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Message from LLC Board Members and Chief Campaign Officer

Dear Friends,

Minnesotans take great pride in our state’s
progressive nature—and rightly so. It is based
on a pervasive sense of non-complacency
where all are concerned. And so, in 2011 as the
plight of some of our less fortunate neighbors
came to light, we could not stand by and
watch.

We were surprised to learn that almost

50 percent of our fellow citizens in

need of hunger relief were among our

most vulnerable—children and seniors.
Furthermore, they were not the only
populations affected. Hunger in Minnesota
had doubled in five years, and in general,
hungry or food-insecure Minnesotans were
missing an average of a meal every other day.

Hunger was and is an urban, rural and
suburban problem with tangible social and
economic impact. Hunger lowers students’
grades, raises rates of suicide and, counter-
intuitively, contributes to obesity. A 2010
University of Minnesota Food Industry
Center study estimated that our food
insecure citizens cost our state $1.2-$1.6
billion annually in health care and education
expenses. A subsequent Brandeis University
study calibrated these costs even higher.

And yet, those working for so long and hard
on the front lines to address this problem
felt that solutions were within reach and
that the system could do better. Leaders

in the emergency food system space knew
that we had enough food. But issues related
to the supply chain—system capacity and

absorption—as well as the under-utilization of
existing federal nutrition programs by those
who qualify, were creating what was labeled
the “meal gap” that needed to be filled.

We came to recognize that to create and
cause real, systemic, transformative solutions
to the fundamental problem of providing food
to the hungry on a sustainable basis, more
people needed to be involved across sectors.
More money needed to be strategically
invested. Simply put, more needed to be
done.

Grounded in our own experience and point-
of-view, we wanted to help. We wanted to be
at the table. So, we posed a question: What
if we applied business strategies and data
analysis and engaged corporate, community,
nonprofit and government leaders to address
the seemingly stalled problem of food
insecurity? Could we make a meaningful
impact? More importantly, could we drive
sustainable outcomes? In partnership with
hunger-relief non-profit leaders, we were
determined to try.

Launched in 2011, from a rigorous business
plan developed by The Boston Consulting
Group and with a hard-and-fast end-date,
Hunger-Free Minnesota grew to become the
first-of-its-kind . . . time-limited . . . state-
wide ... data-driven ... cross-sector...
engagement campaign—with all the urgency
that characterization implies.

Pivotal to our effort was the 2011 Missing
Meal Gap Study by Feeding America, which
provided the data to support our goal. Using
a refined methodology that first emanated
from Second Harvest Heartland, we identified
a gap of nearly 100 million missing meals
among Minnesota families and individuals.
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Thus, with data in hand and stemming

from deep roots in the emergency food
relief network, the Hunger-Free Minnesota
collaborative set out to bring together even
more community, corporate, education,
health care, government and policy, research
and media entities to fight hunger. This
collaboration was girded, of course, by the
scores of staff and volunteers these entities
deploy, dedicated people digging deep to
solve a problem at a seemingly intractable
level.

Eight founding partners created the action
plan vetted by 500 stakeholders across the
state. We set out to fill the meal gap through
improved food sourcing from farm to table
and in-between, building service capacity,

as well as heightened government nutrition
program awareness and participation. Our
model of collective impact ultimately targeted
adding 60 million meals. Tangible goals

were set and met, thanks to a cumulative
investment of more than $9.7 million in
communities spanning Minnesota, and the
impact of 431 creative projects conceived of
and implemented by hundreds of individuals
through eight key initiatives that evolved over
time.

Everyone had their role to play in making the
campaign a winner. All told, as many as 3,000
people were engaged.

We did indeed move the needle to sharply
reduce food insecurity—to close the
“missing meal gap.” As a collaborative, we
exceeded our goal and added 70 million
meals to Minnesota’s hunger-relief system.
Concrete data provided clarity of insight and
perspective, which, when combined with
on-the-ground, local ingenuity, resulted in
customized programs whose impact totaled a
sum greater than that of its parts. Many have
been replicated and likewise localized across
the country.

Hunger-Free Minnesota truly was a hybrid of
creative agility, experimentation and cross-
sector collaboration.

As the campaign comes to its intended
endpoint, we believe this Minnesota model of
“collective impact” has set in motion a legacy
that is already having national impact. It will
carry forward the promise of food for every
child—for their good, the good of our state
and beyond.

But for now, it is time to acknowledge
accomplishments to-date, and to extend
heartfelt gratitude to those who had a hand
in boldly creating a new spirit of possibility in
Minnesota’s fight against hunger.

