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MISSION

MARYLAND HEALTHY STORES 

The Maryland Healthy Stores Program seeks to improve the availability of healthy food options at local stores and to promote these foods both at the point of purchase. This program has the intention of improving the nutritional content of foods purchased and consumed by the population and doing so in a way that the changes made can be sustained after the project is complete.

HEALTHY STORES PROGRAMS

The Maryland Healthy Stores program is part of several Healthy Stores programs which are intended to improve the availability of healthy foods, promote them at the point of purchase, and improve local food systems in general to disadvantaged populations throughout the United States and other select populations. Maryland Healthy Stores is one of 4 current Healthy Stores projects in Maryland, including Healthy Bodies, Healthy Souls (HBHS), Baltimore Healthy Eating Zones (BHEZ), and Baltimore Healthy Carryouts (BHC). To date, completed Healthy Stores programs include two rounds of intervention in Baltimore City (completed in 2008), a pilot trial in the Republic of the Marshall Islands, a one-year intervention with the Apache (completed in July 2004), and an intervention with consumers, food retailers, producers and distributors in Hawaii (Healthy Foods Hawaii). A project with First Nations Communities in Canada (Zhiiwaapenewin Akino’maagewin: Teaching to Prevent Diabetes) (ZATPD) Round 1 was completed in 2006 and Round 2 in the comparison communities is ongoing. The Apache Healthy Stores Project (AHS) is being re-initiated as Apache Healthy Foods (AHF) in collaboration with the Tribal Diabetes Prevention Program in the 2 reservations. The Navajo Healthy Stores (NHS) Project is an extension of AHS program on the Navajo Nation, and is currently in the post-intervention evaluation stage. The Baltimore Healthy Eating Zones project is also currently in the post-intervention evaluation stage.  Check our website at www.healthystores.org for up-to-date information. 









POLICY & PUBLIC RELATIONS ISSUES

As the person associated with the Maryland Healthy Stores project with the greatest contact with the public, the Interventionist will frequently have to deal with the public and multiple requests for information.  This section is intended to give you guidance for the most common issues you are likely to face:

Requests for Materials:  It will not be possible to pass out materials until the study has been completed and evaluated. At this point materials for similar healthy stores studies will be available for dissemination and use through our website (www.healthystores.org).

PRESS Requests:  Contact Dr. Joel Gittelsohn (Principal Investigator), Associate Professor, Center for Human Nutrition, Johns Hopkins Bloomberg School of Public Health, Phone: 410-955-3927, Email: jgittels@jhsph.edu





INTERVENTION PLAN

INTERVENTIONIST RESPONSIBILITIES & DUTIES

This section of the Manual of Procedures lists the primary responsibilities of the Interventionist.  More information on specific interventionist responsibilities is included in later sections of this manual.  NOTE: The interventionist should make a timeline of events outlining what needs to happen and where. Doing this before the intervention begins will help you organize and be prepared to fulfill all of your responsibilities.  

The Interventionist is responsible for all of the different components of the MHS program in his or her assigned store(s).  The interventionist will:

1. STOCKING OF FOODS: Make sure each store has stocked the promoted foods during the appropriate phase of the Maryland Healthy Stores (MHS) project.
*See Maryland Healthy Stores Food Promotion List p.39
2. SHELF LABELS: Make sure the store has the appropriate shelf labels up for each of the promoted foods at the appropriate times. 
*See Promoted Food Shelf Label List, p. 42
3. POSTERS: Put up and maintain posters for each of the promotional phases.
4. FLYERS: Make sure stores have an adequate number of flyers to be handed directly to customers or given out in shopping bags. Hand out flyers to customers during the cooking demonstrations.
5. STORE OWNER MATERIALS: Provide MHS FAQ sheet to store owners and answer questions they have about participation.
6. COOKING DEMONSTRATIONS/TASTE TESTS: Set up, conduct and clean up after cooking demonstrations and taste tests at each of the assigned intervention stores. Complete Cooking Demonstration/Taste Test Log for every one conducted.
7. GIVEAWAYS: Hand out giveaways and other promotional items at the stores.  This will usually be tied to specific cooking demonstrations and taste tests. See Giveaways, p. 87
8. BUTTONS: These should be distributed along with the giveaways during the intervention of the respective phases.
9. GIFT CARDS: Provide gifts cards for store owners to purchase promoted food items.
10. NUTRITION INFORMATION: Be prepared to answer questions about nutrition and the function of the Maryland Healthy Stores project.
11. PUBLIC RELATIONS: Represent the project in a professional manner.
a. Maintain good relationships with all intervention store staff and managers.
b. Meet briefly with each store manager to update them weekly.
c. Respond appropriately to feedback about the MHS project.
12. REPORTS AND FORMS: Complete Interventionist Logs to document program activities.


OVERVIEW OF INTERVENTION PLAN

The Maryland Healthy Stores intervention has the aim of promoting consumption of healthy foods through a store-based promotion program. The table below outlines the lessons or phases in each component.

TABLE OF PHASES FOR MHS

	Phase
	NAME OF THE PHASE
	DATES

	0
	TEASER
	4/25/11-4/29/11

	1
	HEALTHY BEVERAGES
	5/2/11-6/3/11

	2
	HEALTHY SNACKS
	6/6/11-7/8/11

	3
	HEALHY HOME FOOD PREPARATION
	7/5/11-8/12/11

	4
	HEALTHY DELI/CARRYOUT FOODS
	8/15/11-9/16/11






PHASE 0: 
TEASERS

THEMES	Kickoff
		
MESSAGES	Introducing the new Maryland Healthy Stores program

FOODS	None

BEHAVIORS	Increasing awareness of MHS program in local stores
		Building anticipation for the MHS program

SHELF LABELS 	None	

COOKING DEMO/
TASTE TEST  	None	


EDUCATIONAL
DISPLAY 	None	

POSTERS	Coming to this store…Maryland Healthy Stores
		

FLYERS	None

GIVEAWAY	None 

BUTTONS                 None

CORNER STORE	Store Owner Recruitment/Training: Store FAQ Sheet



PHASE 1: 
[image: glasswater]HEALTHY BEVERAGES

THEMES	Drinking Lower-Calorie Drinks

MESSAGES	Low-calorie drinks are healthier

BEVERAGES 	Water
Diet Soda
Sugar-Free drink mixes
100% Juice (not included in taste-testing)
Low-Fat Milk

BEHAVIORS	Choosing healthier drinks

SHELF LABELS  	Lower in Sugar
	Lower in Fat

COOKING DEMO/
TASTE TEST 	Low calorie drink taste test 
· Diet sodas (Coke Zero, Sprite Zero, Diet Dr. Pepper, Diet Canada Dry, Diet Mountain Dew)
· Sugar free drink mix
· Low fat milk (2%, 1%, skim)
EDUCATIONAL        Quench Your Thirst with Water/Water does the body good (see SAMPLE)
DISPLAYS







POSTERS	What are you really drinking? (see SAMPLE)
 Drink 100% Juice. You deserve it. (SEE SAMPLE)
 Whole milk is 50% fat

     [image: ]


[image: PA020020]FLYERS  	What are you really drinking? (May be poster or flyer)
	       After 2, you can go blue


GIVEAWAYS	No Sugar Added Water Bottle with MHS Logo (see SAMPLE)
	Crystal Light packets
    
[image: ]

BUTTONS	MHS logo
		No Sugar Added
		TBD


STORE	$50 gift cards to store owners for diet sodas, Crystal Light, and LF milk



Phase 2: 
[image: 00002704]HEALTHY SNACKS

THEMES	Healthy snacks 
High fiber as snacks

MESSAGES	Try fruits and veggies for a healthy snack
	Baked chips, pretzels, and seeds are healthier snacks

FOODS 	Fruits (fresh, dried [unsweetened], fruit cup/can in 100% juice or light syrup)
	Reduced fat chips, baked tortilla chips, and pretzels
                                Veggies with low-fat dip
	Low-fat granola bars or trail mix

BEHAVIORS	Eat fruits or vegetables for snacks
	Try new ways to eat fruits and vegetables
	Choose baked instead of fried snacks
	
SHELF LABELS 	Lower in Fat
	Lower in Sugar
Healthy Choice
High Fiber

TASTE TEST 	Baked chips and pretzels 
	Fresh fruit 
	Granola bars/trail mix 

EDUCATIONAL       Make lifelong changes (Old. TBD)
[image: ]DISPLAY                  (See SAMPLE)
		
