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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 Buildings (HFBS) 

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 II Facilities 

Evaluation Summary Report ).  The 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 Concessions in Other 

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 άsignificant improvement in profitsέ in the two years since 
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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 

organizations to Řƻ ŀ ΨƳŜƴǳ ƻǾŜǊƘŀǳƭΩ ŀǘ canteens at 11 sport and 

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 profit increase. ά²ŜΩǾŜ ŦƻǳƴŘ ǘƘŀǘ ǎǇƻǊǘ ŎŀƴǘŜŜƴǎ Ŏŀƴ ƳŀƪŜ ƘŜŀƭǘƘȅ ŎƘŀƴƎŜǎ 

ŀƴŘ ǊŜƳŀƛƴ Ƨǳǎǘ ŀǎ ǇǊƻŦƛǘŀōƭŜΣέ ǎŀȅǎ /ƻǘǘŜǊ ŦǊƻƳ b{² {ǇƻǊǘ ŀƴŘ wŜŎǊŜŀǘƛƻƴ (See Appendix C). 

Economic Impact of Healthy Choices in School Vending 

Many recreation facilities in BC are located within close proximity to schools where the 2005 Guideline 

for Food and Beverage Sales in B.C. Schools have 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 provincial report 

from the Ministry of Education and 

aƛƴƛǎǘǊȅ ƻŦ IŜŀƭǘƘΣ άSchool Food Sales and 

Policies Provincial Report II,έ ру҈ ƻŦ ./ 

schools have said that transitioning to the 

healthy vending guidelines created no 

difference in sales revenue, 39% said they 

experienced a loss and only 2% a financial 

gain (See Figure 11). Please refer to 

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.  

  

ά²ŜΩǾŜ ŦƻǳƴŘ ǘƘŀǘ ǎǇƻǊǘǎ 

canteens can make 

healthy changes and 

remain just as 

ǇǊƻŦƛǘŀōƭŜΦέ  
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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 I and II (n=25).  One phase III community, 

which had made transitions in advance of their HFBS enrollment 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 I and II 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: 

 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.  

 Recreation staff had limited access to sales information in private contracts with concessionaires 

and vendors.  

 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.  
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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 

                                                           
1
 Sales information after transition to healthy choices in bolded colour. 

2
 Percentages approximate and calculated using gross ǎŀƭŜǎ Řŀǘŀ ǇǊƻǾƛŘŜŘ ƛƴ ǘƘŜ ά{ǇŜŎƛŦƛŎ {ŀƭŜǎ LƴŦƻǊƳŀǘƛƻƴέ ŎƻƭǳƳƴΦ   

3
 Percentages approximate and calculated using net sales or commissions Řŀǘŀ ǇǊƻǾƛŘŜŘ ƛƴ ǘƘŜ ά{ǇŜŎƛŦƛŎ {ŀƭŜǎ LƴŦƻǊƳŀǘƛƻƴέ 

column.  

C
A

SE
 

Explanatory Notes & Comments 
Specific Sales 
Information 1 

r 
Gross 
Sales2 

r 
Net 
Sales3 

A - Changes for healthier choices launched July 2009 
- Concession contracted for 100% compliance with the provincial Guidelines for 
ΨŎƘƻƻǎŜ ƳƻǎǘΩ ŀƴŘ ΨŎƘƻƻǎŜ ǎƻƳŜǘƛƳŜǎΩ ǇǊƻŘǳŎǘǎΦ  

- New choices include fruit juice, vegetables, fruit, granola bars, muffins and cookies 
ǘƘŀǘ ƳŜŜǘ ƎǳƛŘŜƭƛƴŜǎΣ ŎƘƛƭƭƛΣ ǾŜƎƎƛŜ ǎǘƛǊ ŦǊȅΣ vǳŜǎŀŘƛƭƭŀ ƻƴ ǎŀƭŀŘ ŀƴŘ ƴƻ Ψƴƻǘ 
ǊŜŎƻƳƳŜƴŘŜŘΩ ŦƻƻŘǎΦ 

Gross Sales: 
Mar 2008: $2,008 
Mar 2009: $2,310 
Mar 2010: $2,035 
 
Commission: 
Mar 2008: $697 
Mar 2009: $1,099 
Mar 2010: $603 

↔ ↔ 

B 
 
 

- Changes for healthier choices October 2009 
- New menu with whole wheat buns, wraps, salads and fresh soups 
- ά¢ƘŜ ƛƴŎǊŜŀǎŜ ƛǎ ŘǳŜ ǘƻ ǘƘŜ ώǘƻǳǊƴŀƳŜƴǘϐ ƎŀƳŜǎ ƘƻǿŜǾŜǊΣ ǿƛǘƘƻǳǘ ǘƘŜƳ Ƴȅ ǊŜǾŜƴǳŜǎ 

actually would have decreased this year.  I feel that it was more the economic impact 
ŀǎ ǘƘŜǊŜ ǿŀǎ ŀ ƴƻǘƛŎŜŀōƭŜ ŘŜŎǊŜŀǎŜ ƛƴ ǇǊƻƎǊŀƳ ǇŀǊǘƛŎƛǇŀǘƛƻƴ ǘƘƛǎ Ǉŀǎǘ ǎŜŀǎƻƴΧέ 
~Interview 

Gross Sales: 
08/09: $148,900 
09/10: $153,400 
 

↔ 
No 

data 

C 
 

- Changes for healthier choices 2009  
- One concession run by a private contractors, introduced a whole new menu with 

75% healthy choices (CM/CS) and revamping the eating area. 
- Popular healthy choice items included grilled chicken, soups and healthy muffins. 
- άCompared to the past [the new concession contractor] is up 20-30% in sales.  

Catering helps bring in money. They still sell some junk but the café service is still 
ƳŀƛƴǘŀƛƴƛƴƎ тл҈ ƘŜŀƭǘƘȅ ŎƘƻƛŎŜǎΦέ ~Interview  

Gross Sales: 
2008: $343,587 
2009: $373,877 
 
Commission: 
2008: $24,693 
2009: $27,376 

 
ą 
 

 9% 
 

ą 
 

11% 

D - Changes for healthier choices 2009 
- Sales combined for several concessions in community centres and sports fields. 
- Chocolate bars, chips and candy replaced with granola bars, baked chips and real 

fruity snacks. 
-  ά L ǿƻǳƭŘ ǎŀȅ ǘƘŀǘ ƻǳǊ ǎŀƭŜǎ ƘŀǾŜ ƛƴŎǊŜŀǎŜŘ ŀnd my estimate would be about 10-15% 

as the new healthy options are being purchasedέ  Ϥ ŎƻƴŎŜǎǎƛƻƴ ƻǇŜǊŀǘƻǊ 

No specific 
numbers 
provided. 

 
ą 
 

Approx 
10-15% 

ą 

Legend:    
ą= increase in sales/profit   (>5% increase)    
↓= decrease in sales/profit   (>5% decrease)  
↔= maintained sales/profit   (< 5% change)    
Sales information for the period after transition to healthy choices 
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 Table 2: Sales Impact on Vending from Transitioning to Healthier Choices 

  

                                                           
4
 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. 
5
 Sales information after transition to healthy choices in bolded colour. 

6
 Percentages approximate and calculated using gross ǎŀƭŜǎ Řŀǘŀ ǇǊƻǾƛŘŜŘ ƛƴ ǘƘŜ ά{ǇŜŎƛŦƛŎ {ŀƭŜǎ LƴŦƻǊƳŀǘƛƻƴέ ŎƻƭǳƳƴΦ   

7
 Percentages approximate and calculated using net sales or commissions Řŀǘŀ ǇǊƻǾƛŘŜŘ ƛƴ ǘƘŜ ά{ǇŜŎƛŦƛŎ {ŀƭŜǎ LƴŦƻǊƳŀǘƛƻƴέ ŎƻƭǳƳƴΦ  

8
 ΨIŜŀƭǘƘȅ /ƘƻƛŎŜǎΩ ŀǊŜ ŎƻƴǎƛŘŜǊŜŘ /ƘƻƻǎŜ aƻǎǘ ό/aύ ŀƴŘ /ƘƻƻǎŜ {ƻƳŜǘƛƳŜǎ ό/{ύ ƛƴ ŀŎŎƻǊŘŀƴŎŜ ǿƛǘƘ ǘƘŜ ./ ƎǳƛŘŜƭƛƴŜǎ 

C
A

SE
 Explanatory Notes & Comments % in Choose Categories4 

According to Vending Audits 
Specific Sales 
Information 5 

r 
Gross 
Sales 6 

r 
Net 

Sales7 
Audit Date CM CS CL NR 

A - 6 vending machines at an outdoor pool 
facility  

- Transition to healthier choices summer 
2008 

- άWhen we were doing the promotions 
during our pilot phase, sales were up quite 
ŀ ōƛǘ ΦΦΦŜǾŜƴ ǳǇ ǘƻ ŀōƻǳǘ нл҈ ƘƛƎƘŜǊέ 

aŀȅ Ψлу 12 22 26 40 Gross Sales: 
Jul-5ŜŎ ΨлтΥ ϷннΣнор 
Jul-Dec ‘08: $25,509 
Jul-Dec ‘09: $28,219 
 

 
 
ą 

13% 
 

 
ą 

Dec ‘08 24 37 11 28 

 
Target 70% healthy choices

8
 

Achieved 61%  

B - 26 vending machines in 4 facilities 
- Transition to healthier choices summer of 

2008 in two out of four recreation 
facilities.   

Audit Date CM CS CL NR Commissions: 
Jan ς!ǳƎ Ψ08: $13,451 
Jan-Aug ’09: $9,111 ↓ 

 
↓ 

33% 

WǳƴŜ Ψлу 10 7 22 60 

Dec ‘08 33 30 8 29 

Target 70% healthy choices 
Achieved 63% 

C - 19 vending machines in 3 recreation 
facilities including an aquatic centre and 
two ice arenas. 

- Transition to healthier choices 
September 2009 

- άώ¢ƘŜ ǾŜƴŘƻǊϐ ƛǎ ƳŀƛƴǘŀƛƴƛƴƎ тр҈ /aκ/{ 
mandated, but sales have dropped.  My 
opinion is the snacks and beverages are 
overpriced, so not only the healthy choices 
ŀǊŜƴΩǘ ǎŜƭƭƛƴƎΣ ōǳǘ ŀƭǎƻ ǘƘŜ /[ ŀƴŘ bw ŦƻƻŘ 
and drinksέ 

Audit Date CM CS CL NR Gross Sales: 
Sept-Dec Ψлт: $52,897 
Sept-5ŜŎ ΩлуΥ ϷсоΣрмс 
Sept-Dec ’09: $46,522 
 
Commission: 
Sept-5ŜŎ ΨлтΥ ϷммΣнул 
Sept-5ŜŎ ΩлуΥ ϷмпΣлтс 
Sept-Dec ’09: $9,530 
 

↓ 
27% 

 
↓ 

32% 
 

CŜō Ψлф 12 25 5 58 

Oct ‘09 10 79 0 11 

 
Target 75% healthy choices  
Achieved 89%  

 
 

D - One recreation centre in an urban setting 
- The healthy vending program was a 

progressive change from 2007-2010  
- ά²Ŝ ƘŀǾŜ ǊŜŀƭƛȊŜŘ ŀ пл҈ ŘǊƻǇ ƛƴ ǊŜǾŜƴǳŜ 

since the introduction to healthy choices.  
We do feel that we will be able to grow 
the sale as more customers are education 
to purchase healthier ǇǊƻŘǳŎǘǎΦέ 

Audit Date CM CS CL NR Commission: 
2007: $28,538 
2008: $26,955 
2009: $22, 777 
2010 YTD: $17,500 

No 
data 

↓ 
10% 
Annual 

Avg.  

Wǳƴ Ψлф 14 18 27 32 

Mar ‘10 27 41 4 3 

Targets: 
2007, 35% CM/CS  
2008 50% CM/CS  
2009, 70% CM/CS, achieved 32% 
2010, 100% CM/CS, achieved 68% 

Legend:    
ą= increase in sales/profit   (>5% increase)    
↓= decrease in sales/profit   (>5% decrease)  
↔= maintained sales/profit   (< 5% change) 
    

ΨIŜŀƭǘƘƛŜǊ /ƘƻƛŎŜέ ǇǊƻŘǳŎǘǎ ŀŎŎƻǊŘƛƴƎ ǘƻ ǘƘŜ tǊƻǾƛƴŎƛŀƭ DǳƛŘŜƭƛƴŜǎ 
Ψ[Ŝǎǎ IŜŀƭǘƘȅ /ƘƻƛŎŜέ tǊƻŘǳŎǘǎ ŀŎŎƻǊŘƛƴƎ ǘƻ ǘƘŜ tǊƻǾƛƴŎƛŀƭ DǳƛŘŜƭƛƴŜǎ 
Sales information for the period after transition to healthy choices 
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Table 2 continued: Sales Impact on Vending from Transitioning to Healthier Choices 

 

                                                           
9
 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. 
10

 Sales information after transition to healthy choices in bolded colour. 
11

 Percentages approximate and calculated using gross ǎŀƭŜǎ Řŀǘŀ ǇǊƻǾƛŘŜŘ ƛƴ ǘƘŜ ά{ǇŜŎƛŦƛŎ {ŀƭŜǎ LƴŦƻǊƳŀǘƛƻƴέ ŎƻƭǳƳƴΦ   
12

 Percentages approximate and calculated using net sales or commissions Řŀǘŀ ǇǊƻǾƛŘŜŘ ƛƴ ǘƘŜ ά{ǇŜŎƛŦƛŎ {ŀƭŜǎ LƴŦƻǊƳŀǘƛƻƴέ ŎƻƭǳƳƴΦ   
13

 tǊƻŘǳŎǘ ƳƛȄ ƛƴŦƻǊƳŀǘƛƻƴ ǇǊƻǾƛŘŜŘ ōȅ ƳǳƴƛŎƛǇŀƭ ǿŜōǎƛǘŜ ŎƻƴŎŜǊƴƛƴƎ ǘƘŜƛǊ ΨIŜŀƭǘƘȅ ±ŜƴŘƛƴƎ tǊƻƎǊŀƳΩ ŀƴŘ ƴƻǘ ǾŀƭƛŘŀǘŜŘ ōȅ ŀ ŦƻǊƳŀl 
vending audit. 
14

 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.  

