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Vermont Foodbank Network

153K

VERMONTERS

SERVED ANNUALLY

b , OF HOUSEHOLDS HAVE A
MEMBER WITH

DIABETES

e 46%

OF HOUSEHOLDS HAVE
MEMBERWITHHIGH BLOOD
PRESSURE

2014 National Hunger Study Data.
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Chronic Food Insecurity

VERMONTERS

AT RISK OF HUNGER &
FOOD INSECURITY :I : ! M
|

FOOD PANTRIES
VISITS
PROGRAMS

ANNUALLY

8.3 TIMES PER YEAR

POUNDS OF FOOD
DISTRIBUTED

erm Ont FO O db anl ( 2014 National Hunger Study Data.
www.vtfoodbank.org



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

*ermont Foodbank
www.vtfoodbank.org
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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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WHAT IF...

fruits and vegetable
displays

Included
VIBRANT SIGNAGE
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PRODUCE
BANNERS
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and

SHELF
LABELS

*Make Rutabaga Fries. Toss with .
oil, salt and pepper. Bake at 350

for 30 minutes or until soft. -
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Vermons Foodbank
VT Fresh

What if
the food shelf was filled
with the COMFORTING
and
WELCOMING smells

Eat a Rainbow!
Malke half of your plate
fruits and vegetables.

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?

Follow [/ #ACPN2016

"

[ 7T 7T 0 A T R T TR )

S
. s T
— ') o
— e - W .
4 —“ “ 5

P/

-
—— «
y
-
]
= :
a .
{
R ank A
Vermops Toodbank | -,
v i R\ 1L Vv h |
S ]
. X - =
1 . Biat
3 1 - .
2 . / i o
> e 3
v : | 3 - 2 X
3 ‘ ‘ I . |
f | 2 .
Ov’ \ ~ ~4
o 4 . =1y
j v e 2
y -
{ N }‘ ’ Reieingd }
e “ —~—
i 1 ol
I ‘ |
4
: = >
/ | - ¢
3
’
/

i
/“"'-! -.—.

I T
/ tivie VI

/ PLYS £ —

oo - L BLE g
/ - S e Shace A

, . -
4 M///t I EEERNIL




aon \\u\\\\.\\\\‘
- Wy fres \

N

AFTER vaste Tost

1. BETORE taste Test

¢ A ;. AFTER Taste Yest
. B . ousei 0 EAT WIS VEGETABLE sgair?

-
-
; y Less Lol Same i



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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APPLES TURNIP
‘ ORANGES C ARROTS

ONIONS CARBAGE BEETS




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

Follow #ACPN2016 Photo: BROC Rutland




People respond
to SENSORY
EXPERIENCES
and immediate

gratification
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Displaying
healthy foods
PROMINENTLY
draws attention
to them and may
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Please Take Only What
You Need
And Leave Some for Others

An ATTRACTIVE R
presentation 1 . o

may influence
choosing
healthy food
over unhealthy food
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Changing the
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

Follow #ACPN2016




mont foodbank
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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

Follow #ACPN2016




The power of
WORD-OF-MOUTH ADVERTISING
has an impact far greater
than simply providing information about

why we should make healthy
FOOD CHOICES

Follow [/ #ACPN2016




..food pantries have an untapped
potential to make an even
BIGGER IMPACT
at an individual

and community level.
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6 Strategies

Produce Tastings & Cooking Demos
Displays

Procurement

Storage

Convenience

Signage & Point of Decision Prompts

Follow [/ #ACPN2016
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18 [00d shelves
24 MonNMs
425 Ccooking demos

5396 participants
7936 contacls




MEASURED THE CHANGE IN TASTE
PERCEPTION ABOUT ONE
SPECIFIC VEGETABLE AND THE
INTENTION TO EAT THE
VEGETABLE AGAIN

Vegetable: Vermont Foodbank

1. BEFORE Taste Test AFTER Taste Test
111111111111111111111111

2. AFTER Taste Test

e ey o EAT this VEGETABLE sor? LIKED 1T MORE Sald they were more
e g ey (al least 307 more) LIKELY TOEAT IT AGAIN




AIMED AT INCREASING
CONSUMPTION OF FRUITS AND
VEGETABLES

175%

average INCREASE
N PRODUCE. DISTRIBUTED
by sites over two year
period




“1 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

Follow |/ #ACPN2016



“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

Follow |/ #ACPN2016




Implementation Steps for New Partners

IDENTIFY PARTNERS IMPLEMENT PROGRAM BE INSPIRED :
& RFP for MINI GRANTS work with partners for and Share Best Practices

approximately 3 years Across the Network

o
FY2015 VT FRESH Program Vermont Foodbank
Special Fund for Network Partners VT Fresh
October 2014 - September 2015

@ rcnens Wanscs

APPLICATION DUE: October 24, 2014

‘Vermons Foodbank
VT Fresh

Guidelines: \
Vermant Fresh sims o increase access and improve avaitability of fruitsand |
vegetables at community faod shehves. The program model combines
research and svidence based approaches ©:

1 the FOOD T i shetves
i ing i g d avaitability of fruitsand vegetables

2) Faciiitate preferance changs and increase knowlsdgs, awarsness and skills for sele cting and preparing these fads
through COOKING DEMOS and TASTE TESTS.

