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Introduction
New Brunswick Farmers' Market Pilot Coupon Programs
Farmers' market coupon programs exist to make healthy, fresh, local
food more accessible to people who may otherwise not be able to afford
it. This concept has existed for years in many states across the US and in
other provinces across Canada. There is ample research to describe the
best practices, strengths, and challenges of these program. However,
little has been tested and studied in New Brunswick.
In the summer of 2017, two farmers' market coupon pilot projects were
developed using two different models to determine the model best
suited for New Brunswick. This research report explains the procedures
that were followed for each project and highlights the lessons learned.
Overall, these findings hope to inform and inspire future farmers' market
coupon programs across the province.
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Executive Summary Part One
Overview - Healthy Living Coupon Program (HLCP)
Fredericton, NB
The Healthy Living Coupon Program was a 12-week pilot project in Fredericton,
New Brunswick, that took place from July 2017-October 2017. It was organized
through a partnership between the Community Inclusion Network and
Diabetes New Brunswick. It was funded by the Economic and Social Inclusion
Corporation and the Government of New Brunswick Department of Social
Development Wellness Branch.
The program provided free one-on-one health consultations through the Live
Well program and weekly farmers' market gift certificates for 25 singles,
couples, and families from seven community organizations. The gift cards
provided an opportunity for people who wanted to increase their consumption
of healthy foods. The program provided participants with choice to shop locally
at either the Boyce's Farmers' Market or the Northside Market.
Input was collected through surveys and interviews from all participants,
farmers' market managers, and partner organizations throughout the program
and again at the end of the project. The findings are reported on the pages to
follow.
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Executive Summary Part Two
Overview - Farmers' Truck Bucks Program (FTBP)
Moncton, NB
The Farmers' Truck Bucks Program was a 12-week pilot project in Moncton,
New Brunswick, that took place from July 2017-October 2017. It was organized
through a partnership between the Farmers' Truck and the Peter McKee
Community Food Centre. It was funded by the Farmers' Truck and the
Government of New Brunswick Department of Social Development Wellness
Branch.
The program provided free monthly local food cooking classes and weekly gift
cards for the Farmers' Truck, a mobile farmers' market, for 20 singles moms
and seniors who were accessing the services of the Peter McKee Community
Food Centre. The Farmers' Truck would park two blocks away from the centre
every Friday and would set up at other locations across town on the other days
of the week. At the end of the season, an online market opened with home
delivery where participants could also shop. The gift cards provided a way for
participants to blend in with other shoppers and purchase fresh local food in a
dignified way.
Input was collected through surveys at the end of each cooking class and
interviews with all participants and the project lead at the Peter McKee
Community Food Centre. The findings are also reported on the pages to follow.
These learnings hope to inform the future direction of farmers' market coupon
programs in New Brunswick.

Jessica Wall
Project Coordinator
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OBJECTIVES
NUTRITIOUS FOODS
Increase access to and consumption of
fresh, nutritionally rich and minimally
processed food

LOCAL PRODUCERS
Increase awareness and knowledge of,
and familiarity with, farmers’ markets
and supporting local producers

FOOD SKILLS
Increase knowledge of nutrition, food
preparation skills and budget-wise
food choices
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OBJECTIVE 1
NUTRITIOUS FOODS
TESTIMONIALS
"I bought lots of fresh vegetables. I especially
love the fresh Brussel sprouts. I also bought
cheese and meat. I do not eat a lot of meat but
what I bought tastes so much better from the
market."
- Participant A, HLCP

"I plan to continue eating more fresh vegetables.
When my son did my grocery shopping at grocery
store last week I asked him to pick me up fresh
broccoli sprouts but the store was out so he
bought me frozen ones. They are not as good as
the fresh ones I had purchased at the market. I
want to continue buying more fresh vegetables."
- Participant B, HLCP

"The program was a wonderful opportunity for our
members to experience shopping at the markets.
They were able to introduce fresh, health food
into their meals. Participants were able to eat
healthier foods and stretch their food budgets
further."
- Partner Organization, HLCP

STATISTICS
89% of participants reported some diet change
78% said they will sustain their new eating patterns
67% of participants tried something new
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OBJECTIVE 2
LOCAL PRODUCERS
TESTIMONIALS
"The food is so fresh and tasty. The meat is better
than at the grocery stores."
- Participant A, HLCP

"I don’t like crowds but I got more comfortable
being there over time. I found out that a place like
that does exist and if I could afford it, it would be a
great place to go. I knew it existed but never really
bothered to go before."
- Participant B, HLCP

