
 
 

            
 

 
 

 
 

  
 

 

   

  

   

  

 

    

        

    

   

     

 

  

  

   

      

   

  

      

    

  

 
    

   
  

  
    

   
   

 
  

Evaluation of the Fiscal Year 2020 Healthy Fluid Milk Incentives Project 
U.S. Department of Agriculture 

Food and Nutrition Service 
A Report to Congress 

February 22, 2023 

Background 

Section 4208 of the Agriculture Improvement Act of 2018 (P.L. 115-334; the Act) authorized the 

Secretary of Agriculture to carry out the Healthy Fluid Milk Incentives (HFMI) Projects to develop and 

test methods to increase the purchase and consumption of fluid milk by Supplemental Nutrition 

Assistance Program (SNAP) households by providing incentives at the point of purchase.1 The Act 

defines fluid milk qualifying for incentives as all varieties of pasteurized cow’s milk that are 1) unflavored 

and unsweetened, 2) consistent with the most recent dietary recommendations, 3) packaged in liquid 

form and, 4) contain Vitamins A and D in amounts consistent with Food and Drug Administration, State, 

and local standards for fluid milk. The Act authorized to be appropriated $20 million for the HFMI 

projects, to remain available until expended. Additionally, the Act requires biennial reporting on the 

status of projects and completed evaluations. The Act also requires an independent evaluation and 

states that no more than 7 percent of the appropriated funding can be spent on this evaluation. 

The HFMI initiative seeks to increase the purchase and consumption of unflavored and unsweetened 

low-fat and fat-free cow’s milk by SNAP participants. Fluid milk is a part of the Dietary Guidelines for 

Americans’ (DGAs) dairy group, and low-fat (1 percent) and fat-free milk are among the types of dairy 

foods recommended for healthy dietary patterns.2,3 Fluid cow’s milk consumption in the U.S. has been 

declining for decades, with this trend accelerating in the 2010s.4 Based on data from the National Health 

and Nutrition Examination Survey, the share of the U.S. population that drank milk and milk-based 

beverages, which is most common mode of consuming fluid cow’s milk, was 30 to 31 percent from 

2003-2004 through 2009-2010 and fell to 22 percent in 2017-2018. Quantities consumed by those 

drinking milk and milk-based beverages also fell from 0.57 to 0.33 cup equivalents per day from 2003-

1 Agriculture Improvement Act of 2018, Public Law 115-334-DEC. 20, 2018. Sec 4208. Healthy fluid milk incentives 
projects. https://www.fns.usda.gov/pl-115-334 
2 U.S. Department of Agriculture and U.S. Department of Health and Human Services, Dietary Guidelines for 

Americans, 2020-2025, 9th Edition (Washington, D.C.; 2020). https://www.dietaryguidelines.gov/ 
3 Healthy dietary patterns include nutrient-dense foods and beverages from all food groups.  For dairy group, these 
include fat-free or low fat milk, yogurt, and cheese. Fortified soy beverages and yogurt are also included. 
4 Hayden Stewart, Fred Kuchler, Diansheng Dong, and Jerry Cessna. Examining the Decline in U.S. Per Capita 
Consumption of Fluid Cow's Milk, 2003-18, ERR-300 (Washington, D.C.: U.S. Department of Agriculture, Economic 
Research Service; 2021). https://www.ers.usda.gov/webdocs/publications/102447/err-300.pdf?v=9125 
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2004 to 2017-2018. An analysis of types of milk and milk products consumed by SNAP participants, 

income-eligible nonparticipants, and higher income nonparticipants shows that among all individuals, 

cheese and 2 percent unflavored milk were the top two milk products consumed followed by unflavored 

whole milk.5 A higher percentage of SNAP participants (29.4 percent) reported consuming whole milk 

compared to income-eligible (22.2 percent) or higher income (15.2 percent) nonparticipants. 

