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About Reinvestment Fund

 Our mission is to build wealth and opportunity for low-
wealth people and places through the promotion of 
socially and environmentally responsible development.

 Since 1985, Reinvestment Fund has made $1.7 billion in 
cumulative investments and loans.

 We are supported by over 850 investors that include 
individuals, foundations, religious institutions, financial 
institutions, civic organizations and government.

@ReinvestFund
Reinvestment.com



How We Work to Improve Access

Financing

Research & Analysis

Capacity Building

Public Policy



Measuring Impact

1. Economic impact of grocery stores

2. Potential impact of nutrition intervention programs

3. Identifying who is impacted by a food retail project



Measuring the Economic Impact

 Jobs

 The Economic Impacts of Supermarkets in their Surrounding 
Communities (2007):

 Improved Real Estate: The event of a store opening is 
associated with an increase in nearby housing values. 

 New Investment: A new supermarket increases economic 
activity in the neighborhood and region through a business’ 
direct, indirect and induced expenditures. 

 Lower Prices: The Brookings Institute found that prices were 
likely to be substantially higher in urban areas than in suburban 
areas due to the prevalence of small food stores rather than 
larger more efficient stores. 



Approaches to Healthy Shopping and Eating

Behavior change is part of the solution

Population Food Environment: 

“changes conditions for all”

and

Personal Food Environment:

“responds to individual’s experiences” 



Barriers to Healthy Eating 

Cost: high calorie, dense food is cheaper 
than healthier food.

Time: Busy lifestyle leave less time to prepare 
foods; people rely on pre-package meal items  
Choice: consumers are overloaded with 
information in the supermarket; thus tend to 
fall back on impulsive behavior.

Biological: Addiction response to sugars, salts and fatsMarketing: Information asymmetry exists where the 
marketer release information to consumers to increase 
sales; consumer is not conscience of the constant 
information. 



Research Findings

 Church-based programs have proven effective at engaging 
participants and demonstrating short- and long-term change. 

 Programs that promote a single message demonstrated positive 
results. The “1% or Less” campaign was a communitywide intervention that 
focused on one message: switch to 1% fat or skim milk.

 Programs that assess a person’s state of change and setup 
progressive goals—through interviews, computer-based 
assessments or written questionnaires—are useful for 
directing/improving action over time.

 Counseling programs show varying results. 



Research Findings

 Isolated experiments show that cost reduction has the 
potential to impact food decisions.

 Point of Purchase interventions show potential. These shelf 
labeling/ package labeling engage and inform consumers in 
the store during the shopping process. 

 Technology can be an effective tool for health care providers, 
churches and communities to access nutritional information 
and receive customized personal recommendations. 



Promising Ideas

 Supermarket marketing campaigns: stores creating an environment 
where consumers can be educated and have ready-access to 
healthy food products

 Small Store Initiatives: changing the products available in existing 
smaller neighborhood stores

 Building connections with farmers markets: 
 The Fruit and Vegetable Prescription™ (FVRx™) program operated by Wholesome 

Wave

 Fair Food Network, Market Umbrella and Roots of Change provide additional 
subsidies to SNAP recipients who shop at farmers markets

- Includes a range of new initiatives seeking to build upon and apply components of what 
researchers has shown to work



Who is impacted by a Healthy Food Project?

1. Determining the market:

 Industry identifies a market with a complex methodology 
that is influenced by factors including, but not limited to: 
competition, natural and built neighborhood boundaries, 
car and public transit accessibility, and density.

 Reinvestment Fund is creating a tool to best estimate who 
is impacted by focusing on population density and store 
format. 

 These factors led to 3 “buffer zones” to use which can be 
combined with other data.



Who is Impacted?

Is the supermarket 
located in a 

metropolitan area?

NO

Buffer 3  

YES 

What is the 
supermarket  type?

