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Learning Goals 
1. Identify the role that SNAP-Ed plays within 

the context of nutrition assistance programs 
2. Recall the essential features of the SNAP-Ed 

State Plan 
3. Describe comprehensive approaches 
4. Explain success in SNAP-Ed 
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Presenter
Presentation Notes
This is a two-hour training with a focus on program topics. This training presents a broad overview of topics relevant to SNAP-Ed professional staff designed to meet the following five goals.



Audience 
• State Agency SNAP-Ed Coordinators 
• SNAP-Ed Implementing Agency Staff 
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Presenter
Presentation Notes
The training is intended for State SNAP Agency and SNAP-Ed Implementing Agency staff who oversee the development, implementation, monitoring, and evaluation of the State SNAP-Ed Plan of Operations. State staff who are new to SNAP-Ed or seeking a deeper understanding of program activities will benefit from this training. 

Other participants may include contractors and program partners seeking a better understanding of the SNAP-Ed Program. 

The intent is for State level staff to share what they learn from this training with local project staff and nutrition educators.



Summary of Topics 

SNAP-Ed Overview Agency Roles and 
Responsibilities 

SNAP-Ed Plan Needs Assessment Targeting 

Nutrition education Social marketing Policy, systems, and 
environmental change 

Partnerships Outcomes and 
Evaluation 
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Presenter
Presentation Notes
There are 8 topics included in the training focused on the Program activities included in SNAP-Ed.
The training does not cover management evaluations, fiscal integrity, and administrative requirements. Those topics will be covered in a companion training.



SNAP-Ed Overview 
What is SNAP-Ed, what does it provide, and why is it important? 
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Presenter
Presentation Notes
Topic 1 – SNAP-Ed Overview



History of SNAP-Ed 
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Presentation Notes
The SNAP-Ed goal is to improve the likelihood that persons eligible for SNAP will make
healthy food choices within a limited budget and choose physically active lifestyles
consistent with the current Dietary Guidelines for Americans and the USDA food guidance.
The focus of SNAP-Ed is:
 Health promotion to help the SNAP-Ed target audience establish healthy eating habits
and a physically active lifestyle; and,
 Primary prevention of diseases to help the SNAP target audience who have risk factors
for nutrition-related chronic disease such as obesity prevent or postpone the onset of
disease by establishing healthier eating habits and being more physically active.

Seventy-five percent of SNAP households included a child, an elderly person, or a disabled person, and these households received 82 percent of all benefits.
A majority (57 percent) of SNAP households with children were
single-adult households.





Laws and Regulations 
Food and Nutrition Act of 2008, Sec. 28 (As 
Amended Through PUBLIC LAW 113–128—
July 22, 2014]   
 
Healthy, Hunger Free Kids Act of 2010, Sec. 
41 (PUBLIC LAW 111–296—DEC. 13, 2010 ) 
 
Agricultural Act of 2014, Sec. 4028. (PUBLIC 
LAW 113–79—FEB. 7, 2014) 
 
Code of Federal Regulations, Title 7 
Agriculture § 272.2 (2) 
 
 

 
 

 
Healthy, Hunger Free Kids Act of 2010, 
Sec 241  
 

(3) USE OF FUNDS.— (A) IN GENERAL.—A State agency may use 
funds provided under this section for any evidence-based allowable 
use of funds identified by the Administrator of the Food 
and Nutrition Service of the Department of Agriculture 
in consultation with the Director of the Centers for Disease 
Control and Prevention of the Department of Health and 
Human Services, including— 
 
(i) individual and group-based nutrition education, health 
promotion, and intervention strategies; 
 
(ii) comprehensive, multilevel interventions at multiple 
complementary organizational and institutional levels; and 
 
(iii) community and public health approaches to improve nutrition 
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Presentation Notes
Section 241 of the Healthy, Hunger-Free Kids Act of 2010, otherwise known as Child Nutrition Reauthorization, established the SNAP-Ed Program as we know it today. Although SNAP-Ed has existed since ….  Healthy, Hunger-Free Kids Act esta


Section 28(b) of the Food and Nutrition Act of 2008 (7 U.S.C. 2036a(b)) is amended by inserting ‘‘and physical activity’’ after ‘‘healthy food choices’’.



SNAP-Ed Goal 
To improve the likelihood that persons eligible for 
SNAP will make healthy food choices within a 
limited budget and choose physically active lifestyles 
consistent with the current Dietary Guidelines for 
Americans and the USDA food guidance. 

 
 

 
 8 SNAP-Ed Overview 
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Presentation Notes
The SNAP-Ed goal is to improve the likelihood that persons eligible for SNAP will make
healthy food choices within a limited budget and choose physically active lifestyles
consistent with the current Dietary Guidelines for Americans and the USDA food guidance.
The focus of SNAP-Ed is:
 Health promotion to help the SNAP-Ed target audience establish healthy eating habits
and a physically active lifestyle; and,
 Primary prevention of diseases to help the SNAP target audience who have risk factors
for nutrition-related chronic disease such as obesity prevent or postpone the onset of
disease by establishing healthier eating habits and being more physically active.

Seventy-five percent of SNAP households included a child, an elderly person, or a disabled person, and these households received 82 percent of all benefits.
A majority (57 percent) of SNAP households with children were
single-adult households.





Behavioral Outcomes 
Make half your plate fruits and 
vegetables, at least half your grains 
whole grains, and switch to fat-free or 
low-fat milk and milk products. 
 
Increase physical activity and reduce 
time spent in sedentary behaviors as 
part of a healthy lifestyle., 
 
Maintain appropriate calorie balance 
during each stage of life. 
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Presenter
Presentation Notes
First, the study shows the effects of SNAP participation on those who choose to 

participate. SNAP increases the likelihood that participants will consume whole 

fruit by 23 percentage points; it also induces participants to decrease their intake of 

dark green/orange vegetables by a modest amount—the equivalent of about 1 ounce 

for a 2,000-calorie diet. 

First, the study shows the effects of SNAP participation on those who choose to 

participate. SNAP increases the likelihood that participants will consume whole 

fruit by 23 percentage points; it also induces participants to decrease their intake of 

dark green/orange vegetables by a modest amount—the equivalent of about 1 ounce 

for a 2,000-calorie diet




USDA Mixing Bowl 
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http://www.whatscooking.fns.usda.gov/ 



SNAP-Ed 
Comprehensive 

Approach 

Inputs Outcomes 

Reduction of Other 
Chronic Diseases 

Obesity Prevention 

Improved Healthy 
Eating and Physical 

Activity 

Direct Education 

Social Marketing 

Policy/Systems/ 
Environmental 

Change 
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Obesity Prevention 
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• More than one-third of U.S. adults (over 72 million people). Co-existence of 
obesity, poverty, and food insecurity. (CDC) 

Obesity is common.  

