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Foreword

This toolkit is published by the United States Department of Agriculture (USDA), 
Food and Nutrition Service (FNS), Food Stamp Program. We encourage you to 
read through this document, reproduce it — in whole or in part — and forward it on 
to others. 

All materials in this toolkit are in the public domain and may be copied without 
permission. You can include your organization’s logo on all of the campaign 
materials you adapt and distribute. If you change any of the materials, please 
remove the USDA logo. 

Please refer to www.fns.usda.gov/fsp/outreach/default.htm for the latest program 
statistics and updates.

In accordance with Federal law and USDA policy, this institution is prohibited 
from discriminating on the basis of race, color, national origin, sex, age, religion, 
political beliefs, or disability.

To file a complaint of discrimination, write USDA, Director, Office of Civil Rights, 
1400 Independence Avenue, S.W., Washington, D.C. 20250-9410, or call (800) 
795-3272 (voice) or (202) 720-6382 (TDD). USDA is an equal opportunity 
provider and employer.

U.S. Department of Agriculture
Food and Nutrition Service
August 2006
FNS-394

DISCLAIMER:

This toolkit contains sample outreach products from communities. These samples were neither 
written nor approved by FNS. FNS does not necessarily endorse the views these documents 
express, or the data they may cite. FNS offers these sample documents to inspire ideas and 
creativity.



Message to Retailers

Dear Retailer,

The Food Stamp Program (FSP) is an investment in our future. It ensures access to nutritious foods, 
supports work, and provides economic benefits to communities. However, too many low-income 
people who are eligible for the program do not participate. Currently, only 60 percent of eligible 
people access the benefits they need. Nonparticipants forgo nutrition assistance that could stretch 
their food dollars at the grocery store. Their communities forfeit the benefits provided by new food 
stamp dollars flowing into local economies.

This is the third toolkit in a series developed by FNS. This toolkit is specially designed for use by 
retailers of any size, whether chain or independent stores, to increase the nutrition of low-income 
Americans, decrease food insecurity, and foster partnerships between State, local, faith-based, and 
business partners through FSP outreach. It contains the tools you need to establish stronger ties to 
your community, cultivate longlasting customer loyalty, tap into previously underrepresented 
market bases, and increase revenue, all through food stamp outreach. 

As a retailer, you and your employees interact with food stamp customers daily. You are one of the 
most important partners in delivering positive messages about the nutrition benefits of the FSP. 
This toolkit provides examples of how other retailers have helped their customers access the FSP. 
Promoting the FSP is good for business, too, as increased FSP participation allows customers to 
increase their food purchases. Retailers across the Nation have already begun reaching out to their 
customers. Some have organized food stamp eligibility prescreening events, while others have 
hosted cooking demonstrations or food stamp application drives, in many cases with the assistance 
of local partners like food banks and advocacy groups. These events have led to increased FSP 
participation and customer interest in these retailers. Best practices and ideas on how your store can 
achieve similar success are included in this toolkit. We are confident that you will be able to 
replicate the examples provided here with a minimal cost and time commitment.

If you are not yet authorized to accept food stamps, please visit 
www.fns.usda.gov/fsp/retailers/retailer_app/default.htm or call (877) 823-4369 to request an 
application.

Again, thank you for your interest.

Clarence H. Carter
Deputy Administrator for the Food Stamp Program
U.S. Department of Agriculture, Food and Nutrition Service
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HOW TO MILK THIS   MILK THIS   
TOOLKITTOOLKIT
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Introduction
THE RETAILER OUTREACH TOOLKIT
As retailers, you play a vital role in the delivery of the FSP’s most important 
commodity – food.  Your role in the community is key to improving the health of 
those experiencing hunger and food insecurity.  This toolkit offers the 
opportunity to maximize this role by promoting the FSP to those who are eligible 
but not participating. 

What can retailers do?
This toolkit includes information on:

• The FSP and how it helps families in need
• Outreach efforts through partnerships 
• Resources and further instructions on what you can do to promote program participation
• How you can help educate your customers to the nutrition benefits of the FSP

Each section features easy-to-follow instructions, helpful hints, and useful materials that you can 
customize and enhance with information about your store’s outreach efforts.

How do I use the toolkit?
The materials in this toolkit illustrate a number of outreach possibilities and offer your organization 
the flexibility to evaluate and select those pieces that work for your specific needs. Throughout the 
toolkit, there are tip sheets that you can duplicate for yourself and your colleagues. Although you 
may have limited resources and staff, you can still use the toolkit. You do not have to conduct every 
one of these activities or invest a lot of time in each one. Do what works best for you and your 
community.

What other partners are involved in food stamp outreach?
Food stamp outreach is a community-wide effort enlisting the help of State and local food stamp 
offices, faith and community-based groups, retailers, food banks, and others. Together, these groups 
play an important role in helping low income families learn about and access the FSP. Community 
groups can help in many ways. For example, they can distribute informational materials, conduct 
prescreening for program eligibility, provide application assistance, and help gather verification 
documents. Retailers generally undertake activities to educate their customers and offer the 
facilities for outreach events.

To help empower these entities to improve food stamp outreach by providing a forum to link and 
share information about their efforts, the Food Stamp Outreach Coalition was developed in 2003. 
This core group collaborates to promote the nutrition benefits of the FSP through various outreach 
initiatives. The coalition meets twice a year in person and is also accessible via the FNS web site at: 
www.fns.usda.gov/fsp/outreach/about.htm. Anyone is welcome to join the coalition.

