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Introduction

Concern about the impact of the transition to a healthy food environment on profits was one of the
most common and contentious issues that emerged from the evaluation of all four phases of the
Healthy Food and Beverages Sales in Recreation Facilities and Local Government @Bis8ings
initiative. Facilities that were considering changing their food environment wanted to know the
potential cost of replacing less healthy options with more nutritious items. Many facilities depend on
revenue from their vending machines and concessions to support programming and operations so this
issue was understandably very important.

To address this need the British Columbia Recreation and Parks Association contracted the University of
Victoria to investigate the economic impact of increasing healthy food and beverage options in
recreation facilities that had participated in the HFBS initiative (Please refer to Phase Il Facilities
Evaluation Summary RepQrtThe findings from this investigation are reported following.

Background

We started our investigation by completing a literature and internet search to identify any existing
evidence or information about the economic impact of increasing the ratio of healthy choices in vending
and concessions. To our knowledge, there was no published research addressing this topic specifically
within recreation facilities. There were, however, some reports on the internet pertaining to the
transition to healthy choices in concessions in the United States and in Australia and some information
regarding the implementation of the nutrition guidelines for vending in BC schools. These initiatives
provided some indication that replacing the sale of junk foods with healthier options in recreation
environments could be profitable, but only with support and a well-thought-out strategy.

Economic Impact of Healthy Choices in Recreation Concessior3ther
Jurisdictions (US & Australia)

In 2005-2006, the Nicholasville/Jessamine County Parks & Recreation, in Kentucky U.S.A., decided to
take on the challenge of removing junk-foods from their sports concession and showed that a healthy
choice menu could be profitable. After replacing nachos, candy-bars, chips and soda with items such as
fresh fruit, cheese strings, trail mix, cracker sandwiches and healthy popcorn, the concession made a net
profit of approximately $1000 in ten weeks after costs including staff wages were removed. The second
year (2006-07), the profit was over $2300, further supporting the notion that is possible to provide
healthy foods and still make a profit to support programs (See Appendix D). It is important to note,
however, that this profit was not compared to the profit obtained from the unhealthy option menu.

In Australia, another study was completed between 2006 and 2008 to explore the types of food and
beverages served in local sports canteens compared to the standards set out in the Education
Queensland Smart Choices Food and Drink Strategy. Bowen Athletics Club adopted a Healthy Choices
Club Catering Policy, received grant funds to support implementation of a healthy choices menu and to
provide sports nutrition education workshops for coaches, officials, parents, and competitors. The new
canteen menu featured several healthy snacks, meals and beverages. Candies and confectionery were
removed. The canteen was able to achieve Gsignificant improvement in profitsé€ in the two years since



the changes were made and local officials were happy that these
options proved popular and profitable (See Appendix B).

More recently in 2009, Sydney West Area Health Services and New

South Whales Sport and Recreation partnered with 20 sporting

organizationstoR2 | WY Sy dzae@nS NK kpdefafd | (i

recreation facilities and to train canteen managers how to offer

healthy choices and still turn a profit. A workshop was offered

covering healthy menu planning and pricing as well as healthy

product samples from local suppliers. After implementing the new

menus and promotional techniques for a complete season, all managers reported no profit loss, and

60% actually reporting a profitincrease. ¢ 2 SQ@S F2dzy R (G KI G &LR NI OlFyiGSSya
YR NBYFAY 2dzad Fa LINBPFAGIOE S é(SeddAppendixC). 2 G GSNI FNRY

Economic Impact of Healthy Choices in Schanding

Many recreation facilities in BC are located within close proximity to schools where the 2005 Guideline
for Food andBeverage Satdn B.C. Schoolave been mandated. Often with middle schools and high
schools, students will walk over to recreation facilities to get their junk foods before and after school
and during breaks, and even more so now that these types of products no longer can be found the
school vending machines. Observing the sales of vending products in schools can provide a wealth of
information for recreation facilities looking to adopt the same guidelines. In addition, schools and
recreation facilities are recognizing the importance of supporting one another in ensuring that these
buildings where children and youth spend a great deal of time are consistent in supporting positive
lifestyle habits.

In the March 2008 BC provaIal report Figure 11. Effect of Guidelines for Food and Beverage Sales in

from the Ministry of Education and BC Schools on food and beverage sales revenue
aAyAaildNB SBobl FoodSle and = Nore than 26% gan

Policies Provincial Report 1,€  p y3'z 21 10.25% gain

schools have said that transitioning to the 0-10% gain

healthy vending guidelines created no Revenus neutral 58%
difference in sales revenue, 39% said they 0-10% loss

experienced a loss and only 2% a financial 10-25% loss

gain (See Figure 11). Please refer to ore than 25% loss

Appendix F for applicable sections of the

full report.

It appeared from existing reports that it was possible for some facilities or schools to maintain their
profitability while transitioning to healthy foods.



Methods & Participation

Methods

Information about the economic impact of the HFBS was collected between November 2009 and July
2010. A questionnaire was developed to collect information from recreation facilities about food and
beverage sales in concession stands and vending machines in the year before and the year after they
had made the transition to healthier food profiles. Two recreation professionals, working in different
communities, independently reviewed the questionnaire and provided feedback to make the tool as
user-friendly as possible for recreation providers to complete. In addition, two other individuals
involved in the project (an evaluation specialist from the Social Research and Demonstration
Corporation and the provincial HFBS coordinator with the BC Recreation and Parks Association) made
recommendations for changes. Changes on the questionnaire were made based on feedback (See
Appendix G for sample sections of the questionnaire).

A request to provide information about the economic impact of the HFBS initiative was sent out via
email to all communities that had participated in grant phase | and Il (n=25). One phase Ill community,
which had made transitions in advance of their HFBS enroliment project, was also included. A
recreation staff person from each participating community was emailed a copy of the questionnaire and
called following the e-communication to determine if they were interested and willing to participate. In
addition, all phases | and Il communities that participated in a long-term follow-up interview were
invited to comment on the economic impact of transitioning to healthy choices. We followed-up by
phone or email at least twice with each community that had indicated they would be willing and able to
provide sales information. All information provided concerning the economic impact of the HFBS
initiative was compiled to create this report. This included the questionnaire responses as well as the
comments provided in the long-term interviews, emails, and formal documentation.

Participants

Of the 26 communities that were approached, eight (n=8) communities provided some information on
vending sales and four (n=4) provided information on concession sales. Only three provided information
by filling out and submitting the questionnaire. The remaining seven indicated they were unable to fill
out the questionnaire but did provide information by emailing relevant budget documents and including
explanatory notes in the body of their messages. Overall it was a challenge to obtain consistent
information from communities for the following reasons:

e Facilities were either still undergoing the change process or had just begun and so little to no
information of the economic impact of the change was available.

e Recreation staff had limited access to sales information in private contracts with concessionaires
and vendors.

e Recreation staff, managers, concession operators and vendors were busy and did not respond to
the request for information, or responded that they would be unable to provide information at
that time.

In some cases, communities were engaged in the process of changing the vending or concessions prior
to applying for an HFBS grant. Notes about the timing and details around the transition are included in
the results tables.



Results

The following Tables 1, 2 and 3 show the sales details of before and after the transition to healthier choices in
vending and concessions/cafes for communities who could provide information. Each case represents a
separate community who provided data on their concession(s) or vending. As many details as possible about
the context of the change were included.

Table 1: Sales Impact in Concessions from Transitioning to Healthier Choices

r

§ Specific Sales Gross
O  Explanatory Notes & Comments Information * Sales’
A | - Changes for healthier choices launched July 2009 Gross Sales:
- Concession contracted for 100% compliance with the provincial Guidelines for Mar 2008: $2,008
YOK22aS Y2ailiQ IyR wWOK22aS a2YSiAYSa| Mar2009:$2,310
- New choices include fruit juice, vegetables, fruit, granola bars, muffins and cookies Mar 2010: $2,035
GKFG YSSUG 3IdARStAySazr OKAfEAZ @S33aA © ©
NEO2YYSYRSRQ T22Rao Commission:
Mar 2008: $697
Mar 2009: $1,099
Mar 2010: $603
B | - Changes for healthier choices October 2009 Gross Sales:
- New menu with whole wheat buns, wraps, salads and fresh soups 08/09: $148,900
- G¢KS AYONBFrasS A& RdzS (G2 GKS ®02dzNY I | 09/10: $153,400 o No
actually would have decreased this year. | feel that it was moredcbromic impact data
Fa GKSNB ¢la || y20A0S+ro0fS RSONBI a&$s
~Interview
C | - Changes for healthier choices 2009 Gross Sales:
- One concession run by a private contractors, introduced a whole new menu with 2008: $343,587
75% healthy choices (CM/CS) and revamping the eating area. 2009: $373,877
- Popular healthy choice items included grilled chicken, soups and healthy muffins.
- G&Compared to the past [the new concession contractor] is 6R020 in sales. Commission:
Cataing helps bring in money. They still sell some junk but the café service is s| 2008: $24,693
YFEAYGFAYAY T 7 Entéview f G K& OK2AO0SE d¢ 2009: $27,376
D | - Changes for healthier choices 2009 No specific
- Sales combined for several concessions in community centres and sports fields. numbers
- Chocolate bars, chips and candy replaced with granola bars, baked chips and real provided.
fruity snacks.
- & L g2dzA R &l & (KI {ndnzdstingate ivGild bekabogt SIGY%A
as the new healthy options are being purchased 94 02y O0Saaizy
Legend:

= increase in sales/profit (>5% increase)
J = decrease in sales/profit (>5% decrease)
<= maintained sales/profit (< 5% change)
Sales information for the period after transition to healthy choices

! Sales information after transition to healthy choices in bolded colour.

? Percentages approximate and calculated usinggrossd £ S& RI G LINRBARSR Ay GKS a{LISOATA
* Percentages approximate and calculated using net sales or commissions R I G I LINE A RSR Ay G(KS a{ LISOA
column.



Table 2: Sales Impact on Vending from Transitioning to Healthier Choices

. Explanatory Notes & Comments % in Choose Categories* Specific Sales r r
2 According to Vending Audits Information ° GI‘OSS6 Net .
= AuditDate CM \; CL \; Sales” Sales
A| - 6 vending machines at an outdoor pool alée Y 1o 22 | 26 Gross Sales:
facility Dec ‘08 24 |37 11| 28 |[Ww-580 WwWnrtyY
- Transition to healthier choices summer Jul-Dec ‘08: $25,509
2008 Target 70% healthy choices® Jul-Dec ‘09: $28,219
- &When we were doing the promotions Achieved 61%
during our pilotphase, sales were up quit
' 0A0 ®dPSGHSYy dzLJ i
B| - 26 vending machines in 4 facilities Audit Date ‘ e ETE LS Commissions:
- Transition to healthier choices summer of | Wdzy' S 10 7 22 | 60 |Jang! dzB8:S48,451
2008 in two out of four recreation Dec ‘08 33 (30| 8 29 | Jan-Aug’09: $9,111 \Z \4
facilities. Target 70% healthy choices 33%
Achieved 63%
C| - 19 vending machines in 3 recreation Audit Date \ (o) SIe i e B8 Gross Sales:
facilities including an aquatic centre and cSo 12 | 25 5 58 | Sept-Dec W n 352,897
two ice arenas. Oct ‘09 10 | 79 0 11 | Sept-5 SO Qn yY
- Transition to healthier choices Sept-Dec ’09: $46,522
September 2009 Target 75% healthy choices J J
- A0t KS @GSYR2NB Aa Y| Achieved89% Commission: 27% 32%
mandated, but salekave dropped. My Sept-5 S0 WwWnTY ° °
opinion is the snacks and beverages are Sept-5SO QnyyY
overpriced, so not only the healthy choic Sept-Dec '09: $9,530
FNBy Qi aSttAy3as o6 dz
and drinkg
D| - Onerecreation centre in an urban setting  [AICIHEE \ (o) e e S Commiission:
- The healthy vending program was a Wdzy Y14 |18 |27 |32 2007: $28,538
progressive change from 2007-2010 Mar ‘10 27 a1 a4 3 2008: $26,955 J
- 428 KIF@S NBFtAT SR |Targets: 2009: $22, 777 No 10%
since the introduction to healthy choices] 2007, 35% cm/cS 2010 YTD: $17,500 data Annual
We do feel that we will be able to grow | 2008 50% CM/CS Avg.
the sale as more customers areveQUcatic 2009, 70% CM/CS, achieved 32%
to purchase healthietIN2 R dzO U & ®| 2010, 100% CM/CS, achieved 68%
Legend:
= increase in sales/profit (>5% increase) Wl SIFfGKASNI / K2A 0S¢ LINRBRdzOG& | OO2 NJF
J = decrease in sales/profit (>5% decrease) W[ Saa | SIHfGKe / K2A0S¢ t NBRdzOG&a I O
<>= maintained sales/profit (< 5% change) Sales information for the period after transition to healthy choices

* BC Provincial Guidelines Choose Categories: CM=Choose Most, CS=Choose Sometimes, CL=Choose Least, NR=Not Recommended.
Vending Audit information from formal evaluation process completed during grant phase. The results are based on a random audit of
four machines (two snack and two beverage) within each participating community.