3) Reinforce core nutrition messages and affec: fruit and vegetable consumption decisions by impraving DISPLAYS.
SIGNAGE and PROMOTIONS of these products.

A primary goal of the VT Fresh Program is tosupport Network Partners toincrease a food sheif's capacity tohandie
more fresh produce and increase the demand for frufts and vegetables amongst chents. Up to $700 will be provs
w0 ity to i i fresh frui 5=
In addition, Vermont Eossllank staff ill offer cocki 2 caste tasts 12 times par
month at the food shelf. Dur hope is that this will e ngage visitors of ammunity food shelves by provding an

taste recipes that e Fruit o vegetable a5 the primary ingredient. Our goal is that thiswall
increase the use of fresh fruits and vegetabies that are commonly available but often times ucommonly chasen in
food shelves. By giving vist ity 1o learn about y cocking, basic nutrition, and food safety we aim

make ices.

Desdiine: Friday, October 24, 2014, 500 pm. [nolse applications will be sccepted]
Decisions: Decisions will be made by October 31, 2014,
Gramtsize:  Upts $700.

Plus... §150worth of signage and point-of-decision prompts

Totsl Funds are avail i 15 Network Partner sites

Who is eligible: Applications will be accepizd from sites that have been invited toapply and are Vermont Foodbank
Netwark Partners in good standing.

What we fund: The Vermant Facdbank will laok far appiications from food sheives seeking funding to implement
strate gies that build capocity to improve the ability to handle more and inarease the amountaf fresh produce sites
can distribute. Flese s== the attached ideas and susz=sbons. Strategies must sddress ot least 2 or mor= of the
tollowing

a Layout and prominence of produce displays

vege

Wihatwe don’t fund: The funds are not t2 be used far the direct purchase offocd far distribution. Funds should i
notbe used to pay statf.

How to submit your spplicetion: Email 1o Michelle Wallace, 2t Fyou
plzase 2mail Miche le or il 802-977-2125

FEEDING AMERICA / 45/



MINI GRANTS

ldentify strategies and

activities

Follow |/ #ACPN2016

GOAL

SUPPORTING
RESEARCH

Plan to
implement

Yesor No?

STRATEGIES

1

Making fruitand
vegetables prominent
and highly visible is

# Create prominent, well-lit, attractive and well orgamized
dizplays. Consider a farmer's market” style dizsplay.

i Make dizplays highlr vizible and centrally located.

IMPROVE THE one of the most i Develop systems to clean, sort produce, dizcard or remaove
FROMINENCE important strategies spoiled items and improve presentation.
ANDLAYOUT . o * Orther 51 T
OF PRODUCE | ToF increasing their ategy: | ]
DISPLAYS | ComsumREOn.
. People consume more i Make ﬁ'Lu'rsandT.'egEtab]E .a.larger chare ﬂffuﬂfidmh‘:buted.
2 fruits and vegetables # Increaze the variety, offer different trpes of fruits & vesetables.
when they have more i Offer different forms - fresh, frozen, dried and canned.
IMFPROVE .
PROCUREMENT options to choose from. #* Improve storaze capabilitdes. Use display coolers with glass
AND STORAGE doors or other specially desizned coolers for produce. Consider
TO INCREASE improving systems for root storage and winter crop SI0Tase
THE * Improve systems to procure mare fruits and vegetablec,
AVAILABILITY Consider additional pick-ups of produce from the VT Epodbanl.
-—‘LI'-'.II'_'I‘.-‘-‘LR[E"IT engage siaff and vohinteers to glean from local farms and
- - farmer’s markets, implement 3 grow-2-ToW ProSTam
OF FRUITS AND [community members donate produce from their gardens), ete.
VEGETAELES ]

#* Consider adopting food policies and certain nutritional
standards for purchazed foods.

# Other Stratesy- (describe)

5
INCREASE THE
CONVENIENCE

OF FRUIT AND
VEGETAELES

Convenience and
accessibilityis a
significant predictor of
fruitand vegetable
consumption.

