
Berrien County Health Department of Benton Harbor, MI received $39,947 to increase low-
income consumers’ use of a farmers market; increase access to healthy foods; and improve the 
income of small local farmers by helping the accept EBT payments and buying supplies and 
advertising for the market.  
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Project Summary: 
Outline the issues, problems, interest, and/or need for the project 
The low-income population in Berrien County (particularly residents in the City of Benton 
Harbor) is at risk for a myriad of preventable health problems and is disproportionately affected 
by overweight and obesity. As noted in the 2008 Berrien County Behavioral Risk Factor Survey 
(BRFS), residents whose household incomes are below $20,000 annually have notably higher 
rates of hypertension, diabetes, asthma, and heart attack, as well as are more likely to be obese 
than residents with higher incomes. For example, 21% of residents making under $20,000 suffer 

from diabetes as compared 
to only 10% of those 
making over $75,000 
annually. In addition, over 
76% of residents with 
incomes under $20,000 are 
classified as either 
overweight or obese, as 
compared to 68% of those 
with incomes over $75,000.  
One of the reasons for these 
problems affecting this 
population is a lack of 

access to healthy food options, specifically to fresh fruits and vegetables.  BRFS data also shows 
that 87% of residents with household incomes under $20,000 consume less than the 
recommended amount of fruits and vegetables daily.  It is well-documented that a diet rich in 
fruits and vegetables will not only help a person maintain a healthy weight, but will prevent 
many other diseases due to the numerous nutritional benefits.   

Poverty by Household Type and Location

0
10
20
30
40
50
60
70
80

Individuals Families
with kids

Families
with kids
under 5

Female
head of

household

Femal HoH
with kids
under 5

Household Type

P
e

rc
e

n
t 

B
e

lo
w

 P
o

v
e

rt
y

Benton Harbor

Berrien County

Michigan

 
The lack of healthy food 
consumption by low income 
residents is unacceptable for many 
reasons, not the least of which is the 
ample supply of produce that is 
grown right here in Berrien County.  
Berrien County sold over $123 
million worth of crops in 2007 
(USDA 2007 Census of Agriculture) 
and is ranked as the number five top 
crop producer for vegetables in the 
State of Michigan (measured in 

acres).  Additionally, Berrien is the number two producer of vegetables and number three 
producer of fruits in the State as measured by value of sales.  However, while there are 
considerable revenues from crop sales, only about 6% of farm sales are going directly to 
consumers.   
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Consumption of the recommended amounts of fruits and vegetables is also affected by race in 
Berrien County.  Benton Harbor, the target community for this project, is not only the area with 
the lowest income in the County, but also has a population that is over 95% black.  The chart 
above illustrates racial disparities in consumption of fruits and vegetables according to 2008 
BRFS data.   
 
There are barriers that affect low income residents’ abilities to purchase fresh fruits and 
vegetables, including a lack of retailers who sell fresh produce that are in walking distance or on 
public transportation routes from highly concentrated residential areas.  Also, not all retailers 
who sell fresh produce accept food assistance on Electronic Benefits Transfer (EBT) cards, 
which is a main source of food purchases for those with extremely low income.  In Benton 
Harbor, about half of all retailers accepting EBT benefits are convenience stores, “party stores,” 
and pharmacies that do not have the capacity to stock fresh produce and are filled with packaged 
snacks. There are no grocery stores in the city limits of Benton Harbor, and residents must travel 
to adjacent Benton Township to find a grocery store.   
 

Berrien County has many more accessible options 
offering unhealthy food choices than healthy ones 
(affecting EBT clients as well as the rest of the 
population).  For example, in Berrien County there 
are 114 fast food restaurants, 70 convenience 
stores, 41 grocery stores, and only 6 farmers 
markets (Berrien County USDA Food 
Environment Atlas).  This disbursement of food 
outlets makes it very difficult for low-income 
residents to choose healthy foods.  The goal of the 
proposed project is to add a farmers market selling 
only healthy, fresh, and locally grown food to an 
area otherwise filled with unhealthy choices.  As 
noted in the map to the left, the market will be 
placed in an area concentrated with residents who 
are eating less than the recommended amounts of 
fruits and vegetables daily according to 2008   

market  

*Note that gray areas of map are areas that do not have       BRFS data.       
 enough data to determine statistically significant results,  
 not areas with 0% consumption.   
 
The solution to all of these significant social and health issues is to link local producers with 
local residents who would benefit from having fresh food readily available and affordable.  
While some programs have addressed this need, the proposed project will be a major expansion.   
 