• 17% of U.S. children are obese. (CDC) 

Obesity begins in childhood.  

• Annual medical costs of obesity is $147 billion. (Finkelstein et al., 2009) 

Obesity is costly. 

SNAP-Ed Overview 

Presenter
Presentation Notes
Children are more likely to become obese adults, and increase their risk of heart disease, diabetes, and some cancers. 




Expanded Program Topics 
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Gardening 
Physical Activity 

Breastfeeding 

SNAP-Ed Overview 



SNAP-Ed Funding 
100 % Federal Grant 
• No State contribution 
• 2-year period of 

performance (carry-in) 
• Only source of Federal 

funds for SNAP-Ed 

Funding Formula Components 
1. State’s percentage of 

national SNAP-Ed 
expenditures 

2. State’s percentage of 
national SNAP participation 
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Questions 
Describing SNAP-Ed to your stakeholders: 
     What does SNAP-Ed provide? 
     Why is SNAP-Ed important? 
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Presentation Notes
One of the problems I see is that we all describe SNAP-Ed differently.  We need to be consistent in our messaging.  We don’t have to say the exact same thing, but the content should be the same. Perhaps we give them guiding questions so that answers are similar….
Who does SNAP-Ed serve? (serving low income 
What does it do? Provides direct nutrition and PA education, social marketing and PSE
Why to combat obesity and other chronic diseases



Questions 
What does SNAP-Ed provide? 
a. Nutrition education 
b. Social marketing 
c. Policy, systems, and 

environmental changes 
d. All of the above 

Why is SNAP-Ed important? 
a. Prevents obesity and 

related chronic diseases 
b. Encourages healthy 

purchases in SNAP 
households 

c. Serves low-income 
audiences of all ages 

d. All of the above 
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Roles and Responsibilities 
Who is responsible for oversight, administration, and implementation of 
SNAP-Ed? 
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Agencies  
Federal 

• Congress 
• US Department of 

Agriculture/Food and 
Nutrition Service 

State 

• State SNAP Agency 
• Grantee 

• SNAP-Ed Implementing 
Agencies (e.g., Land-
Grant Universities, State 
Health Departments, 
Non-Profit Organizations, 
Nutrition Networks, 
Indian Tribal 
Organizations) 
• Sub-grantee 

Local 

• Local Agencies (County 
Cooperative Extension 
Offices, Local Health 
Departments) 

• Low-income 
neighborhoods and 
community organizations 

• Children and caregivers, 
adults, elderly 
 

18 Roles and 
Responsibilities 

Presenter
Presentation Notes
Congress passes legislation which sets the intent of the program – SNAP-Ed Food and Nutrition Act, amended by the Healthy Hunger Free Kids Act of 2010

USDA Food and Nutrition Service takes the legislation and… 
Establishes SNAP-Ed policy, guidelines and procedures

Also, oversight and administration including: 
Allocates funding to State SNAP agencies
Reviews, approves and monitors State SNAP-Ed Plans
Provides training and technical assistance to State agencies and partners
Oversees collection and analysis of national SNAP-Ed data
Partners with other Federal agencies, appropriate national organizations, and others 
Promotes and supports cross program collaboration




SAs and IAs 
State SNAP Agency 
• Cognizant SNAP-Ed agency 
• Coordinates with other State 

agencies 
• Develops coordinated, cohesive 

SNAP-Ed Plan in partnership with IAs 
• Sets state SNAP-Ed goals  
• Funds and monitors IAs 

SNAP-Ed Implementing Agencies 
• Funded by State SNAP agency 
• Develops SNAP-Ed Plan projects 
• Plans, implements, and evaluates 

SNAP-Ed programs, strategies and 
interventions 

• Develops and disseminates nutrition 
and physical activity messaging 

• Trains and monitors local staff 
• Coordinates with other nutrition 

education and obesity prevention 
programs 
 

 

19 Roles and 
Responsibilities 

Presenter
Presentation Notes
At the State level, two types of agencies involved in SNAP-Ed operations: 

Funds are given to the State SNAP Agency by USDA FNS – this makes them the cognizant agency – ultimately responsible for the administration of the program. 

Given the public health and nutrition focus of SNAP-Ed, State SNAP Agencies often then contract with other state level agencies to assist with the development, implementation and evaluation of the State SNAP Ed plan. Any state-level agency receiving funding from the State SNAP Agency is called an Implementing Agency or IA. IAs include other State agencies, namely State Health Departments, Land Grant Universities, Nonprofit organizations, Nutrition networks, ITOs, etc. 

Every state varies in the type and number of IAs. For example, CA has 6, while AZ has one state IA. Either way – IAs are subcontractors and the State SNAP agency still must provide oversight and contract management of their IAs, as well as take the lead on shaping the vision and plan for SNAP-Ed in their state. 

IAs (or The State SNAP Agency) can then in turn fund local level agencies – local county cooperative extentions, local health departments, school districts, community organizations – to implement SNAP-Ed within communities. 



SNAP-Ed Alphabet Soup 
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Responsibilities 

Presenter
Presentation Notes
Beyond the basic fed, state, local structure of SNAP-Ed – there are many other organizations, associations and complementary programs involved that you will hear mentioned in the SNAP-Ed world. And, like many federal programs, there are a lot of acronyms. Let’s go through the key ones and explain their roles in supporting SNAP-Ed operations, as well. 



Associations and Programs 
Acronym Organization or Program Name 

ASNNA Association of SNAP-Ed Nutrition Networks and Other Implementing 
Agencies 

CDC Centers for Disease Control and Prevention 

EFNEP Expanded Food and Nutrition Education Program 

LGU Land-grant university 

NCCOR National Collaborative for Childhood Obesity Research 

NIFA National Institute of Food and Agriculture 

RNECE Regional Nutrition Education & Obesity Prevention Centers of 
Excellence 

FINI Food Insecurity Nutrition Incentive 

    

21 Roles and 
Responsibilities 



SNAP-Ed Plan Development 
What are the essential components of the State SNAP-Ed Plan? 
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Presenter
Presentation Notes
Now that we have a sense of the purpose of SNAP-Ed and the major players at the fed, state and local levels, let’s take a closer look at what goes into creating a State SNAP Ed Plan – requirements, tips for a good plan, and more. 



SNAP-Ed Connection 

23 
SNAP-Ed Plan 

Presenter
Presentation Notes
Resources for meeting and exceeding State SNAP-Ed Plan requirements can be found on the SNAP-Ed Connection – a one stop shop for SNAP-Ed. 

Also find several of the other guides and tools we reference throughout the training. 



