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West Oakland

West Oakland is a diverse community of about 25,000 residents 
with a rich history and tremendous potential for economic and 
neighborhood revitalization. Despite a deep-seated commitment 
to improve the quality of life for themselves and their neighbors, 
community members still suffer from some of the highest rates of 
unemployment, poverty, and diet related disease in the County. 

Compared to a white child born in the Oakland Hills, an African-
American child born in West Oakland is seven times more likely to 
be born into poverty and is expected to live 15 years less. Living 
in a neighborhood where liquor stores and fast food restaurants 
far outnumber healthy food outlets, children bear the burden of a 
lifetime of elevated risk of diet related disease.

Like many other low-income communities of color, West Oakland 
residents are disproportionately affected by:

Poverty
West Oakland is one of the poorest neighborhoods in the 
Bay Area. The poverty rate is double California’s rate, and 
unemployment is almost twice that of the national average. 45% 
of households earn less than $25,000 a year, and 72% earn less 
than $50,000 a year. 24% of West Oakland residents receive 
6XSSOHPHQWDO�1XWULWLRQ�$VVLVWDQFH�3URJUDP��61$3��EHQH¿WV��PDQ\�
more are eligible, and 32% of households do not own a car.
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Economic Disinvestment
5HWDLO�LQ�WKH�FRPPXQLW\�LV�VSDUVH�DQG��DV�D�UHVXOW��UHVLGHQWV�IXO¿OO�
their basic needs at local corner stores or in neighboring cities. 
A 2007 market analysis conducted by Mandela MarketPlace and 
Northern Real Estate Company examined retail opportunities 
in West Oakland and reported a retail leakage rate of 83%, 
representing $70M of potential revenue lost. Business ownership 
and living wage job opportunities are also rare.

Food Scarcity & Access
Though grocery store chains served West Oakland in the past, 
VXSHUPDUNHW�ÀLJKW�WR�PRUH�DIÀXHQW�QHLJKERUKRRGV�OHIW�WKH�
community without access to healthy food. Families without a car 
wanting to prepare a healthy meal were forced to make a two 
hour round-trip to low-quality supermarket chains in adjacent 
cities. The landscape changed in 2009 when Mandela Foods 
Cooperative opened its doors. Mandela Foods is the only full-
service grocery store to serve West Oakland’s 25,000 residents. 
Despite its success, the abundant corner stores remain the 
primary source of food for many families. As of 2005, there 
were 350 corner stores licensed to sell liquor in Oakland for a 
population of 400,000 residents – or one store for every 1,150 
people. In West Oakland, the concentration is even greater – with 
one corner store licensed to sell liquor for every 300 residents. 
There is also an ever-increasing presence of unhealthy fast food 
chains. 

Health
48% of West Oakland residents suffer from obesity, and diabetes 
rates are three times higher than that of the rest of the County. 
Hypertension and heart disease rates are elevated, and mortality 
¿JXUHV�DUH�GDXQWLQJ�±�SDUWLFXODUO\�ZLWKLQ�WKH�$IULFDQ�$PHULFDQ�
community. Air diesel particle density is three times that of any 
other neighborhood in the Bay Area, and residents are three times 
as likely to be hospitalized for asthma.
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What is HNSA? 

With the proliferation of diet related disease, communities across 
the country are seeking means to transform the health landscape 
and create food secure neighborhoods. The Healthy Neighborhood 
Store Alliance (HNSA) was created to support an evolutionary 
movement in West Oakland to make this a reality, securing 
residents’ right to access fresh, affordable, and healthy food. 

By delivering produce to neighborhood corner stores, HNSA 
increases local access points for healthy food, making produce 
readily available in the places that community members frequent 
the most. In addition to increasing access to healthy food, HNSA 
also provides complementary services to encourage consumption, 
which include improving the store environment, marketing, and 
nutrition education.
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Why corner stores? 

In order to increase consumption of healthy food and catalyze 
improvements in community health, residents’ eating patterns 
must change. Working with corner stores that primarily stock junk 
food, liquor, and cigarettes, and incentivizing them to offer healthy 
produce, is a vehicle for doing just that. Bodies of research 
demonstrate that low-income individuals and people of color will 
make healthier food choices when they have increased access to 
healthy options. 

Furthermore, partnering with corner stores allows for meeting 
people where they are. In West Oakland, corner stores are 
community hubs; young kids, people experiencing homelessness, 
seniors walking about, and workers in need of a quick snack all 
converge at their neighborhood store. By leveraging this status 
one can meet community needs and improve what already exists. 
In effect, our HNSA partners become agents to help transform 
community health.

Where to Start?  