> Sales information after transition to healthy choices in bolded colour.

® Percentages approximate and calculated usinggrossd £ S& RI G LINROBARSR Ay GKS a{LISOAFTAO
’ Percentages approximate and calculated using net sales or commissions R I (i I LIN2 GARSR A Y Yi KIS ZGV{SLJQTEM Fdk

Byl SItKe / K2A0SaQ NB O2yaArARSNBR / K22a$8 az2ald 6/a0v FYyR /| K22,
7



Table 2 continued: Sales Impact on Vending from Transitioning to Healthier Choices

Explanatory Notes & Comments % in Choose Categories’ Specific Sales r Gross
According to Vending Audits Information *° sales'

AuditDate | CM €S CL NR

E | - Multiplex recreation facility with 9 vending Prior to Commissions:™*
machines b2g ¢ 10 | 15| 15 | 60 | 2000: $15,135
- Transition to healthier choices November 2001: $17,042
2007. Grant money was not used to focus on Nov ‘072 | 46 | 36 7 21 | 2002:$15,560
vending but on a healthy eating initiative Feb ‘09* 22 |40 | 14 | 23 | 2003:5$26,730
within pArogramAmingv. 3 Sept‘09* | 18 | 30 | 17 35 | 2004: $26,032 ¢ ¢
-AG®KS +SYRAY3I O2YLI YA 2005: $26,432 %
infgrryationwhAy our revenue is dovyn, whether Target 75% healthy choices 2006: $23,388 160%
0S0OldzaS 6SQNB asStftAy] Achieved 82% in Nov. ‘07 2007: $16,943
whether the profit margin is less on healthier | , & < A .~. | 2008:$6,513
(]K}\yaé X ¢ /IDSQfAySﬁuz CH?.:"
UKSY ny:z Ay {SL
F| - 19 vending machines in 5 facilities Audit Date | CM \i e Commissions:
- Transition to healthier choices February cSo \ys 16 | 30 | 46 | 2008:$10,879
2007: a new snack Vending contract was Wdzt Y 33 24 | 31 11 2009: $8,955
established in all five facilities
-Gt NA2NJ 02 HAanTI 65 £ Target 75% healthy choices J J
guarantee of $45, 000 from [our old vending Achieved 67% 18%
company. With our new contract that ’
stipulates a guideline of 75% CM/CS, we art
receiving an annual guarantee of
$20,436] ...Senior management was willing
do with a $125,000 less for a&S | NJ O 2
Legend:
= increase in sales/profit (>5% increase) Wl SIFf GKASNI / K2A 0S¢ LINRBRdzOG& | 002N
J = decrease in sales/profit (>5% decrease) W[ Saa |1 SIHfdke / K2A0S¢ t NRRdzOGa O
¢>= maintained sales/profit (< 5% change) Sales information for the period after transition to healthy choices

% BC Provincial Guidelines Choose Categories: CM=Choose Most, CS=Choose Sometimes, CL=Choose Least, NR=Not Recommended.
Vending Audit information from formal evaluation process completed during grant phase. The results are based on a random audit of
four machines (two snack and two beverage) within each participating community.

1% sales information after transition to healthy choices in bolded colour.

! percentages approximate and calculated usinggross& I £ S& RI 1 LINRBBARSR Ay (KS a{LISOAFAO
"2 percentages approximate and calculated using net sales or commissions R I & I LINR A RSR A y GKS a{ LISOAT;

"t NP RdzOUG YAE AYF2NXYIGAZ2ZY LINROARSR o6& YdzyAOALI f 6S0aAdS 02y 0
vending audit.
" This community provided commission numbers since 2000. These numbers were included as a point of reference for the discussion
on natural sales fluctuations over time.
8



Table 3: Vending Sales in Communities that did not Transition

Explanatory Notes & Comments

G | -10vending machines in a multiplex

% in Choose Categories™
According to Vending Audits

AuditDate | CM | CS | CL

al

NJ Y

19

12

20

NR
50

-No intended change in

h O

U

10

29

53

-42S RAR y2G4A0S I RS
vending. We finished the year about $5000
dzy RSNJ 2dzNJ LINR2SOilAz2y
GSQNB K2LIAyYy3a g2y Qi O
look at the economics of this town, | think tha
the vending is an area where m@nis tighté

No Intended Change in Vending

H -25 vending machines collectively in 7 facilities
- Original project focus was on changing the
concession

Audit Date ‘ M CS

cSo

Y

22

11

CL

NR
61

Specific
Sales
Information
16

Gross Sales:
2008: 59, 043
2009: $6, 573

38%

Wdzt

Y

28

11

53

None
provided

-d know for vending we are making about the
alYySe 2SS RARyQdl asSs
patterns ...l think they are probably keeping
their profit margins in exactly the same place

o8 OKFy3IAy3 FadAGdRS

<
(according to
anecdotal report)

No Intended Change in Vending

Legend:

= increase in sales/profit (>5% increase)
J = decrease in sales/profit (>5% decrease)
<>= maintained sales/profit (< 5% change)

Sales information for the period after transition to healthy choices
Wi SHf GKASN) / K2A0S¢ LINRRdzOG& |
W[ Saa | SIHfGke / K2A0Sé¢ t NRRdzO0

> BC Provincial Guidelines Choose Categories: CM=Choose Most, CS=Choose Sometimes, CL=Choose Least, NR=Not Recommended.
Vending Audit information from formal evaluation process completed during grant phase. The results are based on a random audit of
four machines (two snack and two beverage) within each participating community.

'® sales information after transition to healthy choices in bolded colour.

' percentages approximate and calculated using grossa I £ Sa R G|
18 Percentages approximate and calculated using net sales or commissions RIGI

S\ay LiyKFS2 Nv FLdSACeAYFe O
O Ny fBrS LafhBNYA T
9

LINPAZO. R{SIRf
LINE A R




Key Issues Influencing the Economic Impact of Healthy Food and Beverage Sales in
Municipal Recreation

An analysis of the financial impact of transitioning healthier food and beverages sales in BC recreation facilities
is very complex. The following outlines some of key issues that should be considered. For more details and
direct quotes from recreation staff interviews, please refer to Appendix A.

C Natural Fluctuations in Sales

Concession and vending, sales and profits appeared to fluctuate from year to year independent of the HFBS

initiative. For example, in Table 3, Case G shows that between 2000 and 2007, there were substantial

fluctuations in annual commissions even before the healthy vending program was implemented (e.g.

F LILINREAYLFGSt& bPmuZpnn 2N pp: RAFTFSNBYyOS 6SiG46SSy w
that the product mix was the same, based on provincial data (Naylor P.J., Bridgewater L., Purcell M., Ostry A,,

Vander Wekken S., 2010) it can be assumed that during that time period there were no major changes in

vending. Although commissions were down in 2008 after the healthy choice program began, sales had already
dropped in 2006-2007 in comparison to 2004-2005. Moreover, it can be observed that the product mix was

healthier in 2007, but began declining in 2009. This evidence supports the notion that there are factors outside

of the control on the initiative, contributing to the decline in vending profitability.

C Lack of 100% Compliance with Guidelines

Another very important factor to consider in this analysis is that most facilities making changes are still
nowhere near 100% compliance with the Provincial Guidelines. Wb 2 i wSO2 YYSY RS R&lily2 LJ( A 2
available and there is currently no measure of what proportion of sales these account for.
Furthermore, even when the target was aggressive (e.g. 75% in compliance with Provincial Guidelines), vending
audits showed that the actual product mix was typically lower. For example, in Table 2, cases A, C, D showed
that healthy choice targets where not achieved within the transition period. Most communities expressed the
intention to work with their vendor to gradually increase healthy choices, but fluctuations in product mix over
several years indicated that this did not occur. In Table 2, Case E, a huge increase in healthy choices occurred
dzLR2 Yy AYOUNRRdzOGA2Y 27F (KS bi&uSitsih 2009 showedS yegressibrback JINE 3 NI Y
towards unhealthy choices. A staff member from
this facility expressed their frustrations regarding
this observationbysayind G C2 NJ YS (G KS
RAGILIRAYGYSY(d Aad w2dzN) O
Oz2yaidlyd ordGdidtS X GKS& R:
2F YFAYUOUlFIAYAYy3d oliK&y I INB
other recreation staff in interviews expressed
similar frustrations in observing a slide back to
Wy 2 (i NBO2 iveSnvenbing 6ver tinfe
and aggravation that they were having to
constantly monitor and renegotiate with vendors.
Small incremental changes had been made, but
without a comparison condition, we have limited
10



ability to attribute changes in sales data directly to the change.

C The Relationship with Vendors

Interviewees from recreation facilities indicated that the partnership with vending companies was vital to
achieving a successful and financially viable transition to healthy food and beverages in recreation facilities. In

a 2009 issue of online magazineBest HealtSy G A i f SR a! NB 6S FrAfAy3a /[yl R
development manager with the Dairy Farmers of Canada supports thisbya @ Ay 3> a KSF f G§ KA SNJ

2LISNF G2NBR Y2NB YR (KSe R2y Qi LINPOARS GKS Hp (2

to stay viable vending companies in many cases give a larger cut of profits from the junk food items that they
sell than from the healthy choices (Refer to Appendix F). In many cases, recreation facilities can only make
educated guesses about total sales based on the commissions they receive from the vendor. One Phase Il grant
community anticipated a 10-15% commission rate in healthy choices vending contracts opposed to the original
contract. Although vending companies in BC in particular, are working hard to cooperate with schools and
other municipal facilities to comply with the provincial guidelines, there are a lot of challenges to overcome and
the industry is experiencing some very real economic impacts (See Impact on Industry Stakeholder Report,
December 2009).

Another issue that arises with vending services is the power of competition. Some areas in the province have
access to a few different vending providers and have indicated that they reissue Requests for Proposals with
new outlines stipulating their request for more healthy choices at a competitive profit margin. Others
suggested that vending companies that have a service monopoly were less motivated towards ensuring
compliance with requests for healthy choices, and less likely to offer a competitive commission package.

C Concession vs. Vending

Participants felt that an increase in profits in concessions and a decrease in profits in vending machines could
be a result of a wide variety of factors. Most notable is the more active role that recreation staff can play in
product placement, stocking, and promoting the healthy choice. Healthy choices can be featured prominently
and accompanied with promotional messages. In contrast to a bank of vending machines, concessions also
include a face-to-face point of contact where patrons can be provided additional information about new
products and encouraged to make a healthy selection. Furthermore, concession and vending may be in
competition for sales from patrons. A common complaint amongst vendors was that when they replaced
chocolate bars and chips with healthier options, they lost sales to a nearby concession that still served these
types of products. Many
recreation providers and
vendors indicated in interviews
that ideally both vending and
concessions with the same
facility needed to be in 100%
compliance to limit sales
competition.

