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Virginia’s SNAP-Ed program continued to use integrated, coordinated approaches across the socio-
ecological model to promote healthy eating and physical activity and shift social and cultural norms 
and values through four different initiatives: Peer-Led Nutrition Education (direct); Volunteer-Led 
Nutrition Education (indirect); Food Access and Availability (social marketing and policy, systems, and 
environmental changes) and Nutrition and Physical Activity Social Media and Support (social marketing 
and policy, systems, and environmental changes).

Overarching goals for Virginia’s SNAP-Ed program include:

1.  Persons eligible for SNAP will make healthier food choices within a limited budget and choose 
physically active lifestyles consistent with the Dietary Guidelines for Americans and the USDA 
food guidance

Following program participation, 54.7% and 55.4% of adult participants made positive behavior changes 
in fruit and vegetable consumption, respectively; 45.9% increased their physical activity and 47.9% 
decreased the amount of time spent sitting.  
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2.  Persons eligible for SNAP will have improved awareness, access, and availability to affordable and 
nutritious foods and beverages and safe physical activity opportunities 

Following program participation, 20.6% of participants reported higher food security following program 
participation. Additionally, perceived availability of fresh fruits and vegetables increased for 47.4% of 
participants following program participation. Over half of program participants indicated they planned 
on using physical activity videos developed and provided by Virginia SNAP-Ed following program 
participation for the purpose of increasing safe and convenient opportunities for physical activity. 

3.  Communities will incorporate comprehensive, coordinated, and integrated multi-level interventions 
through local, area, and state partnerships to promote healthy eating, physical activity, and obesity 
prevention, as well as health promoting normative behaviors, among SNAP eligible populations

In FY 2017, Virginia SNAP-Ed strengthened multi-level interventions by endorsing and promoting 
“signature” programs, designed to integrate all SNAP-Ed initiatives to realize deeper and sustained 
impacts. Signature programs included Eat Smart, Move More in Schools and Eat Smart, Move More –  

It’s a SNAP to Use EBT at Farmers Markets that incorporated direct and 
indirect education, social marketing, and policy, systems, and environmental 
change strategies. These initiatives were implemented in communities 
across the state of Virginia. 

Strategic planning was also completed for the healthy food retail initiative, Shop 
Smart, Eat Smart, designed to incorporate direct and indirect education, social 
marketing, and policy, systems, and environmental change strategies to increase 
demand for healthy options at small stores within food deserts. This program will be 
fully implemented in FY 2018. 

Setbacks:

A major setback was continued issues with the procurement process for social marketing campaigns 
through Virginia Tech. Given the cost of the campaigns, statewide social marketing campaigns are 
required to be publicly released for competitive bid. The process this past year took nearly 6 months to 
complete. This next year campaigns will be launched and coordinated at local levels, using social media, 
which will allow for more targeted and dynamic approaches to social marketing. 

Achievements: 

Several achievements are noted across each of the four SNAP-Ed initiatives. 
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PEER-LED NUTRITION EDUCATION
In FY 2017, the Eating Smart • Being Active evidence-based and learner-centered curriculum was 
adopted in Virginia for use by adult Peer Nutrition Educators. This curriculum was recently revised to 
be consistent with the Dietary Guidelines for Americans 2015 and to incorporate more physical activity 
within each lesson. The lessons are aimed at being participant-focused, not instructor-focused, which has 
been shown to more positively impact behavior change and also retention of participants. 

Meanwhile, the Virginia SNAP-Ed administrative team also identified evidence-based programs to 
address aging audiences and parent-child/family-based programs for roll-out in FY 2018. Virginia SNAP-
Ed also continues to work toward building capacity among Peer Educators in supporting physical activity 
within classes, as well as use of physical activity resources outside of class. Several worksite wellness 
challenges were implemented internally within Virginia SNAP-Ed to increase awareness and confidence 
toward physical activity. 

Finally, all recipes used by Virginia SNAP-Ed were re-evaluated. First, new recipe guidelines were 
developed that supported the Dietary Guidelines for Americans 2015, promoted ‘whole’ not ‘processed’ 
foods, and utilized low-cost ingredients and common food staples, such as eggs, low-fat milk, and 
canned fruits and vegetables. They were also reviewed to make sure they could be prepared with minimal 
kitchen and cooking equipment, such as a can opener, cutting board, skillet, saucepan, and baking sheet. 
Second, existing recipes that were in the approved database were revisited by a recipe committee. The 
database was originally comprised of over 400 recipes, many of which were not being utilized or were 
found unappealing by staff and participants. Committee members rated each recipe as green, yellow, 
or red with green indicating acceptable, yellow requiring modifications, and red unacceptable. All green 
recipes were then converted into a new recipe format. The new format employed low-literacy principles, 
including easy to read instructions, consistent information, and colorful graphics to simplify reading. 
It also included the new Nutrition Facts label, key cooking/food preparation tips, and a photograph of 
the recipe to increase appeal for the recipe. Information aimed at re-directing participants to additional 
information and social media resources was also added. The yellow recipes are now being reconfigured 
and analyzed by dietetics students in the Virginia Tech Food Service Meal Management course. The red 
recipes were removed altogether from the database.
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Virginia SNAP-Ed is currently in the process of designing a new client-friendly website; once final, all 
recipes will be migrated to that site. A farmers market version of the recipe is now being created too 
along with a new Healthy Kids cookbook.

VOLUNTEER-LED NUTRITION EDUCATION
In FY 2017, Virginia SNAP-Ed saw continued growth of volunteer-led programming by SNAP-Ed Agents. 
In FY 2016, Virginia SNAP-Ed increased the number of SNAP-Ed Agents to 13 to secure statewide 
coverage. One of the major responsibilities of SNAP-Ed Agents is to recruit and train volunteers to teach 
nutrition education, primarily within school settings. In FY 2017, the number of volunteers and youth 
reached by volunteers correspondingly increased. See the table below for contact numbers. The Eat 
Smart, Move More in Schools social marketing campaign had the potential of reaching 110,584 Virginia 

youth.

SNAP-Ed Data

# Volunteers # Volunteer 
Hours

# Adult Clients  
Served  

By SNAP  
Volunteers

# Youth Clients 
Served  

By SNAP  
Volunteers

#Indirect
Contacts

Program Totals 1,241 10,027 1,540 65,320 613,011

Grand Totals # Volunteers 1,241

# Volunteer Hours 10,027

# Adult Clients 1,540

# Youth Clients 65,320

#Indirect
Contacts

83,011

# Indirect  
Contacts (Media)

530,000
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FOOD ACCESS AND AVAILABILITY 
To complement the Shop Smart, Eat Smart healthy food retail initiative, focus groups were conducted 
with SNAP-Ed eligible adults to help craft educational food champion lessons to be added to our 
existing curriculum. The goal of these champion lessons is to provide consumers with knowledge, skills, 
and competencies to request/ask for healthier options at SNAP-authorized food outlets, if they choose. 
The goal is to offer trainings on this champion curriculum at the all-state training in May 2018 to all adult 
SNAP-Ed Peer Educators.

Virginia SNAP-Ed received funding from the Virginia Department of Health to 
support the adoption of school wellness policies that supported healthy eating and 
physical activity, within SNAP-Ed eligible schools. SNAP-Ed Agents worked with 14 
different school divisions to: assess current school wellness policies for compliance 
with national mandates; identify opportunities for improvement; and/or craft 
language for the wellness policies. 

Building upon existing partnerships with farmers markets, Virginia SNAP-Ed 
continued to expand SNAP consumer education about SNAP at farmer markets 
through marketing tools, the evidence-based farmers market orientation lesson, and 
by training volunteers and summer interns to conduct cooking demos at farmers 
markets that accept SNAP EBT. A farmers market manager certification program 

was also launched this year with Virginia SNAP-Ed as the lead. 

NUTRITION AND PHYSICAL ACTIVITY SOCIAL MEDIA AND SUPPORT
In tandem with reviewing the recipes, an emphasis was placed on photographing approved recipes for 
use across existing and new social media platforms. During FY 2017, the Virginia Family Nutrition Program, 
including Virginia SNAP-Ed, launched Pinterest and Instagram accounts with messages covering healthy 
eating, physical activity, food safety, healthy families, and behavior change.

15
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Other accomplishments included exploring the use of paid advertising to support recruitment of SNAP-
eligible participants in regions with notoriously difficult recruitment rates and for recruitment of former 
SNAP-Ed participants in a long-term study. A formative evaluation was also completed with Peer 
Educators to inform the development of a telephone “make-up” lessons for adult participants.

