
DOUBLE UP FOOD BUCKS 

BRAND GUIDE
A guide to using the Double Up Food  Bucks brand and identity.



GOALS

VOICE MISSION
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BRAND
STRATEGY

We believe in helping low-income consumers to eat more healthy food from local 
farms, thus generating business for farmers and keeping more food dollars in the local 
economy.

Double Up Food Bucks is a brand that strives to be 
welcoming and accessible to its audience. Our friendly 
aesthetic evokes a sense of lightheartedness and 
earthy charm.

• Low income consumers eat more healthy food

• Local farmers gain new customers and make more money

• More food dollars stay in the local economy.



OUR NAME

Our brand’s name is a fundamental component of our 
identity. It encapsulates our voice and mission so must 
always be used in proper form and context.

NAME USAGE 

Our name is fundamental to our brand. It captures the essence of 
our mission and values.

• The full name Double Up Food Bucks should be prominent in first 
reference.

• The preferred shorthand after the first full reference is Double Up.

• Any usage exception requests, please reach out to the brand team 
for approval.
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OUR LOGO

The Double Up Food Bucks logo is a visual 
representation of this healthy food incentive program. 
Consistent and proper use is important to foster 
awareness and recognition of the program among both 
potential consumers and advocates.

The primary and preferred use of the Double Up logo is in full-
color against a solid white or light colored background. 

On a white background, you may display the logo in all black or 
Spinach Green #00703C .

On a dark background, the logo can appear in all white. Note that in 
the one-color treatment, the carrot shape is removed from inside the 
apple.

Please refrain from making our logo smaller than with 6 point size 
font and use artistic discretion when reducing the size of the logo 
without text.
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LOGO SPACING AND ALIGNMENT

Our logo uses specific alignment and spacing. Do not 
change the logo’s aspect ratio when resizing the logo. 
While there is no minimum size restriction, please use 
discretion when scaling so that all text appears legible.

ALIGNMENT

The pink box around the icon and main text stack (exclude the 
“TM” symbol) is considered the logo’s artistic boundary.

• The left and right side of each line of text must align with the 
right and left side of this bounding box.

• The icon must be horizontally-aligned with the main text stack 
and this bounding box.

SPACING 

Measure a square equal to the height of the bottom bar of the 
letter “L” in the word “DOUBLE UP.” Using this square as a unit of 
measurement, ensure you honor the following spacing:

• Minimum space surrounding the logo’s bounding box: 4 units

• Space between the apple/carrot icon and the text stack: 4 units 

• Space between “DOUBLE UP” and “FOOD BUCKS” text: 1 unit 

• Space between the right of the main text stack and the left of the 
“TM” symbol: 0.5 units 

4 4

44

4

4
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ITC Stone Sans Bold

LOGO TYPOGRAPHY

Typography is an essential part of our brand identity. 
The Double Up Food Bucks logo features just one 
typeface:

         ITC STONE SANS BOLD
This typeface is bold, friendly, and informal, which makes our 
brand approachable and authentic.

Use For 
“DOUBLE UP FOOD BUCKS” 
Trademark symbol (“TM”) 
Local Identifier

Specifications 
Font name:  ITC Stone Sans 
Style:  Bold 
Case:  Uppercase 
Tracking:  -50
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CORRECT LOGO USAGE

DO’S: 

1. * Use the logo in full-color against a white background.

2. Use the logo in full-color against a light-colored background.

3. Place the logo inside of a white circle, stroked with Double 
Up’s ‘Apple Green’ brand color, against a photograph or busy 
background.

4. For alternate colors, only use the logo in solid Spinach Green 
#00703C against a white background.

5. The logo may also be used in solid black against a white 
background.

6. Use the logo in white against a dark background.

* Logo may be used without Double Up text only to 
accommodate  limited space.

1
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INCORRECT LOGO USAGE

DO NOT: 

1. Change the logo’s orientation.

2. Fail to give the logo adequate spacing.

3. Change the alignment, spacing, or size of individual logo 
elements.

4. Re-arrange the logo’s elements.

5. Display the logo without the TM symbol.

6. Change any of the logo’s fonts.

7. Add effects to the logo such as, but not limited to, shadows, 
bevels, and glows.

8. Use the logo against a photograph or busy background without 
placing inside of a white circle with a stroke in Double Up’s ‘Apple 
Green’ brand color.

