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Overview

Corner stores—also called bodegas and mom-and-pops— training, technical assistance and infrastructure change to

can be key partners in improving food access in underserved increase healthy food inventory and provide consumer education
communities. In corner stores.

In 2004, The Food Trust, a nationally recognized nonprofit The Healthy Corner Store Initiative is also active in other

with a comprehensive approach to improving food access, Pennsylvania communities and in New Jersey and has served as
developed the Healthy Corner Store Initiative to support corner a model for organizations committed to improving food access
store owners committed to making healthy changes for their across the country.

customers and their businesses.
For more information on the Healthy Corner Store Initiative

In partnership with the Philadelphia Department of Public model, see The Healthy Corner Store Initiative: An Overview,
Health’s Get Healthy Philly, The Food Trust has grown the published by The Food Trust in 2014.

Healthy Corner Store Initiative from a small pilot program to a

citywide network, introducing an array of programs to provide

2013-2014 Healthy Corner Store Initiative Programs in Philadelphia

Philadelphia Launched: 2010 The Philadelphia Healthy Corner Store Network is a collective of corner stores

Healthy Corner committed to stocking healthy food items and educating customers on these new

Store Network healthy choices. Participating corner store owners receive the training needed to
successfully source and sell these products.

Participating
Stores: 669

Healthy Corner Launched: 2010 Corner stores participating in the Healthy Corner Store Network and meeting
Store Network W iciating goals for healthy inventory changes and healthy food marketing are eligible for a
Conversions Stores: 300 conversion, which can include the installation of small shelving and refrigeration
] units to increase the space for and prominence of healthy foods in the corner
store. Stores participating in the Conversion program also receive additional
training for store owners.

Healthy Launched: Through the certification program, stores enrolled in and meeting the
Corner Store June 2013 requirements of the Healthy Corner Store Network and Conversion programs can
Certification receive additional incentives and support to stock a larger healthy food inventory

Participating

Program Stores: 22

and introduce new pricing and promotion strategies. In addition, participating
stores agree to decrease promotion of tobacco products.

Fresh Launched: Five corner stores participating in the Network, Healthy Corner Store Network
Corner Store June 2013 Conversion and Certification programs are enrolled in the Fresh Corner Store
Conversions - . Conversion program, which includes significant interior and exterior infrastructural
Participating : : . :
improvements and the installation of a Fresh Corner kiosk to make healthy
Stores: 5 : : . !
food the focal point of the store and provide space for neighborhood cooking
demonstrations and materials that help customers make healthy choices.

Heart Smarts Launched: The Heart Smarts program offers free health screenings and a health referral
Program January 2014 process for at-risk adults. Stores enrolled in the Heart Smarts program also host
in-store nutrition education lessons, which include cooking demonstrations and

Participatin
b9 free taste tests.

Stores: 10
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Healthy Corner Store Initiative Successes

Since April 2010, the Healthy Corner Store Initiative has accomplished the following in Philadelphia:

STORE OWNER ENGAGEMENT

Store owners were receptive to participating in the
Philadelphia Healthy Corner Store Network and
recognized the potential to grow their business and
increase profits by adding new, healthier inventory.

* Over 2,200 locations were visited to identify potential
participants during recruitment and selection.

* Over 660 stores committed to providing healthier food
options for customers.

HEALTHY INVENTORY CHANGES

With a small incentive and guidance on how to
identify and source new products, participating stores
introduced a wide variety of new healthy products.

* 80% of enrolled stores introduced four or more new
healthy products and marketing materials:
» 87% introduced at least one fruit or vegetable item
» 55% introduced at least one low-fat dairy product
» 81% introduced at least one whole grain product
» 82% introduced at least one healthy beverage or snack

—_— — — =

* On average, stores at the basic level of participation
introduced 37 new healthy products, well above the
minimum four required at the basic level of participation.

* Citywide, a cumulative total of over 23,000 new healthy
products were added to corner stores across all stores
participating at the basic level of change.

STORE OWNER TRAININGS

Store owners were overwhelmingly receptive to
receiving in-store trainings on how to introduce and
maintain healthy changes and increase their business
skills through professional development.

