ffenade

Foundation For Essential Needs

Table of Contents

Table of Contents 1
Introduction 2
[MNPACT STOMIES .ottt bbbttt 3
FENS WY teeeeeeereeesseeessessseessssssesssssssssssssssssessssssesessssssssssssssssesssssssssssssssssssssssssssssssnes 4
Reflective and Guiding Questions For Food Shelf Leadership: 5
Facilitation and Conversation Guides 8
Let's talk aboUt €MIPAtNY ... 8
What's the deal With tranSParENCY 2. e 9
TIPS FOr FACHITATION .ottt 10
Expectation setting and ground rUIES..........ceeeeeee e 10
General ConversatioN GUIAEIINES.. ... N
TypeSs Of DISCUSSION SETLINGS: ...t ssssssssssssssssssssssssssesses 12
Example FaACilitatioN GUIAES....... e sasans 13
Shopper Voice Tools 16
Tool 1: Educational and reflective materials for internal food shelf
STAKENOIAEIS ...ttt baes 17
TOO!l 2: COMMIUNILY MNIEAIS.....eie ettt s 19
TOO!I 3: SNOPPEI FOCUS GIrOUPS.....oeeeeeeeeeteeteeee e sae s sae s saeas 21
ToOol 4: Leadership/SNOPPET Tl e sssssssssssssssssssssssssssssssssssssses 23
Tool 5: Moderated tOWN NAll.. st 25
Appendix 28
Digging Deeper Reflection QUESTIONS.......rnieessiesesississsesissesssssssssssssssssssssnns 28
GlOSSANY .ottt sttt bbbt sttt 31
FUITNET RESOUICES ...ttt st bbb asan 33
WMVOTKSIEETS. ...ttt st bbb anns 34



ffenade

Foundation For Essential Needs

Introduction

Welcome to the Capturing Community Voice in Food Shelf Decision Making
Handbook. This guide was created for food shelf leaders who are looking to
challenge the status quo of how decisions are made at an organizational level, as
well as who is included in those conversations. This handbook, and the tools within it
are meant to guide food shelf leadership in capturing shopper voice in decision
making, and to empower you to take action based on the results of the tools outlined
here, and your organization’s MN Food Shelf Survey results.

A quick note on terminology: FFEN uses the term “shopper” to refer to individuals
who visit your food shelf. Other organizations may refer to shoppers as “clients”,

”n o u

“neighbors”, “customers”, and “community members”.

Historically, food shelf volunteers, leaders, and board members have had the most
prominent voices in food shelf decision making. Prioritizing shopper voice strives to
center the perspectives and lived experiences of those who use a food shelf’s
services throughout the organization’s decision making process. The process of
honoring shopper voice should be ongoing, evolving, intentional, and
transparent. The process should rely on respectful and reciprocal feedback between
shoppers, food shelf leadership, and volunteers. By prioritizing shopper voice, food
shelves empower those most impacted by organizational decisions to participate
in creating a food shelf culture that best serves its community's unique needs.

It's important to take a moment to acknowledge that the work being asked of food
shelf leaders through this handbook is new, uncharted territory in the hunger relief
sector. Breaking new ground is often uncomfortable, uncertain, and undoubtedly
difficult. Managing a food shelf is a lot of work all by itself, which may not leave you
with a lot of extra time to fully engage with this resource. However, you're
encouraged to treat this as a flexible, living document, engaging with it as much or
as little as you need, making adjustments based on your organization'’s specific
needs. The end goal is to help you better engage and serve your community
members.

Learning to unlearn conditioned and systematic ways of thinking, being, and
operating can feel scary, but it's important to remember that lasting change only
comes from intense and intentional self-reflection, and a commitment to making
changes. Trust, mutual respect, and genuine community engagement can only
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happen when we work to build bridges between those with lived experiences (the
shopper) and those who make the organizational decisions (managers, volunteers,
board members).

So, why does capturing community voice matter?

Impact Stories

“Here at Community Pathways one of our four areas of Strategic Focus
from 2023-2025 is ‘Shopper Experience.’ There are a variety of
components to that, including accessibility, and the question of ‘Can
you get here to access food easily within the normal activities in your
daily life?’ This was particularly important to us with regards to the
population of migrant workers who join our community each summer.
With the help of one of our board members who works as a liaison
between employers and seasonal workers we asked for feedback from
the families on how we could better serve them.

We learned that even though we were open 5 days a week for a total of
34 hours, they still could not get here. Their work hours were 7am-7pm
so we were simply not open before or after work for them to shop. With
this knowledge we added Tuesday nights from 5-8pm to our hours and
it was an instant game changer. We currently serve between 60-80
families on Tuesday nights and during the summer over half of them
were migrant families who could not visit us otherwise. Their response
to this change was humbling. One of our favorite comments was we
were “angels” for adding those evening hours on Tuesdays. It was such
a hit for all of our shoppers in fact, that we decided to make it a
permanent change not just a summer time change. This is just one
example of how powerful incorporating the shopper’s voice has been
for us.”
- Dom Korbel, Executive Director
Community Pathways of Steele County
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FFEN’s Why

The Foundation for Essential Needs is dedicated to reshaping the Minnesota Hunger
Relief System into something that all shoppers can trust to predictably offer healthy
food options and a dignified experience. Part of our efforts towards this vision is to
empower food shelf leaders to capture the voices of their shoppers in food shelf
decision making. In doing so, we hope to support food shelves in building a
foundation of trust and community engagement among their shoppers.

It's important to acknowledge that there is a power dynamic between shoppers and
food shelf volunteers/staff, which can otherwise be referred to as “don’t bite the hand
that feeds you.” This can create a space where shoppers may not feel empowered or
comfortable speaking out about what they need or being able to provide feedback.
Awareness of these power dynamics can help us challenge them and create a space
where shoppers and food shelf volunteers/staff can collaborate and share feedback
together.

In developing these tools, FFEN intentionally centered questions challenging how
decisions are currently being made at food shelves, and which voices are included in
the decision making process.

This handbook was created thanks in part to funding from Blue Cross Blue
Shield of Minnesota’s Center for Prevention.


https://ffen.org/
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Reflective and Guiding Questions For Food Shelf Leadership:

This section includes a selection of “digging deeper questions” designed to spark
internal reflection, and to support you as a food shelf leader to push past barriers
surrounding prioritizing shopper voice, whether those barriers exist in real life or only
within our minds.

