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* Purpose: Warm up audience
* Type into chat box
* Expectation: there will be a variety of answers



store-levelstrategies

* Purpose: Warm up audience
* Type into chat box @
* Expectation: these will look different depending on the community
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Sticky Note
Suggestion to use the polling feature here with a few categories of options (in the case that some folks don't have enough context and content yet to respond without prompt) 
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* Purpose: Warm up audience @
* Type into chat box
* Expectation: these are going to look different depending on your community


emari
Sticky Note
Another good place for a poll. 


* Introduce the session
* Incentives and partnerships are a bridge to get your storeowners from Point A
(now) to Point B (whatever “healthy retail” means)



agenda

* Healthy food retail certification programs
* Working with storeowners

* Crafting an incentive package

* Guest speak@

\
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Sticky Note
Possible to spell out further the topics guest speakers will cover, e.g. lessons learned, etc. 


housekeeping

Ask questions via chat box
Share your experience via chat box
Feel free to stand up at your desk
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DISCLAIMER

The information provided in this discussion is for informational
purposes only, and does not constitute legal advice.
ChangelLab Solutions does not enter into attorney-client
relationships.

ChangeLab Solutions is a non-partisan, nonprofit organization
that educates and informs the public through objective, non-
partisan analysis, study, and/or research. The primary purpose
of this discussion is to address legal and/or policy options to
improve public health. There is no intent to reflect a view on
specific legislation.

© 2014 ChangeLab Solutions

Communications: Update to 2015 disclaimer
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What are the elements of a
strong certification program?
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What are the elements of a
strong certification program?

SCOPE
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What are the elements of a
strong certification program?
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16



What are the elements of a
strong certification program?
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SCOPE STANDARDS INCENTIVES
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What are the elements of a
strong certification program?

SCOPE
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STANDARDS

INCENTIVES

ENFORCEMENT
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What
about
//tObaCCo?
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Industry
promotions

* When working with store owners, it’s helpful to have a basic understanding of the
types of contracts that they have with tobacco industry representatives.
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Storefront
advertising

MINI MARKET
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[dea: Restrict type of
amount of tobacco

» How to incorporate tobacco into a healthy retail program
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[dea: Reduce
advertising
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Burlington Partnership for a Healthy Community

» How to incorporate tobacco into a healthy retail program
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ChangeLab Solutions

Resource slide: CDC Playbook on a comprehensive approach to the retail
environment (tobacco, nutrition, alcohol)
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questions?







* Who they are
* What their model is
* Why they participate in healthy retail programs
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Consider:

* Readiness

* Commitment

* Business savvy
Resources: CX3 assessment tools
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* How to approach storeowners
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For example:

* Make sure the needs of storeowner are met by the program/tailor plans
* Understand the regulatory environment that impacts small stores

* Develop a variety of incentives

* G@Give store owners options

* Provide ongoing support
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Increased sales, foot traffic, profit
Business assistance

Free advertising

Assistance with regulations
Better relationships

% N % KN
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Storeowners speak

A lot of people are already
changing; they are eating
more fruit. Instead of coming
to buy a chocolate or some

chips, they now buy an apple
or an orange.

http://thefoodtrust.org/uploads/media_items/healthier-corner-stores-positive-
impacts-and-profitable-changes.original.pdf
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Storeowners speak

| always knew we were
missing some things and
wanted to make change,
but we needed the
encouragement to do it.

This was our opportunity
to make positive change.

http://www.communitycommons.org/sa_success_story/latino-brothers-corner-store-
markets-fresh-healthy-foods/
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Storeowners speak

| feel this is good for
the community ... It’s
going to be a benefit

because | know the I like [selling fresh
customers need a real foods]. The customers

grocery store. are starting to ask for
it.

http://www.communitycommons.org/sa_success_story/latino-brothers-corner-store-
markets-fresh-healthy-foods/
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]
guestions?
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“A pessimist sees the
difficulty in every
opportunity; an optimist
sees the opportunity in
every difficulty.”

- Winston Churchill

* Think of incentives as an opportunity to address a barrier

B
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v To encourage innovation

v To reduce financial risk

v To build storeowner skills

v To target specific stores or areas
v" When a policy isn’t feasible

10-20 % increase
$100-$150/week
60% increase

http://thefoodtrust.org/uploads/media_items/healthier-corner-stores-positive-
impacts-and-profitable-changes.original.pdf
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Communications: http://www.compendian.com/wp-
content/uploads/2014/12/one-size-fits-all.jpg

* Different storeowners will have different needs
* Best to think about incentives as a PACKAGE that can be tailored to fit multiple
store owners’ needs
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Types of incentives

7 Train storeowners

7 Bring in new customers

7 Renovate the store

J Make it easier to do business
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incentives don’t
have to be

monetary
|




V] Train
storeowmners
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!ﬁ Benefits for

St. Louis Healthy
Corner Store Project

Participation
Guide

UNIVERSITY OF MISSOURI

@Extension

Communications: Images:
http://extension.missouri.edu/stlouis/documents/HealthyCornerStore/St_-Louis-
Healthy-Corner-Store-Project-Corner-Store-Participation-Brochure-2013.pdf

* St. Louis

* Minneapolis

* Seattle — Healthy Foods Here

* Partnership: mentors in the retail business



Fresh Produce Sold by Season in Missouri
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Healthy on the Block: Healthy

Corner Store Toolkit

Food trust: http://thefoodtrust.org/uploads/media_items/phcsn-sell-healthy-
guide.original.pdf

Apples: http://www.urbanfoodlink.com/wp/wp-
content/uploads/2013/03/HFHProduceGuide.pdf
Healthy foods here

Fruit and veg chart: http://www.bphc.org/whatwedo/healthy-eating-active-
living/healthy-on-the-block/Documents/Healthy_On_The_Block_Toolkit.pdf
Boston public health
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Look for
drinks
that have
100%

| juice on
Pure Squeezed the label.