11
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C Social Trends

Many participants suggested that an overall decrease in

vending purchases was a trend resulting from a rise in the

popularity of healthy eating and fewer people making

purchases at vending machines due to their association

with junk food and an unhealthy diet. Overall,

communities that have been successful in the transition

to healthier choices have indicated that patron feedback

2y (KS OKlIy3aSa KlFa 06SSy Wy -t 0 K2 dz
negative feedback has been a part of the process. In

long-term follow-up interviews several recreation staff

pointed out that the patron groups that speak up and

provide support for providing healthier options are often

not accustomed to buying from the concession or vending machines.

C The Role of Education and Promotion

Although there is an overall trend towards a decline in sales and profits with the introduction of healthier
choices, many recreation providers, concession operators and vendors have expressed an optimism that sales
will recover in time as customers are educated about and become familiar with the new products.
Communities felt that ensuring healthy products were profitable required helping consumers make the
decision to buy these selections.

The first way to ensure this was by removing or limiting

¢ o & 2, o A | unhealthy options and the second is by making them want the
a S K @S NGt healthy choice. This can be accomplished by educating the
drop in revenue since the public about the benefits of choosing healthy, but also by
introduction of hea|thy making the healthy choice attractive and familiar. The
presence of staff and volunteers that promoted and

choices; [however,] we do
[ ] supported the healthy choice at the point of purchase may

feel that we will be able to have had a huge impact on the purchasing decision. Many
grow the sales as more communities that participated in Phase | and Il of the HFBS
customers are educated to initiative offered their patron free taste tests of the new

= . A A healthy choice products so that they could try out these items
LJAZNO K| a S KSTH T free of cost to see if they liked them. The only community
~Vending Company that reported improving profits through the introduction of
healthy choices attributed this success to a very involved
promotional campaign (Refer to Table 2, Community A). By
giving patrons opportunities to try out the new products and
provide feedback, many were surprised by how much they liked the new choices and as a result were more
likely to make a purchase during their visit. Taste testing days also helped staff at the facility to get feedback

on which healthy products patrons liked more and which they felt they would not buy.

12



A The Broader Economic Climate

The recent challenges within the broader provincial
economic climate should be taken into
consideration when looking at the economic impact
of implementing healthy food and beverage sales in
municipally-funded buildings. Several recreation
staff that we interviewed stated that sales in their
vending and food sales outlets had declined since
the implementation of healthier choices, but
stressed that this was likely influenced by the
economic climate of the whole communityt and
that sales would have likely decreased regardless. In
most cases, vending and concession sales were still

profitabled A ®S ® R A Rydesfitethe2 8 S Y 2

economic downturn, which indicates that sales may
be even more hopeful in a year or two once the
economy recovers.

In general, participants reported that recreation
program enrollment had also been down within the
year since individuals and families have had less

spending money. In addition, provincial and municipal budget cutbacks have meant less additional funding for

a wide variety of programs and initiatives, which has had a trickle-down effect on the HFBS initiative in
communities that were using such funds to support their healthy food and beverage efforts.

13



C

Infrastructure & Operational Cost Considerations

On top of potential revenue losses from smaller profit margins

and decreased sales, recreation facilities have had to factor in a

variety of additional cost considerations when working towards

sustainably selling healthy options. Some local governments

that participated in the HFBS initiative were able to supply

additional funds on top of the grant money to pay for initial and

ongoing costs associated with providing healthy food and

beverages. Communities that do not have these additional

resources to draw on are at a disadvantage. The following list

summarizes some overall cost considerations.

C

Developing revised or new contracts that outline the
expectations for provision of healthy options.

Developing and implementing new menus and promotional
displays and branding.

Providing new equipment to support healthy eating. E.g.
ovens, sandwich making stations, blenders, juice press.
Installing refrigerated vending machines that can store

healthy options such as dairy and fresh fruit and veggie products.

a!a FEFENFa (K.
LIASOS 3I2Sa L
going to be a big investment
of dollars, eveyonce in a
while | am paying [a dietitian]
to review menus from people
wanting to talk on the
preferred mobile concession
list. So, you know that is an
expense the city is eating but
AbQa y2i | Kdz

~Phase Il Recreation Staff

Providing human resources to keep the project running. E.g. dedicated staff hours, dietitian to provide

expertise, review and evaluate on an ongoing basis.
Providing staff training and awareness.

The Breadth of Food Environments

The change model adopted by the HFBS initiative was broader than just vending and concession and some
communities (based on their specific context and readiness for change) focused on foods served through other
avenues such as programming, events, meetings and catering. The economic impact of adopting healthier

food and beverages through these avenues was not assessed.
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Strategies to Mitigate Profit Losses

Although recreation facilities may experience an initial decrease in profits because of a change to healthy
choices, there were many strategies suggested to limit this loss and even stimulate revenue growth. A
collection of strategies tried and suggested by grant facilities is included below:

1. Eliminate internal sales competition by ensuring that all food sales outlets (whether vending, cafe,
concession or fundraising table) follow a consistent guideline (e.g. if vending machines are not
permitted to sell chocolate bars, thenSy & dzZNB (G KS O2y O0Saairz)y R2SayQi

2. Transition in steps. Start by highlighting the healthy choices and slowly remove unhealthy selections
and replace with healthier alternatives.

3. Take the time investigate what type of healthy choices would be most successful. This may involve
polling or surveying patrons, providing sampling days where patrons can try out different options and
provide feedback on which items they would or would not buy (see Appendix H for some best-selling
products).

4. Place healthier selections in the most visible location and make them more available than less
nutritious options.

5. Competitively price healthy products; make healthier choices less expensive than less nutritious
options. If you still wish to offer some not recommended products, increase the price of these options
to be more expensive than the healthy choice and use profits to subsidize any losses associated with
making healthy choices more affordable.

6. Expand healthy options but simplify choice. For example, instead of offering 20 menu items that
include wide varieties of ingredients, offer 5-10 healthy choices, with only one or two being a less
healthy option. And instead of offering 10 different kinds of pop, offer 1 or 2 and then water, 100%
fruit juice and tea. This makes choosing less overwhelming for customers and simplifies the work for
those who purchase for and staff the outlet.

7. Communicate with vending and concession contractors that the changes are not intended to hurt them

TAYEYOALEt® YR It gl-8RYy Q282 2252 WR® FAYRAYI W5

8. Find healthy alternatives or upgraded options for popular sellers. For example, if hot-dogs are popular,
sell an all-beef hot-dog with lower fat on a whole-wheat bun. Bake instead of deep fry. Fry with
unsaturated oil. Sell 100% fruit juice in place of juice cocktails and sugar-sweetened beverages.

9. Reduce portion sizes to eliminate waste and overconsumption. Some unhealthy selections such as fries
are a high profit margin and are embedded in the sporting culture® LF FNASAE OlyQi o
smaller portions.

10. Cut down on unnecessary staff costs by establishing concession operation hours around busy times in
the facility.

11. Provide food and beverage order forms to sports teams in advance of tournaments (e.g. with
tournament registration). Feature the healthy choices on this form and provide a discount rate for
teams who all purchase a meal or snack in advance as a group. This way your concession can prepare

15



12.

this food in advance and have it ready for teams at a pre-determined time. This will make the
concession more efficient and bring in business to the food sales outlet that otherwise may have gone
to commercial fast-food restaurants in the area.

ImplemSy & F &A4GNRyYy3 YIFINJSGAY3a OFYLIAIY (G2 odaAfR
the new healthy choices. Ensure that all who visit the facility are aware of the new choices and the
underlying philosophy of supporting healthy living. For example, provide healthy and fresh lunch

options at the concession and promote this amongst people who work in and nearby to the building.

Ask parents and other patrons who are currently not purchasing what healthy choices they would be
more likely to purchase if offered and then offer these options at a competitive price.
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Summary

With so many variations in context, and a lack of consistent data, assessing the economic impact the HFBS
initiative was challenging. Although it was a struggle to collect data on the economic impact of this project, the
limited evidence we do have indicates that facilities are not losing money in the transition to selling healthier
choices. However, overall profit is down from previous years, particularly in vending. On average communities
that focused on revamping their concession to serve healthy choices were successful at maintaining or very
slightly increasing sales (See Table 1). In contrast, an increase in healthy vending products corresponded with,
on average, a 30% drop in revenue and profits. One community experienced a significant drop in commissions
of approximately 160% per year (See Table 2). Interestingly, one community that provided vending information
also observed profit losses over the past few years despite not making changes in vending (Refer to Table 3,
Case G). This and some of the information derived from interviews indicate that losses may be due to other
factors.

The analysis of the economic impact of transitioning to healthier options in recreation food sales is very
complex and involves many factors that are difficult to measure or control. Changes in food sales are
influenced by changes in social and economic trends, snack and beverage market trends, environments within
and external to recreation centres, public attitudes, operational cost factors, changes in personnel involved in
operating vending and concessions, and changes in management and staff with facilities and contracting
companies. In addition, the transition to healthy choice is in process and apart from a few exceptions, there
were very few that had been 100% compliant with the guidelines. It is difficult to determine (without
comparison facilities with similar contexts and better data) if these small changes were responsible for fairly
substantive shifts in profits. More precise and effective measurement techniques need to be designed to help
facilities track their costs, sales and profits. There must also be a commitment to measuring over longer
LISNA2Ra&a YR YIF1Ay3 O2YLINAR&zZ2ya (2 WEA1SQ O2YYdzyAl

A strong marketing campaign and effective public education stands out as the recommended way to maintain
sales when transitioning to healthier choices. At this point there has not been enough time for a full culture
shift and the food and beverage industry is still in the process of finding new healthy choice products that meet
the demands of the guidelines and customer tastes and preferences. Patrons will need to be educated about
the new healthy choices and given time to adapt and become familiar and comfortable purchasing the new
options.

There is still large room for improvement in establishing profitable

healthy eating environments in municipal facilities in BC. The HFBS

initiative has catalyzed momentum and most stakeholders are

optimistic that with product innovation, public education and shifting

social trends, the situation will only improve. Recreation facility

stakeholders not only expected some losses but accepted the losses

when they occurred as the cost of remaining true to their core values.

They embraced a philosophy of healthy living and prioritized healthy
environments for children and families over maximizing profits. In the
g2NRa 2F 2yS LI NLGAOALI YOG GAlG 61 &
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Appendix A: Phase | and Il Long-Term Follow-Up Interview Quotes

Interview Question: What type of financial or economic impact has this project and
related changes had?

