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Increasingly institutions are procuring local foods to meet customer demand and to align with 
organizational goals. While they are robustly engaged in this work, food service operators 
may not be actively promoting their efforts. A seasonal harvest program can meet their distinct 
need to do so. With ready-to-use materials that highlight the foods they buy and intentional 
messaging that conveys the value of local and seasonal eating, seasonal harvest campaigns 
can help institutions elevate their work to customers and leadership and increase awareness 
of the far-reaching impacts of their food service activities. 

Developing a seasonal harvest 
program  

Background
In 2017 Health Care Without Harm launched a seasonal 
harvest program titled Nourished by New England (Nour-
ished) with funding through a Department of Agriculture 
Local Foods Promotion Program grant.  In the first year 
of the program, we estimated the participating 42 New 
England hospitals, representing $53 million in total food 
budgets, spent $4 million on local foods, with 20% of that 
spend on featured items.  The program concluded in 
September 2019.

The goal of Nourished was to promote local food pur-
chasing within the health care sector in New England by 
setting narrow and distinct procurement goals, and by 
providing marketing materials that could promote par-
ticipants’ efforts. Through our ten years of experience in 
working with health care to support regional food sys-
tems, we have learned that shifting to local food sources 
can be cost-prohibitive and operationally challenging and 
that there is limited capacity for marketing efforts. Nour-
ished was designed to address those challenges while si-
multaneously supporting the region’s farmers and fishers.

Nourished was structured as a quarterly seasonal harvest 
program that provided health care institutions with four 
target local foods to purchase each season. The target 
foods consisted of three produce items and one seafood 
item. To participate, hospitals agreed to serve at least one 
of the four items at least two times a month.  

The program aimed to reflect the region’s seasonality and 
traditions, therefore seafood was included to honor New 
England’s fishing communities while storage crops were 
highlighted in the winter season to signal that local food is 
available even when there is snow on the ground.  

Join us and other hospitals 
across the region to celebrate New 
England grown and harvested food!

We buy local to nourish our 
bodies and our community.

noharm.org/NourishedbyNewEngland

Healthy people
Food picked when ripe and eaten within days of harvest 
tends to be more nutritious.

Healthy places
Farms produce our food, protect our natural resources, and 
preserve our history.

Healthy economy
Purchasing local keeps money in the community, creates 
jobs, and strengthens our economy.

    #Nourished
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Planning for the program began in the fall of 2016 for a 
fall 2017 launch. The planning process consisted of exten-
sive research into other seasonal harvest programs in 
the region, primarily farm to school programs, as well as 
model programs from other regions. We also conducted 
research into the availability of local seafood and  
produce each season, and convened an advisory 
committee of health care representatives and a farm-to-
school representative to help shape the development 
and design of the program. This is a guidance document 
for individuals and groups that are developing local 
purchasing programs for institutions in their communities. 
It draws from Health Care Without Harm’s experience in 
developing and executing Nourished by New England.

Program development 
In order to develop a seasonal harvest program that is of 
value to your target population, it is important to start with 
a landscape assessment and an evaluation of your target 
population’s needs.  

As part of a landscape assessment, you will want to 
determine which foods are available from local producers 
at which time of year, and what, if any, seasonal harvest 
programs currently exist in your area that you can learn 
from to develop your program. Seasonal crop calendars 
and seafood calendars are available in most regions. You 
can also contact your state’s department of agriculture for 
information on seasonal availability from local farming or 
fisheries organizations. Another important source of infor-
mation on seasonal availability is food distributors. Health 
Care Without Harm contacted distributors to request a 
list of locally produced items that they carried and the 
months those items are available. Using these resources 
can help you to select the foods you would like to feature 
and ensure that they will be available to your audience. 

Another important component of a landscape assess-
ment is determining what existing seasonal harvest 
efforts can inform your program, and what other organiza-
tions might be working in a similar space in your commu-
nity. Conduct research on existing programs in your area 
that may be targeted at a different sector, and programs 
in neighboring communities that are geared toward your 
target population. In developing Nourished, we consulted 
with regional farm-to-school programs to understand their 
format, timeline, and requirements as well as get their 
perspective on what activities and practices have and 
have not worked.  
 

