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1. BACKGROUND

uncertain ability to acquire acceptable foods in socially acceptable ways.”1

2

3

percentages of overweight or obese residents and residents with diabetes.4  

1 

2 

3 

4 
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D.C. has the ninth highest child obesity rate of all the states, and nearly a quarter of its residents are 

5  In Washington D.C., 50% of children are at risk of hunger; 40% are obese or 

2. PURPOSE

It is our hope that this report helps to inform those seeking to start comparable Mobile Market projects in 

other low-income, food-insecure neighborhoods.

5



vendors were once a common sight on American streets, where merchants with horse-drawn carts would drive 

around town with their buggies brimming with produce. By combining a storefront with the means for storage 

Farmers’ MarFF kekk t on the right
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 CHAPTER 2 

MOBILE SOLUTIONS TO FOOD DESERTS
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Mobile markets leverage the same principles that fuel the Food Truck movement: the provision of a high-

quality product to consumers in an otherwise untapped market. With lower overhead expenses and greater 
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1. PROGRAM OVERVIEW

Arcadia’s Mobile Market at LeDroit Park, Washington DC

2. PAYMENT METHODS
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3. LOCATIONSAA

The Market made two- to three-hour stops at regular, r weekly host sites in partnership with similarly mission-

scheduled its stops in low-income, food-insecure neighborhoods, following its mission to increase access to 

Arcadia’s Mobile Mar’ kekk t at The Overlook at OxOO on Run, WashingWW ton DC
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4. MARKET VEHICLE 

Interior and Exterior

featuring an assortment of colorful fruits and vegetables on both sides of the vehicle. 

The bus operates as an open-air market from the passenger’s side of the vehicle. In this way, the iyy nterior 

storage capacity is maximized, with space to accommodate two chest refrigerators and one chest freezer, as r

box, back stock for inventory, and yy four passengers.

The exterior market display is mainly comprised of four metal shelving units that hold wooden produce crates. 

These shelving units are detachable and custom molded for compact storage inside the vehicle during transit. 

The shelves hang from brackets on the passenger side of the vehicle, and are capable of holding up to 24 fully 
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An expandable awning is located above the brackets so that the shelves, produce, and main shopping area can 

be shaded. During the summer, the r awning is an important feature for both customer comfort and 

Pricing of weekly food items is listed on a prominently placed large, white erase board. Various posters and 

ExEE ample of a typixx cal markekk t setup, including the shelving display and point-ott f-o -sale ff table,

all within a shaded shopping area

A table containing food assistance materials and recipes (both frequently available in English and Spanish), 

centralized point-of-sale.ff

PoPP wer Sources

auxiliary gasoline fuel system, separate from the diesel system that fuels the bus engine. The generator is used 

during market stops. 
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the Market’s electrical system has been wired so that power can be drawn from either the generator or an 

outdoor outlet. For example, an extension cord can be run from a nearby building to a “male” electrical plug 

that is accessible from the exterior of the bus. This will power the bus’s cold storage units while the vehicle is 

COLD CC STORTT AOROR GE

The Market vehicle contains two 25-cubic-foot refrigerators and one 7-cubic-foot freezer.rr All of the cold storage 

cushion the appliances from bumps in the road.

without power).

ExEE ample of the ixx nterior cold storage units

commercially available, so the Market used external thermostats to convert chest freezers into chest 

refrigerators. These temperature control gauges are most commonly marketed as home “Kegerator” kits.
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5. STAFFING

6. MARKET OPERATIONS

SOURCING AND LOGISTICS
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Arcadia employed its market vehicle to pick up directly from its partner producers. In this way, the product was 

the Market’s customers. 

year-round mobile markets.

(as was the case for Arcadia). 
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SITE SELECTION AND OUTREACH

Challenges Arcadia Approach

Secure a ”Home Base” for

back stock and market vehicle 

parking 

ns were available for overnight parking in 2012;

centrally located cold storage will be secured in 2013 for mid-day

restocking

conducted in one trip, or that product could be picked up from a 

partner producer who was making a local CSA drop-

.C.-area Farmers’ Market 

Arrange the routes and transit Washington, D.C.

outbound in the evening, so the Market’s route and schedule were

Design the market schedule to 

minimize transit  

The Market’s schedule geographically bundled stops together, 

the number othe number f neighborhoods it could serve in one day 

Time market stops to serveTime market stops to serTime market stops to ser

the needs of the communityof

The Market arranged its stops to accommodate the lifestyles and

schedules of each stop’s target customers. For example, Arcadia 

found that:  

 morning markets

crowd 

for families with young children to frequent the Market

conveniently located, weekday evening stops served those

coming home from work 
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Arcadia coordinated its market stops in partnership with stakeholders who primarily served the same 

