Kennebunk.  This number will 
likely be different to the reader of this report since vacancies are con-
stantly changing.  A review of the Commercial MLS (Multiple Listing 
Service) showed 8 commercial listings for sale and 19 spaces for lease. 
There will likely be discrepancies between the two datasets because of 
the source of data.  The town’s database is based on observation from 
site visits and the MLS are listings posted by realtors.  Site visits will not 
uncover all vacancies.  

COMMERCIAL BUSINESSES IN KENNEBUNK
The commercial database was reviewed to determine Kennebunk’s 
largest employers.  A minimum of 20 employees was used as the defi -
nition of “large employer.”  There are thirty four large employers in Ken-
nebunk employing approximately 1900 employees.   There are 5349 
employees in Kennebunk, which means that 35% of the town’s employ-
ees are concentrated in thirty four fi rms.   

The database shows 645 commercial addresses.  There are 35 vacant 
lots, leaving 610 commercial addresses.  At the time this database was 

completed there were at least 
another 31 commercial address-
es that were vacant.  This results 
in 579 businesses.  The Quar-
terly Census of Employment and 
Wages data shows Kennebunk 
with at least 509 employers in 
the year 2006.   This number 
would exclude sole proprietors 
and other businesses that do 
not pay unemployment insur-
ance.   Therefore, there are ap-

proximately 70 sole proprietors working in commercial spaces in Ken-
nebunk.  This does not include home base offi ces if the Town Assessor 
does not record the property as commercial.  Data from the business 
owner survey (described later in this report) reveals that approximately 
19% of Kennebunk’s business owners work out of their home.  If the 
Census is correct, we can add 97 businesses on top of the 509 they 
counted for a total of 605 businesses.  The exact number of employers 

Kennebunk has approximately 600 
businesses ... 94% are small bus-
sinesses with fewer than 20 em-
ployees, and 19% of Kennebunk’s 
business owners work out of their 
home.
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Table 9: Kennebunk’s Major Employers

Business Name Approximate # 

of employees

Sector

MSAD (School District) 410 6111 Elementary and Secondary Schools

WILLIAM ARTHUR INC 380 511191 Greeting Card Publishers

CORNING INC 300 3391

3261

Medical Equipment and Supplies

Manufacturing Plastics Product

STOP & SHOP 240 4451 Grocery Stores

FEDERAL JACKS RESTAURANT 

AND BREW PUB

100 722 Food Services and Drinking Places

KENNEBUNK NURSING AND RE-

HABILITATION

95 6231 Nursing Care Facilities

KENNEBUNK SAVINGS BANK 83 52212 Savings Institutions

GARDEN STREET MARKET 72 4451 Grocery Stores

TOMS OF MAINE INC 50 551114; 4461; 325411 Corporate, Subsidiary, and Regional Managing 

Offi ces; Health and Personal Care Stores; Me-

dicinal and Botanical Manufacturing

ATRIA KENNEBUNK 50 623311 Continuing Care Retirement Communities

PILLSBURYS 46 23822

4441

Plumbing, Heating, and Air-Conditioning Con-

tractors

Retail Building Material and Supplies Dealers

SMMC VISTING NURSES 40 6233 Community Care Facilities for the Elderly

BERGEN AND PARKINSON LLC 37 5411 Legal Services

K K  W WATER DISTRICT 35 92411 Administration of Air and Water Resource and 

Solid Waste Management Programs

HANCOCK LUMBER 35 4441 Building Material and Supplies Dealers

OCEAN NATIONAL BANK 30 52212 Savings Institutions

RIVERGREEN BANK 30 52212 Savings Institutions

RITE AID 30 4461 Health and Personal Care Stores

MCDONALDS 30 722 Food Services and Drinking Places

PRIMCARE PHYSICIAN ASSOC 30 6211 Offi ces of Physicians

HB PROVISIONS 28 452 General Merchandise Stores

NORTHEAST COATINGS 28 3328 Coating, Engraving, Heat Treating, and Allied 

Activities

BENNETTS STORE 27 452 General Merchandise Stores

ANIMAL WELFARE SOCIETY 26 81291 Pet Care (except Veterinary) Services

WINDOWS ON THE WATER 25 722 Food Services and Drinking Places

TRUENORTH HOME SYSTEM 25 236118 Residential Remodelers

UNITED STATES POSTAL SERVICE 25 491 Postal Service

LIGHTHOUSE DEPOT 25 454 Nonstore Retailers

DIGITAL RESEARCH INC 22 541613 Marketing Consulting Services

COLDWELL BANKER 22 531 Real Estate

RIVER TREE ARTS 22 61161 Fine Arts Schools

SUNRISE ASSOCIATES 20 62411 Child and Youth Services

CLAM SHACK INC THE 20 722 Food Services and Drinking Places

SHIELDS MEATS & PRODUCE 20 424 Merchant Wholesalers, Nondurable Goods

Total 1900
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in Kennebunk is diffi cult to calculate because of the different data sources and inher-
ent errors in collecting the data.  For planning purposes it should be estimated that 
Kennebunk has approximately 600 businesses.      

If there were 600 businesses then 566 of them, or 94%, are small businesses with 
fewer than 20 employees.   
 

Table 10: Economic Portfolio of Kennebunk by Large Employers

Major Sector # of Firms % # of jobs %

23 Construction 2 6% 71 3%

31 Manufacturing 3 9% 378 15%

42 Wholesale 1 3% 20 1%

44 Retail 9 26% 553 22%

51 Information 1 3% 380 15%

52 Finance & Insur-
ance

3 9% 143 6%

53 Real Estate 1 3% 22 1%

54 P r o f e s s i o n a l 
Services

2 6% 59 2%

55 Management 1 3% 50 2%

61 Education 2 6% 432 17%

62 Health Care 5 15% 235 9%

72 Accommodation 
& Food Services

4 12% 175 7%

Total 34 100% 2518 100%

Sources: Kennebunk Commercial Database; Crane Associates; Quarterly Census of Employment and Wages 

 

Table 11: Economic Portfolio of Kennebunk by All Employers

Sector Jobs % Total 

Construction 229 4.28%

Manufacturing 939 17.55%

Trade, Trans. & Utilities 769 14.38%

Information 201 3.76%

Financial Activities 379 7.09%

Prof. & Business Services 405 7.57%

Education & Health Services 950 17.76%

Leisure & Hospitality 664 12.41%

Other Services 167 3.12%

Government 646 12.08%

Total 5349 100.00%

Source: Quarterly Census of Employment and Wages

COMMERCIAL REAL ESTATE
Using the Town’s Real Estate Property Database, a comprehensive inventory of 
offi ce and commercial space was constructed for the Town. In the database, each 
property is categorized including condo/townhouse and colonial for residential prop-
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erties and commercial and supermarket styles for commercial proper-
ties. For the category of Offi ce Space, “Condo offi ce”, “Offi ce Building”, 
“Financial Institution”, and “Professional Building” were combined. The 
Commercial categories includes “Commercial”, “Health Club”, “Fast 
Food Restaurant”, “Fast Food Take-out”, “Restaurant”, “Supermarket”, 
and “Store”. Table 12 below shows the data for each category.

Table 12: Offi ce and Commercial Space in Kennebunk

 Offi ce Commercial

Total Usable Square Footage 434,487 sf 429,043 sf

Total Number of Properties 113 118

Average Square Footage 3,845 sf 3,636 sf

Total Assessed Value $    52,271,000 $51,686,300
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Population

K
ennebunk’s population increased from just over 8,000 
people in 1990 to 11,382 in 2007.  This is a growth rate of 
approximately 2% per year. This was substantially higher 
than the state’s growth rate at .4% and York County’s 
growth at 1.1% per year.  The population grew faster 

during the 1990’s than it did between 2000 and today.  However, for the 
past 17 years the town’s population has grown nearly twice as fast as 
the York County average (Table 13). 

York County’s share of the state’s population increased over the last 
17 years and Kennebunk’s share of the county’s population increased. 
Kennebunk’s percentage of the county total population has increase 
over this same time period.  Kennebunk made up 4.8% of the popula-
tion in 1990, growing to 5.6% by the 2000 Census and to 5.6% as of 
the July 1, 2007.

General demographic trends throughout the country show that the baby 
boom generation is now retiring and Maine is no exception.  In fact, 
Maine is one of the oldest states in the country when measured by 
average age of the population.  The age data on Kennebunk show a 
mixed message.  The median age in Kennebunk is 41.3 years old which 
makes it the 6th oldest town among York County’s 29 municipalities.  
On the other hand, Kennebunk had the largest population increases in 
grade school children in the county.  Kennebunk also had the largest in-
creases in middle aged adults (ages 45 to 54 years).  The 75 years and 
higher category grew second fastest.  In fact, Kennebunk had the larg-
est increases, or the slowest decline, in all age categories compared to 
the county and state averages (Table 14).  

Also notable is that Kennebunk had the slowest decrease in young 
adults (ages 20-34 years).  Typically, young adults move off to college 
or for careers.  Given that Kennebunk is known for relatively high hous-
ing prices, and that it doesn’t import college students, one might as-
sume that the town would lose more people in this age category.  It 
appears that Kennebunk is retaining its younger workforce better than 
the county or state although an explanation for this is hard to fi nd.  

III.  Demographics

Table  13:  Population 

 1990 2000 2007* 9 0 - 0 0 
Yearly % 
Change

0 0 - 0 7 
Yearly % 
Change

9 0 - 0 7 
Yearly % 
Change

Kennebunk 8,004 10,476 11,382 2.73% 1.19% 2.09%

York County 165,225 186,742 201,341 1.23% 1.08% 1.17%

Maine 1,231,719 1,274,923 1,317,207 0.35% 0.47% 0.40%

Source: U.S. Census Bureau*: July 1, 2007 Estimate
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One must keep in mind that these data are nine years old.  So today, 
each age category is moved up nearly to the next one.  The children 
who were in the 5-14 age category in the year 2000, which was Ken-
nebunk’s second largest population group, are now in high school or 
have moved on to college or careers.   Likewise, the people who were in 
the most populated category in the year 2000 (45-54 years), are now in 
the 55-64 year old category.  This is typically the largest income earners 
of all categories and Kennebunk has seen the largest increase in this 
category compared to the county or state. 
  

The town’s size relative to the county, and the county to the state were 
largely unchanged during the inter-census period both in terms of per-
sons and households.  Although the strong population growth of the 
1990s caused Kennebunk’s share of the overall York County population 
to increase to 6% in 2000 from 4% in 1990, the subsequent slow popu-
lation growth rate has resulted in the town’s share of the county popula-
tion to remain unchanged during the 2000s.

The chart below shows age distributions for the U.S., 
Maine, and Kennebunk.  The data are now eight 
years old and the lines should be expected to have 
shifted to the right.  The “baby boomer” generation 
is represented by those between 44-62 years of age 
today.  Their children are now mostly between 5-40 
years of age. The data show that the under 9 years 
of age category’s share of total population is declin-
ing decline as the “echo bombers” (Baby Boomer’s 
children) moved out of this category but were not re-
placed due to the relatively low numbers of younger 
adults.  Although it is possible that Kennebunk will 
retain much of its echo boom population, it will likely 
still experience an increase in its median age as the 
baby boom generation ages.

Table 14: Population Growth by Age, 1990-2000

Difference Annual % Change

Maine York County Kennebunk Maine York County Kennebunk

< 5 yrs -14,996 -1,169 31 -1.90% -1.00% 0.58%

5 - 14 2,189 3,157 558 0.13% 1.24% 4.14%

15 - 19 1,558 1,167 124 0.18% 1.01% 2.18%

20 - 34 -64,002 -7,316 -212 -2.45% -2.04% -1.50%

35 - 44 19,635 5,866 455 0.97% 1.99% 2.93%

45 - 54 67,845 12,006 764 4.44% 5.63% 6.35%

55 - 64 14,737 3,823 292 1.28% 2.46% 3.35%

65 - 74 4,596 1,693 163 0.49% 1.34% 2.09%

75 + 15,433 2,928 297 1.97% 2.89% 3.94%

Source: U.S. Census Bureau

Comparison of 2000 Census Age Distributions: U.S., Maine 

and Kennebunk
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Households

The number of households in Kennebunk grew by 36% from 3118 in 
1990 to 4229 in the year 2000.  The estimated number of households in 
Kennebunk in 2006 is 4690.  The number of households in Kennebunk 
increase nearly 60% faster than the county average.  During this time, 
the number of persons per household fell slightly from 2.57 to 2.44.  An 
increase in households and a decrease in household sizes tends to 
create additional strain on the supply of housing and pushes housing 
prices upward.  

Median household income 
in Kennebunk grew by 
2.91% per year or by a to-
tal of $12,687 over the 10 
year period.  However, the 
rate of infl ation averaged 
3.04% per year.  There-
fore, household wealth 
in Kennebunk actually 
decreased relative to the 
rate of infl ation.  Median 
household incomes for the 

county and state fared only slightly better but were still below the rate of 
infl ation with an average annual rate of 2.98% per year.

Kennebunk has a higher than average household income compared to 
the county or state.  The median household income for the town in 1989 
was $5,795 higher than the county median and $10,373 higher than the 
state median.  Ten years later, Kennebunk widened the income gap to 
$7,284 from York County and $13,674 from Maine.  It is notable that 
neither the county nor the state kept pace with the rate of infl ation.  This 
means that the collective purchasing power of households in the town, 

county, and state declined 
slightly during the 1990s—a 
period that included the painful 
structural recession that began 
in the late-1980s and spilled 
over into the early-1990s.

 

Table 15: Change in Households

 1990 2000 2006 (1) C h a n g e , 
‘90-’00

Annual % 
Change

Kennebunk 3,118 4,229 4690 1,111 3.09%

York County 61,848 74,563 82,690 12,715 1.89%

Maine 465,312 518,200 548,247 52,888 1.08%

Source: U.S. Census Bureau

(1) Estimated based on constant share of county total 

! e number of households in Ken-
nebunk increased nearly 60% fast-
er than the county average.

Table 16: Median Household Income (Nominal Dollars with CPI 
Included)

 1989 1999 2006[1]

Kennebunk $38,227 $50,914 $59,447 (est.)

York County 32,432 43,630 50,943

Maine 27,854 37,240 43,439

CPI [2] 128.6 173.5 215.0

Notes:

[1] Census estimates for 2006 are not available below the county level. Town is estimated based 

on constant ratio with county.

[2] Consumer Price Index, Northeast Cities, All Items 1982-84=100.

Source: U.S. Census Bureau
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Data from the U.S. Census Bureau regarding median household in-
come for the county and the state since 2000 show that the county 
continued to experience faster than average income growth relative 
to the state.  Although there are no published data for the town since 
2000, these data suggest that the town—as part of the county—likely 
continued to experience household income growth at a level that ex-
ceeded the statewide household income growth average.  The 2006 
household income for the town is estimated by keeping the ratio be-
tween town and county incomes in 1999 the same as 2006.  Using 
this method the county income is multiplied by 1.166 to arrive at the 
estimated $50,447.

The overall rise in household incomes caused households to shift into 
higher income categories. Over most of the income categories, growth 
for all three geographic regions was within 2.75 percentage points.  At 
the two highest income categories, growth rates began to differ more 
widely.  For the $75,000 to $99,999 household income category, the 
town’s growth rate was roughly 2.25 percentage points lower than the 
corresponding statewide average and nearly 3.50 percentage points 
lower than the county growth rate average.  For the $100,000 and up 
category, the town’s growth rate was roughly equal to the state’s but 
was just under 2.75 percentage points slower than the county house-
hold income growth rate.

Table  17: Change in Number of Households by Income 

Annual % Change in HH 1990-2000

 Maine York County Kennebunk

< $10k -2.89% -1.49% -3.08%

$10k - 19,999 -1.71% -1.54% 0.79%

$20k - 29,999 -1.26% -0.74% 0.23%

$30k - 39,999 -0.79% -1.88% -1.45%

$40k - 49,999 1.03% -0.24% 1.20%

$50k - 59,999 3.83% 3.62% 3.85%

$60k - 74,999 7.10% 7.89% 6.66%

$75k - 99,999 11.75% 12.99% 9.57%

$100k + 12.51% 15.23% 12.49%

Source: U.S. Census Bureau

Retirement income and Social Security income has increased in Ken-
nebunk. While they increased in all three geographies, the largest in-
creases were in Kennebunk.    Wage & Salary income has also in-
creased by 2.2% in Kennebunk while it decreased in the county and 
state.  As the number of retired residents continues to rise, the share of 
non-wage income sources can be expected to increase concurrently.  
Kennebunk shows no real increase in self–employment income indi-
cating the number of self employed individuals may have remained 
fairly constant.  
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Table 18: Percent of Households with Income by Source

 1990 2000

 Kennebunk York 
County

Maine Kennebunk York 
County

Maine

Wage & Salary 73.51% 78.98% 76.52% 75.72% 77.62% 74.76%

Self Employment 18.15% 15.59% 15.40% 18.02% 14.78% 15.82%

Interest, Dividends, Rent 54.01% 44.75% 40.12% 52.99% 41.30% 37.80%

Social Security 30.56% 26.65% 28.03% 33.15% 27.29% 28.89%

Public Assistance 5.84% 5.55% 7.86% 1.70% 3.73% 4.81%

Retirement 18.54% 16.73% 15.94% 21.73% 18.25% 17.38%

Other 9.88% 11.78% 12.29% 14.40% 14.07% 14.96%

Source: U.S. Census Bureau 
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Unemployment

A
ccording to the Maine Department of Labor, 
the unemployment rate in Kennebunk, York 
County, and Maine has remained within 1.20 
percentage points of each other since calendar 
year 2000.  Between 1990 and 2006 each of the 

three geographic regions has historically followed roughly the 
same labor force trends.  Kennebunk has consistently had 
a lower unemployment rate relative to the state and county 
averages over this reporting period. Only once did the town’s 
unemployment rate nudge above the county average (by one 
tenth of one percentage point in the year 2000).  The town’s 
unemployment rate has also been more consistent and less 
volatile than the county’s and state’s unemployment rates.  

Work Force

EDUCATION 
Kennebunk’s’ workforce is more educated than the county and state 
workforce.  The town has more than twice as many Master’s, Doctor-
ate, and Professional degree earners than the state or county average.  
It also has a substantially larger number of people with bachelor’s de-
grees than the county and the state.  Twice as many females have 
advanced degrees than males in Kennebunk.   This is also true in York 
county and throughout Maine.