9. Place the logo inside of a circle when unnecessary. 

10. Change any of the logo’s colors.

11. Use the one-color logo treatment without removing the carrot 
shape from inside of the apple.

12. Use the one-color logo treatment in any other color than white 
against a dark background.

4 6

7
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PARTNER LOGO OPTIONS

We support our partners in modifying the Double 
Up Food Bucks logo to elevate local identity. The 
guidelines on this page demonstrate customization 
options while still remaining consistent with the 
Double Up brand and identity.

Partner logos fall into one of three styles, each with the option to 
include a one-line tagline: 

1. “DOUBLE UP” + Local Identifier: Vertical 
This style features only the “DOUBLE UP” text below the icon, with 
a one-line local identifier below. The local identifier must appear 
in the Double Up’s ‘Apple Green’ brand color when displayed in 
full-color. Note that the TM symbol is still required and appears to 
the right of the “DOUBLE UP” text.

1B. An optional tagline may appear in Double Up’s ‘Cocoa Brown’ 
brand color below local identifier.

2. “DOUBLE UP FOOD BUCKS” + Local Identifier: Vertical 
This style features the full “DOUBLE UP FOOD BUCKS” text of the 
main logo below the icon, with a one-line local identifier below. 
The local identifier must appear in the Double Up ‘Apple Green’ 
brand color when displayed in full-color. Note that the TM symbol 
is still required and appears to the right of the “FOOD BUCKS” 
text.

2B. An optional tagline may appear in the ‘Cocoa Brown’ brand color 
below local identifier.

1A 1B

2A 2B
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PARTNER LOGO OPTIONS

3. “DOUBLE UP” + Local Identifier: Horizontal 
This style features only the “DOUBLE UP” text to the right of the 
icon, with a one-line local identifier below. The local identifier 
must appear in the Double Up’s ‘Apple Green’ brand color when 
displayed in full-color. Note that the TM symbol is still required and 
appears to the right of the “DOUBLE UP” text.

3B. An optional tagline may appear in Double Up’s ‘Cocoa Brown’ 
brand color below local identifier.

4. “DOUBLE UP FOOD BUCKS” + Local Identifier: Horizontal 
This style features the full “DOUBLE UP FOOD BUCKS” text to the 
right of the icon, with a one-line local identifier below. The local 
identifier must appear in the Double Up’s ‘Apple Green’ brand color 
when displayed in full-color. Note that the TM symbol is still required 
and appears to the right of the “DOUBLE UP” text.

4B. An optional tagline may appear in Double Up’s ‘Cocoa Brown’ 
brand color below local identifier.

Except where specifically noted, all logo guidelines and specifications 
for the main Double Up logo apply to partner logos.
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PARTNER LOGO STYLE 1:  
SPACING AND ALIGNMENT

ALIGNMENT

The pink box around the icon and main text stack (exclude the TM 
symbol) is considered the logo’s artistic boundary.

• The left and right side of each line of text must align with the 
right and left side of this bounding box.  
Exception: The local identifier is limited to 200% of the height 
of the “DOUBLE UP” text. Do not exceed this. If the local identifier 
reaches this limit before matching the width of the bounding box, 
center it horizontally. Example: “DOUBLE UP” text is 50px tall; 
local identifier may then not be taller than 100px.

• The icon must be horizontally-aligned with the main text stack 
and this bounding box.

SPACING 

Measure a square equal to the height of the bottom bar of the 
letter “L” in the word “DOUBLE UP.” Using this square as a unit of 
measurement, ensure you honor the following spacing:

• Minimum space surrounding the logo’s bounding box: 4 units

• Space between the apple/carrot icon and the text stack: 4 units 

• Space between “DOUBLE UP” and local identifier: 1 unit 

• Space between the right of the main text stack and the left of the 
TM symbol: 0.5 units 

44

44

4

4
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PARTNER LOGO STYLE 1B:  
SPACING AND ALIGNMENT

ALIGNMENT

The pink box around the icon and main text stack (exclude the TM 
symbol) is considered the logo’s artistic boundary.