Many retailers find that by nurturing community bonds through conducting 
food stamp outreach, they also increase customer loyalty and overall sales.
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FINANCIAL EFFECT

MAKING THE

DOUGH DOUGH 
RISERISE



FINANCIAL BENEFITS OF RETAILER INVOLVEMENT
Low income people who are eligible for the FSP but do not participate 
are missing nutrition assistance that could stretch their food dollars. 
Outreach activities and education relating to the FSP are powerful tools in 
overcoming the barriers to food stamp participation. The FSP brings 
Federal dollars into communities in the form of benefits which are 
redeemed at local stores. These benefits ripple throughout the economies 
of the community, State, and Nation.

The FSP is virtually certain to result in increased food purchases—the program increases
participating households’ income elasticity for food expenditures. In Fiscal Year (FY)  2004, the 
average monthly food stamp benefit per household was over $200.1 These benefits create 
business when redeemed at local food retailers. Food stamp benefits also positively and significantly 
relate to household food expenditures.2 While only estimates, studies have shown that a $1 increase 
in food  stamp benefits leads to additional expenditures of between 17 and 47 cents.3 As a result, 
food stamp recipients spend more on food at local retailers than eligible nonparticipants.

Participating in Retailer Based Food Stamp Outreach means ensuring that all who are eligible can 
receive FSP benefits. This can result in the potential for increased customer loyalty, and cultivating 
relationships with previously underrepresented markets.

What does increased food stamp participation mean for my store?

• Food stamp recipients spend more at local retailers than eligible nonparticipants.   

• 86% of benefits in FY 2005 ($21 billion) were redeemed at over 35,000 supermarkets.4

• $3 billion of benefits contributed to the viability of 118,000 other firms which include 
grocery stores, convenience stores, combination stores, farmers’ markets, other retail food 
stores, wholesalers and meal services.5

• Every $5 in new food stamp benefits generates $9.20 in total community spending.6

• In FY 2004, only 60 percent of individuals eligible for benefits participated in the program.7
The benefits of  40 percent of eligible nonparticipants went unclaimed.

• If the national participation rate rose just 5 percent, 1.7 million more low income people 
would have an  additional $1.1 billion in benefits per year to use to purchase healthy food.8

• On average, $1 billion of retail food demand by food stamp recipients generates 3,300 farm 
jobs.9

Financial Effect

4



Financial Effect
The program helps States and local communities:

Support the local food retailers. The average monthly food stamp benefit 
per household (FY 2004)  is over $200, which is spent in local    
grocery stores.11

Generate economic activity. Every $5 in new food stamp generates $9.20 in total spending.12

Support farms. $1 billion of retail demand by food stamp recipients generates 3,300 farm jobs.13

Leverage Federal funds. Food stamp benefits are Federal funds. By increasing the number of eligible 
people in the FSP, communities can bring Federal money into their States and communities.

The program helps low income families:

• Stretch food dollars. Those receiving food stamp benefits spend more money on food than other 
low-income households.15

• Fight obesity through education. By educating low income families on the nutrition benefits of 
the FSP,  obesity rates may be reduced.

• Improve nutrition. Nutrition educators teach food stamp participants the importance of a quality 
diet, how to prepare healthy foods, and how to make healthy choices.

• Put food on the table for their children. Families participating in the FSP free up more money 
for additional and healthier food purchases.

• Invest in our future. Over 50 percent of participants are kids.14

• Keep elderly family members independent. For the elderly, participation can help improve 
nutritional status and well-being and increase independence. Nine percent of participants are age 
60 or older.15

• Make the transition to self-sufficiency.16 The FSP helps participants become financially stable 
and provides support as they transition to self-sufficiency. Half of all new participants will leave 
the program within 9 months.17

The program helps businesses and workers: 

Achieve optimal performance. Employees whose food needs are met at home 
may have higher  productivity and take fewer sick days.

Attain self-sufficiency. Food stamp benefits supplement the budgets of low-
income workers so they can stay independent and work toward self-sufficiency.18
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Forty percent of eligible recipients are not currently participating in the Food Stamp Program. Nonparticipation 
not only hurts these families, but it prevents millions of dollars from entering local economies.
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MAKING AN IMPACT IN YOUR COMMUNITY
Retailers nationwide strive to be good corporate citizens. They abound with
programs aimed at creating and maintaining positive relationships with local 
communities. As this toolkit will demonstrate, an easy an often overlooked way 
for retailers to serve their communities is to partner with local service 
organizations to conduct food stamp outreach. 

Conducting outreach, i.e. increasing awareness of and participation in the Food 
Stamp program via a community network of partners, provides a “win-win”
scenario for all involved: retailers nurture community bonds, develop customer loyalty, and increase 
sales; local economies are infused with additional revenue, a potential reduction in healthcare 
expenses, and potential increase in worker productivity; partners receive much needed assistance 
with their mission, thereby allowing limited resources to be redirected; and eligible nonparticipating 
people and families gain access to better nutrition and free up limited family resources for other 
household responsibilities.

Retailer tools

Underwrite printing of outreach materials
Underwrite paid advertising and local media
Advertise food stamp information on grocery carts
Print FSP information on receipts and grocery bags
Include food stamp benefit information in grocery bags 
Provide food stamp information in the checkout display area
Play Public Service Announcements (PSAs) on in-store radio
Include flyers and brochures in mailings and weekly circulars
Allow eligibility prescreening to be conducted in the store or outside of it
Design, produce, and post promotional materials about food stamp benefits in the store

Community Involvement

“Food Stamps are the first line of defense against 
hunger in our community. Making sure low 

income people receive food stamps 
accomplishes many things. First, and 

most importantly, people get fed. Second, 
community and faith-based organizations such 

as ours are relieved of having to provide a 
higher level of food assistance. Third, the local 
grocers do business with customers that they 

may not have otherwise and fourth, we are 
all healthier and happier.”