Phase

Phase

I- Community 1

G2S INB atAatft FTAYyS ddzyAy3a K2g¢g (G2 adlFF¥ GKAA N
the new café has higher revenue than our old concession staff are still trying to find balance of offering
I OKIFy3Ay3d YSydzpé

oOur vendingevenues have not decreased however we have not changed the macHmasarena)

The Café brings in more revenue than our concession. Staff are now looking to expand the menu (have
daily specials and change up wrap offeringa/bekly). As well thas been overstaffed as we did not

know what level was required. Once both these issues are addressed we are configetttaia solid
LINEFAG OSYGNB®dE

I- Community 2

G¢KS o0A33Sal OKFIffSyaS odd dzyf Saatodf@ iwdK S | 3
affordability really becomes a factor ... part of the problem was, when we got a lot of the new products
in they were more expensive than tbther, so we did get some feedback on how the price had

changed. You know, and that comes fromraability d the customers to see the difference in

guality ...and you can explain it until you are blue in the féidesan get a sandwich for a dollar less,

gKe ¢g2dZ RYyQiG L R2 GKI {dé¢

fA lot of seniors here are on a fixiedomeand a lot of parents whee money priorities are somewhere

else. It was difficult to kind of straddle the affordability piece with the healthy piece. Sometimes
affordability won over being healthier, which is unfortunate.

oWewould look at [a new healthy choice product] and readbnder are we going to be shooting

ourselvesri the foot, if we bring on theew product[itf R2 Say Qi NBFft & aSNIBAOS
buy it becausd (td@ &xpensive. We would really look at the suggested sales price and figure out
whetherornal = AF GKIF G ¢l & 3I2Ay3 (G2 0SS a2YSOKAy3a (KI
I32Ay3 G2 OKIFy3aS A0z 0SOldzaS addzFF arAtidAy3a 2y i

d think certainly, when we switchele menu at[the concessionjales did go downitmally. It had

something to do with costs, because costs went up. But they seemed to have bounced back now. They
seSY (2 0SS NBfFiA@gSte O2yaradasSyidce

0Sales actually went up in the sport centre concessions when we started making more healthy options
available, you never really knowy.ou would think the same for the rec centre but for whatever reason

A (n@& A think kids go there for more entertainmentype things, like to the gym, creative play or
something like that, and (n& &ecessarily not towardsn activity or a sport, sb (nr@ of a treat

that they are getting, as oppose to a healthy lunch, or something. | know when we added the fruit and
the sandwiches, and healthy beverages over at the sporNBnE 2 dzNJ al £ Sa | Ol dzl f ¢
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d find thatquestiondifficult; | think that people are struggling more economically, regardless. It was
1AYR 2F | o6FR @SIFNJ (G2 adkNI dGKAAa dzlJr 6SOl dzaS ¢
right now and usually the things like entertainment and fawoel the first things to go, aen you are

strapped for cash.

Phase I- Community 3

din some of ouconcessionand injust one example .his sales went way uplis garbage went way
down..KS Aa 2Ly I @SNE aK2NI ¢ AhéRaddval overby0 wiapstthisA y :
season, which any other year, would have not happenéte offered salads, he noticed things like,
somebody would take a chicken Caesar salad out into the stands, and pretty soon they are lined up witt
10 other orders ofhicken Caesar salad. He had never sold chicken Caesar salad® sefore

GThe ones who have changed and the more the drastic changes are the most rewarded; have those one
experienced a financial gain? Yes. Does the whole food, fresh food cost morepyiesy@hcharge

more for healthier food, yes. So those ones have benefited from. The ones who have not making as
much money or struggling to meet the guidelines they had before, are the ones that are living on the
line. They are highlighting the chocoldtars. Yes, they have healthy food, they are serving healthy food,
but theyare hidden,and itis a well kept saet, those2 Yy S& ' NB &0 NHzIIAt Ay I dé

éFinancially, yes, we have seen some great successes, but&eHad 42 &aSSy a2YS YI N

Phase I-Community 4

oNow that they have the vending in place, and they are noticing their sales are lower, we are doing a
series of healthy food fairs to pgbromote them and bringing [omendingcompanyjon board and

having samples. Bringing the youth coordinators in and really engage the youth that are in the schools
that are attached to the centré.

2 Fa FEFENI LA GKS Ay TF2NN¥IGA[RWpod]is where we@Ewith 2 (i NJ
70%. We actually had increases in sales, for a lot of the times. Let just me pull up my notes here from
when we were started. Between 2008 and 2009 salm®wp,f S jisDaipercentage .They were up

o0& lo2dzi mp:r wiKIdQa 3$bBDI$havé gorthfde tifterent fadiities iheré1Q & |
havemade changes. May at [our podiJooks like we were down, but April it was up considerably. |

know that when we were doing the promotions during our pilot phase, sales were up quite a bit more,
through that whole time. | think even upltod 2 dzi Hm> KAIKSNI 0 2y S LIR2AY!

d think with the support and promotion, If you just make the changes and stick the food in there, and
GKAY]l OKFGO LIS2LX S 32Ay3 G2 o0dz2 GKSYX (KS& LINRBO
you do the taste testing and the promotions, adgz SR dzOF S (G KS LIS2LJ S (K¢
we kind of getting to now, with the healthy fair and stuff. It is something that needs to be sustained,

and not just do it the one time, thinking that will chartgghavioursover the long rurg.

Phase I-Community 4

GThe greatest success is probably the café services. Compared to the past these guys-a88um20
sales. They still sell some junkftinere. Catering helps bring in money. The saf@ice istill
maintaining 70% healthy choicés.

Bot2Y tAYS Aada I O2yOSNYy Ay (0KS OdNNByid SO02¢2YvYéd
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Phase lI-Community 1

@ St f = ¢S QNBve haB talket with [he v@nidingScBmpanfie guy that actually does our
machines and he had thougtihat we had gone up or gone down only a little bit we had stayedyfairl
consistent. Unfortunately [the vendd(] 4y Q4 o6SSy Io0fS (42 LINBOARS YS
sure why they are beingtadd A GK GKI G AYF2NXYIFGA2Y D€

A GKAY]l AG KFa 0SSy | 322R OKIy3aS F2Nl dzad L Kl
where is this or that, then, you know, and | do think our sales are still maintaining a level, so | think it
has been finé.

Phase lI-Community 2

dknadg FT2NJ OSYRAY3A 6S INB YI1Ay3a |o62dzi GKS alyYSo
adza SOt GKIFG y26 | FS¢ LIS2LX S INB odeeAy3a fSaa
KFELIISYyAY3 gAGK yR GKI G ¢ 2dz Ringwh tiielcdldbevarég8s isd y I O
GKAY]l SOSNRIKAYIQa OKIFy3IAy3I Ay (GKIFG AyRdzaGNE |
they used to. A lot of kids, a lot of people are drinking sports drinks, | think they have manages to do the
research andlo the marketing and | think they are probably keeping their profit margins in exactly the
same place by changing with changing attituéles

Phase II-Community 3

dFinancially .. this year we took a little bit of a hit. But as people are starting to gcemagth the trend
FYR F3aFAYy 6S 1ySe¢ Al sra 3IF2Ay3a G2 GFr1S GAYS>z 3
coyYdzyAdeée GKIFIG Aa 3ISGaGAYy3T o0SG0SNWE

Phase lI-Community 4

2 6SQOS FT2dzy R a2YS Y2y Seé Ay 2dzNJ #lifeNdded. B2 y I £ (
0KS@QNBE 3I2Ay3 (G2 3ASHG NAR 2F (GKS RSSLI FNESNE az
fries and all of that cool stuffrhat is huge. | think the oven was $6000 or $7000 and the installation is
about $5000¢

oWhen [the n& concession operatotpok over the operation that was during a really crazy time in
March..0 A3 S@Syia KILWLSYyAy3dId {2 GK2&S 3Fdz2ad KAOG (K
2L NI dzyAde F2N) GKSY G2 &GS Lhitxh¢ graundiudring 2ndX®MNI G A 2
GKAY]1l GKIFIGQa LINPolofée GKS jdzSadA2yKAKT (BES® SHA
NEIFfte oSttt e

4 a FFENIFa 0KS adadlrAylrofe LASOS 3I2Sa L &eey Qi i
in a while | am payinfa dietitian]to review menus from people wanting to talk on the preferred mobile
concession list. So, you know that is an expense the city is eatihgb@a y 20 | KdzZaS oA

Phase lI-Community 5

GThere igquite a significant showing of suppddr healthy foods but a lack bklief that they will

actually sell. The challenge that we have here is that we have low volume so with the product turn over,
healthier food usually expire faster which makes the mgof vending machine or concessions less
profitable as a fundraising activity because they are gofi®® dzZ3 K SELJA NBR YI G SNA |
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Phase lI-Community 6

dWell,ourvenddlB | NB Yz2aidfte O2yiGNI OGSR 2dzi a2z idhetl & o2
we could gather that kind of information, but what we might be able to gather is on vending machines.
LGQA YI@0S 2dz2NJ Y2NB fA1Sfte gle G2 A2 gAGK AL o
find that information and if we can fintithey ¢ KSNX ¢S OlFly &aSyR Al G2 ®é

Phase lI-Community 7

0So, for vendingnachines, [the poolle experienced a 30% drop from changing where people have all
the choices, to just choose most and choose sometimes, so that is going for the snacks and beverage
and verding... itisaverpigNB @Sy dzS Ay GKFdG €20FGA2y whaddzi F 3 A
different actual impact we havél K I (4 Q& ,it2&ANd ARG tYF GG SNJ GKI G 6S RAR

GThe other facility we kept [the machines gt people have all the chas and people responded

that a lot more positive because now | can choosatwkvant. At [the poolijt took away two of my
OK2A0Sa |yR GKS& RARyQl tA1S GKIFIGd {2YS LIS2LI S
maintained at the 30%, somiatesgoing down lessthanthat L. G Q& y 20 OSNE L2 aAdA
IAPS LIS2LX S Fff GKS OK2A0Sa |yR 3IAGS GKSYWEAY T2
oNow for the concession, healthy food only accounts for ab@% bf the menu mixyou know, we sell

hot dog, hamburger, pop, potato chips and popcorn and then snacks and chocolate bars and all that.
94LISOAlFffe GKS KSIFIfOGKASNI aylOl1ax 2yfe I @SNB a
those items are, youcangoredly2 4 2NJ NBI f f @8 KA3IK FyR Al ¢2dzZ Ry
impact on your financial statements, so that is why we chose to have these items at lower prices, so
GAGKAY | Y2y (iK @e2dz 2yfée asStt | TFTSoogwhwét OK | yR
hopeful your people will purchase more when the price i€low.

a Bpendng on location, over at [the arenahany of the parents and kids buy healthier item because

0 K I julst@h® group of people there. W¥n you @ to the antique bottle stw wehad here over the

weekend, these people liked hard core fatty items, and hot dogs and in the morning we had two items,
the toasted English muffins and the doughnuts, we sold so many doughnuts and only half a dozen
English maffins, so you know this gup ...At least there is that option, that is what people like, give me

the optiore

dthepoollg KI & YI 1S&a GKFG aLISOAFEE gKFEG NS GKS LIS2|
or mom and pop store close by and that variable will make a difference in the sales and revenue more
than who we aré

aThey kind of dmonstrate the financial impact becaug when you look at the menu mixta.keep

them low has a very small impact on the tooh line or the overall revenue. Upper managemenk at

0KS adGrasSySyid GKSe R2yQl NBIf AT S O.KIKI RBRie2RR2S O
GKAy3a GKIFIGQa O02YS 2dzi 2F GKS F22R aSNWAOS add
0KS gle&a Aa GKFrd ¢S ySSR (2 (1SSLI GKS LINAROSa 2
healthy item at $1.25, guess what they are goiadty the chocolate bar.. We are human we save

ouNJ Y2y Sés 46S I NB OKSILEE GKNRTFGE dE
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Phase lI-Community 8

@S KFE@S | LXIFOS 6SNB Al Aa 0SYOKYIFN]J SR 0ST¥2NB
very clear understanding of financial impact &ese we still have those machines that are Not
Recommended machines. And | mean, if people are going to buy those then he would just have to stocl
those more frequently and itavdzf R 0SS SElF OGfteé G(KS &FYS NRIKG DE

0So, what we are hoping for is September etreng will be kicked off and we will have our really big,
@2dz 1y26x ff KSFHfiKe OK2AO0Sa I QFAflofSd 2SQNB
kind of consider that as our starting point for our comparison year so that we can comptre th
berlOKY Il NJ SR &SI NJ (G2 2dzNJ ySg6 YSydzoé

2 L OFLyQi alre GKFIG 6S KI GS.Thevdy | Sediyplagh@dutand A y ¥ :
being successful is in September we will launch our healthy chibiatvie out of the Rec Centre So

for that year, we will let the public warm up to it. And then at the end of that year all the financial
analysis comparing the benchmarked year to the healthy choice year. And | will bring that forward in a
report to the board again, with suggestions for the ption of a policy with the hope that the revenue
haseith®dJ a i @SR (GKS &l YS 2NJ AYONBI aSR®¢

odUnless your politicians are very passionate about healthy choices themselves, it really is something
that they, yeah. They have concerns about financial feasiailiypublic perception, and so you need to
LINE PGS G2 GKSY Ay a2YS gre dKFG GKAA AayQl 3I2Ay

Phase II-Community 9

60dzNJ @SYRAY3I NB@GSydzS Aa ¢le& R26y® ! YR L R2y Qi 1
AlQad R2oy o0BSOKBNESSEORYzASE Saa dzyKSFHfGKe addzF¥T

KSIFfGKASNI GKAY3Ed 2N L R2y Qi ({y26d 2 STryingdSQBS o
convince [the vending compartg] go with more healthy choices. Our revenue ¢iase from 25

thousand dollars a year down to like 10 or something like thaQB RS ONBI aSR o0& I

Phase lI-Community 10

[What type of financial or economic impact has this project and related changes had? Would you be willing
to share some more information about this impact?]

