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Access to healthy food is a determinant of health, and boosting the 
availability of healthy local food throughout all city neighbourhoods 
could contribute greatly to sustainability. Along with levels of lo-
cal food production and policies around processing, distribution, 
consumption and food waste, healthy food retail is one piece of 
the food access puzzle. Enhancing healthy food retail in Vancouver 
neighbourhoods can help achieve the Greenest City goal of becom-
ing a leader in urban food systems. These initiatives can also help us 
achieve food access goals in the Vancouver Food System Strategy 
& Action Plan (draft) and the Healthy City Strategy (under develop-
ment).
How do we improve access to fresh, healthy food and increase the 
percentage of residents who live within a !ve minute walk of a 
basket of healthy produce?
This report is the product of a Greenest City Scholar internship in the 
Food Policy team through the summer of 2012. The report explores a 
number of di!erent healthy food retail models for getting fresh and 
healthy foods into neighbourhoods. It starts by exploring successful 
strategies from elsewhere, considers how those strategies could play 
out in Vancouver, and makes recommendations for ways forward.

This report explores the following models of food retail, focusing mostly 
on the potential of a Healthy Corner Store initiative:

Introduction:
Building Neighbourhood Food Access through New Models of Healthy Food Retail

Vancouver’s Greenest City 
Action Plan includes a 
goal to become a global 
leader in urban food 
systems through ensur-
ing that all residents are 
within a !ve minute walk 
of a basket of fresh pro-
duce. 

New models of Healthy 
Food Retail will:

Increase the avail-
ability of local produce, 
having a positive envi-
ronmental impact;

Improve health out-
comes;

Contribute to food 
access equity - a matter 
of social justice; and

Contribute to the 
vibrancy of Vancouver 
neighbourhoods.

Community 
Food Markets

Mobile Farm 
Stands

Mobile 
Produce 
Stands Healthy 

Corner Stores

Mobile Healthy 
Grocery Stores

Food 
Procurement at 

City Facilities

Urban Farm 
Gate Sales
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Part 1 
Neighbourhood Food Access

Photo from frogbox.com 
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Further Resources:
Vancouver Coastal 

Health has Local Health 
Area health information 
that can be used to inform 
food access interventions, 
though the boundaries 
do not exactly match 
the City of Vancouver’s 
neighbourhood 
boundaries. The health 
authority is also moving 
towards putting more 
information on their 
website (www.vch.ca). 

The Public Health 
Services Authority created 
a toolkit for residents 
or organizations to 
undertake Community 
Food Assessments (www.
healbc.ca). These kinds of 
details-rich community-
led assessments could 
add to our picture of food 
access throughout the 
city. 

In 2011, the Public 
Health Services Authority 
published an action 
framework for public 
institutions including 
local governments, 
outlining areas of 
jurisdiction and action 
opportunities (www.phsa.
ca).

Food Access and the Role of the City
The City of Vancouver de"nes “food access” as policies, processes or 
programs that create the conditions for the following food security 
attributes to be met:

Availability: Su#cient food for all people at all times
Accessibility: Physical and economic access to food for all at all times
Adequacy: Access to culturally acceptable food, which is produced and 

obtained in ways that do not compromise people’s dignity, self-respect or 
human rights

Agency: The policies and processes that enable the achievement of 
food security*

New food access and retail models are continuously emerging, as 
food entrepreneurs push the envelope and "nd new ways of bringing 
healthy and fresh food to residents. 
Models for food access can be understood as falling along a continuum of 
food access sectors, from the emergency food sector to charity, community, 
and retail food sector.**  The table below contains examples of where di!er-
ent models for food access fall along the continuum, and what the role of 
the City could be at the di!erent levels:

Food Ac-
cess Con-

tinuum

Emergency & 
Charity

Community Retail

Food 
Access 
Model

Subsidized Healthy 
food box programs

Food in City facilities Food carts (Street 
Food Vending)

Food in shelters 
and supportive 
housing

Food co-ops, buying clubs, 
distribution cooperatives

Conventional food 
retail (produce & 
grocery stores, su-
permarkets, etc)

Community food markets Fast-food restaurants
Community Supported Agri-
culture

Restaurants

Growing food for consumption Farmers’ Markets
Food Exchange Social Enterprise

Healthy Corner Stores, Mobile Healthy Grocery Stores
Mobile Produce Stands, Mobile Farm Stands
Urban Farm Gate Sales

Food delivery

Municipal 
Role

-Facilitating col-
laboration amongst 
charity food pro-
viders

-Supporting Neighbourhood 
Food Networks

-Zoning 
-Healthy food ordi-
nances and other 
regulations

-City food procurement
-City grants, pointing to other grants

-Street Vending policy
-Farmers’ Market policy
-Program support
-Home-based business regulation

*De"nition from draft Vancou-
ver Food System Strategy & 
Action Plan
** Concept from 2005 Vancou-
ver Food System Assesssment
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Food Access in Vancouver Neighbourhoods
Access is at the intersection of the geography of neighbourhood food assets, the geography of vul-
nerability (including factors like mobility, socio-economic status, health status, and social isolation), 
and other features such as the transportation network, topography, and broader walkability.
Understanding where the need for new models of food retail is greatest necessitates understanding 
where food access is low in the city. Di!erent neighbourhoods have very di!erent foodscapes, and 
even within neighbourhoods, walksheds contain di!erent levels of food assets. These foodscapes 
have been analyzed and found to contain gaps by four recent studies and reports:

Further food access and asset mapping and 
analysis is being compiled for the forthcoming 
Vancouver Food System Strategy & Action Plan. 
These initiatives will add to our picture of food 
access in di!erent parts of the city.

The Metro Vancouver Food Retailer Gap 
Analysis (2010)* mapped food retailers and add-
ed an 800m bu!er to identify gaps in coverage 
where grocery stores would not be within a 10 
minute walk. The study uncovered three gaps in 
food retail in the region that overlapped with low 
income dissemination areas. One of these areas 
is in Vancouver – in East Vancouver at Grandview 
Highway between Slocan and Kaslow Streets.

A study conducted by UBC researchers*** 
exploring the distribution of food stores in BC 
neighbourhoods found that neighbourhoods 
with higher median incomes had signi"cantly 
less access to food stores. The study suggests 
that, in contrast to food retail in American cit-
ies, food retail may be most limited in higher 
income urban areas in BC, where zoning and the 
predominance of residential use limit food retail. 
This study led to signi"cant media coverage and 
discussion about the existence of food deserts in 
the west side of Vancouver. Seniors and residents 
with mobility challenges do not have adequate 
access to food in these predominantly residential 
low density neighbourhoods where food retail-
ers are not nearby. This study shows the need for 
more in-depth analysis of the complex dynamics 
of food access.

The Vancouver Food System Assessment 
(2005)** took a comprehensive look at the food 
security of Vancouverites, and identi"ed opportu-
nities to build food security through community-
led economic development and policy. The report 
identi"ed that all Vancouverites are food insecure 
in some ways, given that we live within an unsus-
tainable global food system. More accute vulner-
ability was identi"ed in the Grandview-Woodland, 
DTES/Strathcona, Renfrew-Collingwood, and 
Downtown neighbourhoods.

*Aderneck, Eric, and Raymond Kan (2010). Regional Food Retailer Gap Analysis. Metro Vancouver Regional 
Planning Advisory Committee Memorandum.
**FORC (2005). Vancouver Food System Assessment. Accessed from http://vancouver.ca/commsvcs/social-
planning/initiatives/foodpolicy/tools/pdf/vanfoodassessrpt.pdf
***Black, Jennifer, Richard Carpiano, Stuart Flemin, Nathanael Lauster (2011). Exploring the distribution of 
food stores in British Columbia: Associations with neighbourhood socio-demographic factors and urban 

The Food Secure Vancouver Study (2010), 
undertaken by the Vancouver Food Policy 
Council, includes a wealth of information and 
is presented in a web-based format (accessible 
at www.foodsecurevancouver.ca). The chapter 
on accessibility includes various maps and data 
on the availability of food (food retail, farmers’ 
markets and more), the a!ordability of food 
(from Statistics Canada’s analysis of the cost of a 
nutritious food basket in BC), and the existence 
of food resources.

form. Health & Place 961-970.
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The grocery retail layers on VanMap have recently been updated, and 
now re$ect current business license data. Food retail is broken into 
various categories, including convenience stores, bakeries, butcher 
shops, produce stores, grocery stores, and market outlets (such as 
Costco and other large-scale food retailers). Selecting the various lay-
ers and zooming into di!erent neighbourhoods can allow investiga-
tion of the food retail environment. To understand whether particular 
food retailers sell fresh and healthy foods, ground-truthing is neces-
sary. However, business license data does provide some insight into 
what is on the ground.
The screenshot below makes it clear that the downtown area is cov-
ered with convenience stores (green stars), produce stores (purple 
stars) are less common, and full-scale grocery stores (blue shapes) are 
even less common. Food retail tends to be distributed along commer-
cial corridors, such as Broadway, Kingsway, Hastings, and north-south 
streets like Cambie St, Main St, Fraser St, Commercial Dr, and Victoria 
Dr.  The west side emerges as an area with underserved pockets, and 
there is notably no grocery store in Victoria-Fraserview.

Screenshot from VanMap
(See Part 5 for an exploration of the food retail environment of Grandview-Woodlands in particular)
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Part 2
Healthy Food Retail Models
There is an entire spectrum of food retail models geared towards boosting access to 
healthy foods in neighbourhoods. Urban food systems activists and entrepreneurs 
are continuously innovating and coming up with new variations to serve the unique 
needs and opportunities in communities. 
Part 2 separates initiatives into community food markets, mobile produce stands, 
mobile farm stands, mobile grocery stores, urban farm gate sales, procurement for 
city facilities, and healthy corner stores. Examples of each of these models are ex-
plored in turn, and consideration is given to how they could work in Vancouver.

Community 
Food Markets

Mobile Farm 
Stands

Mobile 
Produce 
Stands Healthy 

Corner Stores

Mobile Healthy 
Grocery Stores

Food 
Procurement at 

City Facilities

Urban Farm 
Gate Sales
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Community Food Markets
Community food markets (sometimes called pocket markets) are 
small-scale markets selling fresh local produce from fewer than ten 
(10) tables or booths, at which the primary producer is not neces-
sarily present, and the produce sold is not necessarily local. Pocket 
markets are typically operated by non-pro"ts and community groups. 
The mandate of pocket markets is to improve access to fresh healthy 
produce (1) for vulnerable groups; (2) in under-served parts of the 
city; (3) as part of employee health and wellness programs; or (4) for 
the general public.* 

Successes from Elsewhere:
Santropol Roulant, Montreal, PQ
Santropol Roulant is a non-pro"t organization in Montreal, running 
pocket markets for the second season this summer. Produce being 
sold is grown at the organizations’ urban farm sites. Innovative parts 
of their programming include their focus on vulnerable populations 
and bringing fresh foods into food deserts:

At one site where markets happen weekly through the summer, 
they provide punchcards for low income residents whereby $20 in 
produce can be purchased for $10.

