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APPROVAL OF ADMINISTRATIVE POLICY #29 ENTITLED, “HEALTHY
CORNER STORE POLICY”.

SUMMARY

This report requests City Council approval of a Citywide Healthy Corner Store Policy establishing guiding
principles and practices by providing information on healthy marketing strategies, healthy floor plans, healthy food
signage, and healthy store settings to promote healthier eating, access to fresh produce and healthier foods, so that
existing comer stores contribute to a healthy economy.

FISCAL IMPACT

It 1s anticipated that the implementation of this policy may have a minimal impact the General Fund in the form of
staff time.

RECOMMENDATION

Staff recommends that the City Council adopt Administrative Police #29 entitled “Healthy Corner Store Policy.”

BACKGROUND

Over the past seven years the City has strengthened its collaboration with the California Center for Public Health
Advocacy (CCPHA), People on the Move (POTM), and the Baldwin Park Resident Advisory Council (BPRAC)
through various state and federal grant-funded strategies. These grants have enabled the City to sustain
comprehensive efforts aimed at increasing healthy food options and behavioral changes while decreasing
unhealthy food options.

Most recently in 2011, the City was awarded a competitive Community Transformation Grant, Healthy Eating
Active Living Program Grant (CTG/HEAL) by the Los Angeles County Department of Public Health. These
funds are a result of the Federal Affordable Care Act, with a goal to create healthier communities by making
healthy living easier and more affordable. In general, the grant funds work related to nutrition, physical activity,
and tobacco. A Division of the Los Angeles County Department of Public Health administers and oversees these
grant fund to eight (8) grantees, including Baldwin Park. Of the grantees, Baldwin Park is the only jurisdiction
working on access to healthy food through this respective grant.

Healthy Selection Campaign

In Baldwin Park, convenience and corner stores outnumber grocery stores and produce vendors 6:1. In order to
improve the health of Baldwin Park residents, the City proposes creating incentives for local business to carry
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healthy options. This is especially important to impact what children in Baldwin Park consume, and can have a
very positive impact on youth (individuals under 18 years of age) health.

In 2007, People on the Move (POTM) conducted a community audit to review advertising practices in grocery,
convenience and liquor stores located near schools throughout the city. Results of the audit showed that most of
the stores and cash registers visited had some type of food and beverage product advertisement. However, the
products advertised were typically alcohol (beer), sweetened drinks, sodas, candy, and chips. According to 25% of
store owners or managers, the stores received payment from food companies to ensure product visibility. In most
stores, chips, sodas, beer, and candies were displayed at the front of the store, while fruits, vegetables, water, and
milk were in the back.

In order to address the community audit findings, the POTM collaborative developed a “Healthy Selection
Campaign” and partnered with local corner stores to provide healthier products, improve healthy product signage
and assist with product placement and attractiveness. The campaign aims to help customers look more closely at
the foods they are purchasing to make healthy selections a part of their daily life/routine. Goals for the Healthy
Selection Campaign include decreasing the marketing of unhealthy foods, identifying healthy options in stores,
increasing purchases of fruit, vegetables, meat, and poultry, and identifying stores willing to convert to healthier
store floor plans.

Corner Market Conversion Project

After developing the “Healthy Selection Campaign” and partnering with local comer store owners, POTM
developed a “Corner Store Conversion Project” to improve the corner market healthy retail environment in
Baldwin Park. To date 7 stores are currently participating in this project. However, in 2013, funding through the
Community Transformation Grant Healthy Living Active Living (CTG-HEAL) Grant allowed additional data
collection from participating store owners and with customers. Store owners expressed challenges including; lack
of business resources such as (access to a Chamber of Commerce, business management skills, resources to
purchase produce wholesale, and how to advertise/market and handle fresh food). As a result, these small store
owners pay a higher cost for healthy products and pass on that expense to customers. In addition, store owners do
not have and/or are not familiar with the resources to educate customers on the health benefits of consuming fresh
fruits and vegetables.

In an effort to assess the retail food environment in the city, the People on the Move (POTM), youth and residents
analyzed participating “Healthy Selection” corner markets, liquor stores, and big box markets and performed a
corner store assessment using a customer survey tool, prepared by CCPHA. The survey included questions about
customer residence, reasons for visiting the store, type of purchase, perception of product quality, healthy snack
and beverage preferences and opportunity for sales, and transportation to stores. The results of this assessment are
contained in the Baldwin Park CTG Community Report, dated September 2013.

In addition, CCPHA in partnership with City staff continued working relationships with participating corner
market stores in Baldwin Park. Corner markets participating in the “Healthy Selection” program, provides an
opportunity for businesses to contribute positively to community health needs, engage in training opportunities,
and institutionalize offering healthy foods and beverages. Corner market managers and employees stated that
competition from well-established, food outlet stores made it difficult to carry healthier food items. In essence,
corner stores depend on unhealthy food items, ethnic-specific food, and produce for financial stability. Corner
store employees and managers stated that customers must have prior knowledge about healthy food items, the
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“Healthy Selection” Program, and workshops in order to empower the community about living a healthy lifestyle
through healthy nutrition and education.

CTG Baldwin Park Community Report

From January 2014 to April 2014, a sample of (58) adults and (17) youth customers in Baldwin Park were given an
“Access to Healthy Food Survey” at corner markets and community events. Survey recipients prioritized changes
they wanted to see in local corner markets. More than half of the adult customers (31 customers) and 7 youth
customers stated that increasing access to fresh fruits and vegetables in comer stores is a priority, followed by:

» Increase in-store signage promoting healthy food options (28 adults/9 youth)
o Increase visibility of Healthy Selection products (26 adults/9 youth)
e Increase healthy beverages of 100% juice (21 adults/9 youth)

The majority of youth (13 youth) expressed the need for more education about the benefits of healthy foods. Youth
expressed the following: increased variety of produce, healthy marketing, and creative ways of selling healthy food
products in corner stores.

Based on stakeholder interviews, past work, and data collected to date, CCPHA staff and CTG partners (City of
Baldwin, Baldwin Park Unified School District, and County of Los Angeles Department of Public Health)
recommend the following goals and associated recommendations to further the Healthy Retail Corner Store Policy
project as a whole:

Goal 1: Institutionalize the “Healthy Selection” Program in the City of Baldwin Park to improve product
placement of healthy food and beverage options, decrease unhealthy food marketing and support healthy
advertising in stores city-wide.