 
Project Approach: 
Describe how the issue or problem was addressed 
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The purpose of the project was two-fold: 1) to improve the health of low-income members of the 
community by increasing their consumption of fresh fruits and vegetables, and 2) to increase 
local farmers’ direct sales of produce to residents. 
 
These goals were accomplished through a workplan including increased staffing and hours of 
operation of the market, increased advertising efforts (including radio, print, and online 
advertising), promotional giveaways at the market, and increased outreach to partner 
organizations to reach potential customers. Market operations were increased from one day a 
week to two days, and a staff person was on-site to set up banners and other advertising materials 
and to accept EBT benefits. This staff person also worked closely with farmers to assure their 
needs were met and help them with the processes to accept WIC and SNAP benefits.  
 
Advertising was done in a variety of media outlets including the following:  
 Newspaper advertising in a small publication read predominately by the population in Benton 

Harbor (low income African American residents) 
 Newspaper advertising in a larger newspaper read more widely by all residents in the county 
 Radio advertising at a small hip hop station listened to by Benton Harbor residents 
 Radio advertising at a regional pop station listened to more broadly throughout the county 
 Facebook page 
 Website advertising on BCHD’s website 
 Flyers distributed at BCHD and by several key partner organizations including Benton Harbor 

Area Schools, Department of Human Services, and InterCare Community Health Network 
(local Federally Qualified Health Center) 

 
Promotional giveaways at the market were also done to increase attendance and included 
giveaways of calendar magnets, recipe cards featuring items sold at the market, and some 
cooking supplies such as measuring cups/spoons and cutting boards.  
 
Goals and Outcomes Achieved: 
Describe accomplishments, results and conclusions 
 
The objectives of the project as stated in the application and progress towards them are as 
follows:  
 
Stated Objective: Increase number of patrons using farmers market by a least 50% from 2010 
Progress: There were a total of 2,731 paying parties that came to the market in 2011. This is an 
increase of 97% from 2010. 
 
Stated Objective: Increase value of sales to at least $12,000  
Progress: the total value of sales in 2011 was $8,848. This is a 53% increase from 2010. 
 
Stated Objective: Assure that 75% of market sales are from EBT benefits 
Progress: EBT sales accounted for $912 out of the $8,848 total sales, or approximately 10%. 
While this amount is lower than was hoped, 2011 was the very first year that EBT had been 
accepted at the market, and shopping at a farmers market is a new behavior for many community 
members. We hope to use this year as a baseline and improve in the future.  
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Stated Objective: At least 95% of “market money” given in exchange for SNAP benefits is 
redeemed. 
Progress: 100% of market money was redeemed.  
 
Stated Objective: Increase number of farmers participating in the market to at least 9 (from 6 in 
2009) 
Progress: There were a total of 8 farmers participating in 2011. 
 
Beneficiaries: 
Describe the people, organizations, marketing entities and/or communities that have benefited 
from the project’s accomplishments, and a quantitative measure of the current or future benefits 
to be derived from the project 
 
Beneficiaries of the project primarily included the local farmers who sold goods at the market as 
well as the consumers who were able to utilize the market to spend cash or food assistance 
benefits on local, fresh produce. Other beneficiaries of receiving these funds include the local 
companies utilized for advertising the market, organizations who were able to partner on market 
activities, and the City of Benton Harbor who saw increased traffic due to holding the market in 
their downtown park.  
 
Specifically, local farmers saw revenues of $8,848 total sales of their goods during the market 
season. As noted above, this amount was over a 50% increase from the previous year.  
 
Low-income consumers also saw a benefit, as they had a local venue to purchase fresh fruits and 
vegetables. In the 2011 season over 2,700 paying parties came to shop at the market, 
representing a nearly 100% increase from 2010 customers. These customers spent over $900 in 
SNAP benefits and over $1,600 in WIC benefits.  
 
Local companies were also beneficiaries of this project, as they were paid to do advertising and 
printing, and for giveaways used at the market. Over $7,000 was spent on advertising and other 
promotional costs.  
 
Other beneficiaries include partner organizations who did activities at the market, such as First 
Chance, a summer youth program who used the market as a site for youth to do community 
service and learn about agriculture and entrepreneurship. Other organizations also used the 
market as a site to set up their own booths to recruit program participants or share other 
information. The City benefited by having several thousand people brought to the downtown 
area over the summer to shop at the market, as these people may also choose to visit other local 
businesses, use public transportation, etc.  
 