SNAP-Ed Annual 
Guidance 

24 
SNAP-Ed Plan 

Presenter
Presentation Notes
However, of most relevance to developing a State SNAP-Ed plan, is the Annual SNAP-Ed Guidance – recently updated. Areas of change are highlighted in yellow. 

Provides instructions for developing and submitting State SNAP-Ed Plans. 

FY 2017 guidance updated to reflect the new SNAP-Ed Final Rule. 




Six Elements of the SNAP-Ed Plan 
A. Target Audience, Needs Assessment, Coordination 
B. Goals, Objectives, Nutrition Education Projects, Evaluation 
C. Staffing 
D. Budget Summary 
E. Assurances 
F. Signatures 
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SNAP-Ed Plan 

Presenter
Presentation Notes
Required Components of a SNAP-Ed Plan  - we’ll spend time discussing A and B in greater detail in this training. The fiscal and admin components will be further expanded on in the SNAP-Ed 102 training in two weeks. 



Social Ecological Model 
SNAP-Ed Plans must include activities at the individual level, along with 
approaches at the environmental and/or sectors of influence levels. 
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SNAP-Ed Plan 

Presenter
Presentation Notes
A major guiding principle of SNAP-Ed is that States must implement SNAP-Ed interventions from multiple levels of the DGAs Social-Ecological Framework for nutrition and physical activity decisions. 

The SEM illustrates how all sectors of society combine to shape an individuals food and PA choices.
Individual – age, gender, genetics etc. 
Settings – environments where we live, play, work…home, school, work
Sectors – sectors of influence – systems (government, education, health care, transportation), organizations (public health, community, advocacy), businesses and industry (planning, agriculture, retail, marketing, media)
Social and Cultural Norms and Values – belief systems, traditions, religion, priorities, lifestyle etc. 

Evidence shows that implementing multiple changes at various levels of the SEM is effective in improving eating and PA behavior. 

Thus, FNS expects SNAP agencies to use comprehensive interventions in SNAP-Ed that address multiple levels of this SEM framework. 

For example, SNAP-Ed often provides direct education in school classrooms (at the individual level), while also working to improve the cafeteria environment through smarter lunchroom strategies and strengthen the school district’s local wellness policy. Go a step further and improve the options at nearby retail outlets. 
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• individual and group-based nutrition education, 
health promotion, and intervention strategies 

Approach 1: 

• comprehensive, multilevel interventions at multiple 
organizational and institutional levels 

Approach 2: 

• community and public health approaches 

Approach 3: 

SNAP-Ed Plan 

Plan Approaches 

Presenter
Presentation Notes
Again, states have opportunities to include a vast array of interventions into comprehensive SNAP-Ed Plans. There are three types of approaches: 

Direct education, health promotion or intervention – addressing the individual. Must be evidence-based. 
Comprehensive, multi-level intervention at multiple organizational and institutional levels – combine with approach 1 – direct education with PSE supports, which mutually reinforce each other. Making it easier for the individual receiving direct education to make the healthier choice by also improving the environment. (Bringing farmers markets that accept EBT to low-income areas combined with nutrition classes that emphasize cooking skills with fresh seasonal produce; or supporting a garden at a preschool while also working with partners to improve their menu to feature local foods etc). 
Community and public health approaches – similar to approach 2 but done at the population level – community, city or county or state-wide interventions. These efforts affect a large segment of the population rather than targeting a single site. (Ex: Working with county or state health department to allow school garden produce to be served in the cafeteria). 

States must integrate multiple approaches in their plan. FNS expects states to develop a plan that provides a balance between these three approaches. 

Social marketing and PSE change can be delivered through Approach 2 or 3. The difference is the level at which the marketing or PSE changes occur – for approach 2: Site or organizational level approach (a school, a preschool, a food bank, a WIC clinic etc) 3: jurisdiction or population level (City, County, District, State etc). 





Annual or Multi-Year Plans 
Annual Plan 
• Single year 
• Annual goals, objectives, 

and activities  
• Annual budget 

 
 
 
 
 

Multi-Year Plan 
• 2 or 3 years 
• Consistent goals 
• Must show progression in 

objectives and activities 
– Logic Models help 

• Updated annual budgets 
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SNAP-Ed Plan 

Presenter
Presentation Notes
States may submit an annual or multi-year plan. 

Multi-year plans may cover a 2-3 year period. However, a multiyear plan must demonstrate the flow of program activities in a logical and sequential manner with each year building upon the preceding year. 
Ex: First year – gather partners to establish a farm to school team and develop an implementation plan; Year 2: Increase local procurement of fruits and vegetables by 10% and establish X number of new school gardens district-wide; Year 3: Train teachers on curriculum integration with the gardens and expand local procurement to proteins. 

Given the expanded focus of SNAP-Ed on PSE changes, FNS recommends states consider a multi year plan since these types of changes can take longer to get into place and to sustain them. 



Notification of SNAP Activities 
Identify methods the State will use to notify 
applicants, participants, and eligible individuals 
to the maximum extent possible, about the 
availability of SNAP-Ed activities in local 
communities. 
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Presenter
Presentation Notes
Opportunity to partner with local SNAP offices to ensure everyone knows about SNAP-Ed. 

Also build relationships with other local service providers (WIC, local health departments, and school meal programs) so referrals can be made, as appropriate. 



What Makes A Plan Easy To Read 
• Cover letter/Executive Summary 
• Cohesive document  
• Provide relevant information and explanations 
• Consistency/logical flow of information 
• SMART Objectives 
• Show FNS what has changed from previous year 
• Page numbers 
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Presenter
Presentation Notes
Here are some key ways to make the SNAP-Ed Plan accessible and easy to read. 

Cover letter – summarizing major themes/goals or any major changes from previous year. 
Cohesive document, relevant info and explanation and logical flow of info – are the proposed activities tied to the needs assessment? Ex: if the needs assessment identifies spanish speaking communities as lacking access to fresh foods and the highest rates of obesity – we will want to see how you are addressing that and will question if interventions aren’t inclusive of these communities or if materials aren’t translated to Spanish. 
SMART objectives – specific (target a specific population, a specific behavior), measurable (tied to a metric, an indicator of progress), attainable/achievable, relevant/realistic (can be reasonably achieved in the given time period), and time-bound (by X date – within the plan period). 

Specific - Identifies a specific event or action that will take place.  
Measurable - Quantifies the amount of change to be achieved. 
 Appropriate - Logical and relates to the State's SNAP-Ed goals.  
Realistic – Practical, given available resources and proposed SNAP-Ed activities.  
Time specific - Specifies a time by which the objective will be achieved within the fiscal year(s) of the Plan. 

