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Why Work with Food Retailers

Food is one of a family’s most important expenditures that fuels the lives of the
household. As the primary way most consumers procure food, food retailers play an
important role in meeting a family’s food resource needs, improving consumers’ food
access and helping to mitigate the likelihood of food insecurity. The accessibility and
affordability of food retailers are critically important for limited-resource families with
250,000+ food retailers accepting Supplemental Nutrition Assistance Program (SNAP)
benefits and 47,000+ retailers authorized to accept Special Supplemental Nutrition
Program for Women, Infants, and Children (WIC) (Food and Nutrition Service, n.d.).

Partnering with food retailers can make a big impact on the food selections for families. Work with food retailers
can increase consumers’ motivation and ability to make affordable, healthy food choices (Centers for Disease
Control and Prevention, 2014). Furthermore, healthy food retail interventions have been shown to be effective in
modifying the consumer food environment while improving dietary quality (Riggsbee, in press). A description of
various food retail interventions can be found in the SNAP-Education Toolkit.

Types of Food Retailers

When you hear the term food retail, you might think of a conventional supermarket (i.e., large grocery store)
with aisles and aisles of food products. While a large grocery chain is a form of food retail, it is not the only form.
Supermarkets only account for 65 percent of food retail sales (Levy et al., 2019).

At the end of this publication, you will find a list of various food retail types along with a brief description of each.
Take time to familiarize yourself with this list. Each of these food retailers offers an opportunity to engage The
Importance of Food Retail Partnerships.

A Word About Behavioral Economics
In simplest terms, behavioral economics attempts to explain the reasons and mechanisms behind
consumer behavior.

Based on the principles of behavioral economics, it has been demonstrated that small changes in the food
retail environment can make a big impact on consumer behavior.

Some of these small changes might include:
¢ | ocating healthy food options at eye level or at other prominent locations in a store.

¢ Using messaging, such as point-of-purchase prompts, to guide shopper behavior.
e Bundling (or arranging) healthy food choices to encourage selection.
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The Importance of Food Retail Partnerships

Access to a variety of food retailers from larger grocery stores to farmers markets to specialty grocers has been
linked to healthier diets (see Middel 2019 for a review). In underserved areas, food retail interventions have
demonstrated that customers will purchase fruits and vegetables and other healthy items when offered (Albert et
al., 2017; Martin et al., 2012) and that even small retailers can profit from selling produce (Dunaway et al., 2016).

From its onset, Extension has focused on improving people’s
The issue for food retailers and customers diets through agricultural systems and nutrition education.
often comes down to concerns about Since the 1960s, Extension has addressed food insecurity
money—retailers worry they will stock through EFNEP and SNAP-Ed. For many decades, these
healthy foods that customers won’t buy and programs focused on helping individuals learn how to eat
customers won’t buy healthy foods if they are healthy on a budget. More recently, there has been a shift
unsure how to prepare them. in these programs to reinforce nutrition education with

environmental and community changes that address food

Getting Started with Local Food Retailers

Site Selection. The first step to partnering with food retailers is narrowing down potential sites. To make the most
of your partnership with food retailers consider:

What stores are more likely to serve customers with limited food resources?
e Consider working with stores in low-income areas that accept SNAP/EBT and WIC.

Are there stores near where | deliver UT Extension programming?
¢ Partnering with these stores will allow you to connect participants with food retail interventions.

What stores would be a good fit?

e Some factors to consider include a store’s willingness to work with you, how the store is viewed by the
community and the clientele the store serves (i.e. does the store serve food to families or are customers
predominately stopping by for other products?). You may also find the most success working with
locally-owned stores (i.e., neighborhood stores) as they will not need to consult with a corporate office for
decision making.

Approaching Food Retailers. Food retail managers are very busy and may not be able to hold regular meetings.
You may be speaking with them as they are stocking a shelf or helping with the checkout. Consider the following
tips when approaching store- owners or managers:

¢ |ntroduce yourself and share your connection with UT Extension and any other community groups.
e Compliment the store and any healthy food items they already offer.
e Ask about barriers they have encountered when selling healthy food products.

e Explain what you can offer them, framing the conversation around any incentives to participation, training or
customer promotions you can provide.