Does it make sense for your neighborhood?  
%HIRUH�ODXQFKLQJ�D�SURMHFW�VLPLODU�WR�+16$��¿UVW�H[SORUH�ZKHWKHU�
a corner store model is relevant in your community. Are corner 
stores community hubs in your neighborhood? What is the 
relationship between community members and corner stores? Is 
there interest in having healthy options more readily available? If 
so, what should be stocked?
 
Customer Demand Surveys 
Customer Demand Surveys help measure residents’ interest in 
having greater access to healthy produce in their neighborhood. 
The information collected can later be shared with corner store 
owners to incentivize them to offer healthy produce by making 
them aware of the demand, and can also help determine what 
kind of produce to offer. (See appendix #1)
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To thoroughly examine the viability of the corner store model, 
carry out additional neighborhood resource evaluations with 
community guidance. In West Oakland, food scarcity issues are 
well documented, and HNSA was launched as a result of the 
community’s desire to address health and food access challenges. 

Once it is determined that a corner store model makes sense in 
your community, consider the following:
 
Secret Shopping  
It is useful to begin the store recruitment process with 
assessments that evaluate the relationship between individual 
corner stores and community residents. To increase community 
ownership and buy-in, Mandela MarketPlace had its West Oakland 
Youth Standing Empowered (WYSE) team carry out these 
assessments. By ‘secret shopping’ inside neighborhood corner 
VWRUHV��FRPPXQLW\�\RXWK�HYDOXDWHG�ORFDWLRQ�	�IRRW�WUDI¿F��VDIHW\��
owner’s attitude toward customers, available space for produce 
display, cleanliness & maintenance, marketing possibilities, and 
EBT/WIC acceptance (See appendix #2). They also checked 
in to see if the corner stores sell or have sold produce. Such 
assessments take into consideration key factors that will lead 
to a successful partnership and create a common standard of 
comparison.

When the assessments are complete, give each corner store a 
grade and target those stores with the highest grades. 
 
Building Relationships
With an increased understanding of community relationships 
and desires, it is time to build relationships with the corner store 
owners. Corner store owners are not only integral in helping 
increase access points for healthy produce, they also ensure the 
model’s long-term success. As community members often have 
pre-existing relationships with corner store owners, they can 
be an excellent resource in this stage of the process. In West 
Oakland, Mandela MarketPlace’s WYSE team members regularly 
visited target corner stores to build a rapport with store owners 
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and customers, inform them about the organization’s work, and 
to initiate discussions around healthy food access. This type 
of dialogue can also segue into conversations about the store 
owner’s roles in the community, levels of experience carrying 
produce, and views on customer demands. 

The Pitch

2QFH�D�SRWHQWLDO�FRUQHU�VWRUH�SDUWQHU�LV�LGHQWL¿HG��WKH�QH[W�VWHS�
is to give a ‘pitch’. The pitch allows store owners to learn more 
about what your service offers, while providing a forum for an 
RI¿FLDO�LQYLWDWLRQ�WR�EH�SDUW�RI�WKH�FRUQHU�VWRUH�DOOLDQFH��:KHQ�
working with store owners, be mindful of their valuable experience 
as business owners and take note of their insights and opinions 
regarding the corner store alliance service.  

To incentivize business owners and address common concerns, 
include the following in your pitch:

Providing healthy alternatives to 
current stock will attract business to their store – not only will 
residents be more likely to shop at their corner store vs. a 
neighboring store, they are also more likely to purchase other 
available ingredients to complement their meals.

Managing sourcing and 
quality control allows the corner store service team to deliver 
small amounts of high quality produce that meet customer 
demand; this ensures lower costs, less waste, and an improved 
selection. This can be especially appealing to store owners that 
have suffered losses when attempting to sell large amounts of 
produce from low-quality wholesalers.

 Like other vendors that store owners 
do business with, the service team manages all parts of 
the process: set-up, display, marketing, sourcing, delivery, 
inventory, invoicing, and maintenance. 

Building 
Relationships 
ensure the 
model’s 
long-term 
success.

Be mindful of 
the valuable 

experience of 
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owners
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Because the HNSA service team delivers, 
it minimizes the time and costs associated with having to source 
quality produce directly. 

Referencing customer demand surveys can offer store owners 
¿UVW�KDQG�FRPPHQWDU\�DERXW�ZKDW�FRPPXQLW\�UHVLGHQWV�ZDQW�WR�
see in their neighborhood. 

 Residents want to patronize 
businesses that care about them. Not only does being a good 
neighbor increase customer loyalty, but it can also reduce 
problems with loitering and theft.

Additional things to keep in mind include:

��Corner store owners are accustomed to stocking non-perishable 
goods that have a long shelf life, require little maintenance, and 
can be back-stocked. 

