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PROJECT CONTEXT



DEFINITIONS

SNAP
● Supplemental Nutrition 

Assistance Program (SNAP)
● Also called “EBT”, 

“Food Stamps”, or “Basic Food”
● Can be used on any food for 

the household (with 
some exceptions).

● Can be used at many 
retail outlets as well as most 
farmers markets.



DEFINITIONS

SNAP Market Match
● Statewide program run by Department of 

Health
● Dollar for dollar match of SNAP up to $40 

per visit
● Distributed when people use their EBT Card 

at the market
● Limited to produce items

Doubles purchasing power of EBT

Requires shopping at farmers markets



SNAP AT FARMERS MARKETS

Market Area # of Individuals with 
SNAP (2019)

# of Unique EBT 
Users at Farmers 
Markets (2019)

Auburn 17,661 188

Burien 10,219 387

Des Moines 6,112 99

Federal Way 23,523 348

Kent 30,982 10

Renton 15,196 295

SeaTac/Tukwila 14,231 15

TOTAL 117,924 1,342

2019 SNAP Use at Farmers Markets



SNAP CLIENTS IN WASHINGTON



DESIRED AFFECTS

● Knowledge: Increase community knowledge about 

farmers markets and food benefits (existence, 

time, process, etc.)

● Knowledge: Increase our understanding of barriers that 

limit access and use of farmers markets

● Attitude: Shift community perception of farmers 

markets towards being a welcoming and available 

space for all

● Behavior: Increase use of SNAP and SNAP Market 

Match at farmers markets



FRESH FOR ALL

Goal: Promote the awareness and use 
of SNAP and SNAP Market Match at 
South King County farmers markets.

Approach: Use peer-to-peer outreach 
to increase SNAP participant shopping 
behaviors.

USDA Farmers Market 
Promotion Program

● Awarded in late 2019.
● Ends October 2022.

Presentation focus on 2022



AUDIENCE
● Primary: SNAP eligible

● Focus: Immigrant and 
refugee communities

● Focus Markets:
• Auburn
• Burien
• Des Moines
• Federal Way
• Kent East Hill
• Renton
• Tukwila



PROJECT DESIGN



STRATEGY

● Peer-to-peer outreach by trusted community 
members

● Digital outreach to build knowledge and awareness 
on SNAP and SNAP Market Match

● At-market activities to ease early experiences of 
visiting farmers market

● Toolkit to support outreach

● Conduct survey of SNAP users’ experiences



PARTNERS

Lead
● Public Health – Seattle & King County
● Food Innovation Network
● Community Representatives (15)
● Communications Consultant (The Vida 

Agency)
● Photographer (Emilio Carrillo)

Support
● Farmers Market Managers
● Washington State Farmers Market 

Association



TOOLKIT

Identified purpose:

Shift the perception of farmers markets from:
Farmers markets are expensive and mostly for 
affluent white people.

To a perception of:
Farmers markets are affordable, culturally 
relevant, and inclusive.



TOOLKIT

● Designed with 
feedback from representatives

● Components:
○ Key messages
○ Calendar of messages
○ Image library
○ Editable templates
○ Some print, mainly digital
○ Tracking log
○ How-to's and tips

● 13 weeks of 
content (market season)



TOOLKIT LANGUAGES

● Amharic

● Arabic

● Bantu 

● Cantonese

● Farsi

● Fijian 

● French

● Ibo 

● Khmer

● Korean

● Russian

● Samoan

● Somali

● Spanish 

● Swahili

● Tigrinya

● Tongan 

● Ukrainian

● Vietnamese



COMMUNITY REPRESENTATIVES

Digital Outreach

Shared content weekly
● Tailored material to suite 

their communities
● Primary focus on SNAP
● Secondary focus on a focus 

market
Replied, reposted, responded to 
content as needed

At-Market Activities

Visited focus market twice per 
month for activities such as:
● Shared pictures or posts from 

the market
● Market tours

Compensated

$1,000 / month
● Outreach = $600 / month
● Market day = $200 / day



TIMELINE

March-May
• Develop Toolkit Draft
• Recruit Community Reps
• Orient Community Reps

June
• Finalize Toolkit
• Train Community Reps 

on Toolkit
• Initiate outreach

July-September
• Conduct weekly outreach
• Conduct at-market 

activities twice a month
• Report on activities

October
• Outreach end
• Data analysis



OUTREACH



301

OUTREACH METHODS

Digital Posts

Additional methods
Newsletters, in-person 
meetings, events, etc.
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Through digital apps
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OUTREACH TOPICS