The HFMI initiative is the first to offer incentives to SNAP participants for purchasing low-fat and fat-free 

milk with their SNAP benefits at participating food retailers. About a decade before HFMI, the Healthy 

Incentives Pilot (HIP) developed and tested a model for incentivizing fruit and vegetable purchases 

among SNAP shoppers in Hampden County, MA.6 HIP operated between November 2011 and December 

2012 and offered a 30-cent rebate for every SNAP dollar spent on targeted fruits and vegetables, with 

the rebate being immediately credited to pilot participants’ (HIP group) Electronic Benefit Transfer (EBT) 

cards for subsequent use on any SNAP-eligible products. The HIP group’s consumption of targeted fruits 

and vegetables increased by a quarter cup per day compared to the non-HIP group, reducing the gap 

between actual and recommended fruit and vegetable intakes for the HIP group by about 18 percent. 

Given promising findings from HIP, the U. S. Department of Agriculture (USDA) Food Insecurity Nutrition 

Incentive (FINI) Grant Program, now known as the Gus Schumacher Nutrition Incentive Program 

(GusNIP), incentivizes fruit and vegetable purchases by SNAP participants at participating SNAP-

authorized retailers. FINI and GusNIP grantees developed and tested various incentive models, ranging 

from those that issue rebates in the form of coupons to those that provide discounts at the point-of-

sale. Evaluations of FINI and GusNIP projects have found relatively high take-up of incentives by 

participants, with redemption rates between 66 and 79 percent depending on the type of retailer.7,8 

Some GusNIP projects have reported increased fruit and vegetable intakes by participants. Lessons from 

these evaluations could inform the development of HFMI models. 

In FY 2020, $1 million was appropriated for the USDA Food and Nutrition Service (FNS) to conduct the 

first HFMI project.  In July 2020, FNS awarded $930,000 to Baylor University’s Baylor Collaborative on 

Hunger and Poverty for the FY 2020 HFMI project; $70,000 was designated for the independent 

evaluation. This report presents findings from the evaluation of the FY 2020 HFMI project. The project 

tested take-up of incentives delivered through coupons issued to SNAP participants when they 

5 Stacy Gleason, Dani Hansen, and Breanna Wakar, Indicators of Diet Quality, Nutrition, and Health for Americans 
by Program Participation Status, 2011-2016: The SNAP Report (Alexandria, VA: U.S. Department of Agriculture, 
Food and Nutrition Service; 2021) https://www.fns.usda.gov/snap/indicators-diet-quality-nutrition-and-health-
americans-program-participation-status-2011 
6 Susan Bartlett, Jacob Klerman, Lauren Olsho et.al. Healthy Incentives Pilot Final Evaluation Report (Alexandria, 
VA: U.S. Department of Agriculture, Food and Nutrition Service; 2014) https://www.fns.usda.gov/snap/hip/final-
evaluation-report 
7 Tracy Vericker, Sujata Dixit-Joshi, Lindsay Giesen et. al. Evaluation of the Implementation of the Food Insecurity 
Nutrition Incentives (FINI): Final Report. (Alexandria, VA: U.S. Department of Agriculture, Food and Nutrition 
Service; 2021) https://www.fns.usda.gov/snap/evaluation-implementation-food-insecurity-nutrition-incentives-
fini-final-report 
8 Gus Schumacher Nutrition Incentive Program Training, Technical Assistance, Evaluation, and Information Center 
(GusNIP NTAE): Impact Findings: Year 2: September 1, 2020 to August 31, 2021. 
https://www.nutritionincentivehub.org/media/fjohmr2n/gusnip-ntae-impact-findings-year-2.pdf 

2 

https://www.fns.usda.gov/snap/indicators-diet-quality-nutrition-and-health-americans-program-participation-status-2011
https://www.fns.usda.gov/snap/indicators-diet-quality-nutrition-and-health-americans-program-participation-status-2011
https://www.fns.usda.gov/snap/hip/final-evaluation-report
https://www.fns.usda.gov/snap/hip/final-evaluation-report
https://www.fns.usda.gov/snap/evaluation-implementation-food-insecurity-nutrition-incentives-fini-final-report
https://www.fns.usda.gov/snap/evaluation-implementation-food-insecurity-nutrition-incentives-fini-final-report
https://www.nutritionincentivehub.org/media/fjohmr2n/gusnip-ntae-impact-findings-year-2.pdf


 
 

 

  

  

   

  

     

   

 

 
  

   

   

 

 

   

 

  

   

 

 
  

    

   

 

 

 

     

    

     

 

  

  

 

       

  

   

    

  

      

 
    
   
   

   

purchased “qualifying fluid milk” with their SNAP benefits at four authorized Lowe’s Supermarkets ‘ 
Food King stores in West Texas. FNS analyzed retailer data on incentive issuance and redemption to 

assess take-up of incentives by SNAP participants. Sales of qualifying milk before and after the 

implementation of the HFMI project were also examined. The funding provided for the independent 

evaluation could not support collecting data from SNAP participants. Key findings are presented below, 

followed by a description of the FY 2020 HFMI project, evaluation method, project findings, and 

conclusions. 

