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Program Summary: 

Overall we feel that we met the goals and objectives (see below) which were to increase 
EBT and overall market sales and increase the number of vendors. The beneficiaries 
included; local farmers, and. low income consumers (particularly recipients of SNAP and 
WIC).  Collaborators included local health agencies and agencies who focus on low income 
consumers, Wholesome Wave, and Ohio State Extension Services. Our activities included 
targeted marketing, vendor recruitment and training, healthy eating education, holding 
supportive events at the market in order to attract more customers, and bringing in other 
produce consumption incentives programs for low-income people. 
Our most significant accomplishment was to increase our EBT/WIC usage through 
bringing in other partners and incentive sources 

Goals and Objectives: 

Goals as stated in the application were: 4 new farmers, increased EBT sales and increase in 
overall vendor sales.  We saw increases in all of the above areas.  Specifically, from 2012 to 
2014 our EBT usage doubled.   Our overall market sales nearly tripled over the same time 
period.  The need for the grant prior to the U.S.D.A. funding was that the market was 
located in a food desert and without the financial support for a market manager and 
marketing Gateway105 would not have been able to stay open. 

  



Activities:  
 
The activities used to achieve the goals of the project included; Marketing, obtaining 
addtional incentive funds, recruiting and training vendors, -and holding other supportive 
events at the market. Marketing targeted to the low income users included; door to door 
flyering, a billboard, robo-calling, newsletters, community meetings, the local WIC and 
SNAP offices, email blasts, Cleveland Plain Dealer, our website and Facebook.  Working in 
partnership with Wholesome Wave Foundation (https://www.wholesomewave.org/our-
initiatives/) and OSU Extension (http://cuyahoga.osu.edu/program-areas/agriculture-and-
natural-resources/cuyahoga-county-food-policy-coalition) we brought food incentive 
programs to the market to enhance EBT usage.  These programs included Produce Perks 
and the Fruit and Vegetable Prescription Program. These programs brought more 
resources to the market for low income consumers.    The activities we took to attract more 
vendors included word of mouth outreach, working with GrowOhio 
(http://growhio.org/home), and approaching specific vendors.  Activities held at the market 
to draw in more customers included; healthy cooking demonstrations, giveaways like 
cookbooks, speakers, sustainability workshops, and kid's activities. The Produce Perks 
program worked as such; When an EBT customer swiped their card for say $10, we would 
give them $10 worth of EBT tokens and a $10 worth of "Produce Perks" tokens (a one 
dollar to one dollar match up to $10). The "Produce Perks tokens can only be used on 
produce.  The customer would then take these tokens to market to purchase EBT eligible 
and Produce Perk Eligible items.  The vendor then would redeem these tokens with us. We 
would then get reimbursed by the Ohio State Extension Services for tokens distributed. 
Their funding came from the Wholesome Wave Foundation. We also particpated in the  
Produce Prescription Program as described below: Through the Produce Perks incentive 
program, FPC has established relationships with several farmers’ markets in Cuyahoga 
County to better connect low-income residents to healthy, local food. A 2012 FPC survey of 
farmers’ market participating in Produce Perks, communicates that many market 
managers see partnerships with health care institutions and providers as one of the most 
effective strategies to promote the program better. In June of 2013, our members sought to 
leverage these relationships and coordinated an extended effort to improve public health 
through local food  by launching a fruit and vegetable "prescription program" known as 
Produce Prescription (PRx).  
 
By connecting public health agencies and providers  to our market locations, the Produce 
Prescription pilot  encourages fresh fruit and vegetable consumption among pregnant 
woman in order to increase healthy birth outcomes while allowing participants to gain a 
better understanding of assistance programs, like Produce Perks, that help stretch food 
dollars at farmers' markets. Additionally, FPC understands that cost is just one of the 
many food access factors that can be addressed through incentives. Paired with Produce 
Perks incentives, social incentives have the ability to change consumption behaviors (as 
patients often show deference to the recommendations of physicians and nutritionists in 
order to stay healthy enough to care for themselves and loved ones.)  
 
