
LIVE  WELL  COMMUNITY  MARKET  PROGRAM  

UCSDCOMMUNITYHEALTH.ORG

L E A R N  H O W  T O  S T O C K ,
D I S P L A Y ,  P R O M O T E ,  &
S E L L  H E A L T H Y  S N A C K S

H E A L T H Y  S N A C K S  W O R K S H O P 

E l le  Mar i ,M.Sc . ,  D i rec tor
Kate  Mahoney ,  MPH,  Pro jec t  Manager  
Urban  Food  Env i ronments  
Center  for  Communi ty  Hea l th  
Un ivers i t y  o f  Ca l i forn ia ,  San  D iego  



LIVE  WELL  COMMUNITY  MARKET  PROGRAM 

LI VE  WELL  COMMUNI TY 
MARKET  PROGRAM

Improve and promote access to healthy affordable
foods, increase availability of fresh produce, redesign
markets, and connect with community stakeholders to
build a healthier food environment in San Diego. 
 
We've worked with 24 markets since 2015. 

URBAN FOOD ENVI RONMENTS



O V E R V I E W
A G E N D A 

Introductions
Why Stock & Promote Healthy Snacks?
What Qualifies as a Healthy Snack?

Criteria/Guidelines/Rules 
Product Examples
Activity

Placement & Marketing  
Activity 

Conclusion: Review & Q + A 
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A T  Y O U R  M A R K E T ?  
W H Y  S T O C K  &  P R O M O T E  H E A L T H Y  S N A C K S  

Let's talk about food access, 
health, and profit! 

URBAN FOOD ENVI RONMENTS
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L O W - I N C O M E  &  L O W 
F O O D  A C C E S S  N E I G H B O R H O O D S

YOUR MARKETS  HELP  PEOPLE  IN  

URBAN FOOD ENVI RONMENTS
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C I T Y  H E I G H T S             S O U T H E A S T E R N              N A T I O N A L  C I T Y  

URBAN FOOD ENVI RONMENTS

64% of households are
low-income

 
27.8% are food insecure
(more than double county
avg) 

 
14.1% of households
receive SNAP EBT/CalFresh

 
36.6% of adult pop.
experience obesity (24.1%
county avg) 

 

Low-income households
experience more food
insecurity (16.7% to 6.7%
county avg)

 
Multiple low-income & low
food access
neighborhoods* (further
than 1 mi from full service
supermarket) 

 
14.2% of households
receive SNAP EBT/CalFresh

 

Over one third of National
City residents experience
obesity 

 
Multiple low-income & low
food access
neighborhoods*

 
14.9% of households
receive SNAP EBT/CalFresh 

 
Median household income
is only $40,732 (2014)
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B A D  M A R K E T I N G   

URBAN FOOD ENVI RONMENTS

Impulse marketing &
strategic placement of
unhealthy foods are risk
factors for obesity (Cohen &
Babey, 2012)

 
Children may be
particularly vulnerable to
food environments they
cannot control (Ding et al.,
2012)
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P R O F I T  P O T E N T I A L  

URBAN FOOD ENVI RONMENTS

Americans eat over 1,000 "snack-oriented convenience foods" each year
(Progressive Grocer, 2013)

#1 increase in sales are health bars ($633M/yr)
Produce (fruit/veg) snacks have gone up by 5%

 
Health claims/messages are driving sales in all snack categories (Nielsen,
2017)

 
Buy bulk & sell individually, example: Rx Bars

Purchase for $21/12 pack ($1.67 ea)
Sell for $2.50 ea 
Profit = .$.83 ea or $9.96 per box 
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H E A L T H Y  S N A C K  G U I D E L I N E S  
W H A T ' S  A  H E A L T H Y  S N A C K ?  

URBAN FOOD ENVI RONMENTS
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G U I D E L I N E S  
Best choice: whole, unprocessed foods. 

 
If processed, fewer (recognizable) ingredients are better! 

 
For processed/packaged snacks:

250 calories or less
No added sugar in first 3 ingredients
No trans fat 
Less than 200 mg of sodium (salt)
Is it a granola bar? If yes, it must also have at least 3 grams of fiber. 
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W H A T  A B O U T  B E V E R A G E S ?

Water 
Unsweetened
iced-tea 
100% juice 
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OR



URBAN FOOD ACCESS  

L E T ' S  P R A C T I C E !
 ( A N D  T A S T E  T E S T ! )

P R O D U C T  E X A M P L E S

Which snack is the better (healthier)
option? 

URBAN FOOD ENVI RONMENTS
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P L A C E M E N T  &
P R O M O T I O N

URBAN FOOD ENVI RONMENTS

 
 
H o w  a n d  w h e r e  w o u l d  y o u  p u t
h e a l t h y  s n a c k  o p t i o n s  i n  y o u r
m a r k e t  t o  m a k e  s u r e  t h e y
s e l l ?     
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L E T ' S  P R A C T I C E !  
B U I L D  Y O U R  O W N  D I S P L A Y

Where/how would you place and promote
healthy snacks at your market? 
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Q U E S T I O N S  &
A N S W E R S  

R E V I E W

 What is one reason to stock healthy snacks?
 What are the top two guidelines? 
 Where could you put a healthy snack
section at your market? 
 Which snacks here would you like to stock
& sell?

Questions? 
 

1.
2.
3.

4.

LIVE  WELL  COMMUNITY  MARKET  PROGRAM 

URBAN FOOD ENVI RONMENTS

( WI N  A  P R I Z E ! )
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T H A N K  Y O U !

T h e  L i v e  We l l  C o mmu n i t y  Ma r k e t  P r o g r a m  i s  a  p r o g r a m o f  L i v e  We l l  S a n  D i e g o :  He a l t h y  Wo r k s  a n d  i mp l e me n t e d  b y
Un i v e r s i t y  o f  C a l i f o r n i a ,  S a n  D i e g o  C e n t e r  f o r  C o mmu n i t y  He a l t h .  T h i s  wo r k  s u p p o r t s  L i v e  We l l  S a n  D i e g o ,  t h e  C o u n t y

v i s i o n  f o r  a  r e g i o n  t h a t  i s  B u i l d i n g  Be t t e r  He a l t h ,  L i v i n g  S a f e l y ,  a n d  T h r i v i n g .  F u n d e d  b y  t h e  US DA  S NAP ,  a n  e q u a l
o p p o r t u n i t y  p r o v i d e r  a n d  e mp l o y e r .  

UCSDCOMMUNITYHEALTH.ORG
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