Key Findings 
▪ The cumulative redemption rate across all four pilot stores, or the total share of issued 

incentives that SNAP shoppers redeemed over the course of the 12-month pilot operation 

period, was two percent. 

▪ SNAP shoppers redeemed 22 coupons valued at $89 out of 1,156 issued coupons valued at 

$4,054 during the 12-month pilot period across all four stores. 

▪ Relative to sales in an average week during the pre-launch period, qualifying milk sales in an 

average week during the pilot operation period did not increase. 

The FY 2020 Healthy Fluid Milk Incentives Project 
USDA FNS entered into a cooperative agreement with Baylor University’s Baylor Collaborative on 

Hunger and Poverty (BCHP) in July 2020, tasking BCHP with coordinating the HFMI pilot. BCHP partnered 

with Lowe’s Supermarkets and the South Plains Hunger Solutions Coalition to develop, implement, and 

promote HFMI in four pilot stores in Texas. This section describes the local and retail settings of these 

stores, the incentive model, and the planning and implementation timeline. 

Local and retail settings of pilot stores 

The pilot stores in West Texas – two stores in Lubbock, one in Littlefield, and one in San Angelo – are 

part of a regional supermarket chain called Food King, which is owned and operated by Lowe’s 
Supermarkets. Food King operates in Colorado, New Mexico and Texas and charges prices that are at or 

below cost, plus a flat surcharge of 10 percent, commonly referred to as a “cost plus” model. The chain 

carries a variety of qualifying milk products, including organic and lactose-free options, from up to six 
9,10brands. 

The four pilot stores are in Lamb, Lubbock, and Tom Green counties in West Texas. Population density 

varied widely across the three counties, with Lamb County being nonmetropolitan and the least dense 

and Lubbock County being metropolitan and the densest of the three counties (Table 1).11 Residents 

across the three counties tended to be younger compared to the overall U.S. population. According to 

population counts from 2016 through 2020, between 28 and 31 percent of county residents were 19 

years or younger, while approximately 25 percent of individuals in the U.S. were in this age group. In 

9 See the “About Us” and “Store Locator” section of Food King’s webpage: https://foodkingcostplus.com/aboutus/ 
10 Lowe’s Supermarkets provided product information, including product type, brand, and container size. 
11 See the 2013 Rural-Urban Continuum Codes available on the U.S. Department of Agriculture, Economic Research 
Service’s webpage: https://www.ers.usda.gov/data-products/rural-urban-continuum-codes.aspx 
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terms of race and ethnicity, residents across the three counties were more likely to be White or Hispanic 

or Latino, regardless of race, and were less likely to be Black or African American or Asian compared to 

the overall U.S. population. Regarding county-level economic characteristics, annual household median 

income in the three counties was lower than the U.S. household median income. Poverty rates in Lamb 

and Lubbock counties were approximately 7 and 6 percentage points higher than the national poverty 

rate, respectively, while the poverty rates in Tom Green County and the United States overall were 

comparable. Across the three counties, SNAP participation was either comparable or lower compared to 

national estimates. 