��Some corner store owners previously tried to sell produce and 
ran into a variety of issues: (a) they purchased produce through 
distributors that sell large quantities of cheap, low-quality 
produce with a short shelf life (b) either inexperience with 
produce or lack of time led to poor quality control and high loss 
rates (c) produce was poorly displayed and not well advertised, 
and as a result customers were not aware it was available. 

��Corner store owners might not believe that there is a direct 
EHQH¿W�WR�VHOOLQJ�SURGXFH��¿QDQFLDO�RU�RWKHUZLVH�

Throughout the pitch, be sure to emphasize the goal of the corner 
store alliance: to increase access to and consumption of healthy 
food, and ultimately improve community health. Store owners that 
are invested in the concept of improving community health, in 
addition to bottom line incentives, are the most likely to become 
strong allies.
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Also, consider providing store owners with a service packet so 
that they can review the details of the corner store service on 
their own time. The HNSA packet includes a description of the 
PLVVLRQ�DQG�GHWDLOV�RI�WKH�VHUYLFH��D�VHDVRQDO�SURGXFH�OLVW��À\HUV�
and community events calendars, partner store produce display 
photos, and contact information.

Store Sign On and Prep

Memorandum of Understanding (MOU)
Once a store has decided to sign on, provide the store owner with 
an MOU that reiterates the details of the service, allows for review 
RI�FRPPRQ�JRDOV��DQG�FRQ¿UPV�WKH�VWDUW�GDWH��5HYLVLW�WKH�028�
DQQXDOO\�WR�HQVXUH�WKDW�ERWK�SDUWLHV�DUH�VDWLV¿HG�ZLWK�WKH�VHUYLFH�
and aligned with the goals of the program. (See appendix #3)

Improving The Store Environment
With the MOU signed, the new partner is ready to start selling 
fresh produce. Next, schedule a cleanup (with the owner’s 
permission) to improve the atmosphere of the store and 
accommodate the produce in highly visible areas to ensure that it 
sells. If possible, also move unhealthier items to less prominent 
locations and remove negative advertisement. It is important to 
UHVSHFW�WKH�VWRUH�RZQHUV¶�ZLVKHV�DQG�DFNQRZOHGJH�WKH�GLI¿FXOW\�
in changing their environment and establishing new systems. 
If they are hesitant, try to reach a compromise and continue to 
encourage them to make positive in-store changes. 

Setting Up Shelving and Display 
Providing shelving, produce baskets, price tags, and set-up 
services is an important part of the model. Minimizing store owner 
responsibility is another incentive offered to partners to facilitate 
the on-boarding process.  

Marketing
Marketing materials and activities are key to raising awareness 
about available produce and informing residents about the dietary 
DQG�KHDOWK�EHQH¿WV�RI�QXWULWLRXV�IRRGV��

Goal:

to increase 
access to and 
consumption 
of healthy 
food, and 
ultimately 
improve 
community 
health.
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Materials and activities include: signage, community outreach & 
À\HULQJ��QXWULWLRQ�HGXFDWLRQ�HYHQWV��DQG�LQ�VWRUH�FURVV�PDUNHWLQJ�
displays that encourage customers to purchase produce and 
additional higher margin items. Marketing efforts should also be 
made to inform customers about seasonal fruits and vegetables, 
community events, tips & recipes, and the farmers growing their 
food. (See appendix #4)

Step-by-Step

The HNSA service is comprehensive in order to minimize time and 
cost for store owners, maximize quality and variety for customers, 
and improve access to healthy food for the community. 

A typical week servicing West Oakland corner stores looks as 
follows:Marketing 

materials 
and activities 
are key to 
raising 
awareness 
about 
available 
produce, and 
informing 
residents 
about the 
dietary and 
health 
benefits of 
nutritious 
foods.



toolkit

Healthy       Neighborhood       Store       Alliance

10

 Directly managing relationships with 
farmers and high quality distributors ensures that the freshest 
produce is entering community homes while minimizing 
sourcing costs for store owners. 

Another cost and time saving tool, delivery to corner 
stores guarantees that the produce will be well stocked while 
allocating time for regular maintenance. 

 The old adage of, “one 
bad apple can spoil the bunch” is true. Make time to check the 
produce, remove waste, and clean up the display area. 

With each 
delivery, provide an invoice to the store owner detailing sales 
and produce prices, and carry out inventory and waste reports 
to monitor customer demand and guide future orders.  
(See appendix #5)

To learn more about the HNSA delivery service, please see our 
video at: http://www.youtube.com/watch?v=ooWNHgRk49o

Community Engagement & 
Nutrition Education

In order to make a real impact on health, education that informs 
community residents about why they should consume fruits and 
vegetables must accompany efforts to increase food access. 
Engaging community members in a discussion about their health 
and how they can directly change negative trends can help 
combat ingrained purchasing habits that lead residents toward 
unhealthy choices.

