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Community Health Partnership:

Oregonos Publi c Heal
Socioecological Approach
to Childhood Obesity Prevention
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CHP: OPHI initiatives

A Healthy Community Planning
AHeal t hy Eating at Far mer .
A SNAP and Health Roundtable

A Healthy Kids Watch Less TV

A Right from the Start

A Breastfeeding Coalition of Oregon

A Oregon Nutrition Policy Alliance



Why Is public health.working together with
frarmers:0 mar ket s ?

Aruit and vegetable Consumptic~
- adults (15%), youth (20%)

AOverweight and obesity
- adults (53%), youth (26%)

ALack of healthful food options
- food deserts

AEconomic health
- emerging farmers

Oregon Healthy Teens Survey-2806enters for Disease Control and Prevention, State Frui
and Vegetable Report Cards 20009.



Farmers Markets and Healthy Eating:
Evidence from the field

. WIC participants sustained increased consumption 6
mo afterwards (Am J of Public Health, 2008).

. Farmers market shoppers ate 3/4 serving more f/v

than grocery shoppers (New York City Department of
Health and Mental Hygiene, 2008).

. Focus group participants share attitude that markets a
o f t feesheraheaper,and healthier 6 t han |
from other places (D.C. Hunger Solutions, 2007).



Political Support for Farmers Markets

Mi chell e Obamads Chi l
Prevention Initiative

AAccessible and Affordable Healthy Food

LET’S
MeVE
®

- Healthy Food Financing Initiative

AHEAL Convergence Partnership
ARobertWood Johnson Foundation, PolicyLink, Kresge
Foundation,W.K. Kellogg Foundation, Kaiser Foundation

ACenters for Disease Control and Prevention, State Indicator
Report on Fruit and Vegetables



Healthy Food in Oregon:Policy &
Environmental Indicators

22% of census tracts have no healthy food retailers within %2
mile of boundary

No state level healthier food retail policies
Ranks 20 in U.S. for farmers markets per 100,000 residents
8% of cropland is harvested for fruit and vegetables

49% of farmerso accept WI C Far
Coupons

Centers for Disease Control and Prevention, State Indicator Fruit and
Vegetable Report, 2009.



Oregon Farmers Markets and SNAP/EBT:
Timeline & History
20030 Oregon #1 in hunger

2004610 of 80 farmersd6 mar ket s
20086028 farmersd mar kets acquir

20080 $130,000 SNAP dollars spent in Oregon
farmersdéd mathme&sy (ranking 7

2009- 45 of over 100 Oregon f arn
acquire EBT

20090$25, 000 from the Governord
I n 5 of 11 grant recipients (



Farmers Markets & SNAP/EBT

Only 16% of USDA certified
farmers markets are equipped
with EBT technology to

accept SNAP.



Heal t hy Eating at Farn
Barriers & Solutions

communlty organlzatlons

Immigrant and Refugee Community
Organization, Elders in Action,
Multnomah/Portland Food Policy Councill

Priority of markets to provide access to
underserved communities

Commitment to understand how market c
meet cultural and social preferences




Farmers Market Tour Locations




HealthylEatingat-Farmers:Markets
ExploringrBarriers:& Solutions
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leal t hy Eati ng at
Exploring Barriers & Solutions

Successful nutrition
Incentive campaigns for
EBT/SNAP participants

EBT 0 approx. 200 50%
of token redemption

- Vendor diversity




Nutrition Incentive Campaigns

Aim to introducdood assistance families to
t he farmer s mar ket




Lents International Farmers Market

New vs. Returning Food Stamps Customers
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King ‘Farmers‘Market

Increase from 2 to
6% in SNAP
customers at
market

Number of SNAP
customers more

than doubled

SNAP spending at
market more than
doubled




NI COs 1 n

Predominantly
privately funded

—orging new
partnerships

~-eedi ng t
nungryo

Evaluation capacity and
sustainability




Best/Practice; Stellar, Farmers Markets; (NY