At another site, in an area that is considered a food desert, they 
sell their produce at a 50% discount for everyone.

The organization obtains free event permits from the borough in 
order to hold the markets. The wage for a market coordinator who 
works 5 hours per week is covered through a grant from the borough. 
Other costs are reportedly minimal, and are included in the organiza-
tion’s garden budgets.
More information at http://santropolroulant.org/site/2012/07/07/
your-friendly-neighborhood-pocket-market/

Community 
Food Markets

*De"nition from the draft Vancouver Food Strategy & Action Plan

Picture from http://santropol-
roulant.org
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FoodRoots – Victoria, BC
An organization in Victoria BC is leading the way on pocket markets. 
FoodRoots (http://footroots.ca) is a not for pro"t co-op distributor of 
local certi"ed organic and naturally grown produce and foods pro-
cessed in the Victoria region. 
FoodRoots operates with a unique model: community groups or 
sponsor organizations provide the location and insurance, and Food-
Roots brings the market. FoodRoots is also developing a ‘Mobile Mar-
ket’, which will include a tent, table, tablecloths, cashbox, scales, etc., 
and will be available to community groups and organizations through 
a deposit system.
FootRoots has also created an online Pocket Market Toolkit (http://
foodroots.ca/pmtoolkit_index.htm) which groups can use to guide 
the development of their operations. The toolkit explores regulatory 
and operational issues. It also suggests a goal of covering the cost of 
sta!, produce and supplies by the six week mark. FoodRoots suggests 
“the start up phase a market will cost about $100 to run (sta! time). 
Depending on the type of market, most markets need a minimum of 
about $400-$450 in sales for them to be viable”.

City perspective: A planner at the City of Victoria communicated 
that pocket markets, which "rst appeared in that city 3-4 years ago, 
were issued special event permits. Since then, Food Roots has joined 
the Outdoor Markets which are regulated either through particular 
agreements with the City for the use of public space, or through the 
Outdoor Market Bylaw. This latter regulation requires groups to obtain  
outdoor market business licences (see the entire bylaw at http://
www.victoria.ca/assets/City~Hall/Bylaws/bylaw-93-121.pdf ).

An academic article on 
pocket markets in the 
Metro Vancouver area* 
explored some of the 
bene"ts and challenges of 
this new food retail model:

Bene"ts include 
providing education on 
local food, connecting 
eaters to farmers, 
making local food 
more convenient, 
and providing market 
access to new or young 
farmers. 

Challenges include a 
lack of understanding 
amongst the public 
about what a pocket 
market is; the challenge 
of addressing issues of 
food access in a way that 
is "nancially sustainable; 
and issues of logistics 
(storage, transportation, 
and personnel), site 
selection, and regulatory 
requirements.

*Evans, Terri, and Christiana Miewald (2010). “Assessing the pocket market 
model for growing the local food movement: A case study of Metropolitan 
Vancouver”. Journal of Agriculture, Food Systems, and Community Develop-
ment.
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Community Food Markets in the Vancouver Region:
Community food markets have been successfully tested as a model 
by the Richmond Food Security Task Force, the Surrey Urban Farm-
ers’ market (which piloted a pocket market at a seniors’ centre), the 
Coquitlam Farmers’ market. The latter group runs pocket markets at 
SFU’s campus and also at o#ce buildings. Other acitivists and organi-
zations are also partnering with Neighbourhood Houses and Neigh-
bourhood Food Networks to run community food markets of di!erent 
scales.

Westside Community Food Market
 The Westside Community Food Markets will be in their third season 
this summer, and are being run by the Kitsilano Neighbourhood 
House and the Society Promoting Environmental Conservation 
(SPEC). In previous seasons the Westside Food Security Collaborative 
has led the markets as well. This year they are running on a weekly ba-
sis from one location in Kitsilano, selling produce from local farmers. 
The Project Report from 2011 provides extensive information on the 
operations of the market. Below are some key issues that were identi-
"ed:

On average there were 374 people at each market. A comprehen-
sive survey was undertaken at the markets, and results showed that 
84.3% of respondents also attended other farmers’ markets. This was 
identi"ed as a challenge in that the markets were not necessarily 
reaching new people, although any increase in availability of local 
healthy food contributes to improving food access.

Because they are rooted in supporting local farmers and selling 
high quality local fresh food, it is particularly challenging for pocket 
markets to achieve a!ordability in order to reach nutritionally vul-
nerable groups. The Westside Pocket Markets did run a voucher 
program whereby $300 in vouchers were distributed through com-
munity organizations in or near the neighbourhood. The voucher 
program “received plenty of positive feedback from users say-
ing that the program allowed them to buy things they perhaps 
wouldn’t or couldn’t previously”, although at the end of the season 
there were still 73 unredeemed coupons. The system is evolving 
again this season.

The markets helped achieve a number of goals, including building 
community, building the local food movement, educating people 
about sustainable local and seasonal eating, supporting the local food 
economy ($20,000 in sales in 2011), and providing access to a!ord-
able local food for low-income individuals.

Picture from http://www.
spec.bc.ca/westside-com-
munity-food-market/
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Common Threads & Commentary 
Most fundamentally, community food markets represent an addi-
tional food asset in neighbourhood foodscapes. Here are some other 
ways they "ll a particular niche and provide an important contribu-
tion:

They can occur in small spaces, where farmers’ markets cannot.
Community Food Markets provide a mid-week market option to 

folks who already shop at farmers’ markets, and they pop up in con-
venient spaces and reach eaters who might not otherwise buy from 
local farmers.

Community food markets can also be incubator markets for small 
(especially urban) farms. Farmers who don’t yet have enough pro-
duce to connect with a chef or a!ord a booth at a full-scale farmers’ 
market can have their produce sold at a pocket market. If spending 
time at the stall is too great a barrier to participation, the produce 
can be sold by a third party, which also adds $exibility.

These markets can be part of employee health & wellness pro-
grams.

Community food markets can also be targeted to vulnerable popula-
tions. In practice, this has either been through location (locating for 
example at BC Housing Sites or Neighbourhood Houses) or through 
voucher systems that aim to reach low income households. 

The 2011 West-
side Pocket 
Market Project 
Report included 
details on the 
economics of 
running a pocket 
market. Both 
expenses and 
revenues came to 
$7981, and these 
are listed in this 
excerpt from the 
report:

Notable line items include the corporate sponsors that provided $1,650 in revenue. The voucher program 
was funded through the Greenest City Grant. There was notably no cost associated with the venue.
Sales were also tracked throughout the market season: “In total, the ten pocket markets generated $20,000 
in sales for market vendors. At the most, the Market generated $2,500 per week. Sales per vendor varied 
from $50 to $650, depending on product, weather and number of market visitors” (page 6). It was noted that 
market sales were dependent on the weather. 
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Vancouver’s Regulatory Environment
Community food markets sit in a regulatory grey zone between farm-
ers’ markets, retail vending, and street vending. Relevant policy and 
regulations are noted brie$y below:
Farmers’ Market Interim Policy (under review through 2012)
When community groups or organizations approach the city about 
starting community food markets, it might trigger a process that 
involves putting the market through the regular farmers’ market per-
mitting process. In practice, fees and requirements have been waived 
for these groups because of an understanding that they often aim 
to serve vulnerable groups and they are a smaller scale than farmers’ 
markets.
The interim farmers’ market policy is currently under review and com-
munity food markets are positioned to be added as a separate cat-
egory of markets.
Zoning Implications
The changes to the farmers’ market policy triggered zoning amend-
ments in multiple zones, to include farmers’ markets as conditional 
approval uses. If community food markets are recognized in the 
updated farmers’ market policy as a new model of food retail, zoning 
amendments will likely be necessary.
Street Vending 
Street Vending regulations have so far not been applied to commu-
nity food markets, though markets have not been allowed to operate 
on streets. Community food markets do not naturally fall into a par-
ticular food vending category: they don’t "t under Street Food Vend-
ing, which applies to prepared foods. Mobile Food Vending applies to 
mobile operations. Street Vending, which allows for vending on side-
walks, is the closest match and would pertain if markets operated on 
sidewalks.

Health Regulations 
Most of the health regula-
tions pertaining to food 
vending do not apply to 
community food markets, 
because they’re not vending 
prepared foods:

Regulations such as 
the BC Food Premises 
Regulation 210/99, the 
Regional Health Protection 
Guideline for Mobile Food 
Premises, and the Guide-
lines for Sale of Foods at 
Temporary Food Markets 
do not apply. 

If markets opt to sell 
baked goods or eggs, 
other regulations are trig-
gered, though most baked 
goods are considered Low 
Risk Foods. 

MarketSafe training is 
recommended but not 
required.
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What the City is Doing:
Because of the passion of community food activists in Vancouver 
neighbourhoods, pocket markets are already happening in our city. 
These individuals and organizations are pushing the policy envelope 
and operating in the absence of a clear regulatory framework for 
pocket markets. They have proven that pocket markets can work, and 
providing a clear and supportive policy environment can only help 
these operations. 
The City is currently reviewing the Interim Farmers’ Market Policy, and 
making changes and additions. A major focus of these changes is in-
corporating community food markets as a new category, to recognize 
and further enable the work that is already being done by community 
food activists and organizations.
The following comments are suggestions for the policy development 
process:

Include current community food market operators in the policy 
development process, to ensure that their concerns and views make 
their way into the policy.

Create a Broad De"nition: A challenge during the policy develop-
ment process is going to be that pocket market operators are con-
tinuously evolving their operations. Some are focused on vulnerable 
populations while others are not. Similarly, some have farmers pres-
ent while others do not. Creating a de"nition that is overly prescrip-
tive will mean that more regulatory gaps will quickly emerge as new 
market forms do not "t the box. As such, a broad de"nition could 
allow for $exibility and stability into the future.

