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Background

Statistics. Theory. Research



In West Virginia, almost 20% of adults eat 
vegetables and less than once per day and 
over 40% eat fruits less than once per day.

Children develop food preferences based on:
• Foods they are familiar with
• Ones they see adults and older siblings eat
• Ones they see peers eat
• Being introduced to foods early and often

If parents don't buy/provide opportunities 
to try foods whether it is due to 
availability, affordability or their own 
preferences, it creates an additional 
barrier for children.



Behavioral
Fruit and vegetable consumption
Store regularly stocks fruits and 

vegetables

Cognitive
Nutrition knowledge

Knowledge of child food preference 
development

Cooking skills
Safe Storage/Handling Produce

Environmental
Preferences of family members (parent/child)
Home availability and accessibility (children)

Parent attitudes (children)
Availability in community (parent/store)

Cost (parent/store)

Social Cognitive Theory
Reciprocal determinism (interplay between cognitive, behavioral and environmental factors)



Implementation

Enrollment.Engagement.Education



Choosing a Store
First Priority
Locally owned store in an 
area with low-income 
residents without current 
access to produce. (May 
require setting up 
partnership with a local 
farmer)

Second Priority
Locally owned store in an 
area with low-income 
residents with existing 
produce that can be 
subsidized.

Other Considerations: 
Store location/visibility
Space in store for display
Cleanliness 
Family friendly
Other services available
Friendly staff



Geography based needs assessment and identification of 
Stores: Application of WV FOODLINK

Food Resource Finder (arcgis.com)

http://foodlink.wvu.edu/
https://wvu.maps.arcgis.com/apps/webappviewer/index.html?id=eb8012e7b2d843dbadca323a856575d8


Farmer 
& Store 
Agreements 

KM@TS Store Agreement_2025.pdf

https://westvirginiauniversity.sharepoint.com/:b:/s/FamilyNutritionProgram/EabHnoSDrD9Oltj-ImdNWEgB8nkDJa8LBf7dVaWsVvClRw?e=wJfr9j


Enrollment Process
• Enrollment in mid-late May while school is in 

session. 

• Marketing through social media and flyers to 
targeted locations (schools, food pantries)

• Guardians sign up via a link/QR code linked to a 
Qualtrics survey to for enrollment (centralized for 
all counties)

• Centralized enrollment
• Demographics
• Communication preferences
• Education preferences

County lists are distributed to coordinator 
once the quota for the county has been met 
and coordinator sets up process for 
distribution of materials to participants.

Sign Up Graphics

https://westvirginiauniversity.sharepoint.com/:f:/s/FamilyNutritionProgram/Erki5DojjgZPu0dPMQOv7qIBhxyq65EXEbHj-65r3fvmMw?e=EwdYUx


Materials

Education.Enhancement.Incentives





Shopping Bag





Recipe Cards



Wooden Tokens



Retail Outreach

Training & TA.Signage.Displays.Reimbursement



Store Training



Displays
• Display materials including carts and signs can be 
provided by SNAP-Ed

• Clear signage letting children know how many 
tokens required for each item. 

• A variety of items available.

• Regularly stocked

• Displays that are lower to the ground are more 
accessible to young children. 

• May consider repackaging into child size portions. 



Token Amount Signage

https://westvirginiauniversity.sharepoint.com/:f:/s/FamilyNutritionProgram/EtmPU20EC1JDpljhOWpT11EB7_Y67rWxXjQbps7z1x2Yqg?e=DAhpVL














Parent Engagement

Virtual and Direct Education Opportunities



In-Store Tastings, 
Education & 
Demonstrations



Virtual Parent Engagement

Electronic Newsletter-List of produce items 
available, changes/updates with stores, 
nutrition/feeding tip and link to a recipe 
demonstration

Recipes and Social Media Posts
Harvest of the Month

Text Reminders-List of produce items available and 
link to recipe.

Text Message Training.mp4

Email newsletters

https://westvirginiauniversity.sharepoint.com/:f:/s/FamilyNutritionProgram/Epe_OSynNpNIi-yzGmcdfhYBIKRVvaTq2SBnYnWf2mHCTA?e=CU1wgd
https://westvirginiauniversity.sharepoint.com/:v:/s/FamilyNutritionProgram/EcRD7buzbzhFl1ClbgLgXQ4BJT-gqOIYLg3xp4e8XTDOmQ?e=9dPr3O
https://westvirginiauniversity.sharepoint.com/:f:/s/FamilyNutritionProgram/EjbV97gLumZAuttAL4IU-U0BulN8h_XTCrUJx-lonii9zA?e=w3lKeb


Communication
 & Engagement 
through Social Media

How to use KM@TS Social Media Assets.mp4

KM@TS Creating Facebook Groups.mp4

https://westvirginiauniversity.sharepoint.com/:v:/s/FamilyNutritionProgram/Eew6WyPd_8BMjFSn4efBLXwBJjFl7Dnr8-JphpBCTDe4fw?e=EmgdRb
https://westvirginiauniversity.sharepoint.com/:v:/s/FamilyNutritionProgram/EXaKuJUbiv1HkeIqFALUWicBL-GwFsVKVCFeSpFEjOnoqg?e=x9rDz8


Social Media Engagement



Evaluation

Measures. Process Evaluation.