When conducting research on programs in your area 
consider aligning the foods they feature with your own – 
this approach can serve to aggregate demand for local 
products across institutional sectors. It may also be useful 
to do a national review of seasonal harvest programs in 
order to glean elements of programs that would work 
well in your community. Contact aligned organizations in 
your region such as food hubs and food policy councils, 
to share your goals and gain any insights they may have.

In order to ensure that your program resonates with your 
target population, we recommend conducting an  
evaluation of their needs and interests. Select a sample 
of your population that reflects its diversity in terms of 
setting (rural, urban, suburban), population demographics, 
and size of institution (number of students, number of 
hospital beds, meals served daily).  

Test your concept

Nourished by New England began as a one-month 
activity that Health Care Without Harm organized for 
National Nutrition Month. We aimed to link health and 
local foods, with the message that fresh local foods 
contribute to good health while also improving the 
health of our communities through economic sup-
port to our farmers. We produced one poster in an 
infographic style that made the connection between 
local food and health for participants to use during 
the month. The activity drew 40 participants and they 
reported spending approximately $30,000 on local 
foods. This time-limited activity ultimately served as a 
pilot for our two-year program and its success showed 
that the concept resonated with our audience.

Read more about Nutrition Month

https://noharm-uscanada.org/articles/blog/us-canada/new-englands-nutrition-month-bears-fruit
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COMPARISON OF SEASONAL HARVEST PROGRAMS

PROGRAM NOURISHED BY NEW ENGLAND 
MASSACHUSETTS  

HARVEST OF THE MONTH
CULTIVATE MICHIGAN

VERMONT HARVEST 
OF THE MONTH 

Audience Health care K-12 schools Institutions Multi-sector

Program period
12 months 12 months 12 months 12 months

Participation level
Agree to serve at least one 
featured item two times per 

month.

Agree to source locally and 
feature monthly selection twice 

in the month.

Register and pledge to 
work toward 20% local 

spending.

Sign pledge, agree to 
post taste test results, 

complete annual 
survey

Tracking

Quarterly tracking includes 
spending on featured items, 

overall local spending, number 
of times a featured item is 

served, and if resources are 
being utilized.

Mid-year and year-end 
evaluation. Asks which 

products they successfully 
sourced, where did they source 

it from.

Quarterly tracking 
includes items used, 

dollars spent on 
Michigan grown, 

dollars spent overall, 
source of item, new 

varieties have tried or 
want to try.

Annual survey of 
participants to assess 

resource use and 
determine impact on 
local food purchasing. 
Program tracks online 

engagement and 
email opens.

Resources

Free printed marketing 
resources available to the 
first 20 participants.  Digital 

marketing resources available 
for free on the website. Free 

recipes and support materials 
on website.

Free lesson plans and recipes 
on website. Fee for marketing 

materials.

Free digital marketing 
materials available on 
website. Free recipes 
and support resources 
available on website.

Digital marketing 
materials available 
for free on program 
website.  Option to 
purchase printed 

materials.  Recipes 
and other support 

resources available 
for free on a website.
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This evaluation could be done in the form of a survey, 
interviews, or, as we did, by forming an advisory commit-
tee from your target population that provides feedback 
throughout the development process. Your needs assess-
ment will inform your program design so consider all the 
program elements such as the featured local food items, 
promotional materials, and basic logistics when surveying 
your population.

Program design
A seasonal harvest program has many elements and can 
be tailored to your goals and the needs of your target 
population. Some fundamental elements found across all 
seasonal harvest programs include featured local food 
items, promotional materials, and a way to measure the 
success of the program. 

A good place to start in designing the program is with 
your goals while keeping in mind the needs and capac-
ities of your target population. Is your goal to educate 
about local foods? To increase sales for local farmers? 
Perhaps both? What can your audience take on in terms 
of a commitment to the program? What do they need to 
be a successful participant?

Your landscape assessment and audience survey will 
have helped you to decide on the local items you will 
feature. It will also help you to determine the structure of 
your program.  Depending on your target population, you 
may design a year-round program or perhaps it is limited 
to the school year. Another structural element is how 
to feature the items. It could be a harvest of the month 
program, where each month there is a different featured 
food. Or, it could be a harvest of the quarter program 
where one or several items are featured.