Printed
Newsletters E-newsletters Facebook Twitter Instagram Pinterest

50,64938,363 93,535 467 128 5,199

SNAP-ED ADMINISTRATIVE EXPENDITURES
Percent of Total Administrative Expenditures for each Implementing Agency by Type of Expense

Type of Administrative Expense: Name of IA: FNP Virginia Tech

% Values $ Values

Administrative Salary 69% $442,854

Administrative Training Functions 13% $83,964

Reporting Costs 0 0

Equipment/Office Supplies 2% $14,300

Operating Costs 0 0

Indirect Costs 16% $104,351

Overhead Charges (space, HR services, etc.) 0 0
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SNAP-ED EVALUATION REPORTS COMPLETED FOR THIS REPORTING YEAR

SNAP-Ed Data

Project Name Key Project 
Objective(s)

Target Audience Check all Evaluation Types for 
Which Reports Are Included

FE PE OE IE

Peer-Led Nutrition 
Education

Nutrition and  
Physical Activity

SNAP-Eligible  
Adult 

□ □ x □

Volunteer-Led 
Nutrition Education

Nutrition and  
Physical Activity

SNAP-Eligible 
Youth

x x x □

Food Access and 
Availability

PSE SNAP-Eligible 
Virginians

x □ x □

Nutrition and Physical 
Activity Social Media 
and Support

PSE SNAP-Eligible 
Virginians

x x x □

SNAP- ED PLANNED IMPROVEMENTS 
With an increasing emphasis on policy, systems, and environmental changes and multi-component 
interventions, Virginia SNAP-Ed will be concentrating its resources for SNAP-Ed Agents on comprehensive 
and coordinated signature programs. A new training program and calendar are also being developed to 
support competencies in these areas. The main focus of SNAP-Ed Agents in the past has been on volunteer-
led nutrition education. In the past two years, PSE responsibilities have also been added. Additional SNAP-Ed 
Agents will be added to reduce overall coverage area of several Agents and to help support more PSE work. 
More systematic PSE evaluations will also be developed.

STAFF/PARTNER TRAININGS

SNAP-Ed Agents: Volunteer-Led Nutrition Education and PSE Changes

SNAP Ed Agent Signature Program Training

Title Description Date

PSE Signature 
Programs, Needs 
Assessment, & 
PEARS Training

Trained 13 SNAP-Ed Agents on following topics: 

•  New format for PSE work (signature programs)

•  How to conduct a needs assessment to determine areas of need  
    in service region

•  How to navigate and report in the new PSE reporting system PEARS

August 10  
& 11, 2017
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Community 
Organizing, 
Coalition 
Building, and 
Facilitation 
Training

Trained 13 SNAP-Ed Agents on following topics: 

•  Community organizing and coalition building with Martha Walker

•  Facilitation training (review) with Jeremy Johnson

September  
7 & 8, 2017

Online Modules New Hire Training continues with online training modules that are 
completed in the home office of the staff after in-person training. 
These modules reinforce learning from in-person training and help 
new hires track their progress through all training requirements.

The Nutrition training modules are completed by staff after in-
person to give paraprofessional educators a strong foundation in 
basic nutrition knowledge and application. This year the modules 
have been updated to reflect the changes in the 2015 Dietary 
Guidelines. The approach to online nutrition training has also been 
adapted to cluster learning around food groups instead of focusing 
on individual nutrients. We also redesigned the modules for 
improved retention and application of material into the programs 
that our educators offer to the public.

Nutrition Training Included the following modules

   1.  2015 Dietary Guidelines

   2.  MyPlate

   3.  Physical Activity and Guidelines

   4.  Food Safety

   5.  Understanding Nutrients Overview

   6.  MyPlate Food Groups

              a.  Overview of each group (Vegetables, Fruit, Whole Grains,  
                   Lean Proteins, and Low-Fat Dairy)

              b.  Nutrients and benefits of each group

                          i.  Preventing chronic disease

                         ii.  Vitamins and minerals in group and functions

                        iii.  Carbohydrates, Protein, and Fats in the group

                        iv.  Reducing saturated fats, added sugars, and  
                             sodium in food group

              c.  Saving money when selecting and storing foods in each group

              d.  Safe food handling and preparation of foods in each group

Online training is presented through Canvas, Virginia Tech’s online 
course management infrastructure. New employees complete 
assignments and take post-assessments for each module. 
Feedback is given based on performance in each section and 
educators are allowed to repeat to reach a satisfactory rating.
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Peer Educators (Program Assistants)

Continuing Education: 

These training opportunities are meant to equip program assistants with the  
knowledge they need to effectively execute their job responsibilities. These trainings  

are in through online modules, conferences, and district trainings 

Title Objective Training Type Participants Date

Fall District 
Trainings

Training staff and provide 
updates to curricula; leadership 
development and record keeping.

District level 
meeting

All SNAP-
Ed & EFNEP 
program 
assistants

October 
2016

Adult New Hire 
Training Phase 1

Train new staff on all aspects of 
their jobs; enabling them to be 
effective teachers and manage 
their records correctly

In-person 
meeting in 
regional site

3 SNAP-Ed 
and 1 EFNEP 
program 
assistants

October 
2016

Adult New Hire 
Training Phase 2

New staff will familiarize 
themselves with all aspects of 
educational curricula; as well 
as on-line reporting; marketing 
and will successfully present a 
learner-centered lesson.

In-person 
meeting in 
regional site

3 SNAP-Ed 
and 1 EFNEP 
program 
assistants

November 
2016

Adult New Hire 
Training Phase 1

Train new staff on all aspects of 
their jobs; enabling them to be 
effective teachers and manage 
their records correctly

In-person 
meeting in 
regional site

Five SNAP-
ED and 
EFNEP 
program 
assistants

March 2017

Adult New Hire 
Training Phase 2

New staff will familiarize 
themselves with all aspects of 
educational curricula; as well 
as on-line reporting; marketing 
and will successfully present a 
learner-centered lesson.

In-person 
meeting in 
regional site

Five SNAP-
ED and 
EFNEP 
program 
assistants

April 2017

Student Intern 
Training

Train six Virginia Tech students to 
deliver programming at farmers 
markets and perform outreach 
and marketing activities to SNAP-
eligible populations

Site Training Six student 
summer 
interns

 May 2017

Multi-State 
Training

Train all staff on new adult 
curriculum; adult learner 
centered teaching practices, 
increasing physical activity, 
improving food experiences, 
recruitment and retention 
techniques, and new evaluation 
methods.

Multi-State in-
person meeting

All SNAP-Ed 
and EFNEP 
program 
assistants 
and SNAP-
Ed Agents

May 2017
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Youth New Hire 
Training Phase 1

Train new staff on all aspects of 
their jobs; enabling them to be 
effective teachers and manage 
their records correctly.

In-person 
meeting in 
regional site

Two New 
Youth 
SNAP-Ed 
& EFNEP 
program 
assistants 

June 2017

Youth New Hire 
Training Phase 2

New staff will familiarize 
themselves with all aspects of 
educational curricula; as well 
as on-line reporting; marketing 
and will successfully present a 
learner-centered lesson.

In-person 
meeting in 
regional site

One SNAP-
Ed and one 
EFNEP

July 2017

Eating Smart, 
Being Active 
Curriculum 
Training

Train all adult staff on newly 
revised curriculum, hands-on, 
learner centered sessions. To 
strengthen learner-centered 
techniques to support the 
implementation of ESBA 
curriculum. Trainings structured 
to model facilitated dialogue and 
provide opportunities to observe 
“best practices.”

In-person 
meeting in three 
regional sites

Sixty-five 
SNAP-Ed 
and EFNEP 
18 adult 
program 
assistants

August 
2017

CONFERENCE PRESENTATIONS AND JOURNAL PUBLICATIONS 

Presenters Title Conference

Initiative

J Fisher, A Songer,  
E Meredith,  
A Farris, C Hart,  
Y Bruton, R 
Whitaker, G 
Foster, E Serrano

Building food parenting 
skills to reduce solid fat and 
added sugar intake among 
low-income preschoolers: 
The Food, Fun, and Families 
(FFF) intervention

International 
Society for 
Behavioral 
Nutrition 
and Physical 
Activity 2017

x 50

E Serrano,  
A Songer,  
E Meredith,  
A Farris,  
C Hart, Y Bruton, 
R Whitaker,  
G Foster, J Fisher

Building Capacity among 
Peer Educators to Implement 
a Clinical Intervention within 
Community-Based Settings: 
The Food, Fun, and Families 
Project

International 
Society for 
Behavioral 
Nutrition 
and Physical 
Activity 2017

x 100
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B Houghtaling,  
E Serrano,  
V Kraak, G Davis, 
S Misyak

Description of Retailer 
Perspectives of 
Environmental Changes 
in U.S. Food-Stores Using 
Behavioral Economic 
Domains: A Systematic 
Review of Literature, 1980  
to 2016

International 
Society for 
Behavioral 
Nutrition 
and Physical 
Activity 2017 
AND Society 
for Nutrition 
Education and 
Behavior 2017

x x 100

B Houghtaling,  
E Serrano,  
S Misyak,  
G Davis, V Kraak

An Analysis of Frequent 
SNAP-Authorized Food 
Retailers’ Corporate Social 
Responsibility Statements 
for Behavioral Economic 
Strategies Used to Promote 
Healthful Food and Beverage 
Purchases

Food and 
Nutrition 
Conference 
and Expo 2017

x x 100

S Edwards,  
E Serrano,  
S Misyak, J 
Midkiff,  
S Dorsey, and  
S Curwood

School Principals’ Perceived 
Concerns and Benefits of a 
School-Based Anti-Hunger 
Project (Virginia 365 Project) 
on School-Aged Children

Food and 
Nutrition 
Conference 
and Expo 2017

x x 50

E Serrano,  
J Fisher, C Hart,  
G Foster,  
RC Whitaker, 
Y Bruton, E 
Meredith, A 
Songer, A Farris

Food, Fun, & Families Society for 
Nutrition 
Education and 
Behavior 2017

x 50

S Misyak, A 
Farris, G Mann, 
J Midkiff, E 
Serrano

Eat Smart, Move More in 
Schools: 

A comprehensive program 
to improve the school food 
environment outside of 
the National School Lunch 
Program

Society for 
Nutrition 
Education and 
Behavior 2017

x x x 50

K Kinney, E 
Serrano, K Hosig, 
J Williams, V 
Kraak

Faith-Based Nutrition 
and Physical Activity 
Interventions: 

A Review of the 
Literature with Future 
Recommendations

Society for 
Nutrition 
Education and 
Behavior 2017

x x 50

A Brooks, S 
Misyak, A Farris, 
J Midkiff, E 
Serrano

Family Engagement 
Strategies for Improving 
Health

Weight of the 
State (2017 – 
Virginia)

x x x 50
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S Diehl,  
D Cotterill,  
D Sellers,  
K Mulligan

Building Quality 
Paraprofessional Supervision

National 
EFNEP 
Conference 
2017

x 150

S Diehl,  
K Cubbage,  
R Sheffield

No Pen, No Paper - No 
Problem: Teach participants 
how to set up an off-line 
Qualtrics survey for use with 
iPad technology and how to 
use the Socrative application 
for small group discussions.