Through these questions, you will be pushed, challenged, and possibly even
uncomfortable in order to think past your usual and automatic ways of thinking. The
ultimate goal is to encourage food shelf leaders to build stronger, more empathetic
and mutually respectful relationships with your shoppers, and to encourage your
volunteers to do the same.

Created with a mind towards folks who may have never engaged with questions like
these before, these questions are meant to be a jumping off point for deeper
reflection. If you've already done the work and have your answers to these questions,
you can go to the appendix for the full list of questions and additional resources. Feel
free to write your own questions too, and even send them along to
programs@ffen.org to be included in future versions of the handbook.

We encourage food shelf leaders to sit with these questions and write down your
reflections' using our worksheet before you start using tools to gather shopper
feedback and after you have completed an event to compare your responses. Want
to take your engagement with these questions to the next level? Try interacting with
Harvard's Implicit Association Test before completing the reflective worksheet.

The full list of questions can be found in the appendix.

' Did you know that multiple studies have shown that writing things down helps us better organize our
thoughts and improve memory retention?


mailto:programs@ffen.org
https://drive.google.com/file/d/1yv2vjtzydJrFewuJ6mxdEn7zAXuhSQVa/view?usp=sharing
https://implicit.harvard.edu/implicit/takeatest.html
https://www.ascd.org/el/articles/the-magic-of-writing-stuff-down
https://www.ascd.org/el/articles/the-magic-of-writing-stuff-down
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Crust - Just like the crust of the Earth,
these questions are meant to be surface
level, and able to be answered without
much reflection.

Crust

Mantel

Outer Core Mantel - Another layer down, and the

pressure is increased. These questions
require a deeper level of reflection, and a
willingness to sit with discomfort.

Inner Core

Core - Core questions aim to get at the
root of how we think and interact with
others, and to challenge judgements or
assumptions about others you may not
even know you have.

Crust Questions
e What is your “why?" for including shopper voice in organizational decision
making?
e How do you currently incorporate shopper voice and feedback?
o What are you currently doing well in terms of prioritizing shopper
feedback?
e How are decisions currently being made at your organization?
o  Who makes these decisions?
o When are organizational decisions usually made (ex. During board
meetings, by yourself as a food shelf leader, etc)?

Mantel Questions

e What barriers or resistance might you face from volunteers, board members,
donors, food banks, etc. when looking to make changes?

e What are some changes that you'd like to see at your food shelf?

o What are some things that shoppers have expressed they wished were
different at your food shelf?

e How does prioritizing shopper voice in decision making align with your

organization’s goals?
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o What are three ways you can explain this alignment to your staff and
volunteers to encourage buy-in?

Core Questions

What judgements/assumptions might your shoppers or volunteers have
about you as an individual? What judgment/assumptions might they have
about your organization?
What judgements/assumptions might you have about people who shop at
food shelves?
How might these judgements/assumptions get in the way of building trusting
and respectful relationships?
What helps you personally to feel safe and heard in a conversation?

o In what ways are you creating a welcoming, safe environment for your

shoppers to share feedback?

How confident and committed are you to making organizational changes to
capture community voice on a scale from 1to 10?
What would your organization look like if you met your stated goals for
making these changes?
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Facilitation and Conversation Guides

This section includes a collection of tips and guiding principles for holding successful
conversations at an organizational, community, and individual level.

We all talk to others every day in all sorts of situations, but how often do we practice
being fully present and engaged during these conversations? As the leader of a
non-profit organization it's not uncommon to have so much on your plate that
meaningful discussions can be replaced by rushed conversations done while
multi-tasking. Yet, in order to really connect with your volunteers and shoppers,
setting aside time and space to have these more purposeful and unhurried
conversations is essential.

Facilitating a group discussion gives you the chance to take your conversational and
organizational skills to another level as you manage the flow and focus of group
discussions of all sizes. A facilitator’s job is to create a space where any shopper feels
comfortable enough to share ideas, offer honest feedback, and to engage in a
respectful, productive dialogue rooted in trust and the belief that their voices matter
and are heard.

You are encouraged to read this section closely. Reflect on those practices you are

already using, and consider what tips may be useful in your work to capture
community voice.

Let’s talk about empathy?

What is empathy? Empathy, in the simplest terms, is the ability to understand and
share the feelings of another person.

An example of this can look like...
A shopper expresses disappointment that you do not have a certain item they are

looking for. You say "l can understand your disappointment in our not having __. |
would also be frustrated by that.”

2 Words highlighted in yellow are defined in the glossary


https://youtu.be/KZBTYViDPlQ?si=OYqRR2QxV8U76132
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Why does empathy matter? Practicing empathy helps build stronger, more positive
relationships centered around trust and mutual respect. Empathy can also deepen
your understanding of the world and people around you. As a food shelf leader, it's
important to model empathy to your shoppers and volunteers to challenge power
imbalances that may exist.

How to practice empathy:
e Practice perspective-taking in conversations with your shoppers.
e Listen to understand, rather than respond.
e Be persistent, but kind to yourself. Sharing in the emotions of others can be
rewarding, but also emotionally draining, especially during times of struggle.
It's important to take time to check in with yourself regularly, and ground
yourself when needed.

What's the deal with transparency?

What is transparency? Transparency is being open to provide important context for
the decisions that are being made, such as barriers (funding, staffing, systemic, etc)
and organizational considerations when interacting with shoppers.

Why does transparency matter? Most everyone has experienced moments where
they felt like they were being talked down to, or written off by others due to their age,
inexperience, or a possible power imbalance. When you're transparent, you're
showing your shoppers that you respect their intelligence enough to be
straightforward and open with them, rather than dodging their questions or giving
vague answers because they “wouldn't understand”. Practicing transparency can
also help soften the blow when saying “No,” to something because you are able to
explain the reason behind that “No,” rather than simply shutting down a concern or
request without engaging in a conversation about it.

