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Best 
Practices 
Cooking 
Demos 

and 
Tastings 

 
 

Hunger  
& Health  

in 
Vermont 

 Transforming the Food Environment  
of Local Food Pantries 

 

GOAL: 
INCREASE AWARENESS 

GENERATE NEW IDEAS 

INSPIRE ACTION  

to make fresh local food 

accessible to all 

VT Fresh 

Behavioral 
Economics 
Research 

Resources 
and Next 

Steps 



1 

HUNGER  
IN VERMONT 



153K 
VERMONTERS 

SERVED ANNUALLY 

72% 
OF HOUSEHOLDS 
PURCHASE IN EXPENSIVE 
UNHEALTHY FOOD 

33% 
OF HOUSEHOLDS 
HAVE A MEMBER 
WITH DIABETES 

OF HOUSEHOLDS HAVE                    
A MEMBER WITH HIGH 
BLOOD PRESSURE 

46% 

Vermont Foodbank Network 
 

2014 National Hunger Study Data. 



225 FOOD 
PANTRIES  
AND MEAL 
PROGRAMS  

1.2 M 1:4 VERMONTERS                  
AT RISK OF 
HUNGER & FOOD 
INSECURITY 
 
 

10M POUNDS OF 
FOOD 
DISTRIBUTED 

VISITS  
ANNUALLY 

= 
8.3 TIMES PER YEAR 

  

Chronic Food Insecurity 
 

2014 National Hunger Study Data. 
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The changing face of 
hunger  

demands a  

new level of 
RESPONSIBILITY  

to provide  

the most NUTRITIOUS 
FOOD available. 

 

Photo: Chittenden Emergency Food Shelf 
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Fruits  

and vegetables  

are a  

proven way  

to improve nutrition  

and  

HEALTH. 

 

Photo: Putney Food Shelf 
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CDC State Indicators, 

Vermont 2013 

Fruit and Vegetable 

Consumption for adults 

living at 185% FPL 
(about $3000/month for a family 

of three) 

24% 
CONSUME VEGETABLES 
LESS THAN  
ONE TIME A DAY 

41% 
CONSUME FRUITS  
LESS THAN  
ONE TIME A DAY 
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Hunger / Obesity 

Paradox 

Consumption of 

economical sources of 

calories are linked to 

obesity 



Individuals who are food 

insecure have:  

7.4 

10.2 

0.

2.8

5.5

8.3

11.

Food secure Food insecure

Higher Rates of diabetes in  
food-insecure people compared  

with their low-income food-secure 
counterparts  

 • Increased risk of obesity and 

diabetes 

• More challenges managing 

diabetes  

• Higher rates of diabetes 

distress 

• More frequent ER visits for 

hypoglycemia  

 

Diabetes Rates US Low-Income Population NHANES 
1999-2004. Seligman, Jl Nutr, 2010 
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Case Study 
VT FRESH PROGRAM 

 



FE E DING A ME RICA  +  V E RMONT  FOOD B A NK  /  13  /  

VT Fresh Partners 
2014-2016 

 

• Bennington Kitchen Cupboard 
• Brighton Community Meals Island 

Pond 
• BROC- Rutland 
• Chester-Andover Family Center 
• Chittenden Emergency Food Shelf 
• Capstone Community Action Barre 
• Fairfield Community Center 
• Ground Works Collaborative, 

Brattleboro 
• Hardwick Area Food Shelf 
• Hinesburg Community Food Shelf 
• Jamaica-Wardsboro Food Shelf 

• Johnson Food Shelf 
• Just Basics, Montpelier Food Pantry 
• NEKCA- St. Johnsbury 
• NEKCA- Newport 
• OurPlace Drop-In Center Bellows Falls 
• Putney Food Shelf 
• Rutland Community Cupboard 
• Sheffield Food Pantry 
• Springfield Family Center 
• Upper Kingdom Food Access 
• YMCA Diabetes Prevention Program 

 

Funded in part by the USDA’s Supplemental Nutrition Assistance Program (SNAP). USDA is an 
equal opportunity provider and employer.   



 
 

Sharing the 
Joy & Beauty 
of Fresh Food 
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What would happen 

 if the food shelf 
environment  

was set up to 

 encourage people  

to CHOOSE more  

FRUITS and  

VEGETABLES? 