Objectives may include a behavioral focus as well as related process objectives. An example of a State-level process objective: By the end of the fiscal year, the State agency will have established collaborative relationships with four food banks to increase access to healthier food choices at their facilities for the SNAP-Ed target population. 

Documents can be long – ideal if you can show us what has changed from the previous year

Page numbers 



State Plan Amendments 

• Due to the Regional Office no later than May 1 
• Consult with Regional Offices  
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Needs Assessment 
What are the needs for nutrition education and obesity prevention in the 
SNAP-Ed audience?  
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Presenter
Presentation Notes
A required and important component of a State SNAP-Ed Plan is the statewide needs assessment – important to understand the characteristics and needs of the low income audience in your state or local area so that interventions can be designed to meet their needs. 

A needs assessment helps target SNAP-Ed services effectively. 



Characteristics of SNAP Participants 
Ages 

• 44 percent of 
participants 
under age 18  

• 9 percent 
age 60 or 
older 

Disability 

• 10 percent 
disabled 
nonelderly 
adults 

Earned income 

• 31 percent of 
SNAP 
households 
had income 
from work 

Geography 

• 80 percent of 
SNAP 
households 
live in or 
near large 
cities 

Gender 

• 61 percent of 
nonelderly 
adults 
female 
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U.S. Department of Agriculture, Food and Nutrition Service, Office of Policy Support, 
Characteristics of Supplemental Nutrition Assistance Program Households: Fiscal Year 2013, 
by Kelsey Farson Gray. Project Officer, Jenny Genser. Alexandria, VA, 2014 

Needs Assessment 

Presenter
Presentation Notes
Nationally – trends in the characteristics of SNAP participants that often carries through to the state level. 

Notice from the far left: Forty-four percent of participants were under age 18; and from the far right, 61% of SNAP participants were nonelderly adult females. 

Thus, nationally, FNS encourages states to maximize their SNAP-Ed investment by targeting women in households with children and children themselves, since they represent the majority of people receiving SNAP benefits.  



Needs Assessments 

Describe the Findings 

Collect New Data Selectively 

Review Existing Information 
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Needs Assessment 

Presenter
Presentation Notes
The goal with the needs assessment is to demonstrate the nutrition and physical activity needs of the target population and the barriers to accessing healthy foods and physcial activity. 

First, review the prior needs assessment done by the State and update as needed using existing data sources – consider the diverse characteristics of the target population (race/ethnicity, gender, employment status, housing, language, transportation needs, etc). Make sure the needs of Tribal populations is included. 

Next, identify any gaps in information – what data are you missing about the low-income population in your state? The state may then propose a method for primary data collection to fill this gap (focus groups, surveys, etc). 

Lastly, use the data and info gathered in steps 1 and 2 to describe the findings. 
Description of the states target audience (demographics, info on the areas/neighborhoods, census tracts of interest, qualifying schools, public housing, obesity and obesity related disease rates)
nutrition and PA related behaviors of the target audience
Other nutrition or PA programs available (WIC, CN, CDC, EFNEP etc). 
Areas where the target audience is underserved
Implications of needs assessment – how are findings applied in the plan. 

PLANS SHOULD MAKE AN EXPLICIT CONNECTION BETWEEN the N.ASS. and the plans objectives/activities – who? And where is your state most underserved and how will you fill that need?



Needs Assessment Tools  
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Tool Name URL and Description 

Food Environment 
Atlas 

http://www.ers.usda.gov/data-products/food-environment-atlas.aspx 
Web-based mapping tool – 211 indicators of the food environment 

American FactFinder http://factfinder2.census.gov/ 
Census data for States, Puerto Rico, and territories 

Health Landscape www.healthlandscape.org 
Interactive web-based mapping tool 

Community 
Commons 

www.communitycommons.org 
Interactive web-based mapping tool and Community Health Needs 
Assessment Toolkit 

The State of Obesity 
(formerly F as in Fat) 

http://stateofobesity.org/ 
Obesity rates, trends, policy analysis, state briefs 

Sortable Stats http://wwwn.cdc.gov/sortablestats/ 
Risk factors and disease rates for 50 States, DC, and territories 

County Health 
Rankings 

http://www.countyhealthrankings.org/ 
Vital health factor records in nearly every county in America Needs Assessment 

Presenter
Presentation Notes
There are many tools available to states to develop a strong needs assessment, including: 

MORE INFO!!!!

http://www.ers.usda.gov/data-products/food-environment-atlas.aspx
http://factfinder2.census.gov/
http://www.healthlandscape.org/
http://www.communitycommons.org/
http://stateofobesity.org/
http://wwwn.cdc.gov/sortablestats/
http://www.countyhealthrankings.org/


36 

Geographic Information System Mapping 

Needs Assessment 

Presenter
Presentation Notes
GIS mapping can be helpful in understanding and visualizing the needs of your state. 

Especially in rural or frontier areas or urban areas with a mixture of low and high income groups or islands. 

Ex. Behavioral Risk Factor Surveillance System data from CDC’s mapping tool – state level info on many indicators, including behaviors and environmental and policy supports. 

Tools listed on previous slide can assist with similar mapping at a more microscopic level for your state/county etc. 



Targeting 
Who is the SNAP-Ed target audience?  

37 



SNAP-Ed Primary Audience 

38 Targeting 

Presenter
Presentation Notes
Remember that any SNAP-Ed strategies – whether direct education, social marketing or PSE – must be directed to SNAP-Ed Eligible audiences. How do we ensure this is happening? Especially with social marketing and PSE work?



Audience Targeting Methodology  
Income-based – Persons eligible for other means-tested Federal assistance programs, including TANF 
Location-based – Food pantries, soup kitchens, public housing sites 
School-based – Schools where least 50% of the student body receives free or reduced price meals 
Work-site-based:  Persons employed at organizations or locations where at least 50% of the employees are 
working poor 
Geography-based: Census tracts (or other defined communities) where at least 50% of residents have gross 
incomes at or below 185% of poverty  
Media/Marketing-based: At least 50% of the audience has gross incomes at or below 185% of poverty 
Retail-based: Stores that redeem average monthly SNAP benefits of $50,000 or more or stores in low-income 
census tracts 
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Targeting 

Presenter
Presentation Notes
There are many targeting methodologies - this list is not exhaustive, but are some examples of the types of targeting methodologies that we allow.
Alternative methodologies require a robust justification, explaining why it does not fit the other seven criteria.
Again, the data needs to demonstrate the majority of the target audience is low-income



Alternative Targeting Methodologies 

• Census Designated Places  
• National School Lunch Program 

– Community Eligibility Provision 

• Rural/Frontier Communities 
• Pro-rating SNAP-Ed costs 

  % of audience within 130% FPL 
40 Targeting 

Presenter
Presentation Notes
In addition – here are several alternative targeting methodologies for targeting low income individuals and populations: 

Define: CDP, CEP, Frontier




Oregon Food Hero Billboard Targeting 
57 Elementary Schools in 75% of Oregon Counties  
 

41 Targeting 

Presenter
Presentation Notes
Example from Oregon – alternative methodology that we approved at FNS for a social marketing campaign. No rural census tracts in Oregon qualified for SNAP-Ed (the traditional qualifying method) – so instead, OR mapped out eligible schools in rural areas and asked to place billboards within 1 mile of these schools – reasoning: reach low income families on their way to and from school. Approved this. There is flexibility, as long as there is justification that the target audience is being reached. 