Goal 2: Develop healthy market guidelines which would include:

Healthy floor plan standards

Healthy Check-out lane/Counter display standards

Increase visibility of healthy selection products offered to increase sales.
Increase healthy beverage products to increase healthy beverage sales.
Recommendations for fresh produce availability and quality standards
Site/Fagade Improvements

Signage Standards for healthy foods and beverages

Incentives and pricing strategies

Funding to support stores in guideline compliance

Customized trainings/workshops

Goal 3: Create a Healthy Corner Store Taskforce to identify opportunities for stores to expand their business
model. This taskforce would:

o Identified need for policy
¢ Identified goals and objectives
» Solicited input for the policy language
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e Developed language for the policy
Developed an Action Plan
Guided the process of the policy passage (Implementation, Enforcement and
Monitoring/Evaluation)

Healthy Corner Market Policy

The Healthy Corner Market Policy (Attachment #2) includes recommendations discussed above and includes
details on the following:

1. Improvement of product placement of healthy food and beverage options to decrease unhealthy
food marketing, and support healthy food marketing in stores citywide through the continuation of
the “Healthy Selection™ Program.

2. Develop and provide Healthy Floor Plan guidelines to program participants as necessary.
3. Development of a Healthy Corner Store Taskforce to implement and guide the program.

This is a voluntary program in which both small retailers (small scale corner stores) as well as larger retailers
(small to medium markets) can chose to participate. The policy provides three (3) tiers (Platinum, Gold and
Silver) in which program participants can meet and/or aspire to. All voluntary program participants’ must
complete Standard #1, and then may choose from a variety of other standards on the list. In total, there are fifieen
(15) different standards which participants can chose to meet (Page 2 of Attachment #2).

I. Tier 1 (Platinum) must choose a minimum of 6 standards in addition to Standard §.
2. Tier 2 (Gold) must choose a minimum of 4 standards in addition to Standard 1.
3. Tier 3 (Silver) must choose a minimum of 2 standards in addition to Standard 1.

Participants in the program agree to sell healthy foods and create a healthy store environment. In order to be
eligible for incentives, store owners shall comply with their selected standards in the respective tier for a minimum
of sixty (60} days and enter into a good faith agreement with the City. Types of stores exempt from this policy
include specialty food stores, service stations and grocery and big-box stores.

In addition to the tiers and their respective standards, performance measures, implementation measures, a listing of
potential incentives, staff training, and expectations for actively seeking grant funding are also included in the
policy.

ALTERNATIVES

Should the City Council choose not to adopt this policy, the City would be in violation of the CTG/HEAL Grant
Scope of Work, to implement Goal #1 of the Grant which is to “Develop and implement a city-based, centralized
Baldwin Park Corner Market Incentive Program with 3 to 5 small and medium pilot corner markets to increase
their availability of fruits, vegetables, and other healthy foods..." as non-adoption of the policy would significantly
impact the relationship between the City and Los Angeles County for Jfuture grant opportunities.
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ATTACHMENTS

#1, CTG Baldwin Park Community Report, dated July, 2014
#2, Healthy Comer Store Policy (Administrative Policy #029)




ATTACHMENT #1
CTG BALDWIN PARK COMMUNITY REPORT,

DATED JULY 2014
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1. COMMUNITY REPORT PURPOSE & METHODOLOGY

The City of Baldwin Park, California Center for Public Health Advocacy (CCPHA), and Baldwin Park Unified School
District (BPUSD), with funding and guidance from the Los Angeles County Departmgyt of Public Health, have
launched a multi-year Health Eating Active Living or “HEAL” initiative to: |mprov§£ n@%&)(pand access to healthy
food by implementing a corner market incentive program, improve and expand"ﬁégmstmg armers market in
Baldwin Park, and to enhance school based stake-holders invoived with nugﬁg sservices to expand nutrition
education. £

geles County
Department of Public Health, Baldwin Park is in the top quarUIegor both adult and chlicl 1gog:obesity, with an
adult obesity rate of 29.4% (in 2007), and childhood obesﬁyfﬂie of 28. 7% (:n 2008). Accorcﬁn ’*tp the US Census,
State and County Quick Facts (2010) out of an estlmatedﬁ . kidwm Park, 15. 9‘? ﬁ”@?t or below

ding to the US Censué, State and
County Quick Facts, Baldwin Park’s populatlom;s 80.1% Latino, 14. 3% Astan/Pacific Islander, 4.3% White {not
Hispanic), and 1.2% African-American. Wy

DATA COLLECTION
This Baldwin Park Community Report is designed to%a"ddress ﬂ’)&ﬁﬁ@%—inlttatl\fe s second goal:

-y e §M
ity of existing faﬁﬁ%rs market tq serve more residents and youth in
rk by rmplemenf?hg systems to accept CalFresh Efectronic Benefit
fg{ paymentszaand deve!mmg*e)udence based public health strategies that will

a&éﬁﬁ
promote and/or prgf

ST

Through participatigizof. inte reste'

qualitative agat«i Uantitati C

ethtmg ja?mers market in"Ba g;um Park’%&?ﬁ needs assessment focuses on expanding the capacity of famers’
tiﬂ%erve more residen X %’areas of Baldwin Park, and assists in efforts to develop a

- thy fooégoptlons In corner markets in the city.

The purpose ofga %mg data related to this initiative is to provide a foundation for future research in
developing recomme;aﬁatlons tqﬁ@prove expand, and create a viable environment for farmers’ market vendors
and community resndelﬁs’fﬁw‘?rb > csty of Baldwin Park hosts a farmers’ market at the Kaiser Permanente medical
facility every other Frldayéﬂ"gﬂram 12:30 pm). Kaiser Permanente does not advertise or promote the farmers’
market to the general pubiac in Baldwin Park due to the limited vendor capacity, limited accessibility and parking
restrictions; therefore, the market primarily serves employees and patients that visit the facility,

With our goal of expanding public access and/or number of farmer's market, the following questions guided the
research:

1. What factors must be considered in developing a plan to attract low-income consumers to a local
farmers’ market?

3|Page




2. What are recommendations for the Southland Farmers’ Market Association?
3. How can collaboration between Kaiser Permanente, Southland Farmers’ Market Association, the City of |
Baldwin Park, and community groups in Baldwin Park increase? - |

METHODOLOGY
Data collection included gathering quantitative and qualitative information,,

ﬂ?x

| * Questionnaires administered at Baldwin Park Resid %@g
: . Meetmgs with Kalser Permanente, Southland Facm%r '

advocates assessed farmers’ markets in nelghbo‘ ipic
availability, affordability, variety, guantity, and qua

}
y.food and be\*?e;;sage selections.