• The left and right side of each line of text must align with the right and 
left side of this bounding box, however, the local identifier is limited 
to 200% of the height of the “DOUBLE UP” text. Do not exceed this. If 
the local identifier reaches this limit before matching the width of the 
bounding box, it should be centered horizontally. Example: “DOUBLE 

UP” text is 50px tall; local identifier may then not be taller than 100px.

• The icon must be horizontally aligned with the main text stack and this 
bounding box.

SPACING 

Measure a square equal to the height of the bottom bar of the letter “L” 
in the word “DOUBLE UP.” Using this square as a unit of measurement, 
ensure you honor the following spacing:

• Minimum space surrounding the logo’s bounding box: 4 units

• Space between the apple/carrot icon and the text stack: 4 units 

• Space between “DOUBLE UP,” “FOOD BUCKS,” and local identifier: 1 
unit 

• Space between local identifier and tagline: 2 units

• Space between the right of the main text stack and the left of the TM 
symbol: 0.5 units 

4 4

4

44

4

2 2
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PARTNER LOGO STYLE 2:  
SPACING AND ALIGNMENT

ALIGNMENT

The pink box around the icon and main text stack (exclude the TM 
symbol) is considered the logo’s artistic boundary.

• The left and right side of each line of text must align with the 
right and left side of this bounding box. However, the local 
identifier is limited to 200% of the height of the “DOUBLE UP” 
text. Do not exceed this. If the local identifier reaches this limit 
before matching the width of the bounding box, it should be 
centered horizontally. Example: “DOUBLE UP” text is 50px tall; 

local identifier may then not be taller than 100px.

• The icon must be horizontally-aligned with the main text stack 
and this bounding box.

SPACING 

Measure a square equal to the height of the bottom bar of the 
letter “L” in the word “DOUBLE UP.” Using this square as a unit of 
measurement, ensure you honor the following spacing:

• Minimum space surrounding the logo’s bounding box: 4 units

• Space between the apple/carrot icon and the text stack: 4 units 

• Space between “DOUBLE UP,” “FOOD BUCKS,” and local identifier: 
1 unit 

• Space between the right of the main text stack and the left of the 
TM symbol: 0.5 units 

44

4

44

4
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PARTNER LOGO STYLE 2B:  
SPACING AND ALIGNMENT

ALIGNMENT

The pink box around the icon and main text stack (exclude the TM 
symbol) is considered the logo’s artistic boundary.

• The left and right side of each line of text must align with the right and 
left side of this bounding box. However, the local identifier is limited 
to 200% of the height of the “DOUBLE UP” text. Do not exceed this. If 
the local identifier reaches this limit before matching the width of the 
bounding box, it should be centered horizontally. Example: “DOUBLE 

UP” text is 50px tall; local identifier may then not be taller than 100px.

• The icon must be horizontally-aligned with the main text stack and this 
bounding box.

SPACING 

Measure a square equal to the height of the bottom bar of the letter “L” 
in the word “DOUBLE UP.” Using this square as a unit of measurement, 
ensure you honor the following spacing:

• Minimum space surrounding the logo’s bounding box: 4 units

• Space between the apple/carrot icon and the text stack: 4 units 

• Space between “DOUBLE UP,” “FOOD BUCKS,” and local identifier: 1 
unit 

• Space between local identifier and tagline: 2 units

• Space between the right of the main text stack and the left of the TM 
symbol: 0.5 units 

44

4

44

2 2

4
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ITC Franklin Gothic Std Book Condensed

ITC Stone Sans Bold

PARTNER LOGO TYPOGRAPHY

Typography is an essential part of our brand identity. 
The Double Up Food Bucks logo plus local identifier 
feature up to two typefaces:

1.     ITC STONE SANS BOLD
This typeface is bold, friendly, and informal, which makes our 
brand approachable and authentic.

