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Types of Environmental Approaches

Change access to foods

— Build new food stores

— Increase availability of healthy foods

— Decrease availability of less healthy foods
— Price promotions

— Change the physical location of foods

Change perceptions of foods through promotion
Improve food networks (distributors, producers, retailers)

Changing setting for provision of information (POP
promotions)

Improve local production
Change the amount of food provided
Increase nutrient content of foods



Food Store Intervention Trials: Limitations

 Little or no formative research

 Little emphasis on participatory approaches
* Limited use of theoretical frameworks
 Little process evaluation

 Few have worked in small stores

* Few intervention strategies, with limited
reinforcement/integration of activities

 Limited evaluation (e.g. lack of dietary assessments)
* Tend to be short duration
* No work on sustainability

(References: Se{mour et al 2004, Glanz et al 1995, Wechsler et al 2000, French
and Stables 20095)
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Apache Healthy Stores
Goals

1. To implement a store-centered Va2 o
nutrition program on the White R
Mountain and San Carlos Apache Vi
reservations v

2. To increase sales of healthy foods

3. Toincrease healthy food purchasing,
preparation and diets of community
members



Formative research conducted

Type of formative research Number
completed

In-depth interviews with large store 6

owners, managers and staff

In-depth interviews with small store 10

owners and managers

In-depth interviews with store customers 22

In-depth interviews with community 13

leaders

Observations of food purchasing in small 11

stores

Focus groups for testing intervention 7

materials

24 hour dietary recalls 53
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Problem foods

Nunavut Workshops NWT Workshops Nunavut | R | NWT R [ FOOD S
recalls a | recalls a C
n n 0]
Taloyoak R | Cambridge Bay R Inuvik R| Tuktoyuktuk [ R k k R
k k k k E
Pop 111 | Pop 11 1| Pop 11 1| Sugar 11 1| Sweete | 1 | Sweete | 1 | POP 47
410 410 0 2| 0| ned 0 | ned 0
drink drink
Potato 119 [ Candy 1] 9| Chips 8|9 | Fast 9| 9| White 9 [ Sugar 9 | CHIPS 38
chips 2 (chocolate) 0 food bread
Sugary 71 8 | Chips 1| 8 | Sugar 7| 8| Salt 9| 8| Bannoc | 8 | Pop 8 | SUGAR 33
snacks 0 k, fried
White flour | 7| 7 | Sweetened 11 7| Process | 7| 7| Pop 8| 7| Pizza 7 | Muktuk 7 | SWEETEN | 31
drinks 0 ed food ED
DRINKS
Chocolate | 6| 6 | Expired 8| 6| Fast 6 | 6 | Energy 8| 6 | Sugar 6 | White 6 | CANDY 24
bars foods food drinks bread
TV 6| 5 | French fries 8| 5| Candy 6 | 5| Sugary 8| 5| Chips 5 | Chips 5 | FAST 23
dinners cereals FOOD
6| 4 | Bad quality/ 6| 4| Lard 514 | Powdere | 7| 4 | Oatmeal | 4 | Butter 4 | WHITE 16
Oysters costly FV d juice BREAD
Sugary 5| 3 | Microwave/ 5| 3 | Sugar 5| 3 | Coffee 6| 3 | Arctic 3 | Candy 3 | SUGARY 14
cereal fast foods cereals mate char CEREAL
Butter 5| 2 | Fried chicken | 4| 2 [ Bacon 4 | 2 | Chips 6| 2| Soda 2 | Caribou | 2 | FATS 10
soup (butter,
lard)
Candy O 1 | White bread 41 1| Alcohol 4 [ 1| Candy 6| 1| Caribou | 1 | Pizza 1 [TV 10
DINNFR
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Healthier alternatives for pop

Nunavut NWT Total Votes
Taloyoak Cambridge Bay Inuvik Tuktoyuktok
Frozen juices 12 | River water or Water NA Water: 23-25
tap water
Bottled water 10 | Water w/lemon Diet pop NA Diet pop: 14
Diet pop 6 |Tea Crystal Light NA Fruit juice: 6
Flavoured 1 | Bottled water Unsweetened NA Crystal Lite: 8
water fruit juice
Smoothies Apple juice Herbal teas NA
Kool-aid 0 | Kungulek juice Flavoured milks NA
jammers (plant)
Juice 0 | Sugar free kool- Flavoured NA
aid/crystal light water (fizzy)
Decaf coffee 0 | Frozen Milk NA
concentrate
juice
Decaf tea 0 | Cranberry juice Tea NA
Single packet Diet pop Coffee NA
Kool-aid
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Apache Healthy Stores Program
Phases (June 2003 — June 2004)