*?xﬁ% 2 egf’
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2. HEALTHY SELECTIONS PROGRAM ANALYSIS

CCPHA’s 2007 report Searching for Healthy Food: The Food Landscape in California Cities and Counties provides a
context for the need for programs in Baldwin Park. California had more than four times as many fast-food
restaurants and convenience stores as supermarkets and produce vendors in 2005, This rate is seven to one in
Baldwin Park, which is significantly higher than the state average. The study also found a 5.2% increased
incidence of obesity among students that attend school within one block of a fast-food restaurant compared
with students that have fast-food restaurants a quarter mile or more away. Couplediwith the presence of these
food establishments is the increased presence of food and beverage marketingﬁﬁt@é‘?@“@s in food and beverage
marketing have a significant impact on children’s food choices and have beggggg?iked to increases in children’s

consumption of unhealthy food. Considering this data,it is necessary to qﬁag%gfog% mprehensive approach

i

aimed to increase healthy food options and decrease unhealthy food oéfi%?ns to create environmental
conditions conducive to healthier eating and active living. g;;gé Y W,

Rt

“People on the Move” is a community collaberative workingégg;agfevent obesity and diabetesiin,Baldwin Park.

The collaborative (developed through funding from the ngi%%gg Endow"’”rgkgnt, The Robert V\?éﬁx? gﬁﬁsen

Foundation, and RENEW Los Angeles County) advocates mﬁ%s in Iogj@%@&d state policies tw‘é%&will improve

the food and physical activity environment in Baldwin Park. One‘aspiectiaf the collaborative wié designating a

team of “resident ambassadors” to audit local corner stores, intera# nggith store managers as advocate
reat %its in August 2013 to review

representatives for healthier options. The ambassadors conducted store al

AN

advertising practices in eight local market, conv%g%%jg%@nd/or liquor sto“?%wﬁgeﬁgr Baldwin Park schools.
T e = a
METHODOLOGY SPECIFICS Y W&%;@%« . |
: . . . L e, e
In an effort to assess the retaii food environment in Idwm%ﬂ%‘éﬁ%@g&g on.the Move, youth and residents

analyzed participating “Healthy Selection” stores, using.a gorner sto%fi%f%‘é%sment customer survey tool. Surveys
were administered at eight diffefer w;ﬁionsz five man%?s, one liquogstore, and two convenience stores.
e )
R

i %

Mercado del Pueblo
M & i Liquor
7-Eleven {Maine Ave.)
7-Eleven (Bess Ave.)

fex ‘from customers at these eight stores. A copy of the survey is
ey gathred the following information:

o = Q;ﬁ(e customqgi‘?éf%’iive
» Redsohs for visifing the store
. Custﬁﬁ\fﬁ%’@‘ﬁd and beverage purchases
Perceptz%%%g%f product quality

-

DATA LIMITATIONS

Although each of the stores surveyed in this analysis were referred to as “corner stores,” two were convenience
stores and one was a liquor store. Two of the stores included in this analysis are “Seven Eleven” stores, which is
a widely recognized national chain convenience store. Although overall findings were grouped, data outcomes of
each store should not be compared against each other given the differences that exist among stores.
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SUMMARY OF FINDINGS

The audit demonstrated that most of the stores had prominently placed food and beverage product
advertisement. The products advertised were typically alcohol {beer), sweetened drinks, sodas, candy, and
chips. According to 25% of store owners or managers, the stores received payment from product companies to
ensure product visibility. In most stores, chips, sodas, beer, and candies where placed up front, while fruits,
vegetables, water, and milk were placed in the back of the store. Resident comments included;

» Price is considered to be the most important factor for people shopping at these stores.
Most people frequenting these stores are Baldwin Park residents. :

Nearly three of four customers said that they would purchase heaghler snat
Nearly two of three customers said that they would pureﬁas”e”heal‘thler bever?ﬁémﬁ available.

Almost 90% of customers said that they did not expemg;nce difficulty getting to theésgm
Approximately one of every three customers (37%/;%%%”1@ that they@ormally get to theﬁgﬁﬁ%ﬁw walking.
43.1% of customers have never visited Whole Fobds “‘W’ derloe s %ﬁ%ﬁsh n’ Easy, Pavullo s; or Gelsons.

ACTION TAKEN SINCE SURVEYS !
In order to address the audit findings, the resad@ent coi!aborative devefaggg a "Healthy Selection” campaign and
partnered with local grocery stores to work tog" 1o ensure stores pr‘g@ﬁgd and prominently identified

healthier food and beverage options. “Healthy Se f' o ;%%“5§Qoted in stlckers%ﬁi’éii& gns that help the community
identify products that comply with California LawsS:BlZ %%@%%55 (specifica .;f ose with minimal salt, fat and
sugar). 1 gﬁ%ﬁgﬁ% e

Y;;.,%, P : ?@;é

ﬂgg : i
The campaign aims to help cons;f ers:look more ciose @tﬂthe foods tt ‘y are buying to make healthy selections
a part of their daily life. The:ré%“’ta froﬁvf?ie surveys will also be used to ‘provide store owners and managers with
effort tod;é]p them better*%inderstand their store’s challenges and opportunities,

with the citywide @e‘ @é’% market incentive program.

gﬁ%‘y

w;:ﬁ::,\

and to provide recommén ation

= K’ﬁh@g &

iy gl
EE.E%;% "Mw?

lDENTIFIED NEEDS.W; "
gfgr the Corﬁ’éFMarket Incentive Program:

H ea!thy Séﬁg 4on” Program in the City of Baldwin Park to improve product
oF: geOptions, decrease unhealthy food marketing and support

mg Healthy'Check-out lane / Counter display standards

z1:):'0:)dut‘ftg guality standards

i i “Eﬁy of healthy selection products offered to increase sales (70% of the customers
said they wz@uld buy healthier snacks if available)

¢ Increase healthy beverage products offered (61% of the customers said they would buy healthier

beverages if available

4. Creation of Healthy Retail Development Taskforce to identify opportunities for stores to expand their

business model

;j’.|“1.3age
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RESIDENT PERCEPTIONS OF FARMERS’ MARKETS
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We used the following survey tools to assess resident perceptions of exisiting farmers’ markets:

1. Accessibility questionnaires administered at annual “Concerts in the Park” series
2. Accessibility questionnaires administered at Baldwin Park Resident Advisory Committee meeting
3. Farmers’ Market Field Trip Surveys

ACCESSIBILITY QUESTIONNAIRES ﬂﬁéﬁ“& K

aer

Morgan Park is the main city-operated public park situated in the heart of mewt‘ wn Baldwin Park. The park is

located near shopping centers and businesses and also houses an audltogi‘ifbm w“’tﬁz;arf,-aakmamphltheater and field
known to host large crowds of residents at a variety of events. The anng%li summeér Eoncerts in the Park” series
is a true staple in the city,- drawing large crowds of diverse residents: nd”%tngh traff‘%%h

booths. This setting allows for CCPHA staff and volunteers to dls;tau%ute“swveys toa Iargeyg%ﬁmber of residents.

