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VT Fresh: Transforming the Food Environment at 

Local Food Pantries 
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VERMONT FOODBANK 

BARRE, VT 
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153K 
VERMONTERS 

SERVED ANNUALLY 

72% 
OF HOUSEHOLDS PURCHASE IN 
EXPENSIVE 
UNHEALTHY FOOD 

33% 
OF HOUSEHOLDS HAVE A 
MEMBER WITH 
DIABETES 

OF HOUSEHOLDS HAVE                    A 
MEMBER WITH HIGH BLOOD 
PRESSURE 

46% 

Vermont Foodbank Network 
 

2014 National Hunger Study Data. 
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225 FOOD PANTRIES  
AND MEAL 
PROGRAMS  

1.2 M 1:4 VERMONTERS                  
AT RISK OF HUNGER & 
FOOD INSECURITY 
 
 

10M POUNDS OF FOOD 
DISTRIBUTED 

VISITS  
ANNUALLY 

= 
8.3 TIMES PER YEAR 

Chronic Food Insecurity 
 

2014 National Hunger Study Data. 
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CDC State Indicators, 

Vermont 2013 

Fruit and Vegetable Consumption 

for adults living at 185% FPL 
(about $3000/month for a family of three) 

24% 
CONSUME VEGETABLES LESS 
THAN  
ONE TIME A DAY 

41% 
CONSUME FRUITS  LESS THAN  
ONE TIME A DAY 
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VT FRESH 

INSPIRED BY 
BEHAVIORAL 
ECONOMICS 
RESEARCH 
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Sharing the  
Joy and Beauty 
of Fresh Food 
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What would happen 

 if the food shelf environment  

was set up to 

 encourage people  

to CHOOSE more  

FRUITS and  

VEGETABLES? 
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What if fruits  

and vegetables  

were displayed in  

a more VISIBLE,  

ATTRACTIVE  

and even  

BEAUTIFUL way?  
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Divider Slide Options 



FE E DING A ME RICA  /  11  /  Follow         #ACPN2016 

WHAT IF… 

 

fruits and vegetable  

displays  

included 

VIBRANT SIGNAGE 
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PRODUCE  

BANNERS 
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and  

SHELF  

LABELS 
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like you  

might 

 see at a  

FARMER’S MARKET? 
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What if  

the food shelf was filled  

with the COMFORTING  

and  

WELCOMING smells 

 of sautéed onions  

and garlic? 
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And visitors  

had a chance to  

TASTE a particular 
vegetable  

they thought  

they didn’t like? 
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Divider Slide Options 
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What would happen if  this change in the  

FOOD ENVIRONMENT 

also created a space to  

CONNECT  

with one another, 

TALK about FOOD 

and SHARE ideas and STORIES  

about WHAT WE EAT and  

WHERE OUR FOOD COMES FROM? 
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BEHAVIORAL  

ECONOMICS RESEARCH  

has offered us  

creative and intuitive strategies to    

“NUDGE” people  

in a way that makes  

FRUITS AND VEGETABLES  

THE EASIER CHOICE 
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Divider Slide Options 
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What are we  

learning?  
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Individuals are  

more receptive to  

ADDING FOODS THAT ARE 
HEALTHIER  

to their diet than  

they are to eliminating  

unhealthy foods.  

 

Photo: BROC Rutland 
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People respond  

to SENSORY   

EXPERIENCES 

 and immediate 

gratification 
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• ? 
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Displaying  

healthy foods  

PROMINENTLY  

draws attention  

to them and may  

increase their consumption 
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• ? 