Toolkit Topics:
● Awareness of SNAP and 
SNAP Market Match
● Market logistics
● Market experience
● How to use produce
● Benefits of farmers markets
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Post Topics By Month

June - July August September

Additional Topics:
• The farmer's market is for everyone
• How to get involved
• The hardworking farmers
• There is representation at the farmers

market 
• Senior vouchers and WIC vouchers are 

available
• The friendly staff at the farmer's market



~6,800

IMPACT

Digital Interactions

Unique SNAP users 
increased from:

1,342  1,929
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IN-LANGUAGE



TEMPLATE + PERSONALIZED



TEMPLATE + PERSONALIZED



KEY MESSAGE + PERSONALIZED



AT-MARKET ACTIVITIES



TOTALLY UNIQUE



TOTALLY UNIQUE



FARMERS MARKET 
EXPERIENCE SURVEY



SURVEY PARTICIPANTS

82% had visited a 
farmers market in 
King County before 
taking the survey 

71% participate in a food 
assistance program; 

44% participate in SNAP

62 survey responses

Did you know you could 
receive a dollar-for-

dollar match when you 
use SNAP at a farmers 

market?



SOCIAL MEDIA
42%

Indicated that they had 
seen posts on social 

media promoting SNAP 
usage at farmers 

markets

47%
Of the respondents who 
saw social media posts 
indicated that the posts 

affected their decision to 
visit a farmers market

Social media platforms where survey 
participants have seen posts promoting 

SNAP usage at farmers markets



WHAT MAKES YOU WANT (OR NOT WANT) 
TO SHOP AT A FARMERS MARKET?

● Access to a variety of 
fresh produce

● Community 
atmosphere

● Affordability of 
produce with food 
assistance

● Supporting local 
farmers

● Lack of awareness
● Not finding all the 

products they’re 
looking for

● Transportation

● Cost

● Challenge visiting 
with children

Want Not want



WHAT WOULD MAKE OTHERS IN YOUR 
COMMUNITY WANT TO COME TO THE 
FARMERS MARKET?

•Outreach

•Market hours

•Variety of produce

•Accessibility of food 
assistance programs



RECOMMENDATIONS FROM 
SURVEY PARTICIPANTS

● More venders who are diverse and can 
provide culturally appropriate items

● More promotion of food assistance

● Clear signs advertising produce 
available in different languages



LESSONS LEARNED



PEER-TO-PEER OUTREACH

● Digital peer-to-peer outreach had positive 

response and engagement by community 

members

● Tracking engagement is a messy activity

● Hesitations to publicly talk about SNAP and 

poverty on social media



Ideal Skills and Abilities:

● Trusted by community 

● Proficient with social media

● Knowledgeable of the neighborhoods around 

the farmers market

● Familiar with SNAP experience

Quality of representatives over quantity of 
messengers

REPRESENTATIVE



● Supports a welcoming farmers market 
experiences

● Requires additional level of skill in engagement 
for the community representative

● Benefits from connections to farmers market and 
physical connection to people

● 2023: Focus activities to Farmers Market 
Tours (modeled on Vancouver Farmers 
Market)

AT-MARKET ACTIVITIES



MESSAGING TOOLKIT

● Appreciated developed 
messages and information

● Strictly using the pre-made 
content showed weak responses

● The more personal the post, the 
higher the relative reactions

● A less prescriptive toolkit 
requires a more skilled 
community representative

“People appreciate that we 
are sharing this information, 
using personal pages 
instead of [organizational] 
pages have been most 
effective in getting likes and 
comments.”



FARMERS MARKETS

● Widespread lack of knowledge 

on SNAP at farmers markets

● Widespread lack of awareness 

about SNAP Market Match

● Cost and access issues persist 
at farmers markets

“While the matching 
program is great, some are 
still discouraged to attend 
the market because of the 
price of goods and the lack 
of culturally relevant 
vegetables available.”



CREDITS: This presentation template 
was created by Slidesgo, including 

icons by Flaticon, and infographics & 
images by Freepik. 

Please keep this slide for 
attribution.

THANK YOU!

Seth Schromen-Wawrin
Healthy Eating and Active Living

Public Health – Seattle & King County
Seth.Schromen-Wawrin@KingCounty.gov

http://bit.ly/2Tynxth
http://bit.ly/2TyoMsr
http://bit.ly/2TtBDfr
mailto:Seth.Schromen-Wawrin@KingCounty.gov
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