Table 1. Selected demographic and economic characteristics of counties with pilot stores 

United Lamb Lubbock 
States Country County 

Tom Green 
County 

--- Littlefield Lubbock 
Pilot stores (store numbers in parenthesis) 

(#8) (#81 and #82) 

Population density (persons per square mile) 93.8 12.8 346.8 

Population distribution by age (percent)a 

< 5 years 6.0 7.2 6.6 

5 – 19 years 19.1 23.4 21.8 

≥ 20 years 74.9 69.5 71.5 

Population distribution by race and ethnicity (percent)a 

White 70.4 87.1 77.9 

Black or African American 12.6 3.3 7.2 

Asian 5.6 0.7 2.3 

American Indian and Alaska Native 0.8 0.5 0.8 

Native Hawaiian and Other Pacific Islander 0.2 0.0 0.1 

Hispanic or Latino (any race) 18.2 55.9 35.8 

Median income (dollars)b 64,994 44,935 53,425 

Poverty rate (percent)c 12.8 19.4 18.5 

SNAP participation (percent)d 11.4 12.2 11.8 

San Angelo 
(#38) 

78.8 

6.9 

20.8 

72.4 

81.1 

4.2 

1.3 

0.4 

0.0 

40.5 

57,670 

12.2 

9.8 

Source. U.S. Census Bureau, 2020 Decennial Census and 2016-2020 American Community Survey 5-year estimates 
a Percentages for another race and two or more races not shown. 
b Household median income in past 12 months is expressed in 2020 inflation-adjusted dollars. 
c Poverty rate reflects the share of individuals for whom poverty status was determined who lived below the 

poverty level in the past 12 months. 
d SNAP participation reflects the share of households participating in the program in the past 12 months. 
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Incentive model 

Each pilot store implemented a rebate model using a match rate of 100 percent, with every SNAP dollar 

spent on qualifying fluid milk earning one dollar in incentives that could be redeemed at a subsequent 

trip for eligible milk and dairy products.12 Incentive dollars were issued as coupons printed on the 

bottom of transaction receipts and expired 30 days after issuance. The list of eligible milk and dairy 

products for coupon redemption was more expansive than the list of qualifying products for the 

incentive, with some variation across pilot stores (Table 2). Compared to the qualifying product list, 

which was the same across all four stores, the eligible product list included more options in terms of fat 

content at pilot stores in Littlefield and Lubbock and in terms of both fat content and product type at 

the pilot store in San Angelo. 

Table 2. Description qualifying and eligible products by pilot store 

Pilot store location Products qualifying for 
incentives a 

Products eligible for coupon 
redemption b 

Littlefield (#8) Fat-free fluid cow’s milk 
Lubbock (#81) and 
Lubbock (#82) Low-fat fluid cow’s milk 

Fat-free fluid cow’s milk and 
San Angelo (#38) 

Low-fat fluid cow’s milk 

Any fluid cow’s milk 

Any dairy product with cow’s milk 
as first ingredient 

Source. Baylor Collaborative on Hunger and Poverty’s Healthy Fluid Milk Incentive Training Handbook 
a Other requirements for qualifying products included 1) being unflavored and unsweetened and 2) meeting Food 

and Drug Administration, State, and local standards for Vitamin A and D. Lactose-free versions also qualified for 

incentives. 
b Other requirements for eligible products across pilot stores included being unflavored and unsweetened. For pilot 

stores in Littlefield and Lubbock, eligible products also had to meet Food and Drug Administration, State, and local 

standards for Vitamin A and D. 

Apart from parameters for qualifying and eligible products, the rebate model incorporated several other 

design features related to issuance and redemption. Regarding issuance, the pilot stores’ point-of-sale 

systems automatically associated qualifying milk sales with SNAP benefits during most split-tender 

transactions so that SNAP participants could earn incentives for qualifying purchases. If SNAP 

participants also used WIC benefits during the transaction, however, the point-of-sale system prioritized 

associating qualifying milk sales with WIC benefits, and they did not earn incentives on split-tender 

transactions involving both SNAP and WIC. There was no transaction-level cap to the amount of 

incentive dollars that SNAP shoppers could earn. 

Regarding redemption, SNAP participants were not required to use or show their SNAP EBT cards when 

redeeming incentives. Incentive coupons were redeemable only at the pilot store at which they were 

issued. Redeeming multiple incentive coupons during the same transaction was allowable; although 

SNAP participants forfeited any unused incentive dollars if the entire coupon was not redeemed in one 

transaction. 