WORKER COMMUTING PATTERNS
The Census Bureau publishes information on workers aged 16 and 
over in the county that details where residents of each municipality 
works, and where workers in each municipality reside.  According to 
the Census, 32.8% of commuting residents in Kennebunk work in the 

Table 19 : Highest Level of Educational Attainment

Maine York County Kennebunk

male female total male female total male female total

High school graduate 17.1% 36.4% 53.5% 16.3% 35.7% 52.0% 8.1% 23.8% 31.9%

Some college, < 1 year 2.9% 6.7% 9.5% 3.4% 7.3% 10.7% 2.0% 6.6% 8.6%

Some college >1 yr., no degree 6.0% 12.6% 18.6% 6.5% 12.8% 19.3% 7.3% 12.6% 19.9%

Associate degree 3.1% 8.2% 11.2% 3.4% 9.3% 12.7% 3.0% 10.0% 13.1%

Bachelor’s degree 7.0% 15.2% 22.2% 7.7% 15.1% 22.7% 12.8% 23.6% 36.4%

Master’s degree 2.5% 5.5% 7.9% 2.5% 5.4% 7.9% 5.7% 12.3% 18.1%

Professional school degree 1.1% 1.3% 2.4% 0.7% 1.0% 1.7% 1.6% 2.3% 3.9%

Doctorate degree 0.6% 0.5% 1.1% 0.5% 0.6% 1.0% 0.5% 1.9% 2.4%

Source:  Census 2000

Annual Unemployment Rates, 1990-2007
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IV.  Labor and Employment
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Employment

U.S. government categorizes employment using the North American 
Industry Classifi cation System (NAICS).  This system replaces SIC 
codes (Standard Industrial Classifi cations).  The NAICS system orga-
nizes industries into a numbered hierarchy based on what the industry 
produces.  It is a 6 digit hierarchy with each digit specifying more in-
formation about the industry.  For example, the two digit NAICS sec-
tor number 23 corresponds to Construction, while NAICS sector 236 
means Construction of Buildings, and NAICS 2361 means the Con-
struction of Residential Buildings as so on.   

Table 20: 2006 Private Sector Employment 

Kennebunk York County

 2-Digit NAICS Sector Number of 
Employers

P r i v a t e 
Jobs

Percent Number of 
Employers

P r i v a t e 
Jobs

Percent

Agriculture, Forestry, Fishing & Hunting D D D 44 190 0.28%

Mining D D D 9 41 0.06%

Utilities 3 74 1.30% 30 417 0.62%

Construction 55 242 4.51% 1020 3,857 5.70%

Manufacturing 19 939 17.51% 282 13,499 19.94%

Wholesale Trade 43 146 2.72% 315 1,426 2.11%

Retail Trade 61 609 11.36% 908 9,781 14.44%

Transportation and Warehousing 6 33 0.62% 126 1,257 1.86%

Information 15 201 3.75% 83 876 1.29%

Finance and Insurance 31 316 5.89% 218 1,591 2.35%

Real Estate and Rental and Leasing 15 63 1.17% 231 837 1.24%

Professional and Technical Services 71 254 4.74% 486 1,677 2.48%

Management of Companies/Enterprises D D D 17 210 0.31%

Administrative and Waste Services 28 126 2.35% 324 1,608 2.37%

Educational Services D D D 86 6,876 10.15%

Health Care and Social Assistance 53 933 17.40% 524 9,354 13.81%

Arts, Entertainment, and Recreation 9 72 1.34% 125 1,212 1.79%

Accommodation and Food Services 37 613 11.43% 733 8,898 13.14%

Other Services, Ex. Public Admin 44 170 3.17% 416 1,718 2.54%

Public Administration D D D 119 2,388 3.53%

Note: D indicates not available due to federal disclosure rules.

Source: Maine Department of Labor  

town.  A signifi cant proportion of the Town’s workers drive to Portland 
(12.3%) and Biddeford (8.0%) for their jobs, with highly ranked desti-
nations in Wells (6.6%), South Portland (5.2%), and Sanford (5.1%) as 
well.  Data also show where workers in Kennebunk commute.  They 
indicate that 33.2% of the town’s employees reside in the town.  Bid-
deford and Sanford (at 8.7% and 7.2% respectively) are also signifi -
cant contributors to the town’s workforce.  Similar numbers in terms of 
residents working in the town and workers residing in the town suggest 
Kennebunk is roughly able to supply the number of workers required 
to staff most of the job opportunities that are available in the town.  For 
commuting data see Appendix 1.
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Data from the Maine Department of Labor show that the four biggest 
two-digit NAICS sectors, in the private sector1, are responsible for more 
than half of total employment (including government jobs) within Ken-
nebunk.  In 2006, the most prominent industries— Healthcare & Social 
Assistance, Manufacturing, Retail, and Accommodation & Food Ser-
vice—accounted for 57.7% of total employment in Kennebunk (Table 
21).   Historical review of these data shows essentially no change from 
the end of 2001 until 2006 which means that these industries have a 
strong historical presence in Kennebunk (see Appendix 1).   It should 
be noted that Table 20 shows only job and employers in Kennebunk but 
not necessarily where residents are working. 

CHANGES IN EMPLOYMENT STRUCTURE
Although Kennebunk did not see fundamental changes in its overall 
employment structure between 2001 and 2006, some specifi c sectors 
did change signifi cantly.  Most notable was the growth in the Health 
Care and Social Assistance sector which increased by 2.3% from an 
already larger than average share of the County. 

The fastest declining sectors in terms of lost share were Retail Trade 
(down 1.3%) and Manufacturing (down 1.5%).  Transportation and 
Warehousing declined by 0.31 percentage points, but total employment 
for that sector was small overall. 

1 Private sector, private employment, or private jobs means jobs that are not in 
the government sectors

Table 21 : Percentage Point Change in Employment Share 2001-2006

Sector % change in 
Kennebunk

% change in 
York County

Agriculture, Forestry, Fishing & Hunting D 0.01%

Mining D 0.01%

Utilities 0.08% -0.01%

Construction 0.78% 0.95%

Manufacturing -1.51% -3.17%

Wholesale Trade 0.69% 0.46%

Retail Trade -1.34% -0.48%

Transportation and Warehousing -0.31% -0.17%

Information -0.24% 0.04%

Finance and Insurance 0.61% 0.28%

Real Estate and Rental and Leasing 0.07% 0.05%

Professional and Technical Services 0.05% -0.10%

Management of Companies/Enterprises D 0.05%

Administrative and Waste Services 0.01% 0.20%

Educational Services D 0.08%

Health Care and Social Assistance 2.30% 1.15%

Arts, Entertainment, and Recreation 0.32% 0.14%

Accommodation and Food Services -0.39% 0.38%

Other Services, Ex. Public Admin 0.47% 0.06%

Public Administration D 0.06%

Note: D indicates not available due to federal disclosure rules.

Source: Maine Department of Labor 
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Historical Employment Analysis: 
1991 to 2006

The data and analysis in the previous section show that Kennebunk is 
strong in four major employment sectors: Manufacturing; Retail; Heath 
Services; and Food and Accomodation Services.  These major sectors 
are responsible for about 58% of the town’s total employment.  In this 
next section we look at the long term trends in these four sectors to 
understand if the future is positive for these jobs.
    
An analysis of historical employment conditions over the previous eco-
nomic cycle (1991 through 2001), will use County, State, and U.S. data. 
These data provide the bigger picture of the economic environment 
within which Kennebunk’s major sectors survive.  This helps us un-
derstand if the local economy will be fi ghting against negative national 
trends or rising up with them.  

The following is a summary description of these four employment sec-
tors and their performance compared to the larger economy.  More de-
tailed data is provided in Appendix 1 and in a separate document to the 
town.  
 
MANUFACTURING
York County’s manufacturing sector has been consistently higher than 
the state and national percentages between 1991 and 2006.  In con-
trast to the state and national economies, manufacturing in York County 
actually increased during the 1990’s while state and national averages 

fell.  York County has a history of higher than average 
percentage of manufacturing employment.  This illus-
trates the area’s comparative advantage in manufac-
turing.  Nonetheless, York County had fewer manufac-
turing jobs in 2006 than it did in 2001 and 1991.  Given 
this longstanding trend, it is almost certain to continue.  
Production technology in the manufacturing industry is 
allowing productivity to increase with fewer employees. 
The manufacturing jobs that are moving overseas are 
low skilled assembly types of jobs.   The manufacturing 
jobs that are remaining in the US require highly skilled 
workers and pay high wages.  This underscores the 
importance of advanced technical training.
  
RETAIL
Retail employment in York County has steadily grown 
since 1991.  Both Maine and York County experienced 
retail employment growth rates above the U.S. York 
County in particular surpassed the US average over this 
time frame.    Wages for retail employment are typically 
below average so an increase in retail employment is 
not necessarily a good economic trend. Economic re-
gions that have lower than average per capita income 
but have more retail jobs are indicators of increased 
visitor spending.  Maine’s per capita income is below 
the national average.  Since Maine has a strong tourism 
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economy visitor spending accounts for this increase.  Should tourism 
activity expand in York County, retailing could likely see further growth.  

HEALTH CARE AND SOCIAL ASSISTANCE
The Health Care and Social Assistance sector has grown at a rate faster 
than the total workforce in all three geographies.  This is likely a result of 
increased personal income, and the aging population.  Maine’s and the 
county’s shares of this sector of employment have grown faster over 
the observed time period than their U.S. counterpart.  This is a result of 
the state’s demographic characteristics.  
Jobs in this sector should continue to 
grow as the baby boom generation ages.  
However, it should be noted that this in-
dustry is typically not an export industry 
as health services primarily serve the lo-
cal population (or local demand).  Thus, 
unless the health care provider in Ken-
nebunk is a major specialty medical cen-
ter that imports patients from outside the 
region, it is unlikely that the health care 
sector is a major driver of economic de-
velopment in and of itself.  On the other 
hand, high quality health care services improve quality of life and a high 
quality of life attracts employers from a range of sectors. 
 
ACCOMMODATION AND FOOD SERVICES
Employment in the Accommodation and Food Services sector has ex-
panded even faster than the Retail sector—which is surprising since 
they are often connected within the overall tourism economy.  It is likely 
that fi rms in this industry expanded during 
the 1990s in order to meet demand from 
the tourism and local markets as their dis-
posable income increased.  The future 
trajectory of employment in this industry is 
diffi cult to predict at this point, although as 
the state and county’s working age popu-
lations begin to decline, it is conceivable 
that downward pressure on employment 
from declining earnings will lead to lower 
employment in this industry.
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Retail Trends – Opportunities for 
Retail Development

Retail sales comparisons between different sized geographies should 
be done on a per capita basis.  This removes the impact of population 
differences and allows for more informative analysis.  The U.S. Census 
Bureau conducts an economic census every fi ve years in the years 
ending in “2” and “7”.  This census includes fi gures for employment, 
retail establishments, and the total dollar value of sales by industry.  
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Due to confi dentiality rules, industries with a comparatively low number 
of establishments are not disclosed. The result is a dearth of detailed 
statistics for smaller municipalities and counties as is the case in Ken-
nebunk’s census report. 

The chart below shows retail sales per head for Kennebunk and neigh-
boring areas.  To put the fi gures in context, each geography’s per cap-
ita income expressed as a percentage of the U.S. is included at the 
base of each bar.  The chart shows that Kennebunk’s per capita retail 

sales of $10,898 is only 5% above 
the national average while income 
is 21% greater.  Retail purchases 
are generally expected to increase 
at about the same rate as income; 
therefore, it is likely that the resi-
dents spend a meaningful amount 
outside the town.  Both income and 
retail spending in York County are 
roughly inline with national averag-
es, meaning the retail sector is not 
disproportionately active.  These re-
sults contrast with fi gures for neigh-
boring Cumberland County and the 
State as a whole, suggesting (not 
unsurprisingly) that Cumberland 
County is host to major retailing, 
and that statewide retail sales are 
brought up by tourism. 
  

The 2007 economic census will not be available until 2009, so this 
analysis must rely on data from 2002 and estimates for the years since 
then.  This increases the likelihood that conditions in the Town’s retail 
sector have changed in a meaningful way, and as a result the report’s 
data should be updated at the end of 2010 to observe any changes in 
the years since the census.  

RETAIL SPENDING ACTIVITY
Unlike neighboring municipalities, the most recent retail data suggest 
that Kennebunk’s retail establishments are not the benefi ciaries of a 
large amount of retail spending by visitors (e.g. tourists).   As a result, the 
Town displays signifi cantly different retailing trends compared to most 
York County municipalities.  Although the 2002 Economic Census (as 

the most recent Economic Cen-
sus for the Retail sector that is 
currently available) shows that 
overall per capita retail sales 
are higher in Kennebunk than 
in the county as a whole, it is 
more likely that these retail 
sales levels are explained by 
higher than average household 
income in Kennebunk as op-
posed to explanations relating 
to visitor activity.
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This conclusion is reinforced by: (1) the employment structure analysis 
presented above, and (2) the town’s low per capita sales in the Accom-
modations & Food Service category as well as Arts, Entertainment & 
Recreation sectors as seen in the table below—indicating lower than 
average levels of the type of activities typically undertaken by visitors.  
Regarding the second, while these sectors do not fall under the um-
brella of “retail,” they are complements to retail spending particularly 
by visitors.  Of the 5 retail categories in which per capita spending is 
higher than the County, only Food and Beverage and Gasoline are 
sectors to which visitors would contribute. Non-store retailing is primar-
ily comprised of the “Fuel dealers” and “Electronic shopping & mail-or-
der houses” sub-categories that typically serve the local population.      

In addition, these data show that sales at gasoline stations are also 
well above average.  This is likely because of the rest area on the 
Maine State Turnpike.  In addition, there are several gas stations on 
Route 1 including three in the heart of downtown.  An observer on Main 
Street during the weekday commuter hours would be convinced that 
Kennebunk’s downtown is a thoroughfare for commuters.   This can 
have both a positive and negative effect on downtown businesses.  On 
one hand the businesses on Main Street have excellent exposure, on 
the other hand they need parking and a reason for them to stop.   On 
balance, traffi c through downtown is an opportunity for increased sales 

Table 22: 2002 Per Capita Retail Sales 

Sector Title York County Kennebunk

Retail trade $9,413 $10,898

Motor vehicle & parts dealers $1,997 $456

Furniture & home furnishings stores $280 $314

Electronics & appliance stores D $128

Building material & garden equipment 
& supplies dealers 

$890 $1,957

Food & beverage stores $1,932 $2,307

Health & personal care stores $389 D

Gasoline stations $878 $1,647

Clothing & clothing accessories stores D $160

Sporting goods, hobby, book, & music 
stores 

$292 $57

General merchandise stores $730 D

Miscellaneous store retailers D D

Non-store retailers $927 $2,224

Arts, entertainment, & recreation $627 $298

Accommodation & food services $5,049 $2,674

Note: D indicates unavailable due to federal disclosure rules

Source: 2002 Economic Census 
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HOUSING UNIT GROWTH BY TENURE AND VALUE

T
able 24 shows that the number of housing units for all three 
geographies grew from 1990 to 2000.  The data indicate 
that the number of new housing units in Kennebunk grew 
at a rate that was signifi cantly faster than the rate of growth 
in both the county and the state.  Home ownership rates 

also increased throughout the State.  However, Kennebunk’s rate of 
homeownership increased more than three times faster than the county 
of state.  Nearly 80% of all resident’s own their home in Kennebunk.    

No doubt that the recent downturn in the economy since this data was 
published has slowed both the rate of new housing unit growth and the 
ownership rate.  However, the ratios between the town, county, and 
state are likely unchanged since the downturn is nationwide.  In terms 
of long range economic development planning, the important point here 
is that Kennebunk holds a higher status as a desirable place to live, and 
its residents have higher than average housing equity.  

Table 23: Change in Total Housing Units

 1990 2000 2006 [1] Change, 
‘90-’00

Annual % 
Change

Kennebunk 3985 4,985 -- 1,000 2.26%

York County 79,941 94,234 102,650 14,293 1.66%

Maine 587,045 651,901 691,164 64,856 1.05%

Notes:[1] Census estimates for 2006 are not available below the county level 

Source: U.S. Census Bureau 

Table 24: Home Ownership Rates 

 1990 2000 % Change, 
‘90-’00

Yearly % 
Change

Kennebunk 75.9% 79.5% 4.7% 0.46%

York County 71.6% 72.6% 1.4% 0.14%

Maine 70.5% 71.6% 1.6% 0.16%

Source: U.S. Census Bureau

      
The data for Kennebunk, the county and the state show increasing 
home ownership rates during the 1990s.  The data also show that ex-
cept for those in the aged 55-64 years group, Kennebunk had higher 
home ownership rates than either the county or the state averages.  
In 1990 the county ownership rates were higher in all age categories 
except 15-24 years.  By the year 2000 the situation reversed and Ken-
nebunk had higher ownership rates in all categories except one.  

V.  Trends in Housing
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Homeownership by age category is shown in Table 25.  The reason 
ownership rates increased in the town over the county average is un-
known and can be related to a number of variables including: real estate 
values; cost of ownership; increased in household incomes; increases 
in relative housing supply or a number of other variables.   Nonetheless, 
increases in ownership rates are evidence of strong local economics.

Vacancy status is often used as a proxy for the percentage of the total 
housing stock that is used as a second or seasonal home.  Table 26 
shows the share of vacant housing stock by geography and suggests 
that Kennebunk has fewer second or vacation homes relative to either 
the County or the State.  This is supported by the retail sales data pre-
sented above which indicates that tourism-visitor activity is a more sig-
nifi cant part of both the County and State economies  than is the case 
for the Town’s economy. 
 

Table 26: Vacancy Status 2000

Maine York County Kennebunk

20.51% 20.87% 15.17%

Source: U.S. Census Bureau

  
The median age of the housing stock was younger in Kennebunk rela-
tive to both the county and the state. Given that Kennebunk saw faster 
population and housing unit growth during the 1990s, this result is not 
surprising.  The age of the housing stock and how it changes over time 
are good measures of how quickly new houses are being built.  If the 
median age of the housing stock stays unchanged while the number of 
new households increases, then supply is not keeping pace with unit 
demand and housing affordability pressures may grow. 

HOUSING COSTS, SALES, AND AFFORDABILITY
When planning for economic development in a community it is impor-
tant to understand any fi nancial pressures that may be occurring at the 
household level.  If the number of households that experience fi nancial 
stress is increasing then the local economy is coming under economic 
stress.  As fi nancial stress increases, there is less expendable income 
for households to support local businesses and less money is available 

Table 25: Home Ownership Rates by Age of Householder

Kennebunk Maine York County

Age 1990 2000 1990 2000 1990 2000

15 to 24 18.84% 23.33% 17.08% 21.20% 18.84% 19.05%

25 to 34 55.59% 69.30% 56.33% 54.34% 55.59% 52.83%

35 to 44 76.78% 78.63% 77.59% 74.14% 76.78% 73.58%

45 to 54 83.27% 84.80% 83.14% 80.63% 83.27% 80.83%

55 to 64 84.52% 78.86% 85.32% 84.02% 84.52% 82.91%

65 to 74 78.18% 85.09% 78.08% 81.22% 78.18% 82.96%

75 + 67.38% 87.27% 72.84% 80.14% 67.38% 81.05%

Source: U.S. Census Bureau 
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for business owners to invest in their own businesses.   