The structure of your program informs the next key as-
pect, promotional materials. Your target population and 
the survey of their needs also plays a role in materials 
development. Options to consider are the purpose or 
goal of the materials, aesthetics, and the form the ma-
terials take. A health care audience might be interested 
in promoting their work on local foods and may want 
the messaging to be health focused. In a school setting, 
the focus could be more about engaging children and 
exciting them to eat unfamiliar foods. Aesthetically, your 
population might like an infographic design or imagery 
that conjures your specific region. The form your resourc-
es take is also dictated by your audience.  

Celebrating seafood

From traditional meals like clam chowder at Indepen-
dence Day to the generations of families in the fishing 
business, seafood is one of the first things that comes 
to mind when New Englanders think of local food. 
While seafood is embedded in culture, the tradition-
al small and mid-sized fishing operations that have 
made up the seafood industry in the region are under 
threat from consolidation and large fishing companies. 
Seafood was included in Nourished by New England, 
both to honor the cultural history and to direct support 
to our fishing communities. Nourished highlighted “un-
derutilized” seasonal seafood species that are abun-
dantly available but are less familiar to customers and 
less likely to be included in local markets. Nourished 
participant McLean Hospital in Belmont, Mass., went 
the extra (nautical) mile when it came to souring local 
seafood for the program. Their chef, Cassandra Crac-
chiolo was a native of Gloucester, a fishing community 
that has been struggling as the seafood industry has 
changed, making the effort to purchase local seafood 
personal to her. Chef Cracchiolo replaced all imported 
fish species with wild local species, with the exception 
of salmon, for their retail operation. Cracchiolo also 
started a Community Supported Fishery (CSF) pro-
gram for employees that had household-sized shares 
delivered to the hospital for home use. Through her 
efforts around the Nourished program Chef Cracchiolo 
was able to improve the quality of the fish served to 
staff and visitors of the hospital while supporting her 
community.
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Some may prefer screen images, some may prefer more 
traditional table tents, tray liners, posters, and point of 
sale signs. For farm-to-school, stickers are a popular 
option.  
 
If you have a population with varying demographics, it 
could be wise to produce a variety of materials for them 
to choose from. After deciding on the design of your 
materials, you will want to consider if you make them 
available digitally, in printed form, or both. Printing costs 
can be a barrier so you may print a limited number for 
early adopters or ask participants to pay a fee or print 
themselves. 

As part of your program design, consider what type of 
additional support you can provide to participants. For 
Nourished, we provided language for connecting with 
marketing and communications staff to share informa-
tion about the program (Appendix A) and also a letter to 
garner support from administration (Appendix B). Such 
a connection could spur discussion on how to promote 
institutional participation as part of a broader communi-
cation strategy. We also created social media guidance 
(Appendix C), with sample Facebook and Twitter posts, to 
make it easy for participants to share their work on social 
media and suggested hashtags to enable their posts to 
connect back with the program.

We are proud to be joining with hospitals 
around New England to support our local 
farmers and fishermen!  Through the  
Nourished by New England program from 
@HealthCareWithoutHarm we are  
highlighting the best food of each season!   
#nourished #localfood

The final fundamental element in program design is mea-
suring the success of the program. There are qualitative 
and quantitative measures that can be applied to sea-
sonal harvest programs. Some of these measurements re-
quire self-reporting by your target population, which can 
be a challenge for the participant depending on the time 
it takes to collate the data, and can be a challenge for 
you in soliciting submissions. Be sure to ask for feedback 
in the survey of your population in the program develop-
ment phase so that you have a realistic sense of what is 
possible for measurement, and the optimal timeframe for 
data submission (e.g. annually, quarterly, or monthly). 

Measures you might track include:
• Number of participants
• Purchasing impact
• Use of promotional materials 
• Changes in attitudes and understanding of local foods
• Confirmation of participation according to the program 

parameters (e.g. served featured items twice in one 
month)

Some ways to reduce the tracking and reporting burden 
for program participants may include providing training 
on tracking and a template they can use when they place 
food orders. If your organizational resources permit, you 
may also consider doing the data analysis on behalf of 
participants. In this scenario, an institution would share 
their invoices and your team would review to identify 
which items meet your definition of local.

In addition to these fundamental elements, you may want 
to consider providing some supporting resources that 
will help your participants succeed in the program. You 
might provide recipes for participants, scaled for insti-
tutions, that utilize the featured foods of your program. 
Our program offered resources, such as a brief targeted 
toward administrators regarding the health and econom-
ic benefits of sustainable food, and links to state-based 
resources, including harvest calendars.