(Right, we are still tryingtd A 3dzNB 2 dzi o KF G GKIG f2214 fA]Sde

Phase lI-Community 11

[What type of financial or economic impact has this project and related changes had? Would you be willing
to share some more information about this impact?]

da Y2NB FyR Y2NB OSyiGuNBa LINPOARS KSIf iKewh@K2 A (
GKS FTAYLFYOALE AYLI OG0 A&dodé

d don't have specific figures as we have a number of concessietspati our facility ..all ofthese

revenues are put into 1 account. | could say definitely that our sales have increased and my estimate

would be by about 1615% as the new healthy option products beéng purchasednd our machias
FNBE 0SAy3 FAEESR Y2NB 2FiGSydé

24



Phase lI-Community 12

OWe did notice a decrease in our revenue for vending. We finished the year about $5000 under our
LINE2SOGA2yd hT¥ O2dzNES GKIFGiQa I GNBYR 6SQONB K2 L
of this town, | think that theending® 'y | NS 6KSNB Y2y Seé Aa GAIKGC
KS@QNB y2i 3JI2Ay3 (2 06S o06d@Ay3d (K2adS OK202f I (¢
GSYRAY3I YI OKAYySa ¢gKSy (KSe2Q@S It NBIFRe& Lizi dzZJ i
A6 AYD b sedaRybig HagsNdtms of above and beyond [Sw]d | in terms of that loss of
NE@SydzS 6SOldzaS AdQa YFIRS AGaASETF dzLlJ Ay 20KSNJI |
watching as this year moves along ahdizNJ NS @Sy dzSa aGF NI O2YAy3 Ay dé
A R2Yy QG (1y26 AT ¢S (y2¢ o6KIG GKS SO02y2YA0a I
greater because it offered healthier choices. It may be that people are not looking at the vending
machinesthe QNB f 221 Ay 3 |4 (GKS 02yO0Saairzydé

GThe economiclimate [here]s still pretty ugly right now. We still got mills down, and lots of people

gK2 gSNB 2y dzySYLX 28YSyd F2NJ I f2y3 GAYS I NB vy
The increase in people applying for our subsidized, our subsilatiie rec centre has skyrocketed.
¢CKIFIG I TFSOGa oKIG GKS@QNB alLISyRAy3dI gKSy (GKSe O
LI a&a> odzi GKSe OlFlyQi FFTFF2NR (2 06S o6de2Ay3d G4KSAN
our certre that are caskstrapped. We are providing the best service in town for those people to stay fit,
0dzi R2y Qi KI @S GKS FTNRAEE Y2ySe d¢
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Appendix B: Bowen Athletics Club Healthy Options Canteen Case Study

Source: http://www.hpcinc.com.au/documents/HealthyCanteenCaseStudyBowenAthletics.pdf

Bowen Athletics Club
Healthy Options Canteen
Case Study

2006-2008

Health Premotion Connections
PO Box 772
Bowen QLD 4805
Phone : 47865941
Email: cordinator&hpcinc.com.au

hpc' r AR

"
health prometio
cannections
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Introduction

In 2005, Health Promotion Connections (HPC) partnered James Cook University (JCU) to
conduct a research study entitled OExploring
Honours Student, Heather Menzies conducted the research study to help HPC identify ways

in which the Junior sporting setting could be influenced to supply healthier foods. As a result

of this study HPC established a small grants scheme to support healthy menu options in the
Junior sporting setting. The following is a case study of how Bowen Athletics Club used a

small grant to establish a healthy choices canteen.

JCU Research

The aim of the research was to explore the types of foods and drinks offered to junior sporting

participants as well as the attitudes and views of those involved in sport towards the canteens.
Committee members, canteen conveners, parents and children were asked what they thought

about the food and drinks stocked in sports canteens.

A canteen audit also recorded the types of foods and drinks the canteens stocked using the
Education Queensland Smart Choices Food and Drink strategy to colour code the foods
supplied in the sporting canteens. Smart choices coding is based on the Australian Dietary
Guidelines for Children and Adolescents where foods and drinks are broken into three
categories: Green, Amber

and Red. Green foods and drinks are the healthiest choices and should fill the menu. Amber
foods and drinks are generally processed foods that have had some sugar, salt or fat added
to them, and should be selected carefully. Red foods and drinks have minimal nutritional
value and are high in

fat, sugar and / or salt. Red foods and drinks should be consumed occasionally.

Results of the JCU research

Bowen Athletics club canteen audit identified that 75% of foods, 57% of snack foods and 33%
of drinks in their canteen fell into the red or occasional category of the Smart Choices
Guidelines a canteen audit was conducted during the JCU research. The canteen mostly
stocked soft drinks, lollies, chocolates, confectionery and fatty foods including chips and pies.
The majority of parents from the club indicated that they tended to use the canteen every
Saturday and more than half of parents surveyed indicated that they would appreciate an
increase in healthy

options at the canteen.\

Implementing Changes

In response to the JCU research findings and the many changes which were happening in the
broader community, including government initiatives to address childhood obesity, Bowen
Athletics Club members decided that a significant change to the club canteen menu was
needed to support the

overall ethos of a healthy club and to improve athlete performance.
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It was also obvious to officials that following the afternoon tea break which often included
children consuming coke and lollies, many participants were not willing to compete in the
track or field events they had on the program.

Bowen Athletics decided it was time to adopt a Healthy Choices Club Catering Policy where
the healthy choice would be the easy choice with all healthier choices would be prominently
displayed and competitively priced.

Bowen Athletics applied to Health Promotion Connections (formerly Healthier Bowen Shire
Partnership) f or ga&ankengsait of 8940 téd-sugport$he inpleémientation
of a healthy choices menu

o

Budget for project

Subsidy to support the introduction of a new cantesn menu
healthy choice the easy choice (all RED items will not be disp
Menu Board Compatition 32 cantean voucher par antrant
ichance to have artwork nsed on menn board)

Menu Board

Sports nutritionist talk { provided by Sport and Recreation
workshop)
Voluntzer recognition — Afternoon ea

Laminating

Printing and photocopying

Promational materials for lcky prize draws

Total

In conjunction with the introduction of the new menu a number of strategies were used to
promote the changes and the need for healthier menu options. These included:
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¢ A health professional visited Bowen Athletics and talked to the parents, carers and
competitors about the introduction of the new menu and invited officials to a Healthy
Canteen Workshop.

e Bowen Athletics Club adopted a Healthy Choices Club Catering Policy which means
healthy options must be available at all events, prominently displayed and favourably
priced.

e Children participated in a menu board competition to design a new menu board for the
canteen. The menu board is stored in the canteen and displayed when the canteen is
operating.

e A lucky prize draw ticket was provided to anyone who made a purchase which included
fruit or vegetables from the canteen. A lucky prize draw was held each week to thank
people for supporting the healthy menu options. See appendix

e All the parents, carers and volunteers were rewarded for their help in changing the
canteen with a volunteerds free healthy afte

e New promotional materials were displayed including laminated posters and pictures of
children with healthy foods

¢ Fruit (apples and pears) was purchased by the carton when supermarkets offered low
prices to reduce the costs

¢ Laminated shelf talkers were designed so they could be promote the new foods and
display their prices.

¢ Alllollies and confectionery were removed from the canteen menu when the new changes
were introduced. Soft drinks were moved to the back of the drinks fridge and water and
juice was clearly displayed at the front.

¢ New menu items were introduced including; pikelets, muffins, scones, baked pizza, pasta,
sporty sandwiches, rice crackers, 100% fruit juice icy poles, apple and pear slinkies and
low fat milk

e Workflow sheets were available to assist volunteers with preparation

e A Club Development Grant was obtained from Sport and Recreation Queensland to
provide sports nutrition education workshops in Bowen. These workshops were attended
by coaches, officials, parents and competitors.

These strategies proved a huge success. Attitudes of parents and children changed and the

club noticed athletes were more willing to continue competing after the afternoon tea break.

A significant improvement in canteen profits has been recorded in the two years since the
changes were made and volunteers were happy to assist in the canteen.
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After successfully adopting the Healthy Club Catering policy in 2007, the committee decided
to completely remove soft drink from their regular menu and replace with other options
including water, 100% juice and low fat milk.
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The following is a comparison of the foods and drinks supplied in the canteen in 2006 and

2008.

Main maals in athlstics cantaen

28%

2006

Znack cds Inalhielizs cantaen

2006

Cirinks in athletic cantean

29%

Keal menu eview

B Gresn
Bambar
B Azd

Snack menu review

EGraen
EAmbser
ERd

2008

Drinks manu raview

BiGreen
Hamber
o Rcd
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Conclusion

This small seeding grant combined with support from Health Promotion Connections and
outstanding leadership by club officials created significant positive changes to the Bowen

Athletics Canteen Menu at regular competitions. Partnering with a University in the initial

phases also gave the project access to research expertise and assistance not otherwise

available. This enabled the collection of data from which to develop a case for change and
facilitated the devel opment of strategies tha

Initially officials worried about profit margins, however now they are happy the healthy options
have proved popular and profitable. See Presi
changes they have also introduced to their Annual Carnival their main source of fundraising

each year. Policy changes and support from dedicated members will ensure the changes to

the canteen menu which have been adopted will be sustained.

Appendices
dPresident6s testimoni al
(1 Example of a healthy club catering policy

Presidentdos Testimoni al

In 2007, our first year of going healthy on Saturday, we felt we should still have small amount
of naughties for the carnival. We had one box of freddos, some packets of rice chips and
normal chips and kept selling hot chips. We sold 1/2 box of freddos, very few chips and only 7
instead of 13 boxes of hot chips. We had introduced things such as a larger range of fresh
rolls and sandwiches and curried chicken and rice. Last year, we had no chocolates or
packaged chips and no one even asked. We ordered 7 boxes of chips and sold 2 1/2 | think.
This year we are not having any hot chips at all. Instead going to increase the curried chicken
and rice and roast meat and gravy rolls | think to meet consumer demand. Even softdrink
sales decreased. What a change in 2 years.

Note: Bowen Athletics only sold the above foods at their annual carnival. This carnival is not a
part of their regular competition and is a major source of fundraising.
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(ORGANISATION NAME)
HEALTHY CATERING POLICY
Club Name:

Position Statement
Healthy eating is a vital part of good health. It is important for energy and vitality, optimal sporting
performance, weight control, control of blood fats and prevention of heart disease and diabetes.

The Club acknowledges that healthy eating has an impact on our health, and that
the provision of healthy foods will contribute to better health for all.