--Bill Bolling, Executive Director
Atlanta Community Food Bank
Atlanta, GA

“A successful redemption program probably 
means that we are successfully servicing the 

needs of our community. By being able to meet 
our customers’ needs during a particular time in 

their lives, we are often able to establish a 
relationship that outlives the time a person is 

eligible for food stamps. In that case we benefit 
from that customer both now and in the future. 

Food stamp redemption is a way to get your best 
customer in the front door and to establish a long-

term relationship with that customer.”

--George Matics, Purchasing Director
Cardenas Markets, Inc.
Ontario, CA
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DISPELLING MYTHS AND BARRIERS TO PARTICIPATION
Increasing food stamp participation by conducting outreach activities must 
begin with recognizing and understanding the barriers that prevent 
participation. The primary purpose of outreach is not only to promote 
community awareness of the FSP, but also to reduce these barriers. You can 
participate by orienting your employees and by partnering with community 

groups to raise awareness of the nutritional benefits to which they are entitled. Common myths that 
prevent underserved populations from receiving the benefits to which they are entitled are listed below 
and on the next page. As you conduct outreach, incorporating tools to dispel such myths can play an 
instrumental role in increasing participation.

Myths and Truths about Food Stamp Benefits and Seniors

MYTH: Elderly people have to go to the food stamp office for an 
interview.

TRUTH: If an elderly person is not able to go to the food stamp 
office, he or she may request a telephone interview.

MYTH: You have to go to the food stamp office every few 
months to keep getting benefits.

TRUTH: Elderly people can get benefits for up to 2 years at a 
time.

MYTH: Elderly people are only allowed $2,000 in resources.
TRUTH: The limit for elderly households (containing at least one 

elderly person) is $3,000 (excluding their home or car).

MYTH: Elderly people do not receive credit for medical and 
prescription drug bills.

TRUTH: Medical bills that exceed $35 a month may be 
deducted unless an insurance company or someone who 
is not a household member pays them.

MYTH: Other people need food stamps more than the elderly and 
if an elderly person is certified for food stamps, they will 
be taking them away from others.

TRUTH: The Food Stamp Program is an entitlement program—
everyone who applies and qualifies will get benefits.

MYTH: Elderly households who receive food stamps cannot 
receive meals-on-wheels.

TRUTH: Many households can receive food stamps and still get 
meals-on-wheels. Sometimes these meals can be 
purchased with food stamp benefits.

Community Involvement
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WHAT YOU CAN DO:

As a retailer you may 
come into contact with 
eligible, nonparticipating 
people much more 
frequently than other 
community members. 
Through your Food Stamp 
Program outreach efforts, 
you can get the facts out 
and help dispel these 
myths that often times 
serve as barriers to 
participation. Offering 
space for nutrition 
education and health fairs 
held at retail locations are 
a great way to do this. 
Further examples of what 
you can do to alleviate 
hunger in your community 
are found throughout this 
toolkit.



Community Involvement
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Myths and Truths about Food Stamp Benefits and Working People

MYTH: Food stamps are welfare.
TRUTH: The Food Stamp Program is a nutrition assistance program. 

MYTH: Only unemployed people can get food stamps.
TRUTH: Most people who work at low-wage jobs can get food stamp benefits. 

MYTH: You can’t get food stamps if you get unemployment.
TRUTH: People who get unemployment may still qualify for food stamp benefits.

MYTH: If you have too many assets, you can’t get food stamps.
TRUTH: Your household may have up to $2,000 in assets (excluding your home or car).

MYTH: You can’t get food stamps if you own a car.
TRUTH: You can get food stamp benefits, even if you own a car. 

MYTH: You can’t get food stamps if you have a savings account.
TRUTH: Your household may have up to $2,000 in assets (excluding your home or car). 

MYTH: Food stamps have to be paid back.
TRUTH: People who get the amount of benefits they are eligible for do not have to pay them back.

MYTH: Food stamps are not worth applying for since you only get $10.
TRUTH: The amount of benefits depends on household size, income and certain expenses. The 

average household monthly benefit in FY 2005 was over $212.

MTYH: Other people will know I use food stamps.
TRUTH: People who get food stamp benefits get an electronic card and other people will most 

likely not know you use food stamp benefits.

MYTH: Food stamps are only for families.
TRUTH: Food stamp benefits are for anyone who applies and qualifies.

“To reach common ground, we need to go to higher ground. 
Together with our business and government leaders, we can 

build community and economic prosperity for all.”

Daniella Levine, Executive Director
Human Service Coalition
Miami, FL
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Partnerships

groups, retailers, and anti-hunger advocacy groups across the country have a 
common goal to reduce hunger and improve nutrition. By coming together 
in partnership, we can advance our efforts to inform individuals and families 
in our communities about the benefits of the FSP.

How partners can play a role in outreach:

• Financial contribution for production of materials such as pamphlets, 
bus/subway ads, potholders, and recipe cards.

• In-store space to conduct nutrition events and prescreening.
• PSA placement or donated print advertisement space.
• Support to help fill out food stamp application forms and obtain 

verification documents.
• Company name appearing in food stamp media materials.
• Company’s logo on food stamp signage and in outreach materials.
• Opportunity for a company representative to attend or participate at    

events.

“Pathmark is partnering 
with…local 
organizations to 
provide information and 
screenings on various 
health issues… We are 
delighted to partner 
with so many 
organizations on this 
important community 
outreach. Our 
partnership will provide 
useful information to 
the area’s residents 
and create an 
awareness of the 
valuable resources 
which are at their 
disposal.”