* Over 1,200 hours of training were provided to store owners

with the average training taking about 35 minutes.
* 78% of stores received at least one training.

* The most popular training topics were:
» Produce handling and storage (12%)
» Display techniques (11%)
» Refrigeration displays (7%)
» Tobacco sales laws (7%)

Stores that
introduced at

least one fruit or 8 ; O
vegetable item:

Hours of training

provided to corner

store owners: I

Healthy Corner Store Network 300
Conversions completed:

Sources of

indentified: 21

fresh produce
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INFRASTRUCTURE CHANGES FOOD PROCUREMENT IMPROVEMENTS

Selected stores received basic shelving units and new The Healthy Corner Store Initiative provided store owners
refrigeration to enhance healthy product offerings with new connections to convenient and affordable
including introducing a wide selection of fresh fruits options to source fresh fruits and vegetables, as well as
and vegetables. other healthy products.

* 21 suppliers and distributors in Philadelphia were identified
as sources of fresh produce and other healthy products for

“A lot of people are already changing' corner stores; stores needing help with sourcing are
' connected with these providers.

they are eating more fruit. Instead _ :
* Jetro, a national wholesale cash and carry, continues to

of coming to buy a chocolate or collaborate with the initiative, posting healthy product
identification marketing to direct store owners to healthy

SOIRC ChlpS, they TOW buy art apple products at their warehouse.

Or an orange. * Philadelphia Wholesale Produce Market, the largest enclosed

refrigerated fresh produce facility in the world, is partnering
with the Healthy Corner Store Initiative to train owners on
shopping at the market through a market tour, corner store
owner welcoming kit and a mentorship program.

— Pablo Diaz, Corner Food Market

* As part of the Healthy Corner Store Initiative’s youth
leadership program, youth leaders provided fresh produce
from their urban gardens to nearby corner stores.

* 300 conversions were completed, successfully
expanding each store’s inventory of healthy products:

On average, each store introduced 53 new healthy

products as a result of a conversion. For more information on the successes of the Healthy Corner
» Point-of-sale data collected by The Food Trust showed Store Initiative, see Healthier Corner Stores: Positive Impacts and
an increase in produce items Sold at two Fresh Corner Proﬁtable Chanqes Dubhshed bV The FOOd Trust in 2014.

stores. Produce sales increased by more than 60%
following installation of kiosks that make fresh fruits
and vegetables the focal point of the store.

» Fruits and vegetables were the most frequently added
products with the average Conversion store adding
23 new fruits and vegetables or a cumulative total of
over 8,100 fruits and vegetables added across all
Conversion stores.
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2013-2014 Expansion

The Healthy Corner Store Initiative continued to expand in

2013 and 2014. The Food Trust recruited new corner stores

to the program, provided ongoing store owner trainings and
completed 200 Healthy Corner Store Network Conversions,
bringing the total number of conversions to 300. In addition, the
Healthy Corner Store Initiative debuted three new programs: the
Healthy Corner Store Certification Program, which encourages
higher levels of inventory change and enhanced in-store
marketing; the Fresh Corner Store Conversions, which provide
significant infrastructure changes to support increased healthy
food sales; and the Heart Smarts Program, which provides free
health screenings and nutrition education in corner stores.

HEALTHY CORNER STORE
CERTIFICATION PROGRAM

The Healthy Corner Store Certification Program, created in
conjunction with Get Healthy Philly, builds on the success of the
Healthy Corner Store Network’s basic inventory changes. To earn
Healthy Corner Store Certification, a Network store must carry
a minimum inventory of healthy goods across seven categories,
participate in store owner trainings, implement pricing and
promotion strategies for healthy products and display in-store
marketing materials, including shelf runners, floor graphics,
ceiling signs, item tags and loyalty cards, educating consumers
about the available healthy choices. (See Appendix A: In-

Store Marketing Materials.) Healthy Corner Store Certification
stores must also decrease tobacco promotion. The certification
program has been implemented in 24 stores with an additional
22 stores to become certified over the next year.