Communications:

Add plenty of vegetables
to your whole wheat
tuna sandwiches.

Serve brown rice with
your stir-fry chicken
and vegetables.

@ wic

http://www.cdph.ca.gov/programs/cpns/Pages/RetailMerchandising.aspx

* CDPH Retail Program
* The Food Trust
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/| Bring in new
customers
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Communications: Live Well Greater Toledo Facebook page

* Toledo-Lucas County
* Partnership: Firegighters
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Communications: http://www.wgte.org/wgte/item.asp?item_id=16631

* Toledo-Lucas County
* Mid-Ohio Valley
* Partnerships: Newspapers, public radio
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YMCA NYC Teens
About Tag Healthswag ,,) This summer NYC Teens including @ymcanyc joined together to make heaithy

7 Iving easier in NYC! #Healthswag #YNYCTee d¢THPONE

B voutuve

Teens join together to make healthy living easier in NYC! #Healthswag

Youth from ail five boroughs team up 10 ask local NYC businesses to make the
tagged healthy choice the easy choice. Businesses were tagged with Heakthswag and
leamn

Communications: https://www.youtube.com/watch?v=YdcfHpbNp-A

* NYC Tag Healthswag
* Partnership: YMCA + youth

About tag health swag: http://healthiernyc.org/get-involved/taghealthswag/how-to-
tag-healthswag/
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BUY ONE

WHOPPER
GET ONE FREE

DEC 9,10,11

COLLECTION ONLY

Buy any large pizza at regular menu price and get
a 2nd pizza up to the same value absolutely FREE!

Whopper:
https://www.google.com/search?q=buy+one+get+one+free&es_sm=93&tbm=isch&t
bo=u&source=univ&sa=X&ei=G4feVICKNM-
MoQTI3ICYBg&ved=0CCYQsAQ&biw=1920&bih=955#imgdii=_&imgrc=TEhH6d8H-
RUssM%253A%3Bf5mwtMGy5bTgKM%3Bhttp%253A%252F%252Fcdn2.moneysaving
mom.com%252Fwp-content%252Fuploads%252F2011%252F12%252FScreen-shot-
2011-12-06-at-7.01.56-
AM1.png%3Bhttp%253A%252F%252Fmoneysavingmom.com%252F2011%252F12%2
52Fburger-king-buy-one-get-one-free-whoppers-through-december-11-
2011.htmI%3B501%3B462

Dominoes:
http://www.google.com/imgres?imgurl=http://www.harrowvouchers.co.uk/wp-
content/uploads/dominopizzagetfree.jpg&imgrefurl=http://www.londondiscountvouc
hers.com/dominos-buy-one-get-one-free/&h=300&w=300&tbnid=LSE2ep8LCF-
NDM:&zoom=1&docid=jbXmqgc2oUCz3mM&ei=NYfeVIKHlomoogT2_4DgAQ&tbm=isc
h&ved=0CBgQMygQMBA4ZA

* Baltimore healthy stores
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Sticky Note
Not sure if we can include these ads, being that they identify particular brands. Let me check with State Project Officer. 
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ACCEPTED

St. Louis
Michigan double up food bucks

Partnership: Idaho Farmers’ Market Association + Family Medicine Residency of
Idaho Network
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/] Renovate the
store
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v’ Offering logss or grants
v’ Providing free or low-cost equipment
v Improving the fagade
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Sticky Note
They can't offer loans or grants with their SNAP-Ed funds. Would need to frame this as helping store owners partner with others to secure this funding. 


/] Make 1t easier
to do business
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* Seattle — Healthy Foods Here

H;Hi“i
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emari
Sticky Note
Can't read this, blurry. Will live version look clearer? 


Communications: http://trythiswv.com/wp-content/uploads/2013/08/2.-fresh-
produce.-convenience-stores.jpg

Left: Amma Quick Stop in West Virginia

Right: Turnpike convenience store

* Mid-Ohio Valley
* Partnership: Worked with environmental health on this idea
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Sticky Note
Again, need to frame this as SNAP-Ed staff being the ones to help make connections and partnerships to achieve this goal...not necessarily to be frontrunning the effort with their SNAP-Ed funds. 
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éoing for Green:

Getting Federal Funding

May 20, 2014

ChangeLabSolutions

Communications: Photo credit

* Oklahoma

* Rural energy efficiency loan

* USDA rural business loan and grant programs
* Resource: webinar on federal funding
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Communications:
http://www.newhavenindependent.org/index.php/archives/entry/healthy_stores/

* New Haven
e Baltimore
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Guidelines for incentives

7 Establish standards

7 Align incentives to level of risk

7 Link incentive to desired change

J Ask owner to contribute to
incentive cost
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* How difficult is the change?

* What kind of support does the
owner need?

* Will the incentive package prepare
the retailer to go it alone?
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]
guestions?
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(‘ ChangeLab

Guest speaker slides TBD

Title here

Guest photo here
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Guest speaker slides TBD

GUEST SLIDES TBD
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questions?




ChangelLabSolutions

Thank You!

changelabsolutions.org
staff@changelabsolutions.org

Follow us on Twitter!
@ChangeLabWorks
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Sticky Note
When they close out of the slide, will it link to the evaluation or will that be sent separately? Also, please send evaluation (link to online survey is fine) so I can include with materials package to State contact. 




