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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.



Social Cognitive Theory

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

Cognitive Behavioral
Nutrition knowledge

Knowledge of child food preference
development

Cooking skills
Safe Storage/Handling Produce

Fruit and vegetable consumption

Store regularly stocks fruits and
vegetables

Environmental

Preferences of family members (parent/child)

Home availability and accessibility (children)
Parent attitudes (children)

Availability in community (parent/store)

Cost (parent/store)



Implementation

Enrollment.Engagement.Education




IS I Choosing a Store
| SHOP HERE!

@ THE STORE 8

First Priority

i izt Locally owned store in an
e L= L 2rea with low-income Other Considerations:
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VAT et residents without current , .
access to produce. (May Store location/visibility
require setting up - :

artnership with a local Space in store for display
armer) Cleanliness

o Family friendly
Second Priority , Other services available
Locally owned store in an

area with low-income Friendly staff
residents with existing

produce that can be

subsidized.



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

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

Farmer
& Store
Agreements

MAKE A DIFFERENCE IN YOUR WITH
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What is Kids Market @ The Store?

Kids Market @ the Store is a_free program prowided Dy the
WWU Extension Family Mutriion Program, amed at increasing the
amount and variety of fresh fruits” and vegetables that children
eat.

We achieve this by allowing kids to “shop™ for free produce at
local stores. By gwing them the power of choice, we increase the
likelihood kids wil eat the fruits and vegstables.

How does it work?

A partnering farm or co-op will bring fresh produce to the stors each
week to sfock the display. Families sign up for the program and
receive a free KM@TS passport and markét bag

Parents recene emails and fext messages teling them what
vegetables wil be available that week. Kids come into the store to
get that week's produce. They place the food in their market bags
and, when they “check out,” using provided tokens, a stors Staff
member puts a sticker in thar passport book.

How do | get paid for the produce?

To receive payment for your services, please provide a quote and
invoice on your company letterhead. The quote and invoice can be
combined into a single document, but must be labeled as “quote”
and ‘"invoice” respectively at the top of each section. Once
complketed, please emaill the documents to your WWU  Family
Nutrition Program comntact at kristin.-mccartney@mail wvu 2du

There are two Options for recening payment:

Ophion 1: If you accept credit cards, we can wse a WVU Purchaze
Card to pay for the produce. This method typically results in funds
being transferred t0 you within a day or two after processing.

Option 2: Your quote and invoice will be submitted through WWU's
payment system and, upon acceptance, payment will be issued 45
days from the date of the invoice. Supplier registration will be required
if you are not currantly a supplier in WVU's payment aystam

How does my farm benefit?

Participating in KM@TS increases sales and awareness of your farm,
as you may adveriise where the produce comes from with your sign.
This wil lkely increase your business — you may have a continued
partnership with the store after this program ends, in addition to
parents learning other locations to purchase your produce.

You will also be contributing to the wellbeing of your community, as
eating more fresh fruits and vegetables wil help our children lead
healthy and happy lives.

Your Name | first.last@mail.wvu.edu | 304 XXX XXX

W E)(TENSION

How Can My Farm Participate?
It's sasy to participate. Just read the food producer expectations below.

{prmtea nams of food produoer), am
|mmmm participaiing in he Kioa Market @ tne Siore program. As part
of my participation, WU Extension Family Nutrition Program will
reimbures me for the produce suppled for thiz program. Educators with
the program will be the primary contaot. Az & part of

{fona preauoers) panticipetion In e
program, e expectations are as folows:
* The famer wil supply fresh produce to the agreed upon atore for the
Kide Markst @ the Store Program.

« Tne farmer wil communicats Win & designated WV Extenaion Famity
Mutrition Program staff member. They will work together to make aure
nat the stors has & steady aupply of fresn produoe throwghout the B-
‘wesk program

« Tne farmer wil enaurs that he proauce is of high quasty, freen and free
4rom any harmiid contaminants.

« The farmer can set their own prics In $1 increments 1o eneure ohiidren
‘can easily pay using their tokena. Eacn token Ia worth §1.

We are exoflad 10 be a food producer for the Kida Markst @ the Store.

program.