How to practice transparency:
e Be honest
e Take accountability when relevant
e Be kind when explaining external circumstances
o ex) If ashopper comments about the limit of meat per family and this is
due to a smaller or canceled delivery from your food bank, you can


https://drive.google.com/file/d/1lhFTqfkTQ3YCsiboELei6btXnQxHz1Ux/view?usp=sharing
https://youtu.be/tqz7UcCgbLA?si=6_5hVCF7RFISrvjp
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explain that to them without making the food bank the villain of the
story.
e If someone makes a comment about something that is systemic or out of your
control, it is okay to be honest and transparent about it
m ex) “It's frustrating for me too that I'm not able to provide
shoppers with ____. Unfortunately, our org is currently limited by
and !

Tips for Facilitation

When acting as a facilitator, it helps to think of yourself as a coach rather than a
referee. Your job is to stay neutral, provide structure and energy to the conversation,
and encourage the sharing of ideas rather than imposing rules or participating
heavily in the discussion. As the facilitator, you help to set the tone for the whole
conversation or event, in part by recognizing and reinforcing supportive behaviors
and responses from participants. It's also important to keep your facilitation style
fluid. Things can go wrong, conversations can take an unexpected turn, and
sometimes you have to be flexible and roll with the punches to keep the
conversation from going completely off track.

Below are a few tips to keep in mind when facilitating a group discussion:
e Check in with yourself frequently to see if you are feeling emotionally
regulated.
Let the speaker drive their own story and refrain from interrupting.
Self awareness is crucial — facilitate, don't dominate.
Encourage participation from all.
Have a dedicated note taker that is a different person from the facilitator.

Expectation setting and ground rules

When planning and hosting an event, it's important to have clear expectations
about the event's purpose and scope.

Examples of expectation setting include:

e Have a clear, specific goal for the event.
o What are participants getting out of this event?
o What is your food shelf hoping to accomplish?
e Make an agenda, and share it with participants.


https://drive.google.com/file/d/1sxD_9WiUZWlmOygkxsxwKi2U4Qb9eyOZ/view?usp=sharing
https://drive.google.com/file/d/1dMjCIK2yNFUZr5mlc1ePGt6Sqh2vOkRI/view?usp=sharing
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Have a clear beginning and end time.
Create clear ground rules for participation.

Ground rules (or Shared Agreements) help to set the tone for group events, and
can be especially powerful when you allow participants to take part in creating the
ground rules for an event or conversation.

Examples of ground rules include:

FFEN's Leadership Cohort Shared Agreements
Encourage respectful and active listening

Be prepared to discuss taboo or uncomfortable issues
Avoid side conversations

Tolerate and teach, don't shame and blame

Use “I" statements instead of appearing to point a finger by using “you’
statements

Explore interests, not positions

Everyone participates, no one dominates

Don't interrupt others

Raise your hand before speaking

1

General Conversation Guidelines

Below are 10 guiding principles for positive, mutually respectful, and relevant
conversations, in any setting and with any amount of people.

Make sure you're going into conversations with a clear goal of what kind of
feedback you are looking to receive.

Create the right environment for vulnerability, transparency, and emotions.
Be mindful of your body language, tone of voice, and other nonverbal cues.
Set aside a few minutes at the beginning of a conversation for introductions
and an icebreaker.

Take time to ensure all parties are on the same page about what the meeting
is for, expectations, and ground rules.

a. Understand and explain the difference between debate vs dialogue
Acknowledge feedback, even when it may be off topic or something that will
need to be followed-up on at a later date, and then steer the conversation
back on track.

a. It may be helpful to keep a pen and paper handy to make note of topics

to return to; this is often referred to as a “parking lot".


https://docs.google.com/document/d/1Tl1z6jdYwyEuJh3kgqjFartwIer2g5uDFrseqWAnoAM/edit?usp=sharing
https://drive.google.com/file/d/106F1OXimOsHMdBwuoLbpEhdfdXHSfCWh/view?usp=sharing
https://mediatorsbeyondborders.org/what-we-do/conflict-literacy-framework/dialogue-and-facilitation/
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7. Participate, don't dominate.
8. Paraphrase back what you're hearing to confirm comprehension and
attentiveness.
9. Ask thoughtful, open-ended questions.
10. Practice not taking things personally.
a. Check in with yourself regularly to make sure you are grounded and
emotionally regulated.

e [or larger group discussions:
o Break large groups into small groups of 3-6. This helps leave space for
everyone to participate and limits the possibility of grandstanding.
o Have small groups chat and select one person to represent the group
and report back to the larger group.

Finally, be mindful of barriers to productive and accessible communication including:
e Jargon

Emotional barriers and/or taboos

Lack of attention

Difference in perspectives

Disability

Language barriers

Cultural differences

Expectations, assumptions, or judgments about the other person not rooted

in fact

Types of Discussion Settings:

e One on one: a conversation between two people.

Small group: a conversation of three to five people.

Large group: a conversation of six or more people.

Professional/formal: a conversation with a more formal structure or agenda.

More formal language is used in this setting, and answers are generally more

thought out. Examples of this include a work or board meeting, and formal

events.

e Casual/informal: a conversation with less structure and more fluidity than a
formal discussion where it is appropriate to use more informal language.
Casual conversation is what happens in everyday, ordinary conversations.



https://www.vox.com/science-and-health/2019/11/27/20983814/moral-grandstanding-psychology
https://www.skillsyouneed.com/ips/barriers-communication.html#google_vignette
https://www.linkedin.com/pulse/20141119114504-38315640-shifting-from-casual-to-formal-speech-is-a-career-game-changer
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These informal conversations may include slang or abbreviations, and tend to
be more spontaneous and interactive than formal discussions.

e For group discussions of any size it is good practice to have a dedicated
note taker. In small groups it is okay to ask one of the participants to take
notes if necessary, but for large group discussions there should a dedicated
facilitator and a note taker?® from the food shelf organizing the event. It can be
helpful to take notes on a whiteboard or flipchart that all participants can
see throughout the session.

Example Facilitation Guides

Example guide for a 75 minute group discussion with meal

Time

Purpose

Agenda

15 minutes

Get food and settle in

Everyone gets a plate and finds a table
e Encourage folks to sit with
people they've never met before

10 minutes

Intro + Icebreakers

Introductions at tables
¢ Name, hometown, what | hope
to get out of this conversation

Icebreaker
e My favorite food is...
e A hidden talent of mine is...