7. BUDGETS

CAPITAL CAMPAIGN
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GENERAL OPERATING BUDGET FOR 2012
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6

6

Total: $43,478.00 Total: $33,990.00

Total: $62,000.00

Total Revenue: $105,478.00

Total: $8,715.00

Total: $1,690.00

Total: $55,000.00

Total Expenses: $99,395.00

Arcadia Mobile Market: General Operating 2012

Revenue Expenses

Market Income Market

Labor

Other Income Vehicle

Business
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1. PROGRAM EVALUATION OVERVIEW

Arcadia partnered with Dr. Amy Best at George Mason University’s Center for Social Science Research and 

2. METHODOLOGY
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3. RESEARCH LIMITATIONS

4. FIELD-NOTE EXCERPTS AND ANALYSIS
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I stand observing the woman. Appearing to be in her 60s with curlers in her hair, she asks me if I’m 

a reporter.  I tell her no, I am observing to see how well the mobile market is doing and she replies 

unequivocally, “Excellent.” I ask, “What makes it excellent?” and with a small pile of food items in her 

of the items down on the table to be weighed, “They introduce themselves. They help you. They tell 

you what’s coming next.” “A+, A+, A+,” she adds. (The Overlook at Oxon Run, June 25, 2012)

with a warm and welcoming smile. She and Benjamin chitchat about the market as she inspects the 

Benjamin begins to suggest that she can steam them or boil them before she asks, “can you do them 

like string beans?” and Benjamin nods his head. “I go to the grocery store but I don’t know how to 

and he tells her he sautés them over medium heat with oil and garlic. The trick, he tells her, is to let 

them sit in the pan undisturbed so that they will brown because they have “a lot of natural sugars.”  

25, 2012)
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Another woman, wearing glasses, is with two young girls, maybe 11 or 12, also standing at the 

table. She looks down and sees the sliced tomato on the table and asks about it. Juju tells her it is an 

heirloom tomato. “What’s it taste like?” she asks as she crinkles her nose. “Why don’t you try it?”  

Juju says encouragingly and she takes a piece and puts it in her mouth, swallowing to indicate it is 

July 16, 2012)

A middle-aged man with long, dreadlocked hair walks up to the crates, eyeing what is available. He 

wears a blue suit jacket over darker blue jeans. He glances at the stovetop, asking us what we made. 

mushrooms and eggplant, paying cash. Juju shares the market schedule with him, saying that we will 

and Benjamin assists the other people with their purchases, weighing their items. A woman with a 

woman has returned to try a sample. 
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She eats it, smiles, and asks if she can take a second with her and Juju happily obliges. “I fell in love 

with it. I forgot about my peach,” the woman remarks, picking up her peach from the table where 

“Opens up new taste buds and that’s good,” nodding in agreement with her friend. (South County 

Government Center, August 16, 2012)

An old woman approaches and greets Alex, but her eyes are on the boxes of vegetables and fruit. 

“Russian Kale?!”  Ben says, “Yep,” and explains that it’s similar to collard greens, asking if she ever 

these new greens, picking up the kale. Ben suggests that the kale is also good sautéed, or she could 

make a salad with it. (The Overlook at Oxon Run, June 18, 2012)

An old woman with high purple socks pays cash for a tomato and soup bones. She begins walking 

away, stops, and then comes back. “You have some recipes?”  Ben says, “Yea, what’re you looking 

for?”  “I know onions and red peppers.”  Juju hands her a piece of paper: “Here’s one for yellow 

squash.”   Juju tells her about the recipe and hands her another.  “Here’s one for pasta and corn soup.”  

the parking lot. As she’s walking, she says over her shoulder, “Ok now, gumbo recipe!  Don’t forget!” 

(United Medical Center, August 16, 2012)
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captured in the following excerpt.
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Customers shared stories, memories, and knowledge they had. Like the example above, there were many 
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programs are important to the Market’s economic viability. That there is a need for food assistance for the 

Market’s customer base is without a doubt. Evidence of need for food assistance was robust. Inquiries about 

SNAP, WIC, and Senior FMNP use emerged at every weekly stop.  

Benjamin, “What’ll this cost me, $15.00?” (Congress Heights Senior Wellness Center, July 30, 2012), as he 

selected two peaches.
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increased costs for food items, and thus have a reasonable and healthy suspicion of price gouging. While there 

reported the pricing of the food to be fair and reasonable.
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following excerpt.
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the inferior food available in their neighborhood. Many remarked on and expressed genuine concern about 

the health and wellbeing of other community members. Others drew links between the food system and 

compromised food access and health.

Awareness of the larger food environment in the form of limited grocery stores and the poor quality of 

a grocery store” (Congress Heights Senior Wellness Center, June 25, 2012) were common.