Picture from www.kitsilano.ca
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Mobile Produce Stands:
Mobile produce stands bring fresh produce (local or not local) into 
neighbourhoods on push carts, carts powered by bicycles, or small 
trailers. While mobile produce stands are more likely to be run by 
for-pro"t small businesses, the distinction between community food 
markets and mobile produce stands is simply that the latter move 
around the neighbourhood. While community food markets can pop 
up in di!erent places on di!erent market days, mobile produce stands 
are designed to be mobile within a particular day of operation.

Successes from Elsewhere:
Green Carts – New York City
New York City’s Green Carts, selling raw uncut fruits and vegetables, 
form perhaps the most extensive network of mobile produce stands 
in a North American city. The program aims to increase the availability 
of fresh fruits and vegetables in underserved areas of New York. 
The program was started in 2008, and is an initiative of the Depart-
ment of Health and Mental Hygiene. The City’s goal was to issue up to 
1000 permits for green carts, spread throughout speci"c boroughs, 
and a 2011 update to Council included a count of 501 permits issued. 
The Green Cart precincts were chosen based on the results of a com-
munity health survey which identi"ed areas where fresh fruit and 
vegetable consumption is low.

Picture from www.nytimes.
com

Becoming a vendor entails covering lower start-up costs than opening a brick and mortar store, and 
vendors can access low interest loans. Successful vendors reportedly tend to be resourceful, able to 
secure a good location, and build relationships with their customers.
Permits and Policy: To operate a Green Cart, residents need to obtain both a license (for the per-
son) and a permit (for the cart). The costs to start operating a Green Cart are $103 related to obtain-
ing a license, and $75 for a 2 year permit ($50 renewal fee). For purchasing a cart and inventory, 
micro-loans are available as a result of a $1.5 million grant from a foundation. 
The policy behind the Green Carts program includes an amendment to the City’s Health Code. 
Green Carts are considered a type of mobile food non-processing unit, and are regulated as such. 
Local Law 9, signed by Mayor Bloomberg on March 13, 2008, establishes 1,000 permits for Green 
Carts.

There has been extensive 
media coverage of the 
Green Carts program. 
Some reports focus on the 
potential negative impacts 
on nearby grocery stores 
and the challenges the cart 
owners have with "nes from 
police. A "lm, The Apple 
Pushers, explores the ethnic 
dimension of the uptake 
of the program, and the 
challenges vendors face.

Further Resources: 
NYC has developed 
a number of helpful 
communications tools 
(an FAQ sheet is included 
in the appendix). The 
City also regularly runs 
workshops (in di!erent 
languages) about 
"nancing the purchase 
of carts, and the process 
of obtaining licences & 
permits. 

Mobile 
Produce 
Stands
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Fruixi, Montreal
Fruixi takes its name from the BIXI bike share system in Montreal, 
providing local fresh produce for sale by bike to various boroughs in 
downtown Montreal. The initiative is run by Marché Solidaire Fron-
tenac. There are six bike kiosks in parks, hospitals, and public places 
throughout the summer and fall, this year being the second season 
of the pilot program. The bike kiosks – with shelves and pop-up aw-
nings, reportedly cost $3,500 to build and can carry a load of over 
150kg. 
The bike kiosks are limited to particular geographies for the pilot proj-
ect phase, and they are not allowed on commercial thoroughfares. 
Relevant regulations include a resolution about special event pro-
gramming in the public domain,  and a regulation concerning peace 
and order in the public domain.
Common Threads & Commentary
The same challenges exist for this model of increasing food access as 
for others – making selling produce pro"table. This initiative would 
also likely only be seasonal, as outdoor vending is di#cult in the win-
ter weather, and less local produce is available. 
Mobile produce stands are, however, a relatively low-cost, low-invest-
ment way to bring produce into underserved communities. Creating 
an enabling regulatory environment could allow mobile produce 
vendors to emerge. 
What those mobile produce vendors look like will depend on the tar-
get neighbourhood, market analysis and estimates of demand done 
by prospective operators. In New York, a city of over 8 million people, 
mobile produce vending is a pro"table business for individual ven-
dors. In Montreal, much closer to Vancouver’s size, the mobile vending 
project is subsidized by grants and run by a non-pro"t.

Vancouver’s Regulatory Environment
The Street Vending By-law (No. 4781) covers three types of vending:

Street Food Vending covers operations such as food carts, which 
sell prepared foods at stationary locations. Such operations are al-
lowed on sidewalks or the street, though the number of permits is 
tightly controlled (103 vendors currently) and permits have been 
awarded through a competitive process in the past. This policy is 
being reported on to Council as it is quite new. 

Mobile Food Vending, again focused on prepared foods, cov-
ers street food vending that is mobile. These operations can only 
happen on the street (not on sidewalks), and vendors must move 
after 60 minutes if they have had no customers. Vendors must be at 
least 60 meters away from other food establishments selling simi-
lar items. This program occurred as a pilot last year, and again the 
number of permits and location of operations are tightly controlled. 

Further Resources: 
Enterprising Non-
Pro"ts has created 
a Social Enterprise 
Guide (http://www.
enterprisingnonpro"ts.
ca/projects/the_guide), 
which could help non-
pro"ts looking to start a 
mobile produce stand or 
other project to support 
its operations.

Check out this short video 
showing a day in the life of a 
Fruixi vendor (in French):
http://www."rstpost.com/
topic/place/montreal-fruixi-
des-fruits-et-des-legumes-
frais-qui-circulent-dans-
video-w2Bu6lyDa5w-470-2.
html

Picture from http://www.
marchefrontenac.com/
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There are currently 30 vendors. Changes are being recommended 
and being reported on to Council. Under this program, detached 
trailers not allowed (self-propelled vehicles only), operations require 
insurance, and operators need both a business license and one per-
mit per cart. 

General stationary Street Vending includes things such as selling 
$owers, and can happen on sidewalks or the street. 

What the City Could Do
Create Enabling Policy
A subcategory for fresh produce vendors could be added to the gen-
eral Street Vending category (ideally with a lower fee re$ecting the 
low pro"t margins of selling fresh produce). Adding the subcategory 
to that group would ensure that vending could happen on sidewalks 
as well as streets. Such an addition might result in a model of produce 
vending that is less mobile. 
Alternatively, mobile produce stands could be enabled by adding a 
subcategory for fresh produce vendors to Mobile Food Vending. Con-
sideration could also be given to allowing these vendors in the down-
town core. The number and locations for vending could be selected 
through food access mapping and community consultation.
Provide Program Support
The City could partner with local organizations to come up with de-
signs and communications materials. Subsidizing the costs of building 
the carts could also ensure that the program takes o!.
The City could play a role in pointing interested parties towards po-
tential sources of funding. Places to look include the VanCity Enviro-
Fund grants, the Vancouver Foundation, the Central City Foundation, 
and possibly the Heart & Stroke Foundation.
The food hub project that the City is currently collaborating on would 
also create opportunities for a mobile produce program: cart owners 
could bene"t by having one location to go to stock up on local pro-
duce to vend throughout the city.

There is already interest 
amongst some community 
leaders in developing 
mobile produce stands of 
di"erent types. Sta" with 
the DTES Kitchen Tables 
project, for example, are 
interested in starting 
up mobile healthy food 
vending speci!cally tailored 
to the DTES community.

The DTES Kitchen Tables outreach team - 
picture from http://dteskitchentables.org/
outreach-team
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Mobile Farm Stands and Grocery Stores
Mobile farm stands have been cropping up in cities and towns in the 
United States, often in the format of a converted bus selling produce 
from one particular farm. Sometimes these initiatives are run by food 
organizations on a one-o! basis. Mobile farm stands sit somewhere 
between community food markets, which are stationary in nature, 
and mobile produce stands, which are generally smaller and can have 
a less direct link to a farm.
Mobile healthy grocery stores provide sometimes larger-scale grocery 
retail to underserved areas. These stores tend to stock not only fresh 
produce, but other groceries as well. These initiatives are less seasonal 
than mobile farm stands

Examples from Elsewhere
Arcadia Mobile Market, near Washington D.C
Arcadia Mobile Market brings the produce, milk, eggs and meat of the 
Arcadia Center for Sustainable Food and Agriculture as well as other 
organic farms to underserved neighbourhoods. The initiative also 

Picture from http://www.hu#ngtonpost.com/2012/05/18/mobile-farmers-
market_n_1525878.html?ref=fb&src=sp&comm_ref=false

Jordan’s Mobile Farm stand – Portland, Maine
This farm stand on a bus travels to "ve di!erent seniors housing developments in South Port-

land and to businesses in Portland and Scarborough. The farm stand is an operation of one par-
ticular family farm (Jordan’s Farm).

TMC Healthy Harvest Mobile Market, Kansas City
This mobile grocery store, launched this summer, is run by  medical centres and a local econom-

ic development corporation, and supported by grants from foundations, a city department, and 
the transportation authority. Nutritional education and cooking classes are also key components 

Mobile Farm 
Stands

Mobile Healthy 
Grocery Stores

includes working with schools to provide nutritional edu-
cation.  The market accepts food assistance bene"ts such 
as SNAP, WIC, and Senior Checks, and provides a “Bonus 
Bucks” program to match the value of these bene"ts up to 
$10 when used at the Mobile Market (arcadiafood.org).

The route of the Arcadia 
Mobile Market, from http://
arcadiafood.org/

of the initiative.
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Lane Coalition for Healthy Active Youth – Eugene-Spring-
!eld, OR

As part of a healthy corner store initiative, Dari Marts in the Eu-
gene-Spring"eld area are opening up to farmers bringing weekly 
mobile farm stands to their parking lots. 

Freshmobile, Madison, Wis
The mobile grocery store in Madison was started by a grocer, who 

stocks the truck with produce from his store and visits low income 
and underserved neighbourhoods.

Nashville Mobile Market, Nashville
The Nashville Mobile Market is a 28’ trailer carrying basic produce, 
meat, dairy, and non‐perishable products. It is complete with shelving 
and refrigeration capabilities. It has been in operation since February 
2011 and is successfully sustaining a pro"t. 
The Nashville Mobile Markets operates with a business license, insur-
ance, state trailer registration, health department certi"cation, as well 
as certi"cation to be part of the SNAP program. The market has not 
had to obtain permits for street vending. 
The program is notably run as a partnership between local food activ-
ists and the Vanderbuilt University. The group has started a larger 
organization called the National Mobile Market, which aims to bring 
mobile markets to other cities, and provides services to members and 
a#liate members.
Fresh Moves, Chicago
In Chicago, a non-pro"t made up of food activists is running a mobile 
produce stand out of a bus that moves around the West Side of the 
city, in neighbourhoods that are considered food deserts. The bus was 
donated by the Chicago Transit Authority.