Participation: Outreach and recruitment
Outreach and recruitment strategies can be developed 
based on the research carried out for program planning 
design. In developing an outreach strategy, consider 
who the target audience is, how you connect with them, 
and how the program meets their needs. In developing 
your strategy, consider engaging colleagues, across your 
organization, to brainstorm the best channels for reach-
ing your target audience and effective tactics that have 
worked for them.

Your outreach strategy may include:

Webinars: Webinars create an interactive forum for 
introducing a new program. Key elements to cover in 
the webinar could include background on the program, 
an overview of the program timeframe and logistics, and 
what materials and support are available. A pre-launch 
webinar is also a great time to share examples of the 
promotional materials you have developed and to invite a 
representative of the target audience to speak about why 
they are participating.

https://noharm-uscanada.org/sites/default/files/documents-files/4818/Health%20and%20Economic%20Benefits%20from%20Hospital%20Investment%20%20in%20a%20Sustainable%20Food%20System_4-28-17.pdf
https://noharm-uscanada.org/sites/default/files/documents-files/4818/Health%20and%20Economic%20Benefits%20from%20Hospital%20Investment%20%20in%20a%20Sustainable%20Food%20System_4-28-17.pdf
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Social media: Sharing posts on your program, videos, 
and photos from participating institutions is a great way to 
generate interest in your program and to elevate it more 
broadly. As part of your outreach and promotion strategy, 
develop guidance to support participants’ social media 
activity and engagement. For Nourished, we developed a 
brief social media guide with sample posts and suggest-
ed hashtags (Appendix C).

Newsletter/E-news: Use existing communications chan-
nels, such as your newsletter, to promote your program. 
In advance of your program’s launch, you can use this 
channel to build interest in the program and to enable 
people to sign up for information and updates. Once the 
program is underway, you can share regular program 
updates, including the overall impact of participants’ 
collective purchasing, stories from participants about their 
onsite promotion tactics, and reminders about changes in 
featured items and the availability of new resources. 

Presentations: Sharing your program through in-person 
meetings and conference presentations can also be an 
effective way to engage participation. This is particularly 
important once the program is underway and you have 
data to share. The in-person interaction also creates an 
opportunity to hear from others about how your program 
would or would not work in their facility, and to make 
improvements to support replication, as needed.

For institutions that sign up to participate, develop a 
welcome package outlining the pertinent information to 
support their participation. The welcome package could 
include links to (or printed copies) of promotional materi-
als, templates to support self-promotion within institutions 
(e.g. letter to administrators about participation in the pro-
gram), social media guidance, and sample messaging for 
including in institutional email and newsletters to inform 
constituents about the program. 

Partner organizations can also play an important role in 
promoting your program. Reach out to them by sharing 
your own promotions about the program and make it 
easy for them to share details about the program with 
their networks by developing messaging they can incor-
porate into their own communications channels. 

Also, consider how to capitalize on existing celebrations 
and events for both the program launch and to elevate 
the ongoing program. Earth Day, World Food Day, and 
National Nutrition Month, could help connect your  
program to wider efforts related to healthy, sustainable 
food initiatives. 

Promoting their work

While many institutions have robust local purchas-
ing programs, food service operators struggle with 
promoting their efforts. Faced with limited budgets 
and time, promoting their work falls on the backburn-
er. Participating in Nourished by New England, gave 
Barbara Haskell of Northern Light Blue Hill, a 25-bed 
critical access hospital in Blue Hill, Maine, a chance to 
showcase local ingredients, educate customers, and 
dress up her cafeteria. The attractive posters, stra-
tegically placed in high-traffic areas, served to draw 
customer attention to locally available foods and to 
help customers connect the food on their plates to the 
seasons. According to Haskell, “The posters stood out 
in a really good way. Having attractive, professionally 
produced materials drew customer attention and enliv-
ened the cafeteria.” Having access to the materials, 
created a foundation for integrating more local foods 
into her menus. She used items in everyday dishes 
and also created specials to highlight specific prod-
ucts, running a Fish Friday event to showcase hake 
and making a harvest bowl featuring local squash and 
apples. Beyond her cafeteria service, Haskell also 
incorporated featured items into community-focused 
events, serving a local butternut squash soup for a 
community harvest dinner and using featured items in 
dishes for a community meal at a local church.

http://www.fao.org/world-food-day
https://www.eatright.org/food/resources/national-nutrition-month
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Evaluating and measuring progress
Many approaches to evaluation of a seasonal harvest 
program are possible. Your evaluation and design will 
reflect the goals of your program and your capacity.  
The data you collect can help you fine-tune materials and 
determine what help participants need, both to support 
their participation and their local procurement efforts 
more broadly.

