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Introduction

Fruit and vegetable (FV) incentive programs that occur within SNAP, broadly known as Nutrition Incentives (NI),
offer an empowering strategy to reduce food insecurity and improve dietary quality by encouraging healthier
purchasing without limiting individual choice. Evidence indicates that well-designed NI programs can increase
FV consumption and reduce food insecurity. Program impact depends on optimizing key design elements
including incentive size, default enrollment, automatic rebates, and flexibility in eligible foods and store types,
while simultaneously addressing retailer- and participant-level barriers such as program awareness, affordability,
accessibility, and retailer relevance. This toolkit is informed by Rhode Island’s (RI) innovative Eat Well, Be Well
(EWBW) program (2024-2026), the first known state-level SNAP incentive integrated directly into Electronic
Benefit Transfer (EBT) systems without requiring any action from its participants. EWBW provided a $0.50 credit
for every dollar spent on fresh fruits and vegetables at participating retailers, up to a maximum of $25 per
month. This toolkit provides state agencies with evidence-informed guidance to design, implement, and sustain
a SNAP FV incentive program.
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a BUILD PARTNERSHIPS

Key Challenge: Lack of coordination between the Department of Human Services (DHS), the lead SNAP
implementing organization in Rhode Island, and other community partners hindered effective implementation
by limiting opportunities to design and promote the program in ways that engaged eligible households.

Key Insight: Community-based organizations serve as trusted connections that enhance participant
awareness and understanding, support outreach, and facilitate technical assistance. Key informants
consistently reported that early and sustained collaboration with organizations already connected

to retailers, community groups, and SNAP participants would have strengthened implementation by
enhancing retailer engagement, participant awareness, and trust-building. As the overarching implementing
unit, the State SNAP Agency is responsible for establishing a formal partnership with key organizations and
defining roles and data-sharing agreements. Engagement with each is dependent on partner type.

PARTNERSHIP RECOMMENDATIONS:

PARTNER TYPE ESSENTIAL ACTIONS ENHANCED ACTIONS

Retailers

Community Organizations

Evaluation Partners

SNAP Participants

Existing NI Structures

Recruit USDA-authorized retailers
accessible to SNAP participants;
establish MOUs

Partner with 2—-3 trusted organizations
serving SNAP households (e.g., food
banks, WIC clinics)

Identify an evaluator and agree on key
metrics before launch

Gather input on retailer preferences and
program design

Map existing nutrition incentive
programs operating in the state (e.g,,
GusNIP-funded produce prescription
pilots, farmers market incentives,
Double Up Food Bucks); identify overlap
in target populations, retailers, and
eligible foods to avoid duplication and
participant confusion

Provide technical assistance for
POS integration; offer signage and
promotional support

Develop a broader network of
ambassadors across social services,
faith-based groups, and healthcare
settings

Integrate automatic data tracking; plan
for longitudinal follow-up

Establish a participant advisory group
for ongoing feedback

Pursue intentional integration

where feasible such as shared EBT
infrastructure, aligned incentive rules,
coordinated retailer onboarding, and joint
outreach to reduce administrative burden,
streamline the participant experience,
and strengthen the collective case for
sustained state investment

Implementation Note: Rhode Island’s experience suggests that assigning implementation solely to a SNAP agency without
strong community relationships or public health capacity created gaps in outreach and retailer engagement. Ensure the
implementing agency has strong capacity for community relationships and retailer engagement. Consider convening a cross-
sector stakeholder steering committee to provide ongoing strategic guidance. This committee should remain distinct from the
SNAP participant advisory group described above, but the two groups should come together at key decision points such as
finalizing incentive structures, marketing campaigns, and retailer partnerships.



UNDERSTANDING YOUR STATE’S
EBT POINT OF SALE (POS) SYSTEM

Key Challenge: In Rhode Island, the rapid timeline for launching EWBW left limited room to fully assess
technical systems, funding needs, and staffing capacity, which constrained design decisions such as the

$25 monthly cap.

Key Insight: Integrating a FV incentive into existing POS systems is complex and time-intensive. Key
informant reports from Rhode Island, together with reports from the nationally funded GusNIP program
have shown that underestimating technical complexity, particularly regarding POS compatibility and EBT
vendor timelines, was among the most common causes of implementation delays.