Phase Theme
0 Teasers
1 Kickoff/Eating Healthy Snacks
2 Start the Day with a Healthy Breakfast
3 Cooking and Eating with Less Fat
4 Quick and Healthy Dinners
3 Drinking Healthy Beverages
6 Healthy Lunches and Snacks




FOOD PROMOTION LIST

Food

Minimum Amount
needed per store

Pretzels

20 vnits Large and small
bags

Baked potato chips

20 units. Large and small
bags

Pretzels {low sodium)

10 units

Baked tortilla chips

20 units

Saltine crackers

20 units

Fresh fruit

10-20 units

2% milk

20 units

1% milk

10 units

Skim milk

10 units

Any of the following cereals:

Cheerios, Wheaties, Nutrigrain.

Shredded wheat, Life, Corn
Flakes, Chex

20 units (of all varieties
combined)

Fresh fruit

20 units

Cooking spray

10 units

20 units

Potatoes

20 units

Pork and beans

25 units

Corn (frozen or canned)

20 units

Onions

20 units

Healthy deli offerings

10 units

Cooking spray

25 units

Lean ground meat

10 units (not done if store
does not stock meat)

Diet sodas, cans

100 units-

Warter in bottle

100 units-

Diet soda offered on fountain




This food is

Higher

in Fiber
[

Shelf labels

Lower
in Fat

This food is
Lower
‘4SE " inS
¥®  in Sugar
v ey 9
v ——

Displays

Posters

Food labels are a
rainbow of information!

Nutrition Facts

Serving Size 1 oz. (About 17 pretzels)
Servings per Container About 15

Amount Per Serving

Calories 110 Calories from Fat 10

% Daily Value
Total Fat 1g

Sodium 580 mg

Total carbohydrate 23g
Dietary Fiber 1g
Sugars less than 1g

Vitamin A 0% e VitaminC 0%

Calcium 0% . Iron 10%

*Percent Daily Values are basedona
2,000 calorie diet.

APACHE IEA!,"I‘YIVIY"STORES

Sample Mate

rials

2 SAVE MONEY
";; with cooking spray -*'

Krispco

Shortening

Flyers ;

Shortening

-9 5 sh Cae des
Qe DTE

6 cents per serving 3 cents per serving

QUENCH YOUR THIRST
WITH WATER e

people with diabetes or
v other health conditions?

Dlet. sodan are for amyone who wanta to

consumme less sigar or caiceizs. This
Includes alabetica, Wit can Include ary
health-conecioue peroen.

58 cents for
20 ounces of soda “Amourt = megar i » 12 sunce soda
1 megar cubs o t Caaepoon or 4 srmnin
Orange or
cream soda:
Mountain
25 cents for Dew:
20 ounces of water WATER HAS ZERO CALORIES AND COSTS LESS THAN SODA.
WHY NOT GO FOR THE WATER WHEN YOU'RE THIRSTY?
Cola, Roct
ADYANTAGES OF WATER Beer, or Sprita:
1. Really quenches your thirst
2. Keeps up your body fluids so you perform batter 7-UP

3. Far cheaper and better for your health than soda

Diet sodas ZERO Sugar,
or water: ZERO Calories!



Cooking demos/Taste tests

01/16/2007




Newspaper
cartoons

Apache Healthy Stores ‘ zgﬁgiﬁgz ] [IWhy srll\:uld"\
i i rinse, Mom?
Eat Right, Be Strong, Live Long \ground meat?_ . b

.$ " /<_.
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BURGER
BARN

for only |

49 cents| X

Not
greasy!

It gets out
a lot of
extra fat.

7 1

INSE GR 8

|
DRAIN & R

for only |
49 cenfst

/i
Dad, | think
I'll have a
regular size!