National 
Extension 
Technology 
Community 
Annual 
Conference 
2017

x 50

S Misyak,  
J Midkiff, S Diehl, 
AC Carrington

Four Session Series Pilot 
Study:  Process Evaluation of 
Series Structure for SNAP-
Eligible Populations

National 
Extension 
Association 
of Family and 
Consumer 
Sciences

x 30

Publications
• Kraak, VI, Englund, T, Misyak, S, & Serrano, EL (2017).Progress evaluation for the restaurant 

industry assessed by a voluntary marketing-mix and choice-architecture framework that 
offers strategies to nudge American customers toward healthy food environments, 2006–
2017. International Journal of Environmental Research and Public Health, 14(7). doi: 10.3390/
ijerph14070760.

• Kraak, VI, Englund, T, Misyak, S, & Serrano, EL (2017). A novel marketing mix and choice 
architecture framework to nudge restaurant customers toward healthy food environments to 
reduce obesity in the United States. Obesity Reviews. doi: 10.1111/obr.12553.

• Byker, CB, Banna, J, Serrano, EL (2017). Food Waste in the National School Lunch Program 1978-
2015: A Systematic Review. Journal of the Academy of Nutrition and Dietetics, 117(11): 1792-1807. 

• Mann, G, Hosig, K, Zhang, A, Serrano, E (2017). Smart Snacks in School Legislation Does Not 
Change Self-Reported Snack Food and Beverage Intake of Middle School Students in Rural 
Appalachian Region. Journal of Nutrition Education and Behavior, 49(7): 599-606.

• Kasparian, M, Mann, G, Serrano, EL, Farris, AR (2017). Parenting practices toward food and 
children’s behavior: Eating away from home versus at home. Appetite, 114: 194-199. 

• Parece, TE, Serrano, EL, Campbell, JB (2017). Strategically Siting Urban Agriculture: A 
Socioeconomic Analysis of Roanoke, Virginia. Professional Geographer, 69(1): 45-58.

• Price, TT, Carrington, AC, Margheim, L, Serrano, E. Teen Cuisine: Impacting Dietary Habits and 
Food Preparation Skills in Adolescents. Journal of Nutrition Education and Behavior, 49(2):  
175-180.
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Curriculum Development

The Teen Cuisine program is a six lesson series designed to help teens in grades 6-12 become self-
sufficient in the kitchen while learning healthy habits. Each 90-minute lesson has a nutrition, food safety, 
food preparation, and physical activity component. After completing the curriculum, teens are able to 
choose nutrient dense snacks and foods, read food labels, understand MyPlate and be able to incorporate 
MyPlate into meal planning, read and follow recipes, identify proper portions sizes, and use safe food 
handling practices.

In 2017, the Teen Cuisine workbook was updated to reflect changes requested by Peer Educators and the 
Dietary Guidelines for Americans 2015. The updated curriculum will be available on the national 4-H mall 
for use by other implementing agencies and 4-H programs in FY 2018.

Partnership Activities 

Key partnerships during FY 2017 included the Virginia Department of Education with a special project 
for Breakfast before the Bell and the Virginia Department of Health with funding to support local school 
wellness policies. 

KEY INDICATORS
The following table contains a snapshot of SNAP-Ed outcome indicators. 

Indicator Virginia Results

ST7: Partnerships Virginia SNAP-Ed has 366 cooperating partnerships. These partners have 
signed formal Memorandums of Agreement with the Virginia Family 
Nutrition Program. These partners have helped with advertising, program 
development, evaluation and tracking, provided human resources, 
assisted with program implementation, provided materials, helped 
with recruitment, and provided space for programming. Of those 366, 
103 partnerships can also be classified as coordinating partnerships 
established by SNAP-Ed Agents focused on making PSE changes in 
addition to direct education. 

Collaborating partnerships are at the state level. They include the Virginia 
Department of Health, the Virginian Department of Education, and the 
Virginia Farmers Market Association.

ST8: Multi-Sector 
Partnerships and 
Planning

Virginia SNAP-Ed has 30 multi-sector partnerships committed to joint 
action in leading to the adoption of nutrition and physical activity 
practices, supports and/or standards 
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MT1: Healthy Eating Youth, Grades 3-5: The percentage of youth indicating they eat 
vegetables and fruit every day rose by 22.4% and 25.9%, respectively. An 
additional 30.7% reported choosing healthy snacks and 17.8% reported 
eating breakfast every day. 

Youth, Grades 6-8: The percentage of youth participants consuming two 
or more servings of vegetables per day increased 8.4% from pre to post. 
The percent of students consuming two sugar-sweetened beverages per 
day or less increased by 16.7% following program participation.

Adults: Following program participation, 54.7% increased fruit 
consumption, 55.4% increased vegetable consumption, 54.0% increased 
whole grain consumption, 52.2% increased dairy consumption, and 52.9% 
increased low-fat food consumption.

MT2: Food Resource 
Management

Adults: Following program participation, 52.0% of participants positively 
changed their behavior by shopping with a grocery list. 

MT3: Physical Activity 
and Reduced Sedentary 
Behavior

Youth, Grades 3-5: The percentage of youth participants reporting 
increased physical activity levels was 26.5%. 

Youth, Grades 6-8: The percentage of youth participants engaging in two 
hours or less of recreational screen time per day rose by 12.8% from pre to 
post.

Adult: Following program participation, 45.9% increased their physical 
activity levels. 

MT5: Nutrition Supports 
(MT5a)

Of 48 sites targeted by SNAP-Ed Agents for PSE change, 40 (83.3%) 
made at least one change in writing or practice to expand access or 
improve appeal for healthy eating.
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FY 2017 ADULT EVALUATION REPORT 

During FY 2017, SNAP-Ed Peer Educators reached a total of 5,250 SNAP-eligible adults. Of the 
participants, 48% had a high school diploma or less and 42% resided in rural areas. The highest 
percentage of program participants reported themselves as white (45%, n=2,316), followed by Black/
African American (40%, n=2,157).

SNAP-eligible adults were offered a comprehensive nutrition education experience consisting of at least 
six, 45-minute lessons. Curricula offered included Eating Smart and Moving More and Eat Healthy, Be 
Active. Lesson topics covered core areas of SNAP-Ed, including: healthy eating based on MyPlate and the 
Dietary Guidelines for Americans 2015; food resource management; physical activity; and food safety. 
The majority of program participants (77%) completed a comprehensive nutrition education series in six 
months or less.

Evaluation Method:

Medium Term: A pre/post questionnaire with responses rated on a likert type scale was used to evaluate 
changes in participants’ dietary, food resource management, physical activity, and food safety behaviors, 
in addition to food access and availability. The questionnaire also assessed participants’ social media 
usage and preferences (formative evaluation).

Long Term: To determine the long-term impact of participation in Virginia SNAP-Ed comprehensive 
nutrition education on dietary, food resource management, physical activity, and food safety behaviors, 
a follow-up electronic survey was distributed to program graduates through Facebook and an electronic 
e-newsletter listserv. 

•  E-newsletter Listserv 
SNAP-Ed e-newsletter recipients were filtered. All past participants who were added to our listserv 
before May 1, 2017 (n=2,314) were sent an email to a Qualtrics link. Four email reminders were sent 
during one week. Overall, the survey link was clicked 164 times.

•  Facebook Paid Advertising 
Facebook ads were used to target e-newsletter recipients who were added before May 1, 2017. 
Facebook allows you to import email addresses of the people you want to reach. So, the people 
who received our email also saw Facebook ads to take the survey. The survey link was clicked 146 
times in this campaign. Posts were also “boosted” for some local Facebook pages that included 
links to the follow-up survey. Only Facebook pages that had at least 30 followers were used. Some 
page followers and friends of the Virginia SNAP-Ed page were targeted as well. The survey link 
was clicked 263 times in these campaigns. In total, the survey link was clicked 409 times on all of 
Facebook ads.