Households which spend more than 30% of their income on housing 
are considered house cost burdened (HBC).   This is above the level 

that the U.S. Department of Housing 
and Urban Development has identi-
fi ed as being “affordable” for house-
holds.  During the 1990s, housing 
affordability has been mixed, with 
the housing cost burden for hom-
eowners decreasing, and the bur-
den on renters increasing over the 
same period.  Rental housing costs 
burdens increased throughout the 
state.  During this time, Kennebunk 
had the highest percentage of rent-

ers that could not afford their homes yet the lowest percentage of own-
ers that could not afford their homes compared to the county and state 
averages. 

Table 27: Housing Cost Burden

1989 1999

Renter Housing Cost Burden

Maine 18.47% 34.67%

York 22.15% 34.96%

Kennebunk 28.49% 40.59%

Owner Housing Cost Burden

Maine 19.14% 20.28%

York 23.45% 21.06%

Kennebunk 28.56% 20.20%

Source: U.S. Census Bureau 

According to the Maine Housing Authority, median home prices in York 
County rose quickly in the early part of the decade before falling slightly 
in 2007.    Median home prices in York County have historically been 
well above the State average.  However, the rate of increase has been 
slower than the state as a whole since 2002.  Since 2002, the me-
dian house price in the county rose by 6.2% per year while the median 
house price statewide increased by 6.8% per year.  Since 2006, the rate 

Median Home Price: Maine & York County
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Kennebunk had the highest per-
centage of renters that could not 
aff ord their homes yet the lowest 
percentage of owners that could 
not aff ord their homes compared 
to the county and state averages.
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Table 28:  Kennebunk Median Sales Price by Housing Type 

Home Type 2003 2004 2005 2006 2007

Single-Family  $     244,500  $     272,250  $     287,000  $      269,750  $    288,000 

Condominium  $     244,000  $    246,000  $     272,625  $      290,000  $    238,000 

Source: Maine State Housing Authority
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Data from the town’s housing sales records show that from 2003 to 
2007, the median price of sold homes (condominiums & single family 
homes) changed little, while total sales volume trended downward.  The 
decline in home sales volume is likely infl uenced by credit or housing 
market disruptions that began in 2005.  Prices, sales volume, and mar-
ket trends are similar for both single family homes and condominiums 
suggesting the market makes little distinction between the two in Ken-
nebunk.

Home price have remain relatively stable for the past few years.  How-
ever, total sale volume has declined both in single family homes and 
condominiums.  The chart below provides price distributions by year 
for single family home sales, showing total sales by category and each 
category’s sales share. Sales by home price category do not exhibit 
strong trends aside from a decline in the under $ 200,000 class of single 
family homes relative to total sales.
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Condominium sales have experienced even steeper sales declines over 
the past fi ve years, though sales by category show more uniformity than 
single family homes. The top end of the market has grown considerably 
in its share of total sales, though it should be noted that the total number 
of sales is still quite low (less than 50 sales in 2007).  Therefore, even 
small changes will infl uence the total share in a signifi cant way.  This 
growth in the higher end condos is either due to construction of new 
units, or appreciation of existing stock.

Condominium Sales by Price & Year*

0

10

20

30

2003 2004 2005 2006 2007

< $ 200k

$ 200k-250k

$ 250k-300k

$ 300k-350k

$350k +28%

31%

26%

12%

40%

32%

20%

16%
30%

28%

16%

12%

20%

28%

11%

25%

16%

27%
24%

14%

* : Percentages indicated each category's share

of total sales in the reference year Source: Town of Kennebunk

3%

22%

19%



Kennebunk Economic Development Plan Copyright © 2009 Crane Associates Inc. All rights reserved. www.craneassociates.us

44

A 
regional economy is like a forest eco-system with 
plants, wildlife, fungi, soil, water, and air all working 
interdependently within a certain geographic space. In this 
analogy, a municipal economy is one component of the 
forest, say oak trees, which serve a specifi c purpose within 

the forest.  The core of any comprehensive economic development plan 
at the municipal level is to analyze the regional economy within which 
the municipality lies and to make decisions as to what the municipality’s 
unique function is and how it can thrive.  

A strong and healthy municipal economy is a result of how its collec-
tion of businesses interacts within regional economy and beyond.   A 
business in Kennebunk buys inputs (raw materials, energy, labor, etc), 
produces a product or service, 
and then sells it to either local 
residents, throughout Maine, 
or even globally.  Money is im-
ported to Kennebunk via this 
business which redistributes 
those dollars when buying 
more inputs, paying salaries, 
and making investments.  All 
of Kennebunk’s businesses 
are doing this to some degree 
or another.  Those businesses 
that buy local and spend local 
are redistributing dollars that were imported.  Businesses that sell prod-
ucts outside the region are importing dollars.  Buying local serves an 
important function by helping retain imported dollars.  Selling globally 
serves an important function by importing dollars.  Businesses that im-
port dollars are commonly known as the “drivers” of the economy.  They 
are also known as “key industries” or “base industries.”

The drivers of the economy are not identifi ed by name but rather by 
industrial classifi cation, or groups of like businesses.  A strategic indus-
tries analysis will study the industries within an economic region and 
determine which are strong.  The economic region for this study is York 
County.  A strategic industries analysis includes three general compo-
nents:  a cluster analysis; loca-
tion quotient; and shift share.  
These three components in 
concert defi ne the economic 
region in terms of job growth, 
salary rates, overall size of 
the industry, location factors, 
industry to industry linkages, 
and national competition.  

VI.  Strategic Industries Analysis

A strong and healthy municipal 
economy is a result of how its col-
lection of businesses interacts with-
in regional economy and beyond.
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This kind of analysis provides insights into the future of the regional 
economy.  With this information, Kennebunk can make informed deci-
sions on what its niche role will be within the region.  The town can 
then begin to capitalize on its strengths and develop policies to aug-
ment emerging industries that fi t well within its borders.  

Cluster Analysis

A cluster analysis calculates an industry’s importance in terms of em-
ployment and wages.  Industries of similar types tend to group togeth-
er.   The reasons for this varies with the industry but history has a lot to 
do with it, as does location to markets, proximity to each other’s labor 
and skills, and infrastructural resources.  When like industries group 
together there is more economic activity in the regional economy 
which can be observed through employment and wage data.  A cluster 
analysis is a practical application of the “competitiveness-clustering 
theory model” which Harvard University Professor Michael E. Porter 
fi rst developed during the 1980s.

Industries, just like individual businesses, have lifecycles.  They start 
small, grow larger, level off, and decline.  Then they either cease or 
transform into other businesses.  Some industries are young and grow-
ing rapidly with few employees but high productivity.  Other industries 
have long histories; they are the staples in the region providing good 
wages and employing large numbers but aren’t necessarily growing.  
This analysis evaluates every industry in the regional economy against 
a set of six criteria.  These criteria are: 

 (1) Standing as an employer in the county in 19911.  
 That is, the industry-cluster was important from 
 an employment perspective at the beginning of the
 last business cycle.
 (2) Standing as an employer in the county in 2001 
 and 2006. In 2001, the sector remained an important 
 employer—and remained so in 2006
 (3) Whether a sector added job opportunities over 
 the business cycle beginning in 1991 and ending in 
 2001. That is, the sector has been a long-term 
 positive contributor to the county’s job base even 
 if it lost a signifi cant number of jobs over the 2001-03 
 period of economic recession.
 (4) Whether or not a sector’s jobs grew at a rate 
 equal to or higher than the average rate of job 
 growth in the region.
 (5) Whether the sector in the regional economy 
 added more jobs relative to its national counterpart. 
 This factor captures whether the sector was 
 competitive against its industry counterpart.

1   With calendar year 1991 being the beginning of the previous business cycle 
using the determination of the National Bureau of Economic Research (the “NBER”) in 
Cambridge, Massachusetts the widely recognized organization that assigns dates to 
U.S. business cycles.    
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 (6) Whether the industry’s wages per job was 
 greater than 85% of the U.S. average.  
 Comparisons within sector at the state level are 
 included since wages in Maine tend to be lower 
 than those in the average state.

Once the regional economy is analyzed using the criteria above, each 
sector falls into one of the following classifi cations that describe its per-
formance in the economy: 

LEADING INDUSTRIES
Leading industries applies to sectors that exceeded the threshold level 
of employment of 1,000 full or part-time jobs over the 1991-2001 time 
period (the most recent complete economic expansion). The data show 
that half of the county’s leading industries exhibited a degree of em-
ployment stability over the past business cycle, with no industry that 
exceeded 1,000 employees in 1991 falling below that level by 2001. 

Stable
Stable industries are those that meet many of the criteria for leading 
industry classifi cation but lack any signifi cant job growth or loss.  These 
are industries which, as of 2006, do not appear likely to add or lose a 
signifi cant number of jobs.  The right mix of policies could see indus-
tries expand.  Likewise adverse policies, or more favorable conditions 
in other locations, could lead these fi rms to downsize. This classifi ca-
tion is also applied to industries which by their nature primarily serve 
local demand.

Potential 
Potential industries are sectors which meet many of the key industry cri-
teria but either have lower employment levels or lower average wages.  
These industries primarily sell their products or services outside of the 
county and have the potential for adding to the region’s employment 
base in the future. 

Lagging 
Lagging industries have a downward employment trend and low wages 
and often a focus on local demand.  In York County an example is the 
Textile Product Mills industry.  These fi rms generally compete on cost 
and continue to operate within the U.S. in part due to some form of third 
party (e.g. government) support or policy.  

FINDINGS 
The results of the cluster analysis are shown in Table 29. The table 
displays how each key industry sector is characterized consistent with 
the evaluative criteria described above. The results identify the county’s 
key industries.  To produce Table 18 all industries with over 1000 em-
ployees in 2006 were tested against the evaluative criteria described 
above.  The employment industries that did not fi t the criteria for key 
sectors, or were not employers with over 1,000 workers but were still 
considered to be signifi cant economic players, are included below and 
labeled as non-key industries.
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Table 29: Criteria Check

Sector

Major 
Employer 
in 1991

Major 
Employer 
in 2001

Major 
Employer 
in 2006

Jobs 
Added 
2001-
2006

Job 
Growth 
Greater 
than 
State

Job 
Growth 
Greater 
than 
U.S.

Avg 
Wage 
85%+ of 
US Sec-
tor Avg

Avg 
Wage 
85%+ of 
ME Sec-
tor Avg

Avg 
Wage 
85%+ of 
US Avg 
Wage

Conclusion

Key Industries

Fabricated Metal 
Product Manufacturing

+ + + + + + + + + Leading

Food Manufacturing - + + - + - + + - Potential

Plastics and Rubber 
Products Manufacturing

+ - + + + + + + + Leading

Tourism, Food Service + + + D D - + + - Leading

Textile Product Mills - D - - D D + + - Lagging

Wood Product Manufac-
turing

- - - + + + + + + Potential

Non-Key Industries

Nursing and Residential 
Care Facilities 

+ + + + + + + + - Stable

Food and Beverage 
Stores

+ + + + + + + - - Stable

Sporting Goods, Hobby, 
Book and Music Stores

- - - + + + + - - Stable

Misc Store Retailers - - - - - - - - - Lagging 

Note: Tourism includes Accommodation, Amusements, Gambling, and Recreation. 

D indicates non-disclosure due to federal disclosure guidelines.

The Nursing and Residential Care industry is shown to have a high level 
of employment in Kennebunk.  About half of the industry data at the lo-
cal level is unavailable due to too few employers.   However, data on the 
Nursing and Residential Care industry is displayed, which by itself indi-
cates the industry’s local importance.  Relative to the York County econ-
omy, Kennebunk has 30% more of its total jobs in Nursing Facilities.  
The town does have a bigger proportion of its population over 80 than 
the county (5.28% vs. 3.48 % in 2000).  It is also possible that people 
who are non-Kennebunk residents are treated at Kennebunk’s Nurs-
ing facilities.  Nonetheless, most health care facilities are not economic 

drivers because they do not 
import dollars from outside of 
the region.  They are also not 
key industries.  As of 2006, 
the average weekly wage 
paid at Nursing and Residen-
tial Care employers was 48% 
lower than the average wage 
in Kennebunk ($412 vs. $662 
per week) suggesting that 
expansion of the industry is 
unlikely to boost the average 
wage in the local economy.
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S
o far, this analysis has looked at the important attributes of 
clusters of the economic regions strategic industries. The 
cluster analysis classifi ed them based on their importance as 
an employer over the last business cycle and the most recent 
expansion period of 2001-2006. In location quotient and shift-

share analysis, fi gures are computed for the county relative to the U.S. 
economy and the state of Maine.

Location quotient analysis determines whether an industry is an export 
industry or one that serves the local economy.  A shift-share analysis will 
determine the cause of growth; whether an industry’s growth is due to 
national and industry trends, or local trends, or a combination thereof.

Location Quotient Analysis

Location quotient analysis measures industries in the York County 
economy on a comparative basis versus the state or nation.  A location 
quotient that is equal to 1.0 means that the share of employment in the 
regional industry is exactly the same as the percentage employment in 
the national industry. If the location quotient is greater than 1.0, then the 
industry has a higher concentration of employers locally that the nation.  
Therefore, the local industries produce more goods and services than 
what is demanded locally and must be serving a market outside of the 
region.  Conversely, if the location quotient is less than 1.0, that means 
the region’s share of employment in the industry is less than that in its 
national counterpart.  

The results of the entire location quotient analysis are shown in Ap-
pendix 1.  The results show fourteen industries that have a positive 
location quotient.  In other words, these industries are dollar importing 
industries. They are highlighted in the table.  Eight of them are in the 
manufacturing sector including: mineral products, metal products, food 
products, furniture, textiles, printing plastics, and rubber.  Three of the 
industries are in retail including: building materials and garden supplies, 
food and beverage, and clothing.  The remaining three industries are in 
the tourism sector and include amusements and recreation, accommo-
dations, and food and drinking establishments.    

Findings

The results of the location quotient are compared the results of the 
cluster analysis to fi nd overlaps and consistencies.  Again, the cluster 
analysis determines the industry’s importance in terms of employment 
and wages and location quotient measures the degree to which the 
products are exported.  Overlap between the two reveal strong base 

VII.  Location Quotient and Shift-Share Analysis:
  A Review of Linkages and Relationships
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industries that export products, import dollars and pay above average 
wages.  

Table 31 presents the results of the location quotient analysis on the 
key industries identifi ed in the cluster analysis. The table provides loca-
tion quotients for York County versus the United States and Maine. Al-
though many industries in York county may have high location quotients 
which suggest they support the county and Kennebunk’s economy, the 
1,000 employee threshold is necessary in order to limit the analysis to 
only the most important industries, as a result only industries deemed 
key to the county (and thus the town) are focused on in this section 

Table 30: Key Industry-Cluster Location Quotient Analysis, York County vs. U.S. and Maine

 Versus the Maine Economy Versus the U.S. Economy

Key Industry 1991 2001 2006 1991 2001 2006

Fabricated Metal Product 
Manufacturing (332)

2.72 2.41 2.53 1.58 1.63 1.79

Wood Product Manufacturing 0.45 0.50 0.67 1.24 1.36 1.68

Food Manufacturing (311) 0.19 1.48 1.44 0.18 1.43 1.35

Plastics & Rubber 
Products Manufacturing (326)

3.57 3.49 3.79 2.87 2.11 2.50

Textile Product Mills 3.86 3.10 3.38 5.78 4.87 5.00

Tourism Sector

 Amusements, Gambling & 
Recreation (713)

1.18 1.20 1.26 1.21 1.25 1.31

Accommodation (721) 1.92 1.85 1.85 2.49 2.42 2.54

Food Services and Drinking 
Places (722)

1.50 1.46 1.43 1.62 1.46 1.39

Basic Data Sources: U.S. BLS 

Three manufacturing industries (fabricated metal, food, and, plastics/ 
rubber) are doing better in York County than the state or the nation.  
Wood manufacturing is stronger in York County than the nation but the 
rest of Maine is out competing York County.  In Textile products, York 
County is stronger than Maine but the rest of the nation is out compet-
ing York County.  The three industries that make up the tourism sector 
are holding their own.  The data do not show a striking advantage but it 
is doing slightly better overall than the state as a whole.  

The combination of the location quotient and cluster analysis work re-
sult in the fi ltering of all industries to sift out the top performers.  This 
does not mean that other industries are not valuable employers or that 
they do not serve important functions in the community.  All this work 
does show is which industries are the biggest dollar importers.  How-
ever, a business, or group of businesses, does not have to be dollar im-
porters to be important to a community.  In fact, in every local economy 
a majority of businesses do not import dollars.  The wide range of busi-
nesses from construction, to health and fi nancial services, to utilities, 
to local entertainment businesses, are all critical to vibrant town and a 
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Shift-Share Analysis 

The fi nal component of a strategic industry analysis is a shift-share 
analysis of the region’s key sectors. Shift-share will look at trends in 
employment from three different perspectives.  Overall employment in 
the nation is compared to employment in the industry which is then 
compared to employment in the industry in the York County.  The local 
share of employment compared to the nation helps indicate local infl u-
ences on an industry’s performance.  

Tables 31, 32, and 33 present the results of this shift-share analysis for 
the periods 1991-2001, 2001-2006, and 1991-2006 respectively. The 
column “national share” shows what industry employment would have 
been if the industry’s employment grown at the same rate as the US 
employment rate.  The “industry share” column shows what industry 
employment would have been in York County if it grew at the same rate 
as the national industry. The fi nal share column “local share” is of the 
greatest interest as it balances the other two shares so that the sum 
of all three is equal to the actual change in employment.  Local share 
shows the amount of the employment change that is caused solely by 
local factors because national infl uences and industry specifi c effects 
have been fi ltered out.  Local factors that cause increases in employ-
ment within an industry could include a wide range of things and are not 
specifi ed through this data.  