Signature:

Food Producer Information

Phone Number:

Emalt:

Do you acospt credit card payments? Yee  No
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What is Kids Market @ The Store?

Kids Market @ the Store is a free program provided by the
WWU Extension Family Nutrition Program, aimed at increasing
the amount and varisty of fresh fruits and vegetables that
children eat.

We achieve this by allowing kids to "shop” for free produce at
local stores. By giving them the power of choice, we increase
the likelihood kids will eat the fruits and vegetables.

How does it work?

‘We provide your store with a small shelving unit, recipe cards to
go along with each week’s produce, signage and stickers. A
partnering farm or co-op will bring fresh produce to the store
each week to stock the display.

Families sign up for the program and receive a free KMETS
passport and market bag. Parents receive emails and text
messages teling them what vegetables will be available that
week.

Kids come into the store to get that week's produce. They
place the food in their market bags and, when they “check
out,” a store staff member puts a sticker in the passport

What support is provided?

We provide everything, free of cost to your business. We use
grant funding to purchase produce, sheling, passports and
stickers:

Partner stores only need to provide space for a small shelving
unit, hang posters advertising the program and put stickers in
kids” passports when they plck up that week's produce.

How does my
store benefit?

Participating in KM&TS increases traffic in your store, as
families come to pick up each week's produce. This will likely
increase business — stores who have paricipated in past
KM@TS programs found that parents often purchase items, in
addition to gatting their child’s free fruits and vegetables.

You wil also be contrbuting to the wellbeing of your
community, as eating more fresh fruits and vegetables will help
our children lead healthy and happy lives.

WEXTENSION

r_rln_w HUTRITION

KM@TS Store Agreement 2025.pdf

How Can My Store Participate?

Il'seasytoparﬁq)ate rgad the store
axpectations below and have an authorized store
reprasentative sign below.

ses ol partcipafion i o
prograr 1.WWWBGWWW“TOIO\M‘Q’ H

MWIHWMWW%W
@ the Store produce stand and/or
.dh&;cmlyﬂ‘?h = ang_d
is may invohve remaoving

disposing of produce that is past its prime
- Craate a postive shopping expenence for
children and families participating in the
wnmmmwbeawwm

jon for the Kids Market @ the Store
program.

Signature:

Date:
Store Address:

Phane Numbar:
Email:

Does your location cumw offer fruits &
vegetables (circle one)?

Yes, bothfruits and veg Mo Fruits only  Veg cnly

EXTENSION.WVU.EDU/FNP



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.

EXTENSION

FAMILY NUTRITION PROGRAM

N des

@THE STORE

SIGN UP NOW!

Free program

Kids can shop for fruits and vegetables

Conveniently located at your local store

Sign Up Graphics



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

Materials

Education.Enhancement.Incentives
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Shopping Bag
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Choosing, Cocking, Eating and Enjoying
More Vegetables
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Recipe Cards

Before you cook:

ﬁ EITE H EIDHSE F'-il.,lll,.'|I | G E « Take a minute to read through

the reciFe before you start.
« Wash all fresh produce.
FAMILY HNUTRITION PROGHRAM * Wash your hands at the

- - = i beginning and throughout the
cooking process.

Nutrition Facts LT
Ingradignts; servings per container ’ &‘ g Ao
Serving size (140g) S
v 7
I f cup fat free vanilla yogun ‘6;"";;;;;"9 60 Step 1. Prepare ingredients Step 2. Combine ingredients
1 lablespoon orange juice e + Wash produce. = Combine apple and vegetables in
Ciash of clnnaimon To;:ltF:OIgFalag o I A S NN - — medium sized mixing bowl.
1 i s . « Mix yogurt, orange juice and
senail red apple diced e - Shred graan cabbage. cinnamon togelﬂer in small bowl.
Z oup grean cabbage shroddoed Sl = + Chop broccoli florets.
172 cup brocood Sorots chopped Total Cartiohyirate 149 %
Dietary Fiber 2 %
1 small groen bell popper diced Tl - Step 3.
includes Og Added Sugars 0% * Pour dressing over lettuce
Protein 2g mixture and toss until coated.
Vitamin D Omeg [ * Serve immediately or refrigerate
Calcium 63mg % until ready to serve.
Iron Omg 0%
Potassium 180mg 4%
1 15 niiife Lan 0 @ .
Sean OR Cod Heady i 15 minutes. 4 SeEmngs H@WVUESFNP ?f.l‘ﬁ:
2+ ] 1_-"]" !'ll:"H this a ﬂp p‘IE E Iaw i P Show us how your recipe tur;za - This institution is an equal opportunity provider. This material funded by the Supplemental Nutrition Assistance
MHGIEHE 1B e Aifaudad Trawm Dining with Disbakis FUTURE \ Program (SNAP) and the Expanded Food and Nutrition Education Program (EFNEP).
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Retail Outreach