 

Photo: Springfield Family Center 
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What if fruits  

and vegetables  

were displayed in  

a more VISIBLE,  

ATTRACTIVE  

and even  

BEAUTIFUL way?  

 

Photo: Bennington Kitchen Cupboard 
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Community  

food shelves and food banks 

 were historically built around 
the availability of 

PROCESSED  

and  

NON-PERISHABLE  

foods 

and providing an  

EMERGENCY FOOD supply  
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FOOD CHOICES  

are  

influenced  

and  

affected  

in part  

by our ENVIRONMENT 
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WHAT IF… 

 

fruits and vegetable  

displays  

included 

VIBRANT SIGNAGE 

 

Photo: NEKCA St. Johnsbury 
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PRODUCE  

BANNERS 

 

Photo: Rutland Community Cupboard 
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and  

SHELF  

LABELS 

 

Photo: NEKCA St. Johnsbury 
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like you  

might 

 see at a  

FARMER’S MARKET? 

 

Photo: VT Fresh Cooking Demo 
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What if  

the food shelf was filled  

with the COMFORTING  

and  

WELCOMING smells 

 of sautéed onions  

and garlic? 

 

Photo: VT Fresh Cooking Demo 
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And visitors had a 

chance to TASTE a 

particular vegetable  

they  

thought  

they didn’t like?  

 

Photo: VT Fresh Cooking Demo 



Photo: Hardwick Area Food Shelf  
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What would happen if  

this change in the  

FOOD ENVIRONMENT 

also created a space to  

CONNECT  

with one another, 

TALK about FOOD 

and SHARE ideas and 
STORIES  

about WHAT WE EAT and  

WHERE OUR FOOD 
COMES FROM? 

 

Photo: VT Fresh Cooking Demo 
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BEHAVIORAL  

ECONOMICS RESEARCH 
has offered us creative 

and intuitive strategies to    

“NUDGE” people  

in a way that makes  

FRUITS AND 
VEGETABLES THE 
EASIER CHOICE 

 

Photo: NEKCA St. Johnsbury 
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Photo:  Groundworks Collaborative, Brattleboro 
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3 

IDEAS 
INSPIRED BY 
BEHAVIORAL 
ECONOMICS 
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Case Study 
BEHAVIORAL ECONOMICS RESEARCH 
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Photos: Rutland Community Cupboard, NEKCA St. Johnsbury 
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Strategic Location 

Putting the salad bar 

away from the wall and 

putting it in front of the 

checkout register nearly 

tripled sales of salad.  

Healthier choices in the 
lunchroom, David Just, 2012.  
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Container change 

Switching from 
cardboard boxes to a 
heavy duty plastic crate 
increased the likelihood 
that a client took 
cabbage by 42% and 
increased the average 
amount of cabbages 
taken by 56%. 

The Power of Nudges: Making 
the Healthy Choice the Easy 
Choic in Food Pantries, 
Feeding America and Cornell 
University, 2016.   
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Eye level placement 

This nudge led to a 27% 

increase in the likelihood 

clients took at least one 

cabbage. The amount of 

cabbage distributed to 

each client increased by 

60%.  

The Power of Nudges: Making 
the Healthy Choice the Easy 
Choic in Food Pantries, 
Feeding America and Cornell 
University, 2016.   
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Order matters 

Moving chocolate milk 

behind the plain milk led 

students to buy more 

plain milk.  

 

Healthier choices in the 
lunchroom, David Just, 2012.  
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Photos: Putney Food Shelf, BROC Rutland 
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Photos: NEKCA St. Johnsbury 
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Attractive displays 

Putting apples and 

oranges in a fruit bowl, 

rather then a stainless 

steel pan, more than 

doubled fruit sales.  

 

Healthier choices in the 
lunchroom, David Just, 2012.  

Photos: Groundworks Collaborative, Brattleboro 
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Prominent location 

Placing nutritious foods 

like broccoli at the 

beginning of the lunch 

line, rather and in the 

middle, increased sales.  

Healthier choices in the 
lunchroom, David Just, 2012.  

Photo: NEKCA St. Johnsbury 
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Multiple Exposures 

Multiple exposures led to 

a 90% increase in the 

likelihood that a client 

took at least one loaf 

whole wheat bread and 

increased the number of 

whole wheat bread 

distributed by 160% 

The Power of Nudges: Making 
the Healthy Choice the Easy 
Choic in Food Pantries, 
Feeding America and Cornell 
University, 2016.   
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Bundling 

When foods are bundled 

together for 

convenience, up to 18% 

more will take the 

bundled food. 