With our thanks,

Dan Gott, The Boston Consulting Group

Rob Johnson, Cargill Foundation (retired)

Shawn O’ Grady, General Mills

Tim Roesler, American Public Media and
Minnesota Public Radio

Ellie Lucas, Hunger-Free Minnesota
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Campaign Initiatives: Hunger-Relief Set Free

As the basis for the Hunger-Free Minnesota campaign, our founding coalition of eight hunger-
relief organizations partnered in 2011 with The Boston Consulting Group to build a data-

driven business plan with a wide-ranging set of targeted initiatives. Hunger-Free Minnesota

was a limited liability partnership with Second Harvest Heartland as its fiscal sponsor in

this arrangement. For accountability, a high-level oversight board was formed. Built on this
foundation, the organization and its plan blended business strategies with community ingenuity
to create the first comprehensive effort of its kind in the U.S.

Each initiative addressed a specific, well-defined problem with actions informed by data and
strategically designed to mobilize both funding and unique coalitions of stakeholders aimed
at achieving targeted, measurable results in a particular space. Execution was proactive and
collaborative, responsive and nimble. Indeed, as time went on, the original set of initiatives
evolved along emerging pathways.

One thing remained constant, however: Hunger-Free Minnesota never strayed from its ultimate
metric—closing the 100 million meal gap. We added 70 million new meals over three years,
exceeding the original 60 million meal target. The execution of this plan, through the initiatives
outlined on the following pages, led to a real transformation of the hunger-relief landscape in

Minnesota.
Measuring System-Wide Performance
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Agricultural Food Rescue: Creating an Ag Surplus
Pipeline

Performance Goal: 10.4 Million Meals
Result: 6.64 Million Meals
Investment: $1 Million

When Hunger-Free Minnesota began, our six original
Feeding America food bank partners, along with Hunger
Solutions Minnesota and the Greater Twin Cities United
Way—the members of our “Project Implementation
Committee”—were aware that an astounding 210 million
pounds of surplus crops, including potatoes, sweet

corn and peas, were available in Minnesota each year
because they went unharvested or were harvested but
not sold (SOURCE: The Boston Consulting Group).
Apple orchards presented another opportunity for
gleaning. These partners saw the huge potential of this
agricultural surplus to increase the amount of fresh
produce available to low-income Minnesotans. They
believed that if they were successful in capturing and
distributing such fresh, nutritious food, they could create
a model for replication on a national scale.

The goal was to source 12.5 million pounds—equivalent
to 10.4 million meals—from surplus Minnesota crops
annually and sustainably by the end of the 2014-15
harvest season. To achieve this level of crop donation,
the initiative worked with growers and processing
companies across the state to overcome obstacles
related to awareness, costs, logistics and absorption
issues, and to direct surplus food through Minnesota’s
existing network of emergency food banks.

In 2011, Cargill provided a generous, two-year grant

to Hunger-Free Minnesota for foundational research,
strategy and leadership, which ultimately established a
scalable model for agricultural surplus capture.

Also in 2011, Hunger-Free Minnesota conducted
extensive research to build a detailed understanding

of the potential for surplus food from Minnesota’s
agricultural industry. This research included an analysis
of the Minnesota crop supply with data from the United
States Department of Agriculture (USDA), including:

e acres planted,;

e counties with the highest potential for fresh and
edible crops, based on total acreage planted and
density of acreage planted per square mile; and

» average yield per acre for the four biggest edible
crops in Minnesota, which are potatoes, sweet corn,
dry beans and peas.

In the meantime, Hunger-Free Minnesota formed a
statewide work group from across the agricultural
supply chain and hunger-relief organizations, bringing
together members’ cross-sector knowledge to develop
strategy, address barriers and create action plans. The
group included leaders from Cargill, Colle+McVoy,
Dorsey, The Food Group, General Mills, Great Plains Food
Bank, Hunger-Free Minnesota, Minnesota Agri-Growth
Council and Second Harvest Heartland. Seneca Foods
Corporation and SUPERVALU Inc. also joined the 2012
Sweet Corn Pilot program effort.

Precedents and other statewide models were also
considered. Hunger-Free Minnesota conducted primary
and secondary research to obtain additional knowledge
of strategic approaches and best practices from other
states with agricultural surplus programs, including Ohio
and California.

By the campaign’s end, Hunger-Free Minnesota and

its work group had completed and executed a three-
pronged strategy that: 1) expanded partner relationships
to capture more than six million meals from agricultural
produce; 2) invested in experimental methods to absorb
more of this produce within Minnesota food banks and
food shelves; and 3) supported a sustainable revenue
source through a Minnesota Department of Agriculture
(MDA) appropriation that would continue to fund the
effort beyond 2015. Passed and signed into law in May
2014, this three-year, $2 million “Farm to Food Shelf”
legislative appropriation included administrative financial
support for Second Harvest Heartland, on behalf of the
six Feeding America food banks that serve Minnesota, to
compensate farmers and processors for costs incurred
to harvest and package surplus fruits and vegetables.
Hunger-Free Minnesota’s data showing missing meals
by census tract in each legislator’s district proved to

be an effective tool to inform them of food insecurity
prevalence—the meal gap—among constituencies in
their home districts.