Picture from http://www.
nashvilleledger.com/edito-
rial/Article.aspx?id=52329 

Picture from http://health-
land.time.com

Read about pop-up 
and mobile grocery 
stores in this article: 
http://healthland.time.
com/2012/07/24/can-pop-
up-grocery-stores-solve-
the-problem-of-food-
deserts/?xid=newsletter-
healthland#ixzz22zi6cGxb

Picture from http://lchay.
org/projects/corner-stores/
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Mobile Good Food Market , Toronto
In Toronto, collaboration between the City of Toronto, FoodShare, 
United Way, the University of Toronto’s Food Policy Research Initia-
tive, and community groups, has resulted in a pilot Mobile Good Food 
Market in eight neighbourhoods this summer. The market is essen-
tially a small grocery store in a truck, selling a!ordable fresh produce, 
inspired by initiatives like Fresh Moves in Chicago. 
The locations, all lower income neighbourhoods outside of the down-
town in areas underserved by traditional food retail, were selected 
through community consultation and access gap analyses. 
The program will rely on the warehouse space available through an 
existing FoodShare program. Because of an 18-year relationship with 
a wholesaler and the Ontario Food Terminal, the markets will sell fruits 
and vegetables at wholesale prices (www.toronto.ca). The program 
is funded through a grant from the Ontario Centres of Excellence. A 
rigorous monitoring and evaluation system will include an economic 
feasibility study. 
The City’s Street Food Working Group, set up in response to the failed 
A La Carte program, will be reporting and possibly developing sup-
portive regulations for the initiative soon. The current regulations 
include a $1,035 yearly license fee for selling produce and a food han-
dler certi"cate requirement.

Common Threads & Commentary
These initiatives are geographically $exible and enable fresh pro-

duce to be brought into underserved areas easily. 
Many of the mobile farm stand and market programs are be-

ing launched this summer. Best practices therefore have not yet 
emerged. 

Most are at least partially funded through grants, and often run by 
non-pro"t organizations.

Vancouver’s Regulatory Environment
The Street Vending By-law is again relevant to these models of food 
vending. The city’s current de"nition of a “mobile food vending unit” 
is speci"c to vehicles selling prepared foods.  Prospective operators 
could apply for general street vending permits, but they would not 
be able to be mobile. The application fee is $50, and the yearly permit 
costs $1,052.24. 

What the City Could Do
The street vending by-law could be amended to include a speci"c 
category for mobile farmstands and grocery stores. This could be 
developed in addition to a new category that would apply to mobile 
produce stands operators. These new categories could have lower 
permit fees, recognizing the low pro"t margins.

Locally, a recent SFU 
graduate has developed a 
business plan for a mobile 
grocery store similar to 
the Nashville Mobile 
Market. His main barrier 
to start-up is accessing 
capital. He might look into 
acquiring seed funding 
to start up this initiative. 
The City has already 
been communicating 
and collaborating and 
will continue to do so if 
he decides to move his 
project forward. 
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Urban Farm Gate Sales
Urban farmers in Vancouver are pushing for enabling regulations 
around urban farming, to legitimize and protect their important con-
tributions to the food system. The 2011 Vancouver Urban Farming Fo-
rum report identi"es farm gate sales as an enabler for making urban 
farms social spaces, and suggests developing business license desig-
nations that will allow for legal sales of products from urban farming. 
Enabling farm gate sales would create a number of bene"ts:

Having customers come to the farm fosters a greater connection 
between eaters and their farmers. 

Urban Farm 
Gate Sales

Selling from the farm can be a time-saver for 
farmers, allowing them to side-step transporting 
their produce elsewhere.

Many local urban farms sell their produce 
through Community Supported Agriculture 
systems. Small amounts of extra produce can be 
di#cult to market, but farm gate sales o!er the 
$exibility to sell what is available.

Enabling farm gate sales from farms on institu-
tional lands would open up the possibility of sell-
ing to employees and reaching a wider audience.

Successes from Elsewhere
Urban Farming Ordinance - Seattle
In August of 2010, the Seattle’s City Council made changes to the land 
use code that enabled a number of di!erent urban agricultural devel-
opments, including urban farming and farm gate sales. The de"nition 
of urban farming used in Seattle includes selling from the site of the 
farm, thereby enabling farm gate sales. Vending can happen between 
7am and 7pm, but not in rights of way.
Urban farms are permitted in residential areas as accessory uses up 
to the size of 4000 square feet. Above that size, administrative con-
ditional use permits are needed. These larger farms also require farm 
management plans, which address and mitigate potential impacts.
Urban farms are permitted as primary or accessory uses in commer-
cial zones and there are no size restrictions. In industrial zones, urban 
farms are similarly permitted as primary or accessory uses but are 
restricted to rooftops or the sides of buildings in some places.
Business licenses are required if the produce grown is processed on 
site (made into jam, for example). If the business grosses more than 
$12,000 per year, a Master Business License from Washington State is 
required.

SoleFood Farm picture from http://1sole.word-
press.com/
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Amendments to Zoning Code - Portland
The City of Portland is currently in the process of amending the zon-
ing code to facilitate activities related to urban agriculture. The draft 
amendments to the zoning code make a distinction between com-
munity gardens and market gardens (an alternative term for urban 
farms), allowing more frequent on site sale from market gardens. Cur-
rently, on-site sales (farm gate sales) are considered “seasonal outdoor 
sales”, which are regulated as a Temporary Use, and allowed twice a 
year, for up to "ve weeks each time, for a total of 70 days each year. 
However, the time between each sale has to be at least four times as 
long as the last sale. This last requirement is not conducive to weekly 
or bi-weekly farm stands throughout the growing season. 
The new proposal allows sales in nonresidential zones to be regulated 
as Retail Sales and Service. There will be no limit to how many days 
sales can occur, no need for additional parking, and no limit on exte-
rior display. In residential zones, sales will still be allowed 70 days per 
year but these days do not need to be consecutive. In all zones sales 
will be limited to what can be produced on site (and value-added 
products made from produce grown on site), which will further limit 
impacts.

What the City is Doing
Urban farm gate sales are already happening on an informal basis. 
Enabling regulations can ensure that concerns about potential neigh-
bourhood impacts are addressed, and protection is given to farmers. 
Food Policy has set up an interdepartmental Urban Farming Technical 
Team, with a number of objectives and a comprehensive work plan. 
Developing policy for urban farm gate sales is one of the items on the 
work plan, and will be collaboratively tackled later in 2012. 
Policies could include amendments to zoning districts to allow urban 
farming as an accessory or conditional use. Including sale of farm 
products in the de"nition of an urban farm could enable vending at 
those locations. Parameters could be included in the various zoning 
districts to ensure that negative impacts are avoided and mitigated.
Regulations in Seattle and Portland, as well as other cities with farm 
sales policies such as Baltimore and Cleveland, can provide important 
examples to learn from. The city could follow up with these other cit-
ies to understand what has worked well and what has not, both in the 
process of adopting the policies and the e!ectiveness of the policies 
themselves. 

Further Resources: 
The newly formed 

Vancouver Urban 
Farming Society brings 
together urban farmers 
and food systems 
activists from across 
the city. Engaging this 
group will be critical to 
ensuring regulations 
meet the needs of urban 
farmers.

A grad student in the 
Faculty of Land and 
Food Systems at UBC is 
currently "nalizing his 
master’s thesis on urban 
farming in Vancouver. 
This new piece of 
research will provide 
important insights 
into the urban farming 
movement and ways to 
support it.
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Food Procurement at City Facilities
The City currently spends approximately $5 million on procuring food 
each year, about $3 million of which is spent on the 166 facilities run 
by the Community Services Group and the Parks Board. Accessing 
food at these facilities can be a central part of the diet and food se-
curity of individual residents. Shifting towards healthy local food at 
these facilities is therefore a key part of improving food access, espe-
cially for vulnerable groups who rely on publicly available food.

Examples from Elsewhere:
Sustainable Environmental and Ethical Procurement Policy – 
City of Calgary
Imagine Calgary, Calgary’s long-range sustainability plan, includes a 
target to have 100% of the food supply from sustainable sources by 
2036. The city also has an innovative and progressive set of procure-
ment policies, including a Sustainable Environmental and Ethical Pro-
curement Policy (SEEPP). Food was one of the four commodity areas 
included in the pilot project phase of implementing SEEPP. 
Virtual Supermarkets in Libraries – City of Baltimore
The City of Baltimore has been putting virtual grocery stores in city fa-
cilities such as libraries and community centres. From these spots, low 
income residents without vehicle access can order groceries that are 
delivered without a delivery charge. The stores are focused in parts 
of the city where the option is either shopping at a corner store with 
limited healthy food, or taking an expensive bus ride outside of the 
neighbourhood to access a full-service grocery store. Picture from www.baltimo-

recity.gov
What the City is Doing 
The City recently retained Local Food Plus to support the development of a Local Sustainable Food 
Procurement Action Plan. The "rst step was to conduct research and write a report, submitted in 
May of 2012, analyzing the food procurement practices and arrangements of various City facilities, 
and identifying ways to change these practices in order to procure more local food. The report high-
lights the challenge of multiple interwoven procurement contracts, with di!erent timelines. The 
report identi"es that there are several conditions that need to be in place before supply chains can 
be shifted: a large and reliable enough supply of sustainable local food needs to be available, which 
might necessitate facilitating some sort of cooperative marketing, and the food infrastructure for 
post-harvest handling and distribution needs to be in place. 
Recommendations include adopting a policy directive as well as facility-based shifts in procurement 
and menu options. The policy directive could be an addition to the city’s Ethical Purchasing Policy. 
Facility-based shifts could be initially focused in the Carnegie Centre and the Evelyne Saller Centre.
These initiatives and others could all be laid out in a Local and Sustainable Food Procurement Ac-
tion Plan. 
The shift towards local food procurement in city facilities is an initiative that will be led by the Sus-
tainability Department at the City, with the collaboration of the Food Policy team.