Hanks, A. S., Just, D. R., Smith, 
L. E., & Wansink, B. Healthy 
convenience: nudging 
students toward healthier 
choices in the lunchroom. 
Journal of Public Health 
34(2012):370-376. 
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Photos: Rutland Community Cupboard, NEKCA St. Johnsbury, Springfield Family Center, Johnson Food Shelf 
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Priming 

This priming nudge 

increased the likelihood 

a client took oranges by 

28% 

The Power of Nudges: Making 
the Healthy Choice the Easy 
Choic in Food Pantries, 
Feeding America and Cornell 
University, 2016.   
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Follow the Arrow 

Floor arrows were found 

to increase sales of fruit 

and vegetables by 9% 

(Payne et al., working 

paper).  

Payne CR, Niculescu M, Just 
DR, Kelly M. Social norms in 
the grocery store: increasing 
fruit and vegetable purchases 
without increasing budgets. 
Working Paper. 
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Shopping Cart Sign 

Placards within grocery 

carts led to a 16% 

increases in produce 

purchases 

Payne, C. R., Niculescu, M., 
Just, D. R., & Kelly, M. P. 
(2015). Shopper marketing 
nutrition interventions: Social 
norms on grocery carts 
increase produce spending 
without increasing shopper 
budgets. Preventive Medicine 
Reports, 2, 287-291. 

Photos: Rutland Community Cupboard 
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Photos: NEKCA St. Johnsbury, Hardwick Area Food Pantry 
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Recipe Card 

Placement 

Having recipes that 

include fresh produce 

lead low-income mothers 

to serve more fruits and 

vegetables because of 

increased confidence 

that they would be able 

to use the produce.  

Birmingham, B., J. A. Shultz 
and M. Edlefsen. Evaluation of 
a Five-a-Day Recipe Booklet 
for Enhancing the Use of 
Fruits and Vegetables in Low-
Income Households. Journal 
of Community Health 
29(2004):45-62.  
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Signage 

This nudge increased the 

likelihood that a client 

took oatmeal by 202%. 

The average amount of 

oatmeal distributed per 

client increased by 

146%.  

The Power of Nudges: Making 
the Healthy Choice the Easy 
Choic in Food Pantries, 
Feeding America and Cornell 
University, 2016.   
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Photo: Bennington Kitchen Cupboard 



FE E DING A ME RICA  +  V E RMONT  FOOD B A NK  /  57  /  

Verbal prompts 

When cafeteria workers 

asked, “Do you want 

salad?” sales increased 

by a third.  

Healthier choices in the 
lunchroom, David Just, 2012.  
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Descriptive Names 

Giving healthy food 

choices more descriptive 

names increased sales 

by 27 percent.  

Healthier choices in the 
lunchroom, David Just, 2012.  



FE E DING A ME RICA  +  V E RMONT  FOOD B A NK  /  60  /  

WHAT ELSE DOES THIS  

RESEARCH TELL US?  

 

Food decisions  

are often times 

more EMOTIONAL  

than rational.  
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Individuals are  

more receptive to  

ADDING FOODS THAT 

ARE HEALTHIER  

to their diet than  

they are to eliminating  

unhealthy foods.  

 

Photo: BROC Rutland 
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People respond  

to SENSORY   

EXPERIENCES 

 and immediate 

gratification 

 

Photo: Hinesburg Community Food Shelf 
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Displaying  

healthy foods  

PROMINENTLY  

draws attention  

to them  

and may  

increase their 
consumption 

 

Photo: Groundworks Collaborative, Brattleboro 
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• Displaying  

• healthy foods  

• PROMINENTLY  

• draws attention  

• to them  

• and may  

• increase their 
consumption 

 

Photo: Groundworks Collaborative, Brattleboro 

Photo: Fairfield Community Center 
Photo: NEKC A St. Johnsbury 
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An ATTRACTIVE 

presentation 

may influence  

choosing  

healthy food  

over unhealthy food 

 

Photo: BROC Rutland 
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Changing the  

PHYSICAL PLACEMENT  

of specific food items, to 

make them stand out can 

increase  their 

consumption 

 

Photo: Just Basics Montpelier Food Pantry 
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Simply  

providing people with a  

GREATER VARIETY of 

healthy foods increases 

the consumption of them 

 

Photo: Chittenden Emergency Food Shelf 
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Changing the 

CONTAINERS 

 used to display certain 

foods, such as attractive 

baskets and bowls can 

influence someone’s 

choice to eat those 

foods. 