"I think the people really enjoyed the program. It
helped them access healthy local food, but it's
bigger than that. They are out socializing with their
neighbours who are our vendors - which whom
are not large producers - so they are supporting
their local economy as well."
- Farmers' Market Manager, HLCP

"I’m hearing participants rave about the good food
they are eating! One woman was so blown away
by the marble cheese she bought. She said it
tasted totally better and totally different than
anything she ever had from the store."
- Community Organization, HLCP

STATISTICS
89% of participants met a new vendor at the market
77% of participants will continue to shop at the market when possible
$4,515 in gift cards were redeemed by vendors for the HLCP
$4,000 in gift cards were redeemed at the Farmers' Truck mobile market
and $1,000 at the Farmers' Truck online store
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OBJECTIVE 3
FOOD SKILLS
TESTIMONIALS
"I am not a very good cook and find it hard making
meals for one person."
- Participant A, HLCP

"I was able to get strawberries, raspberries and
wild blueberries and store them in my freezer so I
can make jams and other baked goods."
- Participant B, HLCP

"The program helped me plan my meals a lot
better."
- Participant C, HLCP

"My daughter and I would go to the market every
Saturday together and pick out what we wanted
to cook for the week. It was a great help for a
single mom and loved cooking new things with
my daughter."
- Participant D, HLCP

"I love learning how to cook new things. It is great
to be able to have new meal ideas for the kids. I
am not fussy, but kids get bored of eating the
same things all the time.

STATISTICS

- Participant A, FMCP

100% of FMCP cooking class participants learned something new
78% of HLCP participants cooked something new
44% of vendors suggested tips on how to prepare foods
11 people attended the final HLCP cooking class
8 people on average attended the cooking classes for the FMCP
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SOCIAL
OPPORTUNITY
TESTIMONIALS
"Seeing folks break away from the social isolation
that comes with poverty has been the best part. It
is wonderful seeing people making plans to go to
the market and enjoying other people’s company.
I can see that this experience is not only good for
people’s physical health through improved access
to nutritious foods, but is really great for their
mental health as well! Social inclusion is good for
the soul!"
- Community Organization, HLCP

"I meet with friends at Kings Place at 6:30 in the
morning and go to the market, so that is fun. I like
going early because there are fewer people.
Sometimes I run into other friends or people from
my hometown that I never get to see and that is
wonderful."
- Participant A, HLCP

"The thing I have enjoyed most is getting out of
the house, seeing other people, the social aspect
of going to the market, and meeting new people
and vendors."
- Participant B, HLCp

"It’s become a regular weekly outing for our family;
something we have come to enjoy."
- Participant C, HLCP

"It was great. My kids are all moved out and I am
alone, so it gave me something to do."
Participant A, FMCP

STATISTICS
89% of participants met someone new
78% of participants brought someone to the market with them
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HLCP HEALTH
CONSULTATIONS
TESTIMONIALS
"The coupons make it easier to purchase
good food and help maintain my weight loss."
- Participant A, HLCP

"Very positive. It was enlightening to have
someone who cares and understands the
excitement at receiving the coupons."
- Participant B

"She was helpful with what foods and how
much to eat and what portion to have."
- Participant C, HLCP

CHALLENGES
"I’m back to eating more of the canned stuff
because I can’t afford to get it fresh."
- Participant D, HLCP

"I set a goal to quit smoking; I lasted 21 days
but I didn’t feel like I was supported by other
people in my life."
- Participant E, HLCP

STATISTICS
100% reported a positive experience
96% of participants attended a health consultation
78% stated that they achieved their health goal
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HLCP COUPON
SPENDING TRENDS
FRUIT, VEGETABLES,
EGGS, & DAIRY
$2,885

MEAT, POULTRY, FISH
$825

READY-TO-EAT
$430

BAKERY
$300

OTHER
$95

STATISTICS
80% of coupons were redeemed
22% of people saved some of their gift certificates
67% shopped weekly and 33% shopped bi-weekly
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OVERCOMING BARRIERS
HEALTHY LIVING COUPON PROGRAM
TRANSPORTATION
The greatest barrier to people attending the market weekly is
transportation. Bus tickets to get to and from the market were
provided each week to overcome this, however, some
organizations reported that people would visit the market biweekly and save their extra bus tickets to get to doctors’
appointments or other places around town. A way to get around
this may be to create a network of volunteer drivers who already
plan on going to the market.