Use For 
“DOUBLE UP FOOD BUCKS” 
Trademark symbol (TM) 
Local Identifier

Specifications 
Font name:  ITC Stone Sans 
Style:  Bold 
Case:  Uppercase 
Tracking:  -50

2.     ITC FRANKLIN GOTHIC STD  
         CONDENSED BOLD

This typeface is used only when a logo features a tagline. It 
allows the tagline to be clear and legible.

Use For 
Logo tagline

Specifications 
Font name:  ITC Franklin Gothic Std 
Style:  Condensed Bold 
Case:  Uppercase 

1.

2.
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MARKETING MATERIALS 

TYPOGRAPHY: MAC COMPUTERS

Our typography is an important component of our 
personality and design. For any copy outside of the 
logo, we use various forms from the font Avenir Next 
Condensed. These are proprietary fonts and are to be 
used and maintained in the marketing materials. 

1.     HEADING 
 • Bold
 • All-Caps

2.     SUBHEADING
 • Regular

3.     BODY COPY HEADING
 • Demi Bold
 • All-Caps

4.     BODY COPY
 • Medium

5.     CALLOUT
 • Demi Bold

6.     FOOTNOTE
 • Medium

This page shows the relative hierarchy among the different levels 
of copy. Specific type sizes and leading are determined by the 
size of the application.

HEADING
Subheading ipsum dolor sit amet, 
consectetur adipiscing elit. Sed lobortis 
varius nibh. Donec consectetur magna 
erat, at imperdiet magna consectetur ut. 
 

BODY COPY HEADING
Body Copy sed odio in turpis sollicitudin dictum. Aenean laoreet sem vel 

metus sodales pellentesque sed vitae lectus. In tristique mauris enim, 

vitae luctus ex consectetur eu. Praesent posuere urna sed vestibulum 

consectetur. Integer sem massa, fringilla sed iaculis id, cursus eu erat.

Callout id massa et odio rhoncus laoreet a et turpis. Aenean tincidunt turpis at elit 
aliquet, vel sollicitudin neque suscipit. In hac habitasse platea dictumst. Curabitur 

aliquam nunc eu libero mattis, vitae tincidunt dui placerat.

Footnote consectetur, purus id vestibulum finibus, libero sapien gravida ligula, at finibus mauris 
metus sed metus. Fusce quis nisl a nulla hendrerit suscipit at eu sapien. 

1.

2.

3.

4.

6.

5.
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MARKETING MATERIALS 

TYPOGRAPHY: PC COMPUTERS

Our typography is an important component of our 
personality and design. For any copy outside of the 
logo, we use various forms from the font Lato. These are 
open-source fonts and are to be used when opening 
the marketing materials on a PC machine. 

1.     HEADING 
 • Lato Black
 • All-Caps

2.     SUBHEADING
 • Lato Regular

3.     BODY COPY HEADING
 • Lato Bold
 • All-Caps

4.     BODY COPY
 • Lato Regular

5.     CALLOUT
 • Lato Semibold

6.     FOOTNOTE
 • Lato Regular

This page shows the relative hierarchy among the different levels 
of copy. Specific type sizes and leading are determined by the 
size of the application.

HEADING
Subheading ipsum dolor sit 
amet, consectetur adipiscing elit. 
Sed lobortis varius nibh. Donec 
consectetur magna erat, at 
imperdiet magna consectetur ut. 
BODY COPY HEADING
Body Copy sed odio in turpis sollicitudin dictum. Aenean 
laoreet sem vel metus sodales pellentesque sed vitae lectus. 
In tristique mauris enim, vitae luctus ex consectetur eu. 
Praesent posuere urna sed vestibulum consectetur. Integer 

sem massa, fringilla sed iaculis id, cursus eu erat.

Callout id massa et odio rhoncus laoreet a et turpis. Aenean tincidunt 
turpis at elit aliquet, vel sollicitudin neque suscipit. In hac habitasse 

platea dictumst. 

Footnote consectetur, purus id vestibulum finibus, libero sapien gravida ligula, at 
finibus mauris metus sed metus. Fusce quis nisl a nulla hendrerit suscipit at eu 
sapien. 

1.