A survey booth was set up at three consecutive concert nlghtsazfﬁ July 2013 to understand thg’f‘igenerai public’s
perception of farmers” markets and specifically, the Kaise ;gj,%{gnanente far‘:%{ers market. A tcﬁzai@‘i?ﬁﬁ surveys
were collected. **Note: Due to reduced funding, the concert §?§e%gle WGS?HEM fﬁed causing fo@“’decrease in
total attendance overall.

In order to assess the well-established netghbon g m:
Baldwin Park Resident Advisory Council (BPRAC) T

ACCESSIBILITY QUESTIONNAIRE FINDINGS

R;Ian to esgjé‘blish farmers’ markets that will attract residents in Baldwin Park
uring weekend and weekday time slots that accommodate work schedules

Relocate farm . r;)ad;@“l'to open areas visible from the street
Address product‘%ﬂemg in order to increase affordability for low-income and community residents

Create a marketmg‘"campa:gn to target and attract members of the community (e.g. newspaper ads,
flyers, council meetings, farmers’ market campaign)

* Increase designated parking at the existing Kaiser Permanente farmers’ market

* Use existing resources to promote a community bus/shuttle to transport residents to the farmers’
markets during peak hours




4. FARMER’'S MARKET FIELD TRIPS

In order to compare the Baldwin Park farmers’ markets with other well-established farmers’ markets, CCPHA
organized a multi-market tour with 20 Baldwin Park residents,- providing each attendee a $20 Visa gift card and
a survey at each location. The tour included visiting the following markets:

1. LaCanada, CA

2. Pasadena Victory Park, CA

3. Walnut (Mount Sac College), CA

4. Kaiser Permanente Farmers’ Market (Baldwin Park, CA)

SUBSEQUENT SURVEYS

» general observations
e product pricing
= produce offerings

acceSS|b|I|ty
convenience
%

SURVEY SUMMARY

Residents noted that each of the four farmers‘

gnmented that they ﬁ{aund each market provided a
: ecnﬁcally, the~survey yielded the following:

EA

tated that the Pa’s:atiena Victary Park farmers’ market is in close promm:ty of designated public
jg?eamer %owever there is a lack of public transportation to all the markets.

prices of market merchandise were close to, if not equal to, local

pa rkmgfégé

* Most resides -igported that
neighborhood ?@ﬁﬁgsto res.

e The majority of re" : %ts r!agwe
“excellent” quality 4

Table 1.1a demonstrates the local farmers” market visited and what type of programs they currently operate.

FARMERS’ DAY ACCEPTS | ACCEPTS MARKET MATCH
MARKET LOCATION EBT WIC PROGRAM (With EBT)
LOCATION HOURS
Baldwin Park Kaiser Permanente guad,
Every other Friday, 7:30am- 1pm
La Canada Local Park parking lot

10 | 5 ag .




Pasadena Victory Park parking lot
Walnut Mt. SAC parking Lot

5. FARMERS’ MARKETS ACCEPT BENEFITS

+« Women Infants and Children {WIC)-Farmers’ Market Nutrition Program (FMNP)
in Los Angeles County, there are 79 farmers’ markets that partmpate in WIC-EN! P
. |c1p‘3at|ng markets must be
year the State calls local WIC
agencies adwsmg them to mail Farmers Market vouchers to WIC rec;ﬁiien Sil: sgkagency then mails the
vouchers to the family, who can use them ata WIC certified farmergénarketégﬁgtmbere $ an issue receiving

In order to participate in the EBT Farmers’ Market Pro 1
and Nutrition Service (FNS) to accept Supplementa[ Nut rogram (SNAP) béjfief“ts Most EBT

i ,,er@?"tokens (wooden or- ﬁfgstlc) in

amount of scrip they have received. A farmerga ﬁ?ﬁ ;;;gust have its scri
market can participate in the Farmers’ Market P‘rogra “’@iﬂa

‘3’5'& A5
¢ Pasadena Market Match Program kY &

e WS

a@ ouai Securftw D:sablllty benefits qualify to receive an

a g‘éi?red POS eq wpm : ed by the State and is available to all California retailers authorized
by the th?ia@&w\ Food and Nugg:glon Sennce (FNS) to accept SNAP/Cal Fresh benefits. Wired POS equipment

requires an %3 ﬁ,tfr'cal outlet ag@;an analog telephone line.

»  Wireless POS Device:. y
This is a mobile version F%t?ﬁe standard wired POS equipment, and does not require a telephone line or an
electrical outlet to progéss EBT transactions. If a farmers’ market does not have access to a telephone fine or

electrical outlet at thé market they may be issued a wireless POS device instead. Because a wireless device

is more costly than a wired device, the deployment of a wireless POS device to a market must be approved

by the California Department of Social Services {CDSS).

¢ Paper Manual Vouchers
A manual voucher is a small paper form that is completed by the market and the EBT cardholder. It inciudes
the food benefit transaction amount, the market’s name and the USDA Food and Nutrition Service (FNS)
number, cardholder’s name & EBT card number. The voucher is signed by both the market & the cardholder.




The market’s cashier calls a toll-free telephone number to verify the funds are available in the EBT
cardholder’s account & is given an authorization number, which is written on the voucher. A hold is placed
on the EBT cardholder’s food benefit account for the amount of the transaction. Markets have 15 calendar
days to mail vouchers to Xerox State & Local Solutions, Inc. for reimbursement. Markets equipped with
electronic POS equipment that use manual vouchers must clear each voucher on the POS equipment within
15 calendar days of the authorization.