Stores participating in the Healthy Corner Store Certification
Program receive incentives for meeting basic or advanced
certification requirements. The incentives are designed to
complement their healthy efforts and increase their capacity

to sell healthy products while improving overall business
operations and are organized into four main categories: products
and displays, pricing and promotion, store appearance and store
operations. The incentives were developed in collaboration

with a number of partners representing a variety of fields and
focus areas. By leveraging existing resources, the program

was able to implement low- to no-cost incentives, helping

to build the sustainability of the program and feasibility of
replication in other communities.

Stores that do not maintain the necessary standards receive
additional training to meet this goal. Stores that remain unable
to maintain healthy changes may lose certification. Stores that
receive more than one tobacco sale violation from the city of
Philadelphia are temporarily or permanently suspended from
the program.

Lessons Learned

Positive initial response to the Healthy Corner Store Certification
Program showed that store owners are interested in selling more
healthy products, improving their business and attracting more
customers. Some keys to successfully supporting store owners in
achieving this enhanced level of healthy change:

Work with committed store owners.

Store owners who are committed to healthy change and already
had success selling healthy products were more open to new
ideas for improving their businesses.

Develop a variety of attractive incentives.

Each store has unique needs and business goals. In order to
incentivize owners to participate, a variety of customizable
incentives had to be developed to ensure that owners would
find one that would benefit their businesses.

Give store owners options.

While the amount of inventory was predetermined, owners have
flexibility to decide which and how many promotional options
would be profitable and sustainable for their stores.

Provide ongoing support.

The Certification program can seem overwhelming at first. By
breaking down the program into smaller pieces and supporting
the owner in making the changes, it became much more
manageable.
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Healthy Corner Store Certification Program Requirements

INVENTORY:

Fresh fruits and
vegetables

15 options, in a highly
visible location with pricing

Packaged fruits
and vegetables

10 options, grouped
together at eye level

Whole grain
products

5 options, grouped
together at eye level
Protein products 8 options, grouped
together at eye level
Dairy products 8 options, grouped
together in refrigeration
at eye level

2 feet of dedicated shelf
space, grouped together in
refrigeration at eye level

Low-calorie snacks

5 options, grouped
together at eye level

FRESH CORNER STORE CONVERSIONS

Building on the success of the Healthy Corner Store Network
Conversions, The Food Trust, with Get Healthy Philly,
Representative Dwight Evans, the Pennsylvania Department of
Community and Economic Development, and the Philadelphia
Department of Commerce, debuted the Fresh Corner Store
Conversions in 2013. Five corner stores participating in

the Healthy Corner Store Network, which had undergone
conversions and earned Healthy Corner Store Certification,
received significant interior and exterior infrastructural
improvements. These improvements included the installation of
a Fresh Corner kiosk to make healthy food the focal point of the
store. The Fresh Corner kiosks also provide space for in-store
cooking demonstrations and recipes cards and other materials
that help customers make healthy choices.

To measure the impact of the Fresh Corner Store Conversions,
The Food Trust collected point-of-sale data in two participating
stores. Produce sales increased by more than 60 percent
following installation of kiosks. In addition, Econsult Corporation,
an economic consulting firm, conducted an economic impact
analysis of house values within one-eighth of a mile of four Fresh

PROMOTIONAL:

For basic
certification

2 promotional activities such
as monthly discounts on a
healthy product; new, healthy
value-added products (e.g.
smoothies or fruits salads)

or a reduction in tobacco
advertisements

For advanced
certification

4 promotional activities,
including at least 1 tobacco
option

INCENTIVES:

2 incentives chosen from 4
main categories: products
and displays, pricing and
promotion, store appearance
and store operations

With basic
certification

4 incentives from the same
categories

With advanced
certification

Corner stores. Their study found a positive impact on property
values in neighborhoods that had Fresh Corner kiosks installed,
concluding that the Fresh Corner stores were an effective way
to enhance neighborhoods, stabilize property values and build
household wealth while strengthening the city.

