Nutrition Facts

supporting Healthy 8 servings per container
2/3 cup (559)

Serving size

Eating through R 520

Nutrition PO“CY ﬁ

Saturated Fat 1g 5%
Trans Fat Og
Cholesterol 0mg 0%
Sodium 160mg 7%
Total Carbohydrate 37g 13%
Distary Fiber 4g 14%

Total Sugars 12g
Includes 10g Added Sugars 20%

w1

YT e Protein 3g
|
B Vitamin D 2mcg 10%
Ei Calcium 260mg 20%
& Iron 8mg 45%
g Potassium 235mg 6%

* The % Daily Value (DV) tells you how much a nutrient in
a senving of food contributes to a daily diet. 2,000 calories
a dayis used for general nutrition advice.
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There is no neutral

Campbell's® SpaghettiO's®

* ubiquity of food & sugary drinks
* what's available

Save 50¢ on any five (5)

Campbell's® SpaghettiO's® .

pastas * food formulations

Expires 3/6/2013

One time use only ¢ pGCngC/POf‘ﬁOn Size
=4 - price, what's on sale

- placement in stores/on menus
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Unconscious, automatic
food behavior




Defaults

* de-fault (di fawlt) n. A choice automatically
made by someone else

* People stick with defaults
* Beneficial defaults acceptable

 There's no neutral—beneficial v harmful
defaults

* Default portions sizes and packaging, food
formulations, pairings



Defaults: formulations
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Healthy Defaults at Disney World

OClassic
m Healthy
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Side Item Beverage Entrée

a z . 5 . = 3 .
Menu items requiring individuals to actively opt out of the healthy default.
bMenu items requiring individuals to actively opt in to the healthy item

Figure 1. Percent of healthy and classic kids’ menu items sold at all Walt Disney World restaurants.

Source: Using Healthy Defaults in Walt Disney World Restaurants
to Improve Nutritional Choices, Peters, et al. (2016)




Which of the top 50 chain restaurant offer

sugary beverages on their kids' menu in 20167
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Children's meals

» Eating out = 1/4 of children’s calories
» Restaurant marketing to kids

- Studies link eating out with obesity
and higher caloric intakes; children's
meals high in calories, salt, fats

* 2012: 97% of kids' meals unhealthy

« 2008: 99% of kids' meals unhealthy
* McDonald's, Wendy's, Burger King,
Dairy Queen, Applebee'’s, Jack in the

Box dropped sugary drinks from kids'’
menu

-Kid's Meal Policies

* Passed: Santa Clara County San
Francisco, Davis, Stockton, Perris

* Introduced: MD, HI, VT, NYC, NYS




Washington State and Local Menu Labeling Policies gererectaay

o

IKing County, WA

Lane
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Multnomah
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San
Francisco*
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New Mexico

,9
AN

e
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*Superceded by state law.
**TN Legislature retracted county regulations.
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Chicago, IL Albany
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Implemented
Passed
Introduced 2009
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i \ New York, NY
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New Jersey
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Delaware
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Montgomery
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Washington, DC
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April 2011




Menu Labelin

Chains; 220 outlets i‘:wfwm

Calories on menus, menu
boards, food tags,
buffets, vending

Other nutrition info on
brochures, posters, etc.

May 5, 2017

30 cal/person/day =
effect on ordering

40 cal/entrée = effect on
reformulation

Awareness campaign:
- Education
- Reformulation

Turkey Sandwich 219 439 Sh
Tuna Sandwich 333 439 - 1”

WMngn‘:l" ”ﬂmm‘% 72.99
- Gooey Grilled Cheese 357 3.69 _S’mof_esm, »7_5_1 7.79_

BREAKFAST WRAPS

SPINACH FETA WRAP  $325
WITH E4§ & ROASTED TomATO
240 CALORIES

BACON AvOCADO WRAP $3.25
WITH E44§ & AGED CHEDDAR CHEESE
380 CALORIES

nvgn-_taastodi | || I|-




Common Sense Nutrition
Disclosure Act

HR 772/S 261

Opposed by public health
groups
Deny customers calorie

e SIGNATURE SIDES

REDBEANSZRICE 230 680
COLE SLAW 220 570

Industry-determined serving s IR BXL
MASHED POTATOES 110 450

' 120 1es4.29
Won =Y
ONI
Weaken enforcemen’r/ CORNONTHECOB 190 380
BISCUITS

consumer protection 1#.89 .260 ©%4.99.1560 (12)57 99.3120
Bill passed House, not Senate & XD G