7. FARMER’S MARKET TOUR RESIDENT RECOMMENDATIONS

Residents recommended expanding the existing farmers’ market, andzﬁ
Residents also explained that they would welcome health mspect@;ﬁ%t fu 1
market events, in order to ensure that products being sold co Iy Wi‘th establi g@%ﬁ;odes for food safety.
They would like to see cooking demonstrations mplemeniggf At "ﬁfel[ ® v‘?;mg;'%

g,

One key finding from the surveys and farmers’ marke@ﬁaﬁeld trip is that a lack of mformaf;a zaygd awareness

exists among res;dents about farmers’ markets. Sev@rﬂﬁfﬁgﬁe ts staﬁ“ed that prior to wsm?@ﬁ%e market,
et (did riet know that ven“dors accept and

the future, unanimously, the group said * ages

w«ﬁ%..«gw "{f

- i
In addition, residents expressed interest in a??ﬂﬁﬁ%%%%atch program, ,
program. The program aliows for an mcrease%puréﬁ”%power by prﬁ%&ing a certain match in dollars

for EBT recipients. Residents were very exuted”fbat thg&g%@%ﬁlﬁﬁ&e th_lsmatch to purchase organic produce.
é”; ,ﬁé

istamps), WIC %’?ﬁé Social Secu?ﬁy/Disability benefits qualify to receive

an extra $5 to $10 vo&% er week*ﬁgf@&month!y at p%ﬁ%rpatmg farmers’ markets. The number of vouchers is

ersed ur& ‘they run out. Recipients of farmers’ market vouchers can purchase

frurts vegetables and v ruxa’as nut:;fﬂ;f?;:ggg]gf%m certified growef:gf?’At the end of the market, farmers’ turn vouchers

they received to the Marketh: e”'if 1] ”""“ha%&e ogg,xcash People interested in joining the program can
e =

- e
visit the u:rfetrm

ﬁgm;lers market to receive their vouchers.

)sWIC, and Social Security/Disability benefits qualify to receive
th at partlmpating farmers’ markets The number of vouchers is

iy
8. FARMERS MARKET C N’SOLIDATED IDENTIFIED NEEDS
The following are key needs that can help inform the farmers’ market initiative as part of the HEAL grant, and
future work undertaken by the City and community partners.

%gbooth at’any participating farmers’ market to receive their vouchers.

A5
o

1. Identify local resources and funding opportunities for expanding public transportation to farmers’
markets. For example, the City can explore expanding the Baldwin Park Pumpkin and Teal Lines, or
partnering with Metro and/or Kaiser to create a shuttle.




2. Expand community awareness about the Kaiser Permanente Farmers’ Market and the existing financial
incentives for EBT eligible participants to utilize this market as a source for purchasing organic fruits and
vegetables that may not be accessible in traditional supermarkets.

3. Identify funding sources (including grants) to support programs such as Market Match will enhance
families’ purchasing power with EBT cards at farmers’ markets.

4. Consider alternative sites for additional farmers’ markets in the community th%% are centrally located and

open to the public, including at: ﬂg‘gﬁg“ﬁ«f‘w’%ﬁ%
> Schools »  Worksites
> Clinic (FQHC) > Wiﬁ‘%%%
» Governmental Organizations (CDPH) Xéf%l Fres‘k@ ices
» Retailers {Mall parking Lots) ? %ay Care @ 2
“@fc:mw&gm xé%

5. Outreach to Cal Fresh recipients in the community. I;gﬁ*examp!e the City and com r:gp.;mlty partners
could partner with Social Services to include farmegsmarket andMa rket Match mfom;ét;ﬁomn

ﬂﬁzm*g pn }ﬁfd
mailings to Cal Fresh recipients. F e, <§Kg§§§;/
&

L -
&' .

7. Provide nutrition education classes at séiq : gg%ggm,rnuruty centers, st %tenters and other
community-based sites. %@ﬁ Wg%ﬁ%?%
@ﬁA

E ; Ma : Wg.@w - 4
8. Engage children in grades ¥ 12 in Kaiser Perm ie Farmers‘ﬁ3 y

lifelong habits for leafhing:

ammg% )
Park COmmUI’llt\/{wf”f i

e éﬁgg@cal governments to promote access to fresh produce,
ty gathering places, and revitalize neighborhoods by

Cre farmers’ market opportunities and to ensure their long term viability. The
o et ,@zﬁbgloﬁmas taken from the guide.

Zoning ordlnances%weate detailed guidelines for where different uses (like houses, shops, and
offices} can occur and how buildings and urban space should be designed. A zoning code ordinance
that establishes farmers’ markets as an allowed use in specific zones eliminates the need for a
permit and increases the land available for markets. It can also help to protect existing markets in
the allowed use area. In addition to reducing regulatory barriers, local governments can streamline
the process for obtaining permits. One effect of planning could be to allow the municipality to
prioritize markets in appropriate sites {such as near a school, a town center, or public
transportation, or in neighborhoods without a fresh produce outlet) and to plan for new markets.

13|Pa oo




> City of X: Example of Ordinance: Certified Farmers’ Markets: {Ordinance Amending Ch. 20,
2012) The market must operate a redemption program for, Cal Fresh Electronic Benefits
Transfers, as well as federal Farmers’ Market Nutrition Program coupons (both through the
Special Supplemental Nutrition Program for Women, Infants and Children as well as the
Seniors Farmers’ Market Nutrition Program).

»  City of Y: Example of Zoning Code: 20.80.265 Location requirements Certified Farmers’
Markets including Small Certified FArmers’ Markets, jocated in resnggntlal zoning districts
are allowed to operate only at school sites, library sites, commugi;ﬁy ter sites, or
church/religious assembly sites "’

ﬁ
i

10. Create a Permit Program for Produce Cart Vendors to create a;gtgfeamlsﬁ‘;@ ermit program for

ggm

produce cart vendors,” retailers who sell only fresh, uncut f;uu .xand vege%a;%j%gfrom a mobile cart,
rules for vending, and a range of mcentaves a local government may provide to e &ﬁh@ge vendors
to sell in neighborhoods that lack other sources of f@ producey, Giving vendors prr@rg
consnderatmns when applying for a permint, dISGﬁUﬁ"-z;@ Ees on pe ,}l fees access to sma%%usmess

° ..
In order to explore the recommendations above,gCPHA wgi Wg orks
Advisory Council (BRPAC) Iegd
findings from the Farmersi:N

%gmthe Baldwin Park Resident

eis to debrief on fmé;,ngg’%nd recom&eﬁ‘ﬁatlons as well as present
mmary report“% additional Bramldwm Park Resident Advisory Council

aborative, CT% {BP Partners (City of Baldwin Park, Baldwin Park

al Advisory Comz?%mmigtsge (TAC) that is being developed to support

2drk. CCPHA will present findings from this
d Kaiser Permanente Farmers’ Market Managers,
*\?ﬂtﬁ{’fy of Baldwin Park leadership to discuss how to
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FARMERS” MARKET ACCESSIBILITY QUESTIONNAIRE (English)
1. Do you know what a farmers’ marketis?Y __N__
2. Are there enough held in your community? ¥ N
3. Have you ever shopped at the farmers’ market at Kaiser Permanente?

4. Please answer the following questions about your local farmers’ market:
a) Whenisitheld?M_ T __W_TH__ Fri_ Sat___ Sun___
| What time: Where:

best for your local farmers’ market to take place?
How did you find out about your local farmers’” market?