An example of how shift share works is as follows:  Assume that be-
tween 2001 and 2006 employment in the United States increased by 
10%.   Also assume that employment in the metal manufacturing indus-
try increased by 15% nationwide.  However, employment in the metal 
manufacturing industry in York County increased by 100% from 100 to 

high quality of life.  What this study does show is the minority of busi-
nesses that import dollars.  In summary they are:

1. Fabricated Metal Product Manufacturing:  This category is 
comprised of fi rms that manufacture metal into intermediate or end 
products.  A local example is Northeast Coatings Technologies.
2. Food Manufacturing:  This category is comprised of manufac-
turers that make food products not sold on the premises.  An example 
of an employer in this category is Shields Meats.
3. Plastics and Rubber Products Manufacturing:  This category in-
cludes prominent regional fi rms involved in the manufacturing of plastic 
and rubber products for a variety of applications.  A local example of a 
fi rm in this category is Corning Inc.
4. Tourism: This sector, unlike the others above, is actually a com-
bination of several NAICS industries such as Accommodations, Food 
Services, and Entertainment.  The number of fi rms in this sector ca-
ter to both local and visitor demand.  Local demand serves a valuable 
function for improving quality of life.  Visitor demand serves to import 
dollars.  Local examples of these fi rms are numerous including most 
restaurants, and all lodging businesses. 
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200 jobs.  Therefore, 10% of employment growth could be attributed 
to overall employment growth in the US and 5% could be attributed to 
industry wide trends (industry employment growth minus that growth at-
tributable to national trends).  The remaining 85% of the York County in-
dustry growth must be due to factors within the county that attracted the 
disproportional investment; 100%=10%+5%+85%.  The data doesn’t 
say what the factors were but it does eliminate national and industry 
infl uences.   

The shift share analysis shows 
that, for the most part, local 
factors helped fuel employment 
growth in the key industries of 
York County from the 1991 to 
2006.  The 2001-2006 analy-
sis shows that local share re-
mained positive or was only 
slightly negative for all key sec-
tors.  Among all of the indus-

tries, Food Manufacturing has been helped the most by local factors.  
Local factors have helped cause a 600% increase in employment in the 
food manufacturing sector.  This amounts to 864 jobs over 15 years.  
Local employment trends appear to have turned against the food ser-
vice industry, though this is only a subcategory of the composite tourism 
sector.  York County clearly has attributes that have drawn high value 
added manufacturing fi rms to the region.

Local factors have helped cause a 
600% increase in employment in 
the food manufacturing sector.  
! is amounts to 864 jobs over 15 
years.
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Table 31: Key Industry Shift-Share Analysis 1991-2001

 Local Employment National Employment % Chg 
Loc Emp

N a t ’ l 
share

Indust. 
Share

L o c a l 
Share

A b s 
Chgn

Industry 1991 2001 1991 2001

Fabricated Metal Product 
Manufacturing (332)

1,240 1,353 1,516,243 1668100 9% 265 -141 -11 113

Food Manufacturing (311) 144 1,104 1,509,106 1,554,605 667% 31 -26 956 960

Plastics & Rubber Products 
Manufacturing (326)

1,122 938 754,057 894,801 -16% 240 -30 -393 -184

Tourism

-Amusements, Gambling & 
Recreation (713)

530 800 842,357 1,291,406 51% 113 169 -13 270

-Accommodation (721) 2,013 2197 1,561,373 1,827,321 9% 430 -87 -159 184

-Food Services and Drinking 
Places (722)

5,259 6012 6,272,843 8,273,315 14% 1123 554 -924 753

Source: Bureau of Labor Statistics 

Table 32: Key Industry Shift-Share Analysis 2001-2006

 Local Employment
 

National Employment % Chg 
Loc Emp

N a t ’ l 
share

Indust. 
Share

L o c a l 
Share

A b s 
Chgn

Industry 2001 2006 2001 2006

Fabricated Metal Product 
Manufacturing (332)

1,353 1,398 1,668,100 1,545,100 3% 44 -144 145 45

Food Manufacturing (311) 1,104 1,008 1,554,605 1,470,037 -9% 36 -96 -36 -96

Plastics & Rubber Products 
Manufacturing (326)

938 1,003 894,801 793,246 7% 30 -137 171 65

Tourism

-Amusements, Gambling & 
Recreation (713)

800 918 1,291,406 1,387,436 15% 26 34 59 118

-Accommodation (721) 2,197 2349 1,827,321 1,826,247 7% 71 -72 153 152

-Food Services and Drinking 
Places (722)

6,012 6559 8,273,315 9,297,174 9% 195 549 -197 547

Source: Bureau of Labor Statistics 

Table 33: Key Industry Shift-Share Analysis 1991-2006

 Local Employment National Employment % Chg 
Loc Emp
 

N a t ’ l 
share
 

Indust. 
Share
 

L o c a l 
Share
 

A b s 
Chgn
 

Industry 1991 2006 1991 2006

Fabricated Metal Product 
Manufacturing (332)

1,240 1,398 1,516,243 1,545,100 13% 314 -290 134 158

Food Manufacturing (311) 144 1,008 1,509,106 1,470,037 600% 36 -40 868 864

Plastics & Rubber Products 
Manufacturing (326)

1,122 1,003 754,057 793,246 -11% 284 -225 -177 -119

Tourism

-Amusements, Gambling & 
Recreation (713)

530 918 842,357 1,387,436 73% 134 209 45 388

-Accommodation (721) 2,013 2,349 1,561,373 1,826,247 17% 509 -168 -5 336

-Food Services and Drinking 
Places (722)

56,280 67,729 106,823,195 133,833,834 20% 14231 0 -1236 11449

Source: Bureau of Labor Statistics 
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Industry Linkages

KEY INPUT-OUTPUT RELATIONSHIPS
The goal of this section is to learn whether there are many or few sup-
plier/buyer industries and how much a key industry relies on another 
industry to supply its inputs or buy its products.  Industries with many 
buyers are less vulnerable to the fate of any given industry.  Likewise 
industries that rely on a relatively small number or suppliers are more 
vulnerable to the forces affecting those suppliers.  This study uses 
input-output modeling to identify the buying and spending patterns of 
industries between and among themselves.  
 

The key industries identifi ed above 
account for 21% of total county eco-
nomic output.   Individually, output 
ranged from a high of 6.29% of total 
in the composite Tourism sector to 
1.07% of the Plastics & Rubber Prod-
ucts Manufacturing sector.  While ex-
port share of industry output showed 
great variation across industries, it 
was highest in the manufacturing 
sectors.  Exports were highest in the 
Fabricated Metal Products sector, 

where it is estimated that this sector exports 80% of its output.  The 
sector with the lowest amount of export was the Tourism sector.  How-
ever, tourism’s goods and services are sold almost exclusively within 
the County’s borders.  As a result the model cannot quantify the share 
of sector output sold to visitors (which should be regarded as exports).  
It seems reasonable to assume that exports in the Tourism sector ac-
count for the vast majority of sales.  

Food Manufacturing purchased the largest share of inputs from local 
services.  Approximately 31% of the industry’s purchases are made lo-
cally thereby supporting additional local businesses.  Fabricated Metal 
Products Manufacturing had the lowest share, buying 11.6% of its in-
puts locally.  Overall, the manufacturing cluster imported a larger share 
of inputs than the service industries, the largest importing sectors be-
ing Fabricated Metal Products Manufacturing, with estimated imports 
of 47.74% of their inputs, respectively.  

The most important aspect of an industry’s impact on the local econ-
omy is value added share of inputs.  Value added refers to the in-
cremental increase in price of a good resulting from labor at a given 
stage of the production process.  For example, if a plastic bottle factory 
turns $3 million of polyethylene into $10 million of bottles by using $5 
million of other inputs1, value added is $2 million.  The model used in 
this study defi nes value added as the sum of employee compensa-
tion, proprietor’s income, other property income and indirect business 
taxes. High value added industries usually employ skilled workers, pay 
higher wages, and earn higher profi ts.  

The results of the input-output modeling displayed in Tables 26 and 27 
show each key sector’s place within the County’s economy.   The most 

1  Electricity, labor, rent on the facility and machines, and so on.

Food Manufacturing purchased 
the largest share of inputs from lo-
cal services.  Approximately 31% of 
the industry’s purchases are made 
locally thereby supporting addi-
tional local businesses.
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OVERVIEW OF CUSTOMER LINKAGES
Table 34 describes the purchasing relationships between the county’s 
key industries and the local industries to which they sell their products 
and services.  The most diversifi ed of the key industries were Plastics 
and Rubber Products, Fabricated Metal Product Manufacturing, and 
the Tourism sector.  It should be noted that although the Tourism sector 
shows apparent diversifi cation in its customer base (people not fi rms) 
this study is limited to inter-industry linkages, and does not consider 
private individuals who likely purchase the majority of the sector’s out-
put.  Food Product Manufacturing was the least diversifi ed sector with 
61.00% of local industry sales to the Food Service and Drinking Places 
sector.  As this sector sells roughly 40% of output within the county, it is 
susceptible to volatility in the Food Service and Drinking Places sector.  
Food product manufacturing should look to diversify outside the region.   
Given rising fuel prices, tighter credit, and the slowing U.S economy it 
is possible that the tourism sector will face a short run loss of demand 
as a result of consumers reduced discretionary spending. 

Table 34: Summary Key Industry Input-Output Statistics [1]

Key Industry

(1)
Output as 
a % of Total
Regional
Output

(2)
Exports
as %
Industry
Output

(3)
% Inputs
from
Local
Sources

(4)
% Inputs
from
Imports

(5)
% Inputs
Value
Added [2]

Food Manufacturing 1.15% 59.56% 31.40% 29.60% 39.00%

Plastics & Rubber 
Products Manufacturing 

1.07% 75.30% 16.56% 37.89% 45.55%

Fabricated Metal 
Products Manufacturing

2.86% 80.15% 11.66% 47.74% 40.60%

Tourism 6.29% 42.43% 17.84% 29.27% 52.89%

[1] The rows made up by (3), (4), and (5) break down the production process and sum to 100%.  Inputs are broken into 3 categories, those 
that are imported, those that are supplied locally, and those due to the labor and technology applied to the fi rst two.

[2] Value Added is defi ned as “value added during production to all purchased intermediate goods and services.”  This equates to the      
sum of employee compensation, proprietor’s income, other property income and indirect business taxes.  

[3] The Tourism cluster is made up of the three most signifi cant tourism subsectors; NAICS 713, 721, 722.  
It should be noted that many smaller tourism sub-sectors are excluded from this analysis 

striking results are found in the manufacturing sector.  Manufacturing 
industries produce about 13% of all output in the County and are over-
whelmingly geared to exporting. These industries rely heavily on inter-
mediate goods from outside of the county; though still buy a signifi cant 
share of inputs locally.  Value added makes up at least one third of total 
inputs for all sectors.
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Table 35:  Linkages of Key Industries

Key Industry Distribution of Output Sold to Local Industries 

Food Product Manufacturing 54.2% in 1 Sector

      Food Service and Drinking Places  61.0%

Plastics and Rubber Products Manufacturing Largest 50% of Customer Industries spread over 40 Industries 
top 5 are:

 
 
 
 
 

     Aircraft Engines and Parts Manufacturing 5.9%

     Fluid Power Pump and Motor Manufacturing 3.4%

     Small Arms Manufacturing 2.4%

     Machine Shops 2.3%

     Soft drink and Ice Manufacturing 1.9%

Fabricated Metal Product Manufacturing 50% sold to 5 sectors

 
 
 
 
 

    Aircraft Engines and Parts Manufacturing 19.2%

    Fluid Power Pump and Motor Manufacturing 11.2%

    Small Arms Manufacturing 7.8%

    Machine Shops 7.6%

    Laboratory Apparatus and Furniture Manufacturing  4.0%

Tourism Largest 50% of Customer Industries spread over 14: top 5 are:

 
 
 
 
 

     Nursing and Residential Care Facilities 6.4%

     Aircraft Engines and Parts Manufacturing 6.0%

     Hospitals 5.8%

     Food Services and Drinking Places 5.2%

     Monetary Authorities and Depository Interests 3.7%

York County Employment Forecast

A forecast of future employment by industry for York County was devel-
oped and is presented below.  This forecast was produced using the in-
dustry employment growth rates projected by the Consensus Economic 
Forecasting Commission in their February 1, 2008 report on the state 
economy. Table 37 below shows historical employment by industry sec-
tor and then future values assuming that the county’s industry employ-
ment growth rates are the same as the states.  

The forecast indicates that York County will likely see slow job growth 
over the coming years.  The jobs that are expected to be created will 
likely be concentrated in Education & Health Services, Leisure & Hospi-
tality and Professional & Business Services.  Manufacturing is expected 
to lose employment over the next fi ve years as is the Governmental 
sector.  However, that doesn’t mean Kennebunk should not support the 
manufacturing sector.  As explained above there are strong sub sector 
within manufacturing that Kennebunk should recruit and retain.  
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Table 36: York County Employment Forecast by Industry

  History  Forecast

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

Total York Wage & 
Salary Employment

65,369 66,789 66,597 67,712 68,235 68,235 68,644 69,125 69,540 69,957

Natural Resources 45 36 35 40 27 27 27 27 27 27

Construction 3,366 3,571 3,720 3,857 3,593 3,456 3,511 3,529 3,543 3,550

Manufacturing 13,271 13,289 13,400 13,499 13,441 13,320 13,280 13,253 13,200 13,094

Trade/Trans./Public 
Utils.

12,621 13,043 12,655 12,880 13,245 13,232 13,219 13,285 13,298 13,298

Information 758 870 936 876 771 771 776 786 792 795

Financial Activities 2,234 2,371 2,394 2,428 2,464 2,474 2,481 2,501 2,524 2,547

Professional & 
Business Services

3,508 3,469 3,304 3,495 3,752 3,790 3,881 3,966 4,045 4,110

Education & Health 
Services

15,391 16,015 15,948 16,231 15,946 16,201 16,460 16,756 17,041 17,348

Leisure & Hospitality 
Services

9,981 9,936 9,969 10,110 10,641 10,684 10,780 10,920 11,138 11,283

Other Services 1,645 1,647 1,684 1,718 1,765 1,776 1,790 1,803 1,812 1,816

Government 2,353 2,374 2,360 2,388 2,385 2,364 2,347 2,324 2,303 2,305

Agricultural 
Employment

196 168 192 190 205 205 205 205 205 205

Source: Maine Department of Labor, Maine Consensus Economic Forecasting Commission Feb 1st 2008 Report

         

Table 37: Yearly Change in Forecasted Employment

  History Forecast

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

Total York Wage & Salary 
Employment

- 1,420 -192 1,115 523 0 409 481 415 417

Natural Resources - -9 -1 5 -13 0 0 0 0 0

Construction - 205 149 137 -264 -137 55 18 14 7

Manufacturing - 18 111 99 -58 -121 -40 -27 -53 -106

Trade/Trans./Public Utils. - 422 -388 225 365 -13 -13 66 13 0

Information - 112 66 -60 -105 0 5 10 6 3

Financial Activities - 137 23 34 36 10 7 20 23 23

Prof. & Business Services - -39 -165 191 257 38 91 85 79 65

Education & Health Services - 624 -67 283 -285 255 259 296 285 307

Leisure & Hospitality Services - -45 33 141 531 43 96 140 218 145

Other Services - 2 37 34 47 11 14 13 9 4

Government - 21 -14 28 -3 -21 -17 -23 -21 2

Agricultural Employment - -28 24 -2 15 0 0 0 0 0

Source: Maine Department of Labor, Maine Consensus Economic Forecasting Commission Feb 1st 2008 Report
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A 
random sample of Kennebunk business owners were 
surveyed to gain a greater understanding of issues related 
to the local economy.  There are approximately 579 local 
businesses in Kennebunk and 95 of them returned a 
survey for a 16.4% response rate.  This provides a 95% 

confi dence level with a confi dence interval of plus or minus 9.2%.  The 
complete survey questions and responses can be found in Appendix 
11.

Results

BUSINESS TYPE
Respondents were asked what type of business they were involved 
with.  The response selections were chosen to closely align with NAICS 
data and other national statistics.  Of those who answered this question 
there were no businesses in the food manufacturing sector.  This sec-
tor was noted above as a key industry in the regional economy.  This is 
not to say that Kennebunk does not have any food manufacturers but 
that they didn’t answer the survey.  The greatest response came from 
the retail sector.  This was followed by professional services, health 
services, fi nancial services, and real estate.  

Only three respondents stated that they did not own a business.  This 
can help provide some confi dence that the answers to these questions 
were truly provided by a dominate majority of local business owners.  
Sixteen respondents did not know how to categorize their business.  
Upon further review most of them are covered by one of the catego-
ries.  

Businesses were asked how many Full Time Equivalent (FTE’s) em-
ployees they had.  The average response was 8.6.  One respondent 
stated 260 employees.  The second largest was 70.  Sole proprietors 
were instructed to insert 0.  There were 33 sole proprietors which make 
up 35% of the total respondents.  With a statistical interval of plus or mi-
nus 9% this means that there are between 150 and 255 sole proprietors 
in Kennebunk.  There were 54 responses, or 57% of all respondents, 
that were either sole proprietors or had only one employee.  Nearly 
all businesses have less than 10 employees.  As previously estimated 

VIII.  Kennebunk Business Owners Survey

Table 38:  How many Full Time Equivalent (FTE) employees are employed in your business? 
                 Do not include the business owner. Sole proprietors enter 0.

Answer Options Response Average Response Total Response Count

Enter the number of FTE’s in your business 8.6 817 95
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Nearly 20% of all Kennebunk’s businesses are located at the home of 
the owner.  Given statistical variability of this survey the actual number 
can be as high as 28% or as low as 11% of all businesses.  This is an 
important consideration during planning and zoning discussions and 
land use planning. 

The top three most important assets of Kennebunk’s local businesses 
are the quality of its products or services, the location of the business, 
and its employees, in that order.  

Businesses in Kennebunk compete mostly at the local level.  Approxi-
mately 34% of the town’s business transactions are conducted in Ken-
nebunk or in bordering towns.  Approximately 62.5% of the business is 
conducted in York County.  The remaining transactions are conducted 
outside of the local economy.  This means that approximately 37% of 
Kennebunk’s businesses are exporting goods and services and  im-
porting dollars.  This is a sign of a strong local economy.   The location 
of their competition shows a similar pattern (Tables 39 and 40).

Most Important Assets of My Business

customers, 11%

brand/reputation, 

12%

knowledge, 7%
building/space, 5%

service/products, 

24%

Toolsof Trade, 9%

employees, 16%

location/visability, 

17%

0%

5%

10%

15%

20%

25%

through the commercial database approximately 94% of all Kennebunk 
businesses are small businesses with less than 10 employees.
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Table 39:  What is your 80% market area?  (The geographic area where you sell 
80% or more of your products or services)  Please select the one answer that most 
closely matches your 80% market area.

Answer Options Response Percent Response Count

Kennebunk and bordering municipalities 34.4% 32

York County 22.6% 21

Northeastern US 9.7% 9

United States 9.7% 9

Northern New England 6.5% 6

Kennebunk Town 5.4% 5

Other (please specify) 5.4% 5

Southern Maine and Eastern New Hampshire 4.3% 4

State of Maine 2.2% 2

US, Mexico, and Canada 0.0% 0

Europe 0.0% 0

Asia 0.0% 0

Africa 0.0% 0

South Pacifi c and Australia 0.0% 0

Worldwide 0.0% 0

 answered question 93

Table 40:  Where is most of your competition?  Please select the one choice below 
that represents the location of most of your competitors.