 

Photo: Groundworks Collaborative, Brattleboro 



FE E DING A ME RICA  +  V E RMONT  FOOD B A NK  /  70  /  

Combining with 

ATTRACTIVE SIGNAGE 

draws attention to items 

and can increase 

selection of those items 

 

Photo: Bennington Kitchen Cupboard 
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Food is a great way to 

CONNECT with people 

 

Connecting with others 

can be MOTIVATIONAL 

and also act as a 

REMINDER of positive 

experiences.  

 

Photo: Chittenden Emergency Food Shelf 
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This process of 
connecting people  

over food can  

INFLUENCE 

how likely  

they are to try  

NEW FOODS  

and recipes. 

 

Photo: VT Fresh Cooking Demo 
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The power of  

WORD-OF-MOUTH 
ADVERTISING  

has an impact  

far greater  

than simply providing 
information about  

why we should  

make healthy  

FOOD CHOICES 

 

Photo: VT Fresh Cooking Demo 
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Researchers have  

shown that individuals 

that think an item will 

taste good may  

LIKE IT MORE  

than they thought they 

would.  

 

Photo: VT Fresh Cooking Demo 
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An individual’s 

willingness to try 

something new  

and decide that they  

will like it is greatly 

influenced by the 

PEOPLE AROUND THEM. 

 

Photo: VT Fresh Cooking Demo 
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…food shelves  

(and many other 
community locations) 

have an untapped  

potential to  

make an even  

BIGGER IMPACT 

at an individual  

and community level. 

 

Photo: Rutland Community Cupboard 
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Their biggest assets are 

the CARING 

VOLUNTEERS  

and STAFF  

that manage them.  

 

Photo: Chester-Andover Family Center 
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People who  

are passionate  

about FOOD 

and HELPING OTHERS.  

 

People who are  

WILLING  

to sort through  

and remove  

spoiled items  

 

Photo: Rutland Community Cupboard 
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… and gather a VARIETY 

of produce.  

 

Photo: Bennington Kitchen Cupboard 
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Making produce MORE 
ABUNDANT 

and a  

larger share  

of the food  

that’s distributed at the 
food shelf  

is one of the first steps.  

 

Photo: Capstone Community Action 
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Think 

 CREATIVELY 

about how fresh foods 

are presented and 

DISPLAYED 

 

Photo: Putney Food Shelf 



FE E DING A ME RICA  +  V E RMONT  FOOD B A NK  /  82  /  

Improve CONVENIENCE  

and appeal 

 

Photo: Rutland Community Cupboard 
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PRE-PACKAGE 

 

Photo: Rutland Community Cupboard 
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or do some  

LIGHT PROCESSING 

 

Photo: Our Place Drop in Center 
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Offering  

special  

PRODUCE distribution 

days and EVENTS 

 

Photo: Sheffield Food Pantry 
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And, some of the  

SIMPLEST strategies  

are also the most  

PERSONABLE ones.  

 

ENCOURAGING PEOPLE 

to try fruits and 
vegetables  

CAN GO A LONG WAY.  

 

Photo: Bennington Kitchen Cupboard 
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These are  

LOW COST 

ways to…. 

 

Photo: NEKCA Newport 
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TRANSFORM  

community food 

environments 

 

Photo: NEKCA St. Johnsbury 
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Activate our  

HEARTS and MINDS 

with what  

looks,  

feels,  

smells  

and  

tastes good  

 

Photo: NEKCA St. Johnsbury 
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Photo: NEKCA Newport 
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One small step…  

 

Towards connecting our communities  

more deeply to the FOOD WE EAT,  

ONE ANOTHER  

and perhaps even to our  

OWN HEALTH  

in meaningful ways.  
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Photo: Bennington Kitchen Cupboard 
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3 

TASTE TESTS  
& COOKING 

DEMOS 
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Sharing Simple 

Recipes 

Using one vegetable as 

the primary ingredient 
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Increased risk 
of Diabetes  

imited 
Resources 

Program Impacts 

 
 



FE E DING A ME RICA  +  V E RMONT  FOOD B A NK  /  98  /  

VT Fresh Partners 
2014-2016 

 