Fruits
Vegetables
Meats
Breads

I s

Dairy Products

| | Other;
s, market? {One-way) Do you wish it were

aag%“t’ your local farmers’ market) Why?
irkets be im pi’“oxf’éd? What would make it easier for you to come?
R




CUESTIONARIO DE ACCESIBILIDAD A MERCADOS AL AIRE LIBRE (Espanol)

1. ¢Usted sabe qué es un mercado al aire libre? Si__ No__
2. ¢Hay suficientes en su comunidad? $i__ No__
3. ¢Alguna vez ha comprado alimentos en el Mercado al Aire Libre en Kaiser Permanente?
4. Por favor conteste las siguientes preguntas sobre el mercado al aire libre de su comunidad:
a) éCuandolotienen? M__T__ W__ Th__ Fri__Sat__ Sun___
Horario Donde:
b) ¢éCuando y donde (iglesia, escuela, parque, estacionamiento dega
mejor tener el mercado al aire libre de su comunidad? :
c) ¢Como se enteré del mercado al aire libre de su comu
5.
6.
7.
(1=peor, 5= mejor)
Frutas
Verduras
Carnes
Pan/granos
Productos lacteos

8. iComollegaalm

Compartiendo Otra.____

automovil
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Farmers Market Accessibili uestionaire Results

Do you know what a farmers market jis¥
Yes 55
No 5

Are there enough farmers merkets in your

COImMUNIty? iz there adequate p&rking
Yex 47 yes 40

No 11 hlid 14
Unanswered 1 unanswered |5

Have you ever shopped at the Kaiser Pesmanente  Where does your local farmers

FARMERS’ MARKET ACCESSIBILITY QUESTIONNAIRE SUMMARY
|
|

farmer's market? market take place? What timea?
answered

Yes 25 time/day 18
answered day

Mo * 26 only 22

unanswered 8 did not know {19 |

*Have attend farmers markets in: West Covina,

Walnut, Covina, Pasadena

Howr do you get to yoar Tarmers market?

@r 22 |car or waik 4

walk 0 |pus or waik 2

bus 7 carpoot! or walk i

Carpool 3 taxi i

bike b

How long does it usually take 10 get 1o the farmers markes {one wayj?

510 mins 14
15-20 mins is
25-30mins 9
1 hour/plus 3
unanswered 18

How would you rate freshnest of food? {(5=Bestto I=worst}

S Rating |4 Rating 3 Rating 2Rating _ |1Rating
Fraits 33 11 FER 3 3
Vegetabies 32 5 8 1 3
Meats 18 10 3 7 17
Breads PN 13 5 2 g
Daiiry Progucts 18 10 & 5 10
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Where do you buy most of your groceries? {If not at your local farmers’ market) Why?

Many of the survey participants go to large chain food carriers and super markets as their main source
of groceries. (Food for Less, Superior, Fresh & Easy, Vallarta, Costco, Wal-Mart) Reasons given for
shopping at the grocery stores included

s Few farmers’ markets in their city = Convenience
e Lower prices » Easler access to parking
* Larger meat selection e EBT acceptance

Fresher fruits, vegetables, and meats.

Are there certain foods that you need but find it difficult to get at your Js al farme}s’ market? 37 of

expressed dissatisfaction in the farmers’ markets selection answer
¢ Fruits and vegetables (peaches, squash)
e QOrganic fruits and vegetables
+  Milk
*  More bread variety

Honey

C t doﬁgot have them
ﬁrqss the city for improved accessibility
> times a u‘?mé%:ek it possible

g;”"t putting it on the weekends
@éﬂdmg @re fliers to the community
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FARMERS’ MARKET TOUR TRIP DOCUMENTS

Trip Agenda, Directions & Bus Invoice
Trip Script

“What is a Certified Farmers” Market” Handout

“Organic & Pesticide Free...Not so Fast” Handout
“Shopping Tips” Handout
Legal Waiver Example & all Signed copies

Signed Gift Receipts




KAISER PERMANENTE FARMERS’ MARKET QUESTIONNAIRE SUMMARY
General information about Kaiser Permanente Farmers’ Market

The market is held every other Friday from 7:30 am — 12:30 pm at Kaiser Permanente, 1011 Baldwin
Park Blvd. Baldwin Park.

Parking: 3 of 4 participants agree that adequate parking exists, 1 did not agree

Pricing: 4 of 4 participants reported reasonable prices/comparable to thosegm their grocery stores
Overall Experience: 4 of 4 participanis had a positive exgéf‘em‘:e

AEETE

it e
ittt
g
HEE e

Comments included: y
e The Farmers’ Market had a relaxed and fr:endly“’”tmosph& szwhich made it good

kgt

a
q

e liked it, the vendors were very helpful andﬂ%h
was a blt small but it had everything you gp

Are there any programs that you liked:t
DBuring our visit there was a USDA inspe
they were keeping up with codes.

5 | - ) S




PASADENA VICTORY PARK FARMERS’ MARKET QUESTIONNAIRE SUMMARY
1. The Pasadena Certified Farmers’ Market is held on Saturday at Victory Park in Pasadena CA.
2. PRICES: 12 out of the 19 people said that prices are reasonable, 5 people disagreed. Comments:
e Prices are substantially lower than at supermarkets. Plant prices are also lower in
comparison to Home Depot,
« Organic: The prices are reasonable given that they are organic. Fresh, organic is worth it.
s Participants wished there were more in each package.
* Itis cheaper to buy multiples of produce or by the pound — Good Deals. ﬁ%‘:%m
* Organic and quality foods are better if it is priced a littie higher. T
The price is a bit too high compared to the stores at Baldwin Park sug
* Too expensive for their budget

3. 1 N/A Blank
Fruits 1
Vegetable 1
Meats 1
Breads 1
Dairy Products 1

Desplte its size, there are samples %é R ,, fnendl\);g”;md care for buyers needs
enough vendor variety. All very fresh:, g z;}Gc.o“(’jﬁots of samples & tasty fruit

it

5. What did \rou like thgﬁﬁmw_ L,_ttleast’

Vendors offer recipe suggestions
Variety of Plants & Olive Oil sold
Pesticide free

Clean
Samples
Quality

MOST

7. Doyou fﬁ‘i;é’k,)that the prices
\Vém% z§“§

neighborhoods?, .

¢ 8 people said n@%& qﬁ%ot compare do the price at the farmers’ are too high

e 3 people yes the 'i~ mpare to the store price.