Changes:

new "added sugars” line
added sugars Daily Value
bolder calories

remove clutter: “Calories
from Fat" & nutrient
table

vitamins A & C voluntary

Potassium & vitamin D
required

improved fiber definition

some serving sizes
revised

Nutrition Facts

Serving Size 2/3 cup (55g)
Servings Per Container About 8

Amount Per Serving

Calories 230 Calories from Fat 72

% Daily Value*

Total Fat 8g

Saturated Fat 1g

Trans Fat Og
Cholesterol Omg
Sodium 160mg
Total Carbohydrate 37g

Dietary Fiber 4g

Sugars 19
Protein 3g

|

o™ o

Vitamin A
Vitamin C
Calcium
Iron
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* Percant Daily Values are basad on a 2,000 calorie diat.
Your daily value may be higher or lower depending on
your calorie needs.

Calories: 2,000 2,500

Less than 659 80g

Less than  20g 25g

Cholesterol Less than  300mg 300mg

Sodium Less than  2,400mg  2,400mg

Total CGarbohydrate 300g 375g

Dietary Fiber 25g 30g

Total Fat
Sat Fat

Nutrition Facts

8 servings per container
Serving size 2/3 cup (559)
L

Amount per serving 230

Calories
% Daily Value*

Total Fat 8¢g 10%

Saturated Fat 1g 5%

Trans Fat Og
Cholesterol Omg 0%
Sodium 160mg 7%
Total Carbohydrate 37g 13%

Diztary Fiber 4g 14%

Total Sugars 12g

Includes 10g Added Sugars 20%

Protein 3g

Vitamin D 2mcg

ium 260mg
Iron 8mg
Potassium 235mg o
|
¥ The % Daily Value (DV) tel u how much a nutrient in

ood contribut aily diet. 2,000 calories
:ed for general nutrition advice.




Retail prompts to buy

economic drivers v. health considerations

* Product availability,
placement, shelf space o GOED

: S’ror'e layout

* Food panmngs
- Displays
- In-store promotions

v Voluntary action by retailers, Full report free online:

manufacturers cspinet.org/rigged
v’ Local ordinances
v' Checkout



Food Service Guidelines (Procurement)
Growing Movement

Healthy Food on State and Local Property

* Procurement, plus:
- pricing

- marketing

- placement

- menu labeling




Where Foods/Beverages are
Sold or Served

Settings

Venues

Federal, state, local governments
Worksites

Hospitals Snack Bars
Assisted-living communities
Institutionalized populations
Community-based organizations Lunch Rooms

Cafeterias

Vending

(including faith-based)

Colleges and universities Meetings
Child care
School systems

Conferences



Phased-in vs. Statewide Policy

Stepwise implementation (start

with one agency and expand)

- Delaware: state parks
- Palm Beach County, FL: DoH
- Portland, OR: parks and rec

Implement policy in all government

agencies at once
- City-wide vending: Los Angeles,
San Francisco, Chula Vista County,
Contra Costa County
- NYC for food served through
programs, childcare, corrections

Provide policy as a model to other
workplaces (Seattle/King County)




Vending on Public Property

Beverage Vending on State and Local Property

i
e
A

Sugar-Sweetened Juice Lows-Calorie
Beverages

cspinet.org/vendingcontradications.pdf



Vending on Public Property

5% of Vended Foods on State and Local
Property Are Healthy Options

cspinet.org/vendingcontradications.pdf



Healthy Meetings

- National Alliance for

Nutrition and Activity
Healthy Meeting Toolkit

¢ N. 4

‘ 2%

- Healthy Meeting Pledge [ @ f‘
- ‘&_\\\ :

N

* www.healthymeeting.org B SRR o

National Alliance for Nutrition and Activity

R2e Healthy Meeting Toolkit



http://www.healthymeeting.org/

For More Information

V7 Public Interest fhe Asnssksaiy Sl o
i ‘ + Fact Sheets

- Generadl
Healthier Food Choices m - Randolph—Sheppar‘d

For Public Places e

About Us Food Day Nutrition Food Safety More! Contact

- Financial Impact
Food and Nutrition Guidelines for Government, Worksites, 5 o
Hospitals & Organizations O TO O I k I TS

L A

*  Promotional/educational signs
and materials

*  Model legislation

o

Nutrition

http://bit.ly/CSPI-FSG
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- School lunch, breakfast,