The Club will ensure that a variety of healthy food choices are available for all
Club activities. This applies to all meetings, competitions, functions and events and to all members,
officials, players, volunteers, spectators, visitors and any others taking part in Club activities.

Policy

The Club is committed to ensuring a healthy environment for all those associated
with the club and will ensure that:

wThe caterers used for all events are able to provide a variety of healthy food choices;
wHealthy food choices will be available at all club activities;

wHealthy food choices will be promoted at all clubs activities;

wHealthy food choices will be positioned more prominently than other foods;
wHealthy food choices will be priced competitively;

wThe role of food in relation to health and the enjoyment of healthy food is promoted
(posters, newsletter, healthy eating handouts etc);

wAll food is handled, prepared and stored in accordance with Food Safety Regulations.

The Club undertakes to implement the actions listed above in
this policy, effective from ___ /  / .

The Club aims to have at least 2 new healthy food choices
available, promoted, priced competitively and positioned prominentlyby  /  /

The Club aims to have promoted the importance of healthy

eating at least once by / /

This policy is to be reviewed annually. Review date: / /

blFYS YR ¢AGESY XXXXXXXXXXXXXXXXXXXXXXXXXXXXX
{ATYF GdZNE XXXXXXXXXXXXXXXXXPD 5F S XXXXXXXXXX

Examples of Healthy Food Choices/Practices
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Offer fruit and vegetables

wFresh fruit (whole pieces, canned in natural juice, on a skewer as a fruit kebab, dried fruit)
wSultanas

wVegetables on a skewer for barbeques

wCorn on the cob

wBaked potatoes with low fat natural yoghurt or cottage cheese instead of sour cream
wBaked potato skins

wVegetable burgers

wVegetable soup - fresh or low fat canned varieties

Offer breads and cereals

WFruit bread (toasted or untoasted)

wSandwiches made with a variety of breads (wholegrain, soy and linseed, sour dough, rye,
wholemeal, pita bread)

wSandwich fillings such as salad vegetables, canned tuna or salmon (in springwater, brine and
flavoured varieties), lean meats, egg, low fat cheese with only a scrape of margarine and low fat
sauces such as low fat mayonnaise.

wMeals based on rice, pasta, noodles, vegetables (without the creamy sauces or lots of cheese)
wBaked beans on toast

wPita bread or pizza muffins with lots of vegetables and little cheese on top

Offer low fat alternatives

wLow fat dairy products ¢ low fat milk, low fat cheese, low fat yoghurt

wCreamed rice made with low fat milk

wLean meats (trimmed of fat, little marbling)

wLean cold meats such as lean ham

wReplace mayonnaise and oily salad dressings with low fat varieties or use lemon juice or vinegar on
salads

wUse spreads such as chutney, avocado, pickles, mustard, low fat mayonnaise, reduced fat cream
cheese, ricotta or cottage cheese

wPolyunsaturated or monounsaturated margarines rather than butter

wPolyunsaturated or monounsaturated oil

Offer healthier snack foods

wPopcorn ¢ plain (no added butter or salt)

WPretzels

wRice crackers/rice cakes

wReduce the variety of deep fried foods, pastry items, potato chips, corn chips
and cheese snacks on offer

Offer healthier drink options
wWater, diet drinks, low fat flavoured milks, 100% fruit juice
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Appendix C: Healthy Sport Club Canteens In Australia
Source: This article appears in the April 2009 edition of Sportshorts. Available at
http://www.dsr.nsw.gov.au/sportsclubs/ryc_ss_aprO9healthy.asp

NSW | sport & Recreation

With childhood obesity levels on the rise, the responsibility for reversing the trend is falling to many ¢

government, community groups, schools and parents. Can sport club canteens have a role too? A new project is
AY@SatAILdAyIe ¢KS y2iAa2y 2F 1 WKSHEGKe &LRMIIDNAO!
y20 2dzNJ NBf SQFX WS 62yQi YI1S Y2ySeQr WLISBHKINnE R2Yy
LINE LI NBE X &duBconfmdrerdad@lons.

.dzi GKS I SIfGKASNI C22R yli S5NAY] [/ K2A0Sa Ay { LIRNI
YIed asSSyo G2 SQ@S F2dzyR GKI G aLR2 NI Ol yLINRSHAAI | GBI yS 2%
Cristy Cotter from NSW Sport and Recreation (NSWSR).

Lead by the Sydney West Area Health Service and NSWSR, the project has involved working with 20 sporting
organisations (summer and winter sports) in western Sydney. The initial stages assessed food and drinks
offered in the trial group, as well as the barriers to introducing healthier options. A workshop was then run for
canteen managers.

G¢KS Ofdzoa 6SNBE AYyQOAGSR G2 I GSNE LINI Ouldoverkditopics 2 NJ &
fA1S YSydz LXFYyyAy3as LINAROAY3I yR KSIFfdKeé LINRRdAzOG a
information, clubs went away and implemented healthier menu changes. Post-season follow-up revealed no

loss in profit ¢ with 60% actuaf £ @ A Y ONBFaAy3d LINRPFAGAD a¢KS $2N] aK2 L.
altAftta G2 AYLIXSYSyld KSFfGKASNI OK2AO0Sad a2S F2dzyR
LINEFAGD LY FIFEOG LINRPFAGA OFFr MIWONS AL i I &0 2 deQNE 1O
Cotter.

The Healthier Food and Drink Choices in Sporting Organisations project will continue through until 2010. The

YySEG &adlr3sS éartt &aSS (KS RS@OSt2LIVSyd 2F ddbTdAd NBA
canteens are a place many families and children visit every week. With some small changes to menus ¢ that

R2y Qi 3ANBLGte TFSOU OXdwma LRRFMYIRAG 2N 027 IH A IISSNS SHF!
FYR RNAY]l 2LJtter2yasé aleéa aa /[ 2

Menu ideas Try introducing:

e Lower fat varieties of regular hot foods (e.g. pies, hot dogs and sausage rolls)

e Water, diet soft drinks and 100% juices ¢ child and adult sizes

e Wraps and sandwiches ¢ Use a variety of breads like multigrain, lavash and Turkish ¢ No margarine
e Flavoured milk (UHT tetra packs will last longer)

e Yoghurt

e  Fruit juice slushies

e Healthier BBQ items and practices ¢ Add lots of salad to burgers ¢ Use lean meat ¢ No margarine
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e Popcorn (varieties lower in salt and fat)

e Muesli bars (varieties low in fat, high in fibre)
e  Fruit ¢ fresh, canned, dried or frozen

e Finger buns and muffins. Try reducing

e Snack bar range

e Potato chip range

e Confectionary.

Four step plan of attack
1. IMPROVE the nutrition of what you sell
e Replace items with nutritious brands ¢ lower in fat, salt and/or sugar

e 52y Q0 alt2L) aStftAy3 AdSyaszx 2dad f221 FT2N KSIfGK
e For suitable brands, visit www.schoolcanteens.org.au/buyersguide

2. REMOVE the product you sell least of
e Check order books ¢ remove poor selling unhealthy items from your menu
e If healthier foods are low sellers, try them for a few months in a less competitive environment and
promote them more

3. REPLACE some of the products you sell least of with a healthy alternative

e Profits are least likely to be affected if you replace just a few products with healthy items, while
removing less popular unhealthy items

4. PROMOTE the changes you’ve made

e tS2LX S FaadzyS &ALRNI OF v iGSnokethRgoyddli 2FTFSNI KSI £
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Appendix D: Nicholasville/Jessamine County Parks and Recreation Healthy

Concession Success Story
Source: PowerPoint Presentation available at www.fitky.org/ViewDocument.aspx?id=113

Youth Sports Concessions That Are Healthy And Profitable Turning A Healthy Profit While Turning Out
Healthier Kids

Lyle McCoon, Jr.
Athletics Director
Nicholasville/Jessamine County

Parks & Recreation

parks  recreation

nicholasville/jessamine county

754 ]
LARGE NACHOS $4.75
SMALL gegggs $250
‘Exm &PEPPERS 35¢
DRINKS “;_- z;.zs, ]

~ LG.POPCORN 4.25 Nt ——
oM. st T =% —
20 SNOW CONES '1'°°5h BgUG COILS 2-06\’4 ) B

s/

We focus a great deal of time, care, and concern to getting good coaches (and rightly so), but ignore getting
good food for our concession stands. IS profit our main concern?



What One Parks Department Decided to do about it: Nicholasville/Jessamine County Par] & 3 w SONBI (A
Grand Concession Experiment Of 2005-07

r Our Particular History

Up until 2003-04, we had contracted out our concession stand to private individuals on a profit percentage
basis. This led to accounting abuses, unreported profits, and a loss of control over the concession stand

Forthe2004-np aSkazys 6S GNASR (2 O2ydNYOG 2dzi F aKSI

No one would agree to do it without at least being abletosellsoda.ad L Ol Yy Qi YI 1S Imygn@ Y2y ¢
gAGK2dzGi aStftAy3a az2Rl o¢

r Healthy Snack Ideas for Basketball Concessions

Apples Bananas Applesauce Fruit bowls Snack cheeses Bagels

Mini-cereal boxes Popcorn Granola bars  Cheez-its Rice cakes
Sunflower seeds (w/o shells)  Juice boxes Capri-sun Smoothies Hot dogs
Lunchables Slim Jims Beef Jerky Jello Cups Pudding Cups

Raisins Fruit snacks Yogurt String cheese Cereal Bars Fruit Bars

Kudos Peanuts Cracker sandwiches Goldfish crackers Bottled Water
Gatorade Packaged lunch meat (like Carl Budding) Chef Boyardee mini-meals

Fruit Roll-ups  Pop tarts

r Our Particular History, cont.

Since no one would agree to do it, we simply did not offer concessions

T Our participants and families were not really happy about this, nor were our Parks board
members (due to the loss of revenue)

We decided this past season to offer a healthy snack concession stand using our own paid staff (for
accountability)

We hoped to break even or, at best, to make a bit of a profit

r Our Particular Assets

We had a rather captive crowd

T The facility that we use has no gas stations, convenience stores, or grocery stores within
comfortable walking distance
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- | had a supportive boss

- The previous season (2004-05) we did not offer any concessions at all

r Our Particular Thinking

Our Underlying Philosoptsince we offer basketball as a way of promoting activity and good health and as a
way of combating obesity, we should not then turn and contribute to the problem by offering unhealthy

concession choices

Our Underlying Premis@/e have a captive audience with money to burn; they will eat just about whatever we

offer them

r Our Actual Menu

Bottled Water ($1.00)
Gatorade - Large ($1.50) & Small ($1.00)
Juice (only 100% juice varieties) ($1.00)

Capri Sun (This was discontinued in favor of 100% Juicy Juice) (50.50)

Juicy Juice ($0.50)

Apples ($0.50)

Bananas ($0.50)

Raisins ($0.50)

Fruit Snacks (with Vitamin C) ($0.50)
Fruit Roll-ups ($0.50)

Fruit Bars (50.75)

Granola Bars (most of which were low-fat) (50.50)
Cracker Sandwiches ($0.50)
Goldfish (50.75)

Cheez-Its (50.75)

Cheese & Crackers ($0.50)

String Cheese (low-fat) (50.50)

Trail Mix (S0.75)

Pretzels ($0.50)

Peanuts ($0.75)

Beef Jerky (S0.50)

Popcorn (made with the lowest fat oil we could find and very lightly salted) (50.75)

39



End Of The Season Figures

2005-06
Total Sales
Total Costs
Profit
Labor Costs

Grand Total Profit

2006-07
Total Sales $5,223.14
Total Costs $1,906.04
Profit $3,317.10
Labor Costs $964.00
Grand Total Profit 2,353.10

+ Bottom Line

We made approximately $2,000 in 10+ weeks selling healthy choices ¢ without selling nachos, hot dogs, candy
bars, chips, or soda!