2.

3.

4.

6.

5.
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HEADING
Subheading ipsum dolor sit amet, 
consectetur adipiscing elit. Sed lobortis 
varius nibh. Donec consectetur magna 
erat, at imperdiet magna consectetur ut. 

BODY COPY HEADING
Body Copy sed odio in turpis sollicitudin dictum. Aenean laoreet sem vel 

metus sodales pellentesque sed vitae lectus. In tristique mauris enim, 

vitae luctus ex consectetur eu. Praesent posuere urna sed vestibulum 

consectetur. Integer sem massa, fringilla sed iaculis id, cursus eu erat.

Callout id massa et odio rhoncus laoreet a et turpis. Aenean tincidunt turpis at elit 
aliquet, vel sollicitudin neque suscipit. In hac habitasse platea dictumst. Curabitur 

aliquam nunc eu libero mattis, vitae tincidunt dui placerat.

Footnote consectetur, purus id vestibulum finibus, libero sapien gravida ligula, at finibus mauris 
metus sed metus. Fusce quis nisl a nulla hendrerit suscipit at eu sapien. 

1.

2.

3.

4.

6.

5.
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ALTERNATE TYPOGRAPHY

To accommodate our various partners and affiliates, 
we also use the font Arial Narrow that is supplied with 
Microsoft Office.

1.     HEADING 
 • Bold
 • All-Caps

2.     SUBHEADING
 • Regular

3.     BODY COPY HEADING
 • Demi Bold
 • All-Caps

4.     BODY COPY
 • Medium

5.     CALLOUT
 • Bold

6.     FOOTNOTE
 • Medium

This page shows the relative hierarchy among the different levels 
of copy. Specific type sizes and leading are determined by the 
size of the application.



TYPE USE

Our communications function most effectively when 
used as outlined by these guidelines.

DO NOT:

1. Do not use any typeface other than Avenir Next Condensed.

2. Do not write subheadings in all caps. Headings should be written 
in all caps. 

3. Do not write text over backgrounds that make it difficult to read. 
Set the type on a background with sufficient contrast.

4. Do not write body copy in all capital letters.

5. Do not outline type.

6. Do not apply drop shadows or any effects to type.

1

5

2

3

4

6

Typeface is 
important

 

Headings are 
important

SUBHEADINGS ARE 
IMPORTANT LAOREET 
SEM VEL METUS SODALES 
PELLENTESQUE SED VITAE 
LECTUS .PIS PELLABO. ET 
INUS. PIENDELIT QUATIIS.

Legibility is 
important

BODY COPY IS IMPORTANT IPSUM DOLOR SIT AMET, CONSECTETUR 
ADIPISCING ELIT. SED LOBORTIS VARIUS NIBH. DONEC CONSECTETUR 
MAGNA ERAT, AT IMPERDIET MAGNA CONSECTETUR UT. SED DIGNISSIM 
PURUS DAPIBUS SOLLICITUDIN LAOREET. PROIN SED.
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COLORS

The Double Up Food Bucks color palette is friendly, 
fun, and approachable while connecting us with the 
nutritious fruits and vegetables, local farmers, and 
consumers that make up the program. Adhering to 
our brand colors ensures that Double Up materials are 
consistent and distinctive.

1. Primary Colors 
These are the colors of our logo. They are bright, fun, and eye-
catching. Use them liberally as long as you provide sufficient 
contrast and legibility with surrounding elements.

2. Secondary Colors 
These colors expand our palette and give us further options for 
callouts,  accents, and other elements that need to stand out.

1

2

SPINACH GREEN
RGB  0, 112, 60
HEX  #00703C
CMYK  100, 0, 91, 42
PMS  349c

COCOA BROWN
RGB  104, 80, 64
HEX  #685040
CMYK  0, 27, 36, 72
PMS  411c

APPLE GREEN
RGB  123, 193, 67
HEX   #7BC143
CMYK  57, 0, 100, 0
PMS  368c

BEET RED
RGB  152, 0, 126 HEX  #98007e
CMYK  8, 100, 24, 35     PMS 234c

SQUASH YELLOW
RGB  255, 202, 56      HEX  #FFCA38
CMYK  0, 21, 88, 0      PMS  116c

SKY BLUE
RGB  186, 222, 245      HEX #BADEF5
CMYK  25, 3, 0, 0      PMS  290c  

CARROT ORANGE
RGB  250, 166, 51
HEX  #FAA633
CMYK  0, 40, 90, 0
PMS  1375c
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ILLUSTRATIONS

Our dominant brand imagery takes the form of vector 
illustrations. These illustrations compliment our brand’s 
friendly identity and earthy charm.

