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WHAT WE ARE LEARNING

BACKGROUND
Design thinking is a human-centered approach to problem solving. It is a methodology and a set of tools to
generate user-centered solutions to technical and social problems.
As SNAP-Ed continues to explore how to plan, implement, and evaluate interventions at the Sectors of
Influence-level, design thinking presents an opportunity to develop interventions that center priority
audiences’ needs and desires while engaging the wide range of stakeholders needed for implementation.

WHAT WE ARE DOING
The design challenge we are ultimately seeking to solve is: How do we develop a robust Sector of Influencelevel intervention for caregivers of young children that meets their needs and advances SNAP-Ed’s reach
and impact?
We are utilizing IDEO.org’s approach to design thinking to develop this intervention, which includes three
distinct phases: Inspiration, Ideation, and Implementation.

In Summer 2020, we engaged 14 caregivers of young children who are eligible for SNAP
and/or WIC in a series of four, two-hour virtual workshops to ultimately generate a list
of potential intervention ideas within key sectors of influence. Caregivers of young
children are people who provide care for children (including preparing meals) at home
for most of the week.
We developed this list of ideas in priority sectors of influence by asking caregivers
to:
1. Rank each of the nine sectors of influence using a Card Sort activity to identify where
they are open to engaging with information about budgeting for and buying foods that
meet their families’ needs.
2. Complete an Empathy Map with what they do, think, say, and feel in the prioritized

sector of influence to understand their needs, desires, frustrations, etc.
3. Visualize their experience in each priority sector of influence by developing Journey

Maps, which include key activities as well as reflections on steps they enjoy or dislike.

The table below provides an overview of each phase’s key activities and their unique opportunities for
SNAP-Ed:

Overall, we are learning that stakeholders, especially caregivers of young children, want to be involved and can meaningfully
shape the development of interventions if there is enough support for them to participate.
The table below provides some high-level insights into what we are learning throughout this process:

CAREGIVER INSIGHTS

Caregivers enjoy engaging their
children in food shopping.
Caregivers want support in the
grocery store that helps reduce the
cognitive burden of meal planning
and budgeting.
Caregivers often prepare for food
shopping at home before leaving.
Caregivers do not want to engage
with an intervention at the
checkout since they are trying to
doublecheck budgets and shopping
lists, separating WIC items, etc.

FOOD RETAIL INSIGHTS

Food retailers want interventions to
be flexible so that they can
personalize it based on their
systems, needs, etc.
Pick smaller retailers to pilot an idea
since they often require less
corporate involvement.
Ask about what role SNAP-Ed could
play to support the partnership.

VIRTUAL ENGAGEMENT INSIGHTS

Develop group norms to help
stakeholders feel supported
(especially people at home with
young children) and to ensure all
stakeholders can contribute in ways
that work best for them.
Utilize collaborative workspaces like
JamBoards to gather and
synthesize ideas.
Ask stakeholders for their feedback
on how you can make the space
more generative, engaging, etc.
along the way.

IMPLICATIONS FOR SNAP-ED
Design thinking has tremendous potential to further SNAP-Ed’s impact and reach by developing interventions that truly
meet the needs of our priority audience while ensuring the interventions are feasible and desirable for all stakeholders
involved. However, design thinking could also reinforce existing power dynamics and patterns that could further exacerbate
inequities and uphold opressive systems.
For SNAP-Ed to utilize design thinking to advance health equity and access, we want to elevate several considerations:
Compensate the priority audience for their expertise and shift decision making power to them whenever possible.
We received external funding for this work, which allowed us to compensate caregivers at $50 an hour.

OPPORTUNITY
FOR SNAP-ED

ACTIVITY

LENGTH

Budget ample time for this process. Design thinking requires gathering many ideas in the beginning to ultimately
refine the approach to something feasible and desirable. It can take a lot of time to bring everyone on this journey,
but it is worth it!

4 months

8 months

Be okay with hearing ideas that might not work for SNAP-Ed. Stakeholders from various sectors may raise
concerns and present ideas that may feel outside of the scope of SNAP-Ed. Resist the urge to dismiss these
immediately as they might lead to new insights, creative solutions, and effective programming.

6 months

Identify the design
challenge
Identify the people who
need to be engaged in
this process
Conduct key informant
interviews to broaden our
view

Engage caregivers to
understand needs and desires
and barriers and opportunities
for design Build out caregivers’
ideas with key stakeholders in
priority sectors

Develop toolkit and/or
roadmap for implementing
SNAP-Ed interventions
designed by caregivers and
stakeholders
Align the intervention with
Sectors of Influence-level
evaluation indicators

Take a systemsperspective of the issue
Learn from analogous
issues and/or problem
solvers

Center priority audiences’
needs and desires in the
intervention design
Plan and design for
implementation challenges
with key people from those
sectors

Design evaluation plans
with partners
Identify potential funders
and pilot partners

In Winter 2020, 13 stakeholders including caregivers, SNAP-Ed Implementing
Agencies, and food retail professionals are building out two of these ideas within the
food retail environments through a series of virtual co-creation sessions.

Utilize the engagement of all stakeholders to plan for evaluation. How can your stakeholders inform where to find
or generate data? What are feasible or less complicated ways to collect feedback from the priority audience? Make
this part of the process!
Acknowledgements: Thank you to the Robert Wood Johnson Foundation for supporting this work. We would also like to thank the stakeholders who
are so deeply engaged with the co-creation process: Heidi Alphen, Lindsey Haynes-Maslow, Kimberly Keller, Trish Marie Cordero, Michelle Palmer,
Emily Parent, Stephany Parker, Shari Steinbach, and Allison Yoder.