The overarching ingenuity, research base, common sense
and success of these endeavors prompted our lead
Minnesota partner, Second Harvest Heartland food bank,
along with Feeding America at the national level, to
create the Produce Capture Institute. The Institute now
funds and scales pilots across the country in support

of strategies to increase the supply and distribution of
fresh agricultural surplus across state lines to Americans
in need.
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The 2013 Minnesota
Sweet Corn Rescue
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PARTNERS: Cargill, General Mills, Second Harvest Heartland, Seneca Foods, Birds Eye, Feeding America, SuperValu

In addition, Hunger-Free Minnesota provided a legacy
grant to Second Harvest Heartland to explore the
concept of a regional hub involving food banks in
Wisconsin, North Dakota, South Dakota and lowa that
leverages purchasing and logistical costs associated with
agricultural surplus rescue efforts.

COLLE + McVOY

SNAP Awareness and Education: A Campaign
Within a Campaign

Performance Goal: 17 Million Meals
Result: 37.3 Million Meals
Investment: $991,000

In 2011, Minnesota’s Department of Human Services
(DHS) estimated that only 64 percent of Minnesotans
who were eligible for SNAP food support (the U.S.
Department of Agriculture’s Supplemental Nutrition
Assistance Program) were participating in the program.
Also, at the time, Minnesota ranked 43rd of the 50
states in SNAP utilization. Many of those not enrolled
were not even aware that they were eligible, or held
misconceptions about eligibility, or simply found

the application process too daunting. Two particular
populations figured in this mix:

» Senior citizens, who don’t realize that they qualify,
who tend to be sensitive about asking for help
because it threatens their pride and independence,
and who struggle with transportation issues and the
feeling of being overwhelmed by the process

* The recently unemployed, people—often with
families to support—who were suddenly thrust into
poverty by the Great Recession and were unfamiliar
with the workings of SNAP

Hunger-Free Minnesota set out to increase awareness
and education about SNAP among these worthy
groups in order to increase the number of income-
eligible Minnesotans enrolled in the program and
receiving food. General Mills provided pre-campaign
marketing expertise on a pro-bono basis; its “Good
Works” team conducted focus group research and
provided messaging refinement, which were critical
to determining the market positioning platform and
creative direction of the campaign.

The SNAP marketing campaign launched strongly

in 2012, thanks to funding from the General Mills
Foundation, and the resources and additional expertise
of Hunger Solutions Minnesota, DHS, AARP Minnesota
and CompassPoint Media. Thanks to this support, the
campaign also received matching funds from the USDA.
Total calls to the Minnesota Food Helpline increased 200
percent, total calls screened as qualified rose by 256
percent and total calls from eligible seniors increased
350 percent.
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In 2013, Hunger-Free Minnesota improved upon the
SNAP campaign’s 2012 success by sharpening the
budget and devising a data-driven strategy to zero in on
select urban and rural communities that were identified
as either underperforming or having significant growth
potential.

We deployed traditional and non-traditional means

to reach key audiences including boldly designed

ads, flyers, posters and placemats and table tents for
congregate dining sites, all distributed to more than
2,000 outreach partners. We held a kick-off event

at a senior center inviting policy makers, community
members and media. We used outdoor advertising and
transit stops, grocery store receipts, radio advertising
and state-wide radio news programming and Google
search advertising to drive referrals and calls to the
Minnesota Food Helpline. We partnered with AARP
Minnesota to reach seniors and helped simplify how
people accessed support on the Hunger Solutions
website. The campaign significantly raised awareness,
and provided vital education to remove stigmas and
to reduce other barriers to getting help to reduce food
insecurity.

The SNAP Awareness and Educational campaign led

to a substantial increase of 37 million new meals by
collectively generating a steady stream of new inquiries,
referrals and activation.

HUNGER
SOLUTIONS

Winning Minnesota’s Food Fight

Minnesota Department of Human Services

Community Close-up: Navigating Community
Solutions through a New Lens

Performance Goal: 3.7 Million Meals
Result: 6.9 Million Meals
Investment: $3.57 Million

Hunger & Healthcare Portfolio:
Performance Goal: 1 Million Meals
Result: 0.48 Million Meals
Investment: $1.22 Million

In its original business plan, Hunger-Free Minnesota
recognized that the success of many of its efforts to
close Minnesota’s missing meal gap depended ultimately
on the capacity of community-level organizations to
optimize their services. Therefore, one key initiative
involved heightening the capacity levels of our partners
on the ground, relieving hunger right at home in their
own communities.

To provide strategic insight for prioritizing system
capacity investments, Hunger-Free Minnesota partnered
with The Boston Consulting Group in the summer of
2012 to create a new geo-analytics tool that would
serve to focus capacity-building opportunities within
Minnesota’s hunger-relief system at the local community
level. Called “Community Close-Up,” this detailed and
informative data analysis tool, along with training, was
made widely available as a resource to determine how
many meals our hungriest residents were missing and in
exactly which census tracts they resided. Demographic
information provided for each of Minnesota’s 1,338
census tracts helped suggest and inform strategies for
closing the meal gap in towns and neighborhoods.