#* Consider new and creative ways to schedule produce
distribution days for ncreased convenience and accessibilitr.
For example, community dinners combined with produce
distribution and for other special produce distribution days.

i+ Pre-package / pre-baz fruits and vegetables for added
convenience, accessibility and appesl

# Lighthy process to better preserve and stabilize produce.

# Other Stratemy- [describe)

4

PROVIDE

Many people are
interested in
opportunites to eata
little hetter. hut ther

= Promote produce with siznaze, posters and other printed
materials - inchuding photos.

= Promote healihy foods with shelf labels highlishting healthy
optons that are client farorites.




MINI GRANTS

Making it easy for sites to
purchase signage and
materials.

Follow |/ #ACPN2016

SIGNS

Item and Web Photo Description Cost # of items
Site Link requested
_ _ These slide-in sign holder stands with 51&
Slide-In Sign Holder optional wet-erase board. Either insert
M _ your own B 1,2 x11 graphics or use the
signage [Flporstanding) wet-graze board. Users can write their
own messages with liguid chalk. The
Inkpdes 3 &1/2" writs-on surface is 2asy tocl=an wsing 3
Diameter Weighted damp choth.
Flastic Dekg Bazs
1E ¥ 26 A-frame Designed for use with liguid chalk. 5.55
Chalkboard, Black Wet Double-sided, 15" x 25" blackboard for
Erase Surface, Double dizplaying meszages back-to-back.
Sided - Black Features metal hinges for long term use.
Liguid Chalk Markers & Designed to be used on surfaces that 519
Pack are approved for liguid chalk. Creates
bold strong lines of color — better than
dry erass markers,
SHELF LABELS
ltem and Web Photo Description Cost # of items
Site Link requested
4-1/8" Clip-On Deli Tags ) _ 515
for Wet Erase Markers, Sign Clip Includes tag for Messages -
4,5" CIlE T-Hg i 433" and ':lll:l iz 4.5%00.5", E-]

write-on disolav cleans =aszilv with a




ldentify Display and
Signage Items

 Produce Displays:

 Produce Signage:

@
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*eddlers Cart With Canopy

Pinnad by
Michelie Waltace

« Tier Pine Display with Casters

Pinned by
Michefie Wallace

tound 9 Basket Willow Display

Pinned by
Michesie Wallace

Wagon Display Cart - Color
Choices

Pinned by
Michelie Wallace

3 Tier Basket Display - Color
Choices

Pinned by
Michelie Wallace

f

Low Profile Bakery Cart

Medium Stacked 4 Bin Display Pinned by
Michelie Yallac2
Pinned by
Michelie Wallace

Evolution Crchard Bin

Wooden Country Barn Style Store Pinned by
Floor Display - 38" Michele Walace
Pinned by
Michesie Wasace

4-High Angled Basket Display

produce bulk merchandisers

Pinned by
Pinned by Michele Waliace
Michelie Wallace

Wooden Bamel Rack Vegetable
Bin - Color Choices

Tall & Basket Wicker Display

Pinnsd by
Michelie Wallace

Produce Basket Endcsp | CMS
Display Fixtures

£ Pinnsd ty


http://www.bit.ly/vtdisplays
http://www.bit.ly/vtsignage

vifreshprogram | eorerorue |

B I = d & S h L = Michelle Wallace VT FRESH is a Vermont Foodbank program that celebrates fresh
- .
e n S p I re ar e o o food & helps to transform community food shelves with beautiful displays &
N7~ cooking demos. wwwivtfoodbank.org

Best Practices ~ e i el
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http://www.instagram.com/vtfreshprogram/
http://www.instagram.com/vtfreshprogram/

CHALLENGES

Produce Availability & Quality
Staff & Volunteer & Time

Cardboard boxes just keep
showing up!

Follow |/ #ACPN2016




i
4

o W

A\

A
AFTER

BEFORE




S
(7 ¥ <.

Mgl s -":'-:- NiGRe =
53 ,'c-"....;,\-' s TV ‘x"\\';u'—
i

BEFORE

<~

AFTER

S/

~
-
B -
-~
- —_—
~
&




L) -y

\‘ 4 ond® N
WIS ST

AR AL A&

BEFORE AFTER




»

Wsiss Y ‘:@
|} \f g BN

\ —

\'x\. ,

~»#'\ ™ :1
Ry > 1. | “

[\

BEFORE AFTER




AFTER

BEFORE



Follow #ACPN2016



Thank you

ALL VT FRESH RESOURCES

SRS SSTAN AVAILABLE AT:

CHIEF COMMUNITY IMPACT OFFICER

VERMONT FOODBANK

MICHELLE WALLACE
DIRECTOR OF COMMUNITY HEALTH &
FRESH FOOD INITIATIVES

VERMONT FOODBANK

Follow [/ #ACPN2016
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mailto:cmeehan@vtfoodbank.org
mailto:mwallace@vtfoodbank.org
http://www.bit.ly/allvtfresh