POSTERS 
                   Baked for better health/baked is better (TBD)
                How many fruits and vegetables have you had today?
Have a Snack Attack without the Fat (Old; TBD)

FLYERS 	Baked vs. regular chips vs pretzels (TBD)
	Fill up with fiber

GIVEAWAYS	Magnet
                                Buttons
                                Chip clips/Samples of promoted snacks)
	Fresh Fruit
                

BUTTONS                 MHS Button
                                Strive for 5, etc. (TBD)

STORE                     $50 gift card for food purchases
PHASE 3: 
[image: stove]HEALTHY HOME FOOD PREPARATION

THEMES	Healthy Cooking at Home
                                 Pack a healthy lunch
                                 Know portion size

MESSAGES	Use cooking spray for lower-fat cooking
Add vegetables to your meals
Bake instead of frying
Use whole wheat bread for sandwiches

FOODS	Cooking Spray
		Whole wheat bread
                                 Low-fat cheese
                                 Low-fat mayo
                                 Low-fat dressing
Vegetables

BEHAVIORS	Use cooking spray
Eat more vegetables
Choose whole wheat bread instead of white
Choose low-fat mayo over high-fat mayo

SHELF LABELS  	Lower in Fat
		Healthy choice 
		Higher in fiber
		
COOKING DEMO/
TASTE TESTS              Pan-frying with cooking spray
                                 Sandwich taste test
		 Vegetable with low-fat dressing taste test

[image: ]EDUCATIONAL        Providing and promoting healthy choices for Maryland (TBD)
DISPLAY

POSTERS 	Forget the fried
		Bake for better heath (TBD)
                                 You are what you eat (TBD)
                                 Eat more, die young (with single serving bowls)

FLYERS 	Eat well, Stay strong, Live long (cooking spray flyer) (Old; TBD)
                                 How many fruits and vegetables have you had today? (TBD)
                                 Three ways to reduce fat at home (Old; TBD)
                     

GIVEAWAY             Buttons
                                Magnet
                                Single serving bowl
                                Measuring spoon

[image: yhst-80571722672076_2105_267995853[1]]BUTTONS                  MHS Buttons
	                             Strive for 5
                                 A healthy lunch packs a punch (Old; TBD)
                                 Forget the fried

STORE	$50 gift card to store owners to buy promoted foods
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 Phase 4: 
[image: Picture 003]HEALTHY DELI/CARRY-OUT FOODS

THEMES 	Lower fat deli/carry-out foods

MESSAGES	Choose lower-fat deli/carry-out options
Reduce the mayonnaise	
Reduce fried foods
Choose whole wheat bread

FOODS	Whole wheat bread
	Light mayonnaise/low-fat condiments
	Water
	Fruit
                                Low-fat chips and pretzels	

BEHAVIORS	Choosing lower-fat deli/carry-out meals
Choosing light mayonnaise or other low-fat condiments

SHELF LABELS  	Lower in Fat	
	Higher in fiber
[image: ]	
TASTE TEST               Light mayo on sandwich
	

POSTERS                 Hold the Mayo, your heart will thank you (OLD; TBD))
                                Baked for better health (TBD)

[image: ]FLYER 	Make healthy carryout choices (OLD; TBD)
                                 You are what you eat

GIVEAWAY	      Magnet
		      Samples of light mayonnaise

DELI/CARRY-OUT   Modified handout menu highlighting healthier options (see SAMPLE)
                                $50 gift to buy healthier foods

[image: ]

	

SUMMARY:
FOODS & BEHAVIORS
	Phase
	Name of the phase
	Promoted Behavior
	Promoted foods
	Giveaways/Handouts

	0
	TEASER
	Increasing awareness of MHS program in local stores
Building anticipation for the MHS program
Follow the 10% Rule

	None
	FAQ to store owner

	1
	Healthy beverage
	Choose healthier and low calorie drinks, water, diet sodas and low-fat milk

	Diet Sodas : Diet Pepsi, Pepsi One, Sprite Zero, etc.))
100% Fruit Juice
Water
Low-calorie drink mix (Crystal Light, Wyler's Light)

	Water bottles
Crystal light
Magnets
Buttons
Flyers


	2







	Healthy Snacks







	Eat fruits or vegetables for snacks
Try new ways to eat fruits and vegetables
Choose baked instead of fried snacks 
Try high fiber snacks


	Fruits: Apple, bananas, oranges
Vegetables: Celery, Carrots
Low Fat Snacks: Baked Chips, Pretzels, Sun Chips, High Fiber: Granola Bars, trail mix, nuts, seeds

	Chip Clips
Magnets
Buttons
Flyers



	4
	Healthy Home Food Preparation
	Use cooking spray 
Use low-fat condiments
Buy healthier foods
Add vegetables into cooked meals
Pack a healthy lunch

	Cooking Sprays
Fresh/Canned/Frozen vegetables
Whole wheat bread
Low-fat mayonnaise
Low-fat dressing


	Measuring spoon
Single Serving Bowls
Light Mayo Packets
Magnets
Buttons
Flyers


	5
	Carry-out
	Choose lower-fat meals
Request light mayonnaise on foods
Choose whole wheat 
Choose healthier sides
	Whole Wheat Bread
Low fat and fat free mayonnaise, ketchup, mustard
Healthy sides: fruits, vegetables
	Light Mayo packets
Magnets
Buttons
Flyers





INTERVENTIONIST WORK PLAN 

EVERY STORE VISIT:

1. Complete the Interventionist Weekly Progress Report (See Appendix A for form).

IN THE WEEK BEFORE A PHASE BEGINS: 

1. Make sure store has stocked/ordered foods to be promoted. 

2. Make sure you have at least 25 copies of each flyer. 

3. Arrange with store manager for a space to conduct the cooking demonstrations/taste tests.

4. Make sure you have all food (non-perishable) and materials needed for each cooking demonstration/taste test. 

IN THE FIRST WEEK OF A PHASE: 

1. Put up the appropriate shelf labels for the foods being promoted. 

2. Put up all posters for that phase at stores.

3. Complete the Interventionist Log when posting materials. (See Appendix A for forms.)

DURING THE PHASE: 

1. Check at least once a week to make sure promoted foods are in stock (if running low, and at early stage of promotion, ask manager / store owner to order more).

2. Make sure the shelf labels are under the appropriate foods (sometimes food stocks are shifted around).

3. Regularly check to make sure the posters are still up. Re-attach if they are falling down. 

4. Conduct an interactive session once per week.

5. Hand out corresponding flyers and giveaways at each cooking demonstration/taste test. 

6. Complete the Interventionist Log when conducting activities. (See Appendix A for forms.)

AFTER THE PHASE HAS BEEN COMPLETED: 

1. Take down posters if needed to make room for new posters, but leave up shelf labels for promoted foods. 

To fill out the Interventionist Log, the interventionist will follow these steps:
1. Enter his/her name.
2. Enter the date.
3. Enter the name of the store.
4. Check the number corresponding the current promotional phase.
5. Check the number of peer educators present.
6. Check off all activities conducted during the visit.
7. Record the type of cooking demonstration or taste test (e.g. milk, chips, etc).
8. Record where the cooking demo or taste test was done in the store (e.g. anteroom,     back of the store, outside).
9. Enter start time.
10. Enter end time (when completed).
11. Record number of materials posted in the store during each visit (shelf labels, posters).
12. Record number of materials distributed (flyers, buttons, giveaways).
13. Describe activity details for the visit, including interactions with store owners and customers.
14. Record attendance of visitors, marking tick marks as you go along, distinguishing between brief visitors (10 seconds to 1 minute) and longer visitors (greater than 1 minute, discussion) and grouped by age and gender.
15. Record with tick marks/tallies the number of food samples, flyers and giveaways handed out during the cooking demo or taste test.
16. Record questions asked or comments made by customers participating in cooking demonstrations or taste tests.  This can be continued on the reverse side of the form.
17. Turn in completed form to MHS office.