Champions for Change – Targeting 
• Media campaign target audience 

– Multicultural English-dominant women ages 18-54 
– Latino Spanish-dominant women ages 18-49 

• At least 50% of media campaign impressions delivered to individuals living 
at or below 185% of poverty 
– Campaign is geographically tiered 
– Outdoor ads and digital ads are targeted by census tract 
– TV, radio ads are placed on stations that index high against the target 

audience 
 

 Targeting 

Presenter
Presentation Notes
CDPH’s Champions for Change campaign utilizes the media/marketing-based targeting parameters mentioned earlier. At least 50% of our audience has gross incomes at or below 185% of the federal poverty level.
Our paid media campaign targets multicultural English-dominant women, ages 18-54, with school aged children, living at or below 185%, as well as Latino Spanish-dominant women ages 18-49 with school aged children living at or below 185% of the federal poverty level.
Beyond those initial targeting parameters however, we use targeted media tactics to ensure that at least 50% of the media campaign impressions are delivered to those living at or below 185%.
To start, we identify the concentration of our low-income target audience in each geographic market across the state. Then, we prioritize those geographic markets in which we have the highest opportunity to reach the greatest number of income-qualified mothers effectively.
Then, to ensure we’re reaching the right people in each market, our Champions for Change outdoor boards and transit ads are posted in low-income census tracts. Likewise, our Champions for Change digital banners ads are targeted to run on the computers and smartphones of people who live in zip codes that are part of low-income census tracts.
For TV and radio, we use media data to identify stations and programming that have high numbers of viewers that fall into our low-income target.
So, while our campaign runs statewide, the specific vehicles and locations in which it can be seen have all been carefully selected to ensure that at least 50% of the audience that sees it is at or below 185% of the FPL.





Questions 
Describing SNAP-Ed to your stakeholders: 
Who does SNAP-Ed serve? 
   a. Only children from low-income families 
   b. Only low-income parents 
   c. Low-income families, adults, and      
   children eligible for SNAP 
      

43 Targeting 

Presenter
Presentation Notes
One of the problems I see is that we all describe SNAP-Ed differently.  We need to be consistent in our messaging.  We don’t have to say the exact same thing, but the content should be the same. Perhaps we give them guiding questions so that answers are similar….
Who does SNAP-Ed serve? (serving low income 
What does it do? Provides direct nutrition and PA education, social marketing and PSE
Why to combat obesity and other chronic diseases



Evidence-Based Nutrition Education 
What is nutrition education?  
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Nutrition Education 
SNAP nutrition education and obesity prevention services are any 
combination of educational strategies, accompanied by environmental 
supports, designed to facilitate voluntary adoption of food and physical 
activity choices and other nutrition-related behaviors conducive to the 
health and well-being of SNAP participants and low-income individuals 
eligible to participate in SNAP and other means-tested Federal 
assistance programs. (Adapted from definition by Isobel R. Contento, 
PhD in Nutrition Education, Linking Research, Theory, and Practice, 
Jones and Bartlett Publishers, 2011) 
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Direct or Indirect Education 
Direct Education:  

Participants actively engaged in 
the learning process with an 
educator and/or interactive 

media 

Direct: Completed 
demographic 
information 

collected 

Indirect: 
Demographic 

information not 
collected  

Indirect Education:  
Distribution of information and 
resources, including any mass 

communications, public events 
and materials distribution. 

Indirect: 
Demographic 

Information not 
collected 

46 Nutrition education 

NERI?  
Nutrition education reinforcement items 
are educational extenders that convey 
nutrition and physical activity messages. 
Must be nominal value (< $4) 



Evidence-Based  
An evidence-based approach for nutrition 
education and obesity prevention is defined as 
the integration of the best research evidence 
with the best available practice-based evidence.  
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Best Practices for Nutrition Education 
for Low-Income Audiences 

• 28 best practices 
• Use best practices to self-assess program strengths and limitations; 
• Include behavior change theory and research-based content in program design; 
• Deliver evidence-based curricula, messages, and materials appropriate for the 

specific target audience; 
• Ensure fidelity in program delivery, educator training, data collection, and 

evaluation; and 
• Link evaluation to program design, program delivery, educator training, and 

appropriate levels of the Social-Ecological Model. 
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Baker, S; Auld, G; MacKinnon, C; Ammerman, A; Hanula, G; Lohse, B; Scott, M; Serrano, E; 
Tucker, E; and Wardlaw, M. Best Practices in Nutrition Education for Low-Income Audiences (2014). 

Nutrition education 
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A Continuum of Evidence 
 for Nutrition Education: Descriptions 
• Peer reviewed journal publications 
• Testing across multiple populations and venues 
• Experimental or quasi-experimental study designs with control groups 
• Meta-analyses or systematic reviews are most conclusive 

Research-tested 

• Evaluated for program effectiveness 
• Reflects known best practices in nutrition education and obesity 

prevention strategies 

Practice-tested 

• Innovative, pilot projects 
• Responds to unmet needs in addressing Healthy People 2020 

objectives 

Emerging 

Nutrition education 
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Checklist 
for 

Evidence-
Based 

Approaches 

Nutrition education 



Social Marketing 
How do States change health behaviors using commercial marketing 
techniques? 
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Presenter
Presentation Notes
States may determine that social marketing programs also will be effective in meeting their Plan objectives. Social marketing can support approach 2 (site/organizational multi-level interventions) and/or 3 (population-based public health approaches). 
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Social Marketing 
A disciplined, consumer-focused, research-based process to 
plan, develop, implement, and evaluate interventions, 
programs and multiple channels of communications 
designed to influence the voluntary behavior of a large 
number of people in the target audience (Adapted from 
Alan Andreasen 1995 and Social Marketing Division of 
Society for Nutrition Education)  

Social marketing 

Presenter
Presentation Notes
Important to note that social marketing supported by SNAP-Ed dollars meets this definition – emphasis on consumer-focused (SNAP-Ed eligible population) and research based process (identify needs of target audience – what are the reasons for or against behavior change; what behavior needs to change?; testing the materials and approach with the target audience to ensure the message is understood and to adjust the message as needed). 