Food 
Procurement at 

City Facilities
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Healthy Corner Stores
Healthy corner stores are businesses that stock and o!er healthy food 
retail options throughout the city. They carry fresh produce, high 
quality protein, diary and ready-to-serve prepared foods. Their aim is 
to move away from highly processed, pre-packaged unhealthy foods 
often found in convenience stores. Healthy corner stores can be more 
tightly de"ned using thresholds for shelf or $oor space devoted to 
healthy foods, or the presence of particular food items.
The Healthy Corner Store movement is a response to inadequate and 
inequitable healthy food access in neighbourhoods. In neighbour-
hoods where residents have lower incomes, mobility challenges or a 
lack of access to transportation, there can be heavy reliance on corner 
stores as a source of food. These food retailers become important 
drivers of food choices (or lack of choice). 
Healthy corner store initiatives can also give big boosts to the local 
food sector, and encourage local food choices. The ecological foot-
print of food choices is signi"cant, and making local food an easy op-
tion in the conventional retail scene could bring local food to a wider 
audience.

The Healthy Corner Store Movement
Healthy Corner Store programs are popping up in cities across North 
America, particularly in the United States (program exist in New York, 
Washington D.C., Seattle, Baltimore, Philadelphia, Chicago, Detroit, 
various parts of California and Louisiana and elsewhere). Part of the 
momentum is coming from the $400 million federal Healthy Food 
Financing Initiative, and is supported through Michelle Obama’s Let’s 
Move program tackling childhood obesity partly through increasing 
access to healthy foods. Funds through the Let’s Move program have 
been more focused on attracting and opening new food retail out-
lets in underserved neighbourhoods than revamping existing stores. 
A wonderful resource on how to attract new stores is a 2012 report 
by ChangeLab Solutions.  Attracting new retailers can be more chal-
lenging than working with existing retailers to gradually stock more 
healthy fresh foods. The Obama administration’s food policy is fo-
cused broadly on improving access to healthy foods and eradicating 
food deserts by 2017.
In 2004, a network was formed, with the intent of sharing information 
across jurisdictions working on improving equitable access to healthy 
foods through small food retail. The Healthy Corner Stores Network 
now includes approximately 300 organizations and thousands of 
people visit the website each month (www.healthycornerstores.org). 

Healthy 
Corner Stores

* PHLP 2009. Healthy Corner Stores: The State of the Movement. Accessed 
from http://changelabsolutions.org/sites/phlpnet.org/"les/HCSReport.pdf 
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Examples from Elsewhere:
NYC Healthy Bodegas Initiative: 
 Since 2005, NYC’s Health Department has worked with over 500 
bodegas to increase the availability of healthy foods while raising 
awareness of nutritional foods. The program is targeted to particular 
neighbourhoods based on a community health survey; the initiative 
is focused in Bronx, Brooklyn and Harlem neighbourhoods with high 
rates of obesity and diabetes. The Healthy Bodegas Initiative has a few 
components:

Technical assistance: participating stores agree to carry fresh pro-
duce and certain healthier food options, and are provided technical 
assistance in return. Assistance includes connecting store owners 
with distributors and local farmers, assisting in redesigning layouts 
and displays, and providing information on how to price and store 
fresh produce. 

Social marketing: stores receive promotional materials for their 
healthy food options. Campaigns included ‘Moooove to 1% Milk’ 
and ‘Move to Fruits & Vegetables’. 

 ‘Adopt a Bodega’: involves the community in supporting the 
bodega owners as they introduce new healthy foods, ensuring that 
there is customer demand for the products. A clear and helpful 
Adopt a Bodega Toolkit facilitates that process.

‘Star Bodegas’ were identi"ed and carry even more healthy foods. 
They are encouraged to o!er healthy breakfasts, lunches and 
snacks. Cooking demonstrations and nutrition information is pro-
vided in store by a partnering non-pro"t organization.

‘Farm-to-Bodega’ links bodegas with farmers’ markets. Feedback 
from participating owners has been positive, noting longer shelf life 
and higher popularity with customers.

Lessons learned that were identi"ed in NYC include the need to meet 
store owners where they are – some are ready to carry low-sodium 
canned goods, while others are ready for more fresh produce. Com-
munity buy-in and support were also identi"ed as central to the long-
term success of carrying fresh produce.
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Minneapolis Healthy Corner Store Program
The Minneapolis program started with 10 pilot stores and focuses 
mostly on building the capacity of corner store owners – an ap-
proach which re$ects the belief that if owners are empowered with 
the knowledge and tools to be able to pro"tably sell healthy foods, 
they will. Program components include working with store owners to 
set goals, having promotional materials in the stores, and supporting 
owners with pricing, display and "nancial tracking. Strong relation-
ships were built with store owners, starting with the development of 
Memoranda of Understanding (MOU) that outlined expectations and 
program components.
Stages in working with corner stores included partnering with high-
schools and conducting visual assessments of stores, owner inter-
views, and customer interviews at the beginning. Participating stores 
were then recruited based on interest and ability to track sales. The 
project manager developed price lists based on communication with 
wholesalers. The community was engaged through taste-tasting, 
newspaper coverage, food demonstrations. 
Minneapolis received funding from Statewide Health Improvement 
Program (SHIP). The state created the $47 million program in 2008 to 
reduce obesity and tobacco use. The city of Minneapolis received two 
SHIP grants totaling $2.6 million to help fund the corner store project, 
a program to create mini farmers’ markets in low-income neighbor-
hoods, free classes on how to can food, and other e!orts to increase 
bicycling, walking, and gardening. So far, the city has spent about 
$62,500 on the corner store project.
Tips from the Minneapolis project manager included the following:

Think about evaluation in the initial stages
Track sales of healthy foods
Take before & after pictures
Try to incorporate local foods
Build a strong relationship with store owners, and help trouble-

shoot through the early stages of the program

The program in 
Minneapolis grew 
partly out of the lack 
of conformance with 
the city’s Staple Foods 
Ordinance, which obliges 
food retailers to carry a 
certain amount of healthy 
foods. The ordinance was 
one piece of the puzzle in 
city, but moving beyond 
regulation to working 
with store owners to 
overcome barriers to 
carrying healthy foods 
was another important 
piece.
The healthy corner 
store initiative is part of 
a larger ‘Homegrown 
Minneapolis’ initiative.

New produce in old cool-
ers http://minnesota.
publicradio.org/display/
web/2010/12/20/corner-
stores-produce-initiative/
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Healthy Corners, Washington D.C.
The healthy corner store program in Washington was prompted by 
the FEED DC Act, which focuses on attracting grocers to underserved 
areas and also working with existing small store owners to increase 
the amount of healthy foods for sale.
A non-pro"t called DC Hunger Solutions (DCHS), funded through the 
District’s Health Department, led the Healthy Corner Store program 
in DC through various iterations. The most recent iteration, called 
Healthy Corners, is an a!ordable wholesale delivery service that 
store owners can use to order healthy foods. Healthy Corners deliv-
ers healthy foods to over 25 stores in D.C.’s poorest neighbourhoods. 
Foods are procured from local farmers, and the program employs 
graduates of a Culinary Job Training program. Store owners and cus-
tomers are also provided nutrition education, marketing support and 
technical assistance. 
The project in D.C. is very established and there has been great docu-
mentation on the lessons learned, including detailed analysis of the 
corner store retail environment. Before Healthy Corners emerged as 
a wholesaler speci"cally targeted to corner stores, the program was 
operated through the DC Department of Small and Local Business 
Development, and focused on working with corner store owners to 
procure healthy foods through conventional channels. The graphic 
below, from a report called Healthy Food Retail Program Guide: An 
Instructional Overview of the Healthy Corners Program, as Imple-
mented by DC Central Kitchen, shows the barriers encountered when 
attempting to source from conventional channels:

This great video shows 
the impact Healthy 
Corners is having on the 
food retail environment 
in underserved D.C. 
neighbourhoods:
 http://www.
dccentralkitchen.org/
healthycorners/

Picture from 
www.dccentralkitchen.org
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Healthy Corner Store Initiative & Get Healthy Philly, 
Philadelphia
In 2004, a non-pro"t organization called The Food Trust developed 
the Healthy Corner Store Initiative which includes a focus on working 
with youth to change their snacking choices. The program is support-
ed by Philadelphia’s Department of Health through their ‘Get Healthy 
Philly’ program. 
There are over 600 corner stores in the Philadelphia Healthy Corner 
Store Network, who have all committed to introducing healthy food 
options and supporting a social marketing campaign. The program 
takes a gradual approach. Stores are initially supported with $100 to 
start stocking a healthy items as well as training on procurement and 
merchandizing. Once stores have successfully completed the "rst 
steps in the program, they can apply for a ‘mini-conversion’, supported 
by $1000 to $5000 in funding, to develop new shelving, refrigeration, 
point of sales systems or other equipment or training.

Picture from http://www.thefoodtrust.org/php/pro-
grams/corner.store.campaign.php

Healthy Corner Store Program, Toronto
On the Canadian front, Toronto is also beginning to develop a healthy 
corner store program. The City has applied for funding from the prov-
ince to undertake consumer demand research and other feasibility 
pieces. The approach is going to be to focus on two to three neigh-
bourhoods and develop a deep understanding of how residents shop, 
what the realities are for shop owners and how the City can help store 
owners carry healthier items in an economically sustainable manner. 
Toronto’s food policy planner leading this project has been collaborat-
ing with Urbane Development in New York – a community and eco-
nomic development "rm - learning from what has been done in that 
city.

A June 2012 article in 
the Washington Post,*  
focused on the program in 
Philadelphia, highlighted 
the extensive investment 
in healthy corner stores 
and questioned the 
basic assumptions 
underpinning the healthy 
corner store movement 
– that the availability 
of healthy food would 
change food choices. The 
article reviews the existing 
research and suggests 
there is a lack of evidence 
showing causation. 
Philadelphia’s program 
may subsequently be 
particularly under the 
spotlight. Importantly, 
Philadelphia’s program 
is coupled with the 
largest research project 
to date on the impact 
of introducing healthy 
food retail in underserved 
neighbourhoods 
– investigating the 
correlation between 
access to healthy food and 
healthy food choices.

* http://www.washingtonpost.com/blogs/ezra-klein/post/will-philadelphias-experiment-in-eradi-
cating-food-deserts-work/2012/06/08/gJQAU9snNV_blog.html
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Common Threads and Commentary:
Healthy corner store programs tend to include the following:

Engaging the community
Providing technical support to store owners
Facilitating store conversions of various scales
Providing social marketing materials to encourage healthy    

choices
Below are some best practices from programs elsewhere:

Seek out funding and get to know the organizations and institu-
tions that can provide resources and opportunities for store owners.

Identify potential pioneers: through initial discussions with gro-
cers and store owners in the neighbourhood, identify those with 
strong interest in participating in a program.