Lessons Learned

The program has had a positive impact on corner stores and
the surrounding neighborhoods. Corner store owners have
seen an increase in healthier food sales and neighborhoods
have seen increasing house values. This suggests that the Fresh
Corner model can be a tool to increase access to healthier food
and build healthier communities. Some keys to launching a
successful Fresh Corner Store Conversion program:

Work with committed corner store owners.
Large renovations require close collaboration with store
owners. A selection process identified store owners who had

demonstrated a strong commitment to selling healthy products.

Logistical or infrastructural requirements were also considered.

Healthy Corner Store Initiative: Philadelphia | 2013-2014 -
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Select an appropriate construction team.

A formal RFP process, carefully considering the program goals
and design vision, was undertaken before selecting an architect
and general contractor.

Collaborate on the design process.

Store owners, project partners and design professionals worked
together to create a successful design product. Other available
resources that could be integrated into the project, such as
storefront improvement programs or greening initiatives, were
also considered.

Be prepared for construction challenges.

Challenges inevitably emerge in the construction process.

A thorough understanding of budget and timeline allowed for
informed decisions on how to adjust the process.

In 2014, The Food Trust unveiled the Heart Smarts Program—
supported by the AstraZeneca HealthCare Foundation and in
collaboration with the Jefferson Center for Urban Health and
the Philadelphia Department of Public Health—which expands
customer access to the information needed to make healthy
choices. Through the program, 10 stores enrolled in other
aspects of the Healthy Corner Store Initiative will host free health
screenings with a health referral process for at-risk customers
and encourage other healthy choices, such as a low-fat, low-
sodium diet and reduced tobacco use. The program is too new,
as of this writing, to evaluate lessons learned.

Healthy Corner Store Initiative: Philadelphia | 2013-2014 - 8



On the Horizon

Moving forward, the top priorities for the Healthy Corner

Store Initiative are helping stores maintain and expand healthy
changes; providing customers with information they need to
make healthy choices; integrating additional health prevention
services into the corner store environment; and developing new
methods to evaluate the efficacy of the intervention.

STRATEGIES FOR CONTINUED GROWTH

The following strategies will help achieve these priorities:

* Provide continued support and training to store owners on
procuring and handling fresh produce, modifying store
layouts and improving business options to ensure profitability
of healthy products and overall vitality of corner stores.

* Increase the number of stores that participate in the
Healthy Corner Store Certification Program by incentivizing
store owners to further expand their inventory of healthy
products and introducing new marketing strategies to spur
sales of healthy products. There will be a continued focus
on decreasing the promotion of tobacco products and
advertising in stores.

“So many of the foods I sell here are
for soup, West Africans, Latinos, Middle
Easterners —everyone eats soup, soup,
soup! This was a struggle when |

opened three years ago. Now, people
come here from all over the community
because they really want this food.”

— Seydoh Dao, owner, K&D International Market

* Transform corner stores into community assets that not only
offer affordable, nutritious food, but also provide store-based
nutrition education and promotional activities to make
healthy choices fun and easy.

* Continue to integrate and expand community-based health
prevention services in corner stores through health screenings
and referrals, health resources and education with the goal
of reducing modifiable risk factors for cardiovascular disease.

* Evaluate healthy corner store strategies through the use of
point-of-sale systems in corner stores that provide real-

time data on customers’ purchases of healthy and less healthy
products in corner stores and the efficacy of interventions
designed to increase the sales of healthy products.

Healthy Corner Store Initiative: Philadelphia | 2013-2014 -
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Appendices

APPENDIX A:

IN-STORE MARKETING MATERIALS

The Healthy Corner Store Initiative produces recruitment and in-store marketing materials to attract corner stores and
educate customers about healthy choices.

Certification

brought to you by:

The Food Trust

TH)
oy

Step 2: Meet all inventory requirements and promotions requirements for all 8 categories*  Step 3

e Store: Healty

Step 1: choose 2 incentives from the orange, green, blue or purple boxes below. Mark your 2 selections with a check (v)

PRODUCTS & DISPLAYS

These incentive options wil help you learn how to purchase
produce wholesale and create attractive displays.