Delivery channels include mass media (TV, radio, billboards); social media; peer-to-peer leaders and more. 



53 

Marketing 4 Ps: 

• Product - The social marketing 
"product" is not necessarily a 
physical offering 

• Price - refers to what the consumer 
must do in order to obtain the social 
marketing product. 

• Place - describes the way that the 
product reaches the consumer. 

• Promotion -consists of the integrated 
use of advertising, public relations, 
promotions, media advocacy, 
personal selling and entertainment 
vehicles. 

4 P’s Plus: 

• Publics - Social marketers often have 
many different audiences 

• Partnership - Social and health issues 
are often so complex that one agency 
can't make a dent by itself. 

• Policy - Social marketing programs 
can do well in motivating individual 
behavior change, but that is difficult 
to sustain unless the environment 
they're in supports that change for 
the long run. 

• Purse strings – campaigns are most 
often funded by grants 

Social marketing 

Presenter
Presentation Notes
Again, social marketing with SNAP-Ed funds follows the fundamentals of any good social marketing campaign – consider the 4 Ps: 

Product – not necessarily a physical offering, but can be a behavior change. 
Price – not always a dollar amount; but rather the cost of changing a behavior (Ex. Time to travel further to a healthier grocery store)
Place – best way to reach the customer – billboards? Social media? 
Promotion – properly promote the campaign using advertising, PR, etc. 

Additionally, the 4Ps Plus: When thinking about social marketing and PSEs: 
Social marketing can support PSE changes. If a new park is opening in a community, promote it! Walking trails cleaned up – promote it! New fresh produce offerings at a corner store, promote it! Again, mulit-level interventions are more effective. Using social marketing to support PSE work and direct education is ideal. 

Purse strings – traditional social marketing (billboards, radio, TV) – time limited. Think of ways to sustain the marketing efforts – ambassador programs, train the trainers, toolkits. 



Brand Equity 
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Social marketing 

Presenter
Presentation Notes
Successful social marketing programs should use multiple communication channels to reach the target audience with sufficient reach and frequency. 

There is also great value in having a well-known brand name. Examples of state social marketing brands used consistently across time and communication channels. If you have a strong enough brand, people will remember it. More effective. Important to do market research and formative evaluation in shaping brand and campaigns for this reason. 

Now, let’s hear from Ana Bolanos from CDPH – she will discuss their social marketing techniques. 



Champions for Change –  
Social Marketing Campaign 

To empower you and your family to 
live life to the fullest. 

Social marketing 

Presenter
Presentation Notes
In California, our SNAP-Ed social marketing campaign is Champions for Change. As a brand, Champions for Change is about empowering you and your family to live life to the fullest.



Champions for Change –  
Social Marketing Campaign 

• Product  - Tips and recipes to 
eat healthy and be more active 

• Price – Free!  
• Place – Campaign reaches target 

where they live, work and play 
• Promotion – Integrated 

campaign 
 

Social marketing 

Presenter
Presentation Notes
Thinking about the four P’s, with Champions for Change: 
Our product is tips and recipes that increase self-efficacy and give people the information they need to eat healthy and be more active
Our materials are all free! This is one of the things that differentiates us and sets us apart from a program like Weight Watchers or app you have to pay to download
In terms of place – we reach people where live, work and play, through paid media and social media, but also in the community
Our campaign is truly integrated. We are using mass media and public relations, but we also have a retail program and a worksite program, just to name a few.



Champions for Change –  
Social Marketing Campaign 

The concept of a healthy life becomes achievable when it is broken down into 
steps the average low-income family can take in their day-to-day life.  By making 
small changes each day, we enjoy the cumulative effects of a healthier life.  
 
    When we understand that we don’t  
    have to strive for the unattainable   
    goal of “perfection,” we embrace the  
    concept that we do have the ability  
    and means to “just be better.” 
 

  
 

Champions for Change Communications Resource Library 
https://www.cdph.ca.gov/programs/cpns/RL/Pages/Media.aspx 

Social marketing 

Presenter
Presentation Notes
Our current media campaign is about breaking down the concept of healthy living into steps that the average family can take in their day to day life. By making small changes each day, we enjoy the cumulative effects of healthier living and feel better overall.

We want people to throw out the idea “perfection” and embrace the concept that we do have the ability and means to just be better.

To view all the ads, visit the Champions for Change communications resource library.

https://www.cdph.ca.gov/programs/cpns/RL/Pages/Media.aspx
https://www.cdph.ca.gov/programs/cpns/RL/Pages/Media.aspx


Champions for Change –  
Social Marketing Campaign 

 

 

Process 
• Dozens of ideas were narrowed down to 3 concepts 
• Those 3 concepts were focus group tested with the target audience in three 

cities 
• The Be Better concept was selected based on focus group responses 

 
 

 

Social marketing 

Presenter
Presentation Notes
We develop the campaign through a multi-step process.
Our media contractor RSE starts by developing dozens of ideas that we work with them to narrow down to three concepts
Those three concepts are then focus groups tested with members of the target audience in three cities
We then selected the campaign concept based on the responses from the focus groups and NEOPB and RSE expertise.



Champions for Change - 
Spokespeople  
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Social marketing 

Champions 
Real people just like you and I who have made healthy changes in their lives. 

 
 
 

 
 

Presenter
Presentation Notes
At the core of the Champions for Change campaign are the Champions – real moms, dads and other caregivers who have been successful at making changes.
We use them in our advertising, our public relations efforts and in our campaign materials. They are the Champions for Change Brand Ambassadors.
They help show other parents that people just like them have been successful at making changes, and they can too.



Arizona: Brighten the Family Table 
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Presenter
Presentation Notes
Another example of social marketing from AZ – this TV ad won an Addy (American Advertising) award. 

http://www.eatwellbewell.org/parents/videos


Partnerships 
What is the value of partnerships in SNAP-Ed? 
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Presenter
Presentation Notes
Another key aspect of a strong State Plan is partnerships. Partners help ensure SNAP-Ed goals and objectives are reached and help reduce duplication of efforts. Important to align SNAP-Ed efforts with existing public health efforts in the state/community. 

Opportunity to leverage SNAP-Ed dollars. 



