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* Childhood obesity in Trenton exceeds national averages * Store baseline assessments (n=3) * Customers buy items like beverages, snacks, and dairy products most frequently
e U.S. prevalence: 17% * As expected, stores offered a limited selection of healthy food and * Specifically, the most popular items were soda and chips
 Trenton prevalence: 28% beverages, like whole grains, skim milk, and water, and an abundance of

» Trenton’s unhealthy “food environment” may contribute to the city’s disparate fatty, sugary, and/or calorically-dense items Figure 9. Typical corner store purchases
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* Despite easy access to the corner store, 71.4% feel that it is “somewhat difficult” or
“very difficult” to find healthy food in their neighborhood
Figure 6. Milk varieties available Figure 7. Number of fruit and * Asaresult, most (92.9%) of the respondents travel to faraway supermarkets to
vegetable varieties buy items like fruits, vegetables, and meats.
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* (lassified fresh produce items as “satisfactory” or “needs improvement 18-34 Age . . . B . ”

. o _ _ 18-24 31.0% * Introducing healthy food into the stores increases the “convenience” of

based on predetermined definitions of the terms » Hispanic customers made 25-34 31.0% . . . . .
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* Determined frequency of corner store shopping, distance traveled from Hispanic, Black customers White 11.9% . _ . .
, . ’ Black 31.0% * Bringing these items to the corner stores can potentially increase revenue
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* Evaluated satisfaction with the availability and affordability of healthy food
in each neighborhood « Customers live very close to the corner stores and visit quite frequently

* Introducing healthy food is just one piece of the puzzle
* Health education, fair pricing, and attractive presentation are essential
for program success and sustainability

* 66.7% live within five blocks
* 35.7% shop in the corner store every day

Figure 3. Participating corner store locations

Figure 8. Frequency of corner store shopping
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