Whalesse Pmdu(e Market Tour:

T
produce vendors, basi

gift card to. ard your first purchases of produt

Merchandizing Tl

your space with free shehing, pre

B ey

erings.

et
te your healthier

PRICING AND PROMOTION

These incentive options will help you increase your profits through
promotions, marketing and new product ideas

Marketing Kit:
ore trafic

ety
marketing materials

Taste N Tour:
vite customers to learn about your new healthy offei
ing demonstrations,

Promotional Kit

Make your customers feel welcome with  free starter kit for
that wil help build I

signs for specials and

ffering your customers prom
e et
promotional materis

STORE APPEARANCE

These incentive options will help you maximi
attract new cust

® ST

tance o
it T

STORE OPERATIONS

This incentive option will help you

Business Tachnical Assistance
R e S
marketing, management, accounting and

hoose at least 2 promotion options to implement from across the 8 categories.**

Mark your selections with a check (v). Step 4: Maintain and display all Philadelphia Healthy Corner Store Network marketing materials provided. ***

fruits & vegetables: fresh
INVENTORY

+ Fresh fruit or vegetables
whole or cut)

Maintain minimum inventory of
15 fresh fruit and/or vegetable
options.

Standards:

I good quaty and n complance with heath stndacds
+ If counting produce stored i the delisection, it must
available for sale and indicated by pricing oo

PROMOTIONS
Requirement:

e

play p inahi
{see Sl Heakhy! Guide pges 4, 15,

Optons:

5 Offr alaast s produce ditcount manth e ol ety
page 12 Discounts could include: Price reductions;

ol bag of fres procuce; 25 cont fresh produce snack bags

Advertise fresh fruits and vegetables outside of the store

sse Sl Haathy! Guice page 13,

Offer additional fresh frit and vegetable samples or specials

sl G iy 13

0 Offer fresh fruit smoothies fsee Sll Hesthy Guide page 9.

o

o

dairy

INVENTORY
Requirement: Exam

Maintain minimum invantory of  or o |
& dairy product « Milk (10 sugar addec)

+Yogurt

Standards: « Cheese
+ Non-fat,skim or 1% low-fat « Pudding

mikfoodssch s ik yogur+ Cttag chesse

and chees: « Soy milk [n0 sugar added)
o sigar eded fatfoe or « Almond milk (o sugar added)

19% low-fat milk « Lactaid milk (no sugar added)
« Rice mik (no sugar added)

PROMOTIONS
Requirem
Mustbe placed inofigerator at st

below eye level (sco s Healiy!
Guide page 15

Options: =
O Offer at least 1 dairy

product discount a month

v Sl Hosky! Guide page 12,
0 Offer at least one free dairy.

product taste test a month

{see Sl Hestny! Guide page 13

fruits & vegetables:

frozen, canned, dried

INVENTORY
Requirement: Examplos:

ryof -
"0 packaged fu andor added or low-sodium)
vegetable options. + Canned fut in water,

00% juice o light syru

Standards: « Frozen fruit (no sugar added)
+ Canned fruit: must be 100% « Frozen vegetables (no salt

juice or light syrup

+ Canned vegetables: must have
less than 290 miligrams of
sodium per senving

+ Frozen or dried fruit or
vegetables: no sugar, salt or
sauce added

PROMOTIONS
Requirement:
n o dried fruits

or sauces added)

 frozer and
place on shelf just below eye level (e Sel Healiy! Guice page 15

Options:
O Offer at least 1 packaged fruit
and/or vegetable discount

ree or buy one get one 50% o
(s Sl ety Guie page
0O Offer atleast 1 ree packaged

o
9
E
)
E

{sve Sl Hesky Guide page 9.

water

INVENTORY
Reguiremert
rtain minimum invantry
space

o ot st
Tetigerator dedicated 16
water only.

Standards:
+No sugar added water
S

Gmup i liid
at just below eye level.