Our labor costs were the single biggest expense we had, almost $1,000
With volunteer labor, we would have made $3,000
r A Little Math

That $3,000 came from approximately 300 participants (and their spectators) over approximately 10 weeks.
That works out to $10 profit per participant from a healthy snack menu

It also works out to about $1 profit per participant per week

r  What That Could Mean To You

In a typical little league scenario, your league has around 500 participants
Your season lasts 16 weeks
Based on $1 per participant LISNJ 6 SS1 = @& 2 dedbdldbe38,0800z28 Q& LINR T A
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But the best part is that your profit came entirely from healthy choices at your concession stand

r Ways We Could Have Increased Our Profit

Raised our prices

Bought in bigger bulk (from commercial food distributors)

/[ dzi 2dzNJ 62 NJ SNR& AyO02YS 6O0dz2NNByifteée byodnn 'y K2dz2ND
Used volunteer labor

Expanded our menu to include items that can be microwaved or toasted
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Appendix E: School Food Sales and Policies Provincial Report I

*Note: only select pages or paragraphs have been included in this appendix. For access to the full report, see

http://www.bced.gov.bc.ca/health/sales_policy feb08.pdf

School Food Sales and

Policies
Provincial Report 11

Ministry of Education

And
Ministry of Health

March 2008

oy

BRITISH

MR L st N
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EXECUTIVE SUMMARY

Since 2005, B.C. schools and districts have made considerable progress towards eliminating unhealth
choices from schobtlased food and beverage sales. Although direct comparisons with 2005 were not
always possible, the 2007 survey results sposwv@ments in a number of areas. They also highlight a
series of opportunities for further action. Key findings are discussed below.

Sales from Vending Machines

Schools are making excellent progress in elim
machines, as directed by the ZB0Blelines for Food and Beverage Sales inIB.€5 Behoels of
reporting school s, o0not less¢hancamuarena thedoptions availabtedng e
vending.

The survey also underlines the fact that scho

recommendedd snacks from vendi ng mac hiatckenarket Th
is not yet as mature as the healthy beverage market. Schools and districts can improve these results k
working more closely with vendors and emphasizing their interest in, and demand for, healthy choices

School Food and Beverag8ased Fundrasing

The survey found that food and bevetzaged fundraisers continue to be common in schools. Most (54%
hold these fundraisers once a month or less often. As with sales from vending machines, progress in
el iminating onot reecommende d®d oldevdmadB8HH lbds slt
beverages made up less than 10% of the choices offered in fundraisers.

Al most half of reporting schools (49%) had ei
fundraisers, or kept their proportito 20% or less. Progress here is likely faster than in the area of
vending snacks because foods for sale at fundraisers can be made at home or purchased from any of
range of suppliers, while vending snack choices are more dependent on alerunimsiealof

suppliers.

Revenues and Allocation
Most schools (77%) valued their total annual revenues from food and beverage sales (vending m
at $10,000 or less. Most (58%) reported no impact from implemenGuigi¢tiaes;hile a small number
revenues increagexperience in other jurisdictions suggests that any losses from eliminating less h
interim in nature.
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Partnerships and Committees

The 2007 results show improvementswersl areas related to parent and community involvement.

For example, in 82% of responding districts, parent organizations were directly engaged in
developing nutrition guidelines, and 40% of responding schools had committees in place to promote
healthy ating, compared to 25% in 2005. This is significant because, in both the 2005 and 2007
surveys, schools with committees were making
choices.

Additional Support

About a third of the schools completing the 2007 survey responded to a question about the need for
additional support to implement Baidelineldlost were elementary schools, and the area in which
they said they needed masitosupportesasr oasdot

A $1 million School Guidelines Support Initiative was announced in May 2007 by the B.C. Healthy
Living Alliance. It offers schools and districts comprehensive, customized support to fully
implement th&uidelineSetails are availa atwww.bced.gov.bc.ca/health/news_bchladitm

visit the Healthy Schools Network Special Edition Newsletter, October 2007 at
http://www.bced.gov.bc.ca/health/hsnetwork/newsletter_oct07.pdf

Recommendations

Based on the findings of the 2007 surveymihistries of Education and Health have made a
number of recommendations to schools and districts. dpestunities for aatemidentified
throughout the Results in Detail and Conclusion section.
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(From Section 3.3 Revenues and Allocatjgragel?)

Review by school type shows there are no elementary schools with sales from vending machines
exceeding $10,000. For middle schools, 75% reported annual sales of $10,000 or less. Secondary
schools, as expected, tend to have higher annual sale$pwithoténg revenues of $10,000 or

less, 30% reporting revenues between $10,001 and $20,000 and 24% reporting revenues of more
than $20,000. Four per cent (4%) of secondary schools reported annual sales from vending
machines of over $60,000 (Table 8).

Table 8. Annual sales from vending machines by school tvpe

Annual Sales from
Vending Machines Elementary Middle Secondary
% N % N %0 N
$10,000 or less 100% 217 75% 33 45% 73
510,001 - $20,000 14% 6 30% 43
More than $20,000 9% 4 24% 3z
More than $60,000 2% 1 4% 7

Pescentages may not add to 100 due to rounding.

Respondents were also asked to indicate, in percentages, how revenue from vending machines and
food and beveradmsed fundraisers was allocated within the school. Most revenue went toward

field trips (37%), athletics (31%), classroom extras (26%@riacgents and presentations

(25%).

4. Schoolbased food and beverage guidelines

Effect on revenue

Another key focus of this study was to gauge the effect@idithedines for Food and Beverage Sales in
BC Schoals school revenues. A majority (58%) of respondents said the impact was neutral, 39%
said they experienced a loss; 12% of schools reporting a loss of up to 10%, 15% of schools
reporting losses of 10 to 25%, and 12% of schools reporting losses grezigs. thasmall

proportion said their revenues had increased. (Figure 11).
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Figure 11. Effect of Guidelines for Food and Beverage Sales in
BC Schools on food and beverage sales revenue

Wore than 25% gain
10-25% gain

0-10% gain
Revenus neutra o8%
0-10% loss
10-25% loss

Wore than 25% loss

&l 100

Many respondents (225) took the opportunity to estimate the impadtoidblenes revenue. Twenty
seven per cent (27%) noted thatGloedelinggere influencing discussioml gmactice in the school.

Opportunity for Action: Since some schools are reporting thabtheelinbsd a positive
impact on revenues, there may be opportunities for schools and districts to learn from on
anotherds successes in this area. For a
districts, go tavww.bced.gov.bc.ca/health/hsnetiwnewsletter_april07.pdf

Mitigating losses

Respondents were asked what, if anything, their schools are doing either to mitigate losses from
selling healthier foods and beverages or to encourage healthier food and beverage choices among
studentsSeventone per cent (71%) said they were providing a greater variety of healthier choices,
and 69% were increasing promotion of healthier food and beverage choices (Table 9).

Table 9. Action taken by schools to mitigate losses from sales of healthier foods and
beverages or to encourage healthier food and beverage choices by students

Action Taken N Ya
Providing more variety of healthier food or beverage choices 466/659 1%
Increasing promotion of healthier food or beverage choices 4571659 69%
Making healthier food or beverage choices more visible and
available than other less nutritious options 231/659 35%
Preparing transition plans to allow for learning and adaptation to
healthier food or beverage choices 206/559 31%
Adjusting prices to make healthier food choices less expensive than
other less nutritious options 160/659 24%
Other 58/659 9%
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Under o0Other, 6 respondents ci tmethkclasssonomang ot her
school community. They also took the opportunity to elaborate on their efforts to provide healthier
food and beverage choices and eliminate unhealthy choices.

At RE Mountain school in Langley, a
Grade 8 students learn about the
Gudelinan their home economics
class, and school staff work with
vendors and cafeteria caterers to off¢
healthier choices.

Opportunity for Action: Schools should celebrate their successes in providing more health
choices, and recognize that reeempacts change over time, with initial losses typically inter
nature. The fact that 58% of reporting schools have implemented positive changes with ng
revenue should be a significant source of encouragement.

Conclusions

Overall, the survey found that schools and districts have made considerable progress since 2005,
especially in eliminating onot recommendedo6 b
revenues from food and beverage sales in schools areyridaté/iel most cases, less than
$10,000ayedmand t hat most schoolsd revenues had not
the Guidelines for Food and Beverage Sales.in BC Schools

47



| PPAT AE® &d 6AT AET C - AAEET A0 ET #A1T AAABO 3

By Paul Finkelstein, with files from Lisa Murphy. This article was originally titled "Let's Have a National
Policy on School Nutrition," in tivarch/April 2009 issuef Best Health
http://www.besthealthmag.ca/eat-well/nutrition/school-nutrition-are-we-failing-canadas-kids

School nutrition: Are we failing Canada's kids?

In many provinces, vending machines are still doling out chips and pop to students. Without national
nutrition standards, that won't change.

LQY tlhdz CAYy(1StadSAysS InSedoSdar{SkhS8oNa Ontirio, and AdkgilaF 2 NR b 2 NI
contributor to Best Health. Each day, | help teenagers learn how to cook and enjoy eating healthy,

f20Lffe a2d2NOSR F22R® ¢KIGQa gKeé Al RNAGSaA YS ydz
the vending machine for a pop or sugary snack. Parents who wouldn’t dream of doling out pop or

chocolate bars at home may not realize that vending machines in our schools could be replacing their

child’s healthy meal.

What kids really eat at school

Here are the facts: 26 percent of Canadian kids qualify as overweight or obese. Students eat about a

third of their daily food at school. And adolescents make 78 percent of their vending machine purchases

there, according to Promoting Healthy Eating in Schools on the Alberta government website,

healthyalberta.com. Of these purchases, 64 percent include a beverage, 32 percent include candy or

gum, and 26 percent include salty snacks. These junky treats and often oversize drinks take the place of

healthier choices, like fNHzZA & 2NJ YAf 1{Z YR 1AR& R2y QiU YIS dzLJ GKI
SASUGAGALIYEA 2F /[yl RFE® L{Qa-qudity ReRtbbost lgaming. a Ay OS 6S VY

But school nutrition policiest which typically cover all foods sold in schools, including vending machine
productsT can mandate healthier choices. Nova Scotia and British Columbia, for instance, have
regulations ensuring that only foods considered maximum- or moderate-nutrition choices are made
available. Unfortunately, some of the other provinces and territories have guidelines that are
voluntaryt which often keeps the junk in schools and vending machines. Also, some policies offer few
limits on fat, sodium or sugar, and allow sugary fruit drinks, donuts and chips.

"Voluntary guidelines don't work"

{2 68 R2yQG ySSR (2 oly OSyRAy3 YHOKAYSas odai 65
healthy. Kathy Romses, a registered dietician in Vancouver, says vending machines stocked with snacks

such as fresh vegetables and low-fat yogurt can play an important role in healthy eatingT especially in
4502yRINE a0K22fas 050Fdas (88ya 2FGSy R2yQd LI O]
62 NJ ¢
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CAfE WSTFFSNEXT /FYyFREFEFQAE O22NRAYIFG2NJ)2aForthi KS / Sy i NB
American health and nutrition advocacy group, agrees, but he worries that standards may not be

F2f{ft26SR SOSY 6KSNB (KS@ IINB YIYyRIFIGSRd a¢KSNBQa
0KSYZ¢ & lH&szallig foifcdntpridierdive federal nutrition guidelines and a pan-Canadian

school meals program.

Why vending machines rule

Demanding that school vending machines offer healthy food seems likeano-06 NI A Y SN g Ke Aay Qi
happening? The answer: C-A-S-H. Machine commissions can mean $10,000 to $15,000 a year to a

school, and an exclusivity contract (meaning a machine carries only, say, Coke or Pepsi products) can net

more.

