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Disclaimer

The information provided in this discussion is for informational
purposes only, and does not constitute legal advice. Changelab
Solutions does not enter into attorney-client relationships.

Changelab Solutions is a non-partisan, nonprofit organization that
educates and informs the public through objective, non-partisan
analysis, study, and/or research. The primary purpose of this
discussion is fo address legal and/or policy options to improve
public health. There is no intent to reflect a view on specific
legislation.
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Why is marketing in schools a problem?2

= What is the Final Rule?

= What else can schools do?

= Resources

= Success stories from Maine
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Why is marketing in
schools a problem?

Marketing to Children

 $1.8 billion spent on marketing to
children and youth

+ Disproportionately targets Latino and
African American youth

PN
R sy

Marketing in schools

$149 million spent on in-school
aleli Clilgle]
—93% in beverages category

Exposure increases with grade level
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FOOD &
BEVERAGE
MARKETING

Allow marketing and advertising of
those foods and beverages
that in
School nutrition standards.

—USDA Final Rule on
Local Wellness Policy
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“For the purpose of promoting the
sale of a food or beverage product
made by a producer, manufacturer,

seller or any other entity with a
commercial interest in the product.“
- USDA Final Rule on

Local Wellness Policy

Where do we see it?
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Food Marketing in Schoels

School-tased marketing will be comsigen with sutddes education nml lealth
prommoron. As sugl, sehools wall lm food awd bevernge mnrketing to the promotson
of fords and bevernges that mest the eumition standards for meals or for foods and
bevermpes sold individnally (above)." Schoolbased marketing of brands pronsoting
predomisantly bowsnntrition foods and beverages' 1s prolubited. The promution of
healibyy foods, including frup, vegeiables, whele graios, and low-Eut dairy jrodact i
endauraged.

ALVORD UNIFIED 5CHOOL DISTRICT
Riverside, California




What can sehools do?

* USDA rule provides minimum standard
« Districts are free to go above and beyond

« Filling in the details will likely be where
schools need the most help from a policy

perspective
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Look-alike snacks

Vool Cantanchs  Aawiaged Gran Gascl [

k%
ﬂ
| iy
i
v

b
ﬂ%ﬁ!‘

Photo: Usom Rucd Gerter for Food Policy & Obesity
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Alliance Model Policy

[School Districf] Wellness Policy

Note: This “Basic” distnof-avel walness polioy femplate meats e mumirm Fegderal standarls
for focal school wellness policy implementation under the final rwe of the Healthy, Hunger-Free
il Aot of 011 e Aivance for 8 Healler Generabon Heally Schools Program Bronze-evel
sward orifens, and minimum besf practice standards sceapled in he educsiion and publc hesth
figids. Where agarapnale, I lamplale Weindes spbinal polcy MAFuage Schaool datActs can wis
e sedatilish @ strongar paley Hhat masts fhe Henithy Sshosis Aragram Siver ar Gald sward
Jpvals School distncis shoutd choose polcy language that meeds their curren ! neads sndfalso
supparts growth owar fime] If you are weing this foo! fo campare your paficy againgt, you shoulkd
inciide re lngusge in faliss as fe stranges! examples far camparisan.

www.healthiergeneration.org




How to Change the Marketing Scene
in Schools: 3 Success Stories

Elizabeth Pratt, MPH
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Latest Study (2014-15): Aims

+ Assess school marketine compliance with [likely)
new federal standards in 3 Portland Maine
schools (1 Elem: 1NVS LHS) pre and post
intervention

Provide Technical Assistance to schools
~ engage in marketing improvement process
— ASSESsSs resources required

Explore forms of digital markeling exposure

3/9/2017

10



What does marketing look like in
schools?

Obceryations fron 3 study schioals
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Instances of in-School Marketing
Spring and Fall 2014

W All Marketing

[ Not Compliant with Smart
Snacks

Fall 2014
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Instances of Types of Marketing:
Portland High School
140
120
100
W Instances on Posters and
Signs
80 M NC instances on Posters and
Signs
60 @ Instances on Vending
[ NC instances on vending
40
20
0
Spring 2014 Fall 2014

Instances of Types of Marketing:
Lyman Moore Middle School
50
45
40
35
W Instances on Posters and
30 Signs
M NC instances on Posters and
25 Signs
I Instances on Vending
20
15 @ NC instances on vending
10
5 7 7
0
Spring 2014 Fall 2014
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Instances of Types of Marketing:
East End Elementary School