The Community Close-Up initiative provided a unique
ability to use data to match demand for missing meals
with community resources. Through grant-making

that encouraged use of the Community Close-Up

tool in innovative new ways, it served as a catalyst to
bring together people across sectors—food shelves,
businesses, schools, hospitals or clinics and hunger-relief
services—who could collaborate in customizing action
plans for their communities.

Community Close-Up data analysis was and is no
substitute for local knowledge. However, it can deliver
precise insight into how and where to target efforts,
thus providing a vehicle to foster collaboration within
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communities. The Community Close-Up tool informed
strategies, coalesced partnerships, and served as

the basis for well-informed, inclusive planning and
implementation of new and existing services.

Beginning in 2012, Hunger-Free Minnesota issued several
rounds of requests for proposals across the state,
offering funding to organizations interested in increasing
their capacity to fight hunger among those most in
need. Community Close-Up data analysis, training and
consultations were offered and encouraged in each
round. Proposals followed a strict vetting protocol
starting with staff and proceeding through a grants
committee comprised of representatives from major
funders—General Mills, Cargill and UnitedHealth Group
—as well as rotating members from the campaign’s
founding partners in the emergency food system sector.
Grants were ultimately recommended by the campaign’s
Project Implementation Committee and approved by the
Steering Committee.

Evaluation criteria required innovation, collaboration and
adherence to custom evaluation plans that measured
meals, as well as more qualitative intended and
unintended outcomes, as a means of capturing out-of-
the-box ideas. With grants opportunities offered for
both planning and implementation purposes, there was
an inherent “R&D” factor built into this initiative.

In 2013, a pattern seemed to emerge: A number

of proposals requested funding to foster greater
collaboration between hunger relief and the healthcare
system. In response, we again partnered with The Boston
Consulting Group to analyze the potential of such
integration projects. The research identified powerful
ways in which the healthcare delivery system could help
serve the food-insecure. The ubiquity of the healthcare
system throughout the state was found to be of service
in two possible ways: 1) performing services, such as
screening, nutrition counseling and referrals to hunger-
relief agencies; and 2) the actual provision of meals.

All told, 17 grants were made to 14 organizations in the
healthcare space.

The Food Pharmacy at Hennepin County Medical
Center (HCMC) is a prime example of the hunger-health
intersection model. Using a grant from Hunger-Free
Minnesota, the Food Pharmacy has provided food to
families receiving services at HCMC since 2008 and

was cited by the Joint Commission on Accreditation
of Hospital Organizations (JCAHO) as a hospital “best
practice” in 2014.

Of the 75 Community Close-Up grants awarded across
Minnesota, including the healthcare portfolio, 67 were
deemed either a success or on track when the campaign
ended this initiative.

As part of the campaign’s legacy effort, Hunger-Free
Minnesota distributed county maps with the latest meal
gap data (2012-2013) drawn from the MDE, MDH and
DHS to Minnesota’s Feeding America Food banks and
targeted regional development commissions for use in
their service areas. The Community Close-Up tool has
proved powerful in communicating the plight of the
hungry in government advocacy efforts, in addition to
use in directly addressing hunger relief at the local level.

With the close of the campaign, Hunger-Free Minnesota
passed on the updated Community Close-Up data tool
to Second Harvest Heartland, Minnesota’s largest food
bank, which will continue to offer it as a resource to
support capacity-building efforts in the hunger-relief
sector.

(@ FREY FOUNDATION
o F M I N N E S O T A
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Retail Food Rescue: Letting Nothing Go to Waste

PERFORMANCE GOAL: 10.4 Million Meals
RESULT: 12.9 Million Meals

PARTNERS: Feeding America Food Banks in
Minnesota

Minnesota’s Feeding America food banks led the retail
food rescue initiative, serving essentially as “wholesalers
for the emergency food system. Thanks to their ongoing
work with Minnesota’s grocers and “big box” retailers

to rescue food that might otherwise have been wasted,
our food banks coordinated a large-scale donation effort
that redistributes quantities of useable product to local
food shelves and meal programs. They have continued
increasing volume for the state’s food shelves and

meal programs even as government commodities and
manufacturer donations have flattened.

»

At the close of this campaign, these partners collectively
added 12.9 million meals to the state’s emergency food
system by rescuing an additional 15.5 million pounds of
food compared to 2011. Combined with the growth of
agricultural surplus rescue, the food banks’ retail food
rescue efforts have kept increasing volume to the state’s
food shelves and meal programs. It is predicted that
these rescue efforts will continue to grow over the next
few years at a considerable rate.