PRx works by each provider location enrolling interested women up to 25 weeks pregnant 
at the beginning of the market season into the program. All participants are then provided 



with  $40 in Produce Prescription vouchers at each of their regularly scheduled monthly 
gestational visits up until October. During each monthly visit, the provider counsels 
participants on their nutrition-related health goals and perceptions of farmers' markets in 
addition to addressing any barriers that the participant may have in shopping at a farmers' 
markets and preparing healthy meals. The participants then visit a nearby Produce Perks 
farmers' market and redeems their vouchers for fresh fruits and vegetables. 

Accomplishments: 

Our accomplishments include;-Doubling EBT usage between 2012 and 2014.  In 2012 our 
EBT sales were $623 and in 2014 they were $1,892.-Nearly tripling overall vendors sales in 
the same time period. IN 2012 our estimated vendor sales were $6,849 and in 2014 they 
were $19,310                                                                                                                                        
-In 2012 we had approximately 65 EBT customers which increased to 209 by 2014.-
Implementing a health and wellness educational component to the market.  This program 
consisted of having healthy cooking demonstrations at the market, distributing recipes and 
cookbooks focusing on healthy African-American cuisine, holding exercise classes such as 
Zumba and Yoga, holding bike rides and bike fix up events to promote bicycling,  
partnering with the YMCA doing physical assessments and then creating a plan including 
diet and exercise, and finally, having local medical professionals perform tests at the 
market (BMI, weight,etc.)                       
-Implementing a comprehensive targeted marketing that included multi-media approach 
including billboard, Facebook, our web page, door to door flyering. The market was 
featured in local newspapers at least 5 times, over 5,000 robocalls were made and over 
6,000 flyers distributed.                                                                                                                     
These activities resulted in an increase in EBT sales from $623 in 2012 to $1,892 in 2014.  In 
addition, Produce Perks usage in 2013 (the first year of the program) was $750 and 
increased to $1,890 in 2014.                                                                                                              
Beneficiaries: 
 
The beneficiaries of this effort included;Ø The six produce vendors (and the four non-
produce vendors)Ø Residents of the Glenville neighborhood have better access to fresh 
produceØ Residents of the Glenville neighborhood are smarter about making better food 
choicesØ The EBT customers who shopped at the market. These customers also received 
an additional benefit of produce through access to other incentive programsØ Glenville 
residents and market customers have more useful information about nutrition, the benefits 
of exercise, how to garden, and how to be better environmental stewards. Ø The Glenville 
neighborhood benefitted from having a weekly event that became a hub of activity for 
music, learning, socialization and of course shopping.  Several Glenville residents were 
vendors at the market including fresh produce, prepared foods and crafts. 
 
Lessons Learned: 
 
The biggest lesson that we learned was that just providing easy access to fresh produce (in 
a food desert) does not guarantee consumption.  The neighborhood we are attempting to 
serve is primarily African American and low income.  This population is not the typical 
farmers’ market shopper.  Older African Americans knew about this type of shopping, 



younger people did not.  We learned we needed to educate people about how to shop at a 
market, the seasonal nature, the benefits, and how to cook certain vegetables they may not 
be familiar with.  Problems we encountered included people expecting certain vegetables to 
be available either too early in the local market season (such as local corn in May or June) 
or bananas (which of course do not grow in Ohio).  Also, low income shoppers may not 
have the luxury of paying more for local, organic produce when they can the same product 
(but not local and not organic) for less.  In  order to address these issues we took the 
following steps;• Recruited a farmer who not only sold product that he grew but also 
product from outside the area. For example he sold eggplant from Georgia at a time of the 
season that it was not available in northeast Ohio.  This provided more options to 
customers.• We worked with our farmers to understand the customer base at this market. 
Meaning that we explained that the premium prices they obtained at other markets whose 
customers had more disposable income may not be obtained at our market.  The end result 
was that overall market prices dropped. The addition of the above farmer also contributed 
to the price drop.• We provided recipe cards and held cooking demonstrations using food 
purchased at the market.  • We encouraged farmers to bring to market products popular to 
this population such as greens etc.Based on this, our advice to other markets would be to 
know the tastes habits of the specific market you are trying to serve. Don’t assume what 
works in one part of town will work in another part of town. 
  
 
