Start with store assessments, and engage the community (youth 
in particular). Youth can also participate later in becoming health 
advocates, in running food demos and other activities. Engaging 
the community early can show corner store owners that there is 
demand for healthy food.

Develop MOUs with store owners. In order to make sure the pro-
gram is successful, expectations need to be explored in the initial 
stages of cooperation with stores. Considerations could be given to 
whether stores have the capacity to track sales, to allow for strong 
monitoring and evaluation of the program.

Develop social marketing campaign to compliment the increased 
availability of healthy foods. Signage can a!ect the food purchasing 
choices of shoppers, and the more visible the program the better.

Think about the sustainability of the initiatives, and have an exit 
strategy that will ensure stores are able to continue to carry produce 
once the program ends.

A 2009 report by assessed the state of the Healthy Corner Store Movement.* It took a 
critical look at the proliferation of pilot projects and strategized on how to ensure projects 
provide real bene"ts to store owners such that they will continue to carry healthy foods, 
and contribute to healthier communities.  The report suggests several strategies for success:

Share investment with corner store owners, and build the capacity of owners to stock 
fresh produce

Partner with community residents
Link to neighbourhood revitalization projects
Use sophisticated, culturally appropriate marketing

The report also stresses the importance of developing a deep understanding of the 
dynamics of the corner store business sector – including the business model and the local 
neighbourhood dynamics. 
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Vancouver’s Regulatory Environment
Because a Healthy Corner Store initiative would be a program rather 
than a policy, there are not the same types of regulatory barriers that 
need to be surmounted for other food access initiatives.  However, if 
the Healthy Corner Store program moves in the direction of partner-
ing with Neighbourhood Food Networks or local urban farmers to set 
up mini-markets that might be set up outside of corner stores, there 
would be permit implications for the use of sidewalk space. The street 
vending bylaw (By-Law No. 4781) speci"es that using any part of the 
street for food vending necessitates applying to the General Manager 
of Engineering Services for a permit. The application fee for sidewalk 
occupancy is $50, and the yearly permit fee is $4.27 per square foot or 
a minimum of $119.71. 
Operational Barriers and Opportunities
Sta" Time
Most healthy corner store programs are run by non-pro"ts or health 
departments within cities. In Vancouver, the Social Policy team is 
stretched with a variety of core functions. To run a successful pro-
gram, relationships of trust need to be built with store owners, requir-
ing a sta! person with availability to meet frequently to work through 
challenges. 
If the city were to take on a healthy corner store program, it would 
most likely need to apply for funding to fund a project manager 
position. Alternatively, pitching the program idea to a non-pro"t and 
supporting the non-pro"t through the program development is an 
alternative way to support the development of a healthy corner store 
program.
Funding
In comparison to the United States, funding is a challenge here. In 
the US, there are federally-allocated funds for increasing food access. 
There are also numerous foundations, public pension funds being 
invested in community economic development, and other innovative 
funding opportunities. Funding is also more available because health 
departments are city departments, so public health dollars are con-
trolled by municipalities. 
However, funding opportunities do exist in Vancouver, through foun-
dations, upper levels of government, and credit unions, and these 
opportunities are explored in the preliminary program proposal 
included as Part 4 of this report.
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Potential Regulations:
A food retail index could be developed. If the index was lower than a 

particular level, developers of large sites could be required to build food 
retail into the development or pay into a food retail development fund.

A minimum stocking level of healthy foods could be a condition of 
operating a grocery store. Minneapolis, for example, has a Healthy Food 
Ordinance that impacts all food retailers.

A nutrition or healthy food rating could be added to the criteria used 
by health inspectors.

Advertisements for unhealthy foods could be limited.
The sale of particular unhealthy foods or ingredients could be limited.

Potential Policy Incentives:
Ensure zoning is not a barrier to the emergence of healthy food retail-

ers.
Provide monetary incentives such as property tax relaxations, permit 

fee waivers for displaying produce on the street.
Waive parking requirements for healthy corner stores.
Provide density bonus for healthy retail in developments.

Careful consideration of the impacts would be needed before implementa-
tion of these policies. Policies could also be voluntary initially, as New York’s 
ban on trans fats was before it became public policy.
(list adapted from the 2009 PHLP report Healthy Corner Stores: The State of the 
Movement)

Provide Program Support
The city could consider running a pilot Healthy Corner Stores pro-
gram, focused in underserved neighbourhoods and targeted to the 
particular community. Part 4 of this report outlines a proposal for a 
potential program. Part 5 provides a more detailed look at the food 
retail environment in the Grandview-Woodland neighbourhood and 
includes some initial feedback from corner store operators on a po-
tential program.

What the City Could Do
Create Policy
The City could waive the permit fee for displaying produce on the 
sidewalk. In addition, a number of regulations and policy incentives 
for developing healthier food retail could be considered:
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Part 3
Recommendations and Ways Forward



33

Recommendations
Establish a Complete Baseline Picture
Preliminary results from a study of food access programs in the United 
States by the American Planning Association (APA) show that cities in 
which food access programs and policies have generated success are 
the cities which started with strong baseline food assessments:

The City could consider partnering with a local university to 
conduct a "ne-grain assessment of neighbourhood food access. 
Although developing programs and policies opportunistically can 
allow for agility and quick results, establishing a strong foundational 
understanding and baseline can ensure policies and programs are 
tailored to particular contexts and address needs.

Alternatively, the City could engage Neighbourhood Food Net-
works in conducting detailed food asset mapping and access analy-
sis, to build a strong baseline understanding of the state of food 
access from the ground up.

‘Access Fresh’ Program Umbrella
Vancouver’s draft Food System Strategy includes a suggestion to 
develop an ‘Access Fresh’ umbrella program, under which a number of 
initiatives could be piloted. Policy enabling pocket markets and mo-
bile produce stands, support for urban farm-gate sales, a shift towards 
local food procurement for city facilities, as well as a healthy corner 
store program could all "t under the Access Fresh umbrella.
In addition to potentially streamlining a menu of food access pro-
grams and policies, putting all these initiatives under one umbrella 
could allow for better branding and marketability. A recognizable 
initiative may encourage businesses and community organizations to 
join the growing movement to increase healthy food access.

Further Resources: 
Planning for Food 
Access - The American 
Planning Association 
will shortly be releasing 
a study of food access 
policies and plans from 
local governments in 
the United States. This 
research will provide 
new insights into best 
practices for local 
governments.
http://www.planning.
org/research/
foodaccess/index.htm
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Develop a Clear Framework for Evaluation and Action
Deciding which models of healthy food retail to adopt or enable 
entails establishing an evaluation framework and understanding the 
decision-making drivers. Questions to consider include the following:

Which policies or programs would contribute most to expanding 
the availability of local food?

Which policies or programs would be the most impactful in terms 
of increasing healthy food access for vulnerable populations?

Which policies or programs would contribute most to neighbour-
hood vibrancy?

Which policies or programs would be easiest to move quickly on 
(i.e. where is the low-hanging fruit)?

If the City decides to focus on making sure healthy food is accessible 
to nutritionally vulnerable populations, for example, additional mod-
els of access should be examined. Initiatives such as the Good Food 
Box program, subsidized shares in Community Supported Agriculture 
box programs, and even participation in bulk buying programs, can 
perhaps reach vulnerable populations more e!ectively than other 
market-based initiatives. Finding ways to move beyond coupon or 
voucher programs for low income people is going to be important as 
we move towards being a city where everyone has access to food in a 
digni"ed manner.
The matrix on the following page explores the bene"ts of the various 
models of healthy food retail included in this report. The city could 
adapt this matrix, adding and varying the weights of di!erent deci-
sion drivers.

Conclusion
Part 2 of this report provides an initial exploration of the possibili-
ties for new models of healthy food retail. The City is already moving 
further along the road of enabling more vending, through reviewing 
and expanding the farmers’ market policy, and convening an interde-
partmental team on urban farming. A similar working group could be 
established for street vending, to look at the possibility of expanding 
categories and creating space for produce vendors of various types. 
Further exploration of vending models, and collaborating with cities 
such as Toronto who are experimenting and uncovering best practic-
es, will  ensure that the city stays on the pulse of healthy food vend-
ing. Creating as many opportunities as possible to increase access to 
healthy food in all Vancouver neighbourhoods will yield environmen-
tal and health bene"ts and lead to a more vibrant city.
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Part 4:
Healthy Corner Store Program Proposal
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Why Healthy Corner Stores
Promoting Health
The Healthy Corner Store movement is a response to inadequate and 
inequitable healthy food access in neighbourhoods, and a recognition 
that inadequate access is contributing to negative health outcomes. 
In some neighbourhoods – especially those that are predominantly 
residential - the food retail environment is characterized by a lack of 
grocery stores. Corner stores can be the only food retailers in walking 
distance.  In neighbourhoods where residents have lower incomes, 
mobility challenges or a lack of access to transportation, there can be 
heavy reliance on corner stores as a source of food. These food retail-
ers become important drivers of food choices (or lack of choice), and 
important places for intervention and increased provision of healthy 
options. 
Achieving Green Objectives
Healthy corner store initiatives are also poised to give big boosts to 
the local food sector by providing additional distribution channels to 
local farmers and providing local food in more places throughout the 
City, encouraging local food choices. The ecological footprint of food 
choices is signi"cant, and making local food an easy option in the 
conventional retail scene could bring local food to a wider audience. 
Vancouver could be a leader in bringing the Healthy Corner Stores 
movement to the next level, incorporating local food as a central ten-
ant in the program.

What is a Corner Store?
A corner store is a small shop selling a range of convenience items 
including food. In the City of Vancouver, a corner store, also called 
a Convenience Store, is classi"ed as a ‘Retail Dealer – Food’ for the 
purposes of business licenses. This category is de"ned by what it 
does not include – corner stores do not includes shops with at least 
two of a bakery, butcher, delicatessen and food service (snack bar), 
or stores with a total $oor area greater than 4,645 square meters. 
What is a Healthy Corner Store?
Healthy corner stores are businesses that stock and o!er healthy 
food retail options throughout the city. They carry fresh produce, 
high quality protein, diary and ready-to-serve prepared foods. 
Their aim is to move away from highly processed, pre-packaged 
unhealthy foods often found in convenience stores. Healthy corner 
stores can be more tightly de"ned using thresholds for shelf or $oor 
space devoted to healthy foods, or the presence of particular food 

items.

Enabling Levers:
The Greenest City 

Action Plan includes 
the goal to ensure all 
residents are within a 
"ve-minute walk of a 
basket of fresh produce.