PRIMARY TEMPLATES

1. Bell pepper (yellow)

2. Bell pepper (red)

3. Carrots

4. Apple (green)

5. Apple (yellow)

6. Onion

7. Strawberry

8. Eggplant

9. Lettuce

10. Broccoli
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ILLUSTRATIONS

While we rely mostly on the fruits and vegetables of 
our primary illustrations, we also have an alternate 
palette for diversifying the look of our brand. These 
illustrations are to be used in conjunction with our 
primary images and should not overpower or distract 
from them.

SECONDARY TEMPLATES

1. Tent

2. Farmer

3. Woman

4. Grocery Store

5. Farmers Market

6. Brown Bag

Variations in skin tone may diverge from the approved color 
palette. Please exercise judgment in selecting different colors. 
We always encourage diversity and inclusion in our brand.
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ILLUSTRATIONS

Our illustrations have a specific aesthetic and should 
not deviate from the approved templates.
 

COLOR 

• Flat colors only. No gradients, drop shadows, or other stylistic 
effects.

• The color of the illustrations must comply with our brand’s 
approved color palette.

SHAPE AND FORM

• Illustrations should consist of geometric shapes in a clean and 
simple style.

• Shapes should be filled with solid color and not left as outlines.
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PHOTOGRAPHY

While we mainly rely on our illustrations for visual 
effect, we appreciate the use of photographs when 
appropriate. Our photographs capture our dedication 
to promoting healthy foods and community outreach.

 
• Photographs should be cropped full bleed, clear and sharp with 

natural lights and shadows. 

• Any text should be placed with high contrast for legibility

• Other elements in the photo should not distract from the foods.

• Foods depicted must be healthy choices. 

• Depictions of people should be used sparingly, as our main 
focus remains on food.

• Human subjects should be diverse, inclusive, and positive

• Gradients may be used as necessary for legibility and shifting 
focus onto pertinent information.
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INCLUDING GRAPHICS

Occasionally, our partners have the need to include 
external graphics into Double Up Food Bucks 
materials, such as loyalty cards and other assets.

It’s important that any added elements fit as 
seamlessly as possible into the design. Take note of 
the positioning, style, and layout of the surrounding 
elements and attempt to make them fit as natural and 
unobtrusive as possible.
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LAYOUT

We strive for our layouts to be clean and easily read 
while also emanating a fun and casual tone. Our 
colorful style requires clear boundaries and rules to 
maintain legibility and focus. 

HEADER

1. The Double Up logo can share space in the header but overlap outside 
the solid bar of color to add dimension to the document.

2. The Double Up logo must never be visuallly obstructed. When 
overlapping elements, the logo must always be on top.

3. The title and subtitle typically reside in the header of the document in a 
solid bar of color to ensure high contrast and utmost legibility. 

ACTIVE SPACE 

4. This is where important details of the message should be.

5. Photos, illustrations, body copy, and callouts should be placed here.

FOOTER

6. Additional information secondary to the main message should be 
located here. 

7. Affiliate logos can also be placed in the bottom footer. They should be 
small enough to not distract from main content and large enough to be 
clearly recognized.
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BUY $1 GET $1
FRUITS & VEGGIES FREE FRUITS & VEGGIES

UP TO 

PER DAY

$20

Farmers Markets 
isit the info table first to get started. Buy any S AP-eligible foods with your Bridge Card and 

get F EE Double Up Food Bucks to spend on Michigan grown fresh fruits  veggies.

Grocery Stores 
Buy Michigan grown fruits  veggies with your Bridge Card and get F EE Double Up  

Food Bucks to spend on any fresh fruits  veggies.