Options:
O Offer water as a beverage
option with deli specials
{see Sl Heskhy G poge 13,
O Display water n 2 high-
visibilty refrigerator
{see Sl Heskhy Guide page 15

plos
+ Water (n0 sugar added)

N
Y

whole grains

INVENTORY
Requirement: Examples:
5 whole grain products. « Whole grain cereal
« Brown rice
Standards: « Oatmeal
* Anyfood made from vhcle « Poy
grain wheat, « Whole wheat crackers

Sommmes,barley or arother + Whole wheat tortilas.
cereal grain with the whole. + Whole wheat pasta
grain isted as the first « Cornmeal

ingredient rley

FROMOTIONS
Rex

a
Gra whle aainproducts togethr and lace onshel
just below eye level see 5l Hesy! Gude page 15)

Options:
O Offer at least 1 whole grain product discount

get one 50% off see el Heatiyl Guide page 12
0 Offer whole grain bread as an option with deli
Sandwiches fee Sel Heathy! Guide page 13.

=)
'.‘\\T,‘“S,
= S|
=)

low-calorie snacks
INVENTORY
Examples
~Partskim sting chee

+ Unsweetened applesauce
+ Low-fat pudding cup

Meaintain minimum inventory
5 low-calorie snack options.

Standards: «Single g lowr-at or
+ 100 calories or less per package  non-fat yor
ot o vegges
« JellO Cuy
Skt tun sl packats
« Special K Cere:

o teons e packs
+ 100 calorie pack of raisins

PROMOTIONS

Requirement:
gether on i

Options:

0 Offer a healthy snack as a side option with deli specials,

such as a bag of grapes, piece of frut, or applesauce
(so0 Sl ooty Guio pages , 1.

proteins
INVENTORY
Requirement: e
Maintain inventory of 8protein E
products. oty s cncr
trkey
Standards: « 85% or more lean ground beef,
“Lean cutsof e and pork, urkey or o
andlowfatproductssuchas  + Lean cus of besfor pork
feh, poulty and eggs o, round cuts, et
el i ede - o
* Dry beans or no salt added
oot o canned beans (black, pm\e,
ish,nuts and seec white, garbanzo, ec.
oot v e,
salmon, etc.)

+ Unsalted nuts and seed:
(almonds, cashews, pistachios,
peanuts, sunflower seeds, etc)

« Tofu

PROMOTIONS
Requirer
Gveup iy bean products o st e camned bean products

Options:
O Offer at least 1 fresh, lean product discount
month fsee Sel Healhy!Guic poge 12,
0 Coose 1 o spema\ that
lean product, such as a
anled chicken of rkey somdieh
{see Sl Heahhy! Guide page 13,

tobacco
REQUIREMENTS
Sitetcomara Ghacked sl el
rehare v sll gt st
Standarde " R eons Fom o S

anyone under the age of 16 Genawed annualy,

tho 3ge 0127 cigaretes) must have a tobacco
orother
nder " obacco o
Taw. Up more on 0% of ol winiow
. any other
tobacco productcut o 1= rinal round floar.

manufacturer, importeror packager. product that s branded with &
fobacco brand o lgo. Must not

ave tobacco vending machines

PROMOTIONS
Requirement:

er fresh-cut 13,
Display healthy snacks in @ high-visiblity location

with pricing information see Sl Heaiy!

oo

Guide poge 15,

0 On the stor's exterio, no more than 1 la
oacs 51 3.4 e S oot G page 16
3 Onihe stor et oo goge
hanging from
B g ey vt boceo proccts wored
tobac products inclce it of candy-flavored
i e dgor and smcklss procces
0 No tobaco products
B No otoro s i N tbaces s nide o

* Inventory requirements for each food category refer to the number of different options offered, NOT quantity of specific foods. No more than 2 different types of the same food (for example, cereal) will count toward certification.

** Stores that choose 6 promotion options or more may choo:

se 4 incentives, including at least 1 tobacco promotion option

“++ Free promotional materials, such as sale signs and price tags, will be provide to each store

Healthy Corner Store Initiative: Philadelphia | 2013-2014

Healthy Corner Store
Certification Guide

This guide provides store
owners participating in
the Healthy Corner
Store Certification
program an overview of
the program'’s inventory
and promotional
requirements as well as
incentive options they
can pick from if they
successfully implement
all requirements. The
guide is provided to
owners in both English
and Spanish.
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Let the colors be your guide!

