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WHAT IS THE “MADE IN VERMONT” PROGRAM? 

 

A proposed program by which a Vermont company, producing products here in Vermont and meeting 

certain criteria (more on that below), can include a state-sanctioned emblem on their label saying 

“Made in Vermont.” 

 

The program would also tie in with state marketing channels to promote the label in out-of-state 

markets. The idea is to leverage tourists’ affinity for Vermont to sell more Vermont products. The 

campaign concept would be along the lines of “You loved your Vermont vacation. Now, bring a taste 

of Vermont home to your kitchen.” 

 

Possible co-op marketing opportunities include the following: 

 

 National/regional trade shows like the “Big E,” Fancy Food Show 

 Tourism’s $2 million annual paid marketing budget 

Tourism’s consumer e-newsletter (80,000 subscribers) 

Tourism’s substantial earned media (PR) reach 

 

In addition to leveraging the State of Vermont brand, this program also capitalizes on the success of 

well-known Vermont products to elevate other Vermont companies just starting their growth curve. 

 
WHAT ARE THE CRITERIA FOR APPROVAL? 

 

The Vermont Attorney General’s office has a set of rules governing when and how a company can use 

the Vermont brand to promote their product. (The Vermont Origin Law, or CP-120; see Attachment A.) 

Those criteria are: 

 

1 -- Company must be based in Vermont 

2 -- Product must be “last substantially transformed” in Vermont 

3 -- At least 75% of the items sold over a consecutive 12-month period are made in Vermont 

4 -- Food companies cannot use the word “Vermont” as a modifier on their label unless: 

at least 75% of the primary ingredient comes from Vermont, or 

 (for fresh produce) 100% of the produce is grown in Vermont 

 

 

      



 

                                                                                                                                                  
 

 

 

 

We use the Vermont Origin Law as the basis of our criteria for the Made in Vermont program. 

However, because criterion #4 adds complexity to the program and substantially increases the 

administrative burden, we wanted to avoid the verification of ingredient sourcing that goes with food 

products. In discussions with the Attorney General’s office, we confirmed that we could eliminate 

criterion #4 from our own program requirements, as long as our labeling component contained the 

words “MADE IN” instead of just the word Vermont or the State of Vermont logo.  

 

Therefore, by calling our program “Made in Vermont” and using these words in the program logo, we 

stay in full compliance with CP-120 and offer the flexibility and user-friendliness needed to make this a 

successful promotional program. 

 

 
DEVELOPING THE PROGRAM, BASED ON MARKET RESEARCH 

 

The Chief Marketing Office sent a survey to Vermont companies this fall. Outreach included food 

producers, crafters, woodworkers and manufacturers, and we had a strong response; 355 surveys were 

returned.  

 

This research allowed us to gauge interest in the program (and anticipated workload to administer it), 

so we could formulate a fee structure based, as much as possible, on data. 

 

We learned some interesting things: 

 

 56% of respondents indicated they had an interest in participating in the program. 

 84% of respondents sell consumer products, as opposed to B-to-B components.  

80% of respondents make all (100%) of their product line here in Vermont.  

82% currently sell outside of Vermont.  

Vermont companies clearly see the non-Vermont market as a source of growth. Over the last 5 years, 

non-Vermont sales revenue has increased for almost 60% of respondents, and 72% of respondents 

expect those sales to increase further over the next 5 years.  Not surprisingly, the largest non-Vermont 

markets for these companies are our immediate neighbor states (NY, MA, NH, CT and ME). Also not 

surprisingly, this state list mirrors the top states for tourist visitors – confirming that dovetailing with 

tourism marketing is the right fit. 

 

 
HOW WE CALCULATED THE PROPOSED FEE 

 

We propose an annual fee of $150 for each product line enrolling in the Made in Vermont program. The 

fee was calculated based on the anticipated program cost, which is almost entirely administrative.  

 



 

                                                                                                                                                  
 

 

 

 

We need someone to process applications, receive payments, send each qualifying company a copy of 

the Made in Vermont logo, and work with the Department of Tourism & Marketing to coordinate co-op 

marketing campaigns. 

 

We do not propose adding any new positions for this program. Instead, we will re-allocate existing 

admin staff time within the Department of Tourism & Marketing. We propose devoting a portion of 

one person’s work time to the Made in Vermont program. The cost of that position, with benefits, is 

$66,500, and we anticipate that Made in Vermont could consume somewhere between 50 and 75 

percent of the position. So, program cost will range from $35,000-50,000, depending on demand. 

 

We go back to our survey results to gauge likely demand. 355 companies responded, and 56% had an 

interest, which works out to 187 companies. However, since this was a representative sample of 

Vermont producers, and since the program fee was unknown at the time of the survey, we think this 

number is on the low side. We think it’s reasonable to expect that as many as 300 companies may 

enroll.  

 

Also, many companies have multiple product lines, each one of which would be approved separately 

for Made in Vermont participation. The survey indicated that each company produces an average of 

1.25 product lines. So, we anticipate anywhere between 233 and 375 applications.  

 

Dividing the cost of program by the number of applications: 

 

$35,000-$50,000 div by 233-375 = Fee ranges between $93 and $215; again, we propose $150. 

 

Note that neither the anticipated costs nor the anticipated revenues for the Made in Vermont program 

have been added to the ACCD budget, because the program has not yet been approved. 

 

 
QUESTIONS? 

 

Committee members may direct any questions on the proposed Made in Vermont program to Nancy 

Driscoll, Chief Marketing Officer. She can be reached at nancy.driscoll@state.vt.us, or 828-2999. 
 

 

ATTACHMENTS 

 

Attachment A: Vermont Origin Rule (CP-120) 
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