Rich Savner
Director of Public Affairs 
Pathmark, Carteret, NJ

• Present the partnership as a “win-win” for all parties
• Agree on goals and objectives
• Develop and clearly define roles and responsibilities
• Practice clear and frequent communications
• Show appreciation through recognition

Keys to 
establishing and 
maintaining a 
strong partnership

Although you can conduct food stamp outreach alone, your efforts will be more 
successful if you work with like-minded organizations. Partnerships with other 
groups can expand your ability to get the word out.
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HOW DO I GET STARTED? 
Although you can conduct food stamp outreach alone, your efforts will be more 
successful if you work with other organizations. Developing partnerships with 
such organizations is vital as you begin your outreach planning.

Because only local food stamp offices can certify clients for benefits, one of 
your most critical partners is your local food stamp office. Other potential
partners are listed on the next page. These community and faith-based



Partnerships
Reaching Out to Community Partners
Community, faith-based and antihunger advocacy groups across the 
country have a common goal to reduce hunger and improve nutrition. 
Retailers can offer facilities and allow community groups to conduct 
outreach. By coming together in partnership, we can advance our efforts 
to inform individuals and families in our communities about the FSP, 
ensuring that everyone can eat right, even when money’s tight. 

If a relationship is not currently in place, a good way to initiate a partnership is by sending a letter to a 
community relations, marketing, or communications contact. Your letter should outline your outreach 
effort, provide background information, and describe the nature of your request. Be sure to follow up 
your letter with a phone call.
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NEIGHBORHOOD SUPERMARKETS
123 Any Road
Anytown, USA

[DATE]
[NAME]
[TITLE]
[STORE NAME]
[ADDRESS]
[CITY], [STATE] [ZIP]

Dear Mr./Ms. [NAME]:

The Food Stamp Program (FSP) is the first line of defense against hunger. On behalf of [STORE NAME], I am 
writing to invite you to lend your support to [STATE/CITY/ TOWN’S] food stamp outreach effort by [Describe 
the request — an activity you would like the organization to participate in, such as: hosting a health fair or 
prescreening event; volunteering; distributing informational flyers or promoting events].

The goal of this outreach effort is to ensure that everyone who is eligible for the FSP knows about the Program 
and is able to access benefits. Our store is helping to promote the nutrition assistance benefits of the FSP. 
[Provide local information on what your store is doing, who you plan to target in your campaign, and the need in 
your community (number of potentially eligible individuals that are not being served for this type of effort.)]

We hope you will join us in supporting [STORE or COALITION NAME’s] outreach efforts; we would be honored 
to work with you. With your support, we are confident that we can reach more of [CITY/STATE’s] individuals 
and families not yet enrolled in the Food Stamp Program. By participating, [List benefits to organization such 
as: reinforces position as community leader; provides opportunity for positive media exposure; offers 
community service opportunities; etc.].

I will contact you in the next few days to further discuss the vital role you can play in helping our community. In 
the meantime, feel free to contact me at [PHONE NUMBER] should you have any questions. I have also 
enclosed additional information on food stamp benefits for your review.

Again, we hope you can join us in supporting this important effort, and look forward to speaking with you soon.

Sincerely,
[NAME]
[TITLE]



Partnerships
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What if I have questions about outreach and partnerships?
Learn from your colleagues by joining the Food Stamp Outreach Coalition, a nationwide network of 
retailers, advocacy groups and partner organizations that works to promote the health and nutrition 
benefits of the FSP. The Coalition works together to end hunger and improve nutrition. For more 
information about the Coalition and how you can join, please check out the web site at: 
www.fns.usda.gov/fsp/outreach/about.htm.

Potential Partners

NewspapersRadio

InternetTV

Meals-On-Wheels ProgramsAARP Chapters

Area Agencies on AgingAssisted Living Facilities

Community Health CentersPharmacies

HospitalsDoctors

Other Grocery Stores/Retail AssociationsUtility Companies

Local UnionsTransit Providers

EmployersSynagogues

MosquesTemples

ChurchesLocal or Regional IRS Offices

Local Military Bases or InstallationsLocal Social Security Offices

Corrections Departments (Imminent Release)Housing Projects

Mayors or City/County OfficialsProperty Tax Offices

Departments of Motor VehiclesSchools

Employment Assistance OfficesLocal Health Departments

Voluntary Income Tax Assistance (VITA) LocationsGoodwill

Salvation ArmyLegal Aid

Family Support CentersHomeless Shelters and Soup Kitchens

Community Action AgenciesFood Banks and Pantries

Outreach Events
Conducting an outreach event in your store is one of the best ways to reach those who are eligible. 
Partnerships with community groups to undertake outreach activities can help to make your event a 
success.  You may also find reaching out to your local, State, or national retailer association such as the 
Food Marketing Institute or the National Grocers Association beneficial. These groups are interested in 
your success and can provide additional assistance.



Partnerships

Five Helpful Hints for Hosting an Outreach Event

Evaluate demographics. Who are the most underserved in your area? Gear your event towards your 
customers: working families, new parents or seniors.

Find the right partners. Traditional social service organizations like food banks, religious organizations or 
homeless shelters are a great place to start, but many retailers also find success partnering with less 
traditional organizations like schools or senior centers.

Determine the interests of your customers. Focus your outreach efforts towards meeting your customers’
needs. Will an information campaign alone do the trick? What about the use of public service announcements?
Or should you host an outreach event? What types of information should you provide at your event? What will 
attract your customers?