The ceiling sign directs

Use signs around the store with these colors to make choices. customers to use the color
guide and shopping basket

icon to help them find healthy
products located throughout

(clo CAUTION | e/ thestre. The sign s hung

. prominently from the ceiling
healthiest foods: somewhat healthy & TH I N K and is double-sided in English
and Spanish.

enjoy any time foods: enjoy a

few times a week least healthy

foods: enjoy
once in a while

Healthier.

Exterior Sign

This sign is mounted
to an exterior wall of
the store and identifies
the store as a healthy
corner store.

Floor Graphic

| |
SpeClals The shopping basket icon is applied to the

floor to direct traffic to healthy offering

Look .

e locations throughout the store.
healthy
items!

Specials Sign
Dry-erase sign boards are

placed at the checkout or
other in-store locations to
advertise healthy specials

|‘-.i\.§--'. and promotions.
e prnnoetrma mesmy comen srone nerwone | \NRRYEHN

Healthy Corner Store Initiative: Philadelphia | 2013-2014 - 11



Featured Items

Get Healthy!

Look for this sig

Stores that display this sign on their wind
or doors have added healthy foods.

Make a
healthy choice.

g Usethe: rful signs around the store to guide
you to h

e

Take a healthy step.
Get free recipes that use foods in

the store to make healthy meals.

Ask for a Get Healthy! Guide to find

the healthiest foods in the store.

Ramos
Food Mart

ST
Sy

-
145 W. Cumberland St. » 646-403-1094 ArHiLLy
Everyday: 8am-9pm
fruits and vegetables, low-fat dairy, eggs,
beans, whole grains and more!

Featured Items Sign and Tags

The featured items sign uses healthy food icons to
organize specials and promotions by food category,
which correspond with featured items tags that are
used throughout the store to draw customer attention
to healthy products being promoted.

Newspaper Ad

As an incentive option,
stores can choose to have an
ad for their store placed in a
newspaper of their choice.
This newspaper ad provides
a standard template, which
can be customized for each
store to promote its healthy
offerings to the community.

Promotional Flier

As an incentive option, stores can choose
to have project staff conduct fliering in the
community around the store to promote
their healthy offerings. The flier template
is available in English and Spanish and can
be customized for each store.

fruits &
vegetables

Buy 10 pieces, get 1
piece free or buy 10 pounds,
get 1 pound free.

and save!

fruits &
vegetables

Buy 10 low-sodium canned
vegetables and/or
100% juice or light syrup
canned fruits, get 1 free.

low-fat
yogurt
Buy 10 non-fat

or low-fat yogurt cups,
get 1 free.

_———
Yogurt

bottled
water

Buy 10 bottles, get 1 free.

Healthy Corner Store Initiative: Philadelphia | 2013-2014 -

Get Healthy!

Find healthy food, recipes and nutrition
information at a corner store near you.

Rosa’s Pretzel Bakery & Deli

441 W. Girard Ave.
215-763-9352
Monday-Friday: 6:30am-4:00pm

fruits and vegetables, low-fat dairy,
eggs, beans, whole grains and more!

Frequent Buyer Cards

The accordion-style punch cards are given to
customers as an incentive to purchase healthy
items by giving them a free product after
purchasing a healthy product 10 times.
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Media mentions of the Healthy Corner Store Initiative spread the word about the program and its successes.

Philadelphia’s Corner Stores Provide Healthy Alternatives. Al Dia.
February 25, 2013.

Abarroterias de Philly Buscan Proveer Comida Mas Saludable. Al Dia.
March 20, 2013.

Inspiring Award Winners Working To Change Food System. Forbes.com.

April 4, 2013

NRDC Announces Winners of the 2013 Growing Green Awards. eNews
Park Forest. April 4, 2013.

Growing Green Awards 2013. Huffington Post. April 5, 2013.

Here Are Four Food Pioneers Who Just Might Inspire. Dallas Observer.
April 5, 2013.