Answer Options Response Percent Response Count

Kennebunk and bordering municipalities 31.5% 29

York County 14.1% 13

Southern Maine and Eastern New Hampshire 14.1% 13

United States 12.0% 11

Other (please specify) 10.9% 10

Northeastern US 5.4% 5

Kennebunk Town 5.4% 5

State of Maine 3.3% 3

Northern New England 2.2% 2

Worldwide 1.1% 1

US, Mexico, and Canada 0.0% 0

South Pacifi c and Australia 0.0% 0

Europe 0.0% 0

Asia 0.0% 0

Africa 0.0% 0

 answered question 92
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Business owners in Kennebunk appeared fairly confi dent that their busi-
ness was going in the right direction.  Less than 25% of them thought 
that their gross sales would be lower next year than what occurred this 
year.  Forty-fi ve percent anticipated their sales to increase and 30% 
estimated no noticeable change.  During the past three years, sales 
increase for a majority (52.7%) of businesses in Kennebunk.  Thirty 
percent experienced a decrease.  

Cross tabulation of those whose sales have dropped in the past three 
years with other variables indicate which business are doing poorly 
compared to the totals.  Higher proportions of those in the retail, lodg-
ing, and fi nancial services sectors experienced poor sales.  For exam-
ple, 3.5 percent of the total respondents were in the lodging business 
but 12% of those respondents who had poor sales performances in the 
last three years were in this sector.  Twenty one percent  of the respon-
dents were in the retail business but 28% of the retailers had poor sales 
years.  

Conversely, Professional services did well in the last three years.  Only 
8% reported having poor sales in the past three years and nearly 19% 
of the total businesses are in this sector.   Health services also per-
formed very well in the last three years.  

The poor performing businesses had a lower average number of em-
ployees than the total.  Average number of employees for all respon-
dents were 8.2, while the under performing businesses has an average 
number of employees of 4.  This means that fewer workers were hurt 
by the poor performance than what could have been the case.  Larger 
fi rms did better in the past three years than smaller fi rms, which is gen-
erally good news for the overall economy because more people remain 
employed.

Table 41: Please indicate whether your sales have increased, 
decreased, or remained about the same during the past three 
years.

Answer Options Response Percent Response Count

Increased 52.7% 49

Decreased 29.0% 27

Remained about the same 18.3% 17

answered question 93
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TABLE 42: Please rate the importance of the following areas in order for you to remain competitive? 

Answer Options
Very 
important

Important S l i g h t l y 
important

Not 
Important

N/A

Improvements to customer service 62 16 6 3 3

Communicating to existing markets 52 30 3 3 1

Expanding into new markets 47 16 25 1 2

Development of new products or services 26 33 18 4 9

Improvements to workforce skills 36 25 19 4 5

Improvements to quality 38 29 12 5 4

Increases in quantity 28 19 22 11 9

   answered question 91

The majority of businesses believe that improvements to customer ser-
vice would increase their profi tability.  Most Kennebunk businesses are 
seeking to improve customer service.   Also communicating to existing 
markets and expanding into new ones are important actions for Ken-
nebunk’s businesses.  If the Town sought to provide support for existing 
businesses, it should look toward helping businesses improve customer 
services and market their products to new and existing markets.     

Most businesses also believe that higher household incomes will im-
prove their bottom line.   There is little a municipality can do to increase 
household’s expendable income but any effort in this direction will help 
all businesses. 

The survey asked businesses to rate the town’s municipal departments 
in terms of their support for the business community.  The public safety 
departments (fi re and police) received the highest approval ratings at 
75% and 67.5% respectively.  All departments were rated above 50% 
except the sewer department (which is actually an inter-municipal dis-
trict) and the planning and zoning offi ce (Table 43).   

Table 43: How would you rate the following town departments in their support for the business community?   

Answer Options
Highly 
supportive

Slightly 
supportive

Slightly 
unsupportive

Highly 
unsupportive

Police 54 (67.5%) 18 2 6

Fire 59(74.7%) 17 2 1

Sewer 35(47.3%) 33 3 3

Water 41(53.9%) 30 3 2

Public Works 39(50.6%) 32 4 2

Town Manager’s Offi ce 42(54.5%) 27 6 2

Planning and Zoning 30 (38%) 29 11 9
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The importance of quality of life as an actual business asset cannot be 
overstated.  Kennebunk’s quality of life is rated as the single most im-
portant business asset among Kennebunk businesses.  Nearly 7 out of 
10 business owners rated quality of life as “very valuable” to their busi-
ness.  Most business owners believe that quality of life is three times 
more important than the labor pool.  Traditional economic development 
assets such as highways, sewer and water infrastructure were rated at 
about half as important as quality of life.  Only 45% of the respondents 
rated electric power was their most important asset.   In addition, the 
“overall location” of Kennebunk was rated second at 67.5% right behind 
quality of life (Table 44).  

These high ratings for location and quality of life are local evidence 
that supports what many economic development theorists have been 
saying about the 21st century economy.  Location of a business is no 
longer about access to raw materials or infrastructure.  In this global-
ized economy where successful businesses rely more on the internet 
than on roads and more on brain power than back muscles, the value of 
location is derived from its ability to attract high quality workers.  Today, 
the real value of location is in supporting employees’ health, entertain-
ment, and recreation needs after work more so than supporting their 
business during work.  

Kennebunk gets very high ratings for location.  When business owners 
were asked where they might reestablish their business today, 81% of 
them would put Kennebunk in the top three choices, and 39% would 
choose Kennebunk outright over any other location (Table 45).   It is 
clear that whatever values businesses derived from a Kennebunk loca-
tion must be preserved for the good of the community’s economy.   

Table 44: Please rate the following assets as to whether they are valuable to your business or not.

Answer Options Very valuable Slightly valuable Not very valuable

The Kennebunk name 41 28 16

Quality of Life 59 19 5

Overall Location 56 16 7

Labor pool 16 30 25

Educational institutions 17 33 29

Electric Power 37 25 17

Sewer and Water 27 34 19

Highway 32 38 12

Table 45: If you were to establish your business today how would you rate Kennebunk as a loca-
tion?  Please choose one answer.

Answer Options Response Percent Response Count

I would locate in Kennebunk 39.3% 33

Kennebunk would be in the top 
three choices

41.7% 35

Kennebunk would be low on the 
list

10.7% 9

I would not choose Kennebunk 8.3% 7

Other (please specify) 3
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T
his section incorporates knowledge gathered through 
number interviews with business and community leaders 
in Kennebunk.  It also combines that information with data 
analysis from above and the business owners’ survey.  Data 
previously collected is purely quantitative.   This section 

uses qualitative data to fi ll in the voids and add a more thorough 
understanding of what is occurring on the ground in Kennebunk.  This 
is done through a SWOT (Strengths Weaknesses, Opportunities, and 
Threats) assessment.  

A SWOT’s overall objective is to understand the economic development 
potential of Kennebunk through the opinions of local business owners 
and community members.  It uses one-on-one interviews to determine 
Kennebunk’s greatest assets.  It is a highly effective tool for gathering 

primary data or information not already com-
piled and not readily discernable.  The underly-
ing purpose of the interviews is to understand 
how Kennebunk is unique and thereby gain 
insight into its competitive advantages.  
        
Strengths are defi ned as assets that are 
owned and controlled by the community.  A 
public park, for example, is a strength.  A weak-
ness is a liability that is within the control of 
the community, trash or crime in a public park, 
for example.  An opportunity is an asset that is 

outside the control of a community, for example, proximity to the ocean.  
Finally, a threat is a liability that is outside the control of the community, 
for example, one company being bought out by another. 

A total of 18 interviews were held with a range of business and commu-
nity leaders (see Appendix 7).   The interviews were primarily in person 
but some were completed on the phone.  They lasted approximately 
40-60 minutes.  

Strengths and Opportunities

THE KENNEBUNK NAME
The Kennebunk name is without a doubt one of the greatest assets of 
the town.  Kennebunk, Maine is known throughout the United States.  
Its name invokes images of the quintessential Maine coast, clean air, a 
healthy and hearty lifestyle, and honest values.  The Kennebunk name 
can support a consumer’s perception that a product made in Kennebunk 
is thought to be of high quality and made with care.  High end, specialty 
products are especially supported by Kennebunk.     The town’s busi-
nesses can benefi t greatly from this reputation. 

IX.  Kennebunk’s Strengths, Weaknesses, 
  Opportunities and ! reats
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QUALITY OF LIFE
The quality of life in Kennebunk has been mentioned consistently as 
one of the greatest assets of the town.  While most communities will 
say that their quality of life is good, Kennebunk has the ability to actually 
use it as a recruitment and retention tool.  The reputation of Kennebunk, 
as mentioned above, allows the town to boast of its quality of life and 
to attract employers and employees.  The excellent school system, the 
ocean, recreation opportunities, and a wide array of arts and cultural 
events, all make Kennebunk an attractive place to locate.  

INFRASTRUCTURE CAPACITY  
Interviews with agency heads reveal excess capacity in all major infra-
structures.  Sewer capacity is at about 57% full and increases at about 
2%per year.  The water district has more than ample capacity for any 
major development opportunity.  The electric department has unlimited 
service contracts and competitive rates.  Finally, Time Warner Cable 
stated that there is fi ber optic cable throughout the town.  Compared to 
many municipalities in the northeast, Kennebunk has little or no disin-
centives for business expansions in terms of infrastructure capacity.
  
ELECTRIC RATES
Electric rates are both a strength and a weakness.  They are a strength 
because KL&P’s rates are the fourth lowest in the state, and Maine has 
the second lowest rates in New England, New York, and New Jersey.  
So while the local rates have been rising, there are few very better 
choices than Kennebunk.  The only other place one can fi nd lower pub-
lished electric rates in Maine is in three other small municipalities: Madi-
son, Houlton, and Van Buren and none of them have the advantages of 
a York County location.   

EDUCATED LABOR FORCE
Kennebunk’s population is generally more educated than the average 
York County or Maine resident.  This helps recruit fi rms in technology, 
research, and analytics.   It also results in a culture that believes in 
education.  When a majority of residents believe education is a valuable 
then they tend to support education funding and other educational ini-
tiatives.  This feeds back into an upward spiral of education supporting 
a high quality of life and vice versa.  

LOW UNEMPLOYMENT 
Kennebunk has had a consistently low unemployment rate.  For nearly 
20 years, Kennebunk has never had more unemployed residents than 
the county or state average.  

VACANT COMMERCIAL AND INDUSTRIAL LAND
Although it may not seem like it, Kennebunk does have available com-
mercial and industrial land scattered throughout the town. The two in-
dustrial districts amount to 451 acres and are less than half occupied.  
There is relatively little wetlands preventing development on these 
acres.  The Business Park district has many wetland problems but there 
are some acres left.  The Suburban Commercial district has several 
large undeveloped areas.   
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Weaknesses and ! reats

LOW RETAIL SALES
Kennebunk has some of the highest income households in York Coun-
ty but much of their retail spending is occurring outside of town.  Re-
tail spending data show that residents are spending a disproportional 
amount of their household income outside of town.  Without a consumer 
spending survey, we do not know what items they prefer to purchase 
outside of town we can only observe the indicators that show retail dol-
lars are leaving.  Kennebunk is also not capturing tourists’ retail spend-
ing compared to the York County average.   Sales data show that most 
retail sales in Kennebunk are from non-tourist type of activities such as 
building materials and gasoline.  Increases in high end tourism retail 
businesses may also improve town residents’ options for the retail items 
they are buying elsewhere.   

ELECTRIC RATES
As mentioned above, the electric rates in Kennebunk are both a strength 
and a threat.  The electric rates in Kennebunk are high compared to the 
nation.  Companies looking nationwide for a location have better op-
tions than the northeast.  Because the comparatively low rates outside 
the northeast are beyond the control of the town we call this a threat.  
There is little to nothing more that can be done to change this except 
keep Kennebunk’s rates as low as possible.  As shown above they 
seem to be doing that.  It should also be noted that companies seeking 
a location assess their choices against a number of variables and elec-
tricity costs are only one, and often not the most important.  It should 
also be noted that KL&P’s rates will increase in March and CMP’s rates 
will decrease.  Where once they were 4.5 cents apart, there will only be 
a 2 cent difference after March.  The price trend is moving in the wrong 
direction for KL&P and contract negotiations may now be underway to 
correct this.  This is a weakness since it is within their capability to make 
these changes.    

DOWNTOWN GAS STATIONS     
Kennebunk’s Main Street has three gas stations within two city blocks.  
Gas stations in a downtown are historical land uses that served impor-
tant functions when the local economy was different.  When downtowns 
had hardware stores, feed stores, and repair services, gas stations were 
a natural fi t.  The economics of retail have changed, however.  Today, 
successful downtowns are now destinations for retail, entertainment, 
and socializing.  Successful downtowns have a mix of professional of-

fi ces, retail, restaurants, and residential uses.   Three 
gas stations in downtown, in such a short distance 
break up and discourage a pedestrian fl ow from re-
tail to retail along the street.  Cars moving in an out 
across the sidewalk create an unsafe environment.  
Downtowns across the country are seeking ways 
to move gas stations to better places.  The current 
gas stations on Main Street are grandfathered uses; 
they are not allowed under current zoning.  The town 
should work with the owners to adapt the current 
buildings into more appropriate uses. 
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INEFFICIENT LAND USES IN WEST KENNEBUNK
The current land development pattern in West Kennebunk Village 
is low density and therefore is not maximizing its per acre potential.  
This is primarily caused by the lack of sewer service in the village.  
The Sewer District’s charter prevents the village from being served.  
This results in the current zoning of half acre lots with large set backs.  
Some residents fear that sewer service would result in intensive devel-
opment that would eliminate its current rural atmosphere.  However, 
half acre zoning completely built out would also eliminate a rural feel of 
the village.  Many historic villages are compact with intensive uses in a 
very small area.  Most residents would agree that they want the West 
Kennebunk Village to function successfully.  Businesses need other 
businesses to survive.  More intensive land uses in a small portion of 
the village can provide the economy of scale to help develop a sustain-
able village that serves local needs.  Sewer service is necessary for 
that to happen.  Given the shortage of available commercial land, this 
would also help town wide economic development goals. 

SPRAWL ON ROUTE ONE NORTH 
Kennebunk has many beautiful and aesthetically pleasing areas in 
town including an impressive historic district, a stunning coast, and a 
walkable downtown.  However, Route One North between Fieldcrest 
Drive and Ross Road has not escaped sprawl.  Sprawl was a grow-
ing land use pattern common across America from 1970 to 2000.  It 
is still being built today however there is also a growing fi eld of urban 
planners committed to providing better alternatives.  Sprawl caters to 
automobiles, places pedestrians at risk, builds excessively large but 
underutilized parking lots, has little or no interconnecting streets, the 
largest retail stores, and is characterized by architecture that can be 
found in nearly any community in the United States.  

Studies on sprawl have shown that it generates more traffi c, produces 
less rent revenue over the long run, costs more in municipal services, 
and causes a number of environmental problems including increased 
storm water pollution, habitat destruction, air pollution, and unsightly 
aesthetics.  This area is really a small anomaly among Kennebunk’s 
otherwise pleasing land uses.  Given the importance of the “Ken-
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nebunk” name and the quality of life in Kennebunk in attracting and re-
taining local businesses this area should be master planned to reverse 
this land use pattern.  Given the area’s proximity to senior housing com-
munities and residential developments it would make sense for this area 
to be more pedestrian friendly.  An interconnected network of roads and 
sidewalks from residential to commercial uses will improve the land val-
ues of both areas.  The architecture for this area should be subject to 
design standards.  

ANTIQUATED ZONING
In the last three years the zoning for Kennebunk was amended eight 
times.  In the last ten years it changed sixteen times. This is an indica-
tion that the document is not serving the needs of the community in a 
comprehensive and thoughtful way.  There were also six contract zones 
added to the document since 2004.  On the positive side, this does indi-
cate Kennebunk’s fl exibility in trying to meet the needs of an ever chang-
ing development market.   On the other hand, if the changes occur too 
often, two risks arise. First, it can also send a signal that the town is 
unpredictable, which counters the fl exibility effect. Secondly, as more 
changes occur in a single section or two there is an increased risk that 
the entire document starts to contradict itself.  A number of indications 
show that the zoning in Kennebunk is antiquated, it doesn’t refl ect the 
current economic realities of today, and that it should be comprehen-
sively rewritten.  They include:

1. The Business Park district on Route One south does not allow  

 lodging businesses;

2. Industrial zones do not allow for offi ce buildings;

3. The Suburban Commercial zone does not allow for residential  

 uses although there are several;

4. Residential uses are surrounded or adjacent on three sides  

 with Industrial zones;

5. Roads are used as zoning borders;

6. Setbacks in commercial areas are too large, especially where  

 public sewer service is available;

7. Parking regulations were developed based on national   

 standards;

8. There are too many zones
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T
he overall structure of Kennebunk’s economy is healthy.  
Although the current economic crisis makes this diffi cult 
to believe, the town does have a balanced and diversifi ed 
portfolio of businesses.  The array of businesses in town 
represents both traditional jobs and 21st century jobs that 

pay a wide spectrum of salaries.  Approximately 37% of Kennebunk’s 
businesses are export oriented.  This means that a majority of their 
products and services are sold outside the economic region (defi ned 
here as York County).  It also means that they are the “drivers” for 
the local economy since they import dollars from outside and circulate 
them locally through purchases and employee wages.  Kennebunk’s 
economic structure is sound because the community is not reliant 
on only one or two economic drivers.  All the eggs are not in one 
economic basket, which helps spread the risk of job losses over 
multiple sectors.     

Kennebunk is part of a regional economy that shows a competitive 
advantage in three sub sectors of the manufacturing sector.  Man-
ufacturing employment has been on the decline nationally, and has 
declined in York County, when reviewing total averages.  However, 
manufacturing in fabricated metals, plastics and rubber, and food have 
increased in employment, pay higher than average wages, and import 
dollars into the region.  These three sectors show promise in the re-
gions economy and Kennebunk should do what it can to recruit and 
retain businesses in these sectors. 

The entire manufacturing sector as a whole will continue to lose jobs in 
the future, and it will overshadow the employment gains in these three 
specifi c manufacturing sectors.  However, economic development pol-
icies should continue to support these three sectors.  We must remem-

ber that manufacturing 
in general is losing jobs 
because of automa-
tion.  Once the produc-
tion of an item can be 
automated it requires 
less human skill to pro-
duce and at that point 
the item is manufac-
tured overseas where 
labor is less expensive.  

Food manufacturing rarely gets shipped overseas.  Automated produc-
tion of fabricated metals and plastics is vulnerable to being exported.  
The opportunity lies in retaining high end customized manufacturing 
and research and development of new products.  