180
160
140
120 W Instances on Posters and
Signs
100 M NC instances on Posters and
Signs
80 W Instances on Vending
60 [ NC instances on vending
40
20
1 0 0 2 0
0
Spring 2014 Fall 2014
10 Most frequent Products Marketed
in-School, 2014
All Products Not Compliant Products
5210 (N=37) Snapple (N=28)
Blount Seafood (N=36) Arnold Palmer (N=6)
Snapple (N=28) Coke (N=6)
Poland Spring (N=16) Black Mountain Wine (N=3)
Frito Lay (N=12) Pepsi (N=3)
Chobani Yogurt (N=10) Arizona Iced Tea (N=2)
Ardmore Farms (N=9) Donuts (1)
Oranges (N=9) Mountain Dew (1)

Cheerios (N=8)
Chiquita Bananas (N=8)
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Examples

School Improvement Process

Paid for SHC time [ 5P 1)

SHO met with Principals Librarian, Athletic Direcior
Health teacnher and custodians

SHC worked with wellness comniittees or restarted
them

Created improvement plan for each school

Documenied each chiange and cost tequired

Elementary School Improvement Plan

MNoncomafiant | Location | Remeval Dptfens | Photos of hon- Resources. Mertus/Barriors
Marketing {details) compllant and
Compliant
MarketingfChanges
Thock Moustsin | Ubeary | Offersorepiace | Wophsoof Winelos, | Asssant While this weas den fied in she origna
wina 3| wen phain whie fle Princiea, aumssant, we e fnund this wine
qamy that wo san Uprasian b,
surchase Fhats of Ahemese
Stcrmge B 1o maduce tha
Waid for v Lisa of Food To risfle the use of foad storge
Pantry Buxes for Storage bases from the Food Pantry, we
purchaced clear plactic birs to gve 30
- e s
ﬁl thelr ciassraom:
-
Micdoaaics 12) Chassroom o phota Assnzant Tris was also dentifed In the original
Pringiar | assessn ent but we neves found this
| McDonaics bag in the classreams or
| oeary.

3/9/2017
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School Improvement — Elementary

* Storage boxes ) ”~7

(from food pantry)

Middle School Improvement Plan

Husources Actiees Comeleted
Marieting Ademtaiy) | Optiors

‘Wellhess Attended regubsr Welness Committes meetings
ey Camminee to discuas verding mackiva an tbwnan-

. complarn pareh. The members sppoted my
o vmrs | St e e
abaws Wellun o
Y b
Snmple i Brincigal, Natienal
and reglacing [T rv—
them mith
corgiant
maresting

2600 53k FES and ha redosignes th
putels ared i phacad S n My, 2075, Saw
phok of compllant markebeg. B o g 21008
It mics is comliam

Imon wans very suppaTtive s sy o work with
Hu msd tha chas g geickly and rep liced thers
53000 Bt the paneh were reaty

School Improvement — Middle School

i,
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High School Improvement Plans

Arnold Palmes (4]

Principal
Coke Remava tha aon- Walbeys Thiswias on 2 kandmade
eamplinr Comnittme? “Rudawn” sign that la.
“Redsem” sipes and located abowe 3 recycle bn.
pocsibly fawe art N
studeras ar Recycing Clut
recyding chb Tescher? ‘W tried 10 work with the
Pemat [ ——— Art Toachas and s
signs with Nrcycling Cub tuachur
compiian because they Infrially
marketing desgred the signsthat are

Inplace. The Principal was
understardably arotective
of thse tusc hars and thair
arvailale timee 10 she ok
i3 o herse ¥ and reglaced
e g

Artgaa iced Tea

School Improvement — High School

Marketing Changes: Instances Baseline to Post

W Baseline NC
W Post NC

3/9/2017
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Resources Needed

SHC was by g bigpect (ot

Distyibutor (National Beveraze) replaced hon
conplant vending ponelsfor free tep Was
easy to work with

Cocatolasignsin LM gym near score board
teplacec by sticky decals of Bacon (e hool
team for tound 5100

PHS pecycling sion teplaced by club at no cost

Key Challenges/Lessons

Contacting schoo personnel
Athletic dirtector owns pym - relationehip is key
Eind what will motivale chanee (school pride |

Food pantry storage boxes made their way into
classiooms

Miich matketing not school commetcialism
Cityowned venues - majorgap

Implications

Need health policy implementation
nmechanisy and periodic assessment
~ Someohesroleand paidtinie

Wellness policies need to address food pantny
isstie lhon commercial marketing)

Need to find Way: to address marketing in city
owied venues

3/9/2017
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Follow us on Twitter!
@ChangelabWorks

Thank yow!

Sabrina Adler, JD
sadler@changelabsolutions.org

Stephanie Joyce, MS, RD, SNS
stephanie.joyce@healthiergeneration.org

Elizabeth Pratt, MPH
epratts@une.edu

y ChangelLabSolutions

vw.changelabsolutions.org
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