ASSESSMENT RECOMMENDATIONS:

CATEGORY ESSENTIAL ACTIONS ENHANCED ACTIONS

Staffing & Capacity

Funding

EBT Systems

Retail Landscape

Program Delivery

Assess whether the implementing
agency has staffing capacity to support
program implementation and oversight

Identify and budget for upfront and
ongoing costs, including IT development,
retailer onboarding, POS upgrades,
outreach, staffing, and evaluation

Coordinate early with EBT vendors
to determine costs and timelines for
integrating the incentive into existing
systems

Assess retailer readiness and interest
through in-person surveys and outreach

Prioritize EBT-integrated approaches
that minimize participant burden (e.g.,
automatic delivery without opt-in
requirements)

Train backup staff; establish roles for
ongoing POS support post-launch

Allocate dedicated funding to help
smaller retailers upgrade their POS
systems and cover the costs of technical
support and troubleshooting

Conduct a formal technology
assessment with your EBT vendor and
a sample of participating retailer types
before finalizing program design

Map the retail landscape in your state:
store types, geographic distribution
relative to SNAP households, and
existing POS infrastructure

Confirm technical feasibility of chosen
incentive delivery method by conducting
a pilot test

Implementation Note: Programs frequently underestimate EBT vendor timelines. Initiate conversations at least 6—12 months

before planned launch.



DESIGN AN EFFECTIVE INCENTIVE
STRUCTURE

Key Challenge: While automatic enroliment increased passive usage of EWBW, active use was likely limited
by two factors: inadequate participant awareness and understanding of what the program incentivized and
a total incentive too small to offset higher grocery costs at the primary retailer—leaving many reluctant to
split shopping between stores.

Key Insight: Evidence on the optimal incentive amount remains mixed: a 2025 analysis of 23,736 SNAP
participants across 65 GusNIP-funded projects found incentive levels varied widely in practice (most
commonly providing a 1:1 match but sometimes less), and that participants with more than six months of
program use reported significantly higher FV intake, lower food insecurity, and better perceived health than
first-time participants, though mean intake still fell short of federal dietary guidelines.! Because effective
amounts depend on local retailer pricing, household composition, and broader conditions like inflation

and other SNAP changes, states should pilot and adjust rather than assume a fixed dollar amount or
percentage will be sufficient. Rhode Island’s 50% match capped at $25/month, for example, did not impact

FV intake.

INCENTIVE DESIGN RECOMMENDATIONS:

CATEGORY ESSENTIAL ACTIONS ENHANCED ACTIONS

Program Parameters

Delivery Method

Eligible Foods

Community Input

Retailer Training

Participant
Communication

Define key parameters: incentive rate,
monthly cap, benefit roll-over policy,
eligible foods, and participating store
types/formats (in-person vs. online)

Prioritize automatic, EBT-integrated
delivery over opt-in or separate card
models, which can create friction
and reduce participation

Ensure participating retailers carry
appealing fruits and vegetables that
reflect cultural and taste preferences

Gather initial feedback from SNAP
participants on program usability

Develop basic training materials
and FAQs for store managers and
frontline staff

Create simple program explanation
for participants

Review GusNIP grantee program designs for
benchmarking on incentive rates, caps, and eligible food
definitions via the Nutrition Incentive Hub

Consider feasibility of using incentives across multiple
channels (in-person and online)

Consider whether frozen and canned fruits and vegetables
should be included alongside fresh; broader eligibility
increases equity and access but adds POS complexity

Collaborate with SNAP participants and community
partners to pilot test incentive structures and eligible
food lists before finalizing

Provide accessible, ongoing training, resources, and
simple language for cashiers to explain program rules
and answer participant questions

Ensure program rules are easily accessible to
participants

I Implementation Note: Pair the incentive cap with a mechanism for revisiting it, such as an annual review of retail food prices or
participant feedback, so the cap doesn't become too low to be meaningful over time.


https://www.nutritionincentivehub.org/grantee-projects

° RECRUIT RETAIL PARTNERS

Key Challenge: Because participation was ultimately restricted to just two large retail chains in Rhode
Island, the program created significant geographic and financial inequities, particularly in communities
where large chains were absent or more costly than smaller independent retailers.

Key Insight: Ensuring adequate financial and geographic access to participating retailers is essential for
program success. Key informant interviews outlined complex tradeoffs in retailer selection: larger chains
offered scale and existing POS infrastructure, while smaller, culturally relevant retailers better reached SNAP
households but required substantially more financial and technical support to participate.