The University of Illinois Extension Healthy Equity Achieved Together 
(HEAT) Project survey questions were included as part of enrollment 
to assess community food resources and access to healthy foods. 

Travel Distance: If you to travel more than 15 minutes to get groceries, how long 
are you traveling one way?

Food Availability: Thinking of where your household usually gets groceries, how 
often are these foods available: fresh fruits and vegetables, fresh meat, frozen fruits 
and vegetables, whole grains and breads, frozen meats, canned and boxed foods, 
dairy and eggs 

Store Features: How important is it that the place your household gets groceries 
has the following features: Accepts SNAP/WIC, offers fresh produce, offers fresh 
meat, dairy and eggs, Is a regular grocery store (not a convenient store), Is close to 
your home (within 15 minutes), offers packaged foods, offers addition goods 
(household items, pharmacy), offers organic foods, has special dietary options 
(gluten free, low sodium, vegan, kosher), offers locally produced foods, is open 
early, is open late, is a national chain or major retail store, has online ordering or 
store pick up/delivery) 

Grocery Budget: In a normal month, how much does your household spend on 
groceries? 

Transportation: When you or someone in your household buys groceries, how do 
you usually get there? 

Barriers to Fruit and Vegetable Consumption: Is it difficult for you to eat fruits 
and vegetables? 



Child Mealtime 
Behaviors
• Post-participation survey 
• Behaviors that a precursors to preference development 
as well as consumption of fruits and vegetables were 
measured on the post survey using a retrospective pre/post 
methodology. Responses reflect the parent’s perspective on 
changes in one child. 

• Questions assessed the following behaviors:
• Fruit and Vegetable Consumption (cups)
• Willingness to taste
• Ease in preparing fruits and vegetables
• Help in preparing meals/snacks
• Variety of fruits and vegetables



Outcomes

Behavior Change. Access. Economy.



Kids Market @ the Store 
Participant Demographics: 
2024
Age
Average age of child was 8
96% of parents/guardians were 34-54 years old 

Education
42% of parents/guardians had some college 
education

Income
55% had incomes less than $40,000 a year

Gender
96%  of parents/guardians enrolling were 
female

Race
97% of parents/guardians were white

Participation in Nutrition Assistance Programs
28% participate in SNAP/EBT 
18% have visited a food pantry

What Does a Kids 
Market @ the Store 
Family Look Like?

This Photo by Unknown Author is licensed under CC BY-NC

46% of participants worried 
about running out of food 

37% did run out of food 
before they had money to 
get more.  

https://www.healthyagingpoll.org/reports-more/report/how-food-insecurity-affects-older-adults
https://creativecommons.org/licenses/by-nc/3.0/
https://creativecommons.org/licenses/by-nc/3.0/
https://creativecommons.org/licenses/by-nc/3.0/


Over 5,500 grocery 
shoppers in West Virginia 
completed a survey about 
their shopping preferences. 

The most important items 
respondents look for are:
1. Fresh produce
2. Fresh meat
3. Dairy/eggs. 

They prefer to shop at a full-service 
grocery retailer rather than a 
convenience store but it is not 
important if the store is a national 
chain. 



What Does a Kids 
Market @ the 
Store Site Look 
Like?   





They literally LOVE everything about this. They got to pick it out themselves. They learned about colors and 
ripeness. They learned about bruises and smells. They also learned how to shuck corn and prepare it for 

dinner. They devoured cantaloupe, peaches, and cucumbers. They were always so excited to show others 
what they got. In a time when the dollar doesn't go very far, they enjoyed having their "own money" to pick 
whatever they wanted with. It was great watching my 4-year-old count tokens before he starts pre-k.I can't 

say enough good things about this. I truly hope we are allowed to do this again next year."
"



Program Reach
The Kids Market @ the Store has been offered in 57 stores across 34 
counties over the past 4 years. 



Unanticipated 
Outcomes

• Increased self esteem
• Independence
• Financial literacy
• Life skills



Prosperity

Thank You!

Benedum Foundation. Save the Children. Sisters Health Foundation. Sisters of St. 
Joseph

$266,000 
Funding from 
Private 
Foundations has 
been secured to 
purchase produce 
for the Program 
over the past 4 
years



Education





Expansion of Healthy Options

Mike Brown, Owner of Town N’ Country Foodland 
in Chapmanville said, “We added the cold 
cooler storage to the front of our store upon 
entering our Produce Department. The 
beautiful lighting in addition to the vibrant 
colors of the fruits and vegetables has 
enticed customer’s curiosity. The storage has 
been a great asset, the size of the shelving 
allowed us to create many healthy options 
which include grab and go snacks, fresh fruit 
packs, low fat low carb snack packs, veggie 
grab and go. Options that are perfect for the 
children’s lunches, or after-school snacks”. 

Impact of Cold Storage 
Initiative



Integration of Dashboards

KMATS Locations Dashboard (arcgis.com)

https://wvu.maps.arcgis.com/apps/dashboards/5dc36d46cf434d2ea1da5bcc051aec8e


Objective 
Measurement of F&V 
Intake 

Veggie Meter
Skin carotenoid assessments 
as a non-invasive, population-
based option to:
• Detect change in intake of 

fruits and vegetables. 
• Nudge/prompt individuals 

to increase their scores.



Questions?
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