 



FE E DING A ME RICA  /  27  /  Follow         #ACPN2016 

An ATTRACTIVE 
presentation 

may influence  

choosing  

healthy food  

over unhealthy food 
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Changing the  

PHYSICAL PLACEMENT  

of specific food items, to 

make them stand out can 

increase  their 

consumption 
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Simply  

providing people with a  

GREATER VARIETY of 

healthy foods increases 

the consumption of them 
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Changing the CONTAINERS 

 used to display certain 

foods, such as attractive 

baskets and bowls can 

influence someone’s choice 

to eat those foods. 
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Combining with 

ATTRACTIVE SIGNAGE 

draws attention to items 

and can increase 

selection of those items 
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• ? 
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Food is a great way to 

CONNECT with people 
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An individual’s willingness  

to try something new  

and decide that they  

will like it is greatly influenced  

by the PEOPLE AROUND THEM. 
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This process of connecting 

people over food can  

INFLUENCE 

how likely they are to try  

NEW FOODS  

and recipes. 
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The power of  

WORD-OF-MOUTH ADVERTISING  

has an impact far greater  

than simply providing information about  

why we should make healthy  

FOOD CHOICES 
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…food pantries have an untapped  

potential to make an even  

BIGGER IMPACT 

at an individual  

and community level. 
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6 Strategies 

1. Produce Tastings &  Cooking Demos 

2. Displays 

3. Procurement 

4. Storage 

5. Convenience 

6. Signage & Point of Decision Prompts 
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Program Impacts 
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MEASURED THE CHANGE IN TASTE 
PERCEPTION ABOUT ONE 

SPECIFIC VEGETABLE AND THE 
INTENTION TO EAT THE 

VEGETABLE AGAIN 

PRE/POST REFLECTIVE SURVEY 

31 types of vegetables demoed!  
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ALL SITES DOCUMENTED 
SYSTEMS AND 

ENVIRONMENTAL 
CHANGES  

AIMED AT INCREASING 

CONSUMPTION OF FRUITS AND 

VEGETABLES  

PROGRAM IMPACTS 
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“ I never knew collard 

greens could taste so good! 

It’s great to get out of my 

normal routine of cooking 

meat and potatoes”.  

 

– women, early 70’s  
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“ We are getting rave 
reviews, the most important 

to me, are the comments 
about how it is making our 
recipients feel more at ease 
and more likely to come to 

the Foodshelf” 
 

-Foodshelf Volunteer 
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Increased risk of 
Diabetes  

imited Resources 

Implementation Steps for New Partners 
 

Food Insecure Poor Nutrition 

Health Screenings & 
Recruitment 

IMPLEMENT PROGRAM 
work with partners for 
approximately 3 years 

IDENTIFY PARTNERS 
& RFP for MINI GRANTS 

BE INSPIRED  
and Share Best Practices 

Across the Network 



FE E DING A ME RICA  /  46  /  Follow         #ACPN2016 

MINI GRANTS 

Identify strategies and 

activities 

. 
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MINI GRANTS 

Making it easy for sites to  

purchase signage and 

materials.  
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Identify Display and 

Signage Items 

• Produce Displays: 

www.bit.ly/vtdisplays  

• Produce Signage: 

www.bit.ly/vtsignage  

 

http://www.bit.ly/vtdisplays
http://www.bit.ly/vtsignage
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Be Inspired & Share 

Best Practices 

 www.instagram.com/vtfreshprogram/  

 
 

http://www.instagram.com/vtfreshprogram/
http://www.instagram.com/vtfreshprogram/


FE E DING A ME RICA  /  50  /  Follow         #ACPN2016 

CHALLENGES 

 

Produce Availability & Quality 

 

Staff & Volunteer & Time 

 

Cardboard boxes just keep 
showing up! 
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BEFORE 

 

 
AFTER 
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BEFORE 

 

 
AFTER 
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BEFORE 

 

 
AFTER 
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BEFORE 

 

 
AFTER 
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BEFORE 

 

 
AFTER 
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THANK 

YOU 
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Thank you 

CHRIS MEEHAN 

CHIEF COMMUNITY IMPACT OFFICER 

CMEEHAN@VTFOODBANK.ORG   

VERMONT FOODBANK 

MICHELLE WALLACE 

DIRECTOR OF COMMUNITY HEALTH & 

FRESH FOOD INITIATIVES  

MWALLACE@VTFOODBANK.ORG 

VERMONT FOODBANK 

ALL VT FRESH RESOURCES 
AVAILABLE AT: 

www.bit.ly/allvtfresh  
 

mailto:cmeehan@vtfoodbank.org
mailto:mwallace@vtfoodbank.org
http://www.bit.ly/allvtfresh