Furthermore, operating outreach and education events on a peer-
to-peer model offers a unique opportunity to increase residents’ 
knowledge about nutrition and health, and their skills in sharing 
that knowledge with their families and peers.  
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Targeting residents in their own neighborhood, Mandela 
MarketPlace facilitates the following activities:

in the community so that residents know about and 
are encouraged to purchase available fresh produce.  

 to inform residents of upcoming nutrition education 
events. 

 at HNSA corner stores in order to 
address acute community health challenges. These events are 
held on location to meet customers were they are, and include 
food demos, produce samples, recipes, and culturally relevant 
nutrition and physical activity information. 

 usually scheduled around popular holidays, 
like “Healthy Halloween” to engage residents in a discussion 
about health and build community in a festive environment.  

 
 
 
 

Outreach

Flyering

Nutrition 
Education

Community 
Events
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Monitoring & Evaluation

Establishing mechanisms to track results, survey stakeholders, 
DQG�UHYLHZ�GDWD��DOORZ�IRU�DVVHVVPHQW�DQG�UH¿QHPHQW�RI�VHUYLFHV��
Some strategies include:

Tracking Produce Metrics
Regularly review inventory reports, waste reports, and upcoming 
seasonal produce availability to better understand trends, make 
pricing adjustments, and improve produce offerings. 

Customer Health Surveys
In order to evaluate changes in community health, conduct 
surveys with store customers that provide a holistic snapshot of 
the impact of increased food access and nutrition education.  
(See appendix #6)

For example, a Mandela MarketPlace survey conducted in 2011 
of over 120 HNSA customers reported increased consumption 
of fresh fruits and vegetables and improved overall quality of 
life. Moreover, respondents’ scores indicated an increase in 
the purchase of healthy food and their ability to cook healthy 
meals for their families. 43% of respondents indicated that they 
participated in at least one of HNSA’s nutrition classes and/
or events, and 54.1% of those participants indicated that the 
lessons learned changed the way they ate or prepared food.  
Data was reviewed by an independent evaluation team working 
with California Department of Public Health that concluded that 
“the results of the Convenience Store Customer Survey show 
that a healthy food environment paired with nutrition education 
helped respondents not only increase their consumption of fruits 
and vegetables, but also their knowledge about healthy eating. 
Indeed, given that two-thirds (67%) of respondents had increased 
consumption of fruits and vegetables because of the availability of 
fresh produce at the HNSA stores, it is likely that the healthy food 
environment, plus the nutrition education, is forming a powerful 
synergy that promotes behavior change.” 

two-thirds 
(67%) of 
respondents 
had 
increased 
consumption 
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availability 
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Store owner satisfaction Assessment
It’s important to maintain open lines of communication with store 
owners to continue nurturing the partnership. Keep store owners 
informed of any changes to the service, new seasonal items, and 
sales trends. Carry out yearly store owner satisfaction surveys to 
ensure a formal evaluation is in place and review the feedback 
to learn more about corner store partner preferences and how to 
adjust the service accordingly. (See appendix #7) 

Approaches

Consignment
To increase the quantity and variety of fruits and vegetables 
offered, selling on consignment may be very appealing; store-
owners pay only for what they sell, and the delivery service 
assumes the cost of produce that may go to waste (unsold and 
gone bad). Through store owners interact daily with customers 
and better understand their needs, they also have a high 
adversity to risk especially when dealing with a product that is 
unfamiliar and perishable. The consignment model affords a win-
win situation: store owners are protected from monetary losses 
and residents have a larger assortment of fruits and vegetables 
available in their neighborhood.

Local, Sustainable Produce
Supplying corner stores with local, sustainably grown produce 
ensures that community residents have access to pesticide-free 
fruits and vegetables and that local farmers have access to an 
urban market.