As an outgrowth of the retail food rescue initiative,
Hunger-Free Minnesota also helped to develop the
concept of a non-profit grocery store in Minneapolis,
in partnership with Pillsbury United Communities
(PUQ), called The North Market. We provided funding,
assembled a work group of experts, and collaborated
with PUC to obtain support from Hennepin County on
redevelopment of the site, which is located in a North
Minneapolis “food desert.”

so00,
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Prepared Food Rescue: Seizing Opportunities
Existing and New

PERFORMANCE GOAL: 3.2 Million Meals
RESULT: 0.04 Million Meals
INVESTMENT: $78,700

In Hunger-Free Minnesota’s business plan, prepared
food rescue refers to food donations from commercial
sources, such as restaurants, dining halls and hospitals.
Based on an analysis of Minnesota’s solid waste data,
an excess of 200 million pounds of commercial food
waste is thrown away annually—a portion of this due to
overproduction and under-consumption. While it is not
feasible to reuse all the surplus food for consumption
needs, recovering just 0.5 percent is enough to provide
approximately 3.2 million meals.

Prepared food rescue is complicated due to
fragmented small volume donations and critical food
safety considerations. In most cases, prepared food
rescue efforts do not lend themselves to large scale
aggregation and redistribution systems that work
for non-perishable food donations. Initial research
confirmed this premise—while prepared food rescue
was already occurring in Minnesota, it was usually

in small donated quantities and only between a few
organizations. Far too many donors who had surplus
food, as well as meal programs that could use this food,
were not connecting for a variety of reasons.

Hunger-Free Minnesota set out to foster a new
environment for prepared food rescue in Minnesota by
lowering the traditional barriers and developing new
networks of donors and recipients.

The campaign first identified best practices among

the nation’s leading prepared food rescue programs
and developed specific guidelines for new Minnesota
donors and recipients. Guidelines covered issues such
as labeling standards, liability concerns and food safety
standards.

As another key element of this initiative, Hunger-

Free Minnesota identified educational institutions and
corporate campuses as priority sources of prepared food
donations. The dining services for these organizations
serve large populations on a daily basis and typically
have a consistent amount of surplus food available for
donations.
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Zero Percent, to post food donation online
and alert nearby agencies of available food

efficiently connect multiple food donors
and potential recipients. Zero Percent
also allows major food donors, such as
corporate or university food services, to
track their donations for sustainability
purposes.
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The campaign launched a program utilizing
Zero Percent with multiple recipients

in real-time in the belief that this app

will help overcome the fragmented and
small donation volume issue. It is part of
our ongoing effort to deal with supply
chain issues. Major organizations are
wasting too much food, and they know

it, and want to do something about it.
Challenges include properly storing the
leftover food, transportation logistics, and

9

food preparation on the recipient end.

Hunger-Free Minnesota staff then developed new
partnerships with local meal programs, food banks
and national food recovery organizations, including
Community Food Response in Rochester; Second
Harvest Northern Lakes Food Bank in Duluth; and
Loaves & Fishes in the Twin Cities metro area.

2014 saw the launch of the Minnesota Campus Food
Recovery Challenge, supported by Campus Kitchens
Project and Food Recovery Network, two organizations
that foster student-led efforts to build more sustainable
approaches to food service on campuses and, in turn,
donation of residual food into their communities.
Hunger-Free Minnesota funded both Campus Kitchens
Project and Food Recovery Network to establish
Minnesota chapters.

As part of the Challenge, Hunger-Free Minnesota helped
form new, full-fledged food recovery enterprises at
Carleton College, Macalester College, the University of
Minnesota—Twin Cities campus and the University of St.
Thomas. The University of Minnesota—Duluth campus
and St. Olaf College made good progress toward
becoming official chapters, with Central Lakes College
and Saint Cloud State University beginning the process
with promise.

The campaign also completed a study with the College
of St. Benedict and its Community Kitchen food
recovery program. This pilot utilized Zero Percent, a
web-based technology and application designed to

Donor partners include Cargill corporate
headquarters, General Mills corporate headquarters,
Medtronic corporate headquarters, Best Buy corporate
headquarters, Hopkins High School and Eagan High
School.

Legacy partners are stepping up and will continue to
examine re-purposing prepared food, with a focus on
not-in-school-time and summer feeding programs.
Refinements in the delivery channels and pipeline for
getting perishable food from donor to recipient are
being developed to strategically deploy more meals to
hungry children.

THE
CAMPUS

KITGHENS
PROJECT™
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Childhood Hunger Platforms: Growing a
Hunger-Free Minnesota for Our Kids

Currently in 2015, there are 495,424 Minnesota children
ages 0-18 who struggle with food hardship. Through its
work to fight hunger within three government-funded,
child-focused programs, Hunger-Free Minnesota made
strides toward making our kids food-secure. Our work
to-date has served to make us that much more aware that
the kind of collective-impact, total-solutions approach
employed by the campaign could further evolve to
benefit thousands of our kids and the future of our state.