C
A

SE
 

Explanatory Notes & Comments % in Choose Categories9 
According to Vending Audits 

Specific Sales 
Information 10 

r Gross 
Sales11 

r 
Net 

Sales
12 Audit Date CM CS CL NR 

E - Multiplex recreation facility with 9 vending 
machines 

- Transition to healthier choices November 
2007. Grant money was not used to focus on 
vending but on a healthy eating initiative 
within programming. 

- άώ¢ƘŜ ±ŜƴŘƛƴƎ ŎƻƳǇŀƴƛŜǎϐ ŘƻƴΩǘ ǎƘŀǊŜ ǘƘŜ 
information why our revenue is down, whether 
ōŜŎŀǳǎŜ ǿŜΩǊŜ ǎŜƭƭƛƴƎ ƭŜǎǎ ǳƴƘŜŀƭǘƘȅ ǎǘǳŦŦ ƻǊ 
whether the profit margin is less on healthier 
ǘƘƛƴƎǎ ΧΦέ 
 

Prior to 

bƻǾ Ωлт 
13

 
10 15 15 60 

Commissions:
14

 
2000: $15,135 
2001: $17,042 
2002: $15,560 
2003: $26,730 
2004: $26,032 
2005: $26,432 
2006: $23,388 
2007: $16,943 
2008: $6,513 

↓ 
 

↓ 
160% 

Nov ‘07
12

 46 36 7 21 

Feb ‘09* 22 40 14 23 

Sept ‘09* 18 30 17 36 

 
Target 75% healthy choices 
Achieved 82% in Nov. ‘07 
*DŜŎƭƛƴŜ ǘƻ сн҈ ƛƴ CŜōΦ Ωлф ŀƴŘ 
ǘƘŜƴ пу҈ ƛƴ {ŜǇǘΦ Ψлф  

F - 19 vending machines in 5 facilities   
- Transition to healthier choices February 

2007: a new snack Vending contract was 
established in all five facilities 

- άtǊƛƻǊ ǘƻ нллтΣ ǿŜ ǿŜǊŜ ǊŜŎŜƛǾƛƴƎ ŀƴ ŀƴƴǳŀƭ 
guarantee of $45, 000 from [our old vending 
company. With our new contract that 
stipulates a guideline of 75% CM/CS, we are 
receiving an annual guarantee of 
$20,436] ...Senior management was willing to 
do with a $125,000 less for a 5-ȅŜŀǊ ŎƻƴǘǊŀŎǘΦέ 

Audit Date CM CS CL NR Commissions:   
2008: $10,879 
2009: $8,955 
 

↓ 
 

↓ 
18% 

CŜō Ψлф 8 16 30 46 

Wǳƭ Ψлф 33 24 31 11 

 
Target 75% healthy choices  
Achieved 67%  

 
 

Legend:    
ą= increase in sales/profit   (>5% increase)    
↓= decrease in sales/profit   (>5% decrease)  
↔= maintained sales/profit   (< 5% change) 
    

ΨIŜŀƭǘƘƛŜǊ /ƘƻƛŎŜέ ǇǊƻŘǳŎǘǎ ŀŎŎƻǊŘƛƴƎ ǘƻ ǘƘŜ tǊƻǾƛƴŎƛŀƭ DǳƛŘŜƭƛƴŜǎ 
Ψ[Ŝǎǎ IŜŀƭǘƘȅ /ƘƻƛŎŜέ tǊƻŘǳŎǘǎ ŀŎŎƻǊŘƛƴƎ ǘƻ ǘƘŜ tǊƻǾƛƴŎƛŀƭ DǳƛŘŜƭƛƴŜǎ 
Sales information for the period after transition to healthy choices 
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Table 3: Vending Sales in Communities that did not Transition 

 

  

                                                           
15

 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. 
16

 Sales information after transition to healthy choices in bolded colour. 
17

 Percentages approximate and calculated using gross ǎŀƭŜǎ Řŀǘŀ ǇǊƻǾƛŘŜŘ ƛƴ ǘƘŜ ά{ǇŜŎƛŦƛŎ {ŀƭŜǎ LƴŦƻǊƳŀǘƛƻƴέ ŎƻƭǳƳƴΦ   
18

 Percentages approximate and calculated using net sales or commissions Řŀǘŀ ǇǊƻǾƛŘŜŘ ƛƴ ǘƘŜ ά{ǇŜŎƛŦƛŎ {ŀƭŜǎ LƴŦƻǊƳŀǘƛƻƴέ Ŏƻƭumn.   

C
A

SE
 Explanatory Notes & Comments % in Choose Categories15 

According to Vending Audits 
Specific 
Sales 
Information 
16 

r 
Gross 
Sales17 

r Net 
Sales18 

Audit Date CM CS CL NR 

G - 10 vending machines in a multiplex  
- No intended change in  
-  ά²Ŝ ŘƛŘ ƴƻǘƛŎŜ ŀ ŘŜŎǊŜŀǎŜ ƛƴ ƻǳǊ ǊŜǾŜƴǳŜ ŦƻǊ 
vending. We finished the year about $5000 
ǳƴŘŜǊ ƻǳǊ ǇǊƻƧŜŎǘƛƻƴΦ hŦ ŎƻǳǊǎŜ ǘƘŀǘΩǎ ŀ ǘǊŜƴŘ 
ǿŜΩǊŜ ƘƻǇƛƴƎ ǿƻƴΩǘ ŎƻƴǘƛƴǳŜ ōǳǘΧǿƘŜƴ ȅƻǳ 
look at the economics of this town, I think that 
the vending is an area where money is tight.έ 

 

aŀǊ Ψлф 19 12 20 50 Gross Sales: 
2008: $9, 043 
2009: $6, 573 

 
↓ 

38% 
↓ 

hŎǘ Ψлф 10 8 29 53 

 

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

concession 
- άI know for vending we are making about the 
ǎŀƳŜΦ ²Ŝ ŘƛŘƴΩǘ ǎŜŜ ŀ ƘǳƎŜ ŎƘŀƴƎŜ ƛƴ ōǳȅƛƴƎ 
patterns ...I think they are probably keeping 
their profit margins in exactly the same place 
ōȅ ŎƘŀƴƎƛƴƎ ŀǘǘƛǘǳŘŜǎΦέ 

Audit Date CM CS CL NR None 
provided 

↔ 
(according to 

anecdotal report) 

CŜō Ψлф 22 11 6 61 

Wǳƭ Ψлф 28 11 8 53 

 

No Intended Change in Vending 

No Intended Change in Vending 

 

Legend:    
ą= increase in sales/profit   (>5% increase)    
↓= decrease in sales/profit   (>5% decrease)  
↔= maintained sales/profit   (< 5% change) 
    

Sales information for the period after transition to healthy choices 
ΨIŜŀƭǘƘƛŜǊ /ƘƻƛŎŜέ ǇǊƻŘǳŎǘǎ ŀŎŎƻǊŘƛƴƎ ǘƻ ǘƘŜ tǊƻǾƛƴŎƛŀƭ DǳƛŘŜƭƛƴŜǎ 
Ψ[Ŝǎǎ IŜŀƭǘƘȅ /ƘƻƛŎŜέ tǊƻŘǳŎǘǎ ŀŎŎƻǊŘƛƴƎ ǘƻ ǘƘŜ tǊƻǾƛƴŎƛŀƭ DǳƛŘŜƭƛƴŜǎ 
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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.  

 

Č 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. 

ŀǇǇǊƻȄƛƳŀǘŜƭȅ ϷмнΣрлл ƻǊ рр҈ ŘƛŦŦŜǊŜƴŎŜ ōŜǘǿŜŜƴ нллн ŀƴŘ нллпύΦ  !ƭǘƘƻǳƎƘ ǿŜ ŘƻƴΩǘ ƘŀǾŜ ŜǾƛŘŜƴŎŜ ǘƻ ǇǊƻǾŜ 

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.  

 

Č 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.  Ψbƻǘ wŜŎƻƳƳŜƴŘŜŘΩ ƻǇǘƛƻƴǎ ŀǊŜ ǎǘƛƭƭ readily 

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 

ǳǇƻƴ ƛƴǘǊƻŘǳŎǘƛƻƴ ƻŦ ǘƘŜ ΨƘŜŀƭǘƘȅ ǾŜƴŘƛƴƎ ǇǊƻƎǊŀƳΩ ƛƴ нллт but audits in 2009 showed a regression back 

towards unhealthy choices.   A staff member from 

this facility expressed their frustrations regarding 

this observation by sayinƎ άCƻǊ ƳŜ ǘƘŜ ƎǊŜŀǘŜǎǘ 

ŘƛǎŀǇǇƻƛƴǘƳŜƴǘ ƛǎ ώƻǳǊ ǾŜƴŘƛƴƎ ŎƻƳǇŀƴȅϐ ΧƛǘΩǎ ŀ 

Ŏƻƴǎǘŀƴǘ ōŀǘǘƭŜ Χ ǘƘŜȅ Řƻ ƴƻǘ Řƻ ŀ ǾŜǊȅ ƎƻƻŘ Ƨƻō 

ƻŦ ƳŀƛƴǘŀƛƴƛƴƎ ώǘƘŜ ŀƎǊŜŜŘ ǳǇƻƴ ƭŜǾŜƭǎϐέ.  Many 

other recreation staff in interviews expressed 

similar frustrations in observing a slide back to 

Ψƴƻǘ ǊŜŎƻƳƳŜƴŘŜŘΩ ŎƘoices in vending over time 

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 

άFor me the greatest disappointment is [the 

ǾŜƴŘƛƴƎ ŎƻƳǇŀƴȅϐ ΦΦΦ ƛǘΩǎ ŀ Ŏƻƴǎǘŀƴǘ 

ōŀǘǘƭŜΦ ΧǘƘŜȅ Řƻ ƴƻǘ Řƻ ŀ ǾŜǊȅ ƎƻƻŘ Ƨƻō ƻŦ 

maintaining [the agreed upon] levels. ¢ƘŜǊŜΩǎ 

no buy-in ...We had a fresh contract that was 

signed a year and a half or so ...and now in our 

ǊŜŦǊƛƎŜǊŀǘŜŘ ƳŀŎƘƛƴŜ ǿŜΩǊŜ ǎŜƭƭƛƴƎ /ǊƛǎǇȅ 

/ǊǳƴŎƘ /ƘƻŎƻƭŀǘŜ aƛƭƪΦ LǘΩǎ ǊƛŘƛŎǳƭƻǳǎέ  

~Phase II Recreation Staff 

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

 

Č 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 magazine Best Health ŜƴǘƛǘƭŜŘ ά!ǊŜ ǿŜ ŦŀƛƭƛƴƎ /ŀƴŀŘŀΩǎ ƪƛŘǎΚέ  WƻƘƴ [ŜǾŜǊƛǎΣ ŀ ƳŀǊƪŜǘ 

development manager with the Dairy Farmers of Canada supports this by ǎŀȅƛƴƎΣ άƘŜŀƭǘƘƛŜǊ ƛǘŜƳǎ Ŏƻǎǘ ǾŜƴŘƛƴƎ 

ƻǇŜǊŀǘƻǊǎ ƳƻǊŜ ŀƴŘ ǘƘŜȅ ŘƻƴΩǘ ǇǊƻǾƛŘŜ ǘƘŜ нр ǘƻ ол ǇŜǊŎŜƴǘ ŎƻƳƳƛǎǎƛƻƴǎ Ƴŀƴȅ ǎŎƘƻƻƭǎ ŀǊŜ ǳǎŜŘ ǘƻέΦ   Lƴ ƻǊŘŜǊ 

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 II 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.  

 

Č 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.   

 

άThe ones who have made the more the drastic changes are the most 

rewarded ... 

Have those ones experienced a financial gain? Yes.  
Does the whole food, fresh food cost more? Yes.  
Should you charge more for healthier food? Yes.  
The ones who are struggling to meet the guidelines are the ones that are 
struggling to make money [on the healthy options]. They are highlighting 
the chocolate bars. Yes, they are serving healthy food, but hidden [behind 

the counter] as a well kept secretέ ~Phase II Recreation Staff 
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ά²Ŝ ƘŀǾŜ ǊŜŀƭƛȊŜŘ ŀ пл҈ 

drop in revenue since the 

introduction of healthy 

choices; [however,] we do 

feel that we will be able to 

grow the sales as more 

customers are educated to 

ǇǳǊŎƘŀǎŜ ƘŜŀƭǘƘƛŜǊ ǇǊƻŘǳŎǘǎΦέ  

~Vending Company  

Č 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 

ƻƴ ǘƘŜ ŎƘŀƴƎŜǎ Ƙŀǎ ōŜŜƴ ΨƳƻǎǘƭȅ ǇƻǎƛǘƛǾŜΩΣ ŀƭǘƘƻǳƎƘ 

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. 

 

Č 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 

unhealthy options and the second is by making them want the 

healthy choice.  This can be accomplished by educating the 

public about the benefits of choosing healthy, but also by 

making the healthy choice attractive and familiar.  The 

presence of staff and volunteers that promoted and 

supported the healthy choice at the point of purchase may 

have had a huge impact on the purchasing decision.  Many 

communities that participated in Phase I and II of the HFBS 

initiative offered their patron free taste tests of the new 

healthy choice products so that they could try out these items 

free of cost to see if they liked them.  The only community 

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.  