Partnerships 

FNS Nutrition Assistance Programs 
Supplemental Nutrition Assistance Program 

SNAP-Ed 

Child Nutrition 

School 
Breakfast 
Program  

Fresh Fruit 
and 

Vegetable 
Program 

Special Milk 
Program 

Summer Food 
Service 

Program 

Child and 
Adult Care 

Food Program 

National 
School Lunch 

Program 

Team 
Nutrition Farm2School 

Food 
Distribution 

Programs 

Commodity 
Supplemental 
Food Program  

Food 
Distribution 
Program on 

Indian 
Reservations 

The 
Emergency 

Food 
Assistance 
Program 

WIC 

Farmers' 
Market 

Nutrition 
Program 
(FMNP) 

Senior 
Farmers' 
Market 

Nutrition 
Program 
(SFMNP) 
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Presenter
Presentation Notes
First and foremost, States must consult and coordinate with state and local operators of other USDA FNS programs – of which there are many! – namely CN, FD, and WIC. 

Goal: SNAP-Ed should complement the nutrition education and obesity prevention efforts of those programs, not supplant them. 
Ex: WIC should take the lead on breastfeeding support, but SNAP-Ed can partner and fill in gaps, expand on efforts. SNAP-Ed plays a key role in smarter lunchroom and local wellness policy efforts in CA, but not alone – partnering with CN and other related groups. 

States are required to detail coordination efforts in their plans. 



Partnering Across FNS Programs 
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Presenter
Presentation Notes
Great example of SNAP-Ed partnering with a CN program. CN – Summer Food Service Program most underutlizied of CN programs. Push for participation – get nutritious meals to low income children in the summertime. AZ Nutrition Network partnered with ADE to create this statewide social marketing campaign.  



Partnerships 

• State Nutrition Action Committee 
• State SNAP-Ed Advisory Committee 
• Food Policy Council 

State, Tribal, or Territorial Levels 

• Community Nutrition Action Plan 
• Food Policy Council 
• Let’s Move: Cities and Towns 
• Community Benefits 

Local Level 

• Local School Wellness Policies 
• Site collaboration agreements 

Site or Organization-Level 
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Partnerships 



Multi-Sector Collaboration, Defined 

… “linking or sharing of information, resources, 
activities, and capabilities by organizations in 
two or more sectors to achieve jointly an 
outcome that could not be achieved by 
organizations in one sector separately”  

                                         (Bryson et al., 2007) 
 

65 
Partnerships 

Presenter
Presentation Notes
SNAC is now looking to expand efforts beyond government collaboration to partner across sectors – (government, nonprofit, private sector (healthcare)). Work collaboratively. 

Multi-sector collaborations can jointly achieve an outcome that could not be achieved by organizations in one sector separately. 





Partnerships 
66 

  

Your Agency Partner 1 Partner 2 Partner 3 

Laws and regulation 

Change organizational practices and 
policies 

Build state and local coalitions and 
networks 

Train and provide technical 
assistance to state and local 
agencies 

Investigate community risks and 
barriers to nutrition 

Market healthy behaviors 
community-wide 

Inform and empower individuals and 
families 

POPULATION   REACH 

Presenter
Presentation Notes
This matrix is meant to illustrate this idea of multi-sector parnterships making a collective impact on a population. 

States will want to think through partners to bring to the table – be strategic. It’s important to reduce overlap – that your partners are not duplicating efforts, but rather complementing each other. 

Find out who’s doing what and build your plan accordingly. 

Note: As you move up the matrix from direct campaining up to laws and regulations – the reach increases from the individual to the population level. 
Consider reach, who you and your parnters can reach and how you can work together to accomplish more. 
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School Local Hospital Food Bank City Parks 

Laws and regulation Smart snacks Community health 
worker – billable service 

City policy for mobile 
distribution van 

Free daily physical 
activity 

Change organizational practices and 
policies 

Joint use policy with 
parks and rec 

Electronic prompts for 
BMI and food insecurity 
screening 

Healthy donations policy Joint use policy with 
schools 

Build state and local coalitions and 
networks 

Member of Local Food 
Security Taskforce 

Member of Local Food 
Security Taskforce 

Member of Local Food 
Security Taskforce 

Safe Routes to School 
National Network 

Train and provide technical 
assistance to state and local 
agencies 

How to improve 
nutrition standards in 
after school programs  

Provider training on BMI 
screening and referrals 
to nutrition education 

Training on weekend 
backpack program in 
schools 

Safe Routes to School 
trainings 

Investigate community risks and 
barriers to nutrition 

CDC’s School Health 
Index 

Community health 
needs assessments 

Health pantry 
assessment 

Health impact 
assessment 

Market healthy behaviors 
community-wide 

School-based marketing 
campaign 

Direct mail campaign Texting/SMS campaign 
for SNAP 

Safe Routes to School 
Promotion 

Inform and empower individuals and 
families 

Nutrition classes with 
parent night 

Diabetes prevention 
class 

6 week adult series Pedestrian safety videos 

Partnerships 

Presenter
Presentation Notes
Example of the matrix filled out. Multi sector partners – each playing a key role at mulit-levels – direct education, to needs assessments, to PSEs, and up through laws. Collectively greater impact when each knows what the other is doing – esp in the details – so many opportunities to partner, cross-promote. 		



					




Public Health Approaches 
What is the role of public health approaches in SNAP-Ed? 
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Comprehensive Approaches: Obesity Prevention  
Institute of Medicine 

69 
Public health 
approaches 



Public health approaches 
• Broader reach of the target population without individual blame or stigma. 

• The environment in which we eat, live, work, learn, shop, play, affects our behaviors & 
choices. 

• Our behaviors and choices (based on the opportunities we have) affect our health.  

• Venues and neighborhoods that have access to healthy foods & safe streets mean that 
people can make healthy choices that result in better health outcomes. 

• Venues and neighborhoods lacking this access mean that people cannot make healthy 
choices.  

70 Public health 
approaches 



Definition of Policy, Systems, and 
Environmental Changes 

• Programs: Activities targeted to individuals or groups to change knowledge or 
behaviors, typically has a beginning and an end.  

• Policy:  A written statement of an organizational position, decision, or course of 
action.  

• Systems:  unwritten, ongoing, organization decisions or changes that result in new 
activities reaching large proportions of people the organization serves. 

• Environmental Change:  Includes the built or physical environments which are 
visual/observable, but may include economic, social, normative or message 
environments.   
 
 
 

71 Public health 
approaches 



Policy Change 
• Policies include laws, rules, regulations, ordinances,  and procedures designed to 

guide behavior. 
– Examples:   

• Local ordinance allowing residents to plant community gardens in vacant lots 
• School policy allowing use of facilities for recreation during non-school hours. 

 

72 Public health 
approaches 



Environmental Change 
 

• Environmental interventions include changes to the physical, social, or economic 
environments. 
– Physical: Opening a farm stand at a local welfare office, or posting signage at 

vending machines identifying healthy foods. 
– Social: Changing attitudes among teachers about disallowing candy in the 

classroom, or improving parenting practices and social supports to limit their 
children’s time watching television or playing video games. 