12 See the “Healthy Fluid Milk Incentive Training Handbook,” available on the Baylor Collaborative on Hunger and 
Poverty’s webpage: https://www.baylor.edu/addmilk/doc.php/371631.pdf 
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□ □ 

Planning and pilot operations timeline 

Following the award of the cooperative agreement, BCHP and its partners initiated a nine-month 

planning and testing phase followed by a 12-month pilot operation period (Figure 1). The initial phase 

involved developing plans for pilot operations, testing point-of-sale system changes, training pilot store 

managers and cashiers, and creating and disseminating signage and promotional materials. This work 

culminated in the HFMI pilot’s launch at three Food King stores in Littlefield, Lubbock, and San Angelo in 

May 2021. 

Figure 1. Key milestones in FY 2020 HFMI pilot project timeline 

July 30, 2020 May 3, 2021 
Cooperative Pilot launched at 
agreement three 
awarded Food King stores 

Planning and Testing Operations 

Sept. 1, 2021 
Pilot launched at 

fourth 
Food King store 

Apr. 30, 2022 
Pilot ended 

May 30, 2022 
Last 

HFMI coupons 
expired 

Throughout the operations period, BCHP worked with the retailer to remedy relatively low redemption 

rates, which were observable shortly after the launch. One measure involved expanding the HFMI pilot 

project to a fourth Food King store in Lubbock in September 2021. Additional measures included, among 

others, improving in-store signage and providing refresher trainings to pilot store staff. The HFMI pilot 

project concluded at the end of April 2022, and coupons issued on the final day were redeemable 

through the end of May 2022. 

Methods 
The evaluation assessed issuance and redemption of incentives and sales of qualifying milk across the 

four pilot stores. This section describes the data and analytic methods used for the evaluation. 

Data and measures 

For the operations period, Lowe’s Supermarkets provided data on incentives, sales and prices from all 

pilot stores on a weekly basis, covering the period between May 3, 2021, and May 31, 2022. Data for 

each week reflected coupon issuance and redemption, and dairy product sales for weeks starting on 
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Wednesdays and ending on Tuesdays, in line with Food King’s price promotion cycle. 13 The retailer also 

provided data on prelaunch sales from all pilot stores for the 12-month period preceding the HFMI 

pilot’s launch.14 

For incentives measures, the retailer reported the weekly dollar amount and number of coupons issued 

and redeemed at each pilot store. For sales measures, the retailer reported the weekly dollar value of 

qualifying and eligible product sales, broken down by fat content and product type and by EBT and non-

EBT tender. For example, store-level data on weekly EBT sales of fat-free milk were available. 

EBT sales reflected combined sales completed using either a SNAP or WIC EBT card. WIC EBT sales were 

included in combined EBT sales measures if dually enrolled participants also used a SNAP EBT card 

during the transaction. Given the point-of-sale system’s prioritization scheme for split-tender 

transactions involving both SNAP and WIC, as discussed above, the weekly dollar amount of issued 

incentives did not necessarily equal the dollar amount of EBT sales of qualifying milk products. 

Analytic methods 

To examine take-up of incentives, we computed cumulative and mean issuance and redemption figures, 

overall and by pilot store. We also computed cumulative and mean measures of issued incentive dollars 

as shares of qualifying milk sales, overall and by pilot store, to contextualize the value of issued 

incentives. To calculate these shares, we divided the weekly dollar value of issued incentives by the 

weekly dollar value of qualifying milk sales completed using EBT or any tender. We also calculated 

qualifying milk sales over the prelaunch period and the operations period for the pilot stores. For all 

measures, cumulative figures reflected totals over time, while means reflected information averaged 

across multiple weeks. For example, average weekly prelaunch data would include data from all 

prelaunch weeks for the store. 

Findings 
This section first reports findings on coupon issuance and redemption then reports results on prelaunch 

and operation period sales of qualifying milk. 