5 minutes

Go over ground rules,
expectations, intentions

Intention for conversation

Ground rules (referenced above;
include):

e Don'tinterrupt

e FEveryone shares

e Use “|" statements

20 minutes

Small group discussions

Answer discussion questions as a
group

20 minutes

Large group report back

One spokesperson per group reports
back on main themes to the large

group

3 The note taker in this instance should be a separate person from the facilitator so that the facilitator
can focus on guiding the conversation.
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5 minutes

Closing

Closing remarks and thank yous

Talk about next steps for feedback
gathered

Example facil

itation guide for 90 minute shopper focus group

Time Purpose Agenda
5 minutes | Get food/snack if provided A last chance before the discussion
and settle in begins to
e Use the bathroom
e GCetadrinketc
e Review engagement
agreement (if using)
15 minutes | Intro + Icebreakers Intention for conversation
Ground rules (referenced above;
include):
e Don'tinterrupt
e Everyone shares
e Use “l" statements
Introductions
e Name
e How long you've been coming
to the food shelf
Icebreaker examples
e My favorite food is...
e A hidden talent of mine is...
e My favorite market memory is...
60-65 Group discussion Go through each prepared question
minutes
5 minutes | Closing Closing remarks and thank yous

Final questions/thoughts from
shoppers

Talk about next steps for feedback
gathered



https://docs.google.com/document/d/12AbMyTy8m59snseb37nSPLtJjskFuK0D/edit?usp=sharing&ouid=116978105362122518978&rtpof=true&sd=true
https://docs.google.com/document/d/12AbMyTy8m59snseb37nSPLtJjskFuK0D/edit?usp=sharing&ouid=116978105362122518978&rtpof=true&sd=true
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Example facilitation guide for 25 minute shopper/leadership 1:1's

Time

Purpose

Agenda

5 minutes

Intro + Icebreaker

Introduce yourself and the purpose of
holding 1:1's

Ground rules

Icebreaker examples
e My favorite food is...
e A hidden talent of mine is...
e My favorite market memory is...

15 minutes

Discussion time

Start by opening up the floor to the
shopper

Reference prepared questions list

5 minutes

Recap + Final questions

Provide a brief summary of what was
discussed today and thank the
shopper for their time.
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Shopper Voice Tools

Each of the following tools was created to support food shelves’ leaders as you work
to build trust with your shoppers and challenge the status quo of organizational
decision making. Giving your shoppers a say in their experience with your food shelf
can help ensure that you are serving your community in the best possible way.

These tools encourage relationship and trust building and community engagement
as foundational elements of lasting change within your organization and the
Minnesota Hunger Relief Sector. Because capturing shopper voice means
highlighting the voices of all shoppers, not just those who speak English, it's
recommended to have translators on hand when using these tools.

Trust building takes time and consistency, especially when your organization serves
diverse populations. It can seem easy to host a focus group or community meal once
or twice a year for a select group of shoppers, but hosting community engagement
opportunities for all shoppers on a regular basis, and establishing a system to
intentionally respond to their feedback takes perseverance and intentionality. Your
first few attempts may have minimal success, with only one or two shoppers
showing interest. This should not be seen as a failure on anyone’s part, but rather
part of the process of implementing something new. When you're willing to
continue offering your shoppers the chance to participate in the decision making
process even if they don't always seize those opportunities, you are showing them
your commitment to uplifting their voices.
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Tool 1: Educational and reflective materials for internal food shelf
stakeholders

Summary and intention:

Encouraging your internal food shelf stakeholders — including board members,
volunteers, donors, and staff — to buy into any initiative to capture shopper voice can
seem daunting, especially if they don't see anything wrong with the way decisions
are currently being made. A great first step to getting buy-in is to guide them
towards reconnecting their ‘why?’: why did they get involved with their food shelf?

This tool was designed to challenge board members and other internal stakeholders
who may have never experienced hunger or food insecurity to think outside of
themselves, and to reflect not only on their “why” but also the experiences of those
living with food insecurity. By increasing their understanding of the root causes of
hunger across America, and the work being done in the Hunger Relief Sector, these
stakeholders can gain a better understanding of how their decisions and attitudes
can directly influence your shoppers.

Effort v Impact:

Variable — you'll get out what you put in in terms of engagement, reflection, and
working to reshape what shopper voice means in hunger relief and at your
organization.

Number of participants and/or participant groups:
Food shelf leaders, designated volunteer(s), board members

Time commitment
30-60 minutes per week

Instructions/guidelines: This tool is meant to be used on an ongoing basis
throughout the course of the pilot.

To use this tool:
1. Begin by finding a quiet, private space where you can engage with the
material uninterrupted and without distractions
a. Thistool could also be used in a group discussion setting
2. Select 2-3 resources and questions to focus on from those provided below
3. Consider having pen and paper handy to jot down notes or reflections
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4. Complete follow-up questions

Below are 3 resources to get folks started on their reflective journey, regardless of
their previous knowledge.

e 8 Myths About Hunger in America

e What Does Hunger in the US Look Like? | PBS

e Play Spent

You can find the full list of educational resources here. Resources include videos,
quick resources, full length studies, and interactive resources.

Reflective Questions:
e Why did you join your organization (as a volunteer, board member, or staff)
board? Why do you think your organization’s mission is important?
What about your organization’s work excites you the most?
e \What barriers are currently preventing shoppers from participating on the
board or providing feedback on your organization’'s operations?

o What are these barriers rooted in, and in what ways could they be
overcome?

o If you were to invite shoppers to join the board or provide input on
decisions made at the food shelf, what steps do you need to take in
order for them to feel welcome and safe speaking up?

e |Ifthere are currently shoppers on your board, what are two unique insights
they've shared about the shopper experience?

o How did the rest of your board react to their input? (Ex: What follow-up
guestions were asked?)

e What barriers are currently preventing shoppers from volunteering?

o What are these barriers rooted in, and in what ways could they be
overcome?

e How does prioritizing shopper voice in decision making align with your
organization's goals?

e Do you have personal experience with food insecurity or hunger? How might
your answer to this question influence the way you think about your
organization's mission, and the lived experiences of your shoppers?