Sign up

The sign-up process for your program is a great opportu-
nity to collect baseline data from participating institutions. 
For Nourished, we requested information on food service 
operations, distributors and current work with local food 
producers (see Appendix D). Additional information to 
request may include current total food spending, current 
local food spending, and the number of meals served 
daily (or annually). This information will be important to 
understand the reach of your program and the impact of 
the program on local purchasing and local purchasing as 
a percent of the overall food budget. 

Reporting on participation

Institutions differ broadly in their reporting capabilities, 
due to factors such as time constraints and their inter-
nal accounting and ordering systems. For a harvest of 
the month program focused on one product per month, 
monthly reporting makes sense. With a seasonal program, 
a quarterly or annual report could be more appropriate. 
In designing your reporting instrument, consider how to 
collect data on the various aspects of your program. 

• Purchasing: Products purchased, spend on featured 
products, total on spending local foods, use of new 
vendors or products.

• Engagement: Visitor feedback on materials or featured 
foods, employee feedback on program or materials, 
activities (e.g. taste test) carried out by participants

• Promotions: social media activity, including posts to 
your social media accounts, likes garnered, and use of 
hashtags

Understanding customer preference and behavior

The rollout of a seasonal harvest program (or cafeteria 
based promotional program) creates an opportunity to 
connect to customers and gather data on their experi-
ence with your food service and their attitudes and be-
haviors related to your program (e.g. local food, seasonal 
eating).  
 

This data can be collected through surveys. On-site in-
tercept surveys, which we used as part of Nourished, can 
reach a broad audience of cafeteria customers. Employee 
focused surveys, administered through participating or-
ganizations, can also be effective data collection instru-
ments. Examples of questions you could ask include:
• How many times per week do you eat in the cafeteria?
• When you eat in the cafeteria, do you seek out options 

featuring local foods?
• When you grocery shop, do you seek out local foods?
• What attributes do you associate with local food 

(tastes better, supports local farms, supports the 
community, better for wildlife, more nutritious, lower 
carbon footprint)

• In choosing between two options, which factors are 
most important to you (on a scale of 1-5)? (grown 
in New England, grown in my state, cost, taste 
preference, sustainability certifications)

Social media  

If social media is a key piece of your program design, 
determine a set of metrics to measure participants’ social 
media activity as well as broader interest in social me-
dia posts related to your program. If you have created a 
specific hashtag and requested that participants tag your 
institution in their posts, you may be able to get help from 
your marketing department in tracking social media activ-
ity. Also, consider making social media activity a compo-
nent of your tracking and reporting process. For instance, 
one harvest of the month program asks participants to 
follow it on Facebook and share their photos, which the 
program can use for its own social media posts.

Using an incentive can help motivate participants to 
complete the reporting process. Incentives can be 
monetary or non-monetary in nature. Gift cards and 
coupons are commonly used monetary incentives. Non-
monetary incentives could include an item such as a 
book. In determining the incentive, consider your budget, 
the amount of time required to complete the reporting, 
and what might appeal to your target audience. As an 
alternative to offering an incentive to each participant that 
completes the report, you could also use a sweepstakes 
approach, drawing a winner from the pool of participants 
who completed the reporting.
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Evaluation will play an integral role in determining how 
to evolve your program. While your on-going reporting 
process serves as a touchpoint for participants and a 
means to collect data on their activities, you may also 
want to do an annual or bi-annual survey to assess how 
the program is meeting participants’ needs and what 
adjustments can be made. 

Such an assessment creates an opportunity to ask 
additional questions about how the program is influencing 
purchasing and menu development, what motivates 
participation, and how participants view the impact of 
their participation (e.g. Is it helping them meet their 
procurement goals? Is it time to introduce new products?). 
The data you collect through this type of survey will 
complement your regular reporting data, creating a more 
comprehensive view of your program’s effectiveness.