Assessment. It is important to understand customer needs, store needs and the store environment. Assess the
following before getting started:

e Participant Perspectives: Work with your participants and other potential store customers to get an
understanding of their shopping needs.

e Store Environment: Walk through the store to get a feel for the customers, marketing strategies, cleanliness and
foods offered. The SNAP-Ed: TNCEP program Shop Smart Tennessee provides a brief store assessment that
can help guide potential interventions.

e food Retail Perspectives: As you meet with food retail managers, get an idea the barriers they face when
stocking and selling healthy food items in their store.



Interventions. UT SNAP-Ed: TNCEP offers a comprehensive food retail program, Shop Smart Tennessee, that
includes incentive items, nutrition education and stocking guidance. Other potential food retail interventions include:

e Work with food retail managers to connect stores with local produce (example - work with a farmers market to
offer excess produce to the store at a discounted price).

o Offer staff training on food safety, healthy food marketing strategies (see behavioral economics) or
nutrition education.

e Assist food retail stores with social media marketing for healthy food promotion.
e Hold grocery store tours or food demonstrations and taste tests of healthy foods.

Building and Sustaining Relationships

Building long lasting relationships with food retail stores can take time. A few tips to building and sustaining
effective relationships include:

e Frequent your store regularly to check-in. Be a regular shopper and get to know staff.

e Work on effective communication with your store manager and ask them the method that works best for them
(often this is face-to-face).

e Engage your store in conversations about barriers to selling and promoting healthy foods, training needs or
customer incentives that work. Build promotions around their needs and the needs of their customers.

e Promote all store program efforts to the community through press releases, social media, at local meetings and
through UT Extension classes. Make sure your partnering store knows you are promoting the program.

e Ask food retailers to become involved with your TNCEP coalition.

Making a Difference in Lawrence County with Shop Smart Tennessee

Working with food retailers can be a great way for new agents to get to know their county and for established
agents to make new partners. When Stacy Clark became the FCS agent for UT Extension Lawrence County
she started visiting convenience and conventional supermarkets as part of her effort to implement Shop Smart
Tennessee. Right away she realized she had to be patient and persistent — once she decided on a store that
would work well for the program, it took her three times to get in touch with the right store manager who
could partner with her. Stacy had to convince the store manager they already had a lot of ingredients for the
recipes and that this program would not mean extra work for the store. She and the manager worked together
to decide what types of signage and recipes would work at the store.

Once the program started the manager worked hard to make it a success. He situated the table at a high
traffic area close to the cashiers in case customers had questions. He started ordering extra fruit for the
different recipes and the store always sold out of the recipe ingredients.
Lessons learned:

1. Partner with the person who buys and stocks the food.

2. Plan to put out new recipes around food shipments.

3. Make sure to visit the store first and inventory what the store has so you can reassure managers that they
have a lot of the recipe ingredients.




What is a food retailer?

A food retailer is a retailer (either a brick-and-mortar store or online) that sells food as a part, or as the
whole, of their selling assortment. Below are some types of food retailers you may find in your communities.
Definitions are provided by Levy et al., (2019).

Learn the Retail Lingo

Convenience Stores: A small-scale retailer that offers a limited assortment of merchandise at a convenient store
location with speedy checkout (e.g., 7-Eleven). Prices are generally higher for food products, compared to other
types of retailers.

Conventional Supermarket: A large, self-service food retail store that offers a wide assortment of food products,
including perishables (e.g., produce, meat, baked goods, dairy products) and non-perishables (e.g., canned goods,
dried beans, pre-packaged grains). Non-food (e.g., health and beauty aids) and general merchandise (e.g., paper
products) are also sold.