“Accessible” is defined here as consistent with USDA Economic Research Service criteria, encompassing
both geographic access (e.g., distance to a store, availability of transportation) and financial/individual-level
access (e.g., income, vehicle availability).?

RETAILER RECRUITMENT RECOMMENDATIONS:

CATEGORY ESSENTIAL ACTIONS ENHANCED ACTIONS

Retailer Selection

Onboarding

Process

Ongoing Support

Retail Access

Recruit a mix of retailers to balance access,
affordability, and scale. While national data
suggests that large chains account for the majority
of SNAP expenditures, many households also

rely on large discount grocery stores (e.g., Aldi)

or smaller ethnic and neighborhood stores that
may better serve specific communities in terms of
cultural relevance, geographic access, and trust

Provide clear onboarding guidance, program
requirements, and a named point of contact for
participating retailers

Establish a process for retailers to report issues
or ask questions

Ensure at least one participating retailer type
is accessible to most SNAP participants in
target areas

Use SNAP redemption data, participant input, and
community mapping to guide the retailer mix;
ensure participating retailers, of all sizes, carry
fruits and vegetables that reflect the cultural and
taste preferences of the communities served

Develop a tiered onboarding approach: streamlined
for large chains with compatible systems, more
intensive support for small and independent
retailers. See [Retailer Readiness Assessment] for a
structured tool to guide these conversations.

Build ongoing retailer support channels such as
a helpline, regular check-ins, retailer cohorts, or a
community of practice for troubleshooting

Explore online grocery purchasing as a parallel
access channel, particularly for participants with
transportation barriers

Implementation Note: In some locations, larger retailers may not serve SNAP households as equitably as smaller, culturally

relevant retailers, which can reach target populations more effectively but require more support to participate. Retailer effectiveness
depends more on the specific retailer than on store size alone. Larger chains, including large discount chains and superstores,

vary widely in pricing, produce quality and availability, and geographic accessibility to SNAP households; smaller independent

and ethnic markets can reach specific communities more effectively but often require more support to participate. In some
contexts, larger retailers may not serve SNAP households as equitably as smaller retailers or larger discount grocery stores, while
in others, the reverse is true. A balanced recruitment strategy, grounded in local SNAP redemption patterns and participant input,

and including a mix of retailer types with appropriate resources for each, optimizes reach, accessibility, and equity. 6



e PLAN OUTREACH

Key Challenge: Awareness and understanding of the EWBW program among SNAP participants and
community partners remained low, which reduced utilization.

Key Insight: Consistent and sustained efforts are needed to improve awareness and utilization of incentive
programs. Although communication materials were developed, including posters, bus stop ads, and social
media posts, key informants reported that these did not consistently reach or resonate with intended
audiences. Outreach was concentrated at launch rather than sustained, and did not sufficiently rely on
trusted community messengers such as community-based organizations, WIC clinics, and food pantries.

OUTREACH AND COMMUNICATION RECOMMENDATIONS:

CATEGORY ESSENTIAL ACTIONS ENHANCED ACTIONS

Outreach Strategy

Message
Development

Language Access

Retailer Staff
Training

Community
Partnerships

Outreach Timing

Automatic Delivery
Messaging

Based on your state’s SNAP
enrollment data, translate program
materials into the primary languages
spoken by SNAP participants

Create clear, simple messaging that
explains what the incentive is, who is
eligible, and how to use it

Develop multilingual communications
to ensure all participants can learn
about the program

Train store staff with clear FAQs and
basic program understanding to
support participant awareness

Partner with trusted community
organizations to help inform messaging
and distribute program information

Plan for ongoing outreach beyond
the initial launch campaign

Inform participants about the
program through standard outreach
channels such as text messages

Go beyond translation to cultural adaptation by engaging
bilingual community members and trusted messengers in
developing materials. Use culturally appropriate imagery
and framing, and test messages with participants from each
language community before finalizing

Conduct pre-launch message testing with SNAP
participants—test language, format, and channel preferences
before finalizing materials

Translate materials into languages most spoken by SNAP
participants in your area; use culturally appropriate imagery
and framing

Provide refresher trainings and updated materials as
the program evolves; create quick-reference guides for
checkout lanes

Embed program information into existing participant
touchpoints by partnering with social service navigators, WIC
counselors, and benefits enroliment staff

Develop a sustained communications calendar with seasonal
messaging, reminders, and success stories to maintain
awareness

If the program is automatic, develop specific messaging that helps
participants understand why they are seeing a credit on their
EBT card—building awareness even without an opt-in moment