Results:

Medium Term: A sample of 2,015 participants completed the pre/post questionnaire. Behavior change 
for select behaviors are shown in Table 1. With the exception of chilling foods after serving and physical 
activity behaviors, over half of respondents reported positive improvements. Of the respondents, 
47% (n=947) felt they had greater access to fresh fruits and vegetables following SNAP-Ed program 
participation.
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Table 1: Self-Reported Behavior Change Following SNAP-Ed Program Participation 

Domain Behavior Positive 
Change (%)

Negative 
Change (%)

No Change 
(%)

Nutrition Consumption of 2+ servings of 
fruit (MT1)

54.7 10.7 34.6

Consumption of 3+ servings of 
vegetables (MT1)

55.4 11.2 33.4

Whole grain consumption (MT1) 54.0 14.1 32.0

Consumption of 2-3 servings of 
dairy (MT1)

52.2 15.2 32.6

Lean protein consumption (MT1) 52.9 14.4 32.7

Low-fat food consumption (MT1) 52.9 11.8 35.3

Food Resource 
Management

Shop with grocery list (MT2) 52.0 10.8 37.2

Physical Activity Physical activity (MT3) 45.9 14.7 39.4

Food Safety Chill foods after serving (MT4) 49.2 13.6 37.2

A total of 1,545 program participants provided information on their social media use and preferences. 
The majority of participants (68.9%) of participants access social media through a Smartphone or tablet. 
The greatest percentage of respondents were interested in learning about recipes (20.7%), followed by 
healthy eating (19.1%), physical activity (11.6%), and food budgeting information (10.0%) through Virginia 
SNAP-Ed. The most requested social media sites/platforms for connecting with Virginia SNAP-Ed were 
Smartphone “apps” (22.3%), text messages (19.5%), Facebook groups (13.3%), and Facebook (12.8%). 
Participants indicated they would prefer Virginia SNAP-Ed to help them find information to support 
healthy lifestyle choices through Smartphone “apps” or text messaging. 

Long Term: A total of 144 eligible former participants self-selected to complete the survey. Eligibility 
included being over the age of 18 and having completed a comprehensive nutrition education series at 
least six months prior to their response date. Behavior change maintenance for selected behaviors are 
shown in the table 2. In contrast to medium-term responses which saw roughly a 50% improvement, 
maintenance of behavior was extremely high with at least three-quarters of all participants reporting 
they sustained behavior changes at least six months following program completion. In some cases, such 
as fruit and vegetable consumption and choosing lean protein, almost 95% of participants maintained 
positive behavior changes. One possible interpretation of differences in rates of medium and long-term 
behavior change results is that when program participants do change their behavior they are likely to 
sustain that behavior change. 



   21

2017 Virginia SNAP-Ed Annual Report

Table 2: Long-Term Behavior Change Maintenance among Former SNAP-Ed Adult Participants 

Domain Behavior Maintained 
Behavior

Did Not Maintain 
Behavior

Did Not Initially 
Change Behavior

Nutrition Increased fruit and 
vegetable consumption 
(LT1)

94.2%  
(n=130)

1.4% 
(n=2)

4.4% 
(n=6)

Increased whole grain 
consumption (LT1)

79.7%  
(n=110)

13.8%  
(n=19)

6.5% 
(n=9)

Choosing lean protein 
when eating protein (LT1)

94.2% 
(n=130)

3.6% 
(n=5)

2.2%  
(n=3)

Decreased soda 
consumption (LT1)

84.7%  
(n=116)

9.5%  
(n=13)

5.8%  
(n=8)

Food Resource 
Management

Shop with grocery list 
(LT2)

86.9% 
(n=119)

5.8%  
(n=8)

7.3%  
(n=10)

Plan meals (LT2) 87.0%  
(n=120)

6.5%  
(n=9)

6.5%  
(n=9)

Physical 
Activity

Increased physical activity 
(LT3)

94.9%  
(n=131)

2.9%  
(n=4)

2.2%  
(n=3)

Food Safety Refrigerate food within 2 
hours of serving (LT4)

91.3%  
(n=125)

5.1% 
(n=7)

3.6%  
(n=5)

Wash hand before eating 
or preparing food (LT4)

98.5%  
(n=135)

0.7%  
(n=1)

0.7%  
(n=1)

Additional Educational 
Opportunities. Approximately 75% 
of survey respondents indicated 
they were interested in signing 
up for additional classes with 
Virginia SNAP-Ed. See Figure 1 for 
responses on possible courses and 
topics.

Figure 1: Former Virginia SNAP-Ed 
Program Participant Feedback on 

Future Courses 
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FY 2017 YOUTH EVALUATION REPORT 

During FY 2017, Virginia SNAP-Ed Peer Educators reached a total of 83,210 SNAP-eligible youth through 
comprehensive, direct education programs. The primary behavioral goals targeted through youth 
programming included:

• Fruit and vegetable consumption
• Whole grain consumption
• Lean protein consumption
• Low-fat and non-fat dairy consumption
• Sugar sweetened-beverage consumption (grades 6-12)
• Food safety practices
• Asking parents/caregivers to purchase fruits and vegetables
• Physical activity

Of the total participants, 13% (n=11,510) were preschool aged, 41% (35,564) were in kindergarten through 
second grade, 36% (31,123) were in grades 3 to 5, 6% (5,459) were in grades 6 to 8, and 2% (2,041) were in 
grades 9 to 12. Participants were almost evenly split between male (51%) and female (49%). The greatest 
percentage of youth participants reported 
being black (40%), followed by white (34%), 
not specified (18%), all others (5%), Asian 
(2%) and American Indian or Alaskan Native 
(1%). About one in five (20%) of youth  
participants reported being Hispanic/Latino 
and 21% resided in rural areas of the state.

Youth participants were reached through 
age-appropriate, evidence-based nutrition 
education curricula, mostly in school settings 
consisting of at least six, 45-minute lessons. 
FNP newsletters were provided to 38,363 

parents of youth participants. 

PRE-KINDERGARTEN 
Nutrition education is provided to preschool-aged children through the Literacy, Eating, and Activity for 
Preschoolers (LEAP) curriculum. LEAP is delivered at Head Start, childcare facilities, Even Start, family 
resource centers, and public libraries by teachers recruited and trained as program volunteers by SNAP-Ed 
Extension Agents. 

Evaluation Method: 

Preschool-aged children are difficulty to evaluate directly. So, impacts from participating in LEAP are 
evaluated using a post-only teacher observation form that is completed by teachers on behalf of a group 
of youth. The evaluation includes questions on physical activity knowledge and behaviors, and fruit and 
vegetable consumption knowledge and behaviors.

NEWSLETTERNEWSLETTER

38,363
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Results:

A sample of preschool-aged children (n=874) were evaluated using the LEAP teacher observation form. 
Following participation in the LEAP curriculum, 100% (n=874) of students were willing to try new fruits or 
vegetables (ST1a and b), 73.7% (n=644) asked for a fruit or vegetable for a snack (MT1), 94.7% (n=828) 
consumed a fruit or vegetable at mealtime (MT1), and 89.5% (n=782) participated in physical activity 
(MT3). Additionally, 100% (n=874) could name at least one health benefit to eating fruits and vegetables 
and 94.7% (n=828) could name at least one health benefit of physical activity.

GRADES K-2
The OrganWise Guys® curriculum is used to provide nutrition 
education to children in kindergarten through second grade.  
The program is delivered by SNAP-Ed peer educators and 
teachers recruited as volunteers and trained by SNAP-Ed 
Extension Agents.

Evaluation Method:

Similarly to preschool-aged children, children in kindergarten 
through second grade are difficult to evaluate directly, so the 
OrganWise Guys® program is evaluated using a post-only teacher 
observation form. This one page form includes information 
on nutrition and physical activity behaviors, behavior in the 
classroom, overall health, parent impact, impact on the teacher, 
and whether the teacher has requested a policy, systems or 
environmental changes in the school following the program. 
Teachers were asked to report whether behaviors had improved or stayed  
the same. Teachers could also report behaviors that were not observed.

Results:

A total of 296 teacher observation forms were completed for groups of approximately 25 to 30 children 
per form, representing approximately 7,400 to 8,880 youth participants. Of the respondents, 76.6% 
(n=226) and 59.1% (n=175) reported children eat more fruits and vegetables at school (MT1), respectively. 
Other behaviors with the highest percentage of teachers indicating a positive change include children 
eating healthier food at school (69.6%, n=206) (MT1), children behaving better at mealtime and snack 
(54.7%, n=161), children complaining less about food at mealtime and snack (59.7%, n=176), and children 
working better as a team (68.8%, n=203).
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Educators were less successful in encouraging positive behavior change for children’s consumption of 
calcium-rich beverages (42.0%, n=124) (MT1), impacting children’s weight (43.7%, n=128), increasing 
physical activity (26.3%, n=77) (MT3), and decreasing sick days (23.9%, n=70). 

In addition to what teachers 
observed, they were also asked 
about reported behavior change 
by students and parents. Almost 
61% (n=179) of teachers said 
parents had reported making 
healthier food choices at home. 
Fewer children reported making 
healthier food choices to teachers 
(26.9%, n=79) (ST1) and only 
16.0% (n=47) of teachers indicated 
parents had communicated about 
what their children learned. Of the 
296 teachers, only 282 reported 
whether or not they were personally making healthier food choices with 12.4% (n=35) indicating they were 
making healthier choices following the program (MT1). Only two teachers requested PSE changes in the 
school following the program (MT5). 

GRADES 3-5
The Choose Health and Healthy Weights for Healthy Kids curricula were offered to youth in grades 3-5 
in school or after school settings. Programs were delivered by SNAP-Ed Peer Educators and teachers 
recruited and trained as volunteers by SNAP-Ed Extension Agents.

Evaluation Method: 

A sample of youth (n=214) were selected for evaluation. Pre/post tests were used to evaluate gains in 
nutrition, food resource management (e.g. asking parents to purchase food items, physical activity, and 
food safety using a likert-type scale.