Follow up worksheet 1 and worksheet 2


https://drive.google.com/file/d/120MkOJAgycnxNB-JO8Re3obBa0baaQQ6/view?usp=sharing
https://www.pbs.org/video/what-does-hunger-in-the-us-look-like-38518/
https://playspent.org/
https://docs.google.com/document/d/1CZk3u65QiQe-U79WbBkd3I37x-nkGimvxVYpgBHPMLI/edit?usp=sharing
https://drive.google.com/file/d/1WgKW3lIusB_At7NeVsdXuaY5sTldNz_w/view?usp=drive_link
https://drive.google.com/file/d/1XekRo2btJfXG-7F_Yf4LBhrRQiIZvV7R/view?usp=drive_link
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Tool 2: Community meals

Summary and intention:

Breaking bread with people is a great way to build connections over a shared human
experience. Just think of all the meaningful moments in your life that took place
sitting around a table, sharing a meal with friends and family. The goal of these meals
would be to bring community members (shoppers, volunteers, community and
organizational leadership) together in an informal setting to share their lived
experiences and personal perspectives as it relates to food shelf culture and food
insecurity struggles. Ideally, the food for these meals would be provided via catering
from a local business, but food shelf staff may also decide to provide the food
depending on the size of the gathering.

Effort v Impact:

This is a high effort/high impact tool. It requires several weeks of planning as well as
several hours for operations on the day of the event. While the effort for this tool is
high, the impact that it may have on bringing community members together and
creating space for respectful dialogue is also significant for long term trust and
community engagement.

Materials
e Prompts for discussion
Topic suggestions
Paper and writing utensils
Event playlist — think about having folks submit songs when they RSVP
Name tags
Utensils
Table numbers or centerpieces
Pens, paper

Number of participants, and participant groups

Shoppers, food shelf leadership, volunteers, board members, community facilitators
Small org 6-10 people*

Med org 12-20 people

Large org 25+ people

“Small organizations refer to those who serve less than 100 households a month. Medium organizations
refer to those who serve 100-300 households a month. Large organizations refer to those that serve 300
or more households in a month.
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Time commitment
1 month planning time
90-120 minutes for the event

Decision making points:

1.

Determine your goal for this event. What kind of feedback are you hoping to

gain from this event?
Select staff, volunteers, shoppers, etc to help with the planning and execution
of the event.
Select a date and time for the event.
When selecting a date and time consider:
e Can you offer child care?
e How will folks RSVP?
Secure a venue.
When selecting a venue, consider:

e |sthe venue easy to locate and access?

e Isitat alocation where all of your shoppers will feel comfortable
and safe? (ie. Are you meeting in a church, or community
center?)

e How many people would this location comfortably seat?

Is there a local business who would sponsor the event by
providing a meeting space and/or funds for catering?

e Can you offer transportation to and from the venue to shoppers?

5. Begin marketing event to shoppers at least 2-3 weeks prior to the event.

Marketing can be done via social media posts, posters and
announcements on location, and/or spreading the word via local
community leaders and organizations.

6. Select catering for the event — depending on the number of people being

served, catering orders should be placed 10-14 days prior to the event.
When picking a place for catering, consider:
e s your choice sensitive to the different cultural and dietary needs
of attendants?
Are you supporting a local business, or a chain?
e Isthe food healthy?
How will the food be transported to the venue?

Follow up worksheet


https://drive.google.com/file/d/1dgr3C9KDW_IpyE1uRgz3Ce1ceeQZ1wY1/view?usp=sharing
https://drive.google.com/file/d/1WgKW3lIusB_At7NeVsdXuaY5sTldNz_w/view?usp=drive_link
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Tool 3: Shopper focus groups

Summary and intention:

These focus groups are intended to be community run with a specific focus/topic in
mind. The goal of these groups is to build community, confidence, and consensus
among shoppers without the pressure or fear of discussing said topics in front of
leadership. Focus groups could be used to brainstorm specific solutions to shopper
challenges which could then be brought to leadership for discussion. In order to
ensure that all voices are given equal opportunity and weight, an attempt should be
made to recruit diverse shoppers to participate, and not just the shoppers who are
already vocal with their questions or concerns. When possible, providing child care,
translators, and/or compensation will encourage participation and show shoppers
that their time and input is valued by food shelf leadership.

Effort v Impact:

This is a medium effort tool. It requires 2-3 weeks of planning as well as active
recruitment of shoppers and moderators. It calls for intentionality when selecting
participants, conducting the focus group, avoiding power dynamics when possible,
and interpreting the feedback received. Additionally, this tool requires effort to
create a safe space to encourage honesty, vulnerability, and potentially
uncomfortable conversations. If interpreted and responded to effectively, feedback
from shopper focus groups can have a medium to high impact on the shopper
experience at a given food shelf.

Number of participants and participant groups
4-10 shoppers
1 community facilitator

Time commitment
60-90 minutes per focus group

Decision making points:
1. Determine your goal for this event. What kind of feedback are you hoping to
gain from this event?
2. Select staff, volunteers, shoppers, etc to help with the planning and execution
of the event.
When recruiting help, consider:



https://drive.google.com/file/d/1dgr3C9KDW_IpyE1uRgz3Ce1ceeQZ1wY1/view?usp=sharing
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e Who is a good choice for facilitating these discussions? Ideally
someone who is not in a leadership position at the food shelf.

e Do you need a community translator?

3. Select a date and time for the event.
When selecting a date and time consider:
e Can you offer child care during the event?
e How will folks RSVP?
4. Secure a venue.
When selecting a venue, consider:

e |sthe venue easy to locate and access?

e |Isit at a location where all of your shoppers will feel comfortable
and safe? (ie. Are you meeting in a church, or community
center?)

How many people would this location comfortably seat?

e Isthere alocal business who would sponsor the event by
providing a meeting space and/or funds for catering?

e Can you offer transportation to and from the venue to shoppers?

5. Begin recruiting shoppers to participate 2 weeks before the event.
Marketing can be done via social media posts, posters and
announcements on location, and/or spreading the word via local
community leaders and organizations, and inviting shoppers to
participate directly.

When recruiting shoppers, consider:

e |sthe group representative of your organization's demographics?

e Do you need translators available?

e |scompensation available for participants?

Follow up worksheet


https://drive.google.com/file/d/1WgKW3lIusB_At7NeVsdXuaY5sTldNz_w/view?usp=drive_link
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Tool 4: Leadership/Shopper 1:1's

Summary and intention:

This tool entails food shelf leaders and/or designated volunteers to set aside
dedicated regular time slots to meet with shoppers in a 1-on-1 private setting. The
goal of these 1:1's is to build relationships, discuss any questions or concerns about
food shelf operations, and to hear shopper feedback about their food shelf
experience. ldeally some of these conversations would happen with a translator
available so that you can hear from all of the different demographics within your
community and not just those that speak English. This point is particularly important
because capturing shopper voice means highlighting the voices of all shoppers who
choose to participate, and not just those who speak English.