West Oakland’s proximity to large farm hubs that supply the area 
with fresh produce have made it possible for Mandela Marketplace 
to launch a wholesale produce distribution center, Earth’s Produce 
Distribution (EPD). EPD supports local, small, under-resourced 
farmers that use sustainable practices, and supplies all the HNSA 
produce.
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sustainably 
grown 
produce 
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Youth Involvement
Engaging local youth as the operators and ambassadors of the 
FRUQHU�VWRUH�DOOLDQFH�FDQ�EH�D�PXWXDOO\�EHQH¿FLDO�HQGHDYRU��
youth can gain the skills and opportunities to become change 
agents in their communities, and the alliance can harness young 
people’s wide social network, ability to connect with their peers, 
and knowledge of the neighborhood. Though there are additional 
expenses associated with training, managing, and educating 
\RXWK��WKH�EHQH¿WV�DUH�FOHDU�

West Oakland Youth Standing Empowered (WYSE) is a youth 
program dedicated to spreading knowledge of healthy living and 
creating positive community change through the voice, actions, 
and leadership of young people. In 2007, it was the WYSE team 
that brainstormed the idea behind West Oakland’s Healthy 
Neighborhood Store Alliance and built the partnerships necessary 
to catalyze its launch. Through complementary outreach and 
nutrition education activities, the WYSE team fostered community 
connections, developed their skills as peer educators, and 
increased residents knowledge about diet and disease. 

Additional Services

Corner store alliances have the potential to shift community 
health indicators by increasing access to healthy food, changing 
FRPPXQLW\�HDWLQJ�KDELWV��DQG�HYHQWXDOO\�LQÀXHQFLQJ�SROLF\��,I�
the additional resources are available, consider providing the 
following:

 Providing corner stores with refrigeration 
allows partners to diversify their offerings and increase 
produce shelf life, consequently increasing sales and 
consumption. 

 Making healthy ready-to-eat offerings 
available at corner stores can encourage neighborhood 
residents to make healthier choices.  

youth foster 
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 The Special Supplemental 
Nutrition Program for Women, Infants, and Children (WIC) 
UHTXLUHV�WKDW�VWRUHV�VHHNLQJ�:,&�FHUWL¿FDWLRQ�FDUU\�VSHFL¿F�
fresh fruits and vegetables. Offering a produce package that is 
:,&�FRPSOLDQW�FDQ�IDFLOLWDWH�WKH�SURFHVV�RI�EHFRPLQJ�FHUWL¿HG��
ZKLFK�ZLOO�LQFUHDVH�D�VWRUH¶V�FXVWRPHU�EDVH�DQG�SUR¿WV��DQG�
allow for more healthy produce to be made available to 
community residents. 

Lessons Learned

The Healthy Neighborhood Store Alliance has emerged as a 
proven model to address food insecurity and health problems. 
Despite its success there are challenges in both getting corner 
stores on board and ensuring its long-term viability. 

, so asking corner store owners 
WR�VHOO�ORZ�SUR¿W�PDUJLQ��KLJK�XSNHHS�JRRGV�FDQ�EH�D�KDUG�VHOO��
Not only are they accustomed to buying non-perishable goods that 
require little maintenance, but some have also attempted to sell 
produce and have had bad experiences. Past failures in produce 
retail have been due to (a) purchasing large quantities of cheap, 
low-quality produce (b) poor quality control (c) poorly displayed 
DQG�DGYHUWLVHG�SURGXFH��7KH�¿UVW�WZR�FKDOOHQJHV�DUH�GLUHFWO\�
addressed through the HNSA service package by delivering small 
amounts of high quality produce and directly managing quality 
control and maintenance. The third, however, requires store buy 
LQ��ZKLFK�FDQ�EH�GLI¿FXOW�WR�DWWDLQ��7KRXJK�FRUQHU�VWRUH�RZQHUV�
are encouraged to change the store’s infrastructure, it isn’t always 
possible due to an adversity to change, overstocked shelves, 
contracts with vendors, etc. Continuing to engage store owners 
in a discussion regarding display and advertising, as well as the 
GLUHFW�EHQH¿WV�RI�VHOOLQJ�SURGXFH��FDQ�VORZO\�OHDG�WR�DQ�LQFUHDVHG�
openness regarding changes in their stores. 

. Though 
¿QDQFLDO�JDLQ�LV�SDUW�RI�WKH�FRUQHU�VWRUH�DOOLDQFH�PRGHO��WKH�IDFW�
UHPDLQV�WKDW�SURGXFH�LV�D�ORZ�SUR¿W�PDUJLQ�JRRG��$V�VXFK��LI�

in addition 
to the service 
and quality 
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the HNSA 
service, 
store owners
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store owners become alliance partners because they expect high 
¿QDQFLDO�UHWXUQV��WKH�UHODWLRQVKLS�LV�VHW�WR�EH�XQVXVWDLQDEOH�IURP�
its inception. In fact, surveys conducted with West Oakland store 
owners reported that in addition to the service and quality of 
produce offered by the HNSA service, they continue to be part of 
HNSA because it supports a healthier community – making it a 
ZRUWKZKLOH�EHQH¿W�WR�WKHLU�EXVLQHVV�DQG�WKHLU�FXVWRPHUV��6WRUH�
owners that understand this dual purpose are key in ensuring its 
long term viability.