School Breakfast Program & Challenge

PERFORMANCE GOAL: 4 Million Meals
RESULT TO-DATE: 4 Million Meals
INVESTMENT: $1.65 Million

Minnesota students are missing nearly 33 million
breakfasts every year. The federally funded School
Breakfast Program provides free- and reduced-price-
eligible students access to free or low-cost breakfasts at
school. However, in Minnesota, overall participation has
historically been only 40 percent (Source: EnSearch, Inc.).

And yet, research by the University of Minnesota shows
that when children routinely eat breakfast at school, they
perform better academically, they have better attendance
records and fewer behavioral problems, and they are at
lower risk for being overweight or obese.

A study by Deloitte and Share Our Strength further
demonstrates the positive impact of providing school
breakfasts to Minnesota kids in need. The study estimated
that 47 percent of low-income middle and elementary
school children who are eating school lunch are also
eating school breakfast. If 70 percent of those eligible
students who eat school lunch were also eating school
breakfast, 127,730 additional kids would also be fed in the
morning. This could add up to 62,508 additional school
days attended annually, with 41,672 achieving better math
scores and 10,418 more students ultimately graduating.

We found, however, that there are problems associated
with the traditional models of School Breakfast or
Breakfast in the Cafeteria where breakfast is served
before the start of the day. Many students who need
breakfast do not get to school early enough to eat it.
Also, many students want to avoid the stigma of being
labeled “poor,” which often happens when they are seen
eating breakfast in the school cafeteria.

New breakfast meal service models, such as Breakfast

in the Classroom, Second Chance Breakfast and Grab

‘n’ Go, have been created in the last few years to
encourage participation, making food more conveniently
accessible while removing stigmas. These programs

use tools such as mobile service carts for convenient
and flexible distribution in hallways or classrooms when
students arrive or during morning breaks. The meals
consist of clean and easy-to-eat items, such as breakfast
sandwiches, plus milk and fruit or juice.

The campaign’s initial work related to the school
breakfast initiative began in 2011-2012. We conducted
extensive research and meetings in Minnesota and
across the country, exploring areas where improvement
was needed and reviewing best practices, both

for increasing participation and for educating

school districts on the enrollment process for meal
reimbursement. Staff made presentations and organized
outreach efforts with the Minnesota Association of
School Administrators, the Minnesota Elementary
Schools Principals Association and the Minnesota School
Nutrition Directors.

As an outgrowth of this foundational research and
outreach, the campaign and its partners implemented

a media effort and prepared promotional materials
customized for schools. We also created a tool kit, which
received best-in-class recognition by Share Our Strength
and Feeding America. We were especially proud to
partner with The Brand Lab’s program of college-

age interns from low income and ethnically diverse
backgrounds in the preparation of these materials aimed
at elementary, middle and high school students. Many of
these students, who are pursuing careers in marketing
and advertising, had experienced food insecurity
themselves growing up.

In addition, we established a multi-year partnership with
the Children’s Defense Fund-Minnesota as our backbone
organization to build focused outreach efforts in school

districts and K-12 schools.

With this foundation in place, in 2013 we launched the
School Breakfast Challenge |, a performance-based
incentive plan whereby participating K-12 schools
received a per-meal cash award for every additional meal
served, as measured against the previous year. Thirty-five
schools participated in our pilot year 2013-2014, with 120
participating in the School Breakfast Challenge Il during
the 2014-2015 school year, all supported by our staff
resources, marketing materials and a dedicated section
on the Hunger-Free Minnesota web site.
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A dedicated Hunger-Free Minnesota staff position,
support from The Children’s Defense Fund, a host

of education stakeholders within MDE, the schools
themselves and staff at the district level got behind the
campaign’s newly orchestrated effort to get more kids
in need the breakfasts they require and deserve. Various
incentives were built into the Challenge in its first two
years, with varying degrees of success.

Then-Lieutenant Governor Yvonne Prettner Solon
embraced the School Breakfast Challenge, serving as
lead spokesperson at kick-off events in Minneapolis
and Duluth, both of which attracted significant media
attention. The Lieutenant Governor was instrumental in
getting the program off to a good start by stimulating
awareness and participation in high-need schools. She
also helped to engage the Commissioner of Education
to work on our behalf in support of the statewide
instructional time memorandum that releases teachers
to teach while students eat breakfast in their classrooms
—a critical step in removing barriers to this program.

The campaign’s concerted efforts made a real difference.
In the four years since it launched the school breakfast
initiative in 2011-2012 until the end of March 2015, yearly
comparisons show an aggregate increase of 10.5 percent
in the number of schools offering breakfasts to those
students eligible for free and reduced-price meals, with a
24 percent increase in the number of breakfasts served.
The School Breakfast Initiative added 3.3 million meals
to help close the meal gap. Further analysis confirmed
that contact with Hunger-Free Minnesota and its
partners added four times as many breakfast meals per
site as compared to those lacking engagement.

We don’t think any deserving child should leave
breakfast, literally, on the table. Work in this vital arena
must and will continue through Hunger-Free Minnesota’s
legacy organizations as they evolve.

