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* Berkeley, CA.

* 45 year-old non-profit organization

* Broad-based and multi-issue:
Climate, Zero-Waste, Youth
Development, Food & Farming

 F & F: 3 Berkeley farmers’
markets; youth-led farm stands;
providing leadership for BFPC and
CA. Alliance of Farmers’ Markets

* Farmers’ Market EBT Project;
Market Match
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CalFresh: Hunger & Poverty Alleviation

What else can CalFresh do?

Can we empower CalFresh
shoppers to make healthier
food choices?

Can we support small and
mid-sized farms and rural
communities?

Can we leverage CalFresh to
stimulate the economy and r

create jobs? 3 - s iI/V
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Yes, we can!

Through public-private partnership, the Ecology Center:

provides T.A. to farmers’ markets adding CalFresh EBT access

manages the state’s largest CalFresh/SNAP healthy food incentive
program (+250 sites)

created and maintains the California Farmers’ Market Finder
web/mobile site

ecology center
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’ Making a Difference:
" Low-income
Families
market match

It’s good to feel like | can support local farmers
and the economy even though I’m low-income.
| feel like this is an opportunity in many ways.

— Dani, Market Match customer, Ukiah

Market Match helped me get my produce
consumption WAY up and get much healthier.

— Ellen, Market Match customer, Petaluma

* +400/800 FM with EBT access
* 40 regional leads offering MM at +250 sites

» 2015: Serving 105k customers (non-unique),
spending at least $2.4M

« Stimulating approximately $4.3M in additional
economic activity

* Farm Bill & FINI
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« State Funding through AB 1321
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’ Making a
r‘ Difference: Small &

Mid-sized Farms

market match

* Serving 1600 farmers at +250 farm-direct
sites

» Farmers report increased sales (81.1 %),
making more money (73.9 %), and increasing
the scope of their operations by planting more
acres, buying equipment, building
greenhouses or hoop houses, or hiring more
workers (38.6%.)

Being able to contribute directly to the
health of my community with the produce
we grow is what keeps us farming year after
year.

— Moira, Marin Roots Farm

As a result of the Market Match program
more consumers have become aware of the
farmers’ market as a source of fresh foods,
as a place to know your farmers, as a place
to teach youngsters about the wonderful
flavors of freshly harvested produce.

— Trini Campbell, Farmer, Riverdog Farm
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Maklng Healthy Food

More Accessible in the
Bay Area

SPUR: Making Healthy Food More Affordable
July 22, 2016

Renna Khuner-Haber, Food Equity Program Manager
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ABOUT FRESH APPROACH

Vision
We envision healthy communities where all people have
access to fresh, healthy food from California farmers.

Mission
Fresh Approach creates long-term change in

local food systems by connecting California communities
with healthy food from California farmers and

expanding knowledge about food and nutrition.




NUTRITION PROGRAMS

= VeggieRx
= Eight-class nutrition education program
= Cooking demonstrations
= Weight monitoring
= Vouchers to purchase fresh fruits and veggies

at local farmers’ markets vegg e

= Healthy Food, Healthy You
= Nutrition education classes
= One-time or three-class series

= Kitchen-in-a-box kit
= Carrot Cash to purchase fruits & veggies F‘ OODy

at farmers’ markets

ﬁ



FRESHEST CARGO

= Freshest Cargo

= Mobile farmers’ market truck h@ot
= Addresses lack of fresh produce in food deserts yﬂafi G‘O
= Sources fresh fruits and vegetables from local C A

farmers at Bay Area farmers’ markets




CALFRESH AND MARKET MATCH

Fresh Approach works closely with Pacific Coast Farmers’
Market Association (PCFMA) to promote CalFreh EBT
(food stamps) and Market Match at markets

= CalFresh

= All PCFMA and most other Bay Area markets

accept CalFresh EBT ()

= Market Match

BETTER FOOD FOR BETTER LIVING

= Incentives for CalFresh customers to stretch their
food dollars when shopping at farmers’ markets

N

market match
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SWIPE your CalFresh EBT card at the Info Booth
PASE SU TARJETA EBT de CalFresh en la mesa de informacion

RECEIVE your CalFresh & Market Match dollars

RECIBA sus dolares de CalFresh y Market Match

SHOP the market to buy fresh & affordable local food

COMPRE en el mercado para obtener alimentos locales frescos y economicos
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THIS PROJECT HAS BEEN FUNDED AT LEAST IN PART WITH FEDERAL FUNDS FROM THE U'S. DEPARTMENT OF AGRICULTURE.