Being part of a regional economy does not mean working to mimic 
the regional economy at the local level.  That would result in moving 
toward average.  The regional economy is made up of winners and 

X.  Conclusions

Approximately 37% of Ken-
nebunk’s businesses are export 
oriented.  ! is means that ... there 
are the “drivers” for the local econ-
omy.
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losers with each municipality having unique advantages and disadvan-
tages.  Regional economic data displays all of the economic pros and 
cons of all municipalities combined.  Kennebunk must capitalize on its 
advantages or its unique assets.  This may mean recruiting or retaining 
businesses that may not be key industries at the regional level but are 
part of a growing national trend and fi t well within Kennebunk’s borders.  
Examples of these industries include health and education services, 
professional and business services, wood products, printing, and some 
retail.       

Although Kennebunk doesn’t have much land for manufacturing it does 
still have some vacancy.   It also has an excellent electric supply com-
pany and direct access to the interstate.  It also has ample water and 
sewer capacity to support new job growth.   More importantly manu-
facturing industries buy inputs for production from a signifi cant number 
of local suppliers.  Value added makes up at least one third of total 
inputs for manufacturing sectors.  Intermediate steps of production in-
clude parts manufacturing and suppliers, metal processing and fi nish-
ing, pump manufacturers, and the multitude of service technicians that 
support these parts and production processes.  While Kennebunk is not 
an industrialized community, it does have the ability to teach and train 
the labor for these industries.  Kennebunk should remember that train-
ing and education is a growing economic sector in itself.  Research and 
development, training, and education, are ideal sectors for Kennebunk.  
Research and development companies recruit intellect: people with 
higher educations and advanced skills.  These people require a high 
quality of life and have many options in where to live.  Kennebunk has 
superb quality of life and can compete with nearly any location in this 
arena.  Ironically, however, it does not have a center for higher educa-
tion.  There are few fi rms that specialize in R&D in Kennebunk.  Corn-
ing is an exception and they do employ 300 workers.  Kennebunk is an 
ideal location for other companies that focus on research.  Long range 
efforts in recruiting research institutions, laboratories, and private re-
search fi rms should commence immediately.  

Tourism is a double edge sword.  Tourism is actually an export industry, 
meaning that it sells its “tourism product” to a majority of consumers 
who are not local residents.  Therefore, it imports dollars from the out-
side which is the goal of local economic development.  On the other 
hand, if it isn’t done right it has the potential to sell the community’s soul 
by stripping it of its heritage and identity.  Once that happens the com-
munity has lost any niche it had to compete.  The tourism data show 
that Kennebunk is not capturing its full potential of tourism dollars.  It 
also shows that tourism does import dollars but not a lot and the wages 
paid to employees in this sector are low.  Kennebunk could benefi t from 
increased accommodations and food service business in the downtown 
and Route One corridor.  However, increased development on the coast 
is not advised by the author.  The Kennebunk coast is likely the one 
place where an accommodation business would generate the most rev-
enue and produce a superb product.  However, there are many lodging 
businesses on the coast line of Maine.  Building one or two more in 
Kennebunk would only add to the wide array of choices available to 
visitors, and throw it into a large pool of competitors.    The Kennebunk 
coastline is relatively undeveloped.  This is becoming increasingly rare 
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in Maine.  Preserving the undeveloped coast starts to build on an exist-
ing asset and it should continue.  However, in order for the town to ben-
efi t from this relatively undeveloped coast, the area must be welcoming 
to the public.   Not building on the coast doesn’t mean excluding the 
public.  The public should be encouraged to visit the beach and small 
scale services should be available to them.  

Employment forecasts for Maine, New England, and the nation look 
bleak as of January 2009.  Total employment in York County is expect-
ed to increase by only 2% in the next 5 years.   As this report is being 
written the country is preparing to endure a protracted recession for the 
next 18 to 24 months.  It is diffi cult to write an economic development 
plan during these times.  On the other hand, during these times there is 
nothing more important than a solid economic development plan.  These 
times also show which sectors of the economy are the strongest.  Ken-
nebunk should move forward with the understanding that any recession 
is not the long term future of the economy and should align itself with 
strong sectors.  Employment projections show that job growth will oc-
cur in three major sectors: professional and business services; health 
and education services; and leisure and hospitality services.  The town 
should do what it can to facilitate growth in these businesses.    

Table 47: Projected Employment, York County, 2007 to 2012

Sector Percent growth to 2012

Total Employment, York County 2%

Natural Resources 0%

Construction -1%

Manufacturing -3%

Trade/Trans./Public Utils. 0%

Information 3%

Financial Activities 3%

Prof. & Business Services 9%

Education & Health Services 8%

Leisure & Hospitality Services 6%

Other Services 3%

Government -3%

Agricultural Employment 0%

Keep in mind that while the manufacturing sector is expected to lose 
jobs on average overall, several sub-sectors within manufacturing are 
expected to do well as described above.  This is why an in depth anal-
ysis of the economy, as completed in the strategic industries analysis, 
is important and must be interpreted in the context of Kennebunk’s 
needs.  This report has uncovered that three manufacturing sub sec-
tors are key industries in the regional economy even though the entire 
sector will lose jobs on average.  Conversely, the report shows that 
several service sectors (Professional, Business, Education, Health 
Care, Leisure and Hospitality) are going to grow the most jobs in the 
next 5 years even though some of them may not be key industries 
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or drivers of the economy.  An economic development plan for Ken-
nebunk must incorporate this knowledge judiciously, and choose what 
is most appropriate for the long term economic future of the town.  

The Leisure and Hospitality sector is known to be an export industry as 
previously described.   The Professional and Business services sector 
did not surface as a key industry.  Also its location quotient was less 
than 1.0 which means the region’s share of employment in this sector 
is less than the national share.  In Kennebunk specifi cally there may be 
several businesses in this sector that beat the national trend and actu-
ally import dollars.  For example, Digital Research and Dietz Associ-
ates are two fi rms in Kennebunk that export professional and business 
services and import dollars.  Education and Health Care services are 
similar to Professional services in the sense that it is not known to have 
a regional signifi cance or to drive the economy.  However, local excep-
tions may apply.  Health Care services are not dollar importers unless 
they provide unique services that generate demand from outside the 
region.   Likewise for education; a community college does not import 
dollars but a specialized school or a university usually does.  

Kennebunk must select strategies that make sense for itself within the 
context of a regional economy.  If strategies are based solely on the 
regional economy, the town will not be taking advantage of its unique 
assets.  If goals are set that ignore the economic realities of the region 
and the nation, then they have a low chance of success.  For example, 
William Arthur is one of Kennebunk’s largest employers and a suc-
cessful, growing company.  According to NAICS data, this greeting 
card company can be found in the “Information” sector alongside news 
services, radio, and television.  Regional economic data says that the 
information sector is not strong and it does not drive the economy.  In 
Kennebunk, we know that William Arthur products are sold nationally 
and that they import large amounts of revenue from outside the region 
and employ over 300 people that spend this revenue locally.  William 
Arthur Inc. is clearly a “driver” of the local economy regardless of what 
regional economic data suggests.  Economic development strategies 
should be designed to support this sector.  
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A
s this Plan is being written the economy is in a recession.  
Unemployment is expected to rise throughout 2009.  Home 
foreclosures and business bankruptcies are increasing.  
Most economists predict that the economy will get worse 
before improving in 18 to 24 months.  In fact, this recession 

may be of record setting proportions.  It is diffi cult to write an economic 
development plan during these times because people start to think in 
the short term.  When businesses close down and unemployment rises 
the inclination is to “fi x it” right away.  We tend to forget that the factors 
that are affecting the economy today are the result of a long series of 
national fi scal and monetary policy decisions and that this recession is 
of national and global magnitude.  Unfortunately, Kennebunk cannot 
shelter itself from the economic effects we feel today.    

Goal # 1: Address Short Term Impacts of the 
Current Economic Crisis

 Objective 1: To shorten the length of time that workers  

 are unemployed

 Objective 2: To assist Kennebunk’s work force to   

 be retrained for new employment

IMPLEMENTATION RECOMMENDATIONS  
It is diffi cult to undue in the short term what the long term took to create.  
Although this plan is a long term economic development plan, there are 
some actions the town can implement to soften the impact of the current 
recessed economy today.  We are now living in a different economic 
paradigm than when this Plan was fi rst started in early 2008.  The town 
and the Economic Development Committee should become prepared 
for potential layoffs and foreclosures.  Actions include:
 
1) Promote Current Workforce Resources:  

As employees start to loose their jobs they will look for resources to 
help.  Kennebunk’s EDC can host a job fair summit that gathers to-
gether all available resources in workforce employment and training, 
unemployment assistance, and jobs skills realignment.  The goal of the 
job fair will be to widely publicize these resources and to try and match 
job seekers in need to those agencies that can help.  The fair can have 
seminars on resume writing, interview skills, and retraining.  The town 
should work with the existing agencies such as the Maine Career Cen-
ter, the Department of Labor, and Training Centers to craft the agenda 
and to share the costs.     

XI.  Goals and Implementation Recommendations
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2) Business Start up Assistance:

During times of large lay-offs, there is typically a spike in new business 
start ups as skilled workers try to continue their careers on their own.  
The town can help new entrepreneurs by aligning existing technical 
assistance resources with Kennebunk based start up companies.  The 
EDC, or similar entity, should publish a directory of resources to provide 
to new start up companies (see below).  They can also host a business 
start up fair similar to the one described above, either at the same time 
or separate.  This would be a business owners fair that would focus on 
writing a business plan, fi nding venture capital, the legal and account-
ing aspects of starting a new company, computer resources and similar 
challenges.

 3) Encourage Home-Based Businesses:  

One of the biggest hurdles to starting a business is the cost of rent 
– even if a vacancy can be found.  The town can help start up compa-
nies in these diffi cult economic times by reducing the restrictions on 
home based businesses.  In particular, the fl oor area limits for the busi-
ness portion of the home should be increased from 30% of the total 
structure to at least 65% with no maximum (currently at 600sf).  In the 
RR and RC zones it should remain at 90% but again the maximum 
should be eliminated.   The limitation on the number of employees (Ar-
ticle 10 Section 14(C)) should be eliminated.  If and when the business 
grows so big that it gets too crowded in the home, the business will 
likely be successful enough to afford a commercial property.  The over 
crowdedness will create a natural incentive for the business to move.  
Trip generation limitations (Section 14(H)) should be eliminated.  These 
are from National Transportation Standards and do not apply to, nor 
are they intended for, home occupations.  The parking requirements in 
Article 10 Section 9, Subsection(B)(6)(a)(v) should be eliminated.  It is 
important to retain the residential character of the neighborhood; there-
fore, the requirements regarding the external appearance should re-
main the same.  Approximately 19% of Kennebunk’s businesses today 
are located in the owner’s home.   These changes will help retain these 
companies as well.  

Goal #2:  Workforce training and retraining 
for 21st Century jobs

 Objective 1: To supply the workforce with the skills and  

 training necessary to be employed in the growing 

 sectors of the economy.  

IMPLEMENTATION RECOMMENDATIONS

1) Provide training for skilled workers
As of today (January 2009), Congress is preparing to pass an economic 
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stimulus package that is intended to put people back to work.  We do 
not know what the details of the package will include.  However, after in-
terviewing congressional staffers, all indications show that it will include 
incentives to stimulate alternative energy sectors such as wind, solar, 
biofuels, geothermal and other technologies to reduce dependence on 
foreign oil.  Another portion of the stimulus package will go toward re-
building public infrastructure, particularly roads, bridges, schools, rail 
lines and the like.  

Residential construction workers in carpentry, plumbing, masonry, and 
electrical trades are loosing their jobs due to the collapse in the housing 
and fi nancial markets.  These workers, who either have learned their 
skills on the job for the past few years or have held their position for 
many years, have the educational foundation to be retrained in alterna-
tive energy and public works construction.  Kennebunk should prepare 
these workers for these new jobs.

Kennebunk Adult Education advertises on its web site the ability to set 
up specialized training programs and is seeking students.  The Direc-
tor of Kennebunk Adult Education was interviewed to determine the 
feasibility of this organization to help train workers and the response 
was positive.  This plan recommends that Kennebunk Adult Education 
establish a Transitional Jobs program.  This would include a series of 
courses designed to realign existing skill sets of construction workers 
for alternative energy technologies and public works projects.  Courses 
should include:
 
• Solar and wind energy technologies
• Electronics
• Thermodynamics and mechanics
• Micro-hydro electricity
• HVAC installations
• Sheet metal works
• Welding
• Earth moving equipment operations
• Masonry and paving
 

Goal 3:  Support and Retain Local 
Businesses 

  
 Objective 1: To help grow local businesses

 Objective 2: To prevent local businesses from 

 departing or closing

 Objective 3: To increase sales of locally produced 

 products

 Objective 4: To retain and circulate existing 

 dollars within the local economy

IMPLEMENTATION RECOMMENDATIONS
1) Establish the Kennebunk Revolving Loan Fund
Existing small businesses often have trouble fi nding small loans to 
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improve their business.  Revolving loans have a proven track record 
throughout the country in assisting businesses stay viable.  Revolving 
loans do not replace the role of existing banks or other lending institu-
tions.  These loans are designed to fi ll in the lending gaps.  The mission 
of private lending institutions is to make a profi t.  The mission of the 
Kennebunk Revolving Loan fund will be to retain businesses or start up 
new ones to help meet the goals of the town.  These small loans are 
provided to businesses for situations that are typically not supported by 
lending institutions.  Examples include extending an existing commer-
cial loan, taking slightly greater risks than what is allowed commercially, 
providing below market interest rates, shortening the response time, 
reducing the risk to commercial loans by providing “back up” capital or 
subordinate loans.  Commercial loans are usually made to purchase 
capital.  Banks have a harder time lending for less tangible purposes.  
However, in today’s service based economy businesses often need 
money for non-capital investments.  Examples include hiring expertise 
to navigate through complex federal regulations, upgrading software, 
improving building facades, or seeking expert advice to increase pro-
duction effi ciencies.       
A small revolving loan fund can be administered by the Kennebunk 
Economic Development Corporation for the purposes of supporting 
Kennebunk’s businesses.  The fund can be established by the Com-
munity Enterprise Grant Program from the Maine Community Develop-
ment Block Program, local banks, Tax Increment Financing revenue, 
and the Town’s general fund.  Kennebunk voters should remember that 
these funds are not grants, once the fund is established the money is 
loaned to local businesses and repaid to the town with interest.  There-
fore, in the long run, the Town’s general fund is not reduced.  

2) Establish an Import Substitution Program

Import substitution refers to replacing the materials, supplies, equip-
ment, and products that businesses currently purchase from outside 
Kennebunk with those same items from within Kennebunk.  One may 
assume that if “businesses could buy it locally they would” but this is 
often not the case due to a lack of knowledge or from purchasing hab-
its.  Getting more businesses to buy their production inputs from other 
businesses in Kennebunk or York County can have a positive impact on 
retaining local businesses.  The program is established on a company 
by company basis.  In order to implement this program the Economic 
Development Committee, either alone or with the help of staff, would 
need to target certain companies and inventory their purchases through 
interviews with company offi cials.  For those purchases not made lo-
cally they would seek other sources to try and “substitute” those imports 
with local products. 

The Committee should focus on the companies shown in this report to 
import the most dollars.  Those companies include William Arthur, Corn-
ing, Tom’s of Maine, Atria, Northeast Coatings, and some of the lodging 
businesses and restaurants that serve mostly tourists.  This can be ac-
complished as part of a business visitation program that the Committee 
should also implement (see below).  
The second major group of establishments the Committee should in-
ventory is Kennebunk’s municipal departments.  The town should lead 
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by example in this buy local program.  All town departments including 
Administration, Police, Fire, Electric, and Recreation should be invento-
ried for their purchases.  The School District and the Sewer and Water 
districts should also be inventoried.  
 
Finally, the EDC can encourage businesses to do their own import sub-
stitution research by sponsoring business to business socials, mixers, 
and similar face to face networking activities.

3)  Establish a Business Visitation Program

The Economic Development Committee should take a proactive ap-
proach to preventing business foreclosures.  Business owners are often 
too busy to know that there are resources or people willing to help make 
their business successful.  A strong and effective EDC will make itself 
known to the business community.  It should establish a business visita-
tion program that regularly visits with business owners.  The committee 
can make a schedule and target specifi c areas in town on a regular 
basis.  The committee should act as a clearinghouse for business re-
sources.  They should create a resource guide (see below) and become 
well versed with each of the agencies.  The EDC should be regarded 
and function as a resource and referral center.    
   
4) Create a Resource Guide to Starting and Building a 

 Small Business in Kennebunk

In preparation for these visits the EDC should create a resource guide 
for building a strong and sustainable small business in Kennebunk.  The 
resource guide is geared toward building existing businesses and help-
ing new companies establish themselves in Kennebunk.  The Resource 
Guide will include contact information on agencies and organizations 
that will help businesses develop ideas, write a business plan, and 
fi nd funding.  The guide should specify who in the town is responsible 
for shepherding new businesses through the permit review process, 
calculating taxes, and obtaining licenses.   The Guide should include 
a directory of all economic development agencies in Maine such as 
York County Development Corporation, Maine Business Works, Maine 
Small Business Development Center, Maine Small Business Alliance, 
Economic Development Council of Maine, and Coastal Enterprise Inc. 
(CEI), for example.  The EDC should become knowledgeable of all the 
services offered by these agencies and act as a distributor of this in-
formation.  The EDC should know the events, programs, and cours-
es offered by them and make this knowledge available to Kennebunk 
businesses.  The EDC should develop professional relationships with 
the staff of these organizations.  In disseminating this information they 
should create and maintain regular lines of communication with Ken-
nebunk business organizations such as the Chamber of Commerce, the 
Rotary Club and the like.   The EDC should be applauded for their cur-
rent efforts.  They provide business resources via the town’s web site, 
they sponsor business seminars and have conducted business visita-
tions.  This recommendation is meant to build upon their success.  
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5) Support existing businesses through professional 

 development workshops and seminars.

The business owners survey asked them what factors would improve 
their competitiveness in today’s business climate.  The number one 
most important factor is improvements to customer service.  Since 
many businesses would agree that this is an important factor, providing 
training or skills development in this area would be welcome.  The EDC 
should sponsor professional development workshops in: communicat-
ing to existing markets; expanding into new markets; advanced cus-
tomer service techniques; and personnel management.

The EDC may not have the in-house capability to conduct some or all 
of these seminars. In this case they should seek instructors.  The Maine 
SCORE is a good resource for this.  SCORE (the Senior Corps of Re-
tired Executives) is a nonprofi t association dedicated to entrepreneur 
education and the growth and success of small businesses.  They pro-
vide free counseling and low-cost workshops to promote their mission.  
The closest SCORE Chapter to Kennebunk is in Portland (207-772-
1147).  The EDC should explore either collaborating with this Chapter 
or work to create a chapter closer to Kennebunk.   