NOKID
HUNGRY’

SHARE OUR STRENGTH

State of Minnesota
Office of Lt. Governor

GENERAL MILLS

Not-in-School-Time Meals

PERFORMANCE GOAL: 4.5 Million Meals
RESULT TO-DATE: 0.21 Million Meals
INVESTMENT: $650,000

National data confirms that many students arrive at
after-school programs hungry. It’s been hours since
lunch, and some of these kids know that they may not
have dinner waiting at home. Hunger-Free Minnesota’s
Not-in-School-Time Meals initiative was created to
increase the number of out-of-school-time snacks and
meals served in after-school programs.

In 2010, the Healthy Hunger-Free Kids Act expanded

a federally funded after-school meal reimbursement
program to all 50 states. In Minnesota, usage of these
available funds has been very low. The campaign’s work
began in early 2013 by identifying key barriers to and
strategies for engaging schools and community-based
organizations to consider enrolling in the Child and Adult
Care Food Program (CACFP).

CACFP is a federal food program that provides healthy
meals and snacks to children through after-school
programs during the school year. Through CACFP,
select after-school enrichment programs at schools,
community centers or other venues are reimbursed for
snacks or meals served to participating children. The
kids can be served any time after the official end of the
regular school day.

Participating programs must meet several requirements,
including location on sites where at least 50 percent of
the children in the school attendance area are eligible
for free- or reduced-price school meals. They must offer
educational or enrichment activities. They must meet
licensing, health and safety codes as required by state
or local law. And, they must serve nutritionally balanced
snacks or meals that meet USDA standards with foods
such as milk, meat, vegetables, fruit and bread.

After completing a national survey of best practices
from other states that have implemented programs of
this type, Hunger-Free Minnesota launched a rolling
grant opportunity to incent programs to enroll in At-
Risk CACFP with the goal of serving snacks or meals,
expanding existing snack or meal programs or migrating
from a snack to a meal service. The campaign built a
strong collaboration with the Minnesota Department of
Education, which administers CACFP and At-Risk CACFP
in our state, and together we will continue to leverage
resources to increase awareness and enrollment.
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Ongoing work in this area will continue through Hunger-
Free Minnesota’s legacy organizations. It will focus on
strengthening partnerships with organizations, such

as Providers Choice, a Minnesota CACFP sponsor,
working in early childhood development, and regional
development commissions, to create “hubs” for
efficiently reaching children through licensed daycare
centers, school programs and other community
programs that extend the potential for increasing the
numbers of Not-in-School-Time meals served. We also
worked with Youthprise, a grant recipient, to fund their
sponsor-status with the MDE; they are moving quickly to
include meals within their academic enrichment network.

Women, Infants and Children (WIC)

PERFORMANCE GOAL: 5.8 Million Meals
RESULT TO-DATE: 1.07 Million Meals
INVESTMENT: $290,000

Hunger-Free Minnesota’s original business plan
identified an opportunity to provide more meals through
greater utilization of the Women, Infants and Children
(WIC) program. A combination of increasing the total
enrollment, as well as keeping those enrolled in the
program longer, as their children age, would result in a
net addition of meals.

The campaign joined forces with the Minnesota
Department of Health to identify potential opportunities
to increase program participation and retention.
However, a variety of factors limited the campaign’s
ability to add meals through the WIC program.
Minnesota already is consistently among the top five
states in enrollment of eligible families, with participation
approaching 80 percent. In addition, total enroliment has
levelled but is nevertheless down as Minnesota’s birth
rate has fallen significantly since a 2007-2008 peak.

Further, enrollment in WIC is higher for mothers, infants
and children less than age two, but retention is an issue
after that, even though children are eligible through age
five.

To better understand the complicated web of issues
related to WIC participation—which challenges mattered
most and what messages would effectively drive either
enrollment or retention—the campaign engaged in
professionally conducted market research coordinated
by Pillsbury United Communities in 2013. Four focus
groups comprised of eligible non-participants in WIC
were held in Minneapolis, Circle Pines, Grand Rapids and
St. Cloud.

Strengthening communication with WIC participants and
the general public was an important strategy. We took
the following actions to support greater WIC utilization:
Hunger-Free Minnesota presented at the annual
Children’s Hospitals and Clinics of Minnesota Community
Health event on the importance of early nutrition in
school readiness; we underwrote a Minnesota WIC
research brief by Children’s HealthWatch—a nonpartisan
network of pediatricians, public health researchers,
policy and child health experts; we partnered with

the Minnesota Department of Health, including the
Commissioner’s office, to co-sponsor hunger and health
forums; we developed a WIC program brochure targeted
to physicians; and we funded a hospital referral pilot to
support program enrollment in a clinical setting. More
still needs to be done, but these are examples of efforts
that help ensure a healthy start in life for all at-risk young
children.