Focus on health. Customers respond best when outreach events are focused on health or nutrition. Make 
sure your event has something for the whole family. Successful events have included healthy cooking 
demonstrations; dental screenings for kids; blood pressure and mammography screenings; distributing 
recipe cards for adults; easy no-cook recipe cards for kids; puzzles and games; sampling of local produce and
other locally made products; and prescreening for the FSP as well as Special Supplemental Nutrition Program
for Women, Infants, and children (WIC) (this works best in private areas such as a manager’s office). The 
USDA and local FSP staff can also be invited to answer questions and distribute literature.

Find the right space. Outreach events generally work best in stores with a lot of front-end space or parking 
lots. However, even the smallest stores in places like New York City have found their events to be hugely 
successful and seen sales increase with the right planning ahead of time.
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Additional Tips for Conducting Outreach Events

1. Select a busy day to hold your outreach event. The most successful events are on the weekends 
and during busy sales periods.

2. Educate your employees on food stamp benefits and the community impact. It is possible that 
some employees might benefit from the FSP. They also feel rewarded for having been a part of 
an event that helps so many people.

3. Encourage partners to conduct eligibility prescreening using laptops. Be sure that an Internet 
connection is available if needed.

4. If you choose to do eligibility prescreening, be sure to select as private an area in the store as 
possible to make the customer feel at ease and comfortable.

5. Arranging for product demonstrations of healthy foods with in-store demonstration companies 
can encourage customer participation. Vendor companies will often donate products.

6. Invite representatives from your local hospital to conduct blood pressure and diabetes testing. 
Medical students often can volunteer to provide these much needed preventative services.

7. Always have written materials on hand because some customers may not want to stop or have 
the time. However, they or someone they know might be eligible.



Partnerships
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1 An eligibility worker with the United Way of 
New York City helps an individual at a Food 
Stamp Program prescreening event in 
Chinatown.Photo credit: United Way of New 
York City

2 & 3 Food Change eligibility workers hold a 
healthy cooking demonstration at a local 
grocery store and provide shoppers with 
information on the Food Stamp Program. Photo 
credit: Food Change, NYC

4 Students learn how to prepare healthy snacks 
at this Kids in the Kitchen event in St. Paul, 
MN. Photo credit: USDA

5 An eligibility worker helps an individual at a 
Food Stamp Program prescreening event in 
Philadelphia. Photo credit: Pathmark

6 An eligibility worker helps an individual at a 
Food Stamp prescreening event in Los Angeles. 
Photo credit: Cardenas Market

Sample outreach event setup

5
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PLANT THE SEEDS,

REEP THE   REEP THE   
BENEFITSBENEFITS

PROMISING PRACTICES



WHAT IS A PROMISING PRACTICE? 
“Promising Practices” are everywhere. New ideas or refinements of ideas are 
continuously being implemented by Federal and State governments, community 
and faith-based organizations, and retailers to educate, assist individuals in 
accessing the FSP and create economic opportunities for retailers in our 
communities.  Promising practices may involve large or small changes to 
existing marketing or outreach initiatives to improve service delivery. They may 
or may not have evidence of positive results from evaluations; in fact, they might 
just have a general intuitive appeal rather than a proven effect. Promising 
practices sometimes prompt completely different ideas. Sometimes, promising 
practices are those “Aha” moments--something that makes sense but you did 
not think significant right away. Unfortunately, practical knowledge in one community that could 
lead to significant improvements in another often goes unshared.

Who is compiling our promising practices?
The FSP is compiling promising practices to assist States, local agencies, community and faith-
based organizations, retailers and others share their best ideas. They are updated periodically on the 
web site listed below.

How can I share my promising practice?
Submit your practice to us through the FNS web site.  Tell us about something new you are doing or 
how you put an innovative twist on an existing idea.  Go ahead and brag about the response you 
received from your coworkers, managers, or your customers.  This is an opportunity to shine while 
you give others ideas to improve or develop their projects.  Worried that your idea may not be new?  
Not to worry: something that is “old hat” to some may be a complete revelation to others. 

Promising Practices

The web site is for State and local food stamp agencies as well as Federal/State program staff, 
volunteers, community members, retailers, policy makers, funders, researchers or anyone else 
who wants to develop a project or improve the quality of their existing programs.

WHO CAN USE THE WEB SITE?

On the website, you will find information that you can use in your own project. You can learn 
about promising practices from around the country as well as from other programs.

ARE YOU LOOKING FOR A NEW IDEA?

Go to: www.fns.usda.gov/fsp/outreach and click on “Promising Practices.”

PROMISING PRACTICES ARE ONLINE
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Promising Practices

Massachusetts – The Department of Transitional Assistance (Food Stamp Program) designed an index card 
with a toll-free number for Food Stamp Program assistance that can be posted at grocery store check out 
counters. For more information, contact Lauren Arms at (617) 348-5452 or lauren.arms@state.ma.us.

Washington – Old Town Christian Ministries, an outreach contractor for the Department of Social and Health 
Services in the State’s Region 3, successfully conducts outreach events at stores of Grocery Outlet, an 
authorized Food Stamp Program retailer. They have found that the best method for convincing local store 
managers to allow outreach activities at the stores is by showing them that more people enrolling in the Food 
Stamp Program equals more revenue for the store. For more information, contact: Patti Clark, DSHS Basic 
Food Education and Outreach Program Manager, (360) 725-4613, clarkpj@dshs.wa.gov.

Pennsylvania – Pathmark grocery chain, in partnership with the Greater Philadelphia Coalition Against 
Hunger, hosted outreach events in their Philadelphia stores. The nutritionists prepared healthy meals and 
were on hand to answer questions and hand out samples. They also took applications using Pennsylvania’s 
online application system.  They are working with FNS to identify local partners to work with them in hosting 
these events at stores throughout the region. For more information, contact: Rich Savner, Director of Public 
Affairs, Pathmark, 200 Milk Street, Cataret, NJ 07008, rsavner@pathmark.com, (732) 499-3000.