Effort v Impact:

This is a medium effort/medium impact tool that may require several attempts
before shoppers feel comfortable regularly engaging with their food shelf's
leadership. Leadership/Shopper 1-on-1's will require humility, patience, and a
willingness to be transparent and respectful from both parties. The check-ins will
require being mindful to set clear and reasonable expectations and ground rules for
engagement. This tool also requires a regular time commitment on the part of
leadership and/or volunteers on an ongoing basis. The impact of this tool will vary
depending on location, and the number (and demographics) of participating
shoppers, as well as the regularity of offered sessions.

Number of participants and/or participant groups:
4-6 meetings per month between individual shoppers and food shelf leadership
and/or designated volunteer(s).

Time commitment:
15-30 minutes per appointment slot, 90-180 minutes per month.

Decision making points:

1. Determine your goal for each check in.. What kind of feedback are you hoping
to gain from this event? In what ways do you want these sessions to help build
your relationships with your shoppers?

2. Select staff or volunteers who can also conduct 1-on-1s.

3. Select a date and time for the event.

When selecting a date and time consider:



https://drive.google.com/file/d/1dgr3C9KDW_IpyE1uRgz3Ce1ceeQZ1wY1/view?usp=sharing
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e Isthere atime slot(s) that you can leave open and dedicated to
holding 1:1s on a regular basis?

e How will folks sign up for a time?

Secure a venue.
When selecting a venue, consider:

m Isthe venue easy to locate and access?

m Isit at a location where all of your shoppers will feel comfortable
and safe? (ie. Are you meeting in a church, your food shelf, or
community center?)

Begin recruiting shoppers to participate 2 weeks before you want to hold your
first check-in. From there you can use a scheduling software like Calendly.com

to continue recruiting shoppers on a rolling basis.
Marketing can be done via social media posts, posters and
announcements on location, spreading the word via local community
leaders and organizations, and inviting shoppers to participate directly
When recruiting shoppers, consider:
Are participants representative of your org's demographics?
Do you need translators available?
Is compensation available for participants?

Reflective Questions:

How do you want to follow-up with participants before their meeting time to
ensure they are still available?

Did participants come to the 1:1 with prepared questions/topics?

What was the age range of participants? Does this feel inline with your
shopper population?

What were the demographics of participants? Does this feel inline with your
shopper population?

What cultural differences did you notice across different conversations?
Were there any responses or questions from participants that surprised you?
Did participants express an interest in additional 1:1's in the future?

How comfortable did you feel practicing transparency in your responses to
guestions?

How effective do you feel you were at practicing transparency?

Are you happy with the current list of questions? Are there any questions you
think are missing or that should be removed based on participant responses?

Post pilot reflective worksheet


https://calendly.com/?utm_source=google&utm_medium=cpc&utm_campaign=SignUps_BrandExact_Search&utm_adgroup=calendly_exact&utm_content=calendly_exact&utm_term=calendly&utm_matchtype=e&utm_targetid=kwd-309663638777&utm_location=9019535&utm_placement=&utm_device=c&gad_source=1&gclid=Cj0KCQiA5rGuBhCnARIsAN11vgSjuCeJpUBuJ2Sb8nt9pn0rtakqJxsUcupOsTiFwF_NOk95WKADRXAaArLLEALw_wcB
https://drive.google.com/file/d/1WgKW3lIusB_At7NeVsdXuaY5sTldNz_w/view?usp=drive_link
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Tool 5: Moderated town hall

Summary and intention:

Following the same basic concept as standard Town Hall or City Council meetings,
the intent behind this tool is to host an event where shoppers are given the chance
to pose questions, raise concerns, or share impact stories to the current decision
makers (food shelf leaders, volunteers, board members, etc) about their experiences
at the food shelf in a public forum. These meetings create an opportunity where
shoppers can feel that their voices are heard, their concerns are not just their own,
and that they have a space where they can address their community even if they
themselves do not speak. These meetings also provide a chance for food shelf
leaders to address multiple shoppers at once about a single issue, and to practice
transparency when discussing the barriers or realities of implementing certain
changes.

An important component of these town hall meetings will be a neutral third party
moderator — either a community leader, someone from a local public health org,
someone from FFEN, etc — who can ensure the conversation stays on track and
remains productive and respectful.

Whenever possible, these meetings would have one or more interpreters present,
and available childcare on site to encourage as much shopper participation as
possible. Holding a poll at the food shelf prior to the first town hall could be a
valuable way to select a time for these meetings when a majority of shoppers would
be available.

For participating board members, volunteers, and leadership, there should be an
emphasis on active listening and restraint, rather than reaction and defensiveness.
This kind of listening encourages shoppers to participate without fear of retaliation.
Those leading these sessions should check in with themselves occasionally if they
start feeling uncomfortable or upset during the meeting. It's normal to feel upset or
angry when you feel attacked, and to want to defend yourself. However, as a
representative of your organization you will want to practice restraint, not taking
comments personally, keeping an open mind, and respectfully acknowledging each
piece of feedback — even when the feedback may not seem relevant or helpful, or
may be phrased as a personal attack. By showing your shoppers and community
members that you are serious about hearing their feedback in a respectful manner,
they will begin to take the opportunity more seriously too, allowing your relationships
and trust with them to build.
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Effort v Impact:

This is a high effort tool that requires multiple weeks of planning, multiple logistical
considerations, and several hours of work on the day of the event. There are many
moving pieces with this tool, and it requires level-headedness and empathy from
food shelf stakeholders who will be hearing directly from shoppers. This tool has the
potential of creating a significant impact in how shopper voice is captured in food
shelf decision making.