2010 Child Nutrition
Reauthorization

* Healthy, Hunger-Free Kids
Act, S. 3307

CACFP, WIC, summer
foods, after-school
suppers

. $45 B (2010) v. $487 M
(2004)

 Improve access, funding
and nutritional quality of
school foods




Food sold outside
of school meals:
Vending
A la carte
-School stores
-Fundraisers




USDA School Meal Regs
The School Day Just Got ttealthier

o s —

tndor the new nubrition Standards,
school lunches have:

Less unhealthy fat
LSS Salt
Fewer calories

| (1 3 I- Low and non Tat dairy
i el bl - Double Fruits and veggjes

fcﬂﬁr al | * % Mot whole grain

f mﬂ:jfifﬂli"ﬂl”“ ""?!.'T?l“#f-

Visit vowe.School T oodS.orarback2schoo Tor mort information.



Schools Meeting School Lunch
Standards
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a. School Nutrition Dietary Assessment Study (SNDA)
b. SNDAII
c. SNDAIV
d. USDA 6-cent certification data for school districts



Threats to
school nutrition

Policy riders on spending bills
CNR delayed

House Freedom Caucus hit list =
Conservative lobbyists
Administrative action

— TA, technical assistance,
guidance, enforcement

St. Louis Post-Dispatch




Food Marketing Is Effective

Companies know marketing
works: $2 billion/year

Studies show marketing gets
children's attention & affects
food choices, food preferences
purchase requests, diets &
health

- Watching TV linked to obesity

Kids misled by and don't
understand advertising

Parents know marketing works



Marketing undermines parents
and affects what others feed
children




Interagency Working Group on

* Develop nutrition
stds

+ Identify marketing
approaches

» Define kid-
targeted marketing

USDA
anin

FIOA




Children's Food and Beverage

Advertising Initiative
18 Participating Companies

BBB

12 use nutrition criteria
for child-directed ads

R g ConAgra
NG Groods

@‘“ &Y s Hellrggs

KraftJHeinz

& PEPSICO @

Mondelez,

oy s
b

Unleorer~

6 pledge no
child-directed ads

AMERICAN LICORICE COMPANY
@y, FERRERO
HERSHEY. MARS

THE HERSHEY COMPANY

Good Food, Good Life


http://www.postcereals.com/

Nickelodeon Food Ads

Figure 1:
Ads for Foods of
Poor Nutritional Quality
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Strengthen self-regulation

All companies need to have
marketing policy

- Entertainment companies

Strengthen nutrition
standards

Cover all marketing

- In-school, on-package, in-store,
toy give-aways, kids' menus

W HxTHITS

Strong definition of kid- | spio
targeted marketing - \Y



Soft drink taxes

» Current funding for nutrition and physical
activity is inadequate

- 35 states tax soft drinks

- Some state soda taxes are earmarked

+ 1¢/0z. soft drink = $13 billion/yr nationally
- Reduce intake by 15%

- Decrease medical costs by $1.7B/yr

- Reduce diabetes, heart attacks, strokes, premature
deaths



Center for Science in the Public Interest

* 40 year history (since 1971)

Food label tricks, p. 7 A cralose & cancer, p. 8 | The best yogurts, p. 13
APRIL 2016_$2.50 « ©

HEALTH LETTER

* Mission:
* Make it easier to eat healthfully
* Prevent/mitigate diet and obesity
related diseases

* Educate the public
* Nutrition Action Healthletter
* Press
» Books
* Reports

* National, state and local policy




Misinformation Overload

Down't Mix
thies food
with that
Food.

Don’t Drink Water while eating a meal

Fat Makes yo» F
N0 \N‘(\Eat or i,

(/,«
(/ //

Don’t Use the
Microwave




Protein Foods




- Nature of journalism—they cover news
* Diet book authors want to sell books

* Food industry marketing, deceptive labeling
and ads, funding biased research

* Generated confusion threatens:

([ The pUinC's healTh f NEWS WEATHER SPORTS VIDEO 9
* nutrition policy

NewsWest9.com

Could a low-salt diet hurt your
health?

N u1- r‘ i ? i o n Updated: Tuesday, May 24th 2016, 4:11 pm EDT
Confusion e



cspinet.org/
acthow

www.cspinet.org
nutritionpolicy@cspinet.org


http://www.cspinet.org/