Extreme-Value Retailers: A small discount retailer that offers a limited selection of grocery and non-grocery items
(e.g., household goods) at reduced costs for consumers, often selling items each for a dollar (e.g., Dollar Tree).

Farmers Markets: A retail marketplace that includes an assembly of farmers and makers who present merchandise
through booths/tables/stands and sell products directly to customers.

Grocery Outlets: A retailer that offers irregular (i.e., unpredictable) grocery merchandise at a highly discounted
rate. These retailers take advantage of opportunistic buys, receiving merchandise at a lower cost, which is passed
on to the customer.

Limited-Assortment Supermarket: A retailer that stocks a limited selection of their assortment (e.g., ALDI) in order
to reduce costs and increase efficiency to offer lower priced merchandise to consumers.

Mom and Pop Stores/Neighborhood Retailer: A small, independently or family-owned business that serves the
local neighborhood.

Online Grocery Retailers: A retailer that sells food products online to be delivered directly to consumers. This
includes both online-only retailers (e.g., FreshDirect, Amazon) or brick-and-mortar stores that have an online
presence (e.g., Kroger, Wal-Mart).

Supercenters: Large stores that combine both a supermarket and a full-line discount store (e.g., Super Wal-Mart).

Warehouse Clubs: Large stores that offer assortments of both food and general merchandise. These retailers offer
an unpredictable selection of products, but at lower prices due to bulk offerings (e.g. Sam’s, Costco).

Resources

Centers for Disease Control and Prevention. (2014). Healthier food retail: An action guide for public health
practitioners. www.cdc.gov/nccdphp/dnpao/state-local-programs/pdf/Healthier-Food-Retail-guide-full.pdf

Regional Nutrition Education and Obesity Prevention Centers of Excellence. www.psechange.org

SNAP-Ed Toolkit: Obesity Prevention Interventions and Evaluation Framework. snapedtoolkit.org



https://snapedtoolkit.org
https://www.psechange.org
https://www.cdc.gov/nccdphp/dnpao/state-local-programs/pdf/Healthier-Food-Retail-guide-full.pdf

References

Albert, S. L., Langellier, B. A., Sharif, M. Z., Chan-Golston, A. M., Prelip, M. L., Garcia, R. E., Glik, D. C., Belin, T. R.,
Brookmeyer, R., & Ortega, A. N. (2017). A corner store intervention to improve access to fruits and vegetables in
two Latino communities. Public Health Nutrition, 20(12), 2249-2259.

Dunaway, L. F., Mundorf, A. R., & Rose, D. (2016). Fresh fruit and vegetable profitability: Insights from a corner store
intervention in New Orleans, Louisiana. Journal of Hunger and Environmental Nutrition, 12(3), 352-361.

Food and Nutrition Service. (n.d.). About the WIC program. United States Department of Agriculture. Retrieved
March 22, 2021 from https://www.fns.usda.gov/wic/state-agency

Food and Nutrition Service. (n.d.). Fiscal year 2020 year end summary. United States Department of Agriculture.
Retrieved March 22, 2021, from https://fns-prod.azureedge.net/sites/default/files/resource-files/2020-SNAP-
Retailer-Management-Year-End-Summary.pdf

Levy, M., Weitz, B., & Grewal, D. (2019). Retailing Management (10th ed.). McGraw-Hill.

Martin, K. S., Havens, E., Boyle, K. E., Matthews, G., Schilling, E. A., Harel, O., & Ferris, A. M. (2012). If you stock it, will
they buy it? Healthy food availability and customer purchasing behaviour within corner stores in Hartford, CT, USA.
Public Health Nutrition, 15(19), 1973-1978.

Middel, C. N. H., Schuitmaker-Warnaar, T. J., Mackenbach, J. D., & Broerse, J. E. W. (2019). Systematic review:
A systems innovation perspective on barriers and facilitators for the implementation of healthy food-store
interventions. International Journal of Behavioral Nutrition and Physical Activity, 16(108).

