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HOTM 200

 Modeled after The California Department of Public 

Health’s Harvest of the Month Program

 May 2009- Local food giveaways

 October 2009- Local food giveaways & purchases 

 Educational materials:

 Farmer of the Month baseball cards

 HOTM materials

 Newsletters, recipes, nutrition facts, food handling suggestions



Program Goals

1) Promote the sale of locally grown fruits and vegetables

2) Increase WIC-Only customers’ access to local, fresh 

and healthy foods 

3) Serve as an education and marketing campaign for 

fresh locally grown fruits and vegetables 

4) Establish a framework or template for integrating 

locally grown foods into WIC-Only and/or retail 

settings through new sales and/or marketing 

mechanisms



Why WIC-Only?

 671 WIC-Only stores in CA

 Represent 16% of total authorized WIC vendors

 Redeem 40% of all WIC vouchers = 

 $308,000,000.00 million dollars in food purchases

 Retail chains 

 Ability to expand beyond the pilot and/or a single site

 Infrastructure & resources

 Potential impact on local farm economy



Why HOTM?

 Simplifies food ordering & food handling process in stores

 Effective education & marketing tool 

 Recurring program

 Interactive advertising

 Encourages dialogue among consumers and administrators 

 Encourages the consumption of fresh food 

 Well established school program; potential for cross 

promotion



Players & Roles

 Store owners:

 Prime Time Nutrition                      

 Mothers Nutritional Center 

 Fiesta Plaza

 Nutrition Fundamental

 Non-Profit; UEPI

 Benevolent Brokers; Cooseman Shipping  & Worldwide Produce

 Farmers; Local producers



Store Constraints

 Limited green grocery infrastructure

 Small store format

 No certified food handlers on premise

 All food must be pre-packed

 $2.00 dollar cap for product giveaways

 Typical requirements of fresh product

 Sized correctly 

 Sized consistently

 Fresh

 Taste tests were prohibited, now allowed



Implementation: May to November

Local Food:

 Bought/sold 28,370 pounds of local food

 $15,626 dollars in sales

 About $0.55 cents per pound wholesale

 Organic Fuji Apples

 Pixie Tangerines

 Watermelons

 No-spray O’Henry Peaches 

 Super 45 Cantaloupes 

 Zucchinis

 Avocados



Food Safety & 

Product Mix

 HOTM 200 qualifications for producers.

 Require typical business licenses and insurance for 

operating a farm and/or food business; nothing 

additional.

 Fruits and vegetables only, try to cater to diverse 

populations.

 More branded and pre-packed local products.

 No scheduled planting or forward contracting involved.



Implementation: May to November

Delivery of Local Foods

 Pick up at the farm by store trucks

 Cross docked- farmers delivered and storeowners picked 

up at LA Terminal Market

 Purchased at LA Terminal Market from a store

 Picked up at farm pack house by storeowner trucks

Then…

 Storeowners send food to processor, pick up from 

processor and then deliver to store sites



Farm & Food Terms

 Farmers set terms of sale

 Price

 Payment cycle

 Stores pay farmers and/or stores directly for product

 UEPI does not pay for food or fund food purchases

 UEPI approaches growers to participate in the program

 Trying to establish a annual calendar of farmers & food 
products to create consistency and predictability



Implementation: May to November

Education and Outreach Materials

 Farmer of the Month Profile

 Farmer of the Month Baseball cards

 HOTM materials

 Parent newsletter

 Community newsletter 

 Recipes

 Nutrition fact sheets



Farmer of the Month



Educational Materials



Additional Iterations





Possible Winning Combination



Implementation: May to November

In-store Merchandising

 Working in-conjunction with Retail Program (state level)

to merchandise stores with Retail and HOTM materials 

to develop a comprehensive look.



Wobblers

Recipe card holders Recipes



WIC-Only Retail Setting





The Impact

 Local foods in a new retail setting & penetrating food 

deserts

 Educating different constituency of eaters about local 

food

 Increasing variety and convenience at WIC-Onlys

 Expanding markets for local farmers

 Exposing retail food buyers to local products

 Identified new food sources and buying relationships for 

store owners

 Developed partnerships for processing and packing foods



What’s Next…

• Purchase more local foods

• Increase awareness: expand marketing campaign and in-

store merchandising campaign, greater emphasis on 

local

• Taste tests

• Farm Fresh Friday, a community event

• On-going evaluation & revisions

•Food ordering process

•Material delivery system

Thank you


