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COMMUNITY
PARTNERS

Fishermen
Health Department
Local Farmers Market

Local Food and Fisheries Advocacy
Groups
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FISHERMEN

 Find a handful of folks who will commit

to selling at the market

 Key people can lend legitimacy to the

project

* Once itis apparent that fishermen are

finding success selling at the market,
others will follow

* Protect fishermen in your rules and

regs

* Customers want to connect directly

with fishermen
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HEALTH DEPARTMENT
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Your new best friends

Highlight the health benefits of
eating seafood

https://www.seafoodnutrition.org/seafood-
101/

Focus on food access

Work together for creative
solutions

Seafood Waiver

Fisherman Checklist



https://www.seafoodnutrition.org/seafood-101/
https://www.seafoodnutrition.org/seafood-101/
https://www.seafoodnutrition.org/seafood-101/
https://www.whatcomcounty.us/DocumentCenter/View/51061/Seafood-Waiver-Application-2024?bidId=
https://www.portofbellingham.com/DocumentCenter/View/13585/Dockside-Checklist-updated-2024

FARMERS MARKETS:

A WEALTH OF EXPERIENCE AND KNOWLEDGE

* Do they already have seafood vendors? If so, check their
admission requirements

« FM Vendor Handbooks are very useful in creating your own
market structure

* Check out their rules & regs

* Very helpful partnership for info-sharing and cross-promotion
* They have a huge network of support that you can tap into
BUT

* Use what works for your market and leave what doesn’t!
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LOCAL FOOD AND FISHERIES ADVOCACY GROUPS:

* Who in your community is already advocating for an “eat local”
approach?

8 « Who is already out there trying to increase food access?
 Who is already using local seafood in their store/restaurant?
* What groups already exist to support fishermen?

IDEAS:

e % -SeaGrant

s -Farm-to-table restaurants

s -Farmers markets

+* -Local non-profits

% -Working waterfront network

YW alo I < -SNAP-ED programs
L onnections

These organizations can help advocate for and advertise your market!


https://seagrant.noaa.gov/
https://nationalworkingwaterfronts.com/about/partner-organizations/
https://snaped.fns.usda.gov/state-snap-ed-programs
https://snaped.fns.usda.gov/state-snap-ed-programs
https://snaped.fns.usda.gov/state-snap-ed-programs
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LAYING THE
FOUNDATION

Mission Statement
and Values

Application
Rules and

Regulations/Vendor
Handbook
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¥asl DOCKSIDE g

Bellingham Dockside Market, a program of the Port of Bellingham, creates access for the community to buy seafood
directly from local fishermen. Bellingham Dockside Market is guided by the following four CORE VALUES:

1. Gratitude to Indigenous Peoples

Participants of Bellingham Dockside Market recognize that the market takes place on the traditional and ancestral land of the Lummi people.
Further, we recognize that seafood sold at the market is harvested from: Lummi Nation, Makah Nation, Quileute Nation, Yup'ik Peoples,
Lingit Aani

2. Connection with Fishing Families

Bellingham Dockside Market offers Whatcom County an opportunity to know not only where their seafood comes from, but also who is
harvesting it.

3. Seafood & Fishing Education

Fishermen at Bellingham Dockside Market share their knowledge of the: -History, geography, economics, management, and methods of
their fishery. -Biology and health benefits of their seafood and the preparation of their product. -Conservation concerns and initiatives of
regions where they harvest.

4. Sustainability & Small Business Practices

Dockside Market Vendors agree that ALL: - Fish is wild caught. -Shellfish and any ocean harvest products are sustainably grown and
harvested. -Seafood is sold directly by commercial fishermen involved in the fishery as captain, crew, family operation, or permit holder. If
fulfilling one of those roles listed, a vendor may also sell product directly from other commercial fishers who also practice and support these
values IF that product is not already sold at the market. Fishermen will make a good faith effort not to source products already sold at the

market by a fisherman who catches it him/herself.
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MISSION STATEMENT AND VALUES [ 4 -

For us, ACCESS is
key:
Connecting
people to seafood
and fishermen to

* Create this with the other fishermen and stakeholders
* Guiding document to help you make decisions now and in the future

* |If Portis a partner, the mission statement and values should tie to the Port’s mission
statement

APPLICATION AND VENDOR HANDBOOK

Farmer’s Markets are a wonderful model for creating market rules and regulations but take your time...you
don’t want to be locked into a strict structure which may inhibit or overregulate your market at the
beginning.

Our advice: take your time in deciding the market rules and regulations. Create an initial structure and add
more as needed. Every market is different. Get input from stakeholders each step of the way.

See our applications and Handbook here .=> Bellingham Dockside Market Website



https://www.portofbellingham.com/1002/Bellingham-Dockside-Market
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* Who can sell at the market?

*  Will you limit the number of vendors selling
the same species?

* Will you have a system for traceability?

- ————— %
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* Whatis your system for accepting new _
applications? s G Kooy B

Will you have requirements for participation?

Will you be collecting fees? Can Port
subsidize this program?

What will you do if vendors don't follow the
rules?

What is your process for hearing vendors’
grievances?

Do you have a regular review and update
process?

Who makes decisions? How do vendors
contribute to decision making?

Blaine WA

We Grow Ovstere
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CONTACT:
CARI CHAN AND STEPHANIE WILEY:
DOCKSIDE@PORTOFBELLINGHAM.COM
WWW.BELLINGHAMDOCKSIDE.COM
1@ @BELLINGHAMDOCKSIDE

Th:



mailto:dockside@portofbellingham.com
http://www.bellinghamdockside.com/
https://2024.igem.wiki/iea/attributions