 INTERVENTION MATERIALS STANDARDS 

	Material/Intervention Component
	Small stores
	Delis/Carry-out restaurants

	Stocking of healthy food choices
	Minimum of 5-10 units of the target foods stocked for the duration of their promotional phase
	N/A

	Posters
	One of each developed for the phase posted in plain view; full size or reduced size
Posted at the beginning of its phase
Taken down at the end of the phase if needed
	One of each poster appropriate for carryout restaurants (beverages and carryout) posted in plain view; full size or reduced size
Posted at the beginning of its phase


	Flyers
	Minimum 25 passed out during cooking demonstrations/taste test per phase
	N/A

	
Shelf labels
	Post at the beginning of its phase, in stores where foods are accessible to consumers
	N/A

	Taste tests
	Conducted a minimum of 6 times per promotional phase
	N/A

	Giveaways
	Minimum 25 passed out during cooking demonstrations/taste test per phase
	N/A

	Buttons
	Minimum 25 passed out during cooking demonstrations/taste test per phase
	N/A

	Carryout menu
	N/A
	Place on deli/carryout counter at the beginning of carryout phase



Interventionist notes:
· Need to make sure materials are posted and remain up throughout their phase.
· The standards above are per store.
· If a particular phase does not have a specific type of material developed, the standard does not have to be met


GENERAL GUIDELINES FOR WORKING SMALL STORES

· Varying up the time that cooking demonstrations are held is useful to contact a variety of customers: conduct some on weekday, some on weekends, at different times.
· Offer for store owners to put up the posters for each phase themselves. This allows them to feel comfortable about posting materials, especially if space is limited in the store. If this option is used, check back on a later date to make sure owners have put up the posters. 
· Post shelf labels under shelves so they do not take up space
· Make sure not to hide any WIC labels
· Space is limited, so be flexible about where you conduct taste-tests. You may choose to work at the back of the store, in an ante-room, of even outside if the weather is nice.
· Be considerate of the needs of the store owners. Many owners may feel uncomfortable about having other activities in the store due to theft, disruption, spilling of food, etc. Talking with the store owner about how to ease their worries will aid in planning for these activities.
· Customers in smaller stores may have little space to talk; handing out flyers and engaging in small discussions about the demonstrations can be helpful to engage them.
· Ask the store owner where to set up the table to be most convenient and will not block traffic.
· Some store owners may prefer that we don't distribute materials to the children. In such cases, do as the owner suggests and apologize for any inconvenience caused to them.

CORNER STORE MENUS AND SIGNS

Offering to create colorful menus and welcome signs for each of the corner stores is a way to improve rapport.  Interventionist may record menu offerings from the stores with delis/carryouts and have them graphically designed as color menus.  Those stores without deli/carryout options should be offered posters as welcome signs.  For phase 4, Deli/Carryout Foods, small symbols can be put next to the labels for the healthier choices on the menus, and encourages store owners to provide healthy options.  An example is shown below:


·  





PROMOTED FOODS




FOODS TO BE STOCKED IN STORES
Working with store partners to stock foods

Store partners of the Maryland Healthy Stores project have agreed to stock specific minimum quantities of foods for promotion for specific phases of the intervention.

The interventionist needs to work with store managers and vendors to ensure that:
· the appropriate foods are ordered*
· the foods to be stocked are on the shelves 
· promoted foods are visible when customers walk through the aisles 
· promoted foods are labeled with MHS shelf labels
· promoted foods are priced appropriately (i.e. not more than less-healthy options)

The interventionist should make sure the promoted foods are stocked at the beginning of each phase and at least every other week during the phase. This should be done by direct observation.

The interventionist should provide the store owner with a list of the promoted foods for each phase during the prior phase. For instance, the list of snacks that will be promoted should be given to the store owner during Phase 0.

If the promoted foods are not available, the interventionist should immediately meet with the store manager/owner and/or vendor, discuss barriers to stocking the food, problem solve, and encourage them to stock the food.  The interventionist should talk to the store owner/manager about sales of the food, what could be done to enhance sales, such as positioning the food better.

The interventionist should encourage the store owners/managers to continue to stock the promoted foods AFTER the phase has been completed.

*The interventionist needs to make sure that stores do not substitute alternatives for the promoted foods.  For instance, Frosted Flakes are NOT an acceptable substitution for Corn Flakes.

NOTE: This is probably the single most important part of the store component. If we cannot get the stores to consistently stock promoted foods, we will not succeed. 
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PROMOTED FOODS BY PHASE

Maryland Healthy Stores 
Food Stocking List (March 2011)


	Date
	Food
	Minimum needed per corner store

	PHASE 1:
	Water
	 10 units

	
	Diet Soda
	 5 units

	
	Sugar-free drink mixes
	 5 units

	
	Low-fat (1% or skim milk)
	 5 units

	
	Calcium Fortified 100% juice
	 5 units

	PHASE 2: 

	Fruit*
	 5 units

	
	Vegetables*
	 5 units

	
	Baked chips/ reduced fat chips / pretzels
	 5 units

	
	Seeds, Nuts, and/or Trail Mix
	 5 units

	PHASE 3:
	Cooking spray
	 5 units

	
	Fresh, canned, or frozen vegetables
	 5 units

	
	Low-fat cheese (if refrigeration is available) 
	 5 units

	
	Low-fat mayo
	 5 units

	
	Low-fat dressing
	 5 units

	
	Whole wheat bread
	 5 units

	PHASE 
4: 
	Wheat Bread
	 5 units

	
	Low-fat mayo
	 1 large container

	
	Low-fat cheese
	 5 units

	
	Poultry (not fried)
	 5 units

	
	Water
	 5 units


*can be fresh, frozen or canned (in 100% juice or light syrup only) 


Local Produce
Many Charles County Stores have connections to local farmers.  Encourage them to work with those farmers to increase the stocking of fresh fruits and vegetables, and offer to work directly with the farmer to ensure availability, affordability, and delivery.

 
COMMUNICATIONS
MATERIALS

SHELF LABELS BY PHASE

	Phase/Date
	Food
	Shelf Label(s)*

	PHASE 1: 


	Water
	LS, HC

	
	Diet Soda
	LS

	
	Flavored water
	LS

	
	100% fruit juice
	HC

	
	Low-fat Milk (1% or skim)
	LF

	PHASE 2:

	Fresh, dried, or canned fruit, incl. fruit cups
	LS, HC

	
	Baked chips, Sun Chips, pretzels
	LF

	
	Granola Bars
	HF, HC

	
	Nuts, seeds, trail mix (no chocolate)
	LS (seeds/nuts), HF, HC

	PHASE  3:
	Cooking spray
	LF

	
	Canned/Frozen/Fresh vegetables
	HF, HC

	
	Low-fat Dressing
	LF

	
	Low-fat Mayo
	LF

	
	Low-fat Cheese (TBD)
	LF, HC

	
	Whole wheat bread
	HF, HC

	PHASE 4:
	Light/low-fat mayo
	LF

	
	Light dressing
	LF

	
	Low-fat cheese
	LF, HC

	
	Whole wheat bread
	HF




	*Shelf Labels Key

	LS
	Lower in Sugar

	LF
	Lower in Fat

	HF
	Higher in Fiber

	HC
	Healthy Choice



Shelf labels

DESCRIPTION OF SHELF LABELS AND INSTRUCTIONS FOR USE
 
The interventionist is responsible for making sure the appropriate MHS shelf labels are up for every promoted food. The shelf labels are intended to serve as an easy reference for shoppers - to help them choose healthier alternatives over less healthy offerings in the food section. A SAMPLE shelf label from BHS is displayed here.

The following shelf labels have been developed: 
Healthy food choice: intended to refer to an overall healthy food choice, not so much a direct alternative to other foods (i.e. fruits and vegetables)

Lower in sugar: intended to refer to a food choice which has substantially less sugar than foods in a similar category that are more commonly consumed (e.g. pastries). Usually <10 g sugar per serving.

Lower in fat: intended to refer to a food choice which has substantially less fat than foods in a similar category that are more  commonly consumed (e.g. low fat mayo). Usually <10% DV fat per serving.

Higher in fiber: intended to refer to a food choice which has substantially more fiber than foods in a similar category that are more commonly consumed (e.g. nuts). Usually <10% DV fiber  per serving.

Shelf labels from previous phases should stay up for the remainder of the intervention.  They should be checked up on with each new phase and replaced if damaged.

It is likely that items on the shelves may shift when foods are restocked and that the shelf label may no longer sit under the appropriate food. Therefore the interventionist should write the name of the promoted food in permanent black ink in block letters in the space at the bottom of the label.  The interventionist will need to check the label placement weekly and make sure labels are properly located, and shift them if necessary.  In smaller stores it may help to give the manager and store staff a list of the promoted food shelf labels.  

Note: The interventionist should make sure she/he has the permission of the manager before making these adjustments.

Guidelines for 
Using posters

About the posters: 
Posters are one of the main mass media communication methods that are being used in the Maryland Healthy Stores program. Each phase of the MHS intervention has one or more posters that have been developed for that phase. Post the tabloid size posters (11”x17”) or flyers in smaller stores since space is limited and the smaller ones are less likely to be removed by store staff. 

