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Mission   

Build the City of Jamestown’s local food system through the promotion of locally grown, 

raised and crafted foods and goods, the encouragement of a healthy nourishing lifestyle, 

and the offering of related educational and eco-

nomic opportunities. 

Values 

Accessibility: Ensure that all community members 

have equitable access to locally grown and raised 

food products, food system education and related 

economic opportunities 

Affordability: Offer and promote nutrition incen-

tive programs, such as SNAP, WIC, Veggie RX and 

Senior FMNP, to encourage the fulfillment of a healthy lifestyle 

Advocacy: Support a just food system through the education of community members, stake-

holders and leaders and the promotion of civic responsibility  

The Jamestown Mobile Market is a weekly ‘market on wheels’, rooted in evidence based 

research illustrating the success of mobile food markets. The Mobile Market was borne of 

the current economic landscape within the city of Jamestown, and a direct response to the 

needs of low-income and marginalized community members. Identified as a potential pub-

lic health strategy in the 2014 ‘Invest in Fresh Report’ presented by the Chautauqua County 

Health Network, the Mobile Market partners with a variety of community groups and or-

ganizations, meeting individuals where they are at, and offering fresh, local produce at an 

affordable cost. Partnerships offering nutrition education and wrap around services are an-

other focus of the Mobile Market, working towards creating a more ‘case management’ ap-

proach to the needs of customers.  

BACKGROUND & MISSION 
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1,000+ transactions 

378 individual        

customers 

2 area farms                     

1 community garden      

2 home gardeners 

Over $28,000 local     

economic impact  

2020 By the Numbers 
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The Covid-19 pandemic presented a unique set of challenges for Mobile Market 

operators, volunteers and customers, particularly under the program’s first year 

as  a part of St. Luke’s Episcopal Church of Jamestown.  

However, all involved in implementing a successful and safe 2020 Mobile Mar-

ket season rose to the challenge, thanks in large part to the support of commu-

nity groups and funders.  

At the beginning of the Covid 19 pandemic in 

March of this year, the Mobile Market was just 

beginning to implement planning activities for 

the coming season. There were questions ini-

tially if a Mobile Market would be viable in the 

midst of the pandemic. The question of what 

the MM team could do in the immediate to ad-

dress issues of Food Security came to the forefront.  

Thanks to the incredible support of the Chautauqua Health Network, in partner-

ship with the Mother Cabrini Foundation, a substantial grant was provided to 

assist MM staff in implementing a unique case management program that 

would work with the community to address immediate food related needs.  

The MM program established a ‘Food Needs Hotline’, in the immediate weeks 

following state-wide shutdowns. Over 50 individuals and families contacted the 

hotline between the months of April and June, with a variety of needs ranging 

from immediate food needs to referrals for long-term services. The MM was 

proud to begin new collaboration with groups such as the United Way of South-

ern Chautauqua County and affirm established partnerships with groups such as  

IMPLEMENTATION IN TIMES OF COVID-19 
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the Salvation Army of Jamestown and Office of the Aging to meet the needs of 

callers.  

When NYS worked to meet the needs for the food insecure through an increase 

in SNAP allotment, the MM team pivoted and worked hard to establish a 2020 

safety protocol that would ensure the continuation of the MM. With the sup-

port of groups like the United Way, Farm Credit East and the WNY Foundation, 

the MM was able to purchase masks, hand sanitizer and other PPE to all staff, 

volunteers and customers. Funds were also 

utilized to purchase additional needed 

equipment such as signage and hand-

washing stations necessary to ensure the 

safety of all.  

In the midst of this challenging work, the 

MM team remained dedicated to the con-

tinued exploration of a more just food sys-

tem. Market Director Linnea Carlson joined 

the Mobile Market Advisory Team, an inter-

national group composed of several other Mobile Market directors spearhead-

ed by the University at Buffalo’s Veggie Van team. This opportunity provides the 

Jamestown Mobile Market networking access to a variety of cutting edge re-

search related to the implementation of successful Mobile Market programs, as 

well as allows the Jamestown Mobile Market to lend it’s success stories and ex-

perience to the formation of formal definitions, sustainability plans, and opera-

tional structures related to Mobile Market operations.  