 
Lessons Learned: 
Describe in reasonable detail the lessons that were learned and benefits that were gained from 
the project. If the project objective was not achieved (or if portions of the objective were not 
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achieved) describe the reasons and what was learned in the process. Identify and share the 
lessons learned to help expedite problem solving for others who will read your final report. 
 
While the project was overall very successful, two areas that could have been improved were the 
number of vendors participating and the amount of sales made using SNAP benefits. Regarding 
vendor participation, we learned that increased outreach to vendors is necessary to explain the 
benefits of their participation in the market. While there are a considerable number of farmers in 
Berrien County, not many chose to participate in the BHFM, presumably because of their 
concerns that it would not be as lucrative as other markets and because of the reputation the City 
of Benton Harbor has (as a low-income African American community, many rural farmers have 
a perception that it is not a safe area). We now know for the future that increased, targeted 
outreach in necessary to convince more farmers of the benefits of participating in this market.  
 
Regarding EBT sales, we learned even more the importance of a location that is convenient and 
comfortable for low-income customers. Even though our location was in an area very close to 
low-income residences, feedback from customers indicated that it was too far away and 
potentially out of the comfort zone of people with very low incomes (SNAP benefit users). In 
future market years, we will consult more representatives from the community to assure that the 
market is in a place that is truly accessible to our target customer base.  
 
Additional Information: 
Include and describe the specific contributions of project partners, and include any relevant 
information that would help in understanding the accomplishments of your project (eg 
publications, web sites, and photographs). 
 
Please refer to attached pictures and samples of advertising.  
 
Contact Person:  
List the contact person with telephone number and e-mail address 
Nicki Britten, (269) 927-5607, nbritten@bchdmi.org 

Page 5

mailto:nbritten@bchdmi.org


 
1. Document the impacts on farmers such as: 

a. Changes in income 
b. Changes in the number of agricultural vendors participating in direct marketing 
c. Changes in the volume of agricultural products sold 
d. Changes in the number of markets or farmers who can conduct electronic benefits 

transfer transactions 
 
The biggest impact on participating farmers was the increase in total sales for the 2011 season as 
compared to 2010. During the 2011 season, the total value of sales in 2011 was $8,848. This is a 
53% increase from 2010.  In addition, as 2011 was the first year of accepting EBT at the market, 
9 new vendors were able to sell to customers who use EBT benefits to purchase their food.  
 
2. Document impacts on customers such as: 

a. changes in the number of customers visiting the market over the course of a season 
b. changes in purchasing habits- especially the dollar amount and number of EBT and/or 

vendor transactions (SNAP, WIC) if applicable 
c. changes in customer awareness and/or interest in local food products 
d. changes in customer base such as the number of new customers and/or changes in 

customer demographics (income, diversity, distance traveled to market, etc) 
 
There was a major increase in customer attendance during the 2011 season as compared to the 
2010 market season. There were a total of 2,731 paying parties that came to the market in 2011; 
an increase of 97% from 2010.  Additionally, since 2011 was the first year accepting SNAP 
benefits, the $912 spent in SNAP (about 10% of total sales) was a major increase in this 
community. The majority of sales continue to be cash. Please refer to attached graphs for 
detailed sales figures throughout the season.  
 
3. How has the FMPP grant helped your organization? 
 
This funding was extremely helpful to the organization by providing support for a needed 
program that also enhanced other programs in the organization that were able to partner with the 
farmers market. Specifically, the WIC program provides coupons to clients to use at the market 
which helps that program’s clients.  
 
4. What changes have occurred in organizational operations as a result of the FMPP 

grant? 
 
By having funding specifically for the farmers market, more attention was paid by the 
organization as a whole to the market. Formerly a small side project, with the support of FMPP it 
took center stage and was the focus of not only organizational attention but additional press and 
community support.  
 
5. What challenges or problems- if any- have developed during the implementation of this 

project? 
a. How were they resolved? 
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One of the biggest challenges encountered was the low number of vendors participating in the 
market. The most obvious reason for this is that because the market is targeted toward lower-
income customers, there is not the opportunity for high sales compared to markets elsewhere in 
the county. During recruitment efforts by staff to bring in new vendors, common feedback was 
that vendors did not want to sell in a “bad neighborhood”. This reluctance may have been due to 
the economic implications and also to their perceived safety concerns. Because Benton Harbor is 
a lower-income, predominantly African American community, there is a perception (often 
unjustified) that it is unsafe. This issue is part of a larger cultural and social context in the 
county.  
 