When to hang: 	
The appropriate posters must be put up in the first 3 days of the intervention phase. At the end of each promotional phase, the Interventionist will take down the old posters if necessary to make room for the new posters.

Locations:  
They should be evenly divided between stores. The interventionist will need to get permission to put up the posters and select a suitable location at each site. 

Documentation and Maintenence:
The interventionist will need to record when each poster is put up using Interventionist Log (see Appendix A).  The interventionist will need to monitor store posters to ensure that they are securely posted and re-hang posters that may have fallen or been torn down.  Damaged posters should be replaced. Old posters (in good condition) should be stored in the project office. 

Posters by phase

Posters will be printed in various sizes depending on location.
NOTE: THESE ARE SAMPLES FROM BALTIMORE HEATHEY STORES AND BHEZ; THESE WILL NOT BE USED

PHASE 0 –TEASERS (SAMPLE ONLY)
 
       











PHASE 1 – HEALTHY BEVERAGES (SAMPLES ONLY)
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PHASE 2:  HEALTHY SNACKS (SAMPLES ONLY)
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PHASE 3: COOKING AT HOME/HEALTHY LUNCH AND BREAKFAST (SAMPLES ONLY)
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PHASE 4: HEALTHY DELI/CARRYOUT (SAMPLES ONLY)

[image: ]








Using Flyers

Flyers are a form of educational material on which more information about a topic may be conveyed.  They are used in multiple ways in the Maryland Healthy Stores project:

Flyers may be handed out by the interventionist during cooking demos and taste tests, or handing out materials may be an activity in itself.

DOCUMENTATION AND MAINTENANCE

The interventionist will need to record where and when flyers are distributed using the Interventionist Log (see Appendix A).  The interventionist will need to ensure that he/she has enough flyers available at each site and that they are appropriately used during each phase of the program.  

Flyers by phase

NOTE: THESE ARE SAMPLES FROM BALTIMORE HEATHEY STORES AND BHEZ; THESE WILL NOT BE USED

PHASE 1 – HEALTHY BEVERAGES














PHASE 2: HEALTHY SNACKS















PHASE 3 – COOKING AT HOME/HEALTHY LUNCH AND BREAKFAST   
                



















PHASE 4 – DELI/CARRY-OUT
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MATERIALS FOR STORE OWNERS

The interventionist will provide answers to frequently asked questions regarding the Maryland Healthy Stores project.  We are providing a schedule and document for the store owners in order to aid with implementation of the MHS program, called the MHS FAQ for Store Owners. 
The MHS FAQ sheet in currently being developed.

STORE OWNER SCHEDULE

February – March            	Store and visits

				Review of the program

April 25 – April 29	             Introduction of Interventionist

Interventionist comes and puts up posters for phase 0, gives store owner first wholesaler gift card (for phase 1 foods), discusses store stocking guidelines

Kickoff event will take place at some stores 

May 5 -	June 3                           Phase 1 of the program (“Healthy Beverages”) begins

Interventionist puts up posters, shelf labels, begins taste tests 

June 6 – July 8          	             Phase 2 Snacks

Interventionist takes down posters from previous phase and puts up new materials.  Conducts taste tests and activities for promoted items.

July 5 – August 12               	Phase 3 Cooking at home/Healthy lunch and breakfast

Interventionist takes down posters from previous phase and puts up new materials.  Conducts taste tests , cooking demonstrations, and other activities for promoted items.

August 15 – September 16	Phase 4 Healthy Deli/Carryout Foods

Interventionist takes down posters from previous phase and puts up new materials.  Conducts taste tests and activities for promoted items.

Interventionist will work with storeowner to come up with feasible methods to offer healthier foods (e.g., offer baked foods, veggie toppings and low-fat mayo).

Handout menus, which highlight healthy foods, will be provided to storeowners for distribution


INTERVENTIONIST WEEKLY PLANS
								BY PHASE


Phase 0

Store Visit

1. The lead interventionist visits each store with the assigned interventionist to introduce them and get them acquainted.
2. Put up “Coming soon” posters when you visit your store.
3. Check stocking of promoted beverages for phase 1, and provide stocking list highlighted to store owners.
4. Corner store owners will be given a $50 Food Depot gift card for phase 1 to purchase promoted foods for phase 1. You must get a signed receipt for the gift card.


Phase 1: LOW CALORIE/LOW FAT BEVERAGES

Day 1 of Week 1 (Prep.)

Materials Needed
· Shelf Labels (LOW SUGAR, LOW FAT, HEALTHY CHOICE)
· Tape
· Phase 1 posters
· Phase 1 flyers 
· Interventionist Log

Store Visit

1. Put up the new Phase 1 posters in the store.
2. Post MHS shelf labels under the appropriate diet sodas, water, fruit juices, crystal light, and milk etc.
3. Inventory the current stock of sodas, fruit juices, crystal light, and water and encourage owners to stock the promoted sodas, juice drinks and water if not available for next week’s taste test.
4. Introduce the idea of a soda, juice, and milk “taste tests” to the store owner. Coordinate with store owner on appropriate times and places to hold the taste tests. 
5. Give store owner flyers to include as shopping bag inserts
6. Complete the Interventionist Log



Day 2 of Week 1- Week 3 (Low-sugar beverages)

Materials Needed
· Shelf Labels
· Tape
· Phase 1 Flyers
· Buttons
· Table
· Water bottle giveaways with inserted crystal light packages
· Taste-test materials 
· Table
· Diet Sodas
· Crystal Light packets mixed with 0.5 L water bottles 
· Dixie cups
· Cooler and ice packs
· Bottle filled with 16 tsp of sugar
· NCI document on artificial sweeteners
· Interventionist Log 

Store Visit
1. Before the visit, read over the MOP for taste-test specific instructions and materials needed.
2. Check if posters are damaged, missing, etc and make note to replace if necessary.
3. Post labels for any newly stocked beverages and check positioning of existing labels to ensure that they correspond with foods (in case they were moved).
4. Check stocking of promoted beverages and encourage store owners to stock foods that are missing.
5. Encourage owners to include flyers in shopping bags.
6. Conduct taste-tests. See MOP for guidelines. 
7. Hand out flyers and buttons to customers to promote this phase.
8. Give away water bottles with crystal light packets to only those customers who have an extended interaction with you.
9. Complete the Interventionist Log

Photos: Please take photos of the stores—the shelf labels, posters, and taste-tests during all activities!






Week 4- Week 5 (Low-fat Milk)

Materials Needed
· Shelf Labels (same as mentioned above)
· Tape
· Phase 1 flyers 
· Buttons
· Water bottles with inserted crystal light packages
· Taste-test materials 
· Table
· Milk (whole, 2%, 1% and skim) for blind taste test
· Dixie cups
· Cooler and ice packs
· [Digital camera, if possible]
· Interventionist Log

Store Visit
1. Walk through store to see if all MHS shelf labels and posters are posted and if food is stocked correctly. 
2. Inventory the current stock of newly stocked beverages and encourage owners to stock.
3. Encourage owners to include flyers in shopping bags.
4. Conduct the taste-test. Coordinate with store owner to find the best place in the store (back, front, anteroom, etc). 
5. Hand out flyers, buttons, and water bottles as described above.
6. Complete the Interventionist Log.
1. Clean up! 









Phase 2: HEALTHY SNACKS

Day 1 of Week 1 (Prep.)

Materials Needed
· Shelf Labels (LOW FAT, HEALTHY CHOICE, LOWER IN SUGAR)
· Tape
· Phase 2 posters
· Phase 2 flyers 

Store Visit
1. Put up the new Phase 2 posters in the store.
2. Post MHS food labels under the appropriate food items. 
3. Inventory the current stock of baked chips, fresh or canned fruit (in light syrup or 100% juice), seeds/nuts/trail mix, and granola bars, and encourage owners to stock the promoted foods if not available for next week’s activity.
4. Give storeowners flyers for shopping bag inserts.
5. Complete Interventionist Log



Day 2 of Week 1 onwards

Materials Needed
· Shelf Labels
· Tape
· Phase 2 Flyers
· Chip clip giveaways
· Buttons
· Magnets
· Taste-test materials 
· Table
· Baked chips and pretzels 
· Fruit sample
· Granola bar sample
· Trail mix sample 
· Labeled dixie cups
·  [Digital camera, if possible]
· Interventionist Log

Store Visit

1. Check if posters are damaged, missing, etc and make note to replace if necessary.
2. Post labels for any newly stocked foods and check positioning of existing labels to ensure that they correspond with foods (in case they were moved).
3. Check stocking of promoted foods and encourage store owners to stock foods that are missing.
4. Encourage store owners to include flyers in bags
5. Conduct healthy snack taste tests.
6. Hand out flyers, buttons, and magnets to customers to promote this phase and explain the messages of the phase. 
7. Distribute the chip clips at the same time, only to customers who have longer interactions
8. Complete interventionist log.
9. Clean-up 

Photos: Please take photos of the stores—the shelf labels, posters, and taste-tests!