 

άLǘΩǎ ƪƛƴŘ ƻŦ ŀ ǿŜƛǊŘ 

situation, as there is a strong 

belief in healthy options but 

not necessarily for the group 

that actually accesses the 

ǾŜƴŘƛƴƎ ƳŀŎƘƛƴŜǎΦέ  

~Phase II Recreation Staff 

~ 
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ĄThe 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 communityτand 

that sales would have likely decreased regardless.  In 

most cases, vending and concession sales were still 

profitable όƛΦŜΦ ŘƛŘƴΩǘ ƭƻǎŜ ƳƻƴŜȅύ despite the 

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.  

  

ά¢ƘŜ ŜŎƻƴƻƳƛŎ ŎƭƛƳŀǘŜ ώƘŜǊŜϐ ƛǎ ǎǘƛƭƭ 

pretty ugly right now... The 

increase in people applying for our 

subsidy here at the recreation 

centre has skyrocketed ... so maybe 

they can afford the half price 

ŦƛǘƴŜǎǎ ǇŀǎǎΣ ōǳǘ ǘƘŜȅ ŎŀƴΩǘ ŀŦŦƻǊŘ 

to be buying their juice here. It is 

ǘƘŜ ǊŜŀƭƛǘȅΦέ  

~Phase II Recreation Staff 
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Č 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.   

 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. 

 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. 

 

Č 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. 

  

 ά!ǎ ŦŀǊ ŀǎ ǘƘŜ ǎǳǎǘŀƛƴŀōƭȅ 

ǇƛŜŎŜ ƎƻŜǎ L ŘƻƴΩǘ ǘƘƛƴƪ ƛǘΩǎ 

going to be a big investment 

of dollars, every once in a 

while I 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 

ƛǘΩǎ ƴƻǘ ŀ ƘǳƎŜ ōƛƭƭΦέ 

 ~Phase II Recreation Staff 

 

 

 



 

15 
 

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, then ŜƴǎǳǊŜ ǘƘŜ ŎƻƴŎŜǎǎƛƻƴ ŘƻŜǎƴΩǘ ƻŦŦŜǊ ǘƘŜǎŜ ŜƛǘƘŜr). 

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 

ŦƛƴŀƴŎƛŀƭƭȅ ŀƴŘ ŀƭǿŀȅǎ ǿƻǊƪ ǘƻǿŀǊŘǎ ŦƛƴŘƛƴƎ Ψǿƛƴ-ǿƛƴΩ ǎƻƭǳǘƛƻƴǎΦ  

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 cultureΦ  LŦ ŦǊƛŜǎ ŎŀƴΩǘ ōŜ ŜƭƛƳƛƴŀǘŜŘΣ  ǎŜǊǾŜ 

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 
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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.  

12. ImplemŜƴǘ ŀ ǎǘǊƻƴƎ ƳŀǊƪŜǘƛƴƎ ŎŀƳǇŀƛƎƴ ǘƻ ōǳƛƭŘ ŀ ŘƛǾŜǊǎƛŦƛŜŘ ŎǳǎǘƻƳŜǊ ōŀǎŜ ŀƴŘ ŎǊŜŀǘŜ ΨōǳȊȊΩ ŀōƻǳǘ 

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 

ǇŜǊƛƻŘǎ ŀƴŘ ƳŀƪƛƴƎ ŎƻƳǇŀǊƛǎƻƴǎ ǘƻ ΨƭƛƪŜΩ ŎƻƳƳǳƴƛǘƛŜǎΦ   

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 

ǿƻǊŘǎ ƻŦ ƻƴŜ ǇŀǊǘƛŎƛǇŀƴǘ άƛǘ ǿŀǎ ǎƛƳǇƭȅ ǘƘŜ ǊƛƎƘǘ ǘƘƛƴƎ ǘƻ ŘƻΦέ  

ά²Ŝ ǿŜǊŜ ǿƛƭƭƛƴƎ ǘƻ Řƻ ǿƛǘƘ 

less than $125, 000 for a 5-

year contract with the [new 

vending contractor supplying 

healthy choices] and this 

decision was from Senior 

aŀƴŀƎŜƳŜƴǘΦέ  
~Email from Phase II Recreation Staff 
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Appendix A: Phase I and II Long-Term Follow-Up Interview Quotes 
 

Interview Question: What type of financial or economic impact has this project and 
related changes had?   
 
 
Phase I- Community 1 

 ά²Ŝ ŀǊŜ ǎǘƛƭƭ ŦƛƴŜ ǘǳƴƛƴƎ Ƙƻǿ ǘƻ ǎǘŀŦŦ ǘƘƛǎ ŀǊŜŀ ǘƻ ŜƴǎǳǊŜ ǘƘŀǘ ǘƘŜ ǇǊƻŘǳŎǘ ŀƴŘ ōǳŘƎŜǘ ŀǊŜ ƛƴ ƭƛƴŜΦ ²ƘƛƭŜ 

the new café has higher revenue than our old concession staff are still trying to find balance of offering 

ŀ ŎƘŀƴƎƛƴƎ ƳŜƴǳΦέ  

 άOur vending revenues have not decreased however we have not changed the machines in [our arena]. 

The Café brings in more revenue than our concession.  Staff are now looking to expand the menu (have 

daily specials and change up wrap offerings bi-weekly). As well it has been overstaffed as we did not 

know what level was required. Once both these issues are addressed we are confident this will be a solid 

ǇǊƻŦƛǘ ŎŜƴǘǊŜΦέ 

Phase I- Community 2 

 ά¢ƘŜ ōƛƎƎŜǎǘ ŎƘŀƭƭŜƴƎŜ ΦΦΦ ǳƴƭŜǎǎ ȅƻǳ ƘŀǾŜ ŀ ƎŜƴǳƛƴŜ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ŀƴŘ ŀǇǇǊŜŎƛŀtion for food, 

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 the other, so we did get some feedback on how the price had 

changed. You know, and that comes from an inability of the customers to see the difference in 

quality ...and you can explain it until you are blue in the face, if I can get a sandwich for a dollar less, 

ǿƘȅ ǿƻǳƭŘƴΩǘ L Řƻ ǘƘŀǘΦέ  

 ñA lot of seniors here are on a fixed income and a lot of parents whose 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. 

 άWe would look at [a new healthy choice product] and really wonder are we going to be shooting 

ourselves in the foot, if we bring on the new product, [it] ŘƻŜǎƴΩǘ ǊŜŀƭƭȅ ǎŜǊǾƛŎŜ ǳǎ ƛŦ ƴƻ ƻƴŜ ƛǎ ƎƻƛƴƎ ǘƻ 

buy it because ƛǘΩǎ too expensive. We would really look at the suggested sales price and figure out 

whether or noǘΣ ƛŦ ǘƘŀǘ ǿŀǎ ƎƻƛƴƎ ǘƻ ōŜ ǎƻƳŜǘƘƛƴƎ ǘƘŀǘ ǿƻǳƭŘ ǿƻǊƪ ŦƻǊ ǳǎΦ !ƴŘ ƛŦ ƛǘ ǿŀǎƴΩǘ ǘƘŜƴ ǿŜ ǿŜǊŜ 

ƎƻƛƴƎ ǘƻ ŎƘŀƴƎŜ ƛǘΣ ōŜŎŀǳǎŜ ǎǘǳŦŦ ǎƛǘǘƛƴƎ ƻƴ ǘƘŜ ǎƘŜƭŦ ŘƻŜǎƴΩǘ ƘŜƭǇ ǳǎ ŀǘ ŀƭƭ 

 άI think certainly, when we switched the menu at [the concession], sales did go down initially. It had 

something to do with costs, because costs went up. But they seemed to have bounced back now. They 

seŜƳ ǘƻ ōŜ ǊŜƭŀǘƛǾŜƭȅ ŎƻƴǎƛǎǘŜƴǘέ 

 άSales actually went up in the sport centre concessions when we started making more healthy options 

available, you never really know...You would think the same for the rec centre but for whatever reason 

ƛǘΩǎ not, I think kids go there for more entertainment-y type things, like to the gym, creative play or 

something like that, and ƛǘΩǎ not necessarily not towards an activity or a sport, so ƛǘΩǎ more of a treat 

that they are getting, as oppose to a healthy lunch, or something. I know when we added the fruit and 

the sandwiches, and healthy beverages over at the sport centǊŜΣ ƻǳǊ ǎŀƭŜǎ ŀŎǘǳŀƭƭȅ ǿŜƴǘ ǳǇΦέ 
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 άI find that question difficult; I think that people are struggling more economically, regardless. It was 

ƪƛƴŘ ƻŦ ŀ ōŀŘ ȅŜŀǊ ǘƻ ǎǘŀǊǘ ǘƘƛǎ ǳǇΣ ōŜŎŀǳǎŜ ǿƘƻ ƪƴƻǿǎΣ ƛŦ ƛǘ ōŜŎŀǳǎŜ ǇŜƻǇƭŜ ŘƻƴΩǘ ƘŀǾŜ ŀǎ ƳǳŎƘ ƳƻƴŜȅ 

right now and usually the things like entertainment and food are the first things to go, when you are 

strapped for cash.έ  

Phase I- Community 3 

 άIn some of our concessions and in just one example ... his sales went way up. His garbage went way 

down ... ƘŜ ƛǎ ƻǇŜƴ ŀ ǾŜǊȅ ǎƘƻǊǘ ǿƛƴŘƻǿΣ LΩƳ ǘŀƭƪƛƴƎ о ƳƻƴǘƘǎ ǘƻǘŀƭΦ !ƴŘ he sold well over 650 wraps this 

season, which any other year, would have not happened ... He offered salads, he noticed things like, 

somebody would take a chicken Caesar salad out into the stands, and pretty soon they are lined up with 

10 other orders of chicken Caesar salad. He had never sold chicken Caesar salads beforeΦέ 

 άThe ones who have changed and the more the drastic changes are the most rewarded; have those ones 

experienced a financial gain? Yes. Does the whole food, fresh food cost more, yes. Should you charge 

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 chocolate bars. Yes, they have healthy food, they are serving healthy food, 

but they are hidden, and it is a well kept secret, those ƻƴŜǎ ŀǊŜ ǎǘǊǳƎƎƭƛƴƎΦέ 

 άFinancially, yes, we have seen some great successes, but we havŜ ŀƭǎƻ ǎŜŜƴ ǎƻƳŜ ƳŀǊƎƛƴŀƭ ƻƴŜǎΦέ 

Phase I-Community 4 

 άNow 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 help promote them and bringing [our vending company] on board and 

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

that are attached to the centre.έ 

 ά{ƻΣ ŀǎ ŦŀǊ ŀǎ ǘƘŜ ƛƴŦƻǊƳŀǘƛƻƴ ǘƘŀǘ LΩǾŜ Ǝƻǘ ǊƛƎƘǘ ƴƻǿΣ ŦƻǊ ƻǳǊ ǇƻƻƭǎΣ [our pool] is where we went with 

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 sales were up, ƭŜǘΩǎ just a percentage ... They were up 

ōȅ ŀōƻǳǘ мр҈ ώǘƘŀǘΩǎ ŜȄŎŜǇǘƛƻƴŀƭϐ ŀƴŘ ǘƘŀǘΩǎ ŀǘ ǘƘŜ ŀrena. I have got three different facilities where I 

have made changes. May at [our pool] it looks like we were down, but April it was up considerably. I 

know that when we were doing the promotions during our pilot phase, sales were up quite a bit more, 

through that whole time. I think even up to ŀōƻǳǘ нл҈ ƘƛƎƘŜǊ ŀǘ ƻƴŜ ǇƻƛƴǘΦέ 

 άI think with the support and promotion, If you just make the changes and stick the food in there, and 

ǘƘƛƴƪ ǘƘŀǘ ǇŜƻǇƭŜ ƎƻƛƴƎ ǘƻ ōǳȅ ǘƘŜƳΣ ǘƘŜȅ ǇǊƻōŀōƭȅ ƴƻǘΦ ¢ƘŜȅ ŘƻƴΩǘ ƪƴƻǿ ǘƘŜƳΣ ǘƘŜȅ ŀǊŜ ƴƻǘ ŦŀƳƛƭƛŀǊΦ LŦ 

you do the taste testing and the promotions, and yƻǳ ŜŘǳŎŀǘŜ ǘƘŜ ǇŜƻǇƭŜΣ ǘƘŜƴ ǘƘŜȅ ǿƛƭƭΦ  ¢ƘŀǘΩǎ ǿƘŜǊŜ 

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 change behaviours over the long run.έ 

Phase I-Community 4 

 άThe greatest success is probably the café services.  Compared to the past these guys are up 20-30% in 
sales.  They still sell some junk in there.  Catering helps bring in money. The café service is still 
maintaining 70% healthy choices.έ  

 άBottƻƳ ƭƛƴŜ ƛǎ ŀ ŎƻƴŎŜǊƴ ƛƴ ǘƘŜ ŎǳǊǊŜƴǘ ŜŎƻƴƻƳȅΦ ²ƻǊƪƛƴƎ ƻŦŦ ǘƘŜ ǎƛŘŜ ƻŦ ƻƴŜΩǎ ŘŜǎƪ ƛǎ ŀ ŘƛǎŀŘǾŀƴǘŀƎŜέ 
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Phase II-Community 1 