Culturally themed radio announcements

01/17/2002




Impact of Apache Healthy Stores program on daily
gram consumption of PROMOTED foods

Food Pre Post T test/Wilcoxin
Intervention Comparison Intervention Comparison Difference P
Mean Mean Mean Mean (postint-
preint) -
n=69 n=82 n=69 n=82 (postcom-
precom)
Vegetables: 59.0 62.4 62.2 50.3 +22.4 0.047
Fruits: 122.2 135.2 124.3 134.6 +2.7 0.91
2% or 1% 58.9 109.0 120.5 92.7 +77.9 0.03
Milk
Canned fish 4.0 6.0 11.5 5.8 +7.7 0.049
Healthy
Cereals:
High fiber, 6.3 12.1 15.9 17.7 +3.90 0.048
low sugar

cereals




Impact of Apache Healthy Stores program on daily gram
consumption of DEMARKETED foods

Food Pre Post T test/Wilcoxin
Intervention Comparison Intervention Comparison Difference P
Mean Mean Mean Mean (postint-
preint) -
n=69 n=82 n=69 n=82 (postcom-
precom)
Fried Mexican/ 133.0 93.6 100.8 107.9 -46.5 0.05
Apache foods
Ramen 70.7 42.6 61.4 70.4 -37.0 0.03
noodles,
canned soups
Whole Milk 16.6 23.6 35.4 69.4 -27.0 0.05
Unhealthy 50.3 28.3 44.3 42.3 -20.0 0.09
Snacks:
chips, nachos,
popcorn

Mean indicates the daily gram weight consumption of that food



Apache Healthy Stores Results

« After adjustment for baseline value, age, sex,

education and SES, a food store environmental

iIntervention was associated with significant
Improvements in:

— Food-related knowledge
— Healthy food purchasing

— Daily gram consumption of healthier foods

 Increased unit sales of promoted healthy food
options

* First food store intervention to show impact on diet



Sustaining (and expanding) Apache
Healthy Stores: Ongoing Work

« San Carlos Apache Diabetes Prevention
Program

— Full transfer of existing program, adaptation
and integration of activities (including
evaluation)

* White Mountain Apache Tribe, Cibecue
Community

— Partial transfer of existing program

* Navajo Special Diabetes Program
— Full partners in development, implementation



Baltimore Healthy Stores
Goals

« To increase access to healthy foods for
residents of Baltimore City.

« To promote these foods at the point of
purchase

* To work in collaboration with community
agencies, the city of Baltimore, and local
food sources.
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Materials for Store Owners

Incentive cards

Nutrition education session
Stocking guidelines
Cultural Guidelines for Korean Store Owners:

For the long term success of your store, it is important to build a strong relationship
with local community. There are TWELVE guidelines to follow which can help:

Keep prices steady throughout the month.

Buy foods for your shelves that are not close to expiration.
Check to see that all packaged foods are at least 1-2 months
before expiration.

Contribute part of your profits back to the community and
advertise it. (For example, donate food to needy residents,
provide support for schools, recreation and public safety)

Greet your customers when they enter your store. (Hi, Hello,
How are you?) In American culture, it is appropriate to greet.

2.
5

Make eye-contact and small talk (jokes, comment on the
weather, discuss personal experiences).

Do not ignore customers (it is considered a direct insult).

Do not watch customers constantly.

XN D

Do not put change on the counter; put it back into the
customer’s hand.

AN

Say goodbye when they leave (Thank you. See you later, Take
care, Have a nice day).

(

7(). From time to time, ask regular customers what they would like
you to stock and get those items.

Hire workers from the community.

72. Set-up a bulletin board for community members to post
information.

Fol x|ALSIolA| @tEBtn FTIMel uIX|LIAS PahMl, X Absiet

she AE of$ Z28 YL ofehE 2EHEEXRIR, £R0| SE 12748 XA euch
7. w2 EN AR BANAL RANFAHL. AV ow wa A9F v
oz ALY B o]&o 2 HEe & AU

Sl gel A &85k w) §-87100] 2@ FolAe WS A=A L. A%
o FEIRol 1-2% o] v B1E TRl

AFUEE S8l 242 22& FRAL, 53] 7}
ek o] oA v A& AT ek, stk ARUE AAEel AA ANE
s 2e F elzk AU

el ol el ke vk d AulA L.
(Hi, Hello, How are you?)

E9o g REA AL ook § AVIBAL. e SRt wa
ol #3k o]ol7] & & 2A1A 7t FHu T

E9& FASHA whAlL. ol¥ WE-S A4 meo] Huth.

E9e A% R A EA v Q.

Aol ZHEE Ui 2ng &9 0] &of A (ES AvRAL.
olzlo] v A% Ik

332 U7k Ed el bekd wigQlAkE sinAlL.

(Thank you. See you later, Take care, Have a nice day)

vz E EP Sl oW E1& A3l Ztk o F&4 =3
BALQ, o + = Aol dg efeltjol & & 2]yt

e wkgk ol 28 e 5l FHUE ngH nAL.