Incentive issuance and redemption 

The cumulative redemption rate across all pilot stores was 2 percent, both in terms of dollars and 

numbers of coupons (Table 3). This rate reflects redemption of 22 coupons valued at approximately $89 

out of 1,156 coupons issued and valued at approximately $4,054 over the course of the implementation 

period. Redemption rates varied across pilot stores, ranging from less than 1 percent at one of the pilot 

stores in Lubbock (#82) to 4 percent at the pilot store in San Angelo (#38). Relative to the share of 

overall incentives issued at each pilot store, SNAP shoppers at the San Angelo pilot store (#38) 

redeemed a disproportionately high share of overall incentives, while shoppers at pilot stores in 

13 Although the HFMI pilot launched on Monday, May 3, 2021, issuance and redemption data were available only 
for dates on or after Wednesday, May 5, 2021, which was the start date of the first reporting week of the pilot 
period. Sales data, however, were available for dates on or after the launch date (i.e., May 3, 2021). 
14 Analysis of pre-launch data excludes a six-week period between January 6 and February 16, 2021 because there 
were no sales across the pilot stores during this time. 
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Lubbock (#82) and Littlefield (#8) redeemed disproportionately low shares of overall incentives. For 

example, although issuance at the San Angelo pilot store accounted for 38 percent of overall issued 

incentive dollars (i.e., $1,559 out of $4,054), redemption at this store accounted for an outsized 68 

percent of overall redeemed incentive dollars (i.e., $61 out of $89). 

Table 3. Cumulative issuance and redemption of incentives, overall and by HFMI pilot store 

Littlefield Lubbock Lubbocka 

Overall 
(#8) (#81) (#82) 

San Angelo 
(#38) 

Cumulative issuance 

Dollars 4,054.29 897.57 873.11 724.99 

Number of coupons 1,156 270 200 242 

Cumulative redemption 

Dollars 88.72 7.20 17.44 3.58 

Number of coupons 22 3 4 1 

Cumulative redemption rate 

Dollars 0.02 0.01 0.02 0.00 

Number of coupons 0.02 0.01 0.02 0.00 

1,558.62 

444 

60.50 

14 

0.04 

0.03 

Source. Lowe’s Supermarkets weekly issuance, redemption, and sales data 

Cumulative measures refer to total issuance and redemption occurring over a 56-week period between May 5, 

2021, and May 31, 2022. a Lubbock (#82) began participating in the HFMI pilot on September 1, 2021, covering 

roughly 39 weeks. 

Week to week, overall issuance varied widely in terms of both dollars and numbers of coupons, while 

patterns in overall redemption showed less fluctuation (Figures A1 and A2 on pages 12 and 13). Overall 

issuance within a given week peaked at approximately $137 in the form of 45 coupons in early February 

2022. At its highest point across all pilot stores, the dollar value of issued incentives within a given week 

was almost twice as high as the overall mean of $78 issued in an average week. Overall redemption 

within a given week peaked at approximately $14 in mid-May 2021, just two weeks after the HFMI 

pilot’s launch. The highest number of coupons redeemed within a given week was three coupons, with 

this peak being reached during weeks in early September 2021 and early March 2022. 

Within the context of cumulative qualifying milk sales across all pilot stores, the cumulative dollar value 

of issued incentives was equivalent to approximately one-third of qualifying milk sales purchased with 

EBT (Table 4). Corresponding figures for each pilot store were similar. Given that the EBT sales data 

reflected sales completed using either a SNAP or WIC EBT card, WIC EBT purchases of qualifying milk 
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accounted for the remaining two-thirds of EBT sales.15 The cumulative dollar value of issued incentives 

accounted for less than 1/10th of qualifying milk sales completed using any tender within and across all 

pilot stores. 

Table 4. Cumulative share of qualifying milk sales issued as incentives, overall and by pilot store 

Littlefield Lubbock Lubbock San Angelo 
Overall 

(#8) (#81) (#82) (#38) 

Issued incentives as share of EBT sales 0.32 0.27 0.31 0.35 0.33 

Issued incentives as share of any tender sales 0.06 0.07 0.03 0.05 0.07 

Source. Lowe’s Supermarkets weekly issuance, redemption, and sales data 
Estimates account for qualifying milk sales that occurred during the period when shoppers could earn incentives. 

For three stores, Littlefield (#8), Lubbock (#81), and San Angelo (#38), this period ran from May 5, 2021, through 

April 30, 2022. For store Lubbock (#82), this period ran from September 1, 2021, through April 30, 2022. 