– Economic: Offering financial incentives to consumers who purchase fresh 
fruits and vegetables. (NOTE: SNAP funds cannot pay for financial incentives) 

 
73 Public health 

approaches 
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Pricing 

Fruit and 
vegetable 

access 

Promotional 
Materials 

Marketing 
Cling 

Product 
Placement 

Business Plan 

Photo Credit: Arteaga’s Food Center Public health 
approaches 



Systems Change 
 

• Systems changes include changes to the way an organization conducts business. 
These changes impact: 
– all aspects of an organization or institution and   
– endure time, leadership changes, etc. 

• Types of systems: 
– Welfare offices, schools, parks and recreation, transportation, food 

distribution  

 

75 Public health 
approaches 



Putting the Pieces Together 
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Zumba 
after 
school 

 Can use 
facilities 
after 
school 

Work out 
room 
created 
 

Active 
School -  
for 
Students  
and Staff 

Program 

Policy 

Environment 

System 

Public health 
approaches 



Evaluation 
What does success look like, and how we measure it? 
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Types of Evaluation 
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Type of 
Evaluation 

When Description 

Formative Before Provides information that is used during the 
development of an intervention 

Process During Determines whether the interventions was 
delivered as intended 

Outcomes After Answers whether or not anticipated group 
changes or differences occur in conjunction 
with an intervention 

Impact After Concludes authoritatively, whether or not the 
observed outcomes are a result of the 
intervention.  

Outcomes and 
Evaluation 
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The SNAP Education and 
Evaluation, Waves I and II: 

 
independent evaluations 

designed to identify potential 
models of effective SNAP 
education and evaluation.  

Outcomes and 
Evaluation 



A Suite of Materials 

•is an administrative tool used to collect annual uniform data and information on SNAP-Ed activities.  
The EARS Form  

(FNS-759) 

•is a program evaluation tool that guides State SNAP-Ed Agencies and providers in measuring and reporting to 
stakeholders SNAP-Ed program outcomes for annual and multi-year State Plan activities. The SNAP-Ed 
Evaluation Framework outcomes are to be reported in the SNAP-Ed Annual Report.  

The SNAP-Ed Evaluation 
Framework 

• is a package of off-the-shelf options that can be readily adopted by State SNAP-Ed Agencies and providers 
and are highly likely to produce positive outcomes. State SNAP-Ed Agencies and local providers can use the 
outcome measures and data collection tools in the interpretive guide to demonstrate that toolkit 
interventions on the lower end of the continuum of evidence (e.g., emerging or practice-tested) produce 
changes in policies, systems, or environments and individual behaviors.  

The SNAP-Ed Strategies & 
Interventions: An Obesity 

Prevention Toolkit for States 



 



Framework:  
• 51 Indicators = general 

concept 
• Outcome Measures = 

For each indicator, 
specific, measureable 

Interpretive Guide documents: 
• standards for outcomes,  
measures to use, and tracking 
success, developing SNAP-Ed 
objectives, reporting program 
evaluation  





Summary of Topics 

SNAP-Ed Overview Agency Roles and 
Responsibilities 

SNAP-Ed Plan Needs Assessment Targeting 

Nutrition education Social marketing Policy, systems, and 
environmental change 

Partnerships Outcomes and 
Evaluation 
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Presenter
Presentation Notes
There are 10 topics included in the training focused on the Program activities included in SNAP-Ed.
The training does not cover management evaluations, fiscal integrity, and administrative requirements. Those topics will be covered in a companion training.



Learning Goals 
1. Identify the role that SNAP-Ed plays within 

the context of nutrition assistance programs 
2. Recall the essential features of the SNAP-Ed 

State Plan 
3. Describe comprehensive approaches 
4. Explain success in SNAP-Ed 
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Presenter
Presentation Notes
This is a two-hour training with a focus on program topics. This training presents a broad overview of topics relevant to SNAP-Ed professional staff designed to meet the following five goals.


	Supplemental Nutrition Assistance Program Education (SNAP-Ed)�SNAP-Ed 101 Training: �Program Overview
	Today’s Presenters
	Learning Goals
	Audience
	Summary of Topics
	SNAP-Ed Overview
	History of SNAP-Ed
	Laws and Regulations
	SNAP-Ed Goal
	Behavioral Outcomes
	USDA Mixing Bowl
	SNAP-Ed Comprehensive Approach
	Obesity Prevention
	Expanded Program Topics
	SNAP-Ed Funding
	Questions
	Questions
	Roles and Responsibilities
	Agencies 
	SAs and IAs
	SNAP-Ed Alphabet Soup
	Associations and Programs
	SNAP-Ed Plan Development
	SNAP-Ed Connection
	SNAP-Ed Annual Guidance
	Six Elements of the SNAP-Ed Plan
	Social Ecological Model
	Slide Number 28
	Annual or Multi-Year Plans
	Notification of SNAP Activities
	What Makes A Plan Easy To Read
	State Plan Amendments
	Needs Assessment
	Characteristics of SNAP Participants
	Needs Assessments
	Needs Assessment Tools 
	Slide Number 37
	Targeting
	SNAP-Ed Primary Audience
	Audience Targeting Methodology 
	Alternative Targeting Methodologies
	Oregon Food Hero Billboard Targeting
	Champions for Change – Targeting
	Questions
	Evidence-Based Nutrition Education
	Nutrition Education
	Direct or Indirect Education
	Evidence-Based 
	Best Practices for Nutrition Education for Low-Income Audiences
	A Continuum of Evidence� for Nutrition Education: Descriptions
	Checklist for Evidence-Based Approaches
	Social Marketing
	Social Marketing
	Slide Number 54
	Brand Equity
	Champions for Change – �Social Marketing Campaign
	Champions for Change – �Social Marketing Campaign
	Champions for Change – �Social Marketing Campaign
	Champions for Change – �Social Marketing Campaign
	Champions for Change - Spokespeople 
	Arizona: Brighten the Family Table
	Partnerships
	FNS Nutrition Assistance Programs
	Partnering Across FNS Programs
	Partnerships
	Multi-Sector Collaboration, Defined
	Slide Number 67
	Slide Number 68
	Public Health Approaches
	Comprehensive Approaches: Obesity Prevention 
	Public health approaches
	Definition of Policy, Systems, and Environmental Changes
	Policy Change
	Environmental Change
	Slide Number 75
	Systems Change
	Putting the Pieces Together
	Evaluation
	Types of Evaluation
	Slide Number 80
	A Suite of Materials
	Slide Number 82
	Slide Number 83
	Slide Number 84
	Summary of Topics
	Learning Goals