Phase 3: HEALTHY HOME FOOD PREPARATION

Day 1 of Week 1 (Prep.)

Materials Needed
· Shelf Labels (LOW FAT, HEALTHY CHOICE, HIGHER IN FIBER)
· Tape
· Phase 3 posters
· Phase 3 flyers 

Store Visit
1. Put up the new Phase 3 posters in the store.
2. Post MHS food labels under the appropriate food and beverage (low-fat milk) items. 
3. Inventory the current stock of cooking spray, whole wheat bread, canned vegetables/or any vegetables (onion/potatoes), low-fat cheese (if feasible), low-fat mayo, and low-fat dressing, and encourage owners to stock the promoted foods if not available for next week’s activity.
4. Distribute flyers to be inserted into bags.
5. Inform the store owner about the uses of cooking spray, and the message that is being promoted in this phase. Coordinate with store owner on appropriate times and places to hold the intervention. 



















Day 2 of Week 1- onwards

Materials Needed
· Shelf Labels
· Tape
· Phase 3 Flyers
· Buttons
· Magnets
· Bowl giveaways
· Taste-test materials (weeks 1-3)
· Table
· Whole wheat bread
· Low-fat cheese
· Low-fat mayo
· Low-fat dressing
· Carrots
· Paper plates
· Dixie cups
· Napkins
· Cooler and ice packs
· Cooking demo materials (weeks 4-5)
· Cooking spray
· Hot plate/George Forman grill
· Food for prep (TBD)
· Paper plates
· Napkins
· Cooler and ice packs
· [Digital camera, if possible]
· Interventionist Log

Store Visit

1. Check if posters are damaged, missing, etc and make note to replace if necessary.
2. Post labels for any newly stocked foods and check positioning of existing labels to ensure that they correspond with foods (in case they were moved).
3. Check stocking of promoted foods and encourage store owners to stock foods that are missing.
4. Conduct taste tests (weeks 1-3).
5. Conduct cooking demo (weeks 4-5)
6. Encourage store owners to inserts flyers into shopping bags
7. Handout flyers, buttons, and magnets to customers to promote this phase and explain the messages of the phase. 
8. Distribute the bowls at the same time, only to customers who have longer interactions.
9. Complete interventionist log.
10. Clean-up 

Photos: Please take photos of the stores—the shelf labels, posters, and taste-tests!



































Phase 4: HEALTHY DELI/CARRY-OUT 

Day 1 of Week 1 (Prep.)

Materials Needed
· Shelf Labels (LOW FAT, HIGHER FIBER, HEALTHY CHOICE)
· Tape
· Phase 4 posters
· Phase 4 flyers

Store Visit
1. Put up the new Phase 4 posters in the stores with delis/carryouts.
2. Post MHS food labels under the appropriate food items. 
3. Give handout menus to storeowners for distribution.  These should be displayed on the deli/carryout countertop and in a plastic stand up plastic display cases.
4. Inventory the current stock of low fat condiments (low fat mayo, mustard, ketchup) and whole wheat bread, and encourage owners to stock the promoted foods if not available for next week’s activity.
5. Inform storeowners about our activities, and encourage them to prepare and promote our healthy alternatives.



Day 2 of Week 1 onwards

Materials Needed
· Shelf Labels
· Tape
· Phase 4 Flyers
· Buttons
· Magnets
· Light mayo packet giveaways
· Taste-test materials 
· Table
· Sandwich materials (including light mayo) TBD
· Paper plates
· Napkins
· Cooler and ice packs
· [Digital camera, if possible]
· Interventionist Log

Store Visit

1. Check if posters are damaged, missing, etc and make note to replace if necessary.
2. Check if menus (handouts) and POP display are intact and make note to replace if necessary.
3. Post labels for any newly stocked foods and check positioning of existing labels to ensure that they correspond with foods (in case they were moved).
4. Check stocking of promoted foods and encourage store owners to stock foods that are missing.
5. Conduct sandwich with light mayo taste test.
6. Handout flyers to customers to promote this phase and explain the messages of the phase. Distribute the giveaways at the same time.
7. Complete the Interventionist Log
8. Clean-up 


Photos: Please take photos of the stores—the shelf labels, posters, and taste-tests!
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About cooking demos & taste tests

Conducting cooking demonstrations and taste tests

Cooking demonstrations/taste tests are one of the activities of the MHS Interventionist that takes up the greatest amount of his/her time. These activities will highlight the promoted foods and cooking methods for each phase of the MHS intervention, and will seek to engage youth and adults. Because several of the participating stores lack room for cooking demonstrations and taste tests, the interventionist will have to conduct them in spaces deemed appropriate by store owners.  Some store owners may request that these activities be conducted outside the store (i.e., the storefront).  Weather permitting, we should be wiling to conduct them wherever deemed appropriate by storeowners. The interventionist is responsible for making sure she/he has all needed materials (see tables that follow) ready before beginning a demonstration.

Timing
· Cooking demonstrations will only be conducted during the last 2 weeks of Phase 3, but they should be conducted 2 times per week in each store (a total of 4 times/store).  Taste tests will be conducted during each intervention, or 2 times a week for each store.
· Conduct demos at days/times of maximum attendance (i.e., during paydays, or during the lunch hour.).

Duration
Demonstrations should last approximately 1 hour in each store.

FOOD SAFETY
It is important to practice good food safety to prevent bacteria from getting into food or growing in food.  Bacteria can make you sick - like a stomachache, diarrhea, fever, throwing up, etc.  Steps to remember in keeping food safe:
1. Wash your hands thoroughly with soap and water, scrubbing all parts of your hands.  Use a paper towel to turn off the faucet.
2. Wash all fruits and vegetables before using.
3. Remember to keep foods cool or hot.  Raw or prepared foods should not be left out for more than two hours at room temperature. Use coolers and ice packs for milk, light mayo, salad dressing, etc.
4. Carry hand sanitizer for participants to use before and after trying the taste test.

DOCUMENTATION
The interventionist will need to document when and where cooking demos or taste tests were conducted.  The Interventionist Log will be used by the Interventionist to record when and where demos or taste tests were conducted.


Phase 1
Low calorie drinks and Low fat milk

LEARNING OBJECTIVES
1. Customers will taste test diet sodas, and sugar-free drink mixes
2. Consumers will do a blind taste-test of lower-fat milk.
3. Customers will observe the sugar content of a regular soda in a bottle filled with 16 tsp of sugar
4. Customers will be educated about the fat and nutrient content in each variety of milk

MATERIALS NEEDED	
Dixie cups
20 oz. bottles of diet soda, Crystal Light packets, and 0.5 L water bottles
Whole and Low fat milk (2%, 1%, skim)
Cooler and ice packs

FLYERS/POSTERS (to be refined)	
Water does the body good
After 2, you can go blue
Whole Milk is 50% fat
What are you really drinking?	

EDUCATION DISPLAY	
Quench your thirst with water

GIVEAWAYS	
Water bottle with logo	 and crystal light inserts
Buttons 

FREQUENTLY ASKED QUESTIONS
Q. Isn’t the stuff in diet soda bad for you?
A. No studies have shown that Nutrasweet (aspartame) increases risks of getting cancer or any other illness.  Note: Nutrasweet contains phenylalanine, which is dangerous for phenylketonurics (a genetic disease)
	HAVE COPIES OF NCI DOCUMENT ON ARTIFICIAL SWEETENERS ON HAND, AND GIVE OUT TO CUSTOMERS WHO HAVE QUESTIONS.

Q. I thought diet soda is only for people with diabetes, sick people like that.
A. Diet pop is for anyone who wants to consume less sugar or calories. This includes diabetics, but can include any health-conscious person.  (Try to avoid the word “sick” here, especially in reference to diabetics.)   
	