Kansas – The Department of Social and Rehabilitation Services has established a partnership to fight hunger 
with Dillon Stores (80 grocery stores statewide) and the Kansas Food Bank. The kickoff event was held at the 
Dillon Store in Hutchinson to coincide with National Hunger Awareness Day. Nineteen organizations sponsored 
booths and approximately 500 food stamp applications and informational packets were distributed to 
attendees. Another 900 applications and informational brochures were provided to Dillon Stores for 
distribution at nine of their stores in the surrounding area. Ongoing outreach is being provided at all Dillon 
Stores. Food Assistance (food stamps) and Kansas Food Bank information as well as a prescreening tool and 
applications are available at Dillons Stores customer service desks. Outreach messages are also included in 
Dillon Stores advertisements to the public. For more information, contact: Alice Womack, Assistant Director, 
Capacity and Resource Development, Kansas DSRS, DSOB, 915 S.W. Harrison, 681W, Topeka KS 66612, 
(785) 291-3314, acw@srskansas.org.

Ohio – The egg industry offered to print free of charge Food Stamp Program information on the egg cartons 
distributed through Ohio food banks to low-income Ohioans. A Food Stamp Program outreach message was 
printed on the outside of the carton and the FSP eligibility requirements were printed inside the carton. The 
eggs were purchased as part of a State-funded market clearing initiative called the Ohio Agricultural Surplus 
Production Alliance. For more information, contact: Marilyn Braun, Ohio Department of Job and Family 
Services, 30 East Broad Street, 31st Floor, Columbus, Ohio 43266, (614) 466-6814.

New York – FoodChange developed a one-stop recipe book entitled Quick! Delicious! Healthy Recipes on a 
Budget! demonstrating how Food Stamp Program benefits can help households improve their nutrition with 
food that is both affordable and healthy. Culturally accessible recipes are accompanied by nutritional 
composition and estimated cost per serving (based on seasonal produce prices at a local Bronx supermarket). 
Also included are food stamp eligibility and application guidelines; and information on Medicaid, WIC, 
Headstart, school meals, the advantages to buying local produce, buying tips, and the value of farmers 
markets and Community Supported Agriculture shares. Cooking demonstrations and distributing the book at 
New York City Pathmark grocery stores complement the success of FoodChange’s prescreening operations at 
these sites. For more information, contact: Food Access at FoodChange, 39 Broadway, 10th Floor, New York, 
NY 10006, (212) 894-8053.

FNS – Updates can be obtained by contacting Susan Sheets at susan.sheets@fns.usda.gov or by visiting
www.fns.usda.gov/fsp/outreach.

EXAMPLES OF PROMISING PRACTICES
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Promising Practices

10 FOOD STAMP PROGRAM OUTREACH IDEAS FOR RETAILERS

Help your customers learn about the nutrition benefits of the FSP. 
FSP benefits bring Federal funds into your community that can 
increase sales in your store. With food stamps, your low-income 
customers can purchase more healthy foods such as fruits and 
vegetables, whole-grain foods and dairy products. 

As a retailer, you can:

1. Display FSP posters and other materials. Go to www.fns.usda.gov/fsp/outreach/info.htm for 
free USDA materials.

2. Invite local groups such as food banks, antihunger groups, or other community or faith-
based groups to staff an information table to give out FSP information or prescreen 
customers for eligibility. Use the prescreening tool available at www.foodstamps-
step1.usda.gov. 

3. Put FSP information such as national (1-800-221-5689) or local FSP toll-free numbers on 
grocery bags and in weekly circulars and bulletins.

4. Publish FSP materials in languages spoken in your community. Available at 
www.fns.usda.gov/fsp/outreach/translations.htm.

5. Print FSP promotional messages on store receipts.

6. Broadcast FSP public service announcements in your store. Available at 
www.fns.usda.gov/fsp/outreach/radio/default.htm.

7. Host nutritious food tasting or cooking demonstrations. Give out recipe cards that contain 
nutritious information and the national (1-800-221-5689) or local food stamp toll-free 
number. Check out the recipe finder at http://foodstamp.nal.usda.gov/recipes.php.

8. Form partnerships with local community and advocacy groups. Host a health fair to 
conduct FSP eligibility prescreening (www.foodstamps-step1.usda.gov). Invite local media 
to the event.

9. Partner with Electronic Benefits Transfer (EBT) processors to train cashiers about the 
under utilization of FSP.

10. Encourage EBT processors to add recorded messages to their help-desk numbers 
promoting the nutrition benefits of FSP and encouraging FSP clients to tell a friend.

Sharing ideas can stimulate program changes, spark creative exchanges, 
and serve as a launching pad for the next generation of program innovations.
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Media Outreach

WHY CONDUCT MEDIA OUTREACH?
One of the most efficient and cost-effective ways to inform members of the community about the 
FSP is through local television, radio, and newspapers. Media outreach takes many forms—from a 
simple call to a reporter to suggest a story, to a formal press release or organized event.

There are many compelling sides to the food stamp story. It is about the strength of a local 
community working together to help those who are less fortunate. It is about people facing 
challenges and doing what is right for themselves and their families. It has all the elements of an 
interesting story that local media want to cover. Your local media have both a community 
responsibility and a business interest in providing readers and viewers with valuable information.

Public Service Announcements (PSAs)
With a little effort and no out of pocket expenses, you can use the media to promote your outreach 
efforts. Using your store’s public address system is a great way to inform your customers of your 
outreach efforts. 