Implementation Note: Passive materials such as posters and bus stop ads alone are rarely sufficient to drive program
awareness. Rhode Island’s experience suggests that outreach is most effective when it leverages trusted messengers and

existing touchpoints with SNAP households, such as community-based organizations, WIC clinics, and food pantries, rather than
relying primarily on broad media campaigns. Plan for outreach to be sustained beyond launch and iteratively refined based on
participant feedback, and budget for ongoing communication costs as part of long-term program sustainability.



e PILOT AND REFINE

Key Challenge: Simultaneous statewide rollout of the FV incentive program in Rhode Island prevented
the opportunity for further modification even when key metrics suggested limited feasibility, acceptability,
and effectiveness.

Key Insight: A phased pilot allows for the incentive structure to be tested and refined. In Rhode Island, the
statewide rollout of EWBW left limited opportunity to modify the program once early metrics suggested
challenges with feasibility and effectiveness. A phased roll out would have given SNAP participants and
retailers a chance to provide feedback, before full-scale implementation.

PILOT TESTING RECOMMENDATIONS:

CATEGORY ESSENTIAL ACTIONS ENHANCED ACTIONS

Pilot Scope Launch the program with a limited Test alternative incentive structures or
pilot—a specific region, retailer type, or outreach strategies during the pilot
participant group —before statewide phase to compare effectiveness
rollout

Success Criteria Define what “success” looks like in Establish benchmarks based on
advance of the pilot and what thresholds comparable GusNIP-funded projects or
would trigger program revision before national data
expansion

Data Collection Establish clear metrics and a Conduct structured feedback sessions
comprehensive data collection plan with SNAP participants and retailers
before pilot launch—including store-level during the pilot (surveys or brief
transaction data, participant intake data, interviews) and use findings to revise
and qualitative feedback program design. Partner with an

independent evaluator during the
pilot phase to ensure data collected
is rigorous enough to support future
funding and advocacy

I Implementation Note: If a formal pilot is not feasible, a phased geographic or retailer-specific rollout preserves some
opportunity to learn and adjust before full-scale implementation.



e EVALUATE AND SUSTAIN

Key Challenge: Many programs struggled with data access and limited evaluation resources. Time
pressures and a lack of planning for implementation evaluation prevented many programs, including those
in Rhode Island, from robustly evaluating them across critical dimensions.

Key Insight: Establishing data collection and evaluation systems before launch is essential for
demonstrating program impact and securing long-term funding. For Rhode Island’s EWBW program,
establishing data collection and evaluation systems before launch was identified as essential which has
been observed with similar programs in other locations. Adequate planning for implementation enables
robust, independent measurement of feasibility, acceptability, and preliminary effectiveness.

EVALUATION AND SUSTAINABILITY RECOMMENDATIONS:

CATEGORY ESSENTIAL ACTIONS ENHANCED ACTIONS

Evaluation Planning Establish an evaluation plan and identify key Partner with an independent evaluator to
metrics before program launch—not after conduct rigorous impact analysis. Budget for
evaluation costs, co-define key metrics, and
align on timelines and reporting expectations

Data Collection Collect available data such as EBT purchasing Combine multiple data sources such as EBT
patterns and participant feedback. Leverage purchasing data, SNAP participant surveys,
automatic data tracking and integrate data qualitative interviews and focus groups, and
capture into POS systems where possible, and store-level sales or operational data

secure retailer data-sharing MOUs early

Key Metrics Track core metrics: number of households Stratify evaluation findings by race/ethnicity,
enrolled, program awareness, participant spending  geography, and household type to assess
per month, purchasing patterns, and dietary intake  equitable reach
as well as retailer and participant feedback

Stakeholder Continue engaging community members Create a regular reporting schedule to share

Engagement through regular check-ins, troubleshooting evaluation metrics with the advisory board
sessions, and transparent program updates and steering committee

Sustainability Planning  Identify long-term funding sources early: Use evaluation findings strategically to build
state budget lines, federal GusNIP grants, the case for sustained investment

philanthropic partners

Dissemination Share key findings with program partners and Develop dissemination products tailored
funders, framing impact in terms that resonate to different audiences: a one-pager for
with each audience — including dietary policymakers, a detailed report for funders, and
outcomes, participant reach, and economic a community-facing summary for participants
impact (e.g., dollars circulated to local retailers) and partners

Implementation Note: Programs that establish evaluation partnerships and metrics before launch are better positioned to
demonstrate impact, make real-time adjustments, and secure long-term funding.