Riggsbee, K., Nussbaumer, A., Hall, E., Anderson-Steeves, E., Sneed, C. T., Burney, J. L., & Colby, S. (in press).
Barriers and facilitators to implementing healthy food retail programs: Extension agents’ perceptions. Journal of
Human Sciences and Extension.

Shop Smart Tennessee Team, (2019). Shop Smart Tennessee Handbook and Lesson Plan. UT Extension.


https://fns-prod.azureedge.net/sites/default/files/resource-files/2020-SNAP
https://www.fns.usda.gov/wic/state-agency

|

TENNESSEE NUTRITION & CONSUMER
EDUCATION PROGRAM

This material was funded by USDA’s National Institute of Food and Agriculture, Expanded Food and Nutrition Education Program
and Supplemental Nutrition Assistance Program (SNAP) under an agreement with the State of Tennessee.

UriA

INSTITUTE OF
AGRICULTURE

THE UNIVERSITY OF TENNESSEE

UTIA.TENNESSEE.EDU
Real. Life. Solutions.”

W 1021-E 7/21 22-0015 Programs in agriculture and natural resources, 4-H youth development, family and consumer sciences, and resource development. University of Tennessee
Institute of Agriculture, U.S. Department of Agriculture and County governments cooperating. UT Extension provides equal opportunities in programs and employment.



	Blank Page




Accessibility Report





		Filename: 

		2871893601.pdf









		Report created by: 

		Molly Mullin, Digital Content Coordinator, mmulli12@utk.edu



		Organization: 

		University of Tennessee Institute of Agriculture, Marketing & Communications







 [Personal and organization information from the Preferences > Identity dialog.]



Summary



The checker found no problems in this document.





		Needs manual check: 2



		Passed manually: 0



		Failed manually: 0



		Skipped: 0



		Passed: 30



		Failed: 0







Detailed Report





		Document





		Rule Name		Status		Description



		Accessibility permission flag		Passed		Accessibility permission flag must be set



		Image-only PDF		Passed		Document is not image-only PDF



		Tagged PDF		Passed		Document is tagged PDF



		Logical Reading Order		Needs manual check		Document structure provides a logical reading order



		Primary language		Passed		Text language is specified



		Title		Passed		Document title is showing in title bar



		Bookmarks		Passed		Bookmarks are present in large documents



		Color contrast		Needs manual check		Document has appropriate color contrast



		Page Content





		Rule Name		Status		Description



		Tagged content		Passed		All page content is tagged



		Tagged annotations		Passed		All annotations are tagged



		Tab order		Passed		Tab order is consistent with structure order



		Character encoding		Passed		Reliable character encoding is provided



		Tagged multimedia		Passed		All multimedia objects are tagged



		Screen flicker		Passed		Page will not cause screen flicker



		Scripts		Passed		No inaccessible scripts



		Timed responses		Passed		Page does not require timed responses



		Navigation links		Passed		Navigation links are not repetitive



		Forms





		Rule Name		Status		Description



		Tagged form fields		Passed		All form fields are tagged



		Field descriptions		Passed		All form fields have description



		Alternate Text





		Rule Name		Status		Description



		Figures alternate text		Passed		Figures require alternate text



		Nested alternate text		Passed		Alternate text that will never be read



		Associated with content		Passed		Alternate text must be associated with some content



		Hides annotation		Passed		Alternate text should not hide annotation



		Other elements alternate text		Passed		Other elements that require alternate text



		Tables





		Rule Name		Status		Description



		Rows		Passed		TR must be a child of Table, THead, TBody, or TFoot



		TH and TD		Passed		TH and TD must be children of TR



		Headers		Passed		Tables should have headers



		Regularity		Passed		Tables must contain the same number of columns in each row and rows in each column



		Summary		Passed		Tables must have a summary



		Lists





		Rule Name		Status		Description



		List items		Passed		LI must be a child of L



		Lbl and LBody		Passed		Lbl and LBody must be children of LI



		Headings





		Rule Name		Status		Description



		Appropriate nesting		Passed		Appropriate nesting










Back to Top