The Jamestown Mobile Market team is beyond thrilled with the success of the 

2020 season and thanks our funding partners and supporting community mem-

bers!  
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The Jamestown Mobile Market, in partnership with title sponsor The Chautauqua Center 

(TCC), set out to pilot a new incentive program based on successful models across the Unit-

ed States during this season. The CHQ Veggie Rx program officially began in June of 2020, 

working with area primary care providers, dentists, and mental health care providers, to 

connect community members in need to nourishing fruits and veggies.  

Background:  

90% of customers surveyed reported that they felt their fruit and vegetable intake had in-

creased due to the Mobile Market.   

A 2016 research study into the effectiveness of 

Veggie RX programs concluded that participants in 

Veggie RX programs had a mean average decrease 

in Body Mass Index (BMI) of  0.74 kg/m2, com-

pared to non-participants increase of 0.35 kg/m2  

Regardless of the data, many can agree that in-

creasing the consumption of healthy foods among 

at risk populations, particularly children and sen-

iors, is a worthy pursuit. The Jamestown Mobile 

Market is in action pursuing this goal by exploring evidence based, and community focused 

programs. Partners in this endeavor can know that they are significantly impacting the 

health of their community by actively breaking barriers to fresh food access. Not only will 

partners play a role in increasing healthy food access, they will be impacting the long-term 

health of their community through increasing health care provider-patient relationships, ex-

panding nutrition education needs, and addressing the root of systemic health issues.  

Program Development:  

The Jamestown Mobile Market and TCC worked together to create a referral process that 

connects the most vulnerable community members directly to the health benefits offered at 

the Mobile Market.  

 

VEGGIE RX PROGRAM  
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TCC worked to present the program to all primary care, dental , and mental health care 

providers in its immediate network. These providers then worked with their patients, iden-

tifying those most at risk for diet related disease or complications. Patients referred to the 

program were provide up to $20  in produce vouchers that could be redeemed at any of 

the four mobile market locations. This translated to each referred patient having the op-

portunity to receive up to 20 individual servings of fruits/veggies over the course of the 

season.  

TCC worked diligently to promote the program among it’s providers but also referred pa-

tients. The MM made TCC one of its weekly site locations, visiting one hour per week. It 

was often that primary providers visited the market alongside their patients, not only help-

ing the patient to understand the program but providing as sense of support and trust. 

Many of the providers themselves purchased fruits and veggies making it a beneficial and 

fun program for all!  

# OF PATIENT REFERALS: 

18 

TOTAL FRUIT/VEGGIE    

SERVINGS DISTRIBUTED: 45 
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The Jamestown Mobile Market is excited to continue it’s growth into the 2021 season and beyond.  

With a  39% increase in profits over the 2019 Mobile Market season, 2020 proved to be a year of expan-

sion, particularly in these trying times.  

The Mobile Market remains dedicated to serving the most vulnerable of our community. Other notable 

successes of the 2020 season include the establishment of a Market advisory board composed of the fol-

lowing community members dedicated to healthy food access:  

• Justina Johnson 

• Timothy Smeal 

• Luke Fodor 

• Jenn Gatenbein 

• Sarah Gilbert 

• Jessica Smith  

This group has worked to establish a formal mission for the MM in tandem with the Jamestown Public 

Market, and plans to continue to plan and formulate a more sustainable working model for the Jamestown 

Mobile Market.  

The MM also received in late 2020 it’s Federal Nutrition Services Number through the USDA, allowing the 

MM to accept SNAP/EBT benefits during the 2021 season and beyond. This will assist in increasing accessi-

bility for MM customers to purchase fresh fruits and vegetables.  

The MM advisory board will also spend the off season reviewing the recommendations made from UB’s 

Veggie Van Team regarding best practices for MM to create a more robust and sustainable model for oper-

ation. This work will create a most strategic plan starting at the site location selection phase all the way to 

the pricing model.  

The MM plans to continue to partner with community agencies, non profits, and grassroots community 

groups, as well as  area funders, to formulate the best plan for 2021 and beyond.  

The Covid-19 crisis unearthed some alarming gaps in our global and local food system, proving now more 

than ever we as a community must be focused on establishing a strategic, sustainable, and working model 

for addressing issues of food insecurity. With Jamestown facing a 33% poverty rate, and over 21% of com-

munity members continuing to report lack of transportation, it is the responsibility of community leaders, 

municipal government, and non-profit/philanthropic entities to come together in a manner that best 

serves our most vulnerable.  

FUTURE OF THE MOBILE MARKET 