Based on experience and this research, we are convinced
that although challenges persist, opportunities to add
meals through the WIC program exist through work to
sustain Minnesota’s currently high level of participation
and through increasing the average length of time a
family stays in the program. Ongoing work in this area
will need to encourage participation among the most
challenging 20 percent who are eligible but not involved.
Keeping young children connected to WIC is important
work. More needs to be done to increase program
access and participation retention, given the proven
benefits of WIC.

e
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Hennepin County
Medical Center
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Thank you so much for the grant to support our hunger-relief efforts in Cass County.
These funds will have a major impact on a community with very high poverty, hunger and

chronic disease . . . This project would not have come together without the support and
encouragement by you and your great staff. - Sue Estee, executive director, Second Harvest North
Central Food Bank

The Research Factor: A
Campaign Grounded in Reality,
Hunger = Meals Missed

Five pivotal studies informed the campaign’s preliminary
understanding of the scope of Minnesota’s hunger crisis,
along with the extensive data analysis by The Boston
Consulting Group that grounded the original business
plan:

¢ Missing Meals Study, 2008 (Source: Second Harvest
Heartland)

¢ Hunger in America: Minnesota Study, 2010 (Source:
Feeding America)

* SNAP Access Study, 2009 (Source: The Boston
Consulting Group)

» Cost/Benefit Hunger Impact Study, 2010 (Source:
University of Minnesota Food Industry Center)

¢ Map the Meal Gap Study, 2011 (Source: Feeding
America)

Emanating from this insightful body of work, the
campaign leadership decided to define and measure
hunger in terms of missing meals vs. pounds or other
metrics—an “ah-hah” moment for many who became
stakeholders along the way.

From there, in keeping with the campaign’s data-driven
approach, collaborations were formed at key junctures
with experts, such as those at Children’s HealthWatch,
a nonpartisan network of pediatricians, public health
researchers, and policy and child-health experts that
conducts primary research to inform public policies
that impact children’s health. They first produced for
the campaign a brief in 2013: Food Security Protects
Minnesota Children’s Health. We also commissioned
them in 2014 to provide an additional policy brief
articulating Minnesota’s participation and retention/
drop-off rates in the WIC program: Building on Strength:
Keeping Young Children Connected to WIC.

Such work instructed campaign stakeholders and policy
makers at the local, state and national levels as to the
fundamentals of the hunger issue, and the importance
and credibility of our efforts on an ongoing basis.

The Evaluation Factor:
Accountable Once and for All

The Hunger-Free Minnesota campaign was publicly
accountable from the start: from the planning stage,
moving through the operation stage, and finally, as to
measurable impact along the way—all with an eye toward
rigor, results and replication.

Dr. Stacey Hueftle Stockdill, founder of EnSearch, Inc., a
national evaluation firm, directed the evaluation process
starting in 2011. Her evaluation plan, specially designed
for the campaign, provided ongoing feedback about what
was working, where modifications were needed, and, at
the end of the day, quarter or year, where impact should
and could be documented. Dr. Stockdill, who has taught
evaluation methods at the graduate level at the University
of St. Thomas, Metro State University and the University
of Minnesota, based the Hunger-Free Minnesota
campaign evaluation plan on her copyrighted approach,
which flows from and directly links to an organization’s
mission-critical goals and desired outcomes.

Her design measured impact by determining the
accomplishment of intended as well as unintended
outcomes. Her work involved tireless consultations with
experts in the hunger-relief space, as well as secondary
analysis of existing databases and research tools and
reports.

Her efforts supported and encouraged the collective
impact model of the campaign by gathering first-hand
feedback from a highly inclusive band of collaborative
partners regarding Hunger-Free Minnesota’s strengths
and weaknesses, enabling staff and consultants to modify
and improve their strategies and approaches as needed.
Her collaborative partners surveys in 2012 and 2013
elicited confidential, frank, open-ended—and useful —
guiding comments.

Grant-making was a significant element of the campaign
and Dr. Stockdill drove the development of the evaluation
system for funding processes and evaluation.

And, it is her scorecard that tracked progress against
closing the Missing Meal Gap, the game-changing
measuring stick of Hunger-Free Minnesota.
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Your grant will allow us to examine food insecurity and child health in Minnesota and create
a policy brief. This work is critical to the mission of Children’s HealthWatch to provide

timely, scientific evidence to inform effective public policies that improve the health and
development of our nation’s youngest children. - Kathleen E. Walsh, president and CEO, Boston
Medical Center

The Visibility Factor: Hunger-
Free Minnesota Messages
Carried Loud and Clear

There’s an old public relations adage that still holds
true: First, do something good. Then, tell people about
it. Every successful campaign must find its voice. And
Hunger-Free Minnesota did so resoundingly.

The campaign’s communication goal was basically two-
pronged: demystify stereotypical notions of hunger and
explain the concept of food-insecurity, along with its
prevalence. To lend credence, communications strategies
and tactics were grounded in the research and data that
drove the campaign in the firs