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Healthy food retail--defined

How it affects population health

Promising intervention strategies

Technical assistance services
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Increasing access to healthier foods and beverages through the 

establishment of or improvements to retail food venues.

Generally --

Healthier foods will include fruits, vegetables, whole grains, fat-

free and low-fat dairy products, and seafood, as well as foods 

with less sodium (salt), saturated fats, trans fats, cholesterol, 

added sugars, and refined grains. 

Healthier beverages include fat-free or low-fat milk and milk 

products, fortified soy beverages and other lactose-free products, 

100% juice, and water.
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Food insecurity

Food desert

Food swamp

Food environment

Retail environment

Underserved

Modified Retail Food Environment Index (mRFEI)
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Distance from where people live to the nearest supermarket or 

grocery store. 

Ratio of food retailers with less healthy options to healthier food 

retailers 

Low-income or poverty status 

Ratio of food retailers with less healthy options to healthier food 

retailers 

Household vehicle ownership 
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Candy at Bed Bath & Beyond Checkout, Rockville, Maryland (2013)
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“The food industry brings in serious muscle to bully us into 

eating too much of all the wrong things …. Any conversation 

about personal responsibility or public policy that fails to 

acknowledge this reality is either disingenuous, or 

uninformed. We have not a shred of evidence that the 

average, loving, busy parent of today is intrinsically less 

responsible than the average, loving, busy parent of 

yesterday. Yet that parent of today is far more likely to be 

obese and/or diabetic, and to have children who are obese 

and at risk for diabetes” (Katz, 2013).

Katz DL. “My Conversation with Michael Moss: Bullies, Bodies, and the Body Politic.” Huffington 

Post March 1, 2013. Accessed at <http://www.huffingtonpost.com/david-katz-md/ food-

industry-health_b_2775984.html>. 
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The United States Department of Agriculture (USDA) estimates 

that nearly 30 million Americans live in neighborhoods 

without easy access to affordable nutritious food, and 

persons living in lower-income communities, communities of 

color, or rural communities are less likely to have healthier 

food available to them. 

Studies have found an association between healthier 

food retail access and lower prevalence of overweight 

and obesity
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http://www.chd.dphe.state.co.us/Weight/Obesity-Infographic-Colorado-Data.png
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Zoning

Land Use Planning and Urban/Peri-Urban Agriculture

Farmland Protection

Food Policy Councils

Retail Food Stores: Grocery Stores and Supermarkets and Small 

Retail Locations

Community Gardens

Farmers Markets, Community Supported Agriculture, and Local 

Food Distribution

Transportation and Food Access

Farm-To-Institution and Food Services
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Physical improvements to store

Inventory—source and stock healthy options

Promotion and marketing

Accepting SNAP

Working with partners and leveraging resources

Provide training, technical assistance and education

In-store and community marketing and education

A few options for store “conversions”
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 Fear of revenue losses; spoilage

 Disbelief in potential sales of healthy items

 Lack of knowledge – nutritious food, safe handling

 Food sourcing issues – can’t meet minimum order 

requirements

 Purchases made at retail prices (Costco); can’t mark 

up sufficient to profit

 Sales not tracked – cannot verify results
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More multi-faceted, comprehensive programming that integrates 

efforts across sites, age-levels, program types 

–Health care screenings in stores 

–Vouchers/coupons to use in stores from SNAP (FINI) 

Efforts to meet supply challenges 

Increased community engagement

Expanding healthy $ incentive programs to corner stores 

Evaluation and dissemination
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24https://cspinet.org/temptationatcheckout/report.pdf

Another great 

source of 

information

Contains research 

about purchasing 

behaviors 
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The convenience chain 7-Eleven sells seven times more bananas each year than 

Snickers, its top-selling candy bar (Horovitz, 2014).

What do you 

notice?

Where is this?
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Centers for Disease Control and Prevention,
http://www.cdc.gov/healthyplaces/healthtopics/healthyfood/retail.htm

ChangeLab Solutions, http://www.changelabsolutions.org/

Healthy Food Access Portal, http://www.healthyfoodaccess.org/

The Food Trust, http://thefoodtrust.org/what-we-do/corner-store

Hudson Institute, 
http://www.hudson.org/policycenters/21-obesity-solutions-initiative

http://www.cdc.gov/healthyplaces/healthtopics/healthyfood/retail.htm
http://www.changelabsolutions.org/
http://www.healthyfoodaccess.org/
http://thefoodtrust.org/what-we-do/corner-store
http://www.hudson.org/policycenters/21-obesity-solutions-initiative
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Thank you!