Q. Diet soda tastes funny to me… like it has chemicals in it.
A. All parts of foods are chemicals.  Sugar is a chemical.  Salt is a chemical.  Different chemicals, even when they are all natural, have different tastes.  The taste is a little different because it comes from something different.  But it’s safe to drink.  Many people actually prefer the taste of diet pop once they are used to them.  If you don't like the taste, water is another great alternative to soda.
Q. Don’t I need to buy whole milk if I receive WIC vouchers?
A. The WIC package changed in October 2009 so that stores are required to stock 1% or skim milk, so you should receive vouchers for those if your child is 2 years or older, or if you are pregnant or breastfeeding.

Q. Do low-fat and fat-free milk have less calcium and Vitamins D and A than whole milk?
A. No, actually lower fat milks have slightly more calcium and vitamins than whole milk. Since the fat content is reduced, there is more room for vitamins and minerals. 

Q. I can’t drink skim milk—isn’t it just like water? 
A. If you currently drink whole milk, you may want to first switch to 2% or 1%, and gradually reduce the fat content in your milk. If you currently drink 2%, you can try switching to 1% first. 
	Activity #1
DIET POP/DRINKS TASTE TEST
	Do soda taste test:
1.	Provide 3-4 different types of diet soda giving a variety of tastes. Do not offer regular soda.
2.	Alternatives to frequently consumed drinks: Diet Pepsi, Pepsi One, Diet Coke, Coke Zero, Sprite Zero, Diet 7UP, Diet ginger ale
3.   Allow people to drink diet version of the soda they usually drink, and let them know that it is diet beforehand..
4.	Let people taste whichever ones they want.
5.	Ask if they would drink any of these occasionally.

	Activity #2
SUGAR IN REGULAR SODA DEMO
	Do the sugar jar demonstration:
1	Show them the soda bottle filled with 16 tsp of sugar
2	Explain to customers that this represents the amount of sugar in 20 ounces of regular soda, and that this is equal to 16 tsp (or 16 packets) of sugar.

	Activity #3
TALK ABOUT BENEFITS OF WATER
	EMPHASIZE THAT WATER IS THE BEST CHOICE FOR A BEVERAGE
Advantages of water:
1.	Quenches your thirst
2.	Helps maintain your body fluids so you perform better
3.	Far cheaper and better for your health
[bookmark: OLE_LINK1][bookmark: OLE_LINK2]If people do not like the taste of their tap water suggest a filter. In areas where water quality is questionable, remind people they can boil the water.

	Activity #4
SAMPLE LOWFAT MILK 
	Conduct the blinded taste test of milks:
1. Ask customer what kind of milk he/she usually drinks.
2. If they already drink 1% or skim, congratulate them and ask if other members of their household also drink the same milk.
3. If the consumer drinks skim, and other members of their household also drink skim, go to the giveaway. DON’T have them do the taste test – they can’t do better!
4. If the consumer drinks any other type of milk, then ask them to do a “blind taste test of different milks.”
5. If they are drinking 1%, they would only taste 1% and skim -- one Dixie cup each of1% and skim.
6. If they drink 2%, then have them taste one cup each of 2%, 1%, and skim.
7. If they normally drink whole, then they can taste one cup each of whole,
2%, 1%, and skim. Then instead of asking them which is the milk they usually drink, ask which they like the best. This will make an even bigger impression if they choose a lower-fat milk!
8. Behind a screen, mark the bottom of each cup with what kind of milk it has. (Note: you may wish to pre-mark several stacks of Dixie cups)
9. If they choose a lower-fat milk than they normally drink, then record their response as “PREFERS HEALTHY ALTERNATIVE”  on the taste test chart using tick marks. If they choose their regular milk, then record this as “PREFERS USUAL CHOICE” on the taste test chart using tick marks.
10. In both cases, ask them, “what do you think of the lower fat milk?” “would you think about getting it in the future?”








































Phase 2
HEALTHY SNACKS

Learning objectives	
1. Consumers will taste-test baked / reduced fat chips and pretzels
2. Consumers will taste-test or take home various fruits and vegetables 

Materials needed
	Baked chips/pretzels taste test:	
Baked chips, baked tortilla chips, pretzels
Small baggies
Napkins

Fruit taste tests/giveaways
	Various fruits (bananas, clementines, etc.)
	Plastic bag for trash

Flyers/Posters	
Baked is Better
Baked for better health
Baked vs. regular chips vs pretzels (TBD)
Strive for 5
How many fruits and vegetables have you had today?
Fill up with fiber (TBD)

Giveaways	
             Chip Clips
Magnets
Buttons 

FREQUENTLY ASKED QUESTIONS
	Q. Are baked chips healthier than regular chips? What about SunChips or tortilla chips?
	A. Baked chips are lower in fat than regular chips since they are baked instead of fried. SunChips are slightly lower in fat than regular chips since they are made with sunflower oil, but they are still fried and have more fat than baked chips. Regular tortilla chips have about as much fat as regular potato chips, but baked tortilla chips are a healthier option. With any of these snacks, be sure to pay attention to the portion you’re eating—many bags of chips contain more than 1 serving , so it’s easy to eat more calories than recommended in one sitting.

	Q. Don’t pretzels and chips have a lot of salt?
	A. Yes, many packaged snacks are high in sodium. If you have high blood pressure or are worried about sodium/salt intake, you should avoid pretzels. They are lower in fat than regular chips, so they are a step in the right direction, but fruits and vegetables are still the healthiest options for snacks. 
	
	Q. Is this vegetable ice cream healthy for me?
	A. Foods have many different components that contribute to being “healthy” or “unhealthy,” so it can sometimes be difficult to decide whether a food is “healthy”. This is still ice cream, so it’s slightly higher in fat and sugar than we usually recommend. But it has the vitamins and minerals from the vegetables it’s made with. It’s also an example of how you can present and prepare vegetables in new, fun ways. 

	Activity #1 BAKED CHIP AND PRETZELS SAMPLES
	1. Provide samples of baked chips and pretzels in plastic bags for customers to try. 
2. Compare the fat content of baked chips and pretzels to that of regular chips.


	Activity #2
POTATO CHIP SMASH
	1. Crush regular potato chips into paper towels to show customers how much grease is in the chips

	Activity #3
FRUIT SAMPLES
	Provide samples of fruits (bananas, oranges, raisins) for customers to try. 


	Activity #4
GRANOLA/ TRAIL MIX SAMPLES
	Provides samples of low-fat/low-sugar granola bars, and trail mix




 PHASE 3
Healthy home food preparation

Learning objectives
	Sandwich taste test:
1. Participants will taste test whole wheat bread, low-fat mayo, and low-fat cheeses (in addition to low-fat poultry) on a sandwich 

Cooking spray demo: 
1. Consumers will see the cooking spray and learn about ways to use it for different foods.
2. Consumers will learn about the benefits of cooking spray (in terms of reducing intake of fat).
3. Consumers will see how to use cooking spray by observing and tasting a commonly eaten food prepared with spray instead of grease or oil.

Materials needed (sandwich taste test)	
Whole wheat bread 
Low-fat lunchmeat
Low-fat cheese
Low-fat mayonnaise
Tomatoes (cut before intervention) (TBD)
Small paper plates
Napkins
Gloves

Materials needed (carrot and low-fat dressing taste test)	
Carrots
Low-fat ranch dressing
Dixie cups
Napkins
Gloves

Materials needed (cooking spray cooking demo)	
Can of cooking spray
Associated food (TBD)
Portable griddle/hot plate/George Forman grill
Small paper plates
Napkins

Flyers/Posters	
             Forget the fried
		Bake for better heath (TBD)
             You are what you eat (TBD)
             Eat more, die young (with single serving bowls)
             Eat well, Stay strong, Live long (cooking spray flyer) (Old; TBD)
             How many fruits and vegetables have you had today? (TBD)
             Three ways to reduce fat at home (Old; TBD)



Giveaways	
Portion size bowls
Measuring spoons 
Buttons
Magnets

Frequently asked questions

Q. How long does a can of cooking spray last?
A. A can of cooking spray, depending on size, can be used 500-2000 times (that is for a quick spray).  If you use it a lot, it will still last for over a month.

Q. How does cooking spray taste? 
A. Cooking sprays are just vegetable oil, so plain types don’t taste like anything much.  Go ahead and taste some of the flavored varieties we have here for you.	

Q. Isn't cooking spray more expensive?
A. Well, a can of canola oil cooking spray has about 340 servings and costs about $3.89 (Safeway), so that is about 1cent per serving.  One serving of canola oil is 2 tsp. (10ml) so a $6.29 (Safeway 3000ml) bottle would hold about 300 servings which is about 2 cents a serving.  Margarine (Safeway) cost $3.09 for 907g, and a serving is about 2 tsp (10g), or about 3.4 cents.  There is a flyer which illustrates this as well.