Results: 

Following participating in a SNAP-Ed lesson series, the percentage of youth indicating they eat vegetables 
and fruit every day rose by 22.4% and 25.9%, respectively (MT1). An additional 30.7% reported choosing 
healthy snacks and 17.8% reported eating breakfast every day (MT1). While only a small percentage of 
youth participants reported enjoying being active (5.7%) and that being active was good for them (4.7%) 
following lesson participation, the percentage of youth participants reporting increased physical activity 
levels was 26.5% (ST3, MT3). For a comparison of reported behaviors and intentions from pre- to post- 
for nutrition and physical activity behaviors, see Figure 2. The percentage of youth participants able to 
identify proper food safety behaviors in two separate situations increased by 14.9% and 22.3%, with 15.4% 
more youth participants indicating they make safe decisions (ST4, MT4). For a comparison of reported 
food safety knowledge and behaviors from pre to post, see Figure 3. The percentage of youth participants 
indicating they would ask their family to purchase their favorite fruit or vegetable and non-fat or 1% milk 
instead of regular milk increased by 11.8% and 33.1%, respectively (ST2). An additional 20.2% and 12.3% also 
indicated they would ask their family to place fruits and or vegetables within easy reach at home following 
program participation (ST2). For a comparison of intention to improve food resource management 
behaviors, see Figure 4.

00% 00% 

7 3
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Figure 2: Nutrition and Physical Activity Behaviors Reported by SNAP-Ed Youth Participants

gure 1. Reported nutrition and physical activity behaviors

Figure 3. Food Safety Knowledge and Behaviors Reported by SNAP-Ed Youth Participants
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Figure 4: Reported Intention to Alter Food Resource Management Behaviors Reported by SNAP-Ed Youth 
Participants

GRADES 6-8
Youth in grades 6 through 8 were offered either the Healthy Weights for Healthy Kids or Choose Health 
curriculum. Programs were delivered by SNAP-Ed peer educators and teachers recruited and trained as 
volunteers by SNAP-Ed Extension Agents in school or after school settings.

Evaluation Method: 

An unmatched pre-/post-test evaluation was used to evaluate gains in nutrition, food resource 
management (e.g. asking parents to purchase food items, physical activity, and food safety, using  
a likert type scale.

Results: 

Based on a random sampling of classes around the state that included 171 pre-tests and 189 post-tests), 
several positive changes were noted. For example, the percentage of youth participants consuming two 
or more servings of vegetables per day increased 8.4% from pre to post and the percentage of youth 
participants engaging in two hours or less of recreational screen time per day rose by 12.8% from pre to 
post (MT3). The percentage of youth participants indicating they wash produce before consuming it and 
wash their hands before eating rose 5.3% and 2.5%, respectively (MT4). For positive behavior changes 
from pre to post, see Figure 5.

Several behaviors saw no change or declines however – including fruit and whole grain consumption 
(no change) and non-fat or 1% milk consumption (MT1). The percent of students consuming two sugar-
sweetened beverages per day or less also increased by 16.7% following program participation.
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Figure 5. Positive Behavior Changes from Pre- to Post-Test among a Sampling of SNAP-Ed Participants 

GRADES 9-12
Youth in grades 9 through 12 were offered the Teen Cuisine curriculum. Programs were delivered by 
SNAP-Ed Peer Educators and teachers recruited and trained as volunteers by SNAP-Ed Extension Agents 
in after school settings. The Teen Cuisine curriculum was previously developed by the Virginia Family 
Nutrition Program with support from Virginia Cooperative Extension 4-H to fill a gap in skill-based nutrition 
education programming targeting teens. For an overview of the program, see the attached publication 
from the Journal of Nutrition Education and Behavior. 

Evaluation Method:

The 4-H Common Measures post-only survey was used to evaluate, changes in nutrition and physical 
activity knowledge, changes in nutrition behaviors, gains cooking skills, and food safety behaviors. This 
instrument is endorsed by National 4-H and Virginia 4-H.

Results:

All youth participants (n=1,330) completed the Common Measures evaluation. A total of 97.0% (n=1,290) 
and 85.7% (n=1,140) of youth participants said it would not be difficult to eat fruit or vegetables for 
a snack, respectively (ST1). Of the youth participants, 83% (n=1,104) reported eating more fruits and 
vegetables following the program (MT1). For physical activity knowledge (ST3), 85.7% (n=1,140), 92.1% 
(n=1,125), and 92.2% (n=1,226) agreed that physical activity is fun, good for them, and will help them stay 
fit, respectively. Youth participants agreed they had better measuring skills (79.3%, n=1,053) and knife 
skills (90.9%, n=1,209) following the program. For food safety behaviors (MT4), 93.4% (n=1,242) and 91.0% 
(n=1,210) reported washing their hands before cooking and washing their hands before eating, respectively. 



  29

2017 Virginia SNAP-Ed Annual Report

SUPPORTING POSITIVE NUTRITION AND PHYSICAL ACTIVITY  
BEHAVIOR IN SCHOOL ENVIRONMENTS THROUGH PSE CHANGES

Breakfast After the Bell

Virginia SNAP-Ed collaborated with Virginia Department of Education (ST7) by serving as program 
evaluators for their Breakfast After the Bell (BaB) program. The BaB program was pilot test of alternative 
breakfast service models where school breakfast was served outside of the traditional service model of in 
the cafeteria before the start of the school day (MT5). Please see the attached report that was submitted 
to the office of the Governor of Virginia detailing project findings.

EAT SMART, MOVE MORE IN SCHOOLS:  
A VIRGINIA SNAP-ED SIGNATURE PROGRAM
Eat Smart, Move More in Schools, a social marketing campaign, was implemented in 14 target communities 
across Virginia. The campaign consisted of providing in school marketing materials promoting (see Figure 
6), direct education targeting children in schools (see results in above sections) and a PSE-focused 
initiative. In response to the Final Rule for Local School Wellness Policy Implementation under the Healthy, 
Hunger-Free Kids Act of 2010, Virginia SNAP-Ed collaborated with the Virginia Department of Health 
(ST7) to assist school divisions in 15 targeted communities to evaluate and strengthen their local school 
wellness policies. 

Figure 6: Example of School Social Marketing Campaign

Evaluation Method: 

We evaluated 16 school division’s written wellness policies using the Wellness School Assessment Tool 2.0 
(WellSAT 2.0, Schwartz, et al., 2013). The WellSAT 2.0 tool utilizes a standardized method, which aids in 
the quantitative assessment of school wellness policies. Upon completion of the assessment, two scores 
are generated. These scores cover the areas of policy comprehensiveness and policy strength. In each 
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of these areas, scores were rated on a scale of 0 to 100. Lower scores indicated that some content was 
lacking and that language was weaker. Higher scores indicate that the level of content is more in depth 
and the language is concise and descriptive. Comprehensiveness scores reflect the extent to which the 
recommended areas of content were covered within the policy. 

To evaluate the impact of marketing materials on student behavior, a post-only observation form was 
distributed to cafeteria staff. This one page form includes information on nutrition and physical activity 
behaviors, behavior in the lunchroom, parent impact, staff impact, and whether the cafeteria staff member 
requested a policy, systems or environmental changes in the school following the campaign. Staff 
members were asked to report whether behaviors had improved or stayed the same. Staff members could 
also indicate the behaviors were not observed.

Results:

The WellSat 2.0 scores for the targeted school divisions are presented in Table 3. The potential reach of 
work improving School Wellness Policies is in Table 4.

Table 1. WellSat 2.0 Scores

Overall

School Division Comprehensiveness Quartiles Strength Quartiles

Accomack County Public Schools 76 26 50 4

Bristol Virginia Public Schools 44 42.75 7 6.75

Brunswick County Schools 82 48.5 48 9

Buchanan County Public Schools 47 60 9 22.25

Carroll County Schools 59 82 22 56

Chesterfield County Public Schools 72 – 56 –

Dickenson County Public Schools 26 – 5 –

Galax City Public Schools 48 – 6 –

Grayson County Public Schools 47 – 19 –

Halifax County Public Schools 49 – 9 –

Henry County Public Schools 32 – 7 –

Martinsville City Schools 56 – 23 –

Mecklenburg County Public Schools 49 – 7 –
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Northampton County Public Schools 63 – 16 –

Russell County Public Schools 39 – 4 –

Smyth County Public Schools 37 – 6 –

Average 51.625 – 18.375 –

Table 2. Potential Reach of Improved School Wellness Policies

School Division # of Students in School Division

Accomack County Public Schools 5,199

Bristol Virginia Public Schools 2,263

Brunswick County Schools 1,644

Buchanan County Public Schools 2,836

Carroll County Schools 3,807

Chesterfield County Public Schools 60,976

Dickenson County Public Schools 2,128

Galax City Public Schools 1,302

Grayson County Public Schools 1,584

Halifax County Public Schools 5,101

Henry County Public Schools 7,479

Martinsville City Schools 2,016

Mecklenburg County Public Schools 4,338

Northampton County Public Schools 1,654

Russell County Public Schools 3,826

Smyth County Public Schools 4,431

Total 110,584
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A total of 27 completed observation forms were received. Of the respondents, 92.3% and 51.9% indicated 
children in their lunchroom were eating more fruits and vegetables, respectively, following the campaign 
(MT1). Approximately 74% indicated students were eating healthier at school and 70% indicated students 
were drinking more calcium-rich beverages (MT1). Only 33.3% of respondents reported children behaving 
better at mealtime and snack and 50% reported children complaining less about the food served at meal 
and snack times. Of the respondents, 51.9% heard children report making healthier food choices (ST1). Only 
14.8% had parents communicate to them about what their children had learned. 