 ά²ŜƭƭΣ ǿŜΩǊŜ ǊŜŀƭƭȅ ŜȄŎƛǘŜŘ we had talked with [the vending company], the guy that actually does our 

machines and he had thought that we had gone up or gone down only a little bit we had stayed fairly 

consistent. Unfortunately [the vendor] ƘŀǎƴΩǘ ōŜŜƴ ŀōƭŜ ǘƻ ǇǊƻǾƛŘŜ ƳŜ ǿƛǘƘ ǘƘŀǘ ƛƴŦƻǊƳŀǘƛƻƴΤ LΩƳ ƴƻǘ 

sure why they are being tardȅ ǿƛǘƘ ǘƘŀǘ ƛƴŦƻǊƳŀǘƛƻƴΦέ  

 άL ǘƘƛƴƪ ƛǘ Ƙŀǎ ōŜŜƴ ŀ ƎƻƻŘ ŎƘŀƴƎŜ ŦƻǊ ǳǎΦ L ƘŀǾŜƴΩǘ ƘŜŀǊŘ ŀ ƭƻǘ ƻŦ ǇŜƻǇƭŜ ǎŀȅ ǿŜƭƭ ǿƘŜǊŜ ƛǎ ƻǳǊ /ƻƪŜ ƻǊ 

where is this or that, then, you know, and I do think our sales are still maintaining a level, so I think it 

has been fine.έ 

Phase II-Community 2 

 άI knoǿ ŦƻǊ ǾŜƴŘƛƴƎ ǿŜ ŀǊŜ ƳŀƪƛƴƎ ŀōƻǳǘ ǘƘŜ ǎŀƳŜΦ ²Ŝ ŘƛŘƴΩǘ ǎŜŜ ŀ ƘǳƎŜ ŎƘŀƴƎŜ ƛƴ ōǳȅƛƴƎ ǇŀǘǘŜǊƴǎΦ L 

ǎǳǎǇŜŎǘ ǘƘŀǘ ƴƻǿ ŀ ŦŜǿ ǇŜƻǇƭŜ ŀǊŜ ōǳȅƛƴƎ ƭŜǎǎ ōǳǘ ŀ ŦŜǿ ǇŜƻǇƭŜ ŀǊŜ ōǳȅƛƴƎ ƳƻǊŜΦ L ǘƘƛƴƪ ǿƘŀǘΩǎ 

ƘŀǇǇŜƴƛƴƎ ǿƛǘƘ ŀƴŘ ǘƘŀǘ ǿƻǳƭŘ ōŜ ǿƛǘƘ ǘƘŜ ǎƴŀŎƪ ŦƻƻŘǎΣ ǿƘŀǘΩǎ ƘŀǇǇŜning with the cold beverages is I 

ǘƘƛƴƪ ŜǾŜǊȅǘƘƛƴƎΩǎ ŎƘŀƴƎƛƴƎ ƛƴ ǘƘŀǘ ƛƴŘǳǎǘǊȅ ŀƴŘ ȅƻǳ Ƨǳǎǘ ŘƻƴΩǘ ǎŜŜ ǇŜƻǇƭŜ ŘǊƛƴƪƛƴƎ ǇƻǇ ǘƘŜ ǿŀȅ ǘƘŀǘ 

they used to. A lot of kids, a lot of people are drinking sports drinks, I think they have manages to do the 

research and do the marketing and I think they are probably keeping their profit margins in exactly the 

same place by changing with changing attitudesέ 

Phase II-Community 3 

 άFinancially ...  this year we took a little bit of a hit. But as people are starting to go more with the trend 

ŀƴŘ ŀƎŀƛƴ ǿŜ ƪƴŜǿ ƛǘ ǿŀǎ ƎƻƛƴƎ ǘƻ ǘŀƪŜ ǘƛƳŜΣ ƎŜǘǘƛƴƎ ǇŜƻǇƭŜ ƻƴ ōƻŀǊŘ ōǳǘ ƛǘΩǎ ƻǳǘ ǘƘŜǊŜ ǎƻ ƳǳŎƘ ƛƴ ǘƘŜ 

coƳƳǳƴƛǘȅ ǘƘŀǘ ƛǎ ƎŜǘǘƛƴƎ ōŜǘǘŜǊΦέ 

Phase II-Community 4 

 ά{ƻ ǿŜΩǾŜ ŦƻǳƴŘ ǎƻƳŜ ƳƻƴŜȅ ƛƴ ƻǳǊ ƻǇŜǊŀǘƛƻƴŀƭ ŎŀǇƛǘŀƭ ōǳŘƎŜǘ ǘƻ ǇǳǊŎƘŀǎŜ ŀƴŘ ƛƴǎtall the oven. So 

ǘƘŜȅΩǊŜ ƎƻƛƴƎ ǘƻ ƎŜǘ ǊƛŘ ƻŦ ǘƘŜ ŘŜŜǇ ŦǊȅŜǊΣ ǎƻ ƛǘΩƭƭ ōŜ ōŀƪŜŘ CǊŜƴŎƘ ŦǊƛŜǎ ŀƴŘ ǇƻǘŀǘƻŜǎ ǿŜŘƎŜǎ ŀƴŘ ȅŀƳ 

fries and all of that cool stuff. That is huge. I think the oven was $6000 or $7000 and the installation is 

about $5000.έ 

 άWhen [the new concession operator] took over the operation that was during a really crazy time in 

March ... ōƛƎ ŜǾŜƴǘǎ ƘŀǇǇŜƴƛƴƎΦ {ƻ ǘƘƻǎŜ Ǝǳȅǎ Ƙƛǘ ǘƘŜ ǘǊŜŀŘƳƛƭƭ ƎƻƛƴƎ ǎǇŜŜŘ мо ǎƻ ƛǘ ǿŀǎƴΩǘ ǊŜŀƭƭȅ ŀƴ 

ƻǇǇƻǊǘǳƴƛǘȅ ŦƻǊ ǘƘŜƳ ǘƻ ǎǘŜǇ ƛƴǘƻ ǘƘŜ ƻǇŜǊŀǘƛƻƴ ŀƴŘ ǎŜŜΧǘƘŜȅ ƘŀŘ ǘƻ hit the ground running and so I 

ǘƘƛƴƪ ǘƘŀǘΩǎ ǇǊƻōŀōƭȅ ǘƘŜ ǉǳŜǎǘƛƻƴ ǘƘŀǘΩǎ ōŜǎǘ ŀǎƪŜŘ ǘƻ ǘƘŜƳ ōǳǘ L ǘƘƛƴƪ ŦƛƴŀƴŎƛŀƭƭȅ L ǘƘƛƴƪ ǘƘŜȅΩǊŜ ŘƻƛƴƎ 

ǊŜŀƭƭȅ ǿŜƭƭΦέ 

 ά!ǎ ŦŀǊ ŀǎ ǘƘŜ ǎǳǎǘŀƛƴŀōƭȅ ǇƛŜŎŜ ƎƻŜǎ L ŘƻƴΩǘ ǘƘƛƴƪ ƛǘΩǎ ƎƻƛƴƎ ǘƻ ōŜ ŀ ōƛƎ ƛƴǾŜǎǘƳŜƴǘ ƻŦ ŘƻƭƭŀǊǎΣ ŜǾŜǊ once 

in a while I 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 ƛǘΩǎ ƴƻǘ ŀ ƘǳƎŜ ōƛƭƭΦέ 

Phase II-Community 5 

 άThere is quite a significant showing of support for healthy foods but a lack of belief 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 running of vending machine or concessions less 

profitable as a fundraising activity because they are going tƘǊƻǳƎƘ ŜȄǇƛǊŜŘ ƳŀǘŜǊƛŀƭ ŦŀǎǘŜǊΦέ 
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Phase II-Community 6 

 άWell, our vendoǊǎ ŀǊŜ Ƴƻǎǘƭȅ ŎƻƴǘǊŀŎǘŜŘ ƻǳǘ ǎƻ ǘƘŀǘ ǿƻǳƭŘ ōŜ ƻƴ ǘƘŜƛǊ ŦƛƴŀƴŎƛŀƭǎ ǎƻ LΩƳ ƴƻǘ ǎǳǊŜ that 

we could gather that kind of information, but what we might be able to gather is on vending machines. 

LǘΩǎ ƳŀȅōŜ ƻǳǊ ƳƻǊŜ ƭƛƪŜƭȅ ǿŀȅ ǘƻ Ǝƻ ǿƛǘƘ ƛǘ ōǳǘ ǿŜ ǿƛƭƭ ŀǎƪ ƻǳǊ ǎǳǇŜǊǾƛǎƻǊ ƛŦ ǎƘŜ ƪƴƻǿǎ ǿƘŜǊŜ ǿŜ Ŏŀƴ 

find that information and if we can find it theƴ ǿƘŜǊŜ ǿŜ Ŏŀƴ ǎŜƴŘ ƛǘ ǘƻΦέ 

Phase II-Community 7 

 άSo, for vending machines, [the pool] we 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 vending ... it is a very big ǊŜǾŜƴǳŜ ƛƴ ǘƘŀǘ ƭƻŎŀǘƛƻƴΣ ōǳǘ ŀƎŀƛƴ ƻǳǊ ŘƛǊŜŎǘƻǊ ŘƻŜǎƴΩǘ ŎŀǊŜ what 

different actual impact we have, ǘƘŀǘΩǎ ƻǳǊ Ǝƻŀƭ, it dƻŜǎƴΩǘ ƳŀǘǘŜǊ ǘƘŀǘ ǿŜ ŘƛŘ ǘƘŀǘΦέ 

 άThe other facility we kept [the machines so] that people have all the choices and people responded 

that a lot more positive because now I can choose what I want. At [the pool] it took away two of my 

ŎƘƻƛŎŜǎ ŀƴŘ ǘƘŜȅ ŘƛŘƴΩǘ ƭƛƪŜ ǘƘŀǘΦ {ƻƳŜ ǇŜƻǇƭŜΣ ǿŜ ǘƘƻǳƎƘǘ ǘƘŀǘ ǎŀƭŜǎ ǿƻǳƭŘ Ǝƻ ǳǇ ōǳǘ ƴƻ ǘƘŜȅ Ƨǳǎǘ 

maintained at the 30%, sometimes going down less than that ... LǘΩǎ ƴƻǘ ǾŜǊȅ ǇƻǎƛǘƛǾŜ ǘƻ ǎƘŀǊŜΦ LŦ ȅƻǳ 

ƎƛǾŜ ǇŜƻǇƭŜ ŀƭƭ ǘƘŜ ŎƘƻƛŎŜǎ ŀƴŘ ƎƛǾŜ ǘƘŜƳ ƛƴŦƻǊƳŀǘƛƻƴ ŀōƻǳǘ ŀƭƭ ǘƘŜ ŎƘƻƛŎŜǎ ǘƘŀǘΩǎ ŀ ōŜǘǘŜǊ ǿŀȅ ǘƻ ƎƻΦέ 

 άNow for the concession, healthy food only accounts for about 1-2% of the menu mix. You know, we sell 

hot dog, hamburger, pop, potato chips and popcorn and then snacks and chocolate bars and all that. 

9ǎǇŜŎƛŀƭƭȅ ǘƘŜ ƘŜŀƭǘƘƛŜǊ ǎƴŀŎƪǎΣ ƻƴƭȅ ŀ ǾŜǊȅ ǎƳŀƭƭ ǇŜǊŎŜƴǘŀƎŜΣ ǎƻ ƛǘ ŘƻŜǎƴΩǘ ƳŀǘǘŜǊ ǿƘŀǘ ǘƘŜ ǇǊƛŎŜ ƻŦ 

those items are, you can go really ƭƻǿ ƻǊ ǊŜŀƭƭȅ ƘƛƎƘ ŀƴŘ ƛǘ ǿƻǳƭŘƴΩǘ ƳŀƪŜ ŀƴȅ ŘƛŦŦŜǊŜƴŎŜΣ ƻǊ ǾŜǊȅ ǎƳŀƭƭ 

impact on your financial statements, so that is why we chose to have these items at lower prices, so 

ǿƛǘƘƛƴ ŀ ƳƻƴǘƘ ȅƻǳ ƻƴƭȅ ǎŜƭƭ ŀ ŦŜǿ ƻŦ ŜŀŎƘ ŀƴŘ ƛǘ ŘƻŜǎƴΩǘ ǊŜŀƭƭȅ ƳŀǘǘŜǊΦ {ƻ ƛǘΩǎ ƎƻƻŘ to go low and 

hopeful your people will purchase more when the price is low.έ  

 ά5epending on location, over at [the arena], many of the parents and kids buy healthier item because 

ǘƘŀǘΩǎ just the group of people there.  When you go to the antique bottle show we had 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 muffins, so you know this group ... At least there is that option, that is what people like, give me 

the optionέ  

 ά[the pool] ǿƘŀǘ ƳŀƪŜǎ ǘƘŀǘ ǎǇŜŎƛŀƭΣ ǿƘŀǘ ŀǊŜ ǘƘŜ ǇŜƻǇƭŜ ƎƻƛƴƎ ǘƘǊƻǳƎƘΣ ǘƘŜǊŜΩǎ ƴƻ ƻǘƘŜǊ ǎǳǇŜǊƳŀǊƪŜǘ 

or mom and pop store close by and that variable will make a difference in the sales and revenue more 

than who we areέ 

 άThey kind of demonstrate the financial impact ... because when you look at the menu mix ... to keep 

them low has a very small impact on the bottom line or the overall revenue. Upper management look at 

ǘƘŜ ǎǘŀǘŜƳŜƴǘ ǘƘŜȅ ŘƻƴΩǘ ǊŜŀƭƛȊŜ ǘƘŀǘ ȅƻǳ ŘƻƴΩǘ ƘŀǾŜ ǘƻ ƛƴŎǊŜŀǎŜ ǘƘŜ ǇǊƛŎŜǎ ƻŦ ǘƘƻǎŜ ... ¢ƘŀǘΩǎ ƻƴŜ ƻŦ the 

ǘƘƛƴƎǎ ǘƘŀǘΩǎ ŎƻƳŜ ƻǳǘ ƻŦ ǘƘŜ ŦƻƻŘ ǎŜǊǾƛŎŜ ǎǘǳŘȅ ƛǎ ǘƘŀǘ ǿŜ ƴŜŜŘ ǘƻ ŜƴŎƻǳǊŀƎŜ ŎƻƴǎǳƳǇǘƛƻƴ ŀƴŘ ƻƴŜ ƻŦ 