Challenges and successes
Institutions working to serve and promote local foods face 
a myriad of day-to-day demands that make it challenging 
to promote their work and the products they use. Having 
access to promotional materials and marketing collateral 
and the opportunity to take part in an organized program, 
as provided by programs like Nourished and harvest of 
the month campaigns, can motivate participation and, as 
a result, influence increases in the purchasing of featured 
local foods. With attractive materials and accessible 
messaging, the programs can also influence customer 
engagement, prompting inquiries about seasonality and 
product sources. 

While having marketing materials and a designated focus 
on featured foods supports participation in seasonal 
harvest promotions, institutions still face barriers to 
participation. Despite your efforts to highlight seasonal 
foods that are highly accessible, some institutions may 
still have difficulty securing locally sourced product. They 
will need additional support identifying local products and 
producers, as this is not always easily done through many 
distribution channels. Having access to printed marketing 
materials is also likely important for many institutions, 
who may lack the printing capacity and time to reproduce 
digital files. 

Food service operators, who are perennially stretched 
for time, may find it difficult to keep up with the changing 
seasons and products and the need to rotate materials 
in use. While social media activity can be a great tactic 
to promote local procurement efforts, creating social 
media posts and building connections requires time and 
support.  
 

Sourcing local greens

Two Massachusetts hospitals, Spaulding Rehabilitation 
Hospital Cape Cod and Faulkner Hospital participating 
in Nourished were looking for a local source of greens. 
Working with their food service management compa-
ny, Sodexo and other Sodexo-managed hospitals in 
the area, they were able to identify Queens Greens 
in Amherst, Mass., as a source. Queens Greens came 
at the recommendation of the Massachusetts Depart-
ment of Agricultural Resources as a farm that had the 
volume and consistency needed for an institutional 
market. The hospitals tested the product and were 
pleased with its quality and freshness. While there 
were some challenges with distribution logistics at 
first, the hospitals worked with their existing produce 
vendor to bring the product on so that it was included 
in their regular produce orders. The hospitals have 
now replaced all the mixed greens and spinach on 
their salad bar that came from national sources with 
Queens Greens and are marketing the product with 
point of sale signs.

 
Engaging their marketing teams for support could be a 
solution, and could help institutions leverage the work of 
their food service operations on local procurement for 
broader recognition. Despite the importance of evaluation 
to understanding program impact, tracking and reporting 
on program participation is a constant challenge. 
Hospitals may work with a number of distributors and 
their systems for ordering and reporting vary widely.  
 
While some food service operators have established local 
procurement tracking practices, many rely on the data 
they can extract from their ordering system. Institutions 
regularly report that it is difficult to extract detailed 
procurement data in a timely manner.  
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Creating a flexible reporting process that allows institutions to share data in a timeframe that works best for them 
(quarterly, annually) can help with data collection. Having regular contact with participants is also important to maintaining 
their involvement and ensuring completion of the reporting requirements. 

Conclusion
The seasonal harvest and harvest of the month programs operating across the country support local procurement efforts 
by institutions and grow customers’ awareness of local, seasonal foods. Existing programs can offer a good foundation 
for developing a new initiative promoting local and seasonal foods, that is tailored to a specific geographic area or 
institutional sector.  Using these programs as a starting place, you can identify activities, resources, and practices to 
adapt for your own purposes. Designing an effective program will also require considering the unique circumstances and 
capacity of your target audience. Involving representatives of that audience in all stages of program development, from 
selecting featured foods and messaging to designing evaluation and reporting tools will help ensure the program meets 
their needs and will support your ability to achieve your objectives. Offering on-going support to program participants 
and using your communication channels, including social media and newsletters to highlight the program, participants, 
and successes can help maintain participation and build momentum. For long-term impact, consider how to evolve the 
program activities, resources, and featured items to meet participants’ changing needs and interests.
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Letter to communications  
department
Appendix A

Letter to communications department

To: Communication/Media relations
From: Food and Nutrition Services
Subject: Nourished by New England

Dear Communications Department,

Our food service department is excited to be participating in a new program called Nourished by New England 
(Nourished). This free program, launched by Health Care Without Harm, highlights local, seasonal foods and makes the 
link between local food and health. The Nourished program comes with a suite of marketing materials that we will use 
to promote our work in supporting our local food economy. Each season, four locally produced foods will be featured 
in our cafeteria(s), including three fruit/vegetables and one seafood item.