Q. What are the different foods you can cook with cooking spray?  
A.  Many of the foods you commonly prepare with grease or oil can be prepared with cooking spray.  These include stir-fry vegetables, meats, grilled sandwiches, fried eggs, or pancakes, anything that you might cook in a skillet. In terms of baked goods, the spray is for coating pans, and not a substitute for oil or shortening in the recipe.	

Q. Is cooking spray safe to use?
A. Lecithin is a natural part of many foods, and all products in stores must be proven safe.	

Q. What are the health benefits of using cooking spray?
A. When used according to the directions, cooking spray is calorie free, fat free and cholesterol free.	

	Activity #1
SANDWICH TASTE TEST
	1. Wear gloves while removing bread and lunchmeat from packaging. 
2. Ask customers whether they would like to try a cheese or lunchmeat (w/ or w/o cheese) sandwich (depending on what you have available) on whole wheat bread. Ask if they want low-fat mayo.
3. Prepare a ½ sandwich according to the way customer requests, and give it to them on a paper plate or napkin.
4. Explain the benefits of 100% whole wheat bread as compared to white bread (keeps you feeling full and provides longer-lasting energy, helps with digestion)
5. Explain the benefits (nutritional and economic) of packing a healthy lunch instead of buying carryout or fast food.
6. Explain the benefits of low-fat mayo vs. regular mayo
7. Explain the benefits of low-fat cheese vs. regular cheese

	ACTIVITY #2
	1. Squeeze a small amount (1-2T) of low-fat Ranch dressing into a Dixie cup.
2. Place 3-4 carrots in each cup, and give to interested customers.
3. Show them that low-fat ranch tastes just like regular without the fat (show them labels).
4. Emphasize the importance of getting adequate amounts of vegetables with each meal.

	Activity #3
Cooking Spray demo
	Food and methods are TBD





Phase 4
HEALTHY DELI/CARRYOUT


Learning objectives
1. Consumers will see and taste healthier carry-out options.
2. Consumers will learn about the benefits of using whole wheat bread and less mayonnaise or light/low-fat mayonnaise (in terms of increasing fiber and reducing fat in foods)
3.	Consumers will taste-test whole wheat bread and light mayonnaise on a sandwich


Materials needed	
Whole wheat bread
Light mayonnaise (squeeze bottle or packets)
Low-fat turkey or chicken deli meat
Low-fat cheese
Small plates
Napkins
Gloves

Flyers/Posters	
Make healthy carryout choices
             Hold the Mayo, your heart will love you (OLD; TBD))
             Baked for better health (TBD)
            You are what you eat

Giveaways	
             Buttons
             Magnets
Individual packets of light mayo

Frequently asked questions
Q. What is fiber?
A. Fiber is found in plants.  For instance in a whole grain of wheat or rice, the thick outside part is fiber, or the stringy part of celery, that’s fiber.  

Q. Why is fiber good for me?
A. Dietary fiber helps to move food through your intestines (and prevent constipation). It also makes you feel fuller so you eat less, and it takes longer to digest, so your blood sugar does not rise as quickly after eating a high fiber meal. In addition, it helps lower your blood cholesterol and prevent things like heart disease, some kinds of cancer, and diabetes.

Q. I guess I could try whole wheat bread, but my family won’t go for it.
A. If you don’t think they are ready for 100%, you can try 60% whole wheat first.  This still has more fiber than white bread.

Q. What about rye bread?
A. If it is made with whole rye grains, rye bread also has more fiber than white bread.

Q. Isn’t whole wheat bread more expensive?
A. Not always. For instance, at Safeway, the Safeway brand white, 60%, and 100% whole wheat loaves are all the same price.

	LIGHT MAYO/ WHOLE WHEAT BREAD ON SANDWICH  TASTE TEST
	Conduct the blinded taste test of mayonnaise:
1.	Ask customer what condiments s/he usually puts on his/her sandwiches/subs and what kind of bread they usually eat
2.	If they already use light mayonnaise, praise them and offer them a ½ sandwich on whole wheat bread with lunchmeat and light mayonnaise.
3.	If the consumer uses regular mayonnaise, also have them try a ½ sandwich on whole wheat bread with lunchmeat and light mayonnaise
4.	In both cases, ask them, “What do you think of the light mayonnaise?” “Would you think about getting it in the future?”
1. Ask them what they thought about the whole wheat bread they tried the mayonnaise on.  
2. If they don’t usually eat whole wheat, ask them if they would try it in the future.
3. Explain that 100% whole wheat bread has twice the fiber of white bread and since most people don’t eat enough fiber at all, it’s important to eat high fiber foods.
4. Explain the benefits of low-fat mayonnaise.
5. Explain the benefits of low-fat cheese.
6. Explain the benefit of baked poultry (vs. fried.









GIVEAWAYS
GIVEAWAYS

Giveaways are tangible incentives that serve an important reinforcing purpose.

Giveaways with the project logo include:

· MHS Refrigerator Magnet (All phases)
· MHS Buttons (All phases)
· MHS Flyers and Brochures (All phases)
· Water bottle with logo and “No Sugar Added” (Phase 1)
· Crystal Light On the Go Packets (Phase 1)
· Single Serving Bowls (Phase 3)
· Measuring Spoons (Phase 3)
· Chip Clips (Phase 2)


Other giveaways without the logo include:

· Sugar free drink mix (Crystal Light, etc.) packets (Phase 1, limited)
· Light mayo packets (Phase 3 and Phase 4)










FUNDING &  
ADDITIONAL 
                RESOURCES
FUNDING RESOURCES

There are a many sources of funding for a variety of health promotion projects.  These may be a valuable tool in continuing promotion of health and well-being across your community. This section will identify funding sources and include some tips for applying for grants.

The American Diabetes Foundation http://professional.diabetes.org
This foundations primary goal is to make a unique contribution that will accelerate the search for the prevention and cure of diabetes and its complications.

The Atkinson Charitable Foundation www.atkinsonfoundation.ca 

The Atkinson Foundation has early childhood development and economic justice programs.  These focus on evaluation of new strategies for improving health, education, and economic well-being.

Bell Community Support Fund http://www.truesportpur.ca/index.php/language/en/category/98

This fund helps communities promote inclusion and accessibility for hockey or soccer programs.  This could be through improving rink facilities or establishing equipment sharing programs or increasing coaching opportunities.  Grants are $5,000 or $25,000.

General Mills www.generalmills.com

Under the commitment section, General Mills offers grants for Youth Nutrition & Fitness as well as several other related areas.  For some grants affiliation with a Registered Dietician is required.  The program is administered from the United States, so applicants should investigate whether Canadian entities are eligible.

HBC Foundation www.hbc.com/hbc/socialresponsibility/foundation/

Grantee must be a registered charity or non-profit organization registered with Revenue Canada. Most bands are eligible to apply for such status if not already obtained.  HBC provides grants focused on Building Healthy Families, Creating Strong Communities, and Inspiring Young Canadians.

Laidlaw Foundation www.laidlawfdn.org 

The Laidlaw Foundation funds three focus areas: art, youth, and environment.  The Youth Engagement program promotes involvement of youth in community decision making.  Past grantees have included groups in Northwest Ontario.

The Lawson Foundation http://www.lawson.on.ca/ 

The Lawson Foundation has a Healthy Communities Program, with grants for Diabetes.
The Leonard and Helen R. Stulman Charitable Fundation

The Stulman Foundation supports programs in research and treatment for mental illness, aging, health care, and broad based charitable endeavors.

J. W. McConnell Family Foundation www.mcconnellfoundation.ca

The McConnell Foundation only makes grants to charities of non-profit organizations registered with Revenue Canada. It states that it “funds initiatives of national significance which address challenges for Canadian society by engaging people, by building resilient communities, and by developing a strong knowledge base for the work that we support.”  These may include local projects that address issues of national significance.  Its granting philosophy encourages innovative, collaborative, inclusive projects.

The McLean Foundation http://www.mcleanfoundation.on.ca/index.htm 

The McLean Foundation provides support to a wide variety of projects in the arts, education, health, and general welfare with an “emphasis on projects showing promise of general social benefit but which may initially lack broad public appeal.”

The Moffat Family Fund

The Moffat Family Fund is administered by the Winnipeg Foundation www.wpgfdn.org but provides funds to communities in Northwest Ontario for project relating to community services, health, environment, education, recreation, arts, etc.

