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ABOUT SNAP-Ed & WHAT WE DO

SNAP-Ed partners play a critical role in helping SNAP eligible

‘ ‘ WHO WE ARE community members lead healthier lives on a limited budget,

cook healthy meals, and stay physically healthy.

Minnesota Department of Children, Youth, and

Families, Office of Economic Opportunity works
in partnership with grantees from 8 Tribal POIicy, syStems, and environmental Change initiatives

Nations in Minnesota and the University of Culturally centered, community led programming
Minnesota Extension to deliver SNAP-Ed

programming. The program is funded through
the U.S. Department of Agriculture.

Evidence-based nutrition and health direct education

Social marketing to promote healthy eating and exercise

Multi-level collaborations and partnerships

SNAP-Ed WORKS WHY SNAP-Ed MATTERS

ADULT PARTICIPANTS* AMONG MINNESOTANS
reported at least one consume
Pozltl\::hchantge ti of children ate A less than 1
In healthy eating practices. more fruit and of Minnesota fruit per day.

vegetables*. households with
reported at least one positive .
change in physical activity . chllc.jren are consume
; *After participating in food insecure. less than1
practices. Lower Sioux Indian vegetable
*participating in Extension programs. Community programs. per day.

SNAP- Ed G RANTEES Trib‘al Nations Land Grant University

AN

Vo . y o UNIVERSITY OF MINNESOTA
Cansa'yapi Gaa-waabaabiganikaag Gaa-zagaskwaajimekaag Gichi-Onigaming

Lower Sioux White Earth Nation Leech Lake Band Grand Portage E K TENSION
Indian Community Band of Lake

of Ojibwe ! -
Superior Chippewa

Misi-zaaga'iganiing Miskwaagamiiwi Nah-gah-chi-wa-nong Zagaakwaandagowininiwag
Mille Lacs Band Zaagalganing Fond du Lac Band Bois Forte Band
of Ojibwe Red Lake Nation of Lake Superior of Chippewa
Chippewa

The state of Minnesota honors Tribal sovereignty and partners with Tribal
Nations to implement SNAP-Ed programming. Each community identifies
and addresses the specific needs in their communities.
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In 2024, SNAP-Ed partnered in some of the
following community settings:
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DIRECT EDUCATION REACH

INDIVIDUALS

reached through
direct-education
programs.

AMARR

SCHOOL-BASED SITES

FOOD BANKS & PANTRIES

HEALTH CARE SITES

FOUNDATION, NONPROFIT,
PHILANTHROPY PARTNERSHIPS

GOVERNMENT PROGRAMS

COLLEGES & UNIVERSITIES

EARLY CHILD CARE SITES

SMALL LOCAL BUSINESSES

AGRICULTURAL SITES &
FARMERS MARKETS

PLUS MANY MORE!
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The work of SNAP-Ed is both effective and deep throughout the
state, reaching a wide audience. Partners are encouraged to
develop programs that fit the needs of those they serve through
evidence-based curricula, influenced by local knowledge and
expertise. Programs promote nutrition education, food access,
physical activity, and healthy ways of living.
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CHILDREN
<18 YRS OF AGE

reached through
direct education.

PSE INITIATIVES REACH

Policy, systems, and environmental change (PSE) initiatives focus on improving
community health and well-being, making healthy choices easier and more accessible.
PSE change goes beyond individual education and aims to create conditions that
support healthy behaviors at a broader, systemic level, recognizing that individuals’
choices are often influenced by their environment, social structures, and policies.

Examples of PSE strategies and programs in 2024 include:

PSE CHANGES

across Minnesota enacted at

SITES,

m

FOOD SAFETY POLICIES

HEALTHY FOOD AND BEVERAGE
POLICIES IN WORKSITES AND SCHOOLS

FREE WATER ACCESS IN PUBLIC
SETTINGS

+PLUS MANY MORE!

APPEAL & DISPLAY OF HEALTHY
FOODS IN FOOD SHELVES

POINT-OF-DECISION PROMPTS TO
ENCOURAGE HEALTHY CHOICES

PHYSICAL ACTIVITY POLICIES

This material was funded by USDA's Supplemental Nutrition Assistance
Program - SNAP. The State of Minnesota is an equal opportunity provider.
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reaching over

PEOPLE

IMPRESSIONS

on people interacting with PSE
changes and social marketing®.

*Includes commercial marketing combined with public
health approaches in order to achieve significant, large-
scale public benefits. Methods include advertising, mass
communications such as interactive websites, social
media or earned media, and formative research and
pilot testing.