Training & TA.Signage.Displays.Reimbursement




Store Training

coming soon




Displays

* Display materials including carts and signs can be S —
provided by SNAP-Ed - | KIDS SHOP HERE! [l

_il n KIDS MARKET @ THE srom:'
= R

* Clear signage letting children know how many .'1—-' =
tokens required for each item. & ﬂ‘“\\\\\\‘m Illllmllllw ‘ il
* A variety of items available. \’*‘ - ‘!ﬂ\ ‘|IIIIIW !///// ' >

)
e Regularly stocked

EX

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

* May consider repackaging into child size portions.



Token Amount Signage

EXTENSION
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2 TOKENS


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

$1 each
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Parent Engagement

Virtual and Direct Education Opportunities
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In-Store Tastings,
Education &
Demonstrations




Virtual Parent Engagement

EXTENSIONSERVICE

. . . FAMILY NUTRITION PROGRAM
Electronic Newsletter-List of produce items

available, changes/updates with stores, 3 ﬁ.; ¥ ‘
nutrition/feeding tip and link to a recipe ‘
demonstration

@THE STORE

Email newsletters

Hi there!

Ve re back with a mid-week updabe

Recipes and Social Media Posts
Dupe b ovenwhedming demand, Chios Aute & Hardware and the Chios Mini Mar
Harvest of the Month ran oul of vegelables Bul thanks to Sanger Farm in Orma, we've resiocked

with corn and lomaloes. Lofs of tomatoes.

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

send us photos!

Whe'd bowe fo See pholos of your kads shopping in ihe stona or eabng tha
vipalables they recena. You can share them o our FAceiook pans of emeail
Ueinm R0 WS Ak axl- gl

Text Message Training.mp4



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

Shaley Hughes
¥ Lﬂ

LY ML TEITEON PROGR AL

Y EXTENSION

Ingredients:
1 medium onion, finely sliced

2 carrots, chopped

Z rucchini, sliced

half a head of broccoli, chopped
% cauliflower, chopped

4 tomatoes, diced

1 tsp basil

3/4 cup cheddar cheese [optional)

Cheesy Vegetavle Bake

Ready i 60 mindtes Serves & people

T Wood County WAL Extension Service

& o

Come out and sample some "Cheesy Vegetable Bake” | @O %

This Thursday (7/28) from 1:00PM-3:.00PM we'll be at Wards Farm Market (3020
7th &t, Parkersburg, W 26101 hosting a recipe tastimg using locally sourced
produce from Ward's. We'd love to see you, so stop by and grab a bite

A i I 1 PR
ﬂa. YO Janmny RS and 8 Oimers I LLHTITHETIL o N


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

Grocery in Buffalo has been so welcoming & very friendly. My daughter who just turned 2 has

My daughter has absolutely loved this program! We spent the last of our coins today. Blankenship ) \\ L \ K ‘ - 1
oy - - L o s
L \ -~
loved picking out her own fruits and veggies- she gets so excited as you can see in the pictures y : 2

- vl

v EXTENSIONSERVICE

£ AMILY NUTRITION PROGRAM

NS M VET
KIDS MARKL |

@ THE STORE

Kids Market @ the Store

@ Private group - 1.6K members

DD OBIPR —LIPOTRECHOD A e et <

Discussion Featured Members Events Media Files Q

"v&-‘ Write something... About

@ Private

Only members can see who's in the group and what they post.
M jnonymous Post [ag Photo/video Poll

@ Visible




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: /n 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

Q13 Choose one option in each row, before the program and for now.
How easy is it to prepare vegetables that this child will eat?