Eat Smart, Move More in Schools may have impacted the dietary habits of cafeteria staff and teachers 
with 66.7% if survey respondents reporting they saw positive dietary changes for themselves and teachers 
(MT1).
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FY 2017 NUTRITION AND PHYSICAL ACTIVITY 
SOCIAL MEDIA AND SUPPORT

A total of 27 completed observation forms were received. Of the respondents, 92.3% and 51.9% indicated 
children in their lunchroom were eating more fruits and vegetables, respectively, following the campaign 
(MT1). Approximately 74% indicated students were eating healthier at school and 70% indicated students 
were drinking more calcium-rich beverages (MT1). Only 33.3% of respondents reported children behaving 
better at mealtime and snack and 50% reported children complaining less about the food served at meal 
and snack times. Of the respondents, 51.9% heard children report making healthier food choices (ST1). 
Only 14.8% had parents communicate to them about what their children had learned.

Eat Smart, Move More in Schools may have impacted the dietary habits of cafeteria staff and teachers 
with 66.7% if survey respondents reporting they saw positive dietary changes for themselves and teachers 
(MT1). In FY 2017, the Virginia Family Nutrition Program continued efforts to reach participants and 
community members using a variety of social media platforms, including Facebook, Twitter, and YouTube. 
During the year, the social media team collected data from participants on social media preferences and 
then launched Instagram and Pinterest accounts during the second and third quarters. The goal is to reach 
more unique audiences on these channels and highlight SNAP-Ed work more effectively, especially by 
using high-quality photography. Paid advertising was also tested with Facebook and Instagram to see how 
digital and highly-targeted ads could help improve the social marketing campaign and assist in recruiting 
participants for the Virginia 365 Project. Overall, the results were extremely positive.

*In Virginia, SNAP-Ed and EFNEP are coordinated together under the Virginia Family Nutrition Program. 
As a result, the social media addresses and hashtags appear as the Virginia Family Nutrition Program.

FACEBOOK

All Facebook Pages

Virginia SNAP-Ed (Virginia Family Nutrition 
Program) continues to make progress 
by reaching more and more people on 
Facebook. New pages were created to 
represent Family Nutrition Program staff 
in the City of Alexandria, Amherst County, 
Gloucester County, and Suffolk County. 
Throughout the fiscal year, SNAP-Ed gained 
1,322 new Page (% increase from FY 2016) 
likes across all 62 Virginia Family Nutrition 
Program pages. 

Post reach (the number of Facebook users 
who saw our posts) and post engagement 
(the number of reactions, comments and 
shares on our posts) across all of Facebook pages grew throughout the year. In the first quarter, SNAP-Ed  
content reached 47,896 Facebook users; in the second quarter 84,915 Facebook users (37,019 more users 
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than in the previous quarter); in the third quarter 89,640 Facebook users (4,725 more users than the 
previous quarter); and in the fourth quarter 93,535 Facebook users (3,895 more than the previous quarter). 

Post engagement also grew throughout the year. By the end of the first quarter, SNAP-Ed saw 2,949 
post engagements with SNAP-Ed content. At the end of the second quarter, there were 4,921 post 
engagements. At the end of the third quarter, there were 6,082 engagements. Finally, at the end of the 
fourth quarter there were 6,253 engagements.

Statewide Facebook Page (Facebook.com/VaFNP)

Virginia SNAP-Ed saw significant 
improvements on the statewide 
page alone. By the end of FY 2017, 
there were 772 Page likes, 170 more 
than at the end of FY 2016. More 
Facebook users were reached in FY 
2017 compared to FY 2016. These 
improvements are attributed to a 
number of strategy changes. 

First, Facebook paid advertising 
campaigns were incorporated to 
promote using SNAP at Virginia 
farmers markets. These campaigns 
helped to extend the reach beyond 
just the page audience. With the 
ability to define a target audience based on estimated income, geography, and interest in food and 
nutrition, it helped us reach our specific target audience: SNAP recipients likely to visit farmers markets 
that accept SNAP. 

More experimentation also took place with videos and live videos, which are prioritized automatically 
by Facebook in its newsfeeds. More users saw content, watched it, and even engaged with it through 
reactions, comments, shares, and clicks. 

In addition to these changes, informational content about nutrition, physical activity, food safety, and 
stories about participants’ successes after taking our classes were promoted. These types of content 
continue to be popular on Facebook, as well as on our other social media channels.
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Local Facebook Pages

In FY 2017, the social media team also began more actively 
reaching out to Peer Educators and SNAP-Ed Agents to 
share updates about the growth of their local Pages, see 
how things were going in their areas, and to ask if they 
needed help promoting any classes or events on their 
Facebook pages. This monthly check-in process has helped 
the program stay informed  about classes happening in 
communities across Virginia and also helps remind staff 
to use their Facebook pages to highlight their work (see 
examples below). We have seen an increase in posting 
about local events, which has helped us increase reach and 
engagement. We have also seen an increase in mentions 
and engagement from community partners, which offers us 
better professional-level networking and shares our work 
with a wider audience.
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Twitter

Virginia SNAP-Ed continue to maintain a strong presence on Twitter, particularly among community 
partners and stakeholders. Our Twitter followers increased from 392 followers at the end of FY 2016 to 467 
by the end of FY 2017. Twitter engagement also was good throughout FY 2017. “Favorites” and clicks on 
shared links and photos were the strongest types of engagement overall. 

YouTube

In FY 2017, traffic remained steady to the Virginia SNAP-Ed YouTube videos and views on those videos. 
Some of the most popular videos in FY 2016 remained popular in FY 2017: Four out of five of our most-
watched videos in FY 2017 are workout videos that were filmed in previous years. 

YouTube Overview:

FY 2016:

FY 2017:
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Instagram

In May 2017, Virginia SNAP-Ed launched an Instagram profile and began posting content regularly to the 
channel. The channel received immediate followers and engagement. Many community partners have 
their own Instagram accounts, so it proves to be a great channel to help connect with these community 
partners and find shareable content for use by Virginia SNAP-Ed. Some of our most popular posts 
included photos of SNAP-Ed staff; photos of recipes were also very popular. By the end of FY 2017, the 
Instagram account had 128 followers. Engagement grew throughout the year as well. 

Pinterest

At the end of May 2017, Virginia SNAP-
Ed launched a Pinterest profile as well. 
Throughout the rest of FY 2017, the 
number of impressions and viewers 
increased steadily. The profile was 
populated by blog posts with the 
blog posts organized into different 
boards. After all of the blog posts were 
“pinned,” articles and links scheduled 
on Facebook and Twitter were pinned 
on Pinterest as well. Other relevant 
Pinterest users like the USDA, CDC, 
and other Cooperative 
Extension programs 
throughout the country 
were also followed to 
build the network and 
find reliable sources 
to build and re-pin 
content. 
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Conclusion

Overall, we were extremely pleased with the progress we made on all of our social media channels. As we 
move forward, we plan to focus on optimizing each of our social media channels with content that best 
fits the channel. We have also started working on a new website for our program. The website is projected 
to launch in April 2018. It will serve as a resource for participants and employees alike, where items like 
shopping lists and meal planners will be available. Features of the website will be interactive and helpful 
for participants and employees looking for information about nutrition and physical activity. One of the 
biggest changes will be that recipes will be easier to access, and will feature high quality photos of these 
recipes. Since recipes are our most popular form of content, this will help us drive more traffic from social 
media to our website.

In FY 2018, we plan to use Facebook Live on a more regular basis to give our audiences a chance to ask 
questions and interact with us live. Live videos are prioritized by Facebook’s algorithm and should help 
to increase the reach of these videos to our audience. We plan to seek out more conversations on Twitter 
to increase our mentions and further establish ourselves as experts in nutrition and physical activity. 
We plan to start promoting our recipes on Pinterest, creating unique pins for each recipe. We plan to 
increase our Instagram activity, since this is a constantly growing platform. We also plan to continue using 
Facebook paid advertising within our overall marketing strategy to utilize the audience targeting features 
and promote new digital resources or recruit for programming. We were happy with the results we saw 
when we used them for our social marketing campaign; we were able to not only reach our specific 
target audience, but we also used a smaller budget to achieve the results we were looking for. We believe 
that Facebook ads will be helpful in promoting classes, events, and other important information for our 
audience’s benefit. 

Social Marketing

In FY 2017, Virginia SNAP-Ed implemented its main social marketing campaign, Eat Smart, Move More 
Eat Smart, Move More - It’s a SNAP to Use EBT at Farmers Markets ets, at 29 markets across the state. 
One advertising strategy included the use of exterior and interior bus ads available in four counties and 
billboards available in the state capitol, Richmond, VA. See samples pictured below. The social marketing 
campaign was possible through 24 partnerships (ST7). Events in the Eat Smart, Move More at Farmers 
Markets campaign were covered by 16 media outlets (LT8). See Table 5 below for links to media coverage 
and Facebook advertisements from local groups.