ǘƘŜ ǿŀȅǎ ƛǎ ǘƘŀǘ ǿŜ ƴŜŜŘ ǘƻ ƪŜŜǇ ǘƘŜ ǇǊƛŎŜǎ ƭƻǿΣ ǎƻ ȅƻǳ ŎŀƴΩǘ ƘŀǾŜ ŀ ŎƘƻŎƻƭŀǘŜ ōŀǊ ŀǘ ϷмΦлл ŀƴŘ ǘƘŜ 

healthy item at $1.25, guess what they are going to buy the chocolate bar. ... We are human we save 

ouǊ ƳƻƴŜȅΣ ǿŜ ŀǊŜ ŎƘŜŀǇΣ ǘƘǊƛŦǘȅΦέ 
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Phase II-Community 8 

 ά²Ŝ ƘŀǾŜ ŀ ǇƭŀŎŜ ǿŜǊŜ ƛǘ ƛǎ ōŜƴŎƘƳŀǊƪŜŘ ōŜŦƻǊŜ ōǳǘ ŀǘ ǘƘƛǎ Ǉƻƛƴǘ L ŎƻǳƭŘƴΩǘ ǎŀȅ ǘƘŀǘ ǿŜ ǿƻǳƭŘ ƘŀǾŜ ŀ 

very clear understanding of financial impact because we still have those machines that are Not 

Recommended machines. And I mean, if people are going to buy those then he would just have to stock 

those more frequently and it wƻǳƭŘ ōŜ ŜȄŀŎǘƭȅ ǘƘŜ ǎŀƳŜ ǊƛƎƘǘΦέ 

 άSo, what we are hoping for is September everything will be kicked off and we will have our really big, 

ȅƻǳ ƪƴƻǿΣ ŀƭƭ ƘŜŀƭǘƘȅ ŎƘƻƛŎŜǎ ŀǾŀƛƭŀōƭŜΦ ²ŜΩǊŜ ƎƻƛƴƎ ǘƻ ƘŀǾŜ ǘŀǎǘŜ ǘŜǎǘǎΦ !ƴŘ ŀŦǘŜǊ ǘƘŀǘ L ǘƘƛƴƪ ǿŜ ǿƛƭƭ 

kind of consider that as our starting point for our comparison year so that we can compare that 

benŎƘƳŀǊƪŜŘ ȅŜŀǊ ǘƻ ƻǳǊ ƴŜǿ ƳŜƴǳΦέ 

 ά{ƻ L ŎŀƴΩǘ ǎŀȅ ǘƘŀǘ ǿŜ ƘŀǾŜ Ǝƻǘ ŦƛƴŀƴŎƛŀƭ ƛƴŦƻǊƳŀǘƛƻƴΣ ōǳǘ ǿŜ ǿƛƭl ... The way I see it playing out and 

being successful is in September we will launch our healthy choice initiative 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 I will bring that forward in a 

report to the board again, with suggestions for the adoption of a policy with the hope that the revenue 

has eitheǊ ǎǘŀȅŜŘ ǘƘŜ ǎŀƳŜ ƻǊ ƛƴŎǊŜŀǎŜŘΦέ 

 άUnless your politicians are very passionate about healthy choices themselves, it really is something 

that they, yeah. They have concerns about financial feasibility and public perception, and so you need to 

ǇǊƻǾŜ ǘƻ ǘƘŜƳ ƛƴ ǎƻƳŜ ǿŀȅ ǘƘŀǘ ǘƘƛǎ ƛǎƴΩǘ ƎƻƛƴƎ ǘƻ ōŜ ŀ ǇǊƻōƭŜƳΦέ 

Phase II-Community 9 

 άOǳǊ ǾŜƴŘƛƴƎ ǊŜǾŜƴǳŜ ƛǎ ǿŀȅ ŘƻǿƴΦ !ƴŘ L ŘƻƴΩǘ ƪƴƻǿ ǿƘȅΦ ¢ƘŜȅ ŘƻƴΩǘ ǎƘŀǊŜ ǘƘŜ ƛƴŦƻǊƳŀǘƛƻƴ ŀƴŘ ǿƘȅ 

ƛǘΩǎ Řƻǿƴ ǿƘŜǘƘŜǊ ōŜŎŀǳǎŜ ǿŜΩǊŜ ǎŜƭƭƛƴƎ ƭŜǎǎ ǳƴƘŜŀƭǘƘȅ ǎǘǳŦŦ ƻǊ ǿƘŜǘƘŜǊ ǘƘŜ ǇǊƻŦƛǘ ƳŀǊƎƛƴ ƛǎ ƭŜǎǎ ƻƴ 

ƘŜŀƭǘƘƛŜǊ ǘƘƛƴƎǎ ƻǊ L ŘƻƴΩǘ ƪƴƻǿΦ ²Ŝƭƭ ǿŜΩǾŜ ōŜŜƴ ŘƻƛƴƎ ǘƘƛǎ ŦƻǊ ŀ ŎƻǳǇƭŜ ȅŜŀǊǎ ƴƻǿ ǊƛƎƘǘΦ Trying to 

convince [the vending company] to go with more healthy choices. Our revenue has gone from 25 

thousand dollars a year down to like 10 or something like that. IǘΩǎ ŘŜŎǊŜŀǎŜŘ ōȅ ŀǘ ƭŜŀǎǘ ƘŀƭŦΦέ 

Phase II-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?] 

 άRight, we are still trying to ŦƛƎǳǊŜ ƻǳǘ ǿƘŀǘ ǘƘŀǘ ƭƻƻƪǎ ƭƛƪŜΦέ 

Phase II-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?] 

 ά!ǎ ƳƻǊŜ ŀƴŘ ƳƻǊŜ ŎŜƴǘǊŜǎ ǇǊƻǾƛŘŜ ƘŜŀƭǘƘȅ ŎƘƻƛŎŜǎ ŦƻƻŘΣ ǘƘŜƴ ǿŜΩƭƭ ǎǘŀǊǘ ǘƻ ƎŜǘ ŀ ōŜǘǘŜǊ ƘŀƴŘƭŜ ƻn what 

ǘƘŜ ŦƛƴŀƴŎƛŀƭ ƛƳǇŀŎǘ ƛǎΦέ 

 άI don't have specific figures as we have a number of concession outlets; at our facility ... all of these 

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

would be by about 10 -15% as the new healthy option products are being purchased and our machines 

ŀǊŜ ōŜƛƴƎ ŦƛƭƭŜŘ ƳƻǊŜ ƻŦǘŜƴΦέ 

 



 

25 
 

Phase II-Community 12 

 άWe did notice a decrease in our revenue for vending. We finished the year about $5000 under our 

ǇǊƻƧŜŎǘƛƻƴΦ hŦ ŎƻǳǊǎŜ ǘƘŀǘΩǎ ŀ ǘǊŜƴŘ ǿŜΩǊŜ ƘƻǇƛƴƎ ǿƻƴΩǘ ŎƻƴǘƛƴǳŜ ōǳǘΧǿƘŜƴ ȅƻǳ ƭƻƻƪ ŀǘ ǘƘŜ ŜŎƻƴƻƳƛŎǎ 

of this town, I think that the vending iǎ ŀƴ ŀǊŜŀ ǿƘŜǊŜ ƳƻƴŜȅ ƛǎ ǘƛƎƘǘΦέ 

 ά¢ƘŜȅΩǊŜ ƴƻǘ ƎƻƛƴƎ ǘƻ ōŜ ōǳȅƛƴƎ ǘƘƻǎŜ ŎƘƻŎƻƭŀǘŜ ōŀǊǎ ƻǊ ƎǊŀƴƻƭŀ ōŀǊǎ ƻǊ ƧǳƛŎŜǎ ƻǊ ŀƴȅǘƘƛƴƎ ƛƴ ǘƘƻǎŜ 

ǾŜƴŘƛƴƎ ƳŀŎƘƛƴŜǎ ǿƘŜƴ ǘƘŜȅΩǾŜ ŀƭǊŜŀŘȅ Ǉǳǘ ǳǇ ǘƘŜ ƳƻƴŜȅ ǘƻ ŎƻƳŜ ǘƻ ǎǿƛƳƳƛƴƎ ƭŜǎǎƻƴǎ ƻǊ ŎƻƳŜ ŦƻǊ ŀ 

ǎǿƛƳΦ bƻōƻŘȅΩǎ Ǌŀised any big flags in terms of above and beyond [Sue] and I in terms of that loss of 

ǊŜǾŜƴǳŜ ōŜŎŀǳǎŜ ƛǘΩǎ ƳŀŘŜ ƛǘǎŜƭŦ ǳǇ ƛƴ ƻǘƘŜǊ ŀǊŜŀǎ ƛƴ ƻǳǊ ōǳŘƎŜǘΣ ōǳǘ ƛǘ ƛǎ ǎƻƳŜǘƘƛƴƎ ǘƘŀǘ ǿŜ ǿƛƭƭ ōŜ 

watching as this year moves along and ƻǳǊ ǊŜǾŜƴǳŜǎ ǎǘŀǊǘ ŎƻƳƛƴƎ ƛƴΦέ 

 άL ŘƻƴΩǘ ƪƴƻǿ ƛŦ ǿŜ ƪƴƻǿ ǿƘŀǘ ǘƘŜ ŜŎƻƴƻƳƛŎǎ ŀǘ ǘƘŜ ŎƻƴŎŜǎǎƛƻƴΣ ǿƘŜǘƘŜǊ ǘƘŜ ŎƻƴŎŜǎǎƛƻƴ ǊŜǾŜƴǳŜ ǿŀǎ 

greater because it offered healthier choices. It may be that people are not looking at the vending 

machines theȅΩǊŜ ƭƻƻƪƛƴƎ ŀǘ ǘƘŜ ŎƻƴŎŜǎǎƛƻƴΦέ 

 άThe economic climate [here] is still pretty ugly right now. We still got mills down, and lots of people 

ǿƘƻ ǿŜǊŜ ƻƴ ǳƴŜƳǇƭƻȅƳŜƴǘ ŦƻǊ ŀ ƭƻƴƎ ǘƛƳŜ ŀǊŜ ƴƻǿ ƴƻǘ ƻƴ ǘƘŀǘ ŀƴȅ ƳƻǊŜ ǎƻ ǘƘŜȅΩǊŜ ǊŜŀƭƭȅ ǎǘǊŀǇǇŜŘΦ 

The increase in people applying for our subsidized, our subsidy here at the rec centre has skyrocketed. 

¢Ƙŀǘ ŀŦŦŜŎǘǎ ǿƘŀǘ ǘƘŜȅΩǊŜ ǎǇŜƴŘƛƴƎ ǿƘŜƴ ǘƘŜȅ ŎƻƳŜ ƘŜǊŜΦ aŀȅōŜ ǘƘŜȅ Ŏŀƴ ŀŦŦƻǊŘ ǘƘŜ ƘŀƭŦ ǇǊƛŎŜ ŦƛǘƴŜǎǎ 

ǇŀǎǎΣ ōǳǘ ǘƘŜȅ ŎŀƴΩǘ ŀŦŦƻǊŘ ǘƻ ōŜ ōǳȅƛƴƎ ǘƘŜƛǊ ƧǳƛŎŜ ƘŜǊŜΦ Lǘ ƛǎ ǘƘŜ ǊŜŀƭƛǘȅΦ ²Ŝ ƘŀǾŜ ŀ ƭƻǘ ƻŦ ǇŜƻǇƭŜ ǾƛǎƛǘƛƴƎ 

our centre that are cash-strapped. We are providing the best service in town for those people to stay fit, 

ōǳǘ ŘƻƴΩǘ ƘŀǾŜ ǘƘŜ ŦǊƛƭƭ ƳƻƴŜȅΦέ 
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Appendix B: Bowen Athletics Club Healthy Options Canteen Case Study 
Source: http://www.hpcinc.com.au/documents/HealthyCanteenCaseStudyBowenAthletics.pdf  
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Introduction 
 
In 2005, Health Promotion Connections (HPC) partnered James Cook University (JCU) to 
conduct a research study entitled óExploring Food Choice in the Junior Sporting environmentô. 
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) for a Fresh ón Fit Sporting Canteen grant of $940 to support the implementation 
of a healthy choices menu 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 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: 
 



 

29 
 

 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.  

 

 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. 

 

 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.  

 

 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 

 

 All the parents, carers and volunteers were rewarded for their help in changing the 
canteen with a volunteerôs free healthy afternoon tea. 

 

 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. 

 

 All lollies 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 

 

 Workflow sheets were available to assist volunteers with preparation 
 

 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. 
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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 development of strategies that were acceptable to the clubôs constituency. 
 
Initially officials worried about profit margins, however now they are happy the healthy options 
have proved popular and profitable. See Presidentôs testimonial in the appendix about the 
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 

Presidentôs testimonial 

Example of a healthy club catering policy 
 
Presidentôs Testimonial 
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 I 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 I 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: 
ω The caterers used for all events are able to provide a variety of healthy food choices; 
ω Healthy food choices will be available at all club activities; 
ω Healthy food choices will be promoted at all clubs activities; 
ω Healthy food choices will be positioned more prominently than other foods; 
ω Healthy food choices will be priced competitively; 
ω The role of food in relation to health and the enjoyment of healthy food is promoted 
(posters, newsletter, healthy eating handouts etc); 
ω All 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 prominently by ___ / ___ / 
_____. 
 