Regarding the economic implications of selling in Benton Harbor, Berrien County has numerous 
farmers markets and roadside stands throughout the growing season, so farmers do have options 
about where to sell and may choose areas that attract a higher-income population leading to 
higher sales. To make the market more attractive to vendors, it is held on “off days” that other 
large markets are not open, and there are not vendor fees. It was hoped that with no fees, vendors 
would not feel they were losing anything by being there and would be more likely to participate. 
Increased outreach is planned for the future which will include details of potential profits to be 
made at the market and other incentives for farmers.  
 
 
6. What partnerships have been key to the success of this project and why? 
 
Partnership with Michigan State University Extension has been extremely important, as they 
were able to set up their Market FRESH coupon distribution at the market to allow seniors to 
sign up and receive their coupons on the spot and then immediately redeem them.  
 
7. What additional resources (financial and other support) was the organization able to 

leverage as a result of this FMPP grant? 
 
The increased focus on the market has led to several new opportunities for potential funding in 
the future. Sources including the Double Up Food Bucks program, which would allow every 
dollar spent by a customer using their SNAP benefits to be matched, resulting in double the food 
purchase for these customers. Also, grant opportunities are available from The Conservation 
Fund as well as other private foundations. Several of these opportunities have been the result of 
the increased activity at the market being noted in the community and funders approaching 
BCHD staff about applying for support for subsequent season activities.  
 
8. Can this project be replicated elsewhere? 

a. why or why  not? 
 
Yes, this project could certainly be replicated elsewhere, particularly in a smaller community 
with good word-of-mouth contacts between residents.  
 
9. What was the organization’s overall experience with FMPP? 
BCHD is extremely grateful for the funding from the FMPP program which has allowed us to 
greatly enhance our farmers market. However, one major issue we encountered was the    
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Berrien County Farmers Market Expansion Sales Records 
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Berrien County Farmers Market Expansion Sales Records 
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Berrien County Farmers Market Expansion Sales Records 
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Roasted Okra 
 
 
 
 
 
1. Preheat an oven to 425 degrees 

F (220 degrees C). 
2. Arrange the okra slices in one 

layer on a foil lined cookie sheet. 
Drizzle with olive oil and sprinkle 
with salt and pepper. Bake in the 
preheated oven for 10 to 15   
minutes. 

Ingredients 
18 fresh okra pods, sliced 
1/3 inch thick 
1 tablespoon olive oil 
2 teaspoons kosher salt, or 
to taste 
2 teaspoons black pepper, or 
to taste 
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This publication is based on work supported by the Farmers Market Promotion Program (FMPP) Grant  
Program, Agricultural Marketing Service, USDA, under Award No. 12-25-G-1163. 
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Sautéed Butternut Squash  
 
 
 
 
 
 
 
 

Ingredients 
3 tablespoons olive oil 
1 butternut squash, washed, 
peeled, seeded, and cut into 1 
inch chunks 
2 cloves garlic, minced 
1 tablespoon chopped fresh 
sage 
1 tablespoon chopped fresh 
parsley 
 

 
1. Heat oil in skillet over medium 

heat. 
2. Add squash and garlic and toss 

to coat with oil. 
3. Saute slowly over low heat (avoid 

browning garlic), stirring fre-
quently for about 30 minutes until 
squash is golden and tender (add 
water if squash begins to stick).  

4. Add salt and pepper to taste, then 
sprinkle sage and parsley over 
squash. Mix well and serve.  

This publication is based on work supported by the Farmers Market Promotion Program (FMPP) Grant  
Program, Agricultural Marketing Service, USDA, under Award No. 12-25-G-1163. 
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Mondays and WednesdaysMondays and Wednesdays  
12pm to 6pm12pm to 6pm  

Dwight P. Mitchell City Center ParkDwight P. Mitchell City Center Park  
(corner of Main Street and Pipestone)(corner of Main Street and Pipestone)  

This publication is based on work supported by the Farmers Market Promotion Program (FMPP) Grant Program, Agricultural Marketing Service, 
USDA, under Award No. 12-25-G-1163. 

Free giveaways! 

Indulge your appetite with fresh,       
locally grown: 

 
Okra * Greens * Squash *  

Blueberries * Peaches * Apples * 
Crowder Peas * Green Beans *  

Jalapenos * Tomatoes * Sweet Corn * 
Eggplant * Bell Peppers *  

Broccoli * Zucchini * Onions * Sweet 
Potatoes * Cantaloupe * Watermelon *   
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