Have questions? Call us! 866-586-2796 or visit www.DoubleUpFoodBucks.org

DOUBLE YOUR 
FOOD DOLLARS 
Get FREE fresh fruits & veggies 
with your Bridge Card!
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PAGE ELEMENTS

Our communication materials follow this basic format 
and include some or all of these elements.

SUBHEADING
Smaller than heading

LOGO
Large, clearly visible, and adhering to 
logo guidelines, layering of Double Up 
logo over adjacent elements.

HEADING
Clear and bold

MAIN CONTENT
The key messaging of the piece is clear, 
succinct, and highly legible. 

FOOD DOLLARS
Get FREE fresh fruits & veggies 
with your Bridge Card!

DOUBLE YOUR 
FOOD DOLLARS
Get FREE fresh fruits & veggies 

FOOD DOLLARS 
 fresh fruits & veggies 

with your Bridge Card!

BUY $1 GET $1
FRUITS & VEGGIES FREE FRUITS & VEGGIES

UP TO 

PER DAY

$20
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BUY $1 GET $1
FRUITS & VEGGIES FREE FRUITS & VEGGIES

UP TO 

PER DAY

$20

Farmers Markets 
isit the info table first to get started. Buy any S AP-eligible foods with your Bridge Card and 

get F EE Double Up Food Bucks to spend on Michigan grown fresh fruits  veggies.

Grocery Stores 
Buy Michigan grown fruits  veggies with your Bridge Card and get F EE Double Up  

Food Bucks to spend on any fresh fruits  veggies.

Have questions? Call us! 866-586-2796 or visit www.DoubleUpFoodBucks.org

DOUBLE YOUR 
FOOD DOLLARS 
Get FREE fresh fruits & veggies 
with your Bridge Card!

SUPPORTING GRAPHICS
Illustrations/photos, such as your 
state’s EBT card

CALLOUT
Important details, such as the dates of 
the program

BUY 1

 
UP TO 

PER DAY

$20

SECONDARY INFORMATION
Content that complements or expands 
upon the main messaging of the piece.

CONTACT INFORMATION
Contact information, such as phone 
numbers and websites, if available.

Farmers Markets 
isit the info table first to get started. Buy any S AP-eligible foods with your Bridge Card and 

get F EE Double Up Food Bucks to spend on Michigan grown fresh fruits  veggies.

Grocery Stores 
Buy Michigan grown fruits  veggies with your Bridge Card and get F EE Double Up 

Food Bucks to spend on any fresh fruits  veggies.

Food Bucks to spend on any fresh fruits  veggies.

Have questions? Call us! 866-586-2796 or visit www.DoubleUpFoodBucks.org



E & L Supermercado  
00 est ernor Highway 

Detroit  

Glory Supermarket 1 
122 0 East  Mile oad Detroit  
 
Glory Supermarket 2 
1 100 oodward Avenue 
Highland Park Detroit

Imperial Fresh 
1 0 East  Mile oad Detroit

Imperial Fresh 
1 2  Schaefer Highway Detroit

Lafayette Food
1  Lafayette Street Detroit  
 
Mazen Foods 
12 0 ratiot Avenue Detroit  
 
Old Redford  
Food Center 
21  rand iver Detroit  

Parkway Foods  
112 0 East efferson Avenue 
Detroit

 
Prince Valley Market 

1 Michigan Avenue Detroit
 
Red Truck Grocer
1 2  ratiot Avenue Detroit  
Mondays - Thursdays am  pm 
Fridays and Saturdays  

am  pm 
 
Whole Foods Market 
11  Mack Avenue Detroit  
 
Seaway Marketplace (Detroit)
1 0 est Chicago Street 
Detroit

Brightmoor  
Farmers Market
Fenkell and est Parkway 
Detroit
une   September 0

Fridays pm  pm 
 
Canton Farmers Market

00 orth idge oad  
May 1   October 1   
Sundays am  1pm 
 
Dearborn Farmers and  
Artisans Market 
22100 Michigan Avenue  
May 20  October   
Fridays am  2pm
 
Detroit Public Schools 
Farm Stands

une - October  
Hours and locations vary at 
Detroit Public Schools. Call 

1 - 1-  or e-mail 
garden.program
detroitk12.org 
 
Eastern Market 
2  ussell Street Detroit  
ear ound 
une  September 

Saturdays am  pm 
Tuesdays am  pm 
Sundays 10am  pm 
 
Eastern Market  
Farm Stand  

une  October 
Locations vary  
Call or visit the website  
for details.  