The ________________ Club aims to have promoted the importance of healthy 
eating at least once by ___ / ___ / ______. 
This policy is to be reviewed annually. Review date: ___ / ___ / ______. 
 
bŀƳŜ ŀƴŘ ¢ƛǘƭŜΥ ΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧ 
{ƛƎƴŀǘǳǊŜ ΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΦΦ 5ŀǘŜ ΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΧΦΦ 
 
 
 
Examples of Healthy Food Choices/Practices 
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Offer fruit and vegetables 
ω Fresh fruit (whole pieces, canned in natural juice, on a skewer as a fruit kebab, dried fruit) 
ω Sultanas 
ω Vegetables on a skewer for barbeques 
ω Corn on the cob 
ω Baked potatoes with low fat natural yoghurt or cottage cheese instead of sour cream 
ω Baked potato skins 
ω Vegetable burgers 
ω Vegetable soup - fresh or low fat canned varieties 
 
Offer breads and cereals 
ω Fruit bread (toasted or untoasted) 
ω Sandwiches made with a variety of breads (wholegrain, soy and linseed, sour dough, rye, 
wholemeal, pita bread) 
ω Sandwich 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. 
ω Meals based on rice, pasta, noodles, vegetables (without the creamy sauces or lots of cheese) 
ω Baked beans on toast 
ω Pita bread or pizza muffins with lots of vegetables and little cheese on top 
 
Offer low fat alternatives 
ω Low fat dairy products ς low fat milk, low fat cheese, low fat yoghurt 
ω Creamed rice made with low fat milk 
ω Lean meats (trimmed of fat, little marbling) 
ω Lean cold meats such as lean ham 
ω Replace mayonnaise and oily salad dressings with low fat varieties or use lemon juice or vinegar on 
salads 
ω Use spreads such as chutney, avocado, pickles, mustard, low fat mayonnaise, reduced fat cream 
cheese, ricotta or cottage cheese 
ω Polyunsaturated or monounsaturated margarines rather than butter 
ω Polyunsaturated or monounsaturated oil 
 
Offer healthier snack foods 
ω Popcorn ς plain (no added butter or salt) 
ω Pretzels 
ω Rice crackers/rice cakes 
ω Reduce the variety of deep fried foods, pastry items, potato chips, corn chips 
and cheese snacks on offer 
 
Offer healthier drink options 
ω Water, 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_apr09healthy.asp 

 

With childhood obesity levels on the rise, the responsibility for reversing the trend is falling to many ς 
government, community groups, schools and parents. Can sport club canteens have a role too? A new project is 
ƛƴǾŜǎǘƛƎŀǘƛƴƎΦ ¢ƘŜ ƴƻǘƛƻƴ ƻŦ ŀ ΨƘŜŀƭǘƘȅ ǎǇƻǊǘǎ ŎŀƴǘŜŜƴΩ ƛƳƳŜŘƛŀǘŜƭȅ ŘǊŀǿǎ ƻǇǇƻǎƛǘƛƻƴ ŦǊƻƳ Ƴŀƴȅ Ŏƭǳōǎ ς ΨƛǘΩǎ 
ƴƻǘ ƻǳǊ ǊƻƭŜΩΣ ΨǿŜ ǿƻƴΩǘ ƳŀƪŜ ƳƻƴŜȅΩΣ ΨǇŜƻǇƭŜ ŘƻƴΩǘ ǿŀƴǘ ƘŜŀƭǘƘ ŦƻƻŘΩΣ ΨǿŜ ŘƻƴΩǘ ƘŀǾŜ ǘƘŜ ǊƻƻƳ ǘƻ stock and 
ǇǊŜǇŀǊŜ ƳƻǊŜ ŦƻƻŘΩ ς are all common reactions. 

.ǳǘ ǘƘŜ IŜŀƭǘƘƛŜǊ CƻƻŘ ŀƴŘ 5Ǌƛƴƪ /ƘƻƛŎŜǎ ƛƴ {ǇƻǊǘƛƴƎ hǊƎŀƴƛǎŀǘƛƻƴǎ ǇǊƻƧŜŎǘ Ƙŀǎ ǊŜǾŜŀƭŜŘ ƛǘΩǎ ƴƻǘ ŀǎ ƘŀǊŘ ŀǎ ƛǘ 
Ƴŀȅ ǎŜŜƳΦ  ά²ŜΩǾŜ ŦƻǳƴŘ ǘƘŀǘ ǎǇƻǊǘ ŎŀƴǘŜŜƴǎ Ŏŀƴ ƳŀƪŜ ƘŜŀƭǘƘȅ ŎƘŀƴƎŜǎ ŀƴŘ ǊŜƳŀƛƴ Ƨǳǎǘ ŀǎ ǇǊƻŦƛǘŀōƭŜΣέ ǎŀȅǎ 
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.  

ά¢ƘŜ Ŏƭǳōǎ ǿŜǊŜ ƛƴǾƛǘŜŘ ǘƻ ŀ ǾŜǊȅ ǇǊŀŎǘƛŎŀƭ ǿƻǊƪǎƘƻǇΣ Ǌǳƴ ōȅ ŀ ŘƛŜǘƛŎƛŀƴ ŀƴŘ ǘƘŜ ǇǊƻƧŜŎǘ ǘŜŀƳΦ Lǘ covered topics 
ƭƛƪŜ ƳŜƴǳ ǇƭŀƴƴƛƴƎΣ ǇǊƛŎƛƴƎ ŀƴŘ ƘŜŀƭǘƘȅ ǇǊƻŘǳŎǘ ǎŀƳǇƭŜǎ ŦǊƻƳ ƭƻŎŀƭ ǎǳǇǇƭƛŜǊǎΣέ ǎŀȅǎ aǎ /ƻǘǘŜǊΦ !ǊƳŜŘ ǿƛǘƘ 
information, clubs went away and implemented healthier menu changes. Post-season follow-up revealed no 
loss in profit ς with 60% actuaƭƭȅ ƛƴŎǊŜŀǎƛƴƎ ǇǊƻŦƛǘǎΦ ά¢ƘŜ ǿƻǊƪǎƘƻǇ ƎŀǾŜ ŎŀƴǘŜŜƴ ƳŀƴŀƎŜǊǎ ǘƘŜ ƪƴƻǿƭŜŘƎŜ ŀƴŘ 
ǎƪƛƭƭǎ ǘƻ ƛƳǇƭŜƳŜƴǘ ƘŜŀƭǘƘƛŜǊ ŎƘƻƛŎŜǎΦ ά²Ŝ ŦƻǳƴŘ ǘƘŀǘ ŎƘŀƴƎƛƴƎ ȅƻǳǊ ŎŀƴǘŜŜƴ ǘƻ ƘŜŀƭǘƘƛŜǊ ŦƻƻŘ ǿƻƴΩǘ ƳŜŀƴ ƭŜǎǎ 
ǇǊƻŦƛǘΦ Lƴ ŦŀŎǘ ǇǊƻŦƛǘǎ Ŏŀƴ ƛƴŎǊŜŀǎŜΣ ŀǎ ȅƻǳΩǊŜ ŎŀǘŜǊƛƴƎ ǘƻ ŀ ǿƛŘŜǊ ǾŀǊƛŜǘȅ ƻŦ ǘŀǎǘŜǎ ŀƴŘ ǇǊŜŦŜǊŜƴŎŜǎΣέ ǎŀȅǎ aǎ 
Cotter.  

The Healthier Food and Drink Choices in Sporting Organisations project will continue through until 2010. The 
ƴŜȄǘ ǎǘŀƎŜ ǿƛƭƭ ǎŜŜ ǘƘŜ ŘŜǾŜƭƻǇƳŜƴǘ ƻŦ ǳǎŜŦǳƭ ǊŜǎƻǳǊŎŜǎ ŦƻǊ ŎŀƴǘŜŜƴ ƳŀƴŀƎŜǊǎ ŀŎǊƻǎǎ b{²Φ ά{ǇƻǊt club 
canteens are a place many families and children visit every week. With some small changes to menus ς that 
ŘƻƴΩǘ ƎǊŜŀǘƭȅ ŀŦŦŜŎǘ Ŏƭǳō ǇǊƻŦƛǘǎ ƻǊ ǾƻƭǳƴǘŜŜǊ ŜŦŦƻǊǘǎ ς ƛǘΩǎ ŘŜŦƛƴƛǘŜƭȅ ǎƻƳŜǿƘŜǊŜ ǿŜ Ŏŀƴ ǇǊƻƳƻǘŜ ƘŜŀƭǘƘƛŜǊ ŦƻƻŘ 
ŀƴŘ ŘǊƛƴƪ ƻǇǘƛƻƴǎΣέ ǎŀȅǎ aǎ /ƻtter. 

Menu ideas Try introducing: 

 Lower fat varieties of regular hot foods (e.g. pies, hot dogs and sausage rolls)  
 Water, diet soft drinks and 100% juices ς child and adult sizes  
 Wraps and sandwiches ς Use a variety of breads like multigrain, lavash and Turkish ς No margarine 
 Flavoured milk (UHT tetra packs will last longer)  
 Yoghurt  
 Fruit juice slushies  
 Healthier BBQ items and practices ς Add lots of salad to burgers ς Use lean meat ς No margarine  

http://www.dsr.nsw.gov.au/sportshorts/index.asp
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 Popcorn (varieties lower in salt and fat)  
 Muesli bars (varieties low in fat, high in fibre)  
 Fruit ς fresh, canned, dried or frozen  
 Finger buns and muffins. Try reducing  
 Snack bar range  
 Potato chip range 
 Confectionary. 

Four step plan of attack  

1. IMPROVE the nutrition of what you sell  

 Replace items with nutritious brands ς lower in fat, salt and/or sugar  
 5ƻƴΩǘ ǎǘƻǇ ǎŜƭƭƛƴƎ ƛǘŜƳǎΣ Ƨǳǎǘ ƭƻƻƪ ŦƻǊ ƘŜŀƭǘƘƛŜǊ ƻǇǘƛƻƴǎ ŜΦƎΦ ŀ ƳŜŀǘ ǇƛŜ ƭƻǿŜǊ ƛƴ ǎŀƭǘ ŀƴŘ Ŧŀǘǎ  
 For suitable brands, visit www.schoolcanteens.org.au/buyersguide  

2. REMOVE the product you sell least of  

 Check order books ς remove poor selling unhealthy items from your menu 
 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  

 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  

 tŜƻǇƭŜ ŀǎǎǳƳŜ ǎǇƻǊǘ ŎŀƴǘŜŜƴǎ ŘƻƴΩǘ ƻŦŦŜǊ ƘŜŀƭǘƘȅ ŎƘƻƛŎŜǎ ς promote that you do. 

 

http://www.schoolcanteens.org.au/buyersguide
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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 

 

 

 

 

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? 
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What One Parks Department Decided to do about it: Nicholasville/Jessamine County Parƪǎ ϧ wŜŎǊŜŀǘƛƻƴΩǎ 

Grand Concession Experiment Of 2005-07 

 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 

For the 2004-лр ǎŜŀǎƻƴΣ ǿŜ ǘǊƛŜŘ ǘƻ ŎƻƴǘǊŀŎǘ ƻǳǘ ŀ άƘŜŀƭǘƘȅ ǎƴŀŎƪ ŎƻƴŎŜǎǎƛƻƴ ǎǘŀƴŘέ 

No one would agree to do it without at least being able to sell soda. άL ŎŀƴΩǘ ƳŀƪŜ ŀƴȅ ƳƻƴŜȅ ǿƛǘƘ ǘƘŀǘ menu 

ǿƛǘƘƻǳǘ ǎŜƭƭƛƴƎ ǎƻŘŀΦέ 

 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 

 Our Particular History, cont. 

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

ï 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 

 Our Particular Assets 

We had a rather captive crowd 

ï The facility that we use has no gas stations, convenience stores, or grocery stores within 

comfortable walking distance 
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   - I had a supportive boss 

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

 Our Particular Thinking 

Our Underlying Philosophy: Since 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 Premise: We have a captive audience with money to burn; they will eat just about whatever we 

offer them 

    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) ($0.50) 

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 ($0.75) 

Granola Bars (most of which were low-fat) ($0.50) 

Cracker Sandwiches ($0.50) 

Goldfish ($0.75) 

Cheez-Its ($0.75) 

Cheese & Crackers ($0.50) 

String Cheese (low-fat) ($0.50) 

Trail Mix ($0.75) 

Pretzels ($0.50) 

Peanuts ($0.75) 

Beef Jerky ($0.50) 

Popcorn (made with the lowest fat oil we could find and very lightly salted) ($0.75) 
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 Bottom Line 

We made approximately $2,000 in 10+ weeks selling healthy choices ς 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  

 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 

 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 ǇŜǊ ǿŜŜƪΣ ȅƻǳǊ ƭŜŀƎǳŜΩǎ ǇǊƻŦƛǘ would be $8,000 
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But the best part is that your profit came entirely from healthy choices at your concession stand 

 Ways We Could Have Increased Our Profit 

Raised our prices 

Bought in bigger bulk (from commercial food distributors) 

/ǳǘ ƻǳǊ ǿƻǊƪŜǊΩǎ ƛƴŎƻƳŜ όŎǳǊǊŜƴǘƭȅ ϷуΦлл ŀƴ ƘƻǳǊύ 

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 II 
*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 
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EXECUTIVE SUMMARY 
 

Since 2005, B.C. schools and districts have made considerable progress towards eliminating unhealthy 
choices from school-based food and beverage sales. Although direct comparisons with 2005 were not 
always possible, the 2007 survey results show improvements 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 eliminating ònot recommendedó beverages from vending 
machines, as directed by the 2005 Guidelines for Food and Beverage Sales in B.C. Schools. In 65 per cent of 
reporting schools, ònot recommendedó beverages made up less than a quarter of the options available in 
vending.  
 
The survey also underlines the fact that schools face more significant challenges in eliminating ònot 
recommendedó snacks from vending machines. This is due in part to the fact that the healthy snack market 
is not yet as mature as the healthy beverage market. Schools and districts can improve these results by 
working more closely with vendors and emphasizing their interest in, and demand for, healthy choices.  
 