Sharon Crocco
Healthy Eating Active Living Obesity Prevention Coordinator

Colorado Department of Public Health and Environment

4300 Cherry Creek Drive South

Denver CO 80246

303-692-2942
sharon.crocco@state.co.us

mailto:sharon.crocco@state.co.us


PROGRAM OVERVIEW



What is Double Up Food Bucks?

SNAP (formerly food stamps) 
recipients get more fruits and 
vegetables when they use 
their benefits at participating 
farmers markets or retailers
SNAP benefits are matched 
dollar-for-dollar with 
incentives for fruits and 
vegetables
Strong focus on locally-grown 
and fresh produce





Double Up Food Bucks Colorado

3-year, $500,000 grant from 
the USDA Food Insecurity 
Nutrition Incentive Program

Matched by close to 
$900,000 locally 

Nearly 50 state partners

Over 30 farmers 
markets/farm stand 
locations, 4 small retailers, 3
food box partners in year-
one



Double Up Food Bucks Colorado

Operates July 1-Oct 31 
2016

Matches SNAP benefits 
spent at markets, up to $20 
per visit

SNAP recipients will get a 
dollar for dollar match that 
can only be spent on 
Colorado-grown fresh fruits 
and vegetables



Year One Markets and Retailers



Double Up Food Bucks Colorado:

Core Values

Reach low-income communities in diverse geographies 
by working with markets to provide culturally-relevant 
outreach materials and a welcoming and comfortable 
environment for SNAP participants

Bring implementation and outreach partners together 
under a unified, statewide incentive program

Support local farmers and regional economic 
development by focusing the incentives on CO-grown 
produce 

Provide opportunities for SNAP participant voices to
be used in the process of developing and
implementing Double Up CO



A Major Partnership Win



Double Up Food Bucks

2016 SNAPSHOT: DOUBLE UP PROJECTS NATIONWIDE

KEY: Double Up logos state have active Double Up programs; yellow states without logos are 
planning programs. Green states are receiving technical assistance from Fair Food Network



Double Up Food Bucks: 

A Major Win for Colorado

Pioneering 

multi-win

solutions 

to support 

farmers, 

families + 

local 

economies



DOUBLE UP FOOD BUCKS

Families bring 

home more 

healthy food

Farmers make 

more money

More food dollars 

stay in local 

economy, 

strengthening

communities



FAMILIES Have Healthier Choices

• 200,000+ total customer 

visits

• SNAP customers have 

bought 3+ million pounds 

of healthy food since 2009

• 93% report eating more 

fruits, vegetables

• 80+% report buying fewer 

high-fat snacks

Source: Fair Food Network, Michigan



FARMERS Get a Financial Boost

▪ Farmers have earned $5+ 

million in 5 years

▪ Over 1,000+ farmers 
participate each year

▪ 90% report selling more 

fruits, veggies; 85% report 

making more money

▪ Some reported 

expanding/diversifying 

production, and buying 

or leasing new

equipment

Source: Fair Food Network, Michigan



Launching Double Up Food Bucks

FEBRUARY 29:
Initial USDA Inquiries

JUNE 15-30:
Market Manager Trainings

Marketing Materials available

JUNE 8:
Official USDA

Announcement

JULY 2:
Rolling Launch
Website Live

Market/Retailer Support
Media Outreach

LATE JULY-AUGUST:
Paid Media
Canvassing

JULY - OCTOBER:
Cont’d Marketing

Market Retailer Support
Evaluation



Official Double Up Food Bucks 

Colorado Vouchers



Building a Bilingual Website



Double Up Food Bucks:

Creating a Welcoming Environment

AUDIENCES:

▪ Market Managers

▪ Vendors

▪ SNAP Recipients

▪ County Public 

Health Departments

▪ Food Banks

▪ Partners

▪ And more...



Key messages

Template media release

Logo development 

Social media sample posts 
& hashtags 

Vendor quick facts

Flyers (11 versions)

Poster (11 versions)

Vendor “Accepted Here” signs

Market “Redeem Here” signs

Door Hangers

Sandwich Boards

Banners

Radio ads

Digital ads

Print ads

Double Up Food Bucks 

Marketing Resources
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