Limited Assortment, 
Superette 

Buffer 1 

Specialty, 
Conventional 

Buffer 2 

Supercenter 

Buffer 3 

Final methodology 
still under review



Using the “Buffer Analysis”

2. Applying the radius to existing data:

 Estimate the number of low income families served by a 
healthy food project

 Identify partners and areas to focus for nutrition 
interventions

 Combine with market data to determine/suppor viability of 
project
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Defining Common Metrics and 
Measuring Success



The Food Trust

Community and Economic Impact

Developing

Quality Food

Markets in

Underserved

Communities

Economic Stimulus

Income

Health

Provide lower cost, nutritious 
foods and savings on 
transportation

Promote a nutritionally-
balanced diet which leads to 
reduced rates of diabetes and 
obesity

Create jobs, revitalize 
commercial real estate, 
leverage private sector capital, 
and increase tax ratables



Why Corner Stores?

• Significant source of food, 
particularly in food deserts

• Frequent destination for 
children: 

 42% students shop 2 times/day; 
53% once a day

 356 calories per purchase

• Existing infrastructure in urban 
and rural communities

Chart Source:  Food Geography: How Food Access Afftects Diet and Health Available at: 
http://www.thefoodtrust.org/pdf/Food%20Geography%20Final.pdf



The Need for Health 

Screenings

• Philadelphia, the poorest of the nation’s ten 
largest cities, has an enormous burden of 
cardiovascular disease, with heart disease and 
stroke as the first and third leading causes of 
death. 

• Lack of access to affordable, healthy food in low-
income areas contributes to obesity and other 
diet-related conditions that lead to heart disease. 



Health Screenings

“Heart Smarts”

• 8 stores are currently 
participating in the Heart Smarts 
Program

• Stores are visited each month on 
the same day and at the same 
time

• Jefferson University Hospital-
Center for Urban Health provides 
screening and follows up monthly

• All participants receive written 
and oral recommendations on 
follow up



Health Screenings

During pilot year, Heart Smarts provided 977 
screenings at ten corner stores. 777 individuals 
were screened for BP and/or BMI 

– 57% were men; 43% women

– Age ranged from 18 to 91 (mean = 46.3 years); 

– 58.4% were Black, 25.9% were Latino, 3.6% were White, 
and the remaining were other or mixed race or ethnicity. 

– 342 participants (44%) self-reported they were smokers.

– 30.9% were uninsured

– 26% did not have a PCP



Follow-Up

• 114 (15%) of total number screened returned 
once or more for follow-up.

• Of the 114 screened, 72 (63.2%) had 2 
screenings and 42 (36.8%) had 3 or more 
screenings.



Blood Pressure Follow-up

Of the 114 who were rescreened: 

– 46 (40.35%) showed an improvement of 
systolic BP (a decrease of ≥ 5 mm Hg) 

– 69 (60.5%) showed an improvement of 
diastolic BP (a decrease of ≥ 2 mm Hg). 



Blood Pressure Follow-up

Of the 159 (62%) successfully reached by telephone, 82 
(51.6%) had visited their PCP: 

– 41 (25.8%) participants reported visiting their PCP and 
their BP was normal. 

– 11 (6.9%) participants reported visiting their PCP and their 
blood pressure drug treatment was changed. 

– 6 (3.8%) participants reported visiting their PCP and are 
now back on blood pressure drug treatment. 

– 12 (7.5%) participants reported that their blood pressure 
treatment was not changed and their BP was normal. 

– 12 (7.5%) undiagnosed hypertensive participants saw 
their PCP and were prescribed blood pressure medication.



BMI Follow-up

– Of the 89 participants with measurable 
weight outcomes, 38 (42.7%) showed an 
average weight loss of 8.31 lbs and 
decrease in BMI of 1.24 units. 

• 11 of the 74 (14.9%) returning overweight 
and obese individuals who wanted to lose 
weight and participated in follow-up 
counseling lost at least 5% of their body 
weight; 5 (6.8%) lost at least 7% of their 
body weight.



Smoking

342 participants self-reported they were smokers with 
13 (3.8%) reporting an improvement in smoking 
cessation at follow-up visit or via telephone follow-up. 