School Food and Beverage-Based Fundraising  
The survey found that food and beverage-based 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 
eliminating ònot recommendedó beverages has been very good. In 83% of schools, ònot recommendedó 
beverages made up less than 10% of the choices offered in fundraisers.  

   

Almost half of reporting schools (49%) had either eliminated ònot recommendedó foods from their 
fundraisers, or kept their proportion to 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 a wide 
range of suppliers, while vending snack choices are more dependent on a much smaller number of 
suppliers.  
 
Revenues and Allocation  

Most schools (77%) valued their total annual revenues from food and beverage sales (vending machines and fundraisers) 
at $10,000 or less. Most (58%) reported no impact from implementing the Guidelines, while a small number saw their 
revenues increase. Experience in other jurisdictions suggests that any losses from eliminating less healthy choices are likely 
interim in nature. 
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Partnerships and Committees  
The 2007 results show improvements in several 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 eating, compared to 25% in 2005. This is significant because, in both the 2005 and 2007 
surveys, schools with committees were making more progress in eliminating ònot recommendedó 
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 the Guidelines. Most were elementary schools, and the area in which 
they said they needed most support was òadditional information and resources.ó  

 

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 the Guidelines. Details are available at www.bced.gov.bc.ca/health/news_bchla.htm or 
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 survey, the ministries of Education and Health have made a 
number of recommendations to schools and districts. These opportunities for action are identified 
throughout the Results in Detail and Conclusion section.  
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(From Section 3.3 Revenues and Allocation, page 17) 
 
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 sales, with 46% reporting 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).  
 

 

 Respondents were also asked to indicate, in percentages, how revenue from vending machines and 

food and beverage-based fundraisers was allocated within the school. Most revenue went toward 

field trips (37%), athletics (31%), classroom extras (26%), and school events and presentations 

(25%).  

 
4. School-based food and beverage guidelines  
 
Effect on revenue  
Another key focus of this study was to gauge the effect of the Guidelines for Food and Beverage Sales in 
BC Schools on 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 greater than 25%. A small 
proportion said their revenues had increased. (Figure 11).  
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Many respondents (225) took the opportunity to estimate the impact of the Guidelines on revenue. Twenty-

seven per cent (27%) noted that the Guidelines were influencing discussion and practice in the school.  

 

 

 

 

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 
students. Seventy-one 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).9  

 

Opportunity for Action: Since some schools are reporting that the Guidelines had a positive 
impact on revenues, there may be opportunities for schools and districts to learn from one 
anotherõs successes in this area. For an overview of successful approaches and strategies from five 
districts, go to: www.bced.gov.bc.ca/health/hsnetwork/newsletter_april07.pdf  
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Under òOther,ó respondents cited, among other things, ongoing discussion in the classroom and 

school community. They also took the opportunity to elaborate on their efforts to provide healthier 

food and beverage choices and eliminate unhealthy choices.  

 

 

 

 

 

 

 

 

 

Conclusions  

 
Overall, the survey found that schools and districts have made considerable progress since 2005, 
especially in eliminating ònot recommendedó beverages from sales to students. It also found that 
revenues from food and beverage sales in schools are relatively low ð in most cases, less than 
$10,000 a year ð and that most schoolsõ revenues had not been affected by their implementation of 
the Guidelines for Food and Beverage Sales in BC Schools.  
  

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

 

Opportunity for Action: Schools should celebrate their successes in providing more healthy 
choices, and recognize that revenue impacts change over time, with initial losses typically interim in 
nature. The fact that 58% of reporting schools have implemented positive changes with no loss of 
revenue should be a significant source of encouragement.  



 

48 
 

!ÐÐÅÎÄÉØ &ȡ 6ÅÎÄÉÎÇ -ÁÃÈÉÎÅÓ ÉÎ #ÁÎÁÄÁȭÓ 3ÃÈÏÏÌÓ 
 

By Paul Finkelstein, with files from Lisa Murphy. This article was originally titled "Let's Have a National 

Policy on School Nutrition," in the March/April 2009 issue of 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. 

LΩƳ tŀǳƭ CƛƴƪŜƭǎǘŜƛƴΣ ŀ ǘŜŀŎƘŜǊ ŀǘ {ǘǊŀǘŦƻǊŘ bƻǊǘƘǿŜǎǘŜǊn Secondary School in Ontario, and a regular 

contributor to Best Health. Each day, I help teenagers learn how to cook and enjoy eating healthy, 

ƭƻŎŀƭƭȅ ǎƻǳǊŎŜŘ ŦƻƻŘΦ ¢ƘŀǘΩǎ ǿƘȅ ƛǘ ŘǊƛǾŜǎ ƳŜ ƴǳǘǎ ǿƘŜƴΣ ǘƻƻ ƻŦǘŜƴΣ L ǎŜŜ ǎǘǳŘŜƴǘǎ ƭŜŀǾƛƴƎ Ŏƭŀǎǎ ǘƻ Ǝƻ ǘƻ 

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 fǊǳƛǘ ƻǊ ƳƛƭƪΣ ŀƴŘ ƪƛŘǎ ŘƻƴΩǘ ƳŀƪŜ ǳǇ ǘƘŀǘ ƴǳǘǊƛǘƛƻƴ ǎƘƻǊǘŦŀƭƭ ŀǘ ƘƻƳŜΣ ǎŀȅǎ 

5ƛŜǘƛǘƛŀƴǎ ƻŦ /ŀƴŀŘŀΦ LǘΩǎ ƳŀŘŘŜƴƛƴƎΣ ǎƛƴŎŜ ǿŜ ƪƴƻǿ ǘƘŀǘ ŀ ƘƛƎƘ-quality diet boosts learning. 

But school nutrition policiesτwhich typically cover all foods sold in schools, including vending machine 
productsτcan 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 
voluntaryτwhich 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" 

{ƻ ǿŜ ŘƻƴΩǘ ƴŜŜŘ ǘƻ ōŀƴ ǾŜƴŘƛƴƎ ƳŀŎƘƛƴŜǎΣ ōǳǘ ǿŜ Řƻ ƴŜŜŘ ƳŀƴŘŀǘƻǊȅ ǎǘŀƴŘŀǊŘǎ ǘƻ ƪŜŜǇ ǘƘŜƛǊ ƻŦŦŜǊƛƴƎǎ 

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 eatingτespecially in 

ǎŜŎƻƴŘŀǊȅ ǎŎƘƻƻƭǎΣ ōŜŎŀǳǎŜ ǘŜŜƴǎ ƻŦǘŜƴ ŘƻƴΩǘ ǇŀŎƪ ŀ ƭǳƴŎƘΦ Lƴ wƻƳǎŜǎΩ ǾƛŜǿΣ άǾƻƭǳƴǘŀǊȅ ƎǳƛŘŜƭƛƴŜǎ ŘƻƴΩǘ 

ǿƻǊƪΦέ 
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.ƛƭƭ WŜŦŦŜǊȅΣ /ŀƴŀŘŀΩǎ ŎƻƻǊŘƛƴŀǘƻǊ ƻŦ ǘƘŜ /ŜƴǘǊŜ ŦƻǊ {ŎƛŜƴŎŜ ƛƴ ǘƘŜ tǳōƭƛŎ LƴǘŜǊŜǎǘ ό/{tL), a North 
American health and nutrition advocacy group, agrees, but he worries that standards may not be 
ŦƻƭƭƻǿŜŘ ŜǾŜƴ ǿƘŜǊŜ ǘƘŜȅ ŀǊŜ ƳŀƴŘŀǘŜŘΦ ά¢ƘŜǊŜΩǎ ŀƴŜŎŘƻǘŀƭ ŜǾƛŘŜƴŎŜ ǘƘŀǘ ǎƻƳŜ ǎŎƘƻƻƭǎ ǘƻǘŀƭƭȅ ƛƎƴƻǊŜ 
ǘƘŜƳΣέ ǎŀȅǎ WŜŦŦŜǊȅΦ He’s calling for comprehensive federal nutrition guidelines and a pan-Canadian 
school meals program. 

Why vending machines rule 

Demanding that school vending machines offer healthy food seems like a no-ōǊŀƛƴŜǊΤ ǿƘȅ ƛǎƴΩǘ ƛǘ 

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 operators moreΣ ŀƴŘ ǘƘŜȅ ŘƻƴΩǘ ǇǊƻǾƛŘŜ ǘƘŜ нр 
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 juicesΦ ¢ƘŜȅΩǊŜ ŀƭǎƻ 
ƳŜƳōŜǊǎ ƻŦ wŜŦǊŜǎƘƳŜƴǘǎ /ŀƴŀŘŀΣ ŀƴ ŀǎǎƻŎƛŀǘƛƻƴ ǘƘŀǘ ŘƻŜǎƴΩǘ ǎǳǇǇƻǊǘ ǾŜƴŘƛƴƎ ƳŀŎhine bans or overly 
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 ǎŜǊǾƛƴƎ ŘǊƛƴƪǎ ƛƴ ƘƛƎƘ ǎŎƘƻƻƭǎΦ ¢ƘŀǘΩǎ ŀ ǎǘŀǊǘΣ ōǳǘ ǘƘŜ ǊŜŀƭƛǘȅΣ ŀǘ 
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 I digress.) 

Nor can we blame vending machine operators, who have risen to the challenge in provinces with 
ƴǳǘǊƛǘƛƻƴ ǎǘŀƴŘŀǊŘǎΦ Lƴ ǘŜǊƳǎ ƻŦ ǘƘŜ ŦǳƴŎǘƛƻƴŀƭƛǘȅ ƻŦ ǾŜƴŘƛƴƎ ƳŀŎƘƛƴŜǎΣ άƘŜŀƭǘƘȅ ǇǊƻŘǳŎǘǎ ǾŜƴŘ Ƨǳǎǘ ŀǎ 
Ŝŀǎƛƭȅ ŀǎ ǳƴƘŜŀƭǘƘȅ ƻƴŜǎΣέ ǎŀȅǎ DƭŜƴ WŀŎƪǎƻƴΣ ŀ ǎǇƻƪŜǎǇŜǊǎƻƴ ŦƻǊ ǘƘŜ /ŀƴŀŘƛŀƴ !ǳǘƻƳŀtic Merchandising 
!ǎǎƻŎƛŀǘƛƻƴΦ .ǳǘ ǘƘŜǊŜΩǎ ƭŜǎǎ ƛƴŎŜƴǘƛǾŜ ŦƻǊ ǾŜƴŘƛƴƎ ƻǇŜǊŀǘƻǊǎ ǘƻ ƛƴǾŜǎǘ ƛƴ ǊŜŦǊƛƎŜǊŀǘŜŘ ƳŀŎƘƛƴŜǎ ǘƻ 
ƛƳǇǊƻǾŜ ǘƘŜƛǊ ƳƛȄ ƻŦ ǇǊƻŘǳŎǘǎ ŎƻǳƴǘǊȅǿƛŘŜ ƛŦ ŘŜƳŀƴŘ ƛǎƴΩǘ ǘƘŜǊŜΦ “The best thing that could happen is a 
national initiative.” 

Parents can be part of the problem; many parent councils support the sale of junk food to fundraise for 
ǎŎƘƻƻƭ ǇǊƻƎǊŀƳǎΦ ό{ŜŜ ά²Ƙŀǘ ȅƻǳ Ŏŀƴ ŘƻΣέ ōŜƭƻǿΦύ ά²ƛǘƘƻǳǘ ƎǳƛŘŜƭƛƴŜǎΣ ǘƘŜǊŜΩǎ ƻŦǘŜƴ ŀ ōŀǘǘƭŜ ōŜǘǿŜŜƴ 
parents who want to make money for schools and those who want tƻ ǇǊƻƳƻǘŜ ƘŜŀƭǘƘΣέ ǎŀȅǎ wƻƳǎŜǎΦ 

The Nova Scotian example 

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

нллп ƘŜƭǇŜŘ ǘƘŜƳ ƻǾŜǊŎƻƳŜ ŎƘŀƭƭŜƴƎŜǎ ƛƴ ŘŜǾŜƭƻǇƛƴƎ ǘƘŜƛǊ ƴǳǘǊƛǘƛƻƴ ƎǳƛŘŜƭƛƴŜǎΦ ά¢ƘŜǊŜ ǿŀǎ ŎŜǊtainly 

ŎƻƴŎŜǊƴ ŜȄǇǊŜǎǎŜŘ ŜŀǊƭȅ ƻƴ ŀōƻǳǘ ǘƘŜ ŦƛƴŀƴŎƛŀƭ ƛƳǇŀŎǘΣέ ǎŀȅǎ !ƴƴ .ƭŀŎƪǿƻƻŘΣ ǘƘŜ 5ŜǇŀǊǘƳŜƴǘ ƻŦ 

9ŘǳŎŀǘƛƻƴΩǎ ŘƛǊŜŎǘƻǊ ƻŦ 9ƴƎƭƛǎƘ ǇǊƻƎǊŀƳ ǎŜǊǾƛŎŜǎ ŀƴŘ Ŏƻ-chair of the Food and Nutrition in Nova Scotia 

Schools Policy Work Group. But research suggested that revenues would eventually rebound, she adds. 
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{ƻ ǿƘȅ ŘƻƴΩǘ ǿŜ ƘŀǾŜ ŀ ƴŀǘƛƻƴŀƭ ǇƻƭƛŎȅΚ ά¢ƘŜ ǊŜǎǇƻƴǎƛōƛƭƛǘȅ ŦƻǊ ǎŎƘƻƻƭǎ ǊŜǎǘǎ ǿƛǘƘ ǘƘŜ ǇǊƻǾƛƴŎŜǎ ŀƴŘ 
ǘŜǊǊƛǘƻǊƛŜǎΣέ ǎŀȅǎ IŜŀƭǘƘ /ŀƴŀŘŀ ǎǇƻƪŜǎǇŜǊǎƻƴ tŀǳƭ 5ǳŎƘŜǎƴŜΣ ŀŘŘƛƴƎ ǘƘŀǘ IŜŀƭǘƘ /ŀƴŀŘŀ Ƙŀǎ ƘƻǎǘŜŘ 
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? 