Goal 4: Become a Regional Center for 
Education and Training

 Objective #1: To capture a segment of the educational 

 services sector

 Objective #2: To expand the town’s current adult 

 educational offerings 

 IMPLEMENTATION RECOMMENDATIONS

1) Recruit a Distance Learning Provider in High Demand 

 Vocations

The educational services sector is stronger in York County than the 
Maine or US average, and all indications show that it is growing (see 
section on location quotient).  Kennebunk has an excellent K-12 educa-
tion system, but it stops there.  The town is not capturing its share of 
post high school educational services.  Kennebunk is an ideal place for 
learning.  It is a safe place with a high quality of life that can be used 
to attract students.  While a major university is not likely to move into 
Kennebunk, establishing a Kennebunk branch for associates degrees, 
and vocational certifi cates is possible.  Kennebunk can also seek to 
recruit other training businesses such as private vocational schools or 
distance learning universities.    

Even while this recession is in full swing, the US government estimates 
that there is a shortage of trained workers in certain sectors of the US 
economy.  For example, the US Department of Labor projects that in 
the next ten years the net demand for home health care workers will 
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increase by 50%, net demand for dental hygienists will increase 30%, 
and the net demand for a wide range of medical technicians will in-
crease by 24-28% (see appendix 3).  In fact, there are 70 different oc-
cupations in which the net demand will increase by more than 15% 
over the next ten years and all of them require an associate’s degree or 
less.   Kennebunk has no facilities to train them.  This is an industry that 
Kennebunk is well suited to host but has yet to capture.  The vocational 
training industry is a clean and quiet industry that is offi ce-based em-
ployment, environmentally friendly, and respectful to neighboring land 
uses.  Kennebunk has the “Kennebunk” name that can be used to mar-

ket itself to attract this industry.  

An internet search for traditional (on-cam-
pus) nursing schools in Maine showed 13 
locations.  Three schools were within rea-
sonable driving distance to Kennebunk, the 
University of New England in Biddeford, 
University of Southern Maine in Portland, 
and the Southern Maine Technical College 
in South Portland.  None of these schools 

provided on-line courses.  The same inter-
net search revealed 138 schools providing on-line degree programs.  
None of them were in Maine (see Appendix 4).   Perhaps a Maine col-
lege does provide some on-line courses but this initial search didn’t fi nd 
any.  The on-line nursing degrees are offered by popular distance learn-
ing centers such as the University of Phoenix and Kaplan University 
as well as some famous national universities such as Johns Hopkins, 
Boston College, Kent State, Yale, and Georgetown University.  

The Town of Kennebunk is an ideal setting for a satellite campus of a 
major university.  The Kennebunk branch should focus on vocational 
training in the high demand fi elds offering on-campus or distance learn-
ing courses.  The current state of the economy likely does not provide 
the fi nancial environment for a university to make a move soon. How-
ever, this is not a short term recommendation.  The town should estab-
lish a special task force now to explore this opportunity.  By the time it 
is prepared to host a school, the economy will be different that what it is 
today.  The task force should be charged with analyzing the feasibility of 
recruiting a distance learning school (or hybrid with on campus classes) 
on vocational training to Kennebunk.  

The task force should focus on schools that teach and train in the 70 
vocations that have a shortage of workers.  The feasibility study should 
analyze trends in universities that are creating campus extensions to 
understand the environment that is favorable for a university to make 
such a move.  The task force should interview key personnel at these 
institutions.  Interviews should focus on the correct incentives that are 
needed to attract these institutions, the size of the market, and loca-
tion factors.  The task force should also identify property in the town 
where a large offi ce based building that will house this facility should 
be located.  
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2) Expand Kennebunk Adult Education

The Director of Kennebunk Adult Education was interviewed to deter-
mine the current programs offered and the capacity of the institution.  The 
programs and courses focus mainly on short courses for personal en-
richment.  Some of the courses they currently offer have the potential 
to provide a foundation for gainful employment.  However, none of them 
provide enough hours of practice to rise to this level.  There are no cer-
tifi cation programs with the exception of the Clerical Certifi cate program 
now available.  The Clerical Certifi cate program is a six course program 
that encompasses approximately 80 hours of class work in basic offi ce 
skills.  Classes cover keyboarding, offi ce software, fi ling and the like.  
Graduates receive a certifi cate, and more importantly, a basic founda-
tion of skills that make them qualifi ed to apply for offi ce assistance work.  
Kennebunk Adult Education should be applauded for these efforts.  They 
should strengthen this program by developing working partnerships with 
large employers and temporary employment agencies.  This program 
should grow to become recognized as a high quality provider of eligible 
employees in basic offi ce skills.  They should follow their own example 
and expand this program into other skill sets.

Kennebunk Adult Education should evolve and grow into a full scale vo-
cational training center that offers certifi cates in business, nursing, com-
puters, and trades. Many of the existing courses can simply be expanded 
from their average of 2 to 6 hours in length to 80 or 120 hours.   For 
example, KAE offers a four hour web page designing course.  This will 
not likely be enough practice to gain employment.  This course should be 
expanded into an 80 hour certifi cate program.  Another example is their 3 
hour cake decorating class.  This can be expanded to teach a full range of 
bakery and pastry skills.    Over the long term these certifi cate programs 
can grow into being accredited by relevant agencies.   For example, they 
could start a Nursing Assistant program that is approved by the State 
of Maine.  Other nationally recognized organizations could also support 
KAE.  For example, the National Healthcareer Association helps schools 
prepare students to take certifi cation tests in thirteen medically related 
vocations such as medical technicians, EKG technicians, surgical tech-
nicians, and medical billing and coding specialists (appendix 5).  These 
jobs are in high demand.  

The current administrative structure of KAE is weak.  They have a short-
age of funding and the Director is part time.  Growing this organization 
into a strong, self-sustained entity will take time and leadership.  This is 
a long term goal that builds upon the existing assets of the town.  Grow-
ing this training center will take a special task force of veteran educators, 
job trainers, employment specialists, and local offi cials.  The task force 
should spend the next year drafting a strategic plan to increase the effec-
tiveness of KAE so that it meets the needs of employers and job seekers. 
They should explore different vocational training models and work toward 
replicating one appropriate for Kennebunk and meeting the needs of the 
local economy.  Kennebunk Adult Education should also grow by building 
partnerships with other supporting institutions to deliver employees that 
are in high demand to the local workforce.  This can start now.  Given the 
rise in medical offi ce space in Kennebunk recently, the medical profes-
sional businesses in town would immediately benefi t.  
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Goal 5:  Modernize traditional downtown 
for 21st century living.

 Objective #1: To increase foot traffi c in the downtown

 that will support local businesses.

 Objective #2: To increase the diversity of land uses 

 downtown so that it remains vibrant after business   

 hours.

Demand for “urban living” is increasing throughout the nation.  More 
and more people are seeking a location where they can live, work, and 
play all within walking distance.  A 2003 University of Maryland study 
published in the Journal of Urban Economics showed that buyers are 
willing to pay up to a 15.5% premium for amenities and elements like 
connected street networks, smaller blocks, and better pedestrian ac-
cess to shops.  A majority of Kennebunk’s residents don’t live in this 
type of environment.  With the exception of the Kennebunk Inn and 
maybe a few other businesses, a majority of the downtown is closed af-
ter dark.  Increasing downtown vibrancy should be high on the agenda.  
The town should create a strategic plan to increase vibrancy in the 
downtown.  A recent planning effort to beautify the streetscape is a 
step in the right direction.  This is a well designed plan that should be 
implemented.   

IMPLEMENTATION RECOMMENDATIONS

1) Expand the Existing Downtown Streetscape Master Plan into a 

Streetscape Revitalization Plan, prepared by E.E.&G
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More Comprehensive Downtown Plan that would include Fundamental 

Market Changes

This streetscape plan should be rolled into a broader downtown vitality 
master plan.  This would include an analysis of the real estate market 
and close collaboration with the building’s owners.   The goal of this 
collaboration should be to devise strategies and incentives to increase 
retail and nightlife in the downtown.  It is beyond the scope of this town 
wide economic development plan to develop these types of site spe-
cifi c micro-strategies.  However, a vibrant downtown is an important 
recruitment and retention tool in a comprehensive economic develop-
ment strategy and therefore is discussed here.    

A Downtown Vitality Master Plan would include a thorough analysis of 
the users of the downtown.  It would rely on interviews, surveys and 
focus groups of the merchants and current downtown users to deter-
mine use patterns, behaviors, and preferences.  It would then conduct 
a market survey of the potential downtown market that they wish to at-
tract but is not currently using it.  The data in this study shows that Ken-
nebunk residents are spending a large amount of their retail dollars 
outside of the town.  A Downtown Vitality Master Plan would lay out 
specifi c achievable and measurable goals that were intended to give 
the current users and potential market what they are demanding in a 
downtown.   The fi nal plan should also include a strategic marketing 
plan to retain Kennebunk shoppers and to bring visitors downtown. 
    
Interviews were held with members of the Kennebunk Downtown Com-
mittee.  The Committee has been working on strategies to increase re-
tail activity and bring more regular foot traffi c to downtown.  The Chair 
of the Committee stated that there are current efforts to bring more arts 
to the downtown and to create more events.   Events are a good thing 
to work on but they are typically the least sustainable activity in a range 
of downtown vibrancy options.  In other words, once the event is over 
it doesn’t come back unless it is planned and implemented again.  The 
other end of the spectrum would be infrastructure improvements like 
the streetscape plan.  Once that is completed it will last for generations 
with modest maintenance.   Events can be a lot of work so they should 
be integrated into a comprehensive plan.  The author isn’t stating this 
to discourage the efforts of the committee.  In fact, any work toward 
bringing people downtown is a positive contribution.  The hard work 
of this volunteer committee should be focused on the most effective 
solutions, however, and the author is worried about “committee burn 
out.”  Therefore, integrating their work into a comprehensive long term 
marketing and promotion plan is critical to sustain their contributions.       

Creating more retail may be achieved by prohibiting non-retail uses 
in street-level storefront buildings.  However, this is not suggested. 
This may have the effect of creating more empty buildings than what 
is there already.  Instead the broader downtown vitality master plan 
should focus on creating incentives and addressing the more funda-
mental elements of a vibrant downtown.  The master plan committee 
should also work on examining the feasibility of the following:

2) Establish a Business Equipment Leasing Program to Support 

Capital Start up Costs for Desired Businesses
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Through interviews it was discovered that more restaurants are desired 
downtown.  There is currently one restaurant in the downtown plus a 
small deli in the Lafayette Center.  It is estimated that there are two 
commercial kitchens in the downtown, one in the Kennebunk Inn and 
one in the bakery that is now closed.  There is approximately 800,000 
square feet of commercial space downtown where nearly 650 workers 
are employed 1.  The size of this market could support more restaurants.  
More restaurants would also increase the nightlife and increase foot 
traffi c.  Plus, there is ample parking (at least today) scattered through-
out the downtown to support more restaurants.  The reason the free 
market doesn’t naturally create more restaurants downtown is the lack 
of commercial kitchens.  Commercial kitchens are the biggest obstacle 
to creating a restaurant.  The author interviewed several successful 

restaurateurs and a common message was 
that they wouldn’t start a restaurant in a 
building without a commercial kitchen.

The committee should explore the poten-
tial of using Kennebunk’s local economic 
development corporation to own, store, 
and lease capital equipment for restau-
rants and retail.  If these are the busi-
nesses that are desired by the public then 
it can be justifi ed to use public support 
to encourage a certain type of business.  
More restaurants and retail in the down-
town would help achieve a long standing 
community goal of increasing the vitality 
of Kennebunk’s downtown. The econom-

ic development corporation could buy used capital equipment and store 
it for use by a desired business.  The equipment could be leased to 
the business under very favorable lease-to-own terms.  The equipment 
could be commercial kitchen equipment such as stoves, refrigeration or 
specialty tools.  It doesn’t necessarily have to be restaurant equipment.  
It may include cash registers and shelving as well.   If the business fails 
before the equipment is paid for then it is returned to the EDC.  If the 
equipment is damaged then it is sent to a repair center where it is used 
to train future technicians in large appliance repair, mechanics, or elec-
tronics.  A partnership with Kennebunk Adult Education or the Biddeford 
Regional Center of Technology should be established to help sustain 
this program.  The equipment could also be purchased by the building 
owner instead of the business owner.  There are numerous variations 
on this suggestion that need further examination.  However, the point 
is the same, the public needs to support the capital infrastructure costs 
for desired businesses in order to create the right business incentives 
to achieve the public’s goals.  
   
3) Build Institutional Support

Creating a cohesive marketable entity, like a downtown, is diffi cult with 
multiple private businesses.  However, a downtown business associa-

1 Based on the town’s commercial database which does not include government 
space or employees.
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tion of some sort should be created in order to create an economy of 
scale in tasks that all businesses need.  Examples of what a business 
association would do include cooperative marketing, business devel-
opment programs, and designing and scheduling public events.  The 
Downtown Committee is currently serving as this entity.  The Commit-
tee should analyze itself to determine if its structure is sustainable to 
meet all of the downtown challenges. 

4) Study the Feasibility of Creating Alternatives to Traditional  
 Retail

One effective way of creating more foot traffi c downtown is to allow 
alternatives to traditional storefront retail.  Alternatives include street 
vendors, cooperatives, farmers markets, and craft markets.  The 
Downtown Committee should explore these options.  

5) Complete the Streetscape Master Plan

The Streetscape Master Plan designed by E.E.&G is an excellent de-
sign that will modernize and beautify the downtown.   The town should 
incorporate this plan into its overall Capital Improvement Plan and 
should use TIF funding and other options to pay for it.   

6) Increase Residential Dwelling Units in the Downtown

The town should work with area non-profi t housing developers to build 
more affordable housing units in the downtown.  This will help increase 
foot traffi c as well.  Given the state of the housing markets today, work-
ing with a non-profi t developer who can access housing tax credits is 
one of the best opportunities.  A more comprehensive and methodical 
approach is recommended as well.  The town should develop a hous-
ing task force to analyze existing buildings, talk with land owners, and 
to create a building by building strategy to increase dwelling units on 
the upper fl oors of the downtown.   Increase dwelling units downtown 
is critical to increasing foot traffi c for local businesses.

7) Develop a “CyberDistrict” in the Downtown

The distance between the Lafayette Center and the Library along Main 
Street should become a free wireless zone where anyone with a wire-
less receiver can establish an internet connection.  Wireless internet, 
or Wi-Fi, is the new public infrastructure that will attract residents, 
businesses, and visitors.   Community wide Wi-Fi, also called Muni-Fi, 
is being used in metropolitan areas across the country and world as 
means of attracting businesses (see Appendix 2).  A Metropolitan Area 
Network (MAN) is similar to a Local Area Network (LAN) that most 
people now use in their workplace only on a larger scale.  A MAN can 
be justifi ed from a public policy standpoint because it is more effi cient 
to have one access channel than hundreds of individual connections.   
Federal Trade Commission has expressed concerns about issues of 
fair trade and has published reports that provide guidance on the cor-
rect application of Muni-Fi.  A Muni-Fi application in Kennebunk should 
be fully explored by a task force dedicated to this subject.  
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Goal 6: Revise Zoning Document 

 Objective #1: To remove unnecessary obstacles to 

 business development

 Objective #2: To increase land use effi ciencies  

IMPLEMENTATION RECOMMENDATIONS

1) Eliminate parking requirements for business uses in the town

The town recently improved the parking standards for retail and restau-
rants in the downtown by making them less stringent.  This is a positive 
accomplishment that should be extended.  Kennebunk’s current park-
ing standards are based on national standards, either the ITE Park-
ing Generation Manual, or some version thereof.    These standards 
are arcane and, unfortunately, rarely questioned.  They treat all land 
uses equal and have not changed for decades despite changes in real 
estate market demands, densities, alternative transportation modes, 
and advances in urban design.   These standards treat Kennebunk’s 
downtown exactly the same as the Stop and Shop Shopping Center 
on Route One north.  They also treat downtown Kennebunk exactly the 
same at downtown Boston.  Clearly these land uses are different.   Bike 
lanes, bus routes, safe sidewalks and pedestrian interconnectivity all 
reduce the need for parking in more dense downtown areas, yet these 
national standards do not recognize them.  Research by the Congress 
for New Urbanism in New England Cities has shown that the demand 
for parking space in a traditional compact downtown like Kennebunk’s 
is reduced by as much as 25%.  The study showed that shared use 
parking, mid-block parking locations, safe pedestrian passages, and ef-
fi cient interconnectivity reduced the needs for parking in three compact 
traditional New England downtowns.  These areas attracted 1300 more 
patrons and needed 400 less parking spaces than their modern day 
equivalents1.     

Kennebunk’s parking requirements closely replicate national standards.  
For example, in Article 10 Section 9, the requirement of 4 spaces per 
1000 square feet of business offi ce (non-medical) is a very common 
standard one can see in a large majority of municipal zoning docu-

ments throughout the country.  
However, it is diffi cult to fi nd the 
original justifi cation for these 
parking requirements.  Munici-
palities throughout the country 
have adopted minimum parking 
standards with little knowledge 
as to why.   The person most 
concerned about the availability 
of parking for a particular busi-
ness is the business owner.  The 
business owner, or the land de-

1 Marshall, Wes, N. Garrick. 2008.  Urbanism and Parking Demand in New Eng-
land Cities.  Congress for New Urbanism, Acquired from web site.
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veloper, will not invest in a business unless they are confi dent that the 
business will be profi table.  Parking, like so many other amenities, is 
reviewed by the investor and decisions are made based on this infor-
mation.  If the business owner believes that parking is adequate she 
will invest.  If the town did not require any parking for businesses yet 
the owner believed there was inadequate parking the owner would not 
invest regardless of the local regulations.  The next group most con-
cerned about parking is the consumer.  If parking is too inconvenient 
they will not shop there or fi nd other means of transportation. 

Municipal government cannot effectively predetermine the appropriate 
number of parking spaces needed for a business and its customers.  
There are far too many variables such as hours of operation, product 
supply and demand, and competing prices, to name a few, for a munic-
ipal government to estimate parking demand for a particular business.  
This explains why so many municipalities replicate other municipali-
ties’ ordinances.  They believe they need some type of parking regula-
tion in place but they are not quite sure of the fundamentals behind 
them.  So they fall back on national standards written by a committee of 
transportation engineers who are not trained to think comprehensively 
but rather focus on one goal, adequate parking.  Parking ordinances 
throughout the country are based on these standards which is why we 
can fi nd a sea of empty free parking lots in almost any municipality in 
the country.  Kennebunk is no exception.  