Resource: Nutrition Incentive Hub — https://www.nutritionincentivehub.org/ 9
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ACRONYM DEFINITIONS

DHS
EBT
EWBW
FAQ
FNS
FV

IT

GusNIP

MOU

WIC

NI
POS
RI
SNAP

USDA

Department of Human Services
Electronic Benefit Transfer
Eat Well, Be Well
Frequently Asked Questions
USDAs Food and Nutrition Service
Fruit and Vegetable
Information Technology

Gus Schumacher Nutrition Incentive Program —
a federal grant program funded by the USDA

Memorandum of Understanding

Special Supplemental Nutrition Program
for Women, Infants, and Children

Nutrition Incentive
Point of Sale
Rhode Island
Supplemental Nutrition Assistance Program

U.S. Department of Agriculture

10



RETAILER READINESS ASSESSMENT

This assessment blends implementation lessons from RI's EWBW program with technical frameworks
developed by the GusNIP Nutrition Incentive Hub. The following questions are designed to help evaluate
whether a retailer has the technical and operational readiness to implement a SNAP FV incentive program.
Note that retailers may be hesitant to share all technical or operational details right away. Plan for multiple
conversations to build trust and rapport before expecting a complete picture of their systems.

ASSESSMENT AREA & QUESTION READY

USDA Authorization

Is the store’s USDA Food and Nutrition Service (FNS) SNAP
authorization currently active and in good standing?

POS System Knowledge

Is the retailer willing to grant the program team permission to
share their POS software model, vendor names, and wholesaler
details?

Store Commitment

Does store leadership demonstrate an active commitment to
health and wellness, and are they ready to enthusiastically
engage frontline staff in implementation planning and ongoing
customer education?

Geographic Accessibility & Reach

Is the store located in a geographic area that aligns with SNAP
household density and transportation options?

Cultural Food Availability

Does the store currently stock high-quality fruits and vegetables
that accurately reflect the distinct cultural, dietary, and
preferences of the local community?

Capacity for Consistent Transaction Reports

Does the retailer have the technical capacity and commitment
to maintain consistent transaction records to measure program
impact and reporting requirements?

Awareness of the Costs of Operational Updates and
Maintenance

Is the retailer aware of the costs and sustained internal effect
that is required to program, test, and maintain an updated
checkout function?

References

The store holds an active, verified USDA FNS
SNAP authorization and is in good standing.

The retailer is willing to provide all vendor
contact data so the implementation team
can evaluate functionality and determine

incentive implementation options.

Leadership is enthusiastic and prepared to
involve frontline staff in planning. There is

a plan for cashiers to be trained to actively
explain rules and potentially have reference
guides/FAQs at checkout.

The store is geographically accessible to
target SNAP participants and already has an
established base of SNAP shoppers (high
existing EBT sales footprint).

The store’s produce selection includes

culturally relevant fruits and vegetables,
ensuring the incentive program will be

relevant to local shoppers.

The retailer's POS and data systems have the
capacity to maintain transaction records and
store management is willing to share them
with the implementation team.

The store management and implementation
team have clearly discussed expected time

commitment and costs for checkout system
upgrades and system testing.

1. Byker Shanks C, Fung Uy W, Zhang N, et al. Nutrition incentives associated with improved outcomes: 2020-2023
results from the US Gus Schumacher Nutrition Incentive Program. AJPM Focus. 2025;4(4):100348.

doi:10.1016/j.focus.2025.100348

2. Food Access Research Atlas: documentation. US Department of Agriculture, Economic Research Service. Accessed

July 15, 2026. https://www.ers.usda.gov/data-products/food-access-research-atlas/documentation

11


https://doi.org/10.1016/j.focus.2025.100348
https://www.ers.usda.gov/data-products/food-access-research-atlas/documentation

	Introduction
	Drawn from Rhode Island’s 
Eat Well, Be Well Experience
	BUILD PARTNERSHIPS
	UNDERSTANDING YOUR STATE’S
EBT POINT OF SALE (POS) SYSTEM
	DESIGN AN EFFECTIVE INCENTIVE
STRUCTURE
	RECRUIT RETAIL PARTNERS
	PLAN OUTREACH
	PILOT AND REFINE
	EVALUATE AND SUSTAIN
	ACRONYM DEFINITIONS
	RETAILER READINESS ASSESSMENT
	References

