
Food Hero SNAP-ED Solution
The Food Hero Social Marketing Campaign Solution
Food Hero is a research-based social marketing campaign providing community 
education along with policy, systems and environmental (PSE) change activities 
aimed at increasing  all forms of F&V consupmtion among limited-income 
Oregonians. 
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Email:
food.hero@oregonstate.edu

Oregon has  
Food Hero promoters 
on the ground covering 

all 36 counties.

Kale Basics

Give Your Family More of the Good Stuff!
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        Kale is rich in vitamins,  

     
      

         minerals and fiber 

     
      

        for a healthy body.

� Refrigerate kale in anopen or perforated plasticbag for 3-5 days. Flavorbecomes stronger andmore bitter as kale isstored. 
� Wash kale just before using. Storing it wet canspeed spoilage.• Fill a large bowl with cool water and swishloose leaves around.• Let the leaves sit in thewater to allow the dirt tosettle.

• Lift the leaves from thewater. Drain and rinsebowl.
• Repeat these steps untilthere is no grit on the bottom of the bowl.• Pat leaves dry if needed.� For best quality, kale is blanched (cooked briefly)before freezing. Use within1 year.

Store WellWaste Less

Curly kale – mostcommon type available; brightgreen leaves aretightly ruffled andstem is fibrous. Flavor ispeppery, and can sometimes become quite bitter.

Lacinato kale(dinosaur kale) –dark mottledgreen leavesare long, flat, puckered spears with firm texture and tough stems. Flavor
is earthy, slightly sweet andnutty. It is less bitter than curly

kale. 

� Look for fresh kale with dark
green, small to medium leaves. � Avoid wilted or discolored brown or yellow leaves. � Kale is available all year. Because it grows well in cooler 

months it is often availablefresh when other produce is not.  � Frozen kale is easy to keep on hand and may be an economical, time-saving option.
Check the ‘best by’ date to seehow long it will keep.

$hop and $ave 

Russian redkale – 
red-tinged greenleaves are flatand resemble oak

leaves. Thick, reddish-purplestems are very fibrous and generally not eaten. Flavor issweet and delicate with a hint
of lemon and pepper. 

Baby kale – any typeharvested very youngwhile the stems are thin
and the leaves are tender; tends
to be less bitter and fibrous.

Types of Kale

The Challenge
Increase Oregon’s Fruit and Vegetable Intake 
n	 Oregon has become a national leader with fruit and vegetable (F&V) intake, access 

to healthy food retailers, and farmer’s market acceptance of nutrition assistance 
program benefits. 

n	 However, Oregonians need to eat more F&V to meet USDA recommended levels. 

Oregon Adults 
Median Daily Intake

US State  
Intake Ranking

Vegetables 1.9 servings per day Highest

Fruits 1.1 servings per day Among the highest
Most recent data from CDC State Indicator Report (2013).

A sample edition 
of the Food 
Hero Monthly 
publication

Provide easy recipes for low-cost, adaptable, 
nutritious, and delicious meals and snacks and 
practical tips for food shopping and preparation.

Build state and local partnerships to promote  
PSE change activities aimed at increasing consumption  
of F&V in all forms. 

Increase self-efficacy for buying and preparing 
F&Vs in households and at community sites.

Celebrate F&V champions. 

SNAP-ED  
Works for Oregon
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social media followers, a 32% 
increase from the previous year

schools using 
Food Hero campaign materialsclassrooms (k-12) reached 

with Food Hero campaign
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Visits to Foodhero.org, an increase 
of 53% from the previous year
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saw the Food Hero partner 
funded media buy

Food Hero in Oregon—By the Numbers

Impacts on Families
A take-home Parent Recipe Survey was 
completed by 614 adult caregivers whose 
children had tasted Food Hero recipes in 
class:

n	 75% reported their children talked to 
them about what they’d learned in class 
about healthy eating. More than half of 
these respondents changed the food 
they ate at home as a result.

n	 51% prepared one or more of the Food 
Hero recipes sent home. 

In April of 2015, the Kids Tasting 
Assessment, designed to test and 
promote Food Hero recipes with kids, 
began. Over 20,000 children were 
surveyed in 12 counties. As a result, 39 
Food Hero recipes were tagged Kid-
approved, meaning that at least 70% of 
survey participants “liked the taste.”

In 2016 Food Hero and the Oregon 
Department of Education Child 
Nutrition Program converted 32 
Food Hero recipes into quantity 
recipes, plus providing the meal 
crediting so they are usable in USDA 
food programs throughout Oregon 
and the US. Find them here:  
www.foodhero.org/quantity-recipes.

Connect with 
Food Hero!

2016 Most 
Popular Recipe:

Favorite Pancakes 
782,409 page views on 

foodhero.org

foodhero.org