• 4 of the 13 (30.8%) reported completely quitting 
smoking; 

• 9 of the 13 (69.2%) reported a reduction in 
cigarette smoking from an average of 10.4 
cigarettes to 5.1 cigarettes per day.  



Living closer to healthy food retail is associated with better 
eating habits and decreased risk for disease.

• A study of 600 rural seniors found that distance 
from a grocery store is associated with decreased 
consumption of fruits and vegetables

• A study of metropolitan areas found that the 
number of nearby grocery stores  was associated 
with increased fruit and vegetables consumption

• A study in New Orleans found that a grocery 
store in a person’s neighborhood is associated 
with a reduced risk of obesity

• Other issues related to food purchasing and 
consumption include price and quality of healthy 
food, transportation options, and the cultural 
appropriateness of products



Encouraging healthy food retail stimulates 
economic activity.

• Supermarkets support between 48-120 jobs 
each, and sometimes more

• A study from Philadelphia found a 4-7% 
increase in home value after the 
construction of a nearby grocery store

• In communities without grocery stores, 
residents spend approximately $1,120 
annually of food outside of their 
neighborhoods



NJFAI Background
• 2010: The Food Trust convenes the New Jersey Food Marketing 

Task Force, which develops recommendations to support 
supermarkets and other fresh food retail in underserved areas 
across the state

• Partners: The Food Trust, New Jersey Food Council, 
New Jersey Economic Development Authority, 
The Reinvestment Fund

• 2012: New Jersey Food Access Initiative (NJFAI) formed

• 2012: Robert Wood Johnson Foundation provided $12 million in 
funding for NJFAI

• 2012-2022: Financing provided over 10 years, with an emphasis 
on 10 priority cities: Atlantic City, Camden, East Orange, 
Elizabeth, Jersey City, Newark, New Brunswick, Paterson, 
Trenton, Vineland

• 2014-2016: RWJF funds The Food Trust to conduct an evaluation 
of NJFAI impacts

NOT FOR CIRCULATION



NJFAI Evaluation

• Evaluation goal:  To assess impacts of NJFAI on community 
residents, health, and economic development

• Evaluation focus: 
– Broad scope: fresh food availability and affordability at NJFAI 

funded stores
– In-depth focus: on a completely renovated store (Camden) and 2 

two new construction stores (Vineland and Newark) 

• Evaluation partners: 
– Econsult Solutions, Inc. / Economic impact research
– UPenn / NEMS-S food environment assessments
– Arizona State University / random pre-post household telephone 

surveys in Newark and Camden

NOT FOR 
CIRCULATION



Research Questions

1. How are community residents influenced by new stores?

2. To what extent has NJFAI achieved its goal to increase 
access to healthy food in underserved communities?

3. What is the impact of NJFAI funded stores on children’s 
(3-18 years of age) health and on parent’s perceptions of 
the community food environment?

4. What economic impacts are generated as a result of 
NJFAI at the community and state levels? (e.g., economic 
activity, tax revenues, property values) 

NOT FOR 
CIRCULATION



Data Collection Methods

1. Customer surveys - perceptions and shopping 
behaviors (TFT: Vineland, Camden*, Newark)

2. Customer focus groups (TFT: Vineland, Camden*, 
Newark)

3. Observations of product availability, price and 
marketing (UPenn: NEMS-S / GMEA in funded stores 
and comparison stores)

4. Pre-post community resident telephone survey of 
household shopping behaviors, perceptions of food 
environment and children’s health behaviors 
(ASU: Camden, Newark)

5. Economic impact analysis (Econsult: Vineland, 
Camden*, Newark)

NOT FOR 
CIRCULATION



Camden PriceRite Timeline

October 2014

Camden PriceRite opens: 
1st grocery store to open in 
City of Camden in 45 years

January 2015

Customer 
Intercept Surveys

February 2015

Focus Groups

September 2013

Pathmark closes

1969

Pathmark opens in 
City of Camden

NOT FOR 
CIRCULATION



“Since you began shopping at this 

store, have you changed what 

foods and beverages you buy for 

you or your family?”