Consider the following examples:

5. PROGRAM EVALUATION FINDINGS

A comprehensive community outreach campaign before the launch of the Market and throughout the selling 
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and opportunity to purchase healthy, fresh foods. There was some support in the data that customer visits to 

Overlook at Oxon Run, June 25, 2012) suggest that planning for food provisioning by residents is structured by 
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2

the longer-term goal of program sustainability. 

program’s income. While it is unlikely that the program can derive enough earned income through market 

1. INCREASING VOLUME

schedule to accommodate a mid-day restocking, allowing for a full inventory at every market stop. In this way, 

the Market will increase the volume of its sales without increasing the price of its products. 

the assistance of an expanded network of partners and stakeholders.

Lastly, Arcadia is working to more consistently carry some of the more popular items from the Market’s pilot 

vegetables from its pilot season (i.e. blueberries, cabbage, cantaloupe, chard, collard greens, cucumbers, garlic, 

kale, Mesclun salad mix, mustard greens, nectarines, okra, onions, peaches, peppers, plums, spinach, squash, 

strawberries, tomatoes, watermelon) the Market will be heeding its customers’ requests for more cuts of beef 

and pork, as well as grain staples. 
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2. STREAMLINING OPERATIONS/SCALING UP

with those of its Mobile Market would help to both reduce the Market’s program costs as well as increase the 

In the absence of a Food Hub, a mobile market could partner with a grocer, food co-op, farmers’ market 

the mobile market a similar opportunity to leverage its partners’ networks and resources, helping to secure the 

longer-term sustainability of the program.
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9:00-11:00am
Congress Heights Senior Wellness Center
3500 MLK Jr. Avenue SE, DC

12:00-2:00pm
The Overlook at Oxon Run
3700 9th Street SE, DC

3:00-5:00pm
Anacostia Metro/Thurgood Marshall PCS
2427 MLK Jr. Avenue SE, DC

Mondays:
12:00-3:00pm
United Medical Center
1310 Southern Avenue SE, DC

4:00-7:00pm
Ledroit Park/Common Good City Farm 
Corner of Elm and 3rd Street NW, DC

Wednesdays:

Thursdays:
6:00-8:00pm 
Southwest Waterfront/The Wharf 
Corner of 7th & Water Street SW, DC 

Arcadia’s Mobile Market is a farmers’ market on wheels.
We’ll have local vegetables, fruits, eggs, milk, and meat at 

Mobile Market stops throughout DC.

Use your SNAP/EBT card and WIC/Senior check 
at Arcadia’s Mobile Market!

The Mobile Market 
is open from:

For more information, please contact info@arcadiafood.org or call 571-384-8845.

The Mobile Market also provides cooking demos, recipes, 
and resources for finding healthy, affordable food 

elsewhere in the District.

In the event of rain, the Mobile Market  will resume its regular market schedule the following week.

The Mobile Market matches SNAP/EBT, WIC, and Senior checks up to $10.  
For example, $10 in SNAP/EBT, WIC, or Senior checks buys $20 in food!

OCTOBER

31

MAY

2
through
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1:00-4:00pm

South County Center
8350 Richmond Highway 

Alexandria, VA 22309

10:00-1:00pm

Arcadia Farm @ Woodlawn
9000 Richmond Highway

Alexandria, VA 22309

Sabados:Jueves:

El Mercado Móvil Arcadia es un mercado de agricultores.
Traemos verduras de la zona, frutas, huevos, leche y carnes. 
El mercado Móvil hace paradas en el área de Alexandria, VA.

Utilice su tarjeta SNAP / EBT en el Mercado Móvil de Arcadia!

El Mercado Móvil le dobla la cantidad de beneficios SNAP 
que gaste en el mercado hasta un máximo de $10.  

¡Por ejemplo, $ 10 en SNAP se le convierten en $ 20 en comida!

El mercado en 
rueda esta 
abierto de

Para más información, por favor comuníquese info@arcadiafood.org o llame 571-384-8845

El Mercado Móvil también le provee demonstraciones de cocina, 
recetas, y recursos para encontrar comidas saludables y económicas.

En caso de lluvia, el Mercado Móvil  regresara la próxima semana a la misma hora.

29
SEPTIEMBRE

2
hasta

JUNIO
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EBT 
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Food Assistance Benefit (SNAP, WIC, Senior) and Bonus Bucks Transaction Log 

 
Market: _______________________________________    Market Date: ________/________/________ 

SNAP (record last 4 digits), 
WIC or Senior? (record state) 

1st time at 
market? (Y or N) 

Benefit Amount 
Redeemed ($) 

Bonus Bucks 
Amount (<10$) 

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

 
TOTALS FOR # of TRANSACTIONS, FIRST TIME VISITORS, AND $$$ AMOUNTS 
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