Without enforced nutrition guidelines, schools can choose the vending machine distributor that offers

the best commission. But healthier items cost vending operatorsmore> | YR (1 KS& R2y Qi LINR
to 30 percent commissions many schools are used to, says John Leveris, a market development manager

with Dairy Farmers of Canada. (He is trying to get machines that sell healthy items such as milk and

yogurt into Ontario secondary schools.)

To be fair, manufacturers like Coke and Pepsi produce bottled water and 100% fruit juices® ¢ KS& QNB | ¢
YSYOSNE 2F wWSTNBAKYSyda /Iyl RIZ |y hihebhasddetyl A 2y (K
restrictive regulations, but does have its own recommended voluntary guidelines for schools. These

encourage only 100% juices, bottled water and milk in elementary and middle schools, and no- and low-

calorie beverages and 355 mL-maximum & SNIDAY 3 RNAYy1a Ay KAIK d0K22f ad (
my school anyway, is that there are still 591-mL bottles in machines. (And how about using the water

fountain instead, for environmental reasons? But | digress.)

Nor can we blame vending machine operators, who have risen to the challenge in provinces with

YdzZiNAGAZ2Y adl yRFNRa® Ly GSN¥xa 2F (GKS FdzyQliAz2yl Al
SraArte a dzyKSIHfaGdKe 2ySasé alea Df SyicMatthandising y> | &
' 3420A1F A2y ® . dzi GKSNBQa tSaa AyOSyuAaAgdS FT2N OSyRA
AYLINR PGS GKSANI YAE 27T LINE R dzOlihé besDthingyhit hobldhapgedisd T RS Y|
national initiative.”

Parents can be part of the problem; many parent councils support the sale of junk food to fundraise for
d0K22f LINRPINIXYad 6{SS da2KI{ &2dz Oy R23Z¢ 0Sft26d0
parents who want to make money for schools and those whowantt2 LINR Y2 (S KSIF f KX ¢ al ¢

The Nova Scotian example

Nova Scotia is an example for all to follow. Plenty of consultation and a three-year phase-in starting in

Hnnn KSfLISR GKSY 2@08SND2YS OKIFfftSyaSa AytalSOSt 2LRAY
O2yOSNYy SELINB&aaSR SINIeé 2y [o62dzi GKS FAYIYyOALEt AY
9RdzOF A2y Qa RANBOG 2 NI 2 Fchatr of thé Faod dod NulNtBAMNovY ScalilS NI A OS &
Schools Policy Work Group. But research suggested that revenues would eventually rebound, she adds.
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{2 6Keé R2Yy Qi 6S KIFI@S | ylFriAz2ylf LRftAOEK Ga¢KS NBALI
GSNNAG2NASAaAZe alea |SFHfTAGK /FyYylFIRF aLl2]1SalLISNE2Y t | dz
meetings with the Federal, Provincial, Territorial Group on Nutrition to discuss school food policies. But

if Health Canada can enforce nutrition labelling and food safety, why can’t it protect the health of our

students?

{2YS | NBdzS GKI G A Tattydratizat Ridof, Qds wilRjiEt Eebthidm dodrvheheRIsE.

.dzi GKS@ gAff OK22aS KSIf (Ket whithSsywhywdnBedi KS& QNB (1 KS

mandatory nationwide nutrition standards for school foods.

School nutrition policies by province

To complete this chart, we contacted the ministry of education for each province and territory, as well
as dietitian Kathy Romses and Bill Jeffery, national coordinator of the Centre for Science in the Public
Interest (CSPI), a health and nutrition advocacy group.

Alberta:

w *2fdzy i NB 3IdARSt AySa adaA3sSad F22Ra T2N St SySyit
Ot Fraar¥e a aOK22a8 Y2aidé F22REAX cn LISNDSyid F2N 2
w WSO2YYSYR YAf I &érdegetaffediSedlhopdp ariports drinks noEriifidal

sweeteners or trans fats

British Columbia:
w al yYRFG2NE adnéétxyéé SEAYAYlIGSR adzAl NBz LMEOSéé
u

©w 9YLKIF&aAT S 02y a dzY LiiahdegetaBleE andnilizpfoductsI NI A y & = T NHzA

Manitoba:

w *+2fdzyGF NE JdzZARSEAySa aidNBaa GKSANI aSHG vyzald 27

YR adzZalFI NE o6dzi adAtft Ffft2¢ GSIFG a2YSGAYSaég IyR aS

New Brunswick:

w al YRI G2 NBR LRIESDea X .llEI\?EYdZY ydzuNJ\uAE)/If O f dzS F22R:

GY2RSNI S ydzZiNAGAZ2Y I Gl tdzS F22Raé¢ 0GKIFG FNB | 2 dz
Iy a

3
AdzAF NI YR &1 fdo AYAYAYdZY ydzZiNARGAZ2YLFE Ot dS ¥

Newfoundland & Labrador:

w *+2fdzy G NB JdZA RSt AySa SyO2dzNF 3S F22Ra 26 Ay | RR
most, and foods sometimes low in fat, sugar and salt be served moderately

w {dz3l NE GNBIFG&T FTNASR F22R&ded 427F i IVR’NJ\)/I 43 TFNMzA G

Northwest Territories:
w b2 adlyRIFINRA

Nova Scotia: R
w al yRFG2NE &dl yRI NdREmoderbté-ritditior2clolced in Véndig inXClnes and
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schools (with clear criteria on fat, sodium, sugar and calories)
w hyteée YAf13X mMn/rgreafoNddzA & 2dzA OS FyR g1 GS

Nunavut:
w b2 adlyRINRAT GKSNB INB y2 @GSYRAY3I YIOKAYySa Ay

Ontario:
W al-)/FVQI-['12NJ§ fSEI)\éfI-(JAZY Y)\Y)\YAT)\)/EI F NOIAFAOAL £ g NJ
W iZfsz['JI-NJé EIdzAI?SfAYSé 2y KSI fiGKeé TFT22Ra AY @Syﬁz)\y

w b Helimdan vending machines or foods for secondary schools

Prince Edward Island:

w b2 GSYRAY YI OKAYySa Ay SESYSyidlNE aOKz22fa
w alyRFG2NE &a0K22f o021 NR LRftAOASE F2N StSYSyidl NB
w bSs LIREftAOASA RdzS GKAA& T, faf andERidddT lapblfing® @fdidg2 £ &= 6 A

machines, too

Quebec:

w *+2fdzy i NBE JdzZARSt Ay Sa (2 St A YohaytifichlgswietddeSstft FT22 R4 X
drinks

w tNA2NRGATS F22R INBdAzZLIA T S & LIS & hokfdt fbodls wkhNzkdi | YR @S
no saturated or trans fat

w b2 ALISOAFAO ONRGSNAI kI Y2dzyida 2F FlL X a2RAdzZYI &dz

Saskatchewan:
w al yRFi2Ne 3JFdARStAySa Ay RSOSt2LIWSydT SELISOGSR a
w alyeé ao0OKz22fa I f NBI RichcKolcdpBicyl pn LISNOSyd ydziNASyYy

Yukon:
w al yRFE{iI2NE LRtAOe (KIFIGQa SEGNBYSte& @I 3dsST AyOf dzR
and First Nations traditional foods
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Appendix G: Excerpts from Economic Impact Questionnaire

Financial Impact of Concessions & Food Services

Transitioning to Healthy Choices

1. What best describes the facility?

Indoor [_] Pool

2. How many food and beverage *outlets have transitioned to healthy choices in this facility?

[ ] Ice Arena [_] Gym [_] Multiplex [_] Other:
Outdoor [ ] Ball Field [_] Stadium [_] Park [ ] Other:

3. What best describes the food *outlet(s) in this facility?

[] Concession (external operator)

[ ] Food Services (internal operation).

4. The sales information | will provide for this facility will be for:

[_] One food sales outlet [_] Multiple food sales outlets. Specify how many:

] Run by Volunteers

5. Did you have a specific goal for transitioning to healthy choices in this food outlet*? (E.g. % healthy choices on the menu)

|:|Yes |:| No

6. What best describes your goal achievement?

[Jjuststarted [Jontheroad []nearlythere [Jwe dr e t her e

7. When did you begin this transition to healthy choices in your food sales?

9. Please provide a basic description of food and beverages offered in your food outlets*. E.g. (if possible, attach sample

menus).

A Before transitioning to healthy choices (e,g, pop, sport drinks, chips, chocolate's, hamburgers, fries):

A During/after transitioning to healthy choices ¢ So3o

Al f1 RAY 6NJ LAT FNYzAGZ

8 2 3dzNJi =

BEFORE TRANSITION DURING/AFTER TRANSITION
TO HEALTHY CHOICES TO HEALTHY CHOICES

Sales Period:

*Gross Sales

**Net Profit

Sales Period:

*Gross Sales

**Net Profit

v n n | nm

wv n  n  nmn

v n | n n

wm n  n nmn

10. Did you receive any feedback from customers about changes in the foods and beverages sold?

|:|Yes |:| No

If yes what best describes the majority of feedback? [ | mostly positive [_] mostly negative [ | mixed
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Financial Impact of Vending
Transitioning to Healthy Choices

GENERAL DESCRIPTION
1. How many vending machines exist within this facility?

2. How many have transitioned to healthy choices?

3. Did you have a specific goal for transitioning to healthy choices in vending?
(E.g. % choose most, choose sometimes, choose least, or not recommended products)

[ JYes []No

If Yes, Please describe:
6. What best describes your goal achievement for vending?

[ just started
] on the road
[ nearly there
[lwedére there

7. When did you begin this change-over to healthy choices in vending?

8. Please provide a general description of food and beverages products offered in vending ...
A Before changing to healthy choices (e.g. pop, chips, chocolate bars) A During/after changing to healthy choices

9. Please provide available sales information for your vending machines. Figures can be in biweekly, monthly,
quarterly or annual figures. Simply indicate the time period.

BEFORE TRANSITION DURING/AFTER TRANSITION
TO HEALTHY CHOICES TO HEALTHY CHOICES

Sales Period: *G@ross Sales **Net Profit Sales Period: *Gross Sales **Net Profit
S S S S
S S S S
S S S S
S S S S

10. Did you receive any feedback from customers about changes in the foods and beverages sold in vending?

|:|Yes |:| No

If Yes what best describes the majority of feedback? [ | mostly positive [ ] mostly negative [_] mixed
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Appendix H: Best-Selling Healthy Options

According to three vending companies that stock vending machines in communities that have transition

to healthier choices, the following are the products that have been selling best:

Snacks

Beverages

Choose Most

Miss Palmers Pantry Pita Chips
Apple chips

Munchies Honey Sweet Trail Mix
Angus Beef Stick

Kars Mango/Pineapple Trail Mix
Choripdong Seaweed

Water

Choose Sometimes .

Baked chips from Frito Lays, Hostess
and Old Dutch

Holy Cow bars

Kelf 233 Q& wAOS YNJ
| SI g8 5Qa t 21302\
English Bay Schoolhouse cookies
b2NXI Qa {YI NI . }
Oatmeal to Go bars

Baked Ruffles

Norma Cookies Rainbow

Oats 2 go Bar

Chocolate milk
Minute Maid and
Sunrype 100% Orange
juice

Flavored water Grape
Dole Juice bags

One community also provided information from a survey they conducted in one of their recreation

centres in the lower mainland that asked patrons what features they liked in a healthy snack. Below is a

summary of responses.

Common features of successful healthy snacks are:

Recognizable brand names with smaller packaging

Attractive packaging with clear cover so customer can see what they look like

Fruit appearance and tender (chewy is ok but not too hard)

Lots of nuts go in (however nuts need to be fresh)

Low prices than similar size snacks from the Not Recommended and Choose Least

Interviewees reported the following as some best-selling concession items:

Grilled chicken

Chicken Caesa
Grilled cheese
Soups
Muffins

Lara bars

r wraps
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