Materials:
e Agenda/facilitation guide
e Engagement guidelines and expectation setting

Number of participants and/or participant groups:

Shoppers and food shelf leadership, volunteers, food bank representatives, board
members, donors

Small org: 4-6 shoppers, 2 stakeholders

Medium org: 10-12 shoppers, 5-6 stakeholders

Large org: 20-25 shoppers, 10-12 stakeholders

Time commitment:
4-6 weeks for planning and marketing
60-90 minutes for the town hall itself

Decision making points:
1. Determine your goal for this event. What kind of feedback are you hoping to
gain from this event?
2. Select staff, volunteers, shoppers, etc to help with the planning and execution
of the event.
3. Select a date and time for the event.
When selecting a date and time consider:
e Can you offer child care?
e How will folks RSVP?
4. Select one or more community leaders to act as facilitators.
5. Secure avenue.
When selecting a venue, consider:

e |sthe venue easy to locate and access?

e |Isit at a location where all of your shoppers will feel comfortable
and safe? (ie. Are you meeting in a church, or community
center?)

e How many people would this location comfortably seat?



https://drive.google.com/file/d/1dgr3C9KDW_IpyE1uRgz3Ce1ceeQZ1wY1/view?usp=sharing
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e Isthere alocal business who would sponsor the event by
providing a meeting space and/or funds for catering?
e Can you offer transportation to and from the venue to shoppers?

6. Secure community translators to ensure all shoppers can participate.

7. Decide on refreshments.

Will snacks be provided? If so, what kind(s), how much, and where will it
be sourced from?

8. Begin marketing event to shoppers at least 2-3 weeks prior to event.
Marketing can be done via social media posts, posters and
announcements on location, and/or spreading the word via local
community leaders and organizations.

Follow up worksheet


https://drive.google.com/file/d/1WgKW3lIusB_At7NeVsdXuaY5sTldNz_w/view?usp=drive_link
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Appendix

Digging Deeper Reflection Questions

We encourage food shelf leaders to sit with these questions and write down your
reflections using our worksheet before you start using tools to gather shopper
feedback. Want to take your engagement with these questions to the next level? Try
interacting with Harvard's Implicit Association Test before completing the reflective

worksheet.

Crust

Mantel

Outer Core

Inner Core

Crust Questions

Crust - Just like the crust of the Earth,
these questions are meant to be
surface level, and able to be answered
without much reflection.

Mantel - Another layer down, and the
pressure is increased. These questions
require a deeper level of reflection, and
a willingness to sit with discomfort.

Core - Core gquestions aim to get at the
root of how we think and interact with
others, and to challenge judgements
or assumptions about others you may
not even know you have.

e What is your “why?” for including shopper voice in org decision making?
e What policies might prevent all shoppers from getting equitable service?
e What feedback do you anticipate hearing from shoppers?
o How might acting on that feedback change the shopper experience?


https://drive.google.com/file/d/1yv2vjtzydJrFewuJ6mxdEn7zAXuhSQVa/view?usp=sharing
https://implicit.harvard.edu/implicit/takeatest.html
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e What are you currently doing well in terms of prioritizing shopper feedback?
o How do you currently incorporate shopper voice and feedback?
e What could you do differently when receiving shopper feedback?
How do you currently incorporate shopper voice and feedback in your
organization?
o Inwhat ways are these current practices effective?
o In what ways could they be improved?
e How are decisions currently being made at your organization? Also consider:
o  Who makes these decisions?
o When are organizational decisions usually made (ex. During board
meetings, by yourself as a food shelf leader, etc)?

m If most important decisions are made in a rush by one person,
there is limited time for reflection. By setting aside time to talk
out decisions with shoppers, board members, or other food shelf
stakeholders, decisions can be reflected on with more care and
foresight.

Mantel Questions
e What barriers or resistance might you face from volunteers, board members,
donors, food banks, etc. when looking to make changes?
o  Why are making these changes work regardless important to you?
o How can you encourage empathy?
e How can you identify discrepancies between the way things are, and the way
you want them to be?
e What are some changes that you'd like to see at your food shelf?
o What are some things that shoppers have expressed they wished were
different at your food shelf?
What might shoppers NOT like about your food shelf?
e How are you currently working to find common ground with your shoppers?
e Why is this change to your organization’s decision making process important
to the organization's impact?
e How does prioritizing shopper voice in decision making align with your
organization’s goals?
o What are three ways you can explain this alignment to your staff and
volunteers to encourage buy-in?
e What changes to organizational decision making would define success in
prioritizing shopper voice for your organization?
e What don't you (as the food shelf manager) like about your food shelf?
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o How might your shopper’'s experience these things by putting yourself
into their shoes?

Core Questions

What judgements/assumptions might your shopper or volunteers have about
you?
What judgements/assumptions might you have about people who shop at
food shelves?
How might these judgements/assumptions get in the way of building trusting
and respectful relationships?
What implicit biases may be blocking you from engaging with shopper
feedback?
o Do linteract with people who have different lived experiences from me?
o What privileges do | have that others may not have?
What judgments/assumptions may be present among your staff and
volunteers that prevent them from engaging with shopper feedback?
o What organizational biases?
Generative and empathetic conversation is rooted in trust, respect, and
listening to understand rather than to respond. In conversations with your
shoppers, how are you currently practicing active listening when receiving
feedback?
What helps you personally to feel safe and heard in a conversation?
o In what ways are you creating a welcoming, safe environment for your
shoppers to share feedback?
How can you challenge the status quo of decision making at your
organization?
How confident and committed are you to making organizational changes to
capture community voice on a scale from 1to 10?
What would your organization look like if you met your stated goals for
making these changes?
What are 2 ways you will capture community voice in organizational decision
making moving forward?
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Glossary

e Active listening - The act of listening attentively to a speaker, observing their

body language, and listening with the intent to understand the other person
fully, rather than listening to respond.

o Active listening skills include commitment, attentiveness to non-verbal

cues (tone of voice, facial expressions, etc) and body language, listening
without judgment or interrupting, asking open ended or follow up
guestions, and paraphrasing to ensure comprehension.

e Basic Needs Insecurity - The lack, or fear of lacking basic resources such as

food, housing, childcare, transportation, physical safety, mental health services,
and more.

e Compassion Fatigue - The emotional and mental cost of caring for others and

their emotions, often rooted in our desire to help and comfort others.

e Dialogue - Dialogue is collaborative, open ended, and concerned with finding
common ground, or agreeing to agree.

e Debate - Debate is about agreeing to disagree.

e Empathy - Empathy, in the simplest terms, is the ability to understand and
share the feelings of another person. Another way to think about empathy is
practicing perspective taking or “walking in another person’s shoes".

e Equality - The state of being equal, especially in status, rights, and
opportunities. Or, that state of everyone receiving the same goods or services.

e FEquity - Everyone receiving what they need, rather than receiving the same
things as everyone else.

e [Food justice - Food Justice is communities exercising their right to grow, sell,
and eat healthy food. Healthy food is fresh, nutritious, affordable,
culturally-appropriate, and grown locally with care for the well-being of the
land, workers, and animals. People practicing food justice leads to a strong
local food system, self-reliant communities, and a healthy environment.