{ƻƳŜ ŀǊƎǳŜ ǘƘŀǘ ƛŦ ȅƻǳ ŘƻƴΩǘ ƻŦŦŜǊ ǎǳƎŀǊȅΣ fatty treats at school, kids will just get them somewhere else. 
.ǳǘ ǘƘŜȅ ǿƛƭƭ ŎƘƻƻǎŜ ƘŜŀƭǘƘȅ ƛǘŜƳǎ ƛŦ ǘƘŜȅΩǊŜ ǘƘŜ ƻƴƭȅ ǘƘƛƴƎǎ ŀǾŀƛƭŀōƭŜτwhich is why we need 
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: 

ω ±ƻƭǳƴǘŀǊȅ ƎǳƛŘŜƭƛƴŜǎ ǎǳƎƎŜǎǘ ŦƻƻŘǎ ŦƻǊ ŜƭŜƳŜƴǘŀǊȅ ǎŎƘƻƻƭǎ ōŜ млл ǇŜǊŎŜƴǘ ƻŦ ǿƘŀǘ ǘƘŜ ƎǳƛŘŜƭƛƴŜǎ 

ŎƭŀǎǎƛŦȅ ŀǎ άŎƘƻƻǎŜ Ƴƻǎǘέ ŦƻƻŘǎΣ сл ǇŜǊŎŜƴǘ ŦƻǊ ƧǳƴƛƻǊ ƘƛƎƘ ǎŎƘƻƻƭǎ ŀƴŘ рл ǇŜǊŎŜƴǘ ŦƻǊ ƘƛƎƘ ǎŎƘƻƻƭǎ 

ω wŜŎƻƳƳŜƴŘ ƳƛƭƪΣ ǎƻȅ ōŜǾŜǊŀƎŜǎΣ млл҈ ŦǊǳit or vegetable juices; no pop or sports drinks; no artificial 

sweeteners or trans fats 

British Columbia:  
ω aŀƴŘŀǘƻǊȅ ƎǳƛŘŜƭƛƴŜǎ ŜƭƛƳƛƴŀǘŜŘ ǎǳƎŀǊȅΣ ǇǊƻŎŜǎǎŜŘ ŀƴŘ ŦǊƛŜŘ ŦƻƻŘǎ ŀƴŘ ōŜǾŜǊŀƎŜǎ ƛƴ {ŜǇǘŜƳōŜǊ нллу 
ω 9ƳǇƘŀǎƛȊŜ ŎƻƴǎǳƳǇǘƛƻƴ ƻŦ ǿƘƻƭŜ ƎǊŀƛƴǎΣ ŦǊǳƛǘ and vegetables and milk products 

Manitoba: 
ω ±ƻƭǳƴǘŀǊȅ ƎǳƛŘŜƭƛƴŜǎ ǎǘǊŜǎǎ ǘƘŜƛǊ άŜŀǘ Ƴƻǎǘ ƻŦǘŜƴέ ŦƻƻŘǎ ǿƛǘƘ ŎƭŜŀǊ ŎǊƛǘŜǊƛŀ ƻƴ ŦŀǘΣ ŦƛōǊŜΣ ƛǊƻƴΣ ǎƻŘƛǳƳ 
ŀƴŘ ǎǳƎŀǊΣ ōǳǘ ǎǘƛƭƭ ŀƭƭƻǿ άŜŀǘ ǎƻƳŜǘƛƳŜǎέ ŀƴŘ άŜŀǘ ǊŀǊŜƭȅέ ŦƻƻŘǎ  
 
New Brunswick: 
ω aŀƴŘŀǘƻǊȅ ǇƻƭƛŎȅ ǇǊƛƻǊƛǘƛȊŜǎ άƳŀȄƛƳǳƳ ƴǳǘǊƛǘƛƻƴŀƭ ǾŀƭǳŜ ŦƻƻŘǎέ ƭƻǿ ƛƴ ŦŀǘΣ ǎǳƎŀǊ ŀƴŘ ǎŀƭǘΣ ōǳǘ ŀƭƭƻǿǎ 
άƳƻŘŜǊŀǘŜ ƴǳǘǊƛǘƛƻƴŀƭ ǾŀƭǳŜ ŦƻƻŘǎέ ǘƘŀǘ ŀǊŜ ŀ ǎƻǳǊŎŜ ƻŦ ƴǳǘǊƛŜƴǘǎ ǿƘƛƭŜ ōŜƛƴƎ ǇƻǘŜƴǘƛŀƭƭȅ ƘƛƎƘ ƛƴ ŦŀǘΣ 
ǎǳƎŀǊ ŀƴŘ ǎŀƭǘΦ .ŀƴǎ άƳƛƴƛƳǳƳ ƴǳǘǊƛǘƛƻƴŀƭ ǾŀƭǳŜ ŦƻƻŘǎέ 

Newfoundland & Labrador: 
ω ±ƻƭǳƴǘŀǊȅ ƎǳƛŘŜƭƛƴŜǎ ŜƴŎƻǳǊŀƎŜ ŦƻƻŘǎ ƭƻǿ ƛƴ ŀŘŘŜŘ ŦŀǘΣ ǎǳƎŀǊ ŀƴŘ ǎŀƭǘ ŀƴŘ ƘƛƎƘ ƛƴ ƴǳǘǊƛŜƴǘǎ ōŜ ǎŜǊǾŜŘ 
most, and foods sometimes low in fat, sugar and salt be served moderately 
ω {ǳƎŀǊȅ ǘǊŜŀǘǎΣ ŦǊƛŜŘ ŦƻƻŘǎΣ ǎƻŦǘ ŘǊƛƴƪǎΣ ŦǊǳƛǘ ŎƻŎƪǘŀƛƭǎ ƴƻǘ ǊŜŎƻƳƳŜnded 

Northwest Territories: 
ω bƻ ǎǘŀƴŘŀǊŘǎ 

Nova Scotia: 
ω aŀƴŘŀǘƻǊȅ ǎǘŀƴŘŀǊŘǎ ŀƭƭƻǿ ƻƴƭȅ ƳŀȄƛƳǳƳ- and moderate-nutrition choices in vending machines and 



 

51 
 

schools (with clear criteria on fat, sodium, sugar and calories) 
ω hƴƭȅ ƳƛƭƪΣ млл҈ ŦǊǳƛǘ ƧǳƛŎŜ ŀƴŘ ǿŀǘŜr are allowed 

Nunavut: 
ω bƻ ǎǘŀƴŘŀǊŘǎΤ ǘƘŜǊŜ ŀǊŜ ƴƻ ǾŜƴŘƛƴƎ ƳŀŎƘƛƴŜǎ ƛƴ ǎŎƘƻƻƭǎ 

Ontario: 
ω aŀƴŘŀǘƻǊȅ ƭŜƎƛǎƭŀǘƛƻƴ ƳƛƴƛƳƛȊƛƴƎ ŀǊǘƛŦƛŎƛŀƭ ǘǊŀƴǎ Ŧŀǘ ƛƴ ǎŎƘƻƻƭ ŦƻƻŘ  
ω ±ƻƭǳƴǘŀǊȅ ƎǳƛŘŜƭƛƴŜǎ ƻƴ ƘŜŀƭǘƘȅ ŦƻƻŘǎ ƛƴ ǾŜƴŘƛƴƎ ƳŀŎƘƛƴŜǎ ŦƻǊ ŜƭŜƳŜƴǘŀǊȅ ǎŎƘƻƻƭǎ ƻƴƭȅ 
ω bƻ Ǝǳidelines on vending machines or foods for secondary schools 

Prince Edward Island: 
ω bƻ ǾŜƴŘƛƴƎ ƳŀŎƘƛƴŜǎ ƛƴ ŜƭŜƳŜƴǘŀǊȅ ǎŎƘƻƻƭǎ 
ω aŀƴŘŀǘƻǊȅ ǎŎƘƻƻƭ ōƻŀǊŘ ǇƻƭƛŎƛŜǎ ŦƻǊ ŜƭŜƳŜƴǘŀǊȅ ǎŎƘƻƻƭǎ ƻƴƭȅ 
ω bŜǿ ǇƻƭƛŎƛŜǎ ŘǳŜ ǘƘƛǎ Ŧŀƭƭ ŦƻǊ ŀƭƭ ǎŎƘƻƻƭǎΣ ǿƛǘƘ ŎǊƛǘŜǊƛŀ ƻƴ ǎǳƎŀǊ, fat and sodiumτapplying to vending 
machines, too 

Quebec: 
ω ±ƻƭǳƴǘŀǊȅ ƎǳƛŘŜƭƛƴŜǎ ǘƻ ŜƭƛƳƛƴŀǘŜ ŦǊƛŜŘ ŦƻƻŘǎΣ ǎǳƎŀǊȅ ǎƴŀŎƪǎ ŀƴŘ ǎǳƎŀǊ- or artificially sweetened soft 
drinks  
ω tǊƛƻǊƛǘƛȊŜ ŦƻƻŘ ƎǊƻǳǇǎΣ ŜǎǇŜŎƛŀƭƭȅ ŦǊǳƛǘ ŀƴŘ ǾŜƎŜǘŀōƭŜǎΣ ǿƘƻƭŜ ƎǊŀƛƴΣ ƭƻǿ- or no-fat foods with little to 
no saturated or trans fat  
ω bƻ ǎǇŜŎƛŦƛŎ ŎǊƛǘŜǊƛŀκŀƳƻǳƴǘǎ ƻŦ ŦŀǘΣ ǎƻŘƛǳƳΣ ǎǳƎŀǊΣ ŎŀƭƻǊƛŜǎ 

Saskatchewan: 
ω aŀƴŘŀǘƻǊȅ ƎǳƛŘŜƭƛƴŜǎ ƛƴ ŘŜǾŜƭƻǇƳŜƴǘΤ ŜȄǇŜŎǘŜŘ aŀǊŎƘ нллф  
ω aŀƴȅ ǎŎƘƻƻƭǎ ŀƭǊŜŀŘȅ ƘŀǾŜ ŀ рл ǇŜǊŎŜƴǘ ƴǳǘǊƛŜƴǘ-rich choice policy 

Yukon: 
ω aŀƴŘŀǘƻǊȅ ǇƻƭƛŎȅ ǘƘŀǘΩǎ ŜȄǘǊŜƳŜƭȅ ǾŀƎǳŜΤ ƛƴŎƭǳŘŜǎ ŦƻƭƭƻǿƛƴƎ /ŀƴŀŘŀΩǎ CƻƻŘ DǳƛŘŜ ǘƻ IŜŀƭǘƘȅ 9ŀǘƛƴƎ 
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   Ice Arena   Gym    Multiplex    Other:         

 Outdoor      Ball Field   Stadium   Park    Other:       

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

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

 Concession (external operator)          Food Services (internal operation).        Run by Volunteers 

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

 One food sales outlet  Multiple food sales outlets.  Specify how many:       

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? 

 just started  on the road  nearly there   weôre there 

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).   
Ą Before transitioning to healthy choices (e,g, pop, sport drinks, chips, chocolate bars, hamburgers, fries):       
Ą During/after transitioning to healthy choices όŜΦƎΦ ǎŀƭŀŘǎΣ ǿǊŀǇǎΣ ŦǊǳƛǘΣ ȅƻƎǳǊǘΣ мллр ŦǊǳƛǘ ƧǳƛŎŜΣ ǿŀǘŜǊΧǎǘƛƭƭ ǎƻƳŜ Ƨǳƴƪ ŦƻƻŘύΥ 

      

BEFORE TRANSITION  
TO HEALTHY CHOICES 

 
 DURING/AFTER TRANSITION  

TO HEALTHY CHOICES 
Sales Period:  
(e.g. Jan ’08, or Jan-
April ’08) 

*Gross Sales  
(e.g. $4000) 

**Net Profit 
 
(e.g. $1000) 

      $      $      

      $      $      

      $      $      

      $      $      
 

 Sales Period:  
(e.g. Jan ’08, or Jan-
April ’08) 

*Gross Sales  
(e.g. $4000) 

**Net Profit 
 
(e.g. $1000) 

      $      $      

      $      $      

      $      $      

      $      $      
 

 
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)  

 
 Yes     No 

If Yes, Please describe:      

6. What best describes your goal achievement for vending? 
 

 just started 
 on the road 
 nearly there 
 weôre 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 … 

Ą Before changing to healthy choices (e.g. pop, chips, chocolate bars):      Ą 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  
TO HEALTHY CHOICES 

 
 DURING/AFTER TRANSITION  

TO HEALTHY CHOICES 
Sales Period:  
(e.g. Jan ’08, or Jan-
April ’08) 

*Gross Sales  
(e.g. $4000) 

**Net Profit 
(e.g. $1000) 

 $      $      

 $      $      

 $      $      

 $      $      
 

 Sales Period:  
(e.g. Jan ’08, or Jan-
April ’08) 

*Gross Sales  
(e.g. $4000) 

**Net Profit 
(e.g. $1000) 

 $      $      

 $      $      

 $      $      

 $      $      
 

 
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 



 

54 
 

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  

 KelƭƻƎƎΩǎ wƛŎŜ YǊƛǎǇƛŜ ǎǉǳŀǊŜǎ  

 IŜŀǾȅ 5Ωǎ tƻǇŎƻǊƴ  

 English Bay Schoolhouse cookies  

 bƻǊƳŀΩǎ {ƳŀǊǘ .ƛǘŜ /ƻƻƪƛŜǎ 

 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 Caesar wraps 

 Grilled cheese 

 Soups 

 Muffins 

 Lara bars 