This recommendation is not a radical idea.  There is a growing belief 
among urban planners that the free market is the best mechanism to 
determine how many parking spaces a business needs.  Municipalities 
across the country, large and small, are eliminating parking standards 
all together, especially in their downtowns.   Examples include Seattle 
WA, Spokane WA, Los Angles CA, Eugene, OR, and the entire country 
of Great Britain 1.  The author is also familiar with smaller New England 
communities that eliminated their parking requirements in their down-
towns including Woodstock, VT, Essex Junction VT, and Stowe VT.     

Following the examples of these progressive cities (and nation) will 
allow the free market to appropriately allocate parking among and be-
tween land uses based on the fundamental demands of business own-
ers and consumers.  This will also free up enforcement hours of the 
zoning administrator.   This can be tried on a two year temporary basis 
or implemented permanently.  

2) Revise Zoning Document

As stated in the SWOT analysis above, Kennebunk’s zoning has nu-
merous problems that indirectly affect economic development.  There 
are multiple areas where land use confl icts can occur, where appropri-
ate land uses are not allowed, and where general ineffi ciencies in land 
uses are promoted.   The problems with the document are not strongly 
evident.  Businesses can still apply for permits and fi nd it reasonable to 
navigate through the process.  Business owners who were interviewed 
during this study gave mixed reviews of the document.  Some stated 
that the zoning was fi ne others had problems and in the end the zon-
ing probably scores a C+ in a comparative ranking.   However, since 

1 
 

  Seigman, Patrick. 2008. Nelson Nygaard Consulting. 415 284 1544. 
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there is room for improvement and that this is a long term plan some 
suggested changes are recommended here:  

 1. One of the most important changes that should take 
place is in the Industrial Zone on Factory Pasture Lane.  This area 
should be rezoned to encourage offi ce park development.   Many of the 
future jobs will be in offi ce based employment.  This zone is within walk-
ing distance to downtown and on the edge of a residential area.  Of-
fi ce development is much more compatible with neighboring land uses 
and is in greater demand than the original uses of the current industrial 
zone.  

 2. The tallest buildings in town can only be 40 feet.  A 
business or offi ce park should be allowed to extend at least 6 fl oors. 

 3. The setbacks and other bulk requirements of the Sub-
urban Commercial district on Route One north should be revised to 
refl ect the same as the Downtown district.  Imagine how much more 
pleasing to the eye this stretch of road would be if the land were al-
lowed to be developed at the same density patterns as the traditional 
downtown.  The land use patterns occurring downtown are more pe-
destrian friendly, aesthetically pleasing, and effi cient in terms of land 
uses.   Kennebunk’s downtown is essentially what traditional “smart 
growth” advocates try to promote and create.  The downtown land use 
pattern is illegal in the suburban commercial district.  The minimum 
front yard setback in the SC zone is 100 feet from Route One (or 40 feet 
if parking is provided on the side or rear).  Downtown it is zero.  If park-
ing requirements were eliminated and the bulk densities in the SC zone 
were changed to the same as the downtown, a great transformation 
would occur where pedestrians could easily walk between businesses, 
many more businesses and jobs could fi t on the same amount of land, 
land values would increase, and the area would look more pleasing. 
  
 4. Design standards should accompany the increased al-
lowances in the SC zone to ensure a vernacular architecture.  
 
 5. A Form-based Zoning approach could help the Route 
One corridor.  Form based codes rely more on mass, form, density 
and scale of buildings in relationship to each other.  Traditional zon-
ing, which Kennebunk and most municipalities have, is based on land 
uses, abstract standards such as LOS (level of Service),  parking ratios, 
and setbacks.  More general information on Form based Codes can be 
found in Appendix 10.  

  Goal 7: Protect Kennebunk’s Quality of 
Life 

 

 Objective #1: To recruit and retain businesses

 Objective #2: To protect the Kennebunk brand name. 

   
Quality of life is the greatest economic development asset in Ken-
nebunk.   However, quality of life is a very nebulous term.  It can be 
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defi ned differently by different people.  There is no one thing that can 
be identifi ed as quality of life.  There is no “quality of life department” 
or management district with a director and staff.  In that sense quality 
of life is a vulnerable element of Kennebunk’s society.  It is created and 
protected by the town’s network of decision makers and implementers.  
To be certain, the Selectboard has a major role to play in protecting 
and improving quality of life.  The Selectboard and the Town’s adminis-
trative staff have the diffi cult task of doing this within the confi nes of the 
town’s budget.  Quality of life however, doesn’t start and stop with them.  
Kennebunk’s quality of life shines through the multitude of people and 
their roles in the community.  When the school district’s employees, 
from the teachers to the cafeteria staff, promote a sense of pride in the 
town’s children they are improving quality of life.  The library staff that 
promotes unique programs, the public works department in making 
the streets and sidewalks user friendly, the public safety departments 
going beyond the call of duty are all examples of quality of life improve-
ments.  It is implemented through everyone from senior management 
to part time employees in all sectors of society - public, private and 
non-profi ts.  The restaurant owner providing some nightlife, the local 
grocer selling local produce, the civic organizations promoting com-
munity events, health care providers and social services that stay local 
are all implementers of high quality of life.   Preserving and improving 
upon this quality of life requires attention on all fronts.   

Implementation Recommendations

1) Improvements to the Public Realm

Using the newly created TIF funding (Tax Increment Financing) to im-
prove quality of life would be an important goal.  Given the importance 
of quality of life in Kennebunk’s economic development it would also 
be an economically effi cient use of public dollars.  Examples of effi -
cient use of TIF dollars include:

• Pedestrian improvements 
– improving walkability in the town 
is very important.  Remember that 
pedestrian friendly also means 
senior friendly which supports a 
growing economic sector.  
• Parks, Playgrounds, and 
Public Spaces – Places for recre-
ation and public assembly have 
numerous benefi ts that touch all 
aspects of community life.  
• Streetscape Beautifi cation – Improving the aesthetic qualities 
of the public realm, such as Main Street, increases property values 
and attracts businesses.   
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  Organic Trade Association’s 2007 Manufacturer Survey, Executive Summary 

  Goal 8: Recruit and Retain Key Sectors

 Objective #1: To preserve existing jobs

 Objective #2: To increase new jobs in the 

 economy’s growth sectors 

 Objective #3: To develop synergies between 

 businesses and sectors of businesses    

Recruiting and retaining key sectors of the economy is a recommenda-
tion that one should see in all economic development plans and this 
one is no different.  The sectors of the economy that Kennebunk should 
work to recruit and retain are thoroughly described in this report.  Imple-
mentation recommendations follow.

IMPLEMENTATION RECOMMENDATIONS

1) Build proactive relationships with key sector employers in town

Kennebunk currently has several key sector companies in town.  They 
include Corning Incorporated, Northeast Coatings, William Arthur, 
Shields Meats, Toms of Maine, and Digital Research.  The town should 
seek to fully understand the needs of these industries.  They should tour 
these businesses and interview the owners/operators of them.  It should 
work to ensure that the town is doing its best to retain them.   There 
may be other businesses in town that the research has not discovered.  
The EDC should work to identify all dollar importing businesses.   All 
recruitment efforts of businesses in these sectors should support exist-
ing businesses and not create additional competition.  Interviews with 
these companies will reveal supporting industries, such as suppliers 
and service contractors that would support these key industries.  

2) Develop a business incubator building for specialty foods

Maine has an excellent national reputation for quality.  Kennebunk’s 
reputation and name brand excels Maine’s reputation even higher.  
Products that need a sound reputation to sell itself should take advan-
tage of this opportunity.   Some products are less sensitive to this need.  
Take, for example, paint brushes.  Painters are more likely to choose a 
brush based on the name brand as opposed to where it is made.  Food 
is different.  Location of the food source and the production facility is 
tightly tied to the product.  Specialty foods are even more sensitive to 
location.  No one would expect to get high quality orange juice from 
Nebraska, or maple syrup from Arizona, or world class lobsters from 
Illinois.   Kennebunk has a unique opportunity to use its name to attract 
specialty food producers who can in-turn benefi t from a Kennebunk ad-
dress. 
 
The US specialty food market is a 54 billion dollar business.  Organic 
food is a 17.7 billion dollar business and has grown about 20% per 
year for the last ten years1.  Increasing demand for higher quality food 

1 
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is seen nearly everywhere.  Evidence of this is the increases in ar-
tisan bakeries, micro-breweries, local wines, locally roasted coffees, 
farmstead cheeses, organic vegetables and farmers markets.  Quite 
possibly globalization has created a counter-action that is manifesting 
in the “buy local” “Slow Food” movement.  Recent food recalls from 
China have only heightened awareness in the importance of knowing 
the source of your food.   

The Kennebunk name is one of the most valuable assets the town has 
and specialty foods is a way to convert this asset into local jobs.  As 
the economic data in this study show, the food manufacturing sector in 
York County is concentrated here, it is a growing and healthy industry, 
and it pays good wages.   The reason we complete a comprehensive 
economic study of the region is to determine how Kennebunk can ben-
efi t from, or fi nd a unique niche within, the larger economy of which it is 
part.  The food industry is precisely this opportunity for Kennebunk. 
 
The Kennebunk Economic Development Corporation should create an 
incubator building for specialty food businesses.  Two critical compo-
nents of the building would be (1) an anchor tenant and (2) a shared 
use commercial kitchen.  The anchor tenant would be an existing es-
tablished food manufacturer.  They would provide a base occupancy 
of the building and may become a purchaser of the products from the 
start up businesses.     The shared use commercial kitchen is for mul-
tiple start-up specialty food companies to produce product.  A com-
mercial kitchen is the largest capital expense of a food company and 
is often underutilized by fl edging businesses because of the time they 
spend packaging and marketing.  A shared use kitchen increases the 
economy of scale of the capital equipment and lowers the cost for all 
users.  Each company would also have private administration offi ces 
and storage.  

Establishing a shared use commercial kitchen and incubator building 
is a long term economic development project.  Feasibility research on 
this opportunity should be conducted by the KDC.  The feasibility study 
should cover:

 1.  Demand analysis: a process that will uncover likely   
 tenants, including interviews with potential anchor tenants, 
 and identifi es critical amenities to attract tenants.

 2.  Administrative structure:  The governance, administration,  
 and corporate structure of the entity are created here.  
 Also described here is how the facility will be operated and 
 by whom.

 3.  Regulations and licensing:  Research to identify the 
 regulatory issues of a commercial shared use kitchen.

 4.  Facilities and equipment:  Inventory and cost sheet of 
 the necessary equipment to attract the right companies. 
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vocational school teaching culinary arts, a downtown seeking more res-
taurants and foot traffi c, a shared use commercial test kitchen, a busi-
ness equipment leasing program, and Kennebunk’s tourism industry all 
can help support one another better than any one of them can support 
itself on its own.  

The culinary arts should be one of the technical training opportunities 
that Kennebunk offers (under Goal 4 above).   A search for national-

Kennebunk’s Food Manufacturing niche

 5.  Financing issues:  How will the project be fi nanced?  
 What is the plan to break even?  

The EDC and the town should engage a study committee to follow these 
steps.  Additional resources regarding these facilities are located in Ap-
pendix 8.  

3) Create a synergy in the food industry

An opportunity exists within the food industry in Kennebunk to create 
synergistic effects between different food related businesses.  Trade 
schools teaching large appliance repairs and mechanical systems, a 
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4) Recruit Business and Professional Services

Business and professional ser-
vices are growing industries and 
the data show that Kennebunk 
does not have a high quotient of 
them except for the fi nancial and 
banking industry.  Similar to the 
food based incubator building 
concept above the town can also 
encourage the relocation of new 
offi ce based businesses to Ken-
nebunk by encouraging the con-
struction of new offi ces in town.   

ly recognized culinary arts schools in the United States showed that 
there were none in Maine.  The closest one was in Springfi eld, Mas-
sachusetts.  Some of Maine’s technical colleges (in Wells, Auburn, 
Bangor and South Portland) did offer related training (See Appendix 
9).  However, this is often more geared toward the hospitality industry, 
and the technical aspects of commercial food preparation.   The “arts” 
aspect of the culinary arts is deemphasized and the names of these 
schools do not carry national prestige.  A nationally renowned culinary 
arts school would be a good fi t in Kennebunk. It is a clean industry 
and part of the creative economy.  It would import students and would 
serve the rest of the state’s tourism industry well.  The numerous high 
end tourist resorts in Maine would benefi t from a nearby school and 
graduates would fi nd potential employers nearby.  If the school was lo-
cated on Main Street in downtown Kennebunk then a retail restaurant 
could be part of their operations, thereby serving multiple community 
goals – providing jobs, increasing nightlife, and increasing foot traffi c 
in the downtown.  
 
Graduates from the school could also benefi t from the Business Equip-
ment Leasing Program recommended above.  Graduates stepping out 
of the school will already know the Kennebunk market.  A local busi-
ness assistance program (through the capital equipment program and 
small loans) can help them establish a new restaurant business in Ken-
nebunk instead of leaving town.  After two or so years, the equipment 
that helped start the new entrepreneur is either completely owned by 
the entrepreneur or returned to the equipment program.  It is then re-
stored by the technical school students learning appliance repair and 
mechanical systems.     

The new restaurant or retail businesses that was helped by the town 
two years ago, is now capturing more of the tourism market that previ-
ously went to neighboring municipalities, while at the same time pro-
viding better retail and restaurant options to Kennebunk residents who 
used to leave town for these types of purchases (as shown by the 
data).  A synergy is created by a technical training program, a culinary 
arts school, a shared use commercial kitchen, the Kennebunk name, 
and two business assistance programs all working within the food in-
dustry and helping each other while achieving multiple economic de-
velopment goals for the town.
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The town should work to retain and recruit the following types of busi-
ness services: 

• Back offi ce business support services
• Document preparation and editing services
• Call centers
• Customer service centers
• Private mail centers
• Private employment recruiting services
• Collection agencies and credit bureaus

There is also a wide variety of professional services that should be 
encouraged.  The town should help to ensure that there is ample offi ce 
space for:

• Architectural and engineering services
• Interior design 
• Geophysical analysis
• Support services for the marine industries, shellfi sh farming,  
 and fi shing
• Computer services
• Graphic design
• Testing laboratories
• Scientifi c research 
• Research and development
• Marketing, public relations, and media services
• Financial services
• Commodities and securities brokerage 
• Portfolio advice and management
• Insurance carriers, agencies and brokers

Recruiting similar and supporting businesses in growing key sectors is 
a long term effort that involves a lot of personal contact with industry 
leaders and monitoring industry trends.  Employer recruitment cannot 
be done by a volunteer board or a temporary committee.  It must be a 
paid position and the person must be authorized to represent the town.  
The recruiters must know the industry.  They know growth trends, they 
read trade journals.  Kennebunk is advertised in these journals and 
the recruiter is part of the industry’s network.  The recruiter is on list 
serves and mailing lists.  The recruiter attends industry trade shows 
and conferences.  This is a full time job.  The town should consider hir-
ing a economic development professional to complete these tasks and 
the remaining tasks in this report.

5)   Expand Sewer Service down Route 1 South
The town hired a consulting fi rm to compete a detailed analysis of 
wetlands and other environmental building constraints in the Business 
park district along Route One south.  The results are inconclusive.  The 
report shows that there are many wetlands and that approximately 36 
acres of new land could become available for commercial develop-
ment if the wetlands that are impacted by development are mitigated.  
In other words, new wetlands would be created to replace the lost 
ones.  However, mitigation is not at a 1:1 ratio.  The mitigation plan 
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may not work if the regulatory agencies require mitigation ratios that 
are too high.   The town should engage in this conversation immedi-
ately and defi nitively resolve the issue.   

Regardless of the results of the wetland mitigation issue, the town 
should extend the sewer for two important reasons.  First, sewer ser-
vice in this area could likely lower the wetland mitigation ratios to work-

able levels.  Secondly, there are at least two businesses located on 
this road that are identifi ed as key drivers of the local economy.  Re-
taining these businesses should be top priority of the town.  Sewer 
service will allow them to expand and their investments will keep them 
in town.  Even if the developable lands do not increase there are still 
vacant acres outside of the wetlands than can be developed.  
  
   6) Hire an Economic Development Professional

Much of the work identifi ed in this implementation section will require a 
sustained long term effort.  It is not reasonable to assume a volunteer 
group of citizens, many of whom work full time, will have the ability to 
implement this plan.  Kennebunk’s TIF funding allows for a paid coor-
dinator.  This is strongly recommended by the author. 
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The primary objective of this study was to analyze the larger economy 
within which Kennebunk operates and to determine the town’s unique 
advantages in creating local jobs and a sustaining a healthy local econ-
omy.  The regional and local economy was analyzed in great detail.  
The economic perspectives of employment, housing, demographics, 
employer purchasing patterns, imports and exports, wages and sala-
ries, and the overall economic impacts of each industry were analyzed.  
The strengths and weaknesses of Kennebunk were also studied.  

The resulting information led to a series of implementation recommen-
dations.  There are a total of 26 implementation actions in all.  Each ad-
dresses a different goal and requires a different length of time to com-
plete.   More importantly, each recommendation will require unique skills 
from a wide range of individuals.  Some recommendations will require 
feasibility studies and further detailed review to improve the probabil-
ity of success.  Others can be started right away. Each recommenda-
tion must be studied and should have its own individual implementation 
plan.  This is the work of the Economic Development Committee, town 
staff, and other specially appointed task forces.  

Another critical next step is for the Select board to offi cially approve this 
plan.  In doing so they imply that this plan can and should be integrated 
into other town plans and policies.  The Select board should also ap-
point the numerous task forces and special committees referenced in 
this plan.

Funding the recommendations of this plan is essential.  Each recom-
mended action will have different funding options.  Therefore each rec-
ommendation should be studied to determine what funding sources 
most appropriately match the action.  The town’s TIF funding priorities 
should be modifi ed to implement these recommendations.  Several of 
the recommendations are appropriate for TIF funding including: the re-
volving loan fund; the business equipment leasing program; downtown 
revitalization; pedestrian improvements; master planning the Suburban 
Commercial district; expanding the sewer; and creating the two incuba-
tor buildings.   

Several of the recommendations can be started right away with little or 
no funding.   Most of the recommendations under Goals 1, 2, and 3 can 
be started immediately such as the workshops and business resource 
guides.  There are several state and national agencies that can help 
and there are several models and examples that can be followed. 

This document is not simply an analysis of the economy; it is a call to 
action.  No doubt, as the recommendations develop details they will 
bend and shape to what is most appropriate for Kennebunk.  This plan 
is a guide, a road map, as to how to improve the local economy.  It does 
not document every bump you will encounter.  They must be navigated 
as they are encountered.  What’s important is to start, and start now.  
 

XII.  Next Steps
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