* 6 people believe the prices are higher but the quality and the care for produce makes up
for that

¢ 1 person said not that at the framers market in BP is higher than Pasadena.

at the farmers’ markets compares to price in your

8. Are there any programs that you liked that you would want in BP?
¢ Nutrition educations for youth * (Crafts section for little kids
» Cooking demos/classes * Organic Farming

23|Page




LA CANADA FLINTRIDGE FARMERS’ MARKET QUESTIONNAIRE SUMMARY

1. Lla Canada Flintridge Farmers” Market takes place every Saturday from 9am — 1pm at
Memorial Park in La Canada, 1346 Foothill Blvd.

2. PARKING: 7 out of 17 participants agree that adequate parking exists, 8 disagreed. 2 didn’t
reply.

3. PRICES: 13 of 17 participants reported reasonable prices, 4 partlapants reported
unreasonable prices

4 1 2 3
Fruits 1 1
Vegetable 2
Meats 2
Breads 1
Dairy Products

4. 15 out of 17 participants felt good about th

e  Positive shopping . Circular(;@f'f‘%g s Varietyo %ﬁ%”
experience vendors jewelry, meoa? prepared

* Fresh & Organic s Many samples food, plants/ﬂowers
products Fresh products, smel s  Gourmet food

e Liked the atmosphere ”“:g; :£bod and have good ¢ Homemade clothing

e Good prices €0 “EgﬁéiyVanety of ethnic foods

¢ Helpful vendors #  {Mediterranen)
5. OTHER COMMENTS
lota mmcould be a Ilttlesgﬁ ”ger

%nythmﬁ,,sp cial about thlsﬁarmers market it didn’t really have variety.
ould be becau&g of the location.

R
B

1o dispose the sampling ﬁ'gag?:l

i,

fﬁ‘x‘zgawm@“
» arket you would like to see in Baldwin Park?

rall tha’t the prices at this farmers’ market compare to prices in
: . your neighborhood stores? Two participants believed the prices were comparable.
';@ne believed t§i°Ere is no comparing the prices because the quantity is different in
e Earmers g‘maarket than the stores in BP. However, more believed that it was
mor%ai;:,st{f%ere But one participant felt it was worth it because the entire product
is better»«and organic, and one at the store they are older and come from far away.
c“?
8. Are there any programs that you liked that you would want in Baldwin Parks?
(Cooking Demos, Nutrition education, etc.)
Cooking demos & classes
Entertainment
* Getting a CSA account(s) with local farmers’ that can provide monthly packages at a
decent cost

24| P g o




1 would fike to bring Novy Ranches to promote better treated, grass feed animals

because they will have less fat and better quality meat.

Nutrition for kids

L

!

ing music

Everything available for all ages includi
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WALNUT (MT. SAC) FARMERS’ MARKET QUESTIONNAIRE SUMMARY
1. Jack Newe's Farmers’ Market is held on Saturday at Mt. SAC Parking Lot.
There’s excess parking.
2. PRICE: 15 out of the 19 people said that the price is reasonable. Two
disagreed, one replied.

3.
1 2 3 4 Blank
Fruits 1 2 6
Vegetable 1 4 2
Meats 2 1 i 8
Breads 1 1 3 5 1
Dairy Products 1 2 5

Vo, 4
es towards the end of the day.
onsumption and the music.

5. Would you like this t

=y g, e
y”ii dﬁaﬁr”‘”é 3

-§ 4+
Tpanienase, | -

Most participants agreed, but a few said theﬁgoﬂgmpref%%‘%
e ’%3 xz:

zdo ngt compare do the pnce at the farmers’ are too high

pare

N -ﬁ; “ Crafts section for little kids
i # Everything and anything we can get
Cooking Demos
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ATTACHMENT #2
HEALTHY CORNER STORE POLICY
(ADMINISTRATIVE POLICY #029)




City of Baldwin Park Date:
Approved by: City Council

Administrative Policy # 029 8/20/14
Authority:
SUBJECT:

Community Development Department

Healthy Corner Store Policy

Mayor, Manuel Lozano

The objective of this policy is to establish guiding principles and practices so that
existing corner stores conlribute to a healthy economy by providing healthy marketing
strategies, floor plans to promote healthy food promotion and marketing. Healthy food
signage, attractive store facade and sfore settings to promote healthier eating and
access to healthier foods.

The City of Baldwin Park, with the establishment of this policy, will:

1. Improve product placement of healthy food and beverage options, decrease
unheatlthy food marketing, and support healthy food marketing in stores citywide
through the continuation and institutionalization of the “Healthy Selection”
Program; and '

2. Develop healthy floor plan guidelines; and

3. Develop a Healthy Corner Store Taskforce to guide the program and
implementation of the Policy.

PROGRAM PROVISIONS:

Participants of the Healthy Corner Store Program must offer for sale food for home
preparation and consumption, on a continuous basis and fall under the following
classifications:

e Category (1) includes small corner stores, defined as a small scale store
carrying food and beverage items with at least one refrigeration unit and at least
one cash register.

e Category (2) includes markets, defined as a small-to-medium scale market
carrying food and beverage items with at least one or more refrigeration unit, a
fresh produce area, and at least one cash register.

Participants agree to sell healthy foods and create a healthy store environment. The
following are provisions for participation and potential incentives: (good faith
agreement). Exempt stores include specialty food stores, service stations, grocery, and
big-box stores.




Healthy Floor Plan Guidelines:

Tiers:

The standards are divided into three tiers. The following standards are based from
evidence-based models: ChangelLab Solutions, The Food Trust, and Policy Link, and
insights into how a healthy store should appear. In developing these standards, we
balanced both nutritional and feasibility considerations. For many small stores, these
model standards will require minor changes to their inventory and business practices.

Participating stores will be evaluated by the Healthy Selection Taskforce to determine
compliance. Standards are listed below. Participating stores shall comply with its
respective tier for a minimum of 30 days to be eligible to receive incentives. Standards
are listed below.

Tier 1 (Platinum) shall choose a minimum of 6 standards in addition to Standard 1.

Tier 2 {(Gold) shall choose a minimum of 4 standards in addition to Standard 1.

Tier 3 (Silver) shall choose a minimum of 2 standards in addition to Standard 1.

Standards: (Standard #1 is required for all tiers)

1. Regularly stock:
» Fresh Fruits and vegetables (prioritize locally grown, organic, fresh and in
season, canned and or frozen when fresh produce is not available)
» "Healthy beverages (i.e. 100% fruit juice and water)
» “*Healthy snacks(i.e. pretzels and granola bars)
*Defined as: Food to improve or maintain health. Food that is
considered to be more beneficial to health than ordinary foods,
especially products that are organically grown or without chemical
additives (Genetically Modified Organisms—GMO’s).
2. Develop healthy floor plan standards
a. A minimum of 50% devoted of FAR (floor area ratio) specifically
designated to food) containing fresh and healthy foods, fncluding fruits and
vegetables
i. Provide at least three varieties of qualifying, non-expired or spoiled,
food in each of the following four staple healthy selection groups,
with at least five varieties of perishable food in the first category
and at least two varieties of perishable food in all subsequent
categories:

1. Vegetables (excluding all onions, white potatoes, and herbs)
and three different varieties of canned and/or frozen
vegetables with no added salt or fat.