PSAs are public service messages that broadcasters air free of charge as part of their community 
service programs. The USDA has a number of radio PSAs that are available for download at 
www.fns.usda.gov/fsp/outreach/radio/default.htm.The best way to pitch PSAs is to work with your 
experienced community partners. They can contact the PSA director at your local radio station, 
present the local problem or situation, and show how you are providing a solution.

Media Events
Media events are a great way to get your message out to a broader audience at little or not cost. If
you are interested in inviting the media to an outreach event, work with partners who have 
experience organizing media events or consult with your company’s public affairs office. 
Additional information on media events is available in the Community and Faith-Based Groups 
Toolkit online at: www.fns.usda.gov/fsp/outreach/tool-kits.htm. 

Who should I invite?
Consider inviting community leaders, including the mayor, local council members, or a notable
nutritionist to speak at a news conference. Work with your local food stamp office to select
speakers and develop an initiation list. The media usually takes an interest in the human side of an 
issue. See if you can identify a family that has a positive story to tell.
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Sample Handouts
SAMPLE LITERATURE
The following few pages contain sample outreach materials that you and your partners may want to 
borrow ideas from.  The FNS materials shown here and many more are available free of charge at 
our web site at: www.fns.usda.gov/fsp/outreach.htm.  You can add your store name and logo as well 
as a phone number and contact information to any of the FNS materials.

New York State

Plastic bags like this one can be used 
to distribute outreach materials.

You can easily produce brochures like this one to distribute in 
grocery bags or at outreach events.

Many retailers choose to 
hand out cards like this one 

at check out stands.

A



Sample Handouts

Some of the most popular 
languages are Arabic, 

Chinese, French, Korean, 
Russian, and Spanish.

B



Sample Handouts

At some of your 
stores, you may 
want to provide 
information in a 

variety of 
languages.

C



Sample Handouts

Other innovative signage includes 
posters with tear-offs for customers 

to call for more information at a later time.

D



Sample Handouts

Sample Handouts

Massachusetts
Massachusetts retailers hand out numbered cards and 
ask callers to mention their number when they call.  

This way they can track their success.

E



Sample Handouts
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Sample Handouts

G

Rhode Island

The University of Rhode Island Feinstein Center for a Hunger Free America is heavily 
involved in Food Stamp outreach. You may want to partner with your local university also.



Sample Handouts
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Sample Handouts
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Sample Handouts
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Sample Handouts
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Sample Handouts

L

You may choose to create your 
own double-sided low cost 

outreach materials like this one 
including basic income 

guidelines.



Sample Handouts

Food and Nutrition Service

In addition to flyers and handouts that retailers create on their own or in 
partnerships, a number of outreach materials are available through FNS. 
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Sample Handouts

• 8 oz yogurt, low-fat vanilla
• 2 Tablespoons orange juice,  

100% juice, frozen 
concentrate, thawed

• 1 Tablespoon lime juice
• 1/2 Tablespoon brown sugar 
• 2 red apples - cored and sliced 
•1 pear - cored and sliced
• 1 peach - pitted and sliced

Fruit Dip 15
4

1. In a small bowl, combine yogurt, orange juice 
concentrate, lime juice and brown sugar.

2. Mix well. 
3. Place bowl containing dip on a large plate and

surround with fruit.

Food Stamp Nutrition Connection Recipe Finder 
http://grande.nal.usda.gov/foodstamp/Library/recipes.php

0

• 2 pounds cubed lean beef
• 1/8 teaspoon pepper 
• 1 tablespoon olive oil
• 1/4 cup cilantro 
• 1 large onion
• 1 can (15 oz) stewed tomatoes
• 2 ounces tomato paste 
• 1 finely chopped garlic clove
• 1 can (1 lb. 13 ounce) hominy
• 1/4 teaspoon salt 

Mexican Pozole 
Soup

10
10

1. In a large pot, heat oil. Saute beef. 
2. Add onion, garlic, salt, pepper, cilantro, and

enough water to cover the meat. Cover pot
and cook over low heat until meat is tender. 

3. Add tomatoes and tomato paste. Continue
cooking for about 20 minutes. 

4. Add hominy and continue cooking another 15
minutes, stirring occasionally, over low heat.
If too thick, add water.

Note: Skinless, boneless chicken breasts may
be used instead of beef cubes. 

Food Stamp Nutrition Connection Recipe Finder 
http://grande.nal.usda.gov/foodstamp/Library/recipes.php

50

• 1/3 cup dry oatmeal, quick-
cooking

• 1/2 sliced banana 
• 1/8 teaspoon salt
• 1/2 cup frozen yogurt, non-fat 
• 3/4 cup very hot water 

Banana Split 
Oatmeal

2

1

1. In a microwave safe cereal bowl, mix 
together the oatmeal and salt. Stir in water.

2. Microwave on 100% power for 1 minute. Stir.
Microwave on 100% power for another
minute. Stir again. 

3. Microwave an additional 30-60 seconds on
100% power until the cereal reaches the 
desired thickness. Stir again. 

4. Top with banana slices and frozen yogurt. 

Food Stamp Nutrition Connection Recipe Finder 
http://grande.nal.usda.gov/foodstamp/Library/recipes.php

3
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Footnotes

1. U.S. Department of Agriculture, Food and Nutrition Service (2004). Average Monthly Benefit Per Household. 
http://www.fns.usda.gov/pd/fsavghh$.htm.