Week to week, overall incentive issuance relative to overall sales of qualifying milk purchased with EBT 

or any tender fluctuated widely (Figures A3 and A4 on pages 14 and 15). Fluctuations in overall issuance 

relative to overall EBT sales reflected variation in WIC EBT purchases of qualifying milk over time. WIC 

EBT purchases dominated qualifying milk sales completed using EBT for most weeks during the pilot 

operations period. Fluctuations in overall issuance relative to overall sales completed using any tender 

likely reflected how SNAP shoppers may not purchase qualifying milk on a weekly basis due to 

purchasing preferences, exhaustion of SNAP benefits within the benefit month, or other reasons. 

Qualifying milk sales before and after pilot launch 

Mean sales of qualifying milk did not increase after launch of the HFMI pilot (Table 5). In an average 

week during pilot operations, qualifying milk sales were lower than sales in an average week during the 

pre-launch period for all four pilot stores. 

15 Because the HFMI pilot had a match rate of 100 percent, the dollar value of issued incentives was exactly 
equivalent to qualifying milk sales completed using SNAP EBT specifically. 
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Table 5. Weekly mean qualifying milk sales before and after HFMI pilot launch by pilot store 

Littlefield Lubbock Lubbock San Angelo 
(#8) (#81) (#82) (#38) 

EBT sales per week 

Pre-launch dollars 73.47 74.73 152.33 123.38 
(42.72) (41.70) (54.85) (51.98) 

Operations period 61.72 53.25 60.16 91.18 
(32.47) (32.11) (34.17) (56.55) dollars 

Any tender sales per week 

Pre-launch dollars 409.27 813.06 881.10 598.02 
(136.74) (226.85) (265.63) (143.68) 

Operations period 236.06 495.94 404.34 402.63 
(109.57) (217.63) (153.30) (181.43) dollars 

Source. Lowe’s Supermarkets weekly issuance, redemption, and sales data; standard deviations are presented in 

parenthesis. 

For all stores except for one in Lubbock (#82), the pre-launch period ran between May 1, 2020, and May 2, 2021, 

and the operations period ran between May 3, 2021, and May 31, 2022. For Lubbock (#82), the pre-launch period 

extended through August 31, 2021, and the operations period ran between September 1, 2021, and May 31, 2022. 

All estimates excluded the period between January 6, 2021, and February 16, 2021, because there were no sales 

across the pilot stores during this time. 

Notably, these estimates of mean sales are unadjusted for prices and do not reflect quantities sold. 

Based on the Consumer Price Index for dairy, which covers prices for fluid milk and other products, 

prices were relatively stable during the pre-launch period beginning in May 2020 but increased 

considerably during the operations period between May 2021 and May 2022. Between May 2020 and 

May 2022, dairy prices increased by almost 12 percent.16 Within the context of dairy price inflation, 

lower mean sales during the operations period likely reflect lower quantities of qualifying and eligible 

milk sold across the pilot stores. 

Conclusion 
The FY 2020 HFMI project tested a model that delivered incentives via paper coupons for future use to 

SNAP participants shopping at four pilot stores in West Texas. The incentive amount earned matched 

the amount of SNAP benefits spent on the qualifying milk. SNAP participants could earn incentives on 

qualifying fluid milk during a 12-month period ending on April 30, 2022. Incentives had to be redeemed 

within 30 days on eligible milk and dairy foods. At the conclusion of the pilot, SNAP participants had 

earned $4,054 in incentives and redeemed only 2 percent of incentives earned. Given the low take-up of 

incentives, any changes in qualifying milk sales could not be attributed to the HFMI pilot. Mean sales of 

16 U.S. Bureau of Labor Statistics, “Consumer Price Index for All Urban Consumers: Dairy and Related Products in 
U.S. City Average [CUUR0000SEFJ)” Retrieved from FRED, Federal Reserve Bank of St. Louis at: 
https://fred.stlouisfed.org/series/CUUR0000SEFJ 
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these products dropped during the pilot operations period compared to mean sales during the pre-

launch period, which was counter to the intended or expected trend. 

The evaluation was necessarily limited to the analysis of transaction data provided by the pilot stores. 