MARKET MATCH: IMPACT

CalFresh Redemptions Market Match Redemptions
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MARKET MATCH: IMPACT

Combined CalFresh & Market Match Redemptions

$40K 2015 total: $262,619
$35K 19.9% increase
$30K from 2014
$25K
$20K Jan-June comparisons
$15K 2015: $91,430
$10K - 2016: $134,369

$5K - 47% increase
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MARKET MATCH: IMPACT

CalFresh and Market Match Transactions
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2015 total: 11,651
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2015: 4,158
2016: 6,878
65% increase
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OUTREACH Focus:
SANTA CLARA COUNTY

Partnerships to Improve Community Health
(PICH)




BACKGROUND ON SANTA CLARA COUNTY

m 33 farmers’ markets
= 25 accept CalFresh
= 13 offer matching
incentives
= 1.9 million adults in
Santa Clara County

=116,000 low-income
households

= 31% of low-income
household are food
insecure

®Less than 50% of
income-eligible are
enrolled in CalFresh

[ campben Hs District
[ ] Esst side Hs District
- Fremont HS District
[:I Los Gatos/Saratoga HS District

[ ] tMountain view/Los Altos HS District



COMPREHENSIVE PROMOTIONAL CAMPAIGN

= Improved market sighage - EBT -

Farmers Markel =
= Flyers, coupons, postcards

= Community education and outreach - B
cooking demos and nutrition classes

= Bus and radio advertisements i
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IMPROVED MARKET SIGNAGE

We fccept CalFresh EBT

VISIT THE FARMERS’ MARKET INFO BOOTH FOR DETAILS
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FLYERS AND COUPONS

EBT

Tan—lwn' Ma-rhct

FOR FREE with
MARKET MATCH

EBT
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SANTA CLARA COUNTY FARMERS MARKETS
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COMMUNITY EDUCATION AND OUTREACH




BUS AND RADIO ADVERTISEMENTS




: IMPACT

PCFMA Markets - SCC All PCFMA Markets
m30% increase in #10.5% increase in
CalFresh transactions CalFresh transactions
m217% increase in #191% increase in
Market Match Market Match
redemptions redemptions
m40%increase in total m20% increase in total
CalFresh + Market CalFresh + Market

Match redeemed Match redeemed



QUESTIONS?

Renna Khuner-Haber,
Food Equity Program Manager

renna@freshapproach.org
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Santa Clara County
Healthy Food Incentive
Grocery Project

(a.k.a. Double Up Food Bucks)

San Jose Forum - July 27, 2016

Ideas + Action
for a Better City

$€SPUR



Barriers to Food Access

Physical — Can you find healthy food? =) Supply

Economic — Can you afford healthy
food?

Educational — Do you know how to
make healthy choices and how to
CO0K?

Demand

Cultural — Do you want the healthy
food that is available and affordable?

5 ESPUR



Healthy Food Incentives Make Fruits and
Vegetables More Affordable
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CalFresh Spending in 2014 by Retailer Type

Specialty stores and other
1.12%

Large, Medium,
Small Grocery Stores
4.73%

Farmers' Markets

Drugstore/
Dollarstores

Source: California Department
of Social Services



Estimated costs of CA expansion

Annual Program Costs One-time Ongoing Cost for
(incentives provided to families)  Startup Cost Market/Retailer
Exp.andlflg to all o $1,500 $6,000 average
California farmers  §1 4 — 6.2 million average per er market
markets market P
Expanding to all
California grocery $133 to 377 million $14 million Variable
retailers
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Santa Clara County Healthy Food
Incentive Grocery Project

\l/  “fameacas
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DOURLE UP Food Bowl 99
FOOD BUCKS
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How it works

Use your CalFresh card to buy California grown
fresh fruits and vegetables at a participating

grocery store

o I/ For every $1 you spend, earn $1 FREE Double
| Up Food Bucks, up to S10 per da
_ p up to $10 per day

Spend your Double Up rewards on any fresh
'l fruits or vegetables in the same store at any

l future shopping tri
ARy urere shopving rip
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Partners:

o M,
Santa Clara County

PUBL'C ™
HEALTH

SANTA CLARA COUNTY
SOCIAL SERVICES AGENCY
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of SANTA CLARA and

SAN MATEO COUNTIES FIRST 5

SANTA CLARA COUNTY

Da(Aff

COMMUNITY ALLIANCE
john Snow, Inc. WITH FAMILY FARMERS

FA

NETWORK

GROW THE GOOD
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Eli Zigas
Food & Agriculture Policy Director

ezigas@spur.org
415.644.4881
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