 depending 
on where you are located and the skill set of your team. Close 
proximity to a farming hub facilitates availability and quality 
inspection, however, this is not the case across the country. 
Discussions around sourcing options, or lack thereof, must be had 
before launching a corner store alliance. Furthermore, because 
produce is delicate and perishable, it requires additional expertise 
to handle properly. HNSA service team members receive training 
in care and maintenance to extend produce shelf life and decrease 
SRWHQWLDO�ORVV��:KHQ�¿UVW�ODXQFKLQJ�\RXU�FRUQHU�VWRUH�DOOLDQFH��
be aware that there will be period of learning and adjustment in 
RUGHU�WR�¿QH�WXQH�WKH�VNLOO�VHW�UHTXLUHG�WR�PDLQWDLQ�SURGXFH�

 
requires more than making produce available; it demands 
education and robust marketing to shift attitudes around healthy 
food. Consumers must be made aware that produce is available 
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at their corner stores and understand why it is worth purchasing. 
Eventually, they will begin to see corner stores as small-scale 
grocers and place a premium on having healthy food at the dinner 
table.  

Resources

Funding in support of comprehensive corner store initiatives that 
promote healthy eating and the consumption of fresh produce is 
available from a variety of foundations and agencies. Additionally, 
when providing complementary outreach and nutrition education 
activities, partnering with local health agencies that have 
resources, staff and expertise to support these efforts can be 
helpful. 
There are also resources available for corner store alliance 
programs that provide job skills development for community 
residents, and help grow local businesses. Some of these 
resources are available directly to store owners to support corner 
store improvements and provide supplies and equipment.

Local

Many local and state health departments have grants available 
to support outreach and education geared towards increasing 
consumption of healthy foods, decreasing obesity, and increased 
access to healthy foods in limited access communities.

Alameda County Public Heath 
http://www.acphd.org/ 

California Department of Public Health 
http://www.cdph.ca.gov/programs/CPNS/Pages/default.aspx

&DOLIRUQLD�)UHVK:RUNV�SURYLGHV�¿QDQFLQJ�WR�ODXQFK�RU�LPSURYH�
grocery stores and other forms of healthy food retail and 
distribution.
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California FreshWorks 
http://www.cafreshworks.com

Federal

USDA grants help community groups implement programs 
that meet the nutritional needs of low-income people through 
sustainable initiatives. The USDA also provides funding to 
promote farmers’ markets, roadside stands, community-supported 
agriculture programs, and other direct producer-to-consumer 
market opportunities.

Community Food Projects Competitive Grants Program 
http://www.nifa.usda.gov/fo/communityfoodprojects.cfm 

Farmers’ Market Promotion Program 
http://www.ams.usda.gov/fmpp

Locally administered community development grants provide 
resources to address community needs. 

Community Development Block Grant Program 
KWWS���SRUWDO�KXG�JRY�KXGSRUWDO�+8'"VUF �SURJUDPBRI¿FHV�
comm_planning/communitydevelopment/programs

 
Direct Business Support

The Small Business Administration (SBA) provides resources and 
support to small businesses. 

SBA 
http://www.sba.gov/local-assistance
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/RFDO�RI¿FHV�FDQ�VXSSRUW�VPDOO�EXVLQHVVHV�WKDW�DUH�XQDEOH�
WR�REWDLQ�¿QDQFLQJ�WKURXJK�WUDGLWLRQDO�YHQXHV��2DNODQG¶V�
%XVLQHVV�'HYHORSPHQW�&RUSRUDWLRQ¶V��2%'&��SURYLGHV�¿QDQFLQJ�
and assistance to small businesses in order to increase job 
opportunities and support wealth creation.

Redevelopment agencies have available funds for store 
improvements. The City of Oakland can help store owners improve  
VWRUH�IDFDGHV��VLJQDJH��DQG�¿[WXUHV�WR�PDNH�WKH�VWRUH�PRUH�
attractive to potential customers.