Table 5. Media Coverage (LT8)

https://www.washingtonpost.com/local/alexandria-arlington-community-calendar-aug-3-10-
2017/2017/07/31/0c921f16-6dc1-11e7-96ab-5f38140b38cc_story.html?utm_term=.0a38874b3f58

https://www.eventbrite.com/e/family-fun-day-at-columbia-pike-farmers-market-tickets-36282472853#

https://www.facebook.com/events/751847084994913/?active_tab=discussion

http://wset.com/news/local/we-got-the-beet-promotes-healthy-eating-to-children

http://lynchburgcommunitymarket.com/wegotthebeet/
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http://www.yourgv.com/news/town_of_halifax/halifax-celebrates-opening-of-market-with-taste-tour-
event/article_4aa84fba-55fb-11e7-a000-abe137ce4fc7.html

http://www.yourgv.com/news/local_news/hot-dog-days-of-summer-at-sobo-farmers-market/
article_4cba83a6-71fb-11e7-b71e-c3578d959995.html

https://www.facebook.com/BedfordVAFNP/

http://www.yourgv.com/news/town_of_south_boston/town-council-hosts-community-cookout-at-
south-boston-farmers-market/article_1603412c-75e8-11e7-a32c-d35b61a6710e.html

http://www.jacksonnewspapers.com/news/20170903/column-farmers-markets-are-popular-
destination-for-local-fresh-healthy-foods

http://www.thecoalfieldprogress.com/coalfield_progress/eat-smart-move-more-coming-to-norton-
farmer-s-market/article_8daebbb8-5223-11e7-ad84-0b003ff79b0d.html

http://www.virginiafirst.com/ag-life/virginia-cooperative-extension-eat-smart-move-more/764456592

https://www.instagram.com/p/BUw-OvMFCm0/?taken-by=vce_roanoke

https://www.facebook.com/events/1928495160763603/?acontext=%7B%22source%22%3A5
%2C%22page_id_source%22%3A142649529270299%2C%22action_history%22%3A[%7B%2
2surface%22%3A%22page%22%2C%22mechanism%22%3A%22main_list%22%2C%22extra_
data%22%3A%22%7B%5C%22page_id%5C%22%3A142649529270299%2C%5C%22tour_id%5C%22%3A
null%7D%22%7D]%2C%22has_source%22%3Atrue%7D

https://www.facebook.com/RoanokeVCE/photos/a.542548972613684.1073741830.142649529270299/7
38138829721363/?type=3&theater

https://www.facebook.com/RoanokeVCE/photos/a.542548972613684.1073741830.142649529270299/7
38138833054696/?type=3&theater

Figure 7. Sample Exterior Bus Ad for Virginia SNAP-Ed Social Marketing Campaign, Eat Smart, Move More 
– at Farmers Markets

Figure 8. Sample Interior Bus Ad for Virginia SNAP-Ed Social Marketing Campaign, Eat Smart, Move More 
– at Farmers Markets
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Figure 9: Sample Billboard 
Advertisement for Virginia SNAP-Ed 
Social Marketing Campaign

In FY 2017, Facebook paid 
advertisements were also 
incorporated into this social 
marketing campaign. The hope 
was to create ads that would allow 
Virginia SNAP-Ed to reach a more 

specific target audience; specifically the goal was to ensure that the ads were being seen by potential 
SNAP recipients who would be most likely to use their SNAP benefits at Virginia farmers markets.

Since Facebook’s algorithm gives preference to video content, recorded footage from farmers markets in 
Virginia were used to create short videos showing 
fresh fruits and vegetables on stands, as well as 
people picking up and purchasing produce. Virginia 
SNAP-Ed was also responsible for creating a page 
on the main blog that included a map and a list of 
farmers markets that accept SNAP. The pins on 
the map and the names of the farmers markets on  
the list all included links to the farmers markets’ 
websites, as well as basic information like location, 
contact information, and whether they have a SNAP 
Match Program.

Two target populations were chosen to reach 
with these promotions: potential SNAP recipients 
(based on estimated household income and wealth) 
and “Friends of FNP.” Friends of FNP included 
stakeholders, community partners, farmers market 
managers, and any of our Facebook followers and 
their friends. Using Facebook ads, we were able to 
target users by location, age, income, and interests. 
This allowed us to only show Virginia SNAP-Ed ads to people who met the targeting choices. A series 
of boosted posts from August 7-11 were also ran. These posts included very short videos with nutrition 
information about the produce featured in the video. The boosted posts helped to create more variety in 
the types of ads we ran during the social marketing campaign, which spanned the length of the market 
season. The primary goal was to build engagement on these posts.

Throughout the social marketing campaign, the budget was monitored closely. For example, one of the 
ads was on Instagram in the hopes for more engagement and clicks. However, when the cost per result was 
too high, the social media team stopped the campaign and ultimately returned to running the campaign 
on both Facebook and Instagram. They used the benchmark of cost per impression of the more traditional 
social marketing channels (bus ads and billboards) of previous campaigns. 
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The social marketing campaign resulted in 139,025 total impressions, with an average cost of $0.01 per 
impression (MT12). This is lower than the cost per impression with billboards and bus ads while reaching 
a more precise audience. Social media reached a total of 89,203 people and had 576 clicks to the farmers 
market map on our website (MT12). These additional metrics were helpful in truly understanding if the 
messages were resonating with our target audiences.

Using social media advertising as part of the Virginia SNAP-Ed social marketing campaign has advantages 
over more traditional social marketing channels used in the past. Using Facebook ads allowed us to 
define our desired target audience of SNAP-eligible populations in Virginia with greater precision than 
bus ads or billboards. The process is far more agile and adaptable, allowing us to modify and refine the 
messaging and location throughout the campaign, whereas once bus ads and billboards are designed 
and installed, they are static for the duration. Due to bottlenecks in the procurement process, our social 
marketing campaign has been delayed each year, missing the beginning of the market season, whereas we 
can create and deploy Facebook ads within hours, not months. Finally, the analytics available with social 
media marketing offered more valuable insights into the impact of campaign messages and calls to action. 
We are able to see how many people were exposed to the message (reach), how many people interacted 
with the content (engagement) and how many responded to the call-to-action (clicks to the farmers 
market map). The data from bus ads and billboards from the advertising company includes questionably 
high numbers of impressions and is presented without information on the methodology used to arrive at 
these estimates. We have more confidence in the accuracy of the data from the social media ads, as well 
as more control over targeting the SNAP-Ed population with this method, while reaching the audience at 
similar costs per impression. 

VIRGINIA 365 PROJECT
The Virginia 365 Project (VA365) is a USDA- funded initiative to address hunger and support academic 
achievement among children living in high poverty areas of Virginia, by providing free school breakfast, 
lunch, and dinner meals, along with weekend backpack meals and backpack programs and summer SNAP 
EBT benefits.

To help encourage parents and guardians of participating Virginia 365 Project schools to enroll in nutrition 
programs, online sign-up forms and upcoming program promotions were created on Facebook. Some 
paid advertising was also used to reach more parents and guardians – including a Google form, which was 
linked to from the Virginia SNAP-Ed Facebook pages and a sign-up form integrated into Facebook that 
was created through Facebook’s Ad Manager. 



44  

2017 Virginia SNAP-Ed Annual Report

These resulted in some engagement and online sign-ups. After following up with Program Assistants 
in those areas, many of the people who signed up for classes online did not actually attend the classes 
however. Of the 32 online sign-ups, just five respondents enrolled in programs (15.63%). After promoting a 
special 365 grant-funded 12-piece cookware incentive, more engagement on posts were observed; more 
people signed up online. However, in some cases, the people who signed up for classes were not eligible 
to participate. For example, sixteen people signed up on Tazewell County’s Facebook post, but most of the 
respondents were not parents or guardians of students at the participating schools.

The schools selected to participate in the 365 project were predominantly rural; the surrounding 
communities have less internet access than other parts of the state. This limited the available audience on 
Facebook and led to small numbers of online sign-ups. The decision to experiment with online recruitment 
for the 365 project was made due to initial difficulty in recruiting parents using traditional techniques, 
like tabling at school events and sending kids home with informational flyers. Our attempts at online 
recruitment resulted in similar issues of low attendance and program dropouts. We plan to continue to use 
Facebook for recruitment in the future, with additional refinement of the process, targeted locations, and 
types of programs.
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The Food Access and Availability Initiative aims to increase access to affordable, nutritious, safe, and 
culturally appropriate foods and beverages among SNAP-eligible audiences. The initiative seeks to both 
build consumer demand for healthy foods at these locations and provide technical assistance to these 
locations so they can better serve SNAP shoppers. 

Farmers Markets: Eat Smart, Move More - It’s a SNAP to Use EBT at Farmers Markets

This year the number of farmers markets accepting SNAP increased to 127 from 109 in 2016. Data from 
the Virginia Department of Social Services indicated that SNAP sales at Farmers Markets in Virginia 
totaled $179,190.24 (10/2016-9/2017). This is up from $163,523 last year.

Programming for the Food Access and Availability Initiative includes:

Project Evaluation Methods Outcomes

Providing technical 
assistance through ongoing 
management of the online 
EBT Toolkit

Measuring access to the online EBT 
Toolkit

This toolkit has been accessed 
over 1,700 times since its 
publication in 2015 according 
to google analytics of the page.

Piloting a farmers market 
manager certification 
program with the Virginia 
Farmers Market Association 
to provide market managers 
with training in best practices 
for market management, 
including starting and 
running a EBT program.

Surveying certification program 
participants on knowledge change 
for each module and surveying 
program participants on satisfaction 
with course and instructor quality.

See description below under 
New Programs

Mini grants to agents 
providing programming at 
SNAP Farmers Markets and 
community or school gardens 

Recording project collaborators, 
media mentions and policymaker 
involvement. 

FY 2017 FOOD ACCESS AND AVAILABILITY REPORT
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Providing cooking 
demonstrations and tastings 
at SNAP farmers markets 
using the Just Say Yes! 
To Fruits and Vegetables 
curriculum.

Dot surveys of adult participants 
of farmers market demonstrations 
measuring intent to change 
shopping and cooking behaviors and 
consumption of fruit and vegetables 
counting short term contacts.