The Vancouver Food 
Strategy & Action Plan 
(draft) includes a section 
on food access, which 
re-emphasizes the need 
to ensure healthy food 
is within a "ve minute 
walk of all residents. 

The Healthy City 
Strategy that is under 
development is set 
up to take a broad 
look at preventative 
measures for ensuring 
residents are healthy 
and decreasing health 
inequities. Access 
to healthy food is a 
key driver of health 
outcomes.
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Potential Program Components 
A Healthy Corner Store program could go in a number of directions. 
In most cases, these programs are run by non-pro"ts and "nancially 
supported by the City or run by health departments. In Vancouver, 
approaches could include partnering with a non-pro"t or other or-
ganization to lead the program (the Urban Farming Society, Business 
Improvement Associations, the Neighbourhood Food Networks, the 
neighbourhood houses across the City, or another group), or work-
ing with Vancouver Coastal Health to have them lead the program. 
The following break-down was built imagining that this as a city-led 
program. 

Planning Stages:
1. Map and Ground-Truth Geography of Food Retail:
Map out the geography of grocery and corner stores in neighbour-
hoods, based on business license information displayed in VanMap. 
Conduct initial scans in neighbourhoods, visiting each store, to see 
whether fresh produce and other healthy foods are carried. 
2. Conduct Store Assessments:
Once participating corner stores have been identi"ed through the ini-
tial mapping process and scan of stores for fresh produce, involve the 
community in conducting inventories of the stores, to obtain a clear 
baseline on the extent of healthy foods available in the stores (see Ap-
pendix 2 for a discussion of food retail and store baseline assessment 
approaches). Baseline assessments can also inform what sort of inter-
ventions would be most appropriate for the particular community.
3. Jam on Healthy Corner Stores:
Small business owners might currently only interact with the City 
around issues of licensing and bylaw enforcement. To start to build 
trust and shift the dynamic, an event could be organized  for store 
owners and community members as well as designers, merchandiz-
ing experts and local farmers to collaborate on the idea of a healthy 
corner store program. Successful events in the past, facilitated by the 
Vancouver Design Nerds, have led to innovative programs. The infor-
mation from the store assessments could be succinctly presented and 
incorporated into the discussions on what sorts of supports could be 
provided to increase the availability of healthy foods.

Further 
Resources:

In the United 
States, the Nutrition 
Environment 
Measures Survey 
for Stores (NEMS-S) 
has a complex store 
assessment procedure, 
whereby the shelf 
space devoted to 
healthy foods is 
calculated and a score 
out of 50 is arrived at 
(more info here http://
www.med.upenn.edu/
nems/).

Health Canada’s 
National Nutritious 
Food Basket (NNFB) is 
used by the Dieticians 
of Canada to create 
the Cost of Eating 
reports. The NNFB tool 
is particularly useful 
for understanding the 
a!ordability of healthy 
foods. It could be 
adapted to be used in 
store assessments as 
well.
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4. Collaboratively build Store Action Plans/MOUs:
Using the information gathered from the store assessment and the 
ideas that emerged at the design jam, make a plan with each corner 
store owner for how they can begin to carry more healthy foods. This 
can include collaborating to improve the nutritional pro"le of foods 
currently o!ered, bringing in new foods, and bringing in new equip-
ment for carrying more perishable healthy food items.

Supports for Store Owners:
5. Waive the fees for displaying produce on sidewalks:
Currently, store owners must pay a fee to display produce on the 
sidewalk. In a business where the pro"ts on small amounts of produce 
are low, extra costs act as substantial barriers to carrying produce. 
Removing these fees would enliven the streets, putting produce in a 
prominent spot, and generally increase the availability of fresh pro-
duce.
6. Provide marketing materials:
It may be bene"cial to include consistent branding of healthy cor-
ner store interventions, for the purposes of highlighting the work of 
the city but more importantly to begin to shift purchasing behavior 
towards healthy foods. Business Improvement Associations (BIAs) and 
community members could potentially be invited to submit designs 
for the in-store marketing of healthy foods.
7. Hold a series of workshops with store owners, on procure-
ment and merchandizing healthy foods:
There may be hesitation amongst corner store owners to carry 
healthy foods and fresh produce in particular. Questions might in-
clude how to procure foods given the smaller quantities needed for 
the small stores, how to price items, handling of produce, display, 
refrigeration and more. Bringing in a procurement and merchandiz-
ing guru for a series of workshops could boost the capacity of small 
corner store owners and increase their con"dence around carrying 
fresh foods.
These workshops could represent the "rst collaboration between 
the city and store owners, and the foundation for on-going support 
led by the project manager. Although procurement and merchandiz-
ing experts may not always be available, the project manager can 
visit stores and help with troubleshooting through the development 
phase while stores are transitioning to carrying healthier options. 
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8. Explore sourcing from local urban farmers:
Sourcing from local urban farmers may be a great way for corner 
stores to obtain small amounts of healthy local food. While sourcing 
through conventional channels may necessitate paying extra for split-
ting crates or boxes into the small quantities needed, small farmers 
may be very willing to provide custom assortments of produce for 
stores. Local produce could be for sale seasonally or on a weekly basis, 
or throughout the year.
Niche businesses exist whereby produce from local farmers or from 
the farmers’ markets is biked around to customers. Delivery options 
could be explored for corner stores as well, further easing the chal-
lenge of carrying healthy fresh foods.
Even having corner stores be a distribution location for Community-
Supported Agriculture (CSA) shares could help transition corner stores 
into hubs of healthy food. Excess produce could be kept on site for 
sale, and partnerships could develop over time.
9. Start small, with baskets or stands for less perishable fresh 
produce: 
Investing in coolers for the more perishable fresh produce items can 
be a barrier for small corner store owners who have limited access to 
capital, and for whom large investments pose a high risk. Starting by 
carrying small amounts of fresh produce with longer shelf life can be 
a good way to bring healthy foods into the store, to begin to build the 
con"dence of corner store owners. 
If possible, the City could provide the carts in collaboration with other 
partners. This path also opens up opportunities to involve community 
members, or youth in particular. A possible partnership could hap-
pen between the City, local youth, and the Vancouver Tool Library or 
schools. The Tool Library o!ers wood working workshops, and might 
be interested in leading the design and creation of grocery store 
produce stands – potentially uniquely designed for the spaces of dif-
ferent stores. Youth could build the stands, guided by the Tool Library, 
and the City could provide the marketing information to be painted 
or stuck on the stands. 

Imagine a produce stand 
on wheels, containing a few 
varieties of fresh produce, 
proudly provided to the store 
owner by neighbourhood 
youth. This !rst step would 
contribute to community 
development by building 
relationships and developing 
the assets of corner stores 
without requiring big 
investments by corner store 
owners. It would be an easy 
!rst ‘win’.

Produce stand inspiration 
– di!erent stores will have 
di!erent space constraints. 
Perhaps a few models could 
be developed. Stands on 
wheels could be brought 
out to the store front, mak-
ing healthy food as visible as 
possible.
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10. Explore the possibility of providing loans to store own-
ers, or subsidizing the cost of acquiring cooling equipment 
for carrying more perishable fresh foods.
This piece may come later in the development of the project, when 
funding has been acquired. A major barrier to corner stores carrying 
healthy foods may be the cost of equipment. Generally, the cooling 
equipment that stores do have is provided by the company whose 
products are contained within it. For example, a Coke cooler is "lled 
with Coca-Cola products. Similarly, Bryers Ice Cream provides coolers 
for its products to be carried in. For owners to purchase and maintain 
coolers on their own, some support may be needed. A corner store 
owner in Strathcona recently purchased a cooler for fresh produce, 
which cost $3000 plus $500 for installation. This can be a very signi"-
cant investment for a small store owner.
11. Troubleshoot with owners as they begin to carry fresh 
produce
The success of the program in enabling corner store owners to carry 
more fresh produce will partly depend on the ability of the project 
manager to keep in frequent contact with store owners and help work 
through logistical issues that arise.
12. Animate stores and promote the changes
Engage the community again in animating the stores and showcas-
ing the work that has been done. Having food demos and develop-
ing recipe cards for display can both build support for the stores and 
further entice eaters to buy healthy.
13. Explore further incentives for selling healthy foods
Further incentives to encourage corner store owners to carry healthy 
foods could be explored. While jurisdictions such as the City of Minne-
apolis have ‘Healthy Food Ordinances’ obliging food retailers to carry 
a particular range of healthy foods, others work only with positive 
incentives. Opportunities such as reducing the business license for 
stores participating in an ‘Access Fresh’ program could be explored.
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How to Roll Out the Project
Build Partnerships

Partner with universities 
and health o#cials for monitor-
ing & evaluation:
The Healthy Corner Store move-
ment in general is in need of de-
tailed evaluation. Monitoring and 
evaluation can also of course in-
crease the likelihood of success of 
the project in Vancouver. 

Explore sourcing from local 
urban farmers:
As described under program com-
ponent 8, partnering with urban 
farmers could allow $exibility in 
order sizes and opportunities for 
delivery. Developing this partner-
ship early on could also ensure that 
there is a ‘local’ focus to the pro-
gram.

Build partnerships and community support early: 
Corner store programs in other cities often incorporate 
an element of community engagement, to show corner 
store owners that the community is interested in support-
ing the store. 
Community partnerships can also help alleviate some of 
the concerns of store owners. For example, if it is clear 
that produce is not going to sell out while it is still fresh 
and vendable, where can store owners send or bring the 
excess produce? How could stores collaborate with each 
other? Could remaining produce be purchased at a lower 
rate by organizations such as Quest or the Food Bank to 
be incorporated into meals or sold at lower prices quickly 
before their quality declines? Community organizations 
such as Neighbourhood Food Networks might also be 
interested in participating in ‘food rescuing’ or reshu&ing 
of resources.
Community engagement can also help animate and 
attract attention to stores that have undergone conver-
sions. Added bene"ts include the nutritional education 
that would occur through involving the community.

Build Deep Understanding of the Context
Map out the sourcing landscape & get to know the corner store retail environment. Meet with 

wholesalers to obtain price lists. Connect with local farmers to explore procurement.
Bring a cultural lens to the project: di!erent ethnicities may be overrepresented amongst the 

residents or amongst the corner store owners. How can we consider cultural appropriateness 
when thinking about healthy foods? How can we ensure that healthy foods are accessible to all?

Find the Resources
Ensure there are sta! resources: This project may be sta!-intensive, especially when it comes 

to the stage of working with corner store owners to troubleshoot issues that arise. Ensuring that 
there are sta! resources may entail building a project manager salary into the budget.