&RPPXQLW\�%DQNV�SURYLGH�DQRWKHU�YHQXH�IRU�DOWHUQDWLYH�¿QDQFLQJ��
&RPPXQLW\�EDQNV�VXFK�DV�2QH�3DFL¿F�&RDVW�%DQN�LQ�2DNODQG��RU�
Peoples Community Cooperative Federal Credit Union in Berkeley 
have loan programs that are easier to access than more traditional 
banks. 
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�������������������������������������
�����������������������

�

	����

������������������������������������

What is the Healthy Neighborhood Store Alliance? �

The Healthy Neighborhood Store Alliance is a business 
operated by youth of the community to bring organic 
ĂŶĚ�ƉĞƐƟĐŝĚĞ�free fruits and vegetables into corner 

liquor stores as a convenience to the residents of West 
Oakland. �

Appendix Four: 

Why is it important for HNSA to be in a store near you? �
Our community faces serious health issues due to a lack of healthy 

ĨŽŽĚ�ŽƉƟŽŶƐ�ĂŶĚ�ŶƵƚƌŝƟŽŶ�ĞĚƵĐĂƟŽŶ͘�tĞƐƚ�KĂŬůĂŶĚ�ƌĞƐŝĚĞŶƚƐ�ƐƵīĞƌ�Ă�
ĚŝĂďĞƚĞƐ�ƌĂƚĞ�ƚŚĂƚ�ŝƐ�ƚŚƌĞĞ�ƟŵĞƐ�ŚŝŐŚĞƌ�ƚŚĂŶ�ƚŚĞ�ƌĞƐƚ�ŽĨ���ůĂŵĞĚĂ�

�ŽƵŶƚǇ͘�/Ŷ�ŽƌĚĞƌ�ƚŽ�ŚĞůƉ�ďƵŝůĚ�Ă�ŚĞĂůƚŚŝĞƌ�ĐŽŵŵƵŶŝƚǇ͕�,E^��ƉƌŽǀŝĚĞƐ�
ĨƌĞƐŚ�ĂŶĚ�ĂīŽƌĚĂďůĞ�ĨƌƵŝƚƐ�ĂŶĚ��ǀĞŐĞƚĂďůĞƐ�ƚŽ�tĞƐƚ�KĂŬůĂŶĚ��

ŶĞŝŐŚďŽƌŚŽŽĚ�ĐŽƌŶĞƌ�ƐƚŽƌĞƐ�ƐŽ�ƚŚĂƚ�ĨĂŵŝůŝĞƐ�ƚŚĂƚ�ŚĂǀĞ�ŶŽ�ǁĂǇ�ƚŽ�ŐĞƚ�ƚŽ�
Ă�ŐƌŽĐĞƌǇ�ƐƚŽƌĞ�ĐĂŶ�ƐƟůů�ƉƌĞƉĂƌĞ�Ă�ŚĞĂůƚŚǇ�ŵĞĂů͘��ĞĐĂƵƐĞ�ŵƵĐŚ�ŽĨ�ƚŚĞ�
ƉƌŽĚƵĐĞ�ŝƐ�ŽƌŐĂŶŝĐ�Žƌ�ƉĞƐƟĐŝĚĞ�ĨƌĞĞ͕�ŝƚ�ďĞŶĞĮƚƐ�ƚŚĞ�ďŽĚǇ�ŵŽƌĞ�ƚŚĂŶ�

ĐŽŶǀĞŶƟŽŶĂů�ĨŽŽĚƐ͘��
�

Where does our food come from? �
tĞ�ƌĞĐĞŝǀĞ�ŽƵƌ�ƉƌŽĚƵĐĞ�ĨƌŽŵ��ĂƌƚŚ͛Ɛ�WƌŽĚƵĐĞ͖�Ă�ǁŚŽůĞƐĂůĞ�ĚŝƐƚƌŝďƵƟŽŶ�
ĐĞŶƚĞƌ�ƚŚĂƚ�ďƵǇƐ�ĨƌŽŵ�ůŽĐĂů�ƐŵĂůů�ĨĂƌŵĞƌƐ��ǁŚŽ�ůŝǀĞ�ǁŝƚŚŝŶ�Ă�ϭϬϬ�ŵŝůĞƐ�

radius of Oakland—ƐƵĐŚ�ĂƐ�tĂƚƐŽŶǀŝůůĞ͕��ĂƉĂǇ�sĂůůĞǇ�Θ�,ŽůůŝƐƚĞƌ͘��
�

What stores are we in? �
DŝůůĞŶŶŝƵŵ�DĂƌŬĞƚ͗�ϭϴƚŚ�^ƚ�Θ�DĂƌŬĞƚ�^ƚ�

 �ŽƩůĞƐ�>ŝƋƵŽƌ͗�ϭϮƚŚ�^ƚ�Θ�DĂƌŬĞƚ�^ƚ��
EΘ��DĂƌŬĞƚ͗�ϯϮŶĚ�ĂŶĚ��ĚĞůŝŶĞ�^ƚ�

^Ăǀ�DŽƌ͗�ϭϰƚŚ�Θ�WĞƌĂůƚĂ�

For more info contact:�
WYSE@mandelamarketplace.org�

Mandela Marketplace ͮ�ϭϯϲϰ�ϳƚŚ�^ƚƌĞĞƚ�KĂŬůĂŶĚ͕����ϵϰϲϬϳ��P͗�;ϱϭϬͿϰϯϯ͘Ϭϵϵϯ��
www.mandelamarketplace.org �

>ŝŬĞ�ƵƐ�ŽŶ�Facebook ;DĂŶĚĞůĂ�DĂƌŬĞƚWůĂĐĞͿ�Žƌ��
ĨŽůůŽǁ�ƵƐ�ŽŶ�dǁŝƩĞƌ @ mandelamarket �
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Produce Quanity
Sold

 Unit 
Price  Total Price 

Apples $0.00
Bananas $0.00
Navel Oranges $0.00
Lemons $0.00
Limes $0.00
Avocados $0.00
Green Bell Peppers $0.00
Red Bell Peppers $0.00
Carrots $0.00
Garlic $0.00
Onions $0.00
Tomatoes $0.00
Russet Potatoes $0.00
Jalapenos $0.00
Peaches $0.00
Nectarines $0.00
Plums $0.00
Tangerines $0.00
Pears $0.00
Beets $0.00
Green Cabagge $0.00
Red Cabagge $0.00
Collard Greens $0.00

$0.00Total Due

Sav-Mor
HNSA Invoice

Appendix Five: 
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Appendix Six: 

�
�

HNSA Customer Survey 
�

,& ��#��������������� ���"'	����������$�!� �� ��� ��
�$
��
&�

��
���

��
�!
!�

�
��

!'
 &
�

�!
&�&
!!

�
�
'�
��

�!
&��

&�
���
�

�!
 /
&�

� 
!)

�

�4 
��$ ��!$����!'&�����&��� ��!&��$����&1$���&����%%'�%� �� �� �� �� ��
�4 
��$ ��!$����!'&�&�����"!$&� ���!����&� ���$'�&%�� ��(���&����%� �� �� �� �� ��
�4 ������!$���!  ��&���&!�����&�+��!!�� �� �� �� �� ��
�4 �������%&$! ��$��!  ��&�! �&!��+��!��' �&+�� �� �� �� �� ��
�4 ��&��!$���$�%���$'�&%�� ��(���&����%�� �� �� �� �� ��
�4 ��&��!$��"$!�'���&��&��%��!���-�!$�� ��-�� �0!$�� �%��%! ,�� �� �� �� �� ��
�4 �$!(��������&�+��!!���!$��+������+�� ���+%���� �� �� �� �� ��
�4 �������&���$� �� �� �� �� ��
�4 ��"$!(���+�!(�$����#'���&+�!������� �� �� �� �� ��
� � � � � �

-& ���#��� ������$�!�������$�����%��
� � � � �

������+�� �������819�&���%�"�$�)����� �����7�&����"�$�)���� � � � � �

.& ���������$�!��!$���� ����$�!�����������%��
��������(�������==�� &�������$!��$+�'&��&��������� ������!!�%��������$���$�	!�%��������$����+��!)�������

��&��$.��

/& ���"��$�!���������� ���"�	������!���������%�
�������%�2������������%���!�&!��'�%&�! �5<�
������!�2����������%���!�&!�&��� �*&��'�%&�! �;�

0& ���
��(���#����$��!��������!� ����$�!��� ��������$%�
� �37��'"�?�7��� � ��!$�7���$���!$� ��4�

1& �������(���#��� ������$�!������� ���"�	��%� �
�����718�&���%�"�$��! &���������7�&����"�$�)�������������8�&���%�"�$�)�������������9>�&���%�"�$�)�������������&��$.���

2& ��$���#��!�����"��$�!������������� ��������������!�������!���� �����"��������� ���"'	����
�$'�&%�"�$���+.������! ����������718��'"%��������91:��'"%��������;>��'"%�

����&����%�"�$���+.������! ����������718��'"%��������91:��'"%��������;>��'"%�

3& ��"��$�!���� ����� �������!���! �� ����������������"�� �%�

���%������������������� ��!�

4& �������(����� ��$�������� ���#�$�$�!��� �����������������,�����
����������%���������������������!�

,+& ���$�!���"����$��!���� ����������#�#�����������"���!�����"����%�

�
�



toolkit

Healthy       Neighborhood       Store       Alliance

32

Appendix Seven: 
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This toolkit was prepared by Mariela Cedeño, 

Senior Manager of Social Enterprise and Communications

at Mandela MarketPlace.

We are grateful for the support from The Alameda Country Public Health 

Department, as well as corner store owners and community residents that have made this 

transformative model possible.

For more information, please visit 

www.mandelamarketplace.org