•  7,900 short term contacts.

•  Of 297 respondents, 86.7%  
   Always or Often Wash hands  
   with warm, soapy water  
   before preparing food 

•  Of 221 respondents, 60.64%  
   Always or Often Shop with a  
   grocery list

•  Of 516 respondents, 67.44  
   Always or Often Use a  
   nutrition facts label to make  
   purchasing decisions

•  Of 469 respondents, 73.77%  
   Always or Often Eat a variety  
   of fruits and vegetables daily

•  Of 376 respondents, 78.46%  
   Rarely or Never Let fruits and  
   vegetables spoil before use

Social Marketing 

The Virginia SNAP-Ed program has sponsored media campaigns over the past several years, as part of 
its efforts to support PSE changes. The previous campaigns have included billboards, banners, posters, 
and various press and media releases and featured Virginia Tech athletes and youth. This last year, a new 
and broader social marketing campaign was employed to highlight adult SNAP audiences served by 
SNAP-Ed, support other Extension opportunities and grass-roots efforts, and connect more with farmers 
and farmers markets. The campaign was titled, Eat Smart, Move More – SNAP at Farmers Markets. 
Competitive mini-grants were offered to a total of eight VCE units and districts across the Commonwealth 
that had developed a collaborative plan to promote redemption of SNAP benefits at farmers markets. 
Collaborations were required between SNAP-Ed Educators (Program Assistants and/or FCS SNAP-
Ed Agents), VCE staff, and farmers market managers or representatives. Activities were locally driven 
and included cooking, canning, and gardening demonstrations, as well as outreach to media and local 
policymakers. Initial discussions were also held with the Partnership for a Healthier America to determine 
how to potentially collaborate on the FNV campaign that is being pilot tested in Hampton Roads/Norfolk 
area. 
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Farmers Market Manager Certification Pilot

In response to requests from farmers market managers for professional development opportunities the 
Family Nutrition Program partnered with the Virginia Farmers Market Association to develop a market 
manager certification program. This program is based off of similar programs run by New York and 
Michigan Extension services. The goal of the certification program was to professionalize the role of 
market manager and lessen turnover in this position. This will assist the Family Nutrition Program long 
term as it will require less training of new market manager in the best practices of starting and running an 
EBT program. 

The certification program was taught over 17 weeks January to June 2017. In the end, the following 
topics/modules were included in the certification program. 

1. Role of a Market Manager

2. Market Operations: accounting, SNAP, sales and expenses

3. Market Rules, Polices and Governance

4. Special Events: Planning and Marketing

5. Market Data and Reporting

6. Building Community and Partnership around Your Market

7. Food Safety at the Market

8. Conflict Management

A total of 15 market managers and one market vendor operating a farm market signed up for the course. 
Thirteen of the 16 participants completed the course: one chose to audit the course due to personal 
commitments; one had to drop out due to a family issue and hopes to complete the course at a later date; 
and one did not submit assignments, but did attend classes.

Twelve participants responded to the exit survey:

How likely are you to 
recommend this certification 
program to other market 
managers?

Extremely Likely

10 (90.9%)

Somewhat Likely

1 (9.1%)

How effective do you feel 
the module leaders were in 
covering the topic areas?

11 (100.0%) Extremely 
Effective or Very Effective 
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Effectiveness of Course - 

• “Perfect course for new managers! Might not be as helpful for more experienced managers, but 
course quality is great!”

• “This was a great program. I learned so much about all aspects of market management, and also 
learned from everyone’s experience.”

• “From the sessions I participated in there is no doubt this course is a plus for current and future 
market managers, and not just for markets but other business ventures as well.”

• “This series of classes most certainly not only gave me insight to what I didn’t know I didn’t know but 
filled my toolbox with a huge amount of resources - practical, professional and personal.”

This course will continue in 2018 and participants of the 2017 cohort will be surveyed again to measure 
change in perceived skill gain in the areas covered by the course. 

HEALTHY RETAIL: SHOP SMART, EAT SMART

Tool Development

In FY 2016 Virginia SNAP-Ed modified the Nutritional Environment Measures Survey (NEMS) to create 
the Market Basket Assessment Tool for uniform assessment across multiple retail store types. The NEMS 
was adapted to incorporate constructs from the Thrifty Food Plan to be more applicable to SNAP-eligible 
populations. The instrument was found to be reliable. This tool will be used as an evaluation tool for a 
healthy retail project, Shop Smart, Eat Smart in FY 2018.

Literature Review

A systematic literature review was conducted in order to identify opportunities, barriers, and perspectives 
from owners and managers to implementing comprehensive behavioral economic interventions in food 
stores. Such strategies may be a feasible approach to improving consumer purchases to align with the 
Dietary Guidelines for Americans (DGAs). The literature indicates intervention barriers and/or facilitators 
include community or staff level relationships, community crime rates and economic status, store 
and food vendor policies, limited space and infrastructure to support healthy food stocking, and the 
perceived convenience, demand, profitability, and prolonged shelf-life of unhealthy food and beverages 
in comparison to healthier consumer options. Enhancing consumer demand of DGA-aligned foods and 
beverages is paramount and using promotions such as signs and food demonstrations seem well received 
from the store owner and manager perspective.  

Store Owner/Manager Interviews 

A formative initiative to understand SNAP-authorized food store owner and manager willingness, ability, 
and feasibility to implement a variety of behavioral economic strategies to encourage purchases of foods 
and beverages aligned the Dietary Guidelines for Americans (DGAs) was conducted. Two predominantly 
rural, low-income/low-access counties in Virginia were purposefully targeted to sample owners and 
managers of SNAP-authorized food stores to complete: (1) a survey with a cost analysis to determine 
personal and store demographics in addition to perceived costs associated with implementing eight 
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broad behavioral economic interventions; (2) a free list exercise to gather perceptions of healthy foods 
and beverages from the owner/manager perspective, and; (3) a multi-component card sort inclusive 
of specific intervention examples that were categorized as feasible or infeasible to implement. These 
processes were voice recorded in order to add context to the decision-making process. 

A total of 29 SNAP-authorized owners and managers participated. Results indicate that retailers perceive 
changes to properties and placements of unhealthy products as less feasible, in part due to corporate 
policies and sales and revenue concerns. Introducing or incorporating healthy food promotion strategies 
alongside such strategies is more favorable. Retailers’ perceptions of healthy foods and beverages 
are potentially influenced by their immediate store environment parameters. Prompting materials and 
changing the proximity or location of healthy options are likely the most feasible strategies to draw 
attention to healthier products across corporate and non-corporate stores. This information provides 
practical information for tailoring SNAP-authorized food store interventions that are acceptable for both 
public health and business goals.

Initiative Overview

A new state staff position was hired in Lynchburg in January 2017 to create a comprehensive healthy 
retail program. The healthy food retail coordinator traveled to Philadelphia to review the Philadelphia 
Healthy Corner Stores Network and related Heart Smarts Program. Phone conversations with 
representatives from DC Central Kitchen, the Richmond Healthy Corner Store Initiative, Double Up Food 
Bucks in Michigan, Stock Healthy Shop Healthy, and other organizations helped to shape the program 
design. The director of Stock Healthy Shop Healthy out of University of Missouri Cooperative Extension 
was contracted to provide technical assistance for FNP’s program design and invited to participate in the 
first training of SNAP-Ed Agents.  

The Shop Smart Eat Smart program is designed in a 2-phase approach: (1) Building demand for healthy 
foods already available in partner stores, and (2) Supporting supply changes to increase stocking of 
healthy foods. This means that stores must carry a minimum amount of healthy food prior to participating 
in the program.  By focusing on increasing sales and demand of existing healthy foods, SNAP-Ed agents 
can spend time fostering positive relationships with retailers. This trust, with both the agent and the 
surrounding community, is a crucial element in making retailers feel comfortable taking the business risk 
of adding new products to their shelves if they choose to do so in Phase 2.

During Phase 1, retailers will choose from a “menu” 
of strategies, ranging from implementing shelf-labels 
highlighting healthy food options to conducting in-store food 
demonstrations with nutrition education, to help increase 
sales of healthy foods. Allowing retailers to choose from a 
list allows for flexible programming with uniform evaluation 
across the state. FCS SNAP-Ed Agents were trained on Phase 
1 of the Shop Smart, Eat Smart program November 13th and 
14th in Lynchburg and began doing formative research in 
their regions to begin to choose a retail partner. Once these 
partners are chosen and agree to work with FNP, they will sign 
an MOA and the program will begin, most likely starting in 
January of 2018.
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ARTICLE 
Article on Teen CuisineFY 2017 PUBLICATIONS AND REPORTS
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REPORT 
Report on Alternative School Breakfast Service Models
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The U.S. Department of Agriculture (USDA) is an equal opportunity provider and employer. This material is partially funded by USDA’s Supplemental Nutrition Assistance Program – SNAP which provides nutrition assistance to people with low 

income. It can help you buy nutritious foods for a better diet. To find out more, contact your county or city Department of Social Services or to locate your county office call toll-free: 1-800-552-3431 (M-F 8:15-5:00, except holidays). By calling 

your local DSS office, you can get other useful information about services. This material was partially funded by the Expanded Food Nutrition Education Program, USDA, NIFA.

 

Virginia Cooperative Extension programs and employment are open to all, regardless of age, color, disability, gender, gender identity, gender expression, national origin, political affiliation, race, religion, sexual orientation, genetic information, 
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