Develop a budget: Develop a budget for the range of potential supports (see next page). Con-
sider also the costs that would be involved with providing subsidies or loans for equipment to 
increase the capacity of store owners to carry fresh foods.

Meet with potential funders: Connect with potential funders such as VanCity, who might be in-
terested in supporting an initiative that intervenes in the market to create more access to healthy 
food (sell the idea as something that will be sustainable as it is based on simply altering the mar-
ket - building the capacity of local corner store owners to carry healthy food), or the Vancouver 
Foundation. Consider applying to the City’s Innovation fund for a sta! person to be the project

manager.



A Healthy Corner Stores program would contribute to a number of positive outcomes and would 
notably cross a number of priority areas for potential funders:

Theme Example Funder Interested in Theme
Decreasing Health Inequities Vancouver Coastal Health - SMART Fund, Healthy Living Program

City of Vancouver (Healthy City Strategy work, community planning 
processes, Food Strategy & Action Plan, Greenest City Action Plan, In-
novation Fund)
Heart & Stroke Foundation
Public Health Agency of Canada

Local Food - increasing access to 
healthy local food

Vancouver Foundation                    Bullit Foundation
Mountain Equipment Co-op         TD Environmental Funds

Local Food - creating new markets by 
building the capacity of store owners

VanCity Credit Union
Vancouver Economic Commission

Food Access - for vulnerable groups Federal New Horizons for Seniors
Community Development Central City Foundation, Hastings Legacy Fund, Social Responsibil-

ity Fund (Edgewater Casino)
Vancouver Foundation Neighbourhood Small Grants
The Cooperators
Corporate sponsorship from food sector

Component Description Budget Items
Approximate Cost 

Range
Project 
Management

The city may decide to hire a 
project manager

Project manager salary/contract $30,000-$50,000/yr

Healthy Corner 
Stores Jam

Launch event to bring together 
stakeholders, design community 
(50-75 people)

Vancouver Design Nerds 
facilitation, venue, food, 
insurance, clean-up

$2000-$5000

Social Marketing Decals for produce stands, fridges, doors $50-$300
Procurement & 
Merchandizing 
Workshops

Bringing in an expert to work 
with store owners to overcome 
barriers to procuring healthy 
foods

Merchandizing & procurement 
expert, venue, food

$2000-$5000

Produce Stands These could be developed in 
partnership with the Vancouver 
Tool Library or schools.

Facilitators $300-$1000

Wood, paint/stain $100-$500/stand x 10 
pilot stores = $1000-
$5000

Store 
retro"tting/
Conversion

Subsidies or loans for cooling 
equipment

50% subsidy or loan 50% of $3000-$5000 
x 10 = $150,000-
$250,000 (to be 
"nanced through a 
funder

Animating Stores 
& Promoting 
Healthy Choices

Engage community in running 
food demos, samples

Signs $100-$500
Ingredients for food demos $50/event x 2 events 

per 10 stores = $1000

Preliminary Budget for Program Components:
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Part 5:
Food Retail Environment and 
Healthy Corner Store Program Potential 
in Grandview-Woodland
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In July 2012 a baseline assessment of the food retail environment in the neighbour-
hood was begun by the Grandview-Woodland Community Planner and the Green-
est City Scholar with the Food Policy Team. The following steps were taken:

Up-to-date business license information for food retail establishments was 
pulled for the neighbourhood. 

We biked through every street in Grandview-Woodlands, as well as streets with-
in a 400 meter bu!er of the neighbourhood, stopping at every food retailer and 
noting the observed category of the store (corner store, produce store, grocery 
store, bakery or butcher, or other), the extent of the fresh produce available, the 
presence or absence of bread, milk, and eggs, and the existence of cooler space. 
This information was compiled in an Excel spreadsheet for analysis, and mapped 
using MapInfo and Illustrator.

There were some notable di!erences between the business license information and 
the observed retail:

The business license information showed 23 convenience stores, eight produce 
stores, and one full service grocery store, as well as 27 other food retailers.

10 of the stores included in the business license data were not seen in the 
streets. An additional 12 were not included as they were not observed to be food 
retailers (some were wholesalers, some dollar stores, etc.). In 12 cases the ob-
served type of food retail store did not match the business license category (in 
some cases convenience stores appeared to be closer to full-scale grocery stores, 
and in other cases produce stores seemed closer to corner stores).

The biking exercise uncovered the following "ndings:
The inventory of stores collected through the biking process showed                  

29 corner stores, 7 produce stores, 10 grocery stores (many of which were 
listed as produce stores but also included delis and a full range of groceries), 8 gas 
station convenience stores, 15 bakeries, butchers and cheese shops, 9 specialty 
food shops, one community food retailer (Quest), two health food stores selling 
more than just supplements, and one pharmacy with food. These are shown on 
the map on the following page.

3 of the convenience stores carried a variety of fresh produce. 15 carried limited 
amounts – often one or two baskets of fruit, onions, garlic, ginger or potatoes. A 
further 9 carried no produce at all.

Baseline Assessment of Food Retail in Grandview-Woodland
The Grandview-Woodland community extends east to west from Clark Drive to Nanaimo and north 
to south from the water to Broadway. Complete with an active Neighbourhood Food Network, it 
tends to be a hotbeds of food activism within the city. The neighbourhood is currently engaged in 
an extensive community planning process. In conjunction with that process, there may be an op-
portunity to develop a healthy corner store program of some kind in the Grandview-Woodland 
neighbourhood.
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Discussion:
Grandview-Woodland clearly contains two prominent food corridors. Commercial 
Drive as well as Hastings Street o!er a range of produce and small grocery stores, 
convenience stores, specialty food stores, and bakeries and butcher shops. 
Outside of those two corridors, there are fewer food retailers. There are pockets of 
higher density apartments in Grandview-Woodlands, re$ected in the multi-family 
residential zoning. In areas of industrial land use, there are workers present who 
might bene"t from additional food retail in those areas.

Survey of Store Owners and Managers
A second part of the baseline assessment was to engage corner store owners and 
workers in conversations about the challenges and opportunities around carrying 
more healthy foods. This was done informally throughout the mapping exercise, 
and a survey was conducted in person with six corner store owners and managers. 
More owners were approached but several did not have the time to complete the 
survey, and with others there was a language barrier. This last issue is something to 
note when designing further engagement with corner stores. Themes that emerged 
from the survey include the following:

Five of six respondents carried only limited amounts of fresh produce (one to two baskets 
of fruit). All stores carried bread, canned goods, milk and eggs.

Reasons for not carrying more produce:
Spoilage / short shelf life of produce, combined with a lack of demand
Stores selling produce nearby
Lack of space
Price: one person explained that because they didn’t carry large amounts, they simply bought 

produce from other food retailers. Adding a mark-up to create a pro"t made produce more ex-
pensive than at the competition’s.

Extra sta! or sta" time required to carry produce: respondents described selling produce as 
more labour intensive than selling packaged processed foods.
Potential program components (store owners or managers were asked whether they would be 

interested in seven di!erent potential program components):
The most popular support was being given a small produce stand from the city, with adver-

tisement messages around making healthy food choices.
One of the next most popular supports was attending a meeting with other store owners 

and food sector experts to discuss the potential for carrying more healthy foods. Two notably 
mentioned that they already have these sorts of meetings through other organizations. Equally 
popular was the idea of partnering with urban farmers to have local produce supplied to cor-
ner stores. Store owners seemed to recognize the new customers that might be generated by 
bringing in local produce in particular.

The next group was a three-way tie between working with a new distributor targeted to 
corner stores, attending workshops on food procurement and merchandizing, and obtaining 
subsidies or loans on cooling equipment (though some already owned their coolers).

Least popular was the idea of attending workshops on business planning.
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An additional support store owners identi"ed was the desire to 
have the city waive the fees for displaying produce on the sidewalk, 
especially because corner stores have space constraints.

When asked whether they would consider participating in a 
healthy corner store program, two said no, two said yes, and two 
responded with ‘maybe’. Should a healthy corner store program go 
forward, it would need to be very targeted to the needs of corner 
store owners, recognizing their time and resource constraints, and 
providing some real opportunities for them.

Notably, "ve of six respondents rented their place rather than 
owning it, which might impact their interest in investing in equip-
ment for carrying produce, although some of the renting store own-
ers did own their cooling equipment.

Four of six respondents identi"ed cigarette sales as their main 
business, sometimes in combination with junk food or pop. One 
identi"ed groceries as their main business.

Recommendations:

Set up a networking and brainstorming gathering with corner 
store owners and other food sector experts, to initiate a dialogue on 
increasing the amount of local healthy foods in stores, and to fur-
ther understand preferences for program components. Also contact 
the Independent Grocer Association to engage that organization in 
a dialogue.

Move forward with developing a program, considering the feed-
back at the brainstorming event and possibly focusing initially on 
providing small produce stands to corner store owners (working 
with a small number of stores to begin with) and potentially sup-
porting owners to stock these through working with urban farmers. 
To engage the community from the beginning, stands could be 
built by local youth in partnership with schools or an organization 
such as the Vancouver Tool Library.

Explore the possibility of removing the fee for displaying produce 
on the sidewalk in front of storefronts. This would free up space for 
corner stores and ensure that fruits and vegetables have a promi-
nent spot.

Areas for Further 
Research:

Develop the mapping 
further, adding bu!ers 
to the stores with 
produce, and taking 
into consideration 
the topography of 
the terrain in the 
neighbourhood. There 
are some notably hilly 
areas, where a 400 
meter bu!er might 
create an unrealistically 
large walkshed.

Consider conducting 
an inventory of the 
unused storefronts in 
residential areas, and 
explore the potential 
for community food 
retail locations – either 
private food retail stores 
or potentially food co-
operatives or urban farm 
produce retail locations.

One store owner pointed 
out that when people 
purchase produce, we want 
choice. For milk and eggs 
we are willing to purchase 
whatever the store has in 
stock, but for produce, we 
like to choose from amongst 
a selection. For that reason, 
carrying produce in the 
amount that would be 
necessary for people to 
come do their grocery 
shopping would be space-
prohibitive. Carrying enough 
produce for people to have 
the option of picking up one 
or two pieces of fruit as a 
snack requires less space.
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Appendices

Appendix 1: NYC Green Cart FAQ Sheets
Appendix 2: Conducting Store Baseline Assessments
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Appendix 1: NYC Green Cart FAQ Sheets
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Appendix 2: Conducting Store Baseline Assessments
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