1 - - 00  
www.easternmarket.com
 
 
 
 

Gleaner’s Fresh Food 
Share (Detroit)
Hours and locations vary in  
Detroit.  
Call 1 - 2 -  x20  or 
visit www.freshfoodshare.org 
 
Islandview Farmers 
Market 

200 Mack Avenue  
Detroit
une 22  September 2  
ednesdays pm  pm

 
Lincoln Park  
Farmers Market 
Fort  Southfield  

une   October 0  
Sundays 11am  pm  
 
Meldrum Fresh  
Market 
12  Meldrum Street  
Detroit

May 1   ovember 1
Thursdays 11am  2pm
 
Northwest Detroit  
Farmers Market 
1  Scarsdale Street
May   October 2  
Thursdays pm  pm
 
Oakland Avenue  
Farmers Market

 Oakland Avenue 
ear ound

Saturdays 11am  : 0pm 
 
Penrose Market Garden
1 1  Charleston Street 
Detroit   
une  ovember 
ednesdays 2pm  pm 

 
 

Peaches and Greens 
Mobile Truck
Locations vary in Detroit.  
Call 1 - 0- 210 or visit 
www.peachesandgreens.org 
Detroit   

May 1  October 0 
 
Peaches and Greens 
Produce Market

 Third Street Detroit  
May  - October 2   
Tuesdays - Fridays  
10am  pm  
Saturdays 10am  2pm 
 
Sowing Seeds  
Growing Futures  
Farmers Market
1 00 oy oad  
Detroit  

May   October 1   
Tuesdays pm  pm

Wayne Farmers Market 
 South ayne oad 

May   October 2   
ednesdays pm  pm 

 
Wayne State University 
Farmers Market

01 Cass Avenue 
une   October 2  
ednesdays 11am  pm 

 
Westland Farmers and  
Artisans Market 
1 01 orth Carlson 
May   October 1   
Thursdays pm  pm 
 
Wyandotte  
Farmers Market 
Elm  First  

une 2  October 21 
ednesdays 

12pm  : 0pm

VISIT A DOUBLE UP 
SITE NEAR YOU!

FARMERS MARKETS & FARM STANDS 
SEE LOCATIO S FO  SPECIFIC DATES

GROCERY STORES 
AU UST 1  DECEMBE  1

USDA is an equal opportunity provider and employer. For food help contact the toll 
free Michigan Food Assistance Program Hotline: (855) ASK-MICH

SUPPORTLOCALFARMERS

WAYNE COUNTY

LOCATION INFORMATION
Pertinent content, such as a list 
of markets or locations should 
take up most of the surface of the 
document. List of markets should 
take on the following format:

HIGHLIGHT
Important details, such as 
indicators of region or county.

FOOTER INFORMATION
Any miscellaneous information, 
such as phone numbers, websites, 
affiliate logos, and disclaimers, 
should be located in the footer.
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Participating Location Name (Avenir Next Condensed Bold)
Location (Avenir Next Condensed Medium)
Season/Dates
Days/Times
Website, if available (Avenir Next Condensed Medium Italic)

May 1   October 1   
Sundays am  1pm 
 
Dearborn Farmers and  
Artisans Market 
22100 Michigan Avenue  
May 20  October   
Fridays am  2pm

200 Mack Avenue 
Detroit
une 22  September 2
ednesdays pm  pm

 
Lincoln Park 
Farmers Market 
Fort  Southfield 

USDA is an equal opportunity provider and employer. For food help contact the toll 
free Michigan Food Assistance Program Hotline: (855) ASK-MICH

WAYNE COUNTY


