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Healthy communities 
for all through better 
laws & policies

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 to address legal and/or policy options to improve 
public health. There is no intent to reflect a view on specific 
legislation.

© 2017 ChangeLab Solutions 

! Why is marketing in schools a problem? 

! What is the Final Rule?

! What else can schools do? 

! Resources

! Success stories from Maine

! Q&A
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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

Marketing in schools

$149 million spent on in-school 
marketing

– 93% in beverages category

Exposure increases with grade level 
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The problem

© 2017 ChangeLab Solutions
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FOOD & 
BEVERAGE 

MARKETING

Allow marketing and advertising of 
only those foods and beverages 
that meet the Smart Snacks in 

School nutrition standards. 
–USDA Final Rule on 
Local Wellness Policy

What is it? 
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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?

If you can’t SELL it, 
You can’t MARKET it! 

≠
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What is NOT included?

• Events Outside of School Hours

• Personal Clothing or Other Items

• Packaging of Products for Personal Use

• Materials used for Educational Purposes

Central Unified School District

Alvord Unified School District
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What can schools 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

Campaign for a Commercial-Free Childhood

Earn an A, 
Get a free 

Happy 
Meal!

Pizza Hut 
school 
lunch 

program 
Hawaii

Defining Marketing Broadly

Creative Commons Flickr/The Pizza Review 

© 2017 ChangeLab Solutions © 2017 ChangeLab Solutions

Brand Marketing
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Photo: Uconn Rudd Center for Food Policy & Obesity

Look-alike snacks 

Resources

Alliance Model Policy

www.healthiergeneration.org
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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 marketing compliance with (likely) 
new federal standards in 3 Portland Maine 
schools (1 Elem; 1MS; 1HS) pre and post 
intervention

• Provide Technical Assistance to schools
– engage in marketing improvement process 
– assess resources required

• Explore forms of digital marketing exposure
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What does marketing look like in 
schools? 

Observations from 3 study schools
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East End Community 
School
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10 Most frequent Products Marketed  
in-School, 2014

All Products
5210 (N=37)
Blount Seafood (N=36)
Snapple (N=28)
Poland Spring (N=16)
Frito Lay (N=12)
Chobani Yogurt (N=10)
Ardmore Farms (N=9)
Oranges (N=9)
Cheerios (N=8)
Chiquita Bananas (N=8)

Not Compliant Products
Snapple (N=28)
Arnold Palmer (N=6)
Coke (N=6)
Black Mountain Wine (N=3)
Pepsi (N=3)
Arizona Iced Tea (N=2)
Donuts (1)
Mountain Dew (1)
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Examples

School Improvement Process

• Paid for SHC time (.5FTE)

• SHC met with Principals, Librarian, Athletic Director,  
Health teacher, and custodians

• SHC worked with wellness committees or “restarted” 
them

• Created improvement plan for each school

• Documented each change and cost required

Elementary School Improvement Plan
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School Improvement – Elementary

• Storage boxes
(from food pantry)

Middle School Improvement Plan

School Improvement – Middle School
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High School Improvement Plans

School Improvement – High School

Marketing Changes: Instances Baseline to Post
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Resources Needed

• SHC was by far biggest cost
• Distributor (National Beverage) replaced non 

compliant vending panels for free-rep was 
easy to work with

• Coca Cola signs in LM gym near score board 
replaced by sticky decals of Falcon (school 
team) for around $100

• PHS recycling sign replaced by club at no cost

Key Challenges/Lessons

• Contacting school personnel 
• Athletic director “owns” gym—relationship is key
• Find what will motivate change (school “pride”)
• Food pantry storage boxes made their way into 

classrooms
• Much marketing not “school commercialism”
• City owned venues = major gap

Implications

• Need health policy implementation 
mechanism and periodic assessment
– Someone’s role and paid time

• Wellness policies need to address food pantry 
issue (non commercial marketing)

• Need to find ways to address marketing in city 
owned venues
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Questions?

www.changelabsolutions.org

Thank you!
Sabrina Adler, JD

sadler@changelabsolutions.org

Follow us on Twitter!
@ChangeLabWorks

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

Elizabeth Pratt, MPH
epratt5@une.edu