The funding allocated for the independent evaluation could not support collecting data from SNAP 

participants on outcomes of interest such as consumption of qualifying milk products or purchase 

patterns and acquisition of qualifying milk from all sources. Data from participants also was needed to 

understand the barriers they faced in earning and using incentives and would have helped explain the 

low take-up of incentives. The use of coupons for delivering incentives likely contributed to the low 

take-up of incentives. The FINI evaluation reported higher redemption rates when incentives were 

provided as electronic point-of-sale discounts compared to coupons issued for future use.17 

The FY 2021 HFMI project is currently underway and the FY 2022 HFMI project will begin shortly. For the 

FY 2021 HFMI project, Baylor University’s BCHP partnered with eight Wakefern Food Corp stores in New 

Jersey and the Jubilee Food Market in Waco, Texas. The operations period began in June 2022 and will 

continue through May 2023. These stores are providing dollar-for-dollar incentives in the form of paper 

coupons for future use to SNAP households on qualifying fluid milk purchases with SNAP EBT. The grant 

for the FY 2022 project was recently awarded to Auburn University. Auburn is partnering with 116 

retailers across four States: Alabama, California, Georgia and South Dakota. Evaluation findings and 

status updates on these projects will be provided in the next biennial report to Congress. 

17 Tracy Vericker, Sujata Dixit-Joshi, Lindsay Giesen et. al. Evaluation of the Implementation of the Food Insecurity 
Nutrition Incentives (FINI): Final Report. (Alexandria, VA: U.S. Department of Agriculture, Food and Nutrition 
Service; 2021) https://www.fns.usda.gov/snap/evaluation-implementation-food-insecurity-nutrition-incentives-
fini-final-report 
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Appendix 

Figure A1. Overall issuance and redemption of incentives in dollars, by week 

Source. Lowe’s Supermarkets weekly issuance, redemption, and sales data 

Overall issuance and redemption refer to incentive dollars issued and redeemed across all pilot stores. The pilot 

ran in three stores between May 3, 2021, and May 31, 2022, and in a fourth store between September 1, 2021, 

and May 31, 2022. The mean of overall issuance (orange dashed line) was $77.97 per week, reflecting the average 

dollar value of issued incentives across all pilots stores over the issuance period ending on April 30, 2022. The 

mean of overall redemption (blue dashed line) was $1.58 per week, reflecting the average dollar value of 

redeemed incentives across all pilot stores over the redemption period ending on May 31, 2022.  
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Figure A2. Overall issuance and redemption of incentives in numbers of coupons, by week 

Source. Lowe’s Supermarkets weekly issuance, redemption, and sales data 

Overall issuance and redemption refer to the number of incentive coupons issued and redeemed across all pilot 

stores. The pilot ran in three stores between May 3, 2021, and May 31, 2022, and in a fourth store between 

September 1, 2021, and May 31, 2022. The mean of overall issuance (orange dashed line) was 22.23 coupons per 

week, reflecting the average number of coupons issued across all pilots stores over the issuance period ending on 

April 30, 2022. The mean of overall redemption (blue dashed line) was 0.39 coupons per week, reflecting the 

average number of coupons redeemed across all pilot stores over the redemption period ending on May 31, 2022. 
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Figure A3. Overall issuance as share of qualifying milk sales completed with EBT, by week 

Source. Lowe’s Supermarkets weekly issuance, redemption, and sales data 

Overall issuance as a share of qualifying milk sales purchased with EBT refers to the dollar value of issued 

incentives relative to qualifying milk sales across all stores. Shares account for qualifying milk sales during the 

issuance period, which ran between May 3, 2021, and April 30, 2021, for three pilot stores and between 

September 1, 2021, and April 30, 2021, for a fourth pilot store. The mean of overall issuance as a share of 

qualifying milk sales completed with EBT (dashed line) was 0.35. 
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Figure A4. Overall issuance as share of qualifying milk sales completed with any tender, by week 

Source. Lowe’s Supermarkets weekly issuance, redemption, and sales data 

Overall issuance as a share of qualifying milk sales purchased with any tender refers to the dollar value of issued 

incentives relative to qualifying milk sales across all stores. Shares account for qualifying milk sales during the 

issuance period, which ran between May 3, 2021, and April 30, 2021, for three pilot stores and between 

September 1, 2021, and April 30, 2021, for a fourth pilot store. The mean of overall issuance as a share of 

qualifying milk sales completed with any tender (dashed line) was 0.06. 
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