(Congressional Hunger Center)



https://youtu.be/rzsVh8YwZEQ?si=ZXmdR_krYzBEIhlM
https://youtu.be/7wUCyjiyXdg?si=1XhGdCSrgq-t26Hw
https://youtu.be/F8SbHzW-8Es?si=NmY3N6mxZicxFUzH
https://youtu.be/v-4m35Gixno?si=dWtpJizpKue8ea-j
https://youtu.be/KZBTYViDPlQ?si=8XlNXwBq21ZeQMyV
https://youtu.be/MlXZyNtaoDM?si=LVywCbX8zot4fCCN
https://youtu.be/p6-Mi1uY9AE?si=VzAjxISQiGPR03Xf
https://drive.google.com/file/d/1Vt6NpUYfDSdAD0tC-WDOtiZJze79KaiE/view?usp=sharing
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e Crandstanding - behaving in a way that makes people pay attention to you

instead of thinking about more important matters. This may also take the
form of someone preventing others from speaking by monopolizing attention.

e |cebreakers - A guestion or activity meant to welcome and reduce tension
between activity participants.

e |mplicit bias - “..We have a bias when, rather than being neutral, we have a
preference for (or aversion to) a person or group of people... Without our
conscious knowledge. A fairly commonplace example of this is seen in studies
that show that white people will frequently associate criminality with black

people without even realizing they're doing it.” (Perception Institute)

o Additional resources on implicit bias

m PBS: Implicit Bias: Peanut Butter, Jelly, and Racism

m Implicit Bias: Concepts Unwrapped McCombs School of Business

m Prejudice and Discrimination: Crash Course Psychology
o Try Harvard's Implicit Association Test
e Intersectionality - “Intersectionality is the lens through which you can see
where power comes and collides, where it locks and intersects. It is the
acknowledgement that everyone has their own unique experiences of

discrimination and privilege.” (Kimberle Crenshaw)
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experiences of discrimination and privilege.

— kimberé Crenshaw -

Upomponoouh

e Jargon - Special words or expressions (such as acronyms) that are used by a

particular profession or group and are difficult for another to understand.


https://www.vox.com/science-and-health/2019/11/27/20983814/moral-grandstanding-psychology
https://drive.google.com/file/d/106F1OXimOsHMdBwuoLbpEhdfdXHSfCWh/view?usp=sharing
https://www.notta.ai/en/blog/meeting-ice-breakers#7-best-icebreaker-games-for-office-meetings
https://youtu.be/6V9jIDeuFpc?si=_aJws0DclCoStaeW
https://perception.org/research/implicit-bias/
https://www.pbs.org/video/pov-implicit-bias-peanut-butter-jelly-and-racism/
https://youtu.be/OoBvzI-YZf4?si=s9S1xnwrjMqPeMC0
https://youtu.be/7P0iP2Zm6a4?si=4DqwpBlltNseEAV_
https://implicit.harvard.edu/implicit/takeatest.html
https://www.ted.com/talks/kimberle_crenshaw_the_urgency_of_intersectionality?utm_campaign=tedspread&utm_medium=referral&utm_source=tedcomshare
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Perspective taking - The act of putting yourself in another person’s shoes to

understand how a situation appears and feels to that person.

Poverty - Poverty is the state of being extremely poor, or not having enough
money to meet basic needs including food, clothing, and shelter.

Social Determinants of Health - “Social determinants of health (SDOH) are the
non-medical factors that influence health outcomes. They are the conditions
in which people are born, grow, work, live, and age, and the wider set of forces
and systems shaping the conditions of daily life.” (Center for Disease Control

and Prevention)

Transparency - providing context for the decision we are making, and any
barriers we may be encountering. It’s not about sharing everything but
about acknowledging limitations that exist, frustrations we may also

encounter, and speaking to others with honesty and respect.

Further Resources

Educational and reflective resources for food shelf stakeholders

Facilitation

How to Facilitate Dialogue in a Group Workshop
Tips & Technigues for Facilitating Groups

The Power of Generative Listening
How to Facilitate Discussions
18 Ground Rules for Group Discussion



https://youtu.be/tqz7UcCgbLA?si=6_5hVCF7RFISrvjp
https://youtu.be/CYdGmPsaxvE?si=FuzJv_GBOWRjnAHR
https://www.cdc.gov/socialdeterminants/
https://www.cdc.gov/publichealthgateway/sdoh/index.html#:~:text=Social%20determinants%20of%20health%20(SDOH,the%20conditions%20of%20daily%20life.
https://www.cdc.gov/publichealthgateway/sdoh/index.html#:~:text=Social%20determinants%20of%20health%20(SDOH,the%20conditions%20of%20daily%20life.
https://docs.google.com/document/d/1CZk3u65QiQe-U79WbBkd3I37x-nkGimvxVYpgBHPMLI/edit?usp=sharing
https://www.workshopper.com/post/how-to-facilitate-dialogue
https://www.ksl-training.co.uk/free-resources/facilitation-techniques/tips-for-facilitating-groups/
https://primeast.com/blog/view/163
https://blink.ucsd.edu/HR/training/instructor/tools/discussions.html
https://www.facilitator.school/ground-rules/ground-rules-for-group-discussions
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Organizational buy-in
e How to Navigate Change Using Transparency, Charisma, and Empath
e Cenerative |listening to promote a shared sense of purpose and buy-in among
stakeholders

Worksheets

Didn’t find what you were looking for? Reach out to programs@ffen.org to request

additional glossary terms or resources.


https://instituteforpr.org/how-to-navigate-change-using-transparency-charisma-and-empathy/
https://primeast.com/blog/view/163
https://drive.google.com/drive/folders/1FqDNAbq69orviUzSeUMCKNgpimUka9QR?usp=drive_link
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