COMMITMENT TO THE PROCESS
A selection process for organizations should also be
implemented in future programs. The farmers’ markets could not
sell all of the gift cards up front, so new coupons could only be
redistributed once the previous batch was redeemed. One
organization said that this created “a lot of anxiety” for the
participants about getting their gift cards and bus tickets on
time. The farmers’ market manager reported influxes of coupons
on certain weeks and very low redemption rates for others.
Infrequent coupon distribution may have been attributed to the
organizations who do not see their clients regularly. A matching
program where organizations fund 50% of the gift cards may
increase buy-in and commitment to regular distribution in future
programs.

SUSTAINABILITY
The program cannot rely on one funding source and innovative
strategies such as a cost-sharing model between farmers'
markets, partner organizations, and funders should be explored.
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OVERCOMING BARRIERS
HEALTHY LIVING COUPON PROGRAM
CASH VALUE OF GIFT CARDS
The market managers mentioned removing the cash value of gift
cards in future programs. One organization supported this idea
by stating that “one participant mentioned that vendors offered
to give her change in cash if her order did not total an even $5.
This ‘loophole’ could serve as a way for some individuals to access
cash rather than purchasing food. In the future, consultations
with market staff could be helpful so they can speak with market
vendors”. A simple dot on the back of program gift cards could be
a way to inform vendors not to provide change without
identifying them to the public. However, this would limit people’s
choice if for instance, they want to purchase a cucumber from
one vendor and romaine lettuce from other.

CHOICE
It is important that choice is not compromised in the process of
encouraging people to buy healthier foods. One participant had
purchased a dragon fly neckalace with her gift cards and had
saved up her change in the following weeks to spend on fresh
food purchases from the market to "make up for it". This person
had sold all of her jewelry to make ends meet over the years and
this piece reminded her of her best friend who had passed away.
Although this was one of the only non-food purchases, it shows
the power of dignity and pride in purchasing at the market.

SEASONALITY
People were achieving their health goals throughout this
program, but many will not be able to sustain these changes
because of limited income. A program that is offered year-round
could result in improved health outcomes and lasting change.
NB PILOT COUPON PROGRAMS REPORT

DEC 2017 | 13

OVERCOMING BARRIERS
FARMERS' TRUCK BUCKS PROGRAM
PARTNER SELECTION
Partner selection is a critical component of this project. For the
FTBP, the Peter McKee Community Centre was the right fit
because it served the target population, but did not have the
time to commit to promoting this project and fully supporting
the participants through regular checkins. A designated program
coordinator could solve this issue. The Farmers’ Truck also ended
their mobile farmers' market service before the program was
complete to launch their online store. Although participants
were able to finish the program using the online service with
home delivery, not all of the participants were able to be reached
to notify them of this change.

TRANSPORTATION
The greatest barrier that affected people’s participation was
transportation. This was overlooked when designing the program
since the assumption was made that if people could get to the
food centre, then they could also shop at The Farmers’ Truck.
However, many of the people selected for this program did not
visit the food centre weekly and did not have the financial means
to take a bus or a taxi to pick up their gift card and local food.

PARTICIPANT SELECTION
Time must be invested in the initial phases of the program to
select the right people for the program. Criteria should not
exclude any population groups such as youth or single men.
Participants must be willing to attend the market and spend
their coupons regularly. Additionally, organizations must identify
any barriers such as transportation in the initial planning stages
in order to support participants' complete participation.
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OVERVIEW
PARTICIPANT SATISFACTION
100% program participants enjoyed the
program and would participate again.
"I really enjoyed the program. I was able to
get out and go to the market."

ORGANIZATION SATISFACTION
100% of community organizations would
participate again.
"It took very little time to oversee the
project. The delight our members had in
being able to participate made any effort on
my part worthwhile."
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CLOSING REMARKS

FUTURE
IMPLICATIONS
Overall, these programs achieved their three objectives:
to increase access to nutritious foods, support local
producers, and increase food knowledge.
These programs gave people the opportunity to access
fresh healthy food while supporting local producers. The
unexpected outcome of increased social capital through
new connections and people getting out of the house
may have been just as valuable as the nutrition piece. In
fact, it may have supported participants in achieving
their health goals because of the increased support.
Participants in the HLCP spoke highly of their experience
with the Health Coach and final consultations could be
included in future programs. Additional cooking classes
using seasonal ingredients could also be offered as a
compliment to the gift cards to teach people how to
preserve foods for the winter. This was a major
component of the FMCP that worked with great success.
The personal connection between participants and
either the program organizer or the partner organization
seems to be critical to people's participation. Farmers'
market coupon programs such as these show great
potential for making healthy local food more accessible
to all.
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