2. Fruit {excluding lemons or limes, ali other citrus, ok) and
three different varieties of canned and/or frozen fruit with no
added sugar.




3. Meat, poultry, fish and/or vegetable proteins (canned beans
with no added salt or fat and one variety of nut butter (e.g.
peanut butter, almond butter) with no added sugar.

4. Grain (100% whole grains)

5. Dairy products and/or dairy substitutes (stock at least one
type of low-fat or skim milk with no added sugar and/or one
plant-derived milk (i.e., almond, soy) and at least one variety
of low-fat or no-fat cheese or yogurt (with no more than 15
grams of sugar per serving)

b. A minimum of 50% of beverage refrigeration units devoted to healthy
beverage options. '

c. Convenient access to produce and visibility. Produce must not be
displayed in torn or tattered boxes or on the floor. Produce must not be
rotten, moldy, spoiled, bruised or wilted.

3. Health Zone Area: Dedicate a specific area in front of the store or at check-out
lane

a. Healthy Checkout lane including but not limited to:

i. candy-free check out areas
ii. no advertising of alcohol and cigarettes in check-out lane
fii. remove tobacco products from Healthy Checkout lane and/or from
plain view in check-out isles
iv. offer at least two healthier snack options

1. Shall contain less than or equal to 200 calories per serving

2. Shall contain less than or no more than 7 grams of fat, 2
grams of saturated fat, 15 grams of sugar, and 200 mg of
sodium per serving.

3. Health snack options shall not have sugar or high-fructose
corn syrup listed as the first ingredient.

4. The corner store shall provide and maintain a minimum of 30% of overall store
shelf space for healthy products.

5. Corner store shall Increase interior educational information by posting two signs
that contain information on the benefits of fruits and vegetables.

6. Replace a minimum of two alcohol and tobacco posters with at least two
educational and/or healthy corner market signs from the County of Los Angeles
Department of Public Health — Tobacco Control and Prevention Program.

7. Compliance with existing signage requirements: including but not fimited to
exterior pole signs/monuments, business license, Tobacco Retail Licensing,
temporary signage, wall signage, window signage, etc.

8. Corner store shall accept Food Stamps / EBT.

9. Offer one sale, coupon, or other discount per month on any product as defined
above that meets program standards.

10. Price one bottled water option below the price of all other beverages of the same
volume. Display this low-price bottied water option at eye level in refrigerator.

11.Display healthy advertising and minimize (Minimum of 40%) exterior signage
promoting alcohol, cigarettes, etc.

12.Display Healthy Selection shelf talkers and boards on healthy food and
beverages.

13.Respond to customer requests for products.

3




14. Keep food fresh and food displays clean.
15.Business License maintenance on joining.

PERFORMANCE MEASURES:

The City will designate a point of contact to evaluate this Healthy Corner Store Program
using the following performance measures based on the information received from
BPRAC who will conduct bi-weekly appraisals/assessments/inspections of corner store
participants:

1. Increased visibility and marketing- of “Healthy Selection” products to qualified i
products |

2. Increased variety of fruit and vegetables |

3. Increased variety of healthy beverages (water, beverages with no added sugar, ‘
and 100% juice)

4. Increased Floor Area Ratio devoted to healthy food (minimum 50% of the floor
area devoted to the display of healthy food)

9. Presence of Healthy Food Zone and or Healthy checkout or register (at one or
more register)

6. Adherence to provisions

The City in collaboration with the Healthy Selection Taskforce will identify private-public
funds and create a methodology to collect data related to these performance measures.

IMPLEMENTATION:

(A) Healthy Comer Store Taskforce: The Taskforce will include members of the
Baldwin Park Resident Advisory Committee (BPRAC). The Taskforce will also
include representatives from local non-profit organizations (e.g. Kaiser Permanente's
Educational Outreach Program, Women, Infants, and Children (WIC). and other
interested youth and residents. This Taskforce will meet bi-monthly and provide a
written report to members of the Healthy Selection Taskforce.

(B) Inventory: The City will maintain a comprehensive inventory of all corner stores
participating in the program and quarterly communication to ensure integration into
program. Healthy Selection Taskforce will update and maintain ongoing
communication with City.

(C) Incentives/Resources: The City will provide ongoing assistance and support with
adherence to aforementioned Healthy Corner Store Program provisions. City will
provide support to participating stores including:

» Platinum Tier 1: In addition to incentives from Tiers 2 and 3. Stores will
Receive:
o Baskets for non-refrigerated produce or other healthy products;
o Publicity and promotion in BP NOW newsletter:
o Highlights on a marquee (e.g. Morgan Park reader board); and
o Citywide bus shelter advertisements.

4




+ Gold Tier 2: In addition fo incentives from Tier 3. Stores will receive:
o Public recognition in a display box at City Hall;
o Expedite processing of city licenses for business; and
o Free advertising on Baldwin Park Public Access Cable TV channel.

o Silver Tier 3: Stores will receive:

o Healthy Selection Toolkit (fresh produce handling, healthy food
marketing, healthy product checklist, wholesale vendors, and basic
nutrition education);

o Graffiti Removal;

o Assistance with the Revolving Loan Fund (RLF) Commercial Loan
Program and (low interest loans to make store improvements or invest
in equipment); and

o Complimentary collateral (Healthy Selection signage) for use within
the store.

(E) City Staff Training: The City in collaboration with the Healthy Selection
Taskforce will train pertinent city staff on the content of the Healthy Corner Store
Program provisions and best practices for implementing the policy.

(F) Coordination: The City will utilize inter-departmental project coordination with
Healthy Selection Taskforce to promote the Healthy Corner Store Program.

(G) Healthy Selection Informational Folder: The City in collaboration with the Heaithy
Selection Taskforce will create and adoptHealthy Selection materials that will be
provided to participating stores which will include information on suggested products,
nutritional facts, merchandising tips, customer’s relations, promotions, etc.

(H) Funding: The City in collaboration with the California Center for Public Health
Advocacy will actively seek private-public sources of appropriate funding to sustain
the Healthy Selection Program. In addition, pursue private-public funding for corner
stores to help meet the provisions, make appropriate improvements, and evaluate
program efforts.