“If YES, what has changed 

regarding the following 

foods and beverages?”

0

10

20

30

40

50

60

70

80

Fruits Vegetables Regular
Soda

Lower fat
milk

Whole
grains

Buy Less

No Change

Buy More

36.5% YES

NOT FOR 
CIRCULATION



“Since shopping here have you tried 

any new fruits or vegetables?”

40.8

59.2

Yes

No

NOT FOR 
CIRCULATION



“Does this store encourage you to buy 

healthier foods and/or beverages?”

70.1

29.9

Yes

No

NOT FOR 
CIRCULATION



Improved food selection, quality, and prices

• PriceRite offers better food quality, prices, and 
selection than other options in the area (corner 
stores, Acme, Shoprite)

“Cheap pricings of foods are much needed for families”

“Much easier to get food when compared to the time it 
wasn't open”

“There are a lot of Hispanics in this community, so this 
store offers certain products that are tailored to that 
group of people.”

“Near store to my house, products from my country” 
NOT FOR 

CIRCULATION



Local Pride and Outside Perceptions

• Community pride felt because a clean, safe, 
convenient, locally-operated store located in the 
neighborhood
“It brings happiness to the community because it is local.”

• Brings customers into the community
“It is a convenient location for people that live in different places –
they can stop by and pick something up heading home from work. 
Like people living in Collingswood and Audubon can stop in this 
market and get whatever they need for dinner because it is a well-
traveled highway." 

• Helps shift outside perceptions of Camden
"It’s coming back around. What you see on TV is only 1%, we aren't 
all criminals… so how would you know [whether this is true] if you're 
not going through [Camden]?“NOT FOR 

CIRCULATION



Employment opportunities for local residents

• Store’s opening created a number of new jobs

• Perception that PriceRite provided employment 
opportunities for members of the community

• Adds to sense of community pride around store

“Supplying jobs to the needs of young teens.” 

“I work at a program for people ages 16-24, they are high-school 
dropouts. A lot of youth were in trouble in the streets, and this 
PriceRite helped them get jobs, which was very touching – it gave 
them the opportunity to be able to start again.” 

NOT FOR 
CIRCULATION



Summary – Community Impact

• 97% of respondents believe the store has positively 
impacted the community by:

– Improving the quality, selection, and prices of foods 
available in the community

– Providing a safe and convenient space for all residents –
old/young, drivers/non-drivers – to buy their food

– Serving as a gathering space for the community

– Creating a sense of community pride, bringing in outside 
business, and shifting outsiders’ perceptions of Camden

– Providing high-quality jobs to local residents

NOT FOR 
CIRCULATION
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Who is Farmers Market Coalition? 

FMC is a 501(c)(3) nonprofit 

dedicated to strengthening farmers 

markets across the United States so 

that they can serve as community 

assets while providing real income 

opportunities for farmers.



Why Farmers Market Metrics? 

• Metrics are undefined 

• Little comparable data exists 

• Challenges of grassroots data collection

• Most data collection protocols are not 

suited to low-capacity markets 

• Analysis of data is not contextual 

• Available reports are usually academic 

and dense 



“Knowing how many pounds of 

fresh food the market diverts to 

people facing hunger in our 

community will help us 

communicate the value of the 

market's work to improve access.”

“A key need is for 

better metrics on market sales, 

a challenge given that we do not 

collect sales information 

regularly from producers.”



Market-level evaluation

goal
/mission

audience

metric

data

collection 
instrument

training & 
resources

data 
collection

analysis 
& 

reporting

engage 
stakeholders



Audience

Internal AND 

external 

audiences must 

be considered 

when choosing 

metrics.





Analysis and Reporting

Analysis can answer some important 
questions: 

“How is this market benefiting vendors?” 

“How are attitudes, behaviors, and knowledge 
changing as a result of the market?” 















Stay tuned for more news on 
Farmers Market Metrics!

www.farmersmarketcoalition.org
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