2.  Fraker, Thomas M., Sharon K. Long and Charles E. Post (1990). Analyses of the 1985 Continuing Survey of Food 
Intakes by Individuals—Volume I, Estimating Usual Dietary Intake, Assessing Dietary Adequacy, and Estimating  
Program Effects: Applications of Three Advanced Methodologies Using FNS’ Four-Day Analysis File, Alexandria, 
VA: U.S. Department of Agriculture, Food and Nutrition Service. Also: Levedahl, JW. The Effect of Food Stamps on 
Household Food Expenditures. Technical Bulletin No. 1794. Washington, DC: U.S. Department of Agriculture: 
Economic Research Service.

3.  Fox, Mary Kay, William Hamilton, (editors) and Biing-Hwan Lin (2004). Effects of Food Assistance and Nutrition  
Programs on Nutrition and Health, Volume 3, Literature Review. Washington, DC: U.S. Department of Agriculture: 
Economic Research Service,  2004. Available at: http://www.ers.usda.gov/publications/fanrr19precent2d3/. Note: This 
report provides a comprehensive review and  synthesis of published research on the effect of USDA's domestic food 
and nutrition assistance programs on participants' nutrition and health outcomes. 

4.  USDA, Food and Nutrition Service, Food Stamp Program, Benefit Redemption Division, Annual Report, FY 2005, 
4/21/06.

5.  Ibid

6.  Hanson, Kenneth, and Elise Golan (2002). Effects of Changes in Food Stamp Expenditures Across the U.S.  
Economy. Washington, DC: U.S. Department of Agriculture, Economic Research Service. Available at: 
http://www.ers.usda.gov/catalog/OneProductAtATime.asp?ARC=c&PDT=2&PID=1373. Note: Economic effect of 
increasing food stamps measured for the whole U.S. economy. May vary by location.

7.  Mathmatica, Inc. (2005). Reaching Those in Need: State Food Stamp Participation Rates in 2004.  Alexandria, 
VA: U.S. Department of Agriculture, Food and Nutrition  Service. 

8. http://www.fns.usda.gov/fsp/outreach/business-case.htm. 

9. Food and Nutrition Assistance Programs and the General Economy: Links to the General Economy and Agriculture 
(2002). Washington, DC: U.S. Department of Agriculture, Economic Research Service. Available at 
http://www.ers.usda.gov/Briefing/GeneralEconomy/linkages.htm.  Note: Even though recipients spend all food 
stamps on food, the food stamps allow them to shift some of their previous cash expenditures on food to alternative 
uses. 
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http://www.ers.usda.gov/Briefing/GeneralEconomy/linkages.htm.  Note: Even though recipients spend all food 
stamps on food, the food stamps allow them to shift some of their previous cash expenditures on food to alternative 
uses. 
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Brown. Project Officer, Kate Fink. Alexandria, VA: 2004. Available at 
http://www.fns.usda.gov/oane/MENU/Published/FSP/FILES/Participation/2003Characteristics.pdf
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FNS Contacts

WESTERN REGION: AMERICAN SAMOA, AZ, AK, CA, GUAM, HI, ID, MARIAN ISLANDS, NV
550 Kearny Street, Room 400, San Francisco, CA 94108-2518

Dave Bailey, Outreach Contact, dave.bailey@fns.usda.gov

Cordelia Fox, Public Affairs Director, cordelia.fox@fns.usda.gov

Patricia Mancha, Public Affairs Director, patricia.mancha@fns.usda.gov

Anne Snell, Outreach Contact, anne.snell@fns.usda.gov

SOUTHWEST REGION: AR, LA, NM, OK, TX
1100 Commerce Street, Room 5-C-30, Dallas, TX 75242-9800

Craig Forman, Public Affairs Director, craig.forman@fns.usda.gov

Elizabeth Kielian, Outreach Contact, elizabeth.kielian@fns.usda.gov

MOUNTAIN PLAINS REGION: CO, IA, KS, MO, MT, ND, NE, ND, SD, UT, WY
1244 Speer Boulevard, Suite 903, Denver, CO 80204-3581

Karen Dean, Public Affairs Director, karen.dean@fns.usda.gov

John Wiggins, Outreach Contact, john.wiggins@fns.usda.gov

SOUTHEAST REGION: AL, FL, GA, KY, MS, NC, SC, TN
61 Forsyth Street, SW, Room 8-T-36, Atlanta, GA 30303-3415

Lawrence Rudmann, Public Affairs Director, lawrence.rudmann@fns.usda.gov

Ann Eubank, Outreach Contact, ann.eubank@fns.usda.gov

MIDWEST REGION: IL, IN, MI, MN, OH, WI
77 West Jackson Boulevard, 20th Floor, Chicago, IL 60604-3507

Margarita Maisterrena, Public Affairs Director, margarita.maisterrena@fns.usda.gov

Marian Wig, Outreach Contact, marian.wig@fns.usda.gov

MID-ATLANTIC REGION: DC, DE, MD, PA, PR, VA, VI, WV
Mercer Corporate Park, 300 Corporate Boulevard, Robbinsville, NJ 08691-1598

Charles deJulius, Public Affairs Director, charles.dejulius@fns.usda.gov

Eddie Ortega, Outreach Coordinator, eddie.ortega@fns.usda.gov

NORTHEAST REGION: CT, MA, ME, NH, NY, RI, VT
10 Causeway Street, Room 501, Boston, MA 02222-1069

National Retailer Inquiries, Call: 877.823.4369

National FSP Media Inquiries, Call: 703.305.2286

Pat Seward, FSP Media Contract Coordinator, pat.seward@fns.usda.gov

Dawn Washington, Outreach Coalition Coordinator, dawn.washington@fns.usda.gov

Laura Griffin, Food Stamp Outreach Coordinator, laura.griffin@fns.usda.gov

NATIONAL HEADQUARTERS, 3101 Park Center Drive, Alexandria, VA 22310
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