72. FUES A9 AAARE 1He £ i AN BE WE] FohuAe.




Phase 1:

Low Calorie
« Educational Display

Baltimore
Healthy Stores Q & A

Aren't diet sodas only for people
with diabetes or other health conditions?

Diet sodas are for anyone who wants to consume
less sugar or calorles. This Includes diabetics, but
canInclude any health-consicious person.

*AMCUNtof SUZar Ina 12 cunce socks

33-44 cents per quart 15ugar cube = | teaspoon or 4 grams.

Water has zero calories and costs less than soda g’;’:nges:‘;a_ 00000060
Why not go for the water when you're thirsty? : )
Mountain 0600000
Ll 0000
20 cents per quart
Cola, Root 000000
1.Really quenches your thirst Beer, orSprite: (57
2.Keeps up your body fluids so you perform better
DID YOU KNOW? 3.Far cheaper and better for your health than soda AL pﬁr—ﬂr—ﬂrﬂr—ﬂr—fﬁ
The Baltimore City Department of Sodial Services can help you
get food stamps, temporary cash assistance and medical care. Diet sodas ZERO Sugar,
Tofind out if you qualify, o to your local social sarvices centar SAVE MONEY & CALORIES orwater: ZERO Calories!

To find your local centar, call 410-361-4600

BY CHOOSING WATER! s

Beverages
Flyer

HOW MANY CALORIES ARE YOU
DRINKING?

1 teaspoon of
sugar=16 calories.

/g 9 teaspoons= ??
[ S

No Sugar—> No calories
o

Nw
(=

Baltimore

This coupon entitles you fo

50 cenls || 50 cents off a bottled water! |= !

OFF

*Bottled water must be promoted by the BHS
*See reverse for list of participating stores

Coupon ID:__ ———.""! >
Enimtcnvar: 1203106




Baltimore Healthy Stores: Store Resultsp

Stocking and sales scores at baseline, post—phase and 6 months p
ost—intervention)

Stocking Score ) Sales Score )
(range 0-10)) (range 0-10))
Intervention) Comparison) Significance) Intervention) Comparison) Significanceb

Baseline) 59+2.0) 6.8+ 1.6) NSH 4.4+1.8) 5+1.5) NSH

Post-phaseb 8.3 £ 1.00) 6 £ 1.8) 0.004) 7.1 +£2.00 58=+1.8) 0.05)

6 mon. Pos

t—interventi 7+200 55+1.5) 0.009) 6.4+1.8)0 4.7 £ 1.5) 0.003)
on)



Baltimore Healthy Stores:
Consumer Results

 After adjustment for baseline value, age,
sex and SES:

— Significant impact on food preparation
methods and frequency of purchase of
promoted foods

— Trend of impact on food intentions



Healthy Stores Studies Results: Summary

Program Significant Impacts Observed
Consumer Consumer Consumer Store
psychosocial behavior diet
Marshall Islands Knowledge Healthy food N/A N/A
Healthy Stores purchasing
Apache Healthy Knowledge Healthy food Increased healthy Increased
Stores 1 purchasing foods, decreased stocking and
unhealthy foods sales
Zhiwaapenewin Knowledge (assoc. w/ Healthy food ? N/A
Akino’'magewin (First  exposure) purchasing
Nations)
Baltimore Healthy Intentions (assoc. w/ Healthy cooking ? Increased
Stores 1 exposure) methods, stocking and
purchasing labeled sales
foods
Healthy Foods Hawaii  Caregiver knowledge, ? ? ?

convenience of healthy
foods, children’s healthy
food intentions

Healthy Foods North ? ? ? ?
(Arctic)

Navajo Healthy Stores ? ? ? ?



Ongoing and Future Work

Apache Healthy Foods:
— Linking in with culinary arts students in local schools

Baltimore Healthy Stores:

— Expansion to West Baltimore stores

— Work in and around youth recreation centers and city
churches

Zhiwaapenewin Akino’'maagewin:

— Proposed expanded trial with food stores and schools
under review

Navajo Healthy Stores:
— Farms to Table program



Some Challenges

* Figuring out the best institutional base(s)
for sustaining food store programs

* Determining which combination of venues
(e.g., stores, schools, worksites, etc.) is
most effective

* How to keep prices low to improve access
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Some Resources

« www.healthystores.org

— For more information on the healthy stores
projects

o www.riskfactor.cancer.gov/mfe

— Online searchable database of articles on
measurement of the community food
environment, and instruments