Hog Farmer Who Shuns Antibiotics Honored For Sustainability Efforts.
E&E — Agriculture. April 5, 2013.

NRDC Announces Winners of the 2013 Growing Green Awards.
FoodTank.org. April 5, 2013.

Fresh Healthy Food - Coming to a Corner Store Already Near You.
Huffington Post. April 9, 2013.

Research: Childhood obesity is a product of environment. Salon.
April 9, 2013.

The Secret to Reviving America’s Corner Stores. TakePart. April 15, 2013.

Philadelphia Food Trust Employee Honored. Philadelphia Inquirer.
April 19, 2013.

From Classrooms to Corner Stores, One Young Food Leader Inspires a
Healthy Food Movement. OnEarth. May 9, 2013.

Swapping Hot Cheetos for Whole Wheat Bread: A Corner Store
Redesign. Good. July 10, 2013.

Fixing the 4 Food Groups of the Corner Store. Gigabiting.com.
July 11, 2013.

“Corner Store” Recognized by Nonprofit. The Dispatch. July 31, 2013.

America Watches as Philadelphia Battles Obesity. Governing.
August 2013.

Bodegas Verdes. Univision 65. September 2013.

North Philadelphia Corner Stores Get Help Bringing Fresh Foods to
Customers. CBS-3. September 2013.

Marketing Makeover Helps Philly Corner Stores Increase Sales of Fruits,
Vegetables. WHYY. September 2013.

The Food Trust Continues Its Mission of Distributing Fresh, Healthy,
Local Food to a Higher Level. Weekly Press. September 2013.

Food Deserts a Problem with Lots of Innovative Solutions. Lima
Ohio News. September 20, 2013.

From Forties to Fruit: The Corner Store Revolution. OZY.
October 2, 2013.

Turning a Corner on Healthy Eating. Grid Magazine. October 25, 2013.

To Fight Obesity, a Carrot, and a Stick. The New York Times.
November 16, 2013.

A Fresher Philly: Fruits and Veggies Make a Comeback in the City’s
Corner Stores. Grist. November 18, 2013.

Group Aims to Improve Food at Pa. Corner Stores. Associated Press.
January 29, 2014.

AstraZeneca HealthCare Foundation Awards $209,800 Grant to The
Food Trust. HeraldOnline.com. February 6, 2014.

Olivares Food Market Goes the Extra Mile to Serve the Community.
Salud America! March 26, 2014.

The Food Trust's The Healthy Corner Store Initiative. The Lempert
Group. March 26, 2014.

New Program Brings Healthcare to your Corner Store. 6-ABC.
March 28, 2014.

The Food Trust Ofrece Salud en Tu Barrio. Al Dia. March 31, 2014.

Healthy Corner Store Initiative: Philadelphia | 2013-2014 -

13



Contact

Brianna Almaguer Sandoval
Associate Director, Healthy Corner Store Initiative

The Food Trust Making Healthy Food Available to All
(215) 575-0444 Ext. 3130

bsandoval@thefoodtrust.org For more than 20 years, The Food Trust has been
working to ensure that everyone has access to
Jennifer Aquilante, MPH RD affordable, nutritious food and information to make

Nutrition Coordinator, Get Healthy Philly healthy decisions.
Philadelphia Department of Public Health

1101 Market St, 9th floor The Food Trust's comprehensive approach includes
Philadelphia, PA 19107 improving food environments and teaching nutrition
(215) 685-5250 education in schools, working with corner store owners
jennifer.aquilante@phila.gov to increase healthy offerings and helping customers

make healthier choices, managing farmers’ markets

in communities that lack access to affordable produce

and encouraging grocery store development in
Copyright The Food Trust 2014 underserved communities.

Learn more about The Food Trust:
www.thefoodtrust.org

1617 John F. Kennedy Blvd.

One Penn Center, Suite 900
Philadelphia, PA 19103
(215) 575-0444

Fax: (215) 575-0466 The Food Trust
contact@thefoodtrust.or THEFOODTRUST.ORG
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