This program is a great complement to the work we do to serve healthy fresh foods to our patients and community 
while supporting regional farmers and fishermen.

-OR- 

This program creates an easy and cost-effective way for us to purchase more local foods and to promote healthy 
eating.

I chose to sign up for Nourished because it is consistent with our mission to promote health in our community.  It 
will increase opportunities for us to access freshly picked fruits and vegetables, teach about eating seasonally, and 
support our regional economy.  

Sincerely, 

[Name, Title]
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Letter to administration
Appendix B

  

Letter to administration

To: [Your hospital administrator  name here]
From: Food and Nutrition Services
Subject: Nourished by New England

Dear XXX,

I am excited to share that our food service department is participating in a new program called Nourished by New 
England (Nourished).  This free program, offered by Health Care Without Harm, highlights local, seasonal foods and 
makes the link between local food and health.  Nourished comes with a suite of marketing materials that we will use to 
promote our work in supporting our local food economy. Each season, four locally produced foods will be featured in 
our cafeteria(s), including three fruit/vegetables and one seafood item.

I chose to sign up for Nourished because it is consistent with our mission to promote health in our community. 
Research has demonstrated that support for a regional, sustainable food system has many positive benefits for 
community health and wealth. 

 ՟ Provision of healthier food offerings in the workplace can improve employee productivity.
 ՟ Support for the local food system –  through procurement or investment –  can reduce poverty and prevent or 

treat diet-related diseases.
 ՟ Improvement of patient access to healthy food after leaving our facility may reduce readmission rates and their 

associated costs by helping patients maintain a better diet.
 ՟ Procurement of sustainably-produced foods reduce the health risks to vulnerable populations that are most 

likely to be uninsured or underinsured.

If you would like to learn more about the connections between health and the food system please read this brief.

Nourished by New England program is a great addition to our efforts to support the health and wellbeing of our 
community. I hope you will visit the cafeteria soon to see the beautiful and informative promotional materials, and taste 
the local, fresh foods.

Sincerely, 

[Name, Title]
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Promotion
Appendix C

  

URLs

Nourished by New England Webpage: noharm.org/NourishedByNewEngland

Links to Nourished logo and images: noharm.org/nourished-new-england-materials

Twitter

Sample posts
We have joined @HCWithoutHarm and hospitals all over New England to support our region’s food producers. 
#Nourished #Localfood

Our patients, visitors, and staff are #Nourished by New England farmers and fisherman @HCWithoutHarm #localfood 
#Nourished by New England means we support our local food economy and serve the freshest foods.  
@HCWithoutHarm #localfood 

Facebook 

Sample posts
Our facility participates in Nourished by New England from @HealthCareWithoutHarm! We serve local, seasonal food 
to provide the freshest and healthiest meals to our patients, visitors, and staff. #nourished #localfood

We are proud to be joining with hospitals around New England to support our local farmers and fishermen!  Through 
the Nourished by New England program from @HealthCareWithoutHarm we are highlighting the best food of each 
season! #nourished #localfood

Website or newsletter
We are proud to announce that we have signed up for Nourished by New England. This new program from Health 
Care Without Harm supports our local farmers and fishermen and continues our work to buy and serve local, seasonal 
foods. Look for the Nourished by New England logo to find the local foods we will be serving each season. Our 
patients, visitors, and staff will be enjoying the freshest produce and seafood, while our investment in local food 
strengthens our economy.  Lean more about the program at noharm.org/NourishedByNewEngland
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Name:

Facility:

State:

Food service budget last year:

Local food spend last year:

In which part of your food service do you intend to implement Nourished by New England: 
☐ Cafeteria, 
☐ Patient service
☐ Both

Do you purchase directly from any farm or food businesses?
☐ Yes
☐ No
☐ Not at this time, but I am open to that arrangement.

What distributors or food hubs did you work with last year?
☐ None
☐ Reinhardt
☐ Performance Food Group
☐ Sysco
☐ US Foods
☐ Other

With which food service management company are you contracted with?
☐ None
☐ Sodexo
☐ Aramark
☐ Morrison
☐ Unidine
☐ Other

Would you like Health Care Without Harm to conduct a survey in your cafeteria to help determine customer 
interest in and knowledge about local and sustainable food? 
☐ Yes
☐ No

Would you like to receive newsletters with news, resources, updates, and events?
☐ Yes
☐ No