• Bennington Kitchen Cupboard 
• Brighton Community Meals Island 

Pond 
• BROC- Rutland 
• Chester-Andover Family Center 
• Chittenden Emergency Food Shelf 
• Capstone Community Action Barre 
• Fairfield Community Center 
• Ground Works Collaborative, 

Brattleboro 
• Hardwick Area Food Shelf 
• Hinesburg Community Food Shelf 
• Jamaica-Wardsboro Food Shelf 

• Johnson Food Shelf 
• Just Basics, Montpelier Food Pantry 
• NEKCA- St. Johnsbury 
• NEKCA- Newport 
• OurPlace Drop-In Center Bellows Falls 
• Putney Food Shelf 
• Rutland Community Cupboard 
• Sheffield Food Pantry 
• Springfield Family Center 
• Upper Kingdom Food Access 
• YMCA Diabetes Prevention Program 

 

Funded in part by the USDA’s Supplemental Nutrition Assistance Program (SNAP). USDA is an 
equal opportunity provider and employer.   
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Increased risk 
of Diabetes  

imited 
Resources 

Program Impacts 
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Increased risk 
of Diabetes  

imited 
Resources 

Program Impacts 

 
 

31 types of vegetables demoed!  
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WHAT IS THE POTENTIAL IMPACT? 

INTENTION  
TO CHANGE 
BEHAVIOR 

PREFERENCE 
AND  ATTITUDE 
CHANGE 

INCREASED 
ACCESS TO FRUITS 
& VEGETABLES 

BEHAVIOR 
CHANGE   

IN FRUIT & VEGETABLE 
CONSUMPTION  

 
 
 

IMPROVED 
HEALTH  

OUTCOMES 
 
 
 
 
 
 

FOOD 
ENVIRONMENT 
CHANGES 
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TASTE PREFERENCE 

“ I never knew collard 

greens could taste so 

good! It’s great to get out 

of my normal routine of 

cooking meat and 

potatoes”.  

 

– women, early 70’s  

 



FE E DING A ME RICA  +  V E RMONT  FOOD B A NK  /  103  /  

BEHAVIOR CHANGE 

“Your cooking demos 
and produce are really 

making me excited about 
cooking! I have made 

vegetables I have never 
cooked before and they 
are becoming a larger 

part of my weekly 
cooking routines” 

 



4 

RESOURCES 
AND NEXT 

STEPS
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Increased risk 
of Diabetes  

imited 
Resources 

Implementation Steps for New Partners 
 

Food Insecure Poor 
Nutrition 

Health Screenings 
& Recruitment 

Implement 
Program 

Nov 2016- Sept 2017 

Identify goals and 
strategies - 

application due  
October 31, 2016 

Be Inspired and 
Share Best 

Practices Across 
the Network 
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Increased risk 
of Diabetes  

Mini-Grants 
Identify goals and strategies 
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Increased risk 
of Diabetes  

imited 
Resources 

Identify Display Items:  
Produce Displays: www.bit.ly/vtdisplays 

 
 

http://www.bit.ly/vtdisplays
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Increased risk 
of Diabetes  

imited 
Resources 

Identify Signage Items:  
Produce Signage: www.bit.ly/vtsignage  

 
 

http://www.bit.ly/vtsignage
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Increased risk 
of Diabetes  

imited 
Resources 

Mini-Grants 
Making it easy for sites to  
purchase signage and materials.  
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Be Inspired & Share Best Practices 
https://www.instagram.com/vtfreshprogram/  

 

https://www.instagram.com/vtfreshprogram/
https://www.instagram.com/vtfreshprogram/
https://www.instagram.com/vtfreshprogram/
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• Which ideas resonate most for you?  

• What are the opportunities within your 

community? 

• What are the barriers and challenges?   



THANK 
YOU 

 

Michelle Wallace 

mwallace@vtfoodbank.org  

 

Andrea Solazzo 

asolazzo@vtfoodbank.org  

 

Sara Whitehair 

swhitehair@vtfoodbank.org  

 

Genna Williams 

gwilliams@vtfoodbank.org  

 

 

 

 

mailto:mwallace@vtfoodbank.org
mailto:asolazzo@vtfoodbank.org
mailto:swhitehair@vtfoodbank.org
mailto:asolazzo@vtfoodbank.org