Somewhat easy

2) Easy (3)

Not easy (1) Very easy (4)

Before the
Program (1)

Now (2)

Q14 Choose one option in each row, before the program and for now.
How willing is this child to try new fruits?

Not at all willing Somewhat

1) willing (2) Willing (3)

Very willing (4)

Before the
Program (1)

Now (2)



Outcomes

Behavior Change. Access. Economy.




What Does a Kids
Market @ the Store

Family Look Like?

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

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/

How important is it that the place your household gets groceries

4500

Over 5,500 grocery
shoppers in West Virginia

oo completed a survey about

- their shopping preferences.

2500 The most important items
respondents look for are:

2000 1. Fresh produce
2. Fresh meat

1500 3. Dairy/eggs.

1000 They prefer to shop at a full-service
grocery retailer rather than a

50 convenience store but it is not
important if the store is a national

- - . chain.

Offers fresh produce Offers fresh meat, dairy, and eggs Itis a regular grocery store (nota  Hs
convenience store)

4000

]

L]

BSlghtly important W Moderately important W Veryimportant



Store Types

What Does a Kids
Market @ the 1 i |
Store Site Look
Like?

B Store provided produce B Produce provided by farmer




in their child’'s mealtime

Food Preferences and Consumption of Fruits and Vegetables:
Parent Report

o€
LT SN
W -
Increased Fruit and Vegetable Consumption

« 18% increase in the number of children
who eat more than 2 cups of fruits and
vegetable per day

On average, children added 1 fruit and

vegetable serving per day

Improved Willingness to Taste

22% increase in the number of children
willing to try new fruits

24% increase in the number of children
wiling to try new vegetables

A total of 683 parents/guardians completed a post survey describing changes
ehaviors and satisfaction with the program.

Increased Fruit and Vegetable Variety

« 17% increase in the number of children

eating more than one variety of
vegetable daily

« 9% increase in the number of children

eating more than one variety of fruit

daily.
3
&0
-..'*‘ W

.~

Increased Participation in Preparing Food
« 10% increase in the number of

children participating in making meals
and snacks.
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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.l 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.

s # OF # OF
YEAR FAMILIES CHILDREN
2021 129 234
2022 1770 3,666
2023 3,641 7,625
lllllll 2024 2,405 7,006

Richme

Total 7,945 18,531



Unanticipated
Outcomes

* Increased self esteem
* Independence

* Financial literacy

* Life skills




$266,000

Funding from
Private
Foundations has
been secured to
Prosperity purchase produce
for the Program
over the past 4
years

Thank You!

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




Education

Parent/Guardians reported engaging with the
following program components:

* Email/text messages: 95%

* Email newsletter:47%

* Recipe cards received at the store: 19%

* Participatedin a food demonstration: 15%

* Participated in a nutrition education class: 6%
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ABOUT US PROGRAMS FARMFRESHWY NEWS & RESOURCES DONATE

a cornerstone of their community. They provide essential
= services to their neighbors, including access to fresh food
and household products, and serve as a market for

s farmers, producers, and artisans. Recognizing the role that
these businesses play in communities, the WVRGN grew

s out of a Healthy Food Financing Initiative grant. It's the
Coalition's goal that these businesses are sustainable and
successful as they not only feed their community but also
source locally grown agricultural products.

] Together with several partners, we have created the West
Virginia Grocer Toolkit to help folks start the process of




Impact of Cold Storage
Initiative

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”.



Integration of Dashboards

Current KMATS Locations Dashboard

Current KM@TS Locations

< >
Sheet1: Spencer Cash Saver

@, Zoomto 4 Pan

Address

County

MName_of_Store

208 E Main 5t, Spencer, WV
25276

Roane

Spencer Cash Saver

N

Ohio

= 1of3

KMATS Locations Dashboard (arcgis.com)

Legend

Current KMATS 24 Locations - Sheet1

?

Overall Food Insecurity

Overallfoodins

2
e
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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.
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