The Robert Wood Johnson Foundation Healthy Eating Research Program http://www.healthyeatingresearch.org/

The RWJF HER program supports research on environmental and policy strategies with strong potential to promote healthy eating among children to prevent childhood obesity, especially among low-income and racial and ethnic populations at highest risk for obesity.

Trillium Foundation http://www.trilliumfoundation.org/ 

The Trillium Foundation provides grants to communities and groups to help build healthier communities in Ontario.  Grants in the past have ranged from $5,000 to $300,000 for projects such as renovating ice rinks and tennis courts or organizing volunteer programs.  There are also useful tips and guidelines for grant preparation on this website.

This is just a taste of the many funding sources out there.  Corporations and local businesses also give grants to community projects.  Charity village has links to lists and databases of many more sources of funding for all kinds of projects: http://www.charityvillage.com/cv/ires/fund.asp. 

Grant writing tips

One of the most important things before applying for a grant is to read the granting criteria VERY carefully to make sure your organization or proposal meets their requirements.

Things to consider:
1. What is the concept?
2. What is the need for this program?
3. How will we carry out the program?
4. What is our expected outcome? (i.e. number of participants, facility X built, increase in knowledge, etc.)
5. How will we evaluate the program?
6. What is the timeline?
7. What will our expenses be?

According to the Foundation Center’s short course, answers to these questions can be organized along these lines in your proposal:

I. Executive Summary: umbrella statement for your case and summary of proposal
II. Statement of  Need: why is this project necessary
III. Project description: nuts and bolts of how project will be implemented and evaluated
IV. Budget: financial description of project with explanatory notes
V. Organization information: history and governing structure of the organization, primary activities, audiences, and services
VI. Conclusion: summary of proposal’s main points

For details on each of these sections, visit http://fdncenter.org/learn/shortcourse/prop1.html.

Here are some more resources for how to write a good grant proposal:
http://www.cpb.org/grants/grantwriting.html
http://www.mcf.org/mcf/grant/writing.htm
http://www.npguides.org/
http://www.proposalwriter.com/grants.html


ADDITIONAL RESOURCES

Below are websites with additional resources for health promotion and health activities.  MHS has not reviewed these materials and by listing them does not necessarily endorse them.

WEBSITES

Center for Training and Research Translation (see intervention; Baltimore Healthy Stores) 
http://www.center-trt.org/index.cfm 

5 a Day the Color Way
http://www.pbhfoundation.org/index.php

CATCH (Coordinated Approach to Child Health)
http://www.sph.uth.tmc.edu/catch/

Creating Healthy Kids
http://www.stonyfield.com/weblog/CreatingHealthyKids/index.html

Creative Wellness Solutions
http://www.actnowprogram.com/index_flash.asp 

Health Promoting Schools
http://www.sofweb.vic.edu.au/hps/abouthps.htm

PE4Life
http://www.pe4life.org/

US Dept of Health and Human Services Center for Disease Control Physical Activity Resources
http://www.cdc.gov/nccdphp/dnpa/physical/index.htm

Smart-mouth
http://www.csoinet.org/smartmuth/bite.html

Victory Garden Movement
http://www.victorygardens.net/index.html
]
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PROCESS EVALUATION

PROCESS EVALUATION

An important part of the project is documenting how well the activities are carried out.  This is called process evaluation.  Much of this will be done by a trained process evaluator.  In addition, the interventionist will be responsible for keeping logs of activities.  The interventionist’s forms are located in Appendix A of this MOP.  Instructions for completion of each form are in the relevant section of the MOP. See Appendix A.

The interventionist will complete:

INTERVENTIONIST LOG

The process evaluator will complete:

PROCESS EVALUATION FORM will evaluate the availability of promoted foods, the placement of shelf labels, posters and educational displays.

INSTRUCTIONS FOR USE

The Process Evaluation Form will be used by the PE to record the stocking of food items and use of visual communication materials at participating stores.
· At the beginning of each phase, the PE should make a timeline to schedule store visits during the phase.  The PE should visit each store A MINIMUM OF TWICE per phase, which averages to once every month for a two-month phase.
· A new evaluation form should be filled out for each store at each visit.
· Complete the form in blue or black ink.  

To fill out the form, the PE will follow these steps:

1. Write the date and time.
2. Write the promotional phase name and number, if known
3. Write his/her name.
4. Write the store name.
5. Check the store type: corner store, carryout, or combined corner store/carryout. Fill out only the appropriate food availability section(s) based on the store type. 
6. Food availability
a. For each available food, count the number of items on the shelf and record in the “# items” space.
b. If there are more than 10 items for each food, write in “>10”
c. ALL FOOD ITEMS IN THE APPROPRIATE SECTION(S) (CORNER STORE/CARRYOUT) IN ALL PHASES SHOULD BE COMPLETED EVERY TIME.  For example, during phase 1, complete the food availability section for phases 1 through 5.
7. Shelf labels
a. For each food, check ‘yes’ or ‘no’ for whether the appropriate shelf label is correctly positioned under the food.  
b. Describe any problems with the condition or location of the labels in the “Comments” section.
c. SHELF LABELS SHOULD BE EVALUATED DURING THE CURRENT PHASE AND DURING EACH FOLLOWING PHASE.  For example, during phase 4, the shelf label section should be completed for phases 1 through 4.
8. Posters
a. For each poster corresponding to the current phase, check ‘yes’ or ‘no’ for whether the poster is posted at the store.
b. Check ‘yes’ or ‘no’ for whether the poster is readily visible.
c. The poster section should only be completed for the current phase.  For example, during phase 3, only the phase 3 posters should be evaluated.
9. Write any additional comments or complications.
10. Write the store ID# on the top of each page if known. Otherwise, allow data manager to do this. 
11. Check the form to make sure all questions are answered completely and accurately.


INTERVENTIONIST LOG

INSTRUCTIONS FOR USE

The Interventionist Log will be used by the Interventionist to record the cooking demonstrations and taste tests.  
· Complete this form in blue or black ink.  Do not leave any spaces blank.  
· Turn in the original forms to the program coordinator in W2041.  Copies will be filed in a safe place.

To fill out the form, the interventionist will follow these steps:

1. Write the date.
2. Write his/her name.
3. Check the correct venue.
4. Write the name of the store, rec center, or carryout where the activities are done.
5. Check the number of peer educators present.
6. Check the correct promotional phase.
7. Check whether it is the first visit of the phase or a follow-up visit, and whether you are posting materials (posters, shelf labels) and/or conducting a tatse test, cooking demo, or other activity.
8. Write the time the activities start.
9. Write the number of posters and shelf labels posted  (if none, write zero)
10. Write the name or a description of the demo, taste test, or other activity.
11. Make a tally mark for each time a person stops briefly at the table but does not participate (he/she may taste the food, but does not listen to the accompanying message or take a recipe/flyer).  
12. Make a tally mark for each time a person stops at the table and participates (he/she pays attention, tastes samples, takes recipes/flyers, asks questions, etc.)..
13. Make a tally mark for each time you distribute a food sample or a person takes a food sample on his/her own.  At the end, count the tally marks and write the total number.
14. Write the names of the flyers or print materials that are being distributed. Make a tally mark for each time you distribute each flyer/print material or a person takes one on his/her own.  At the end, count the tally marks and write the total number for each flyer/print material.  This can also be done by subtracting the number of left over flyers from the number you started out with to get the total.
15. Write the types of giveaways that are being distributed. Make a tally mark for each time you distribute each giveaway.  At the end, count the tally marks and write the total number for each giveaway.  This can also be done by subtracting the number of left over items from the number you started out with to get the total.
16. Write the time the cooking demo/taste test ends.
17. Describe the participants’ reactions to the promoted products and intervention.
18. Describe what people liked/didn’t like during the intervention activity.
19. Describe what worked during the demo/taste test.  Use this space to describe factors such as outside factors affecting the demo, location and setup, or anything else that positively impacted the demo.  
20. Describe what do not go well during the demo/taste test.  Use this space to describe factors such as outside factors affecting the demo, location and setup, or anything else that negatively impacted the demo.  
21. Write any improvements that you think could be made to future demos/taste tests.
22. Write any other comments that do not fit in the other spaces.  
23. Check the form to make sure all questions are answered completely and accurately.
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 (
Data checked by: …………………..
Date of checking:…………………..
Data entered by: ………………….
Date of entry: ………………………
Form ID: …………..
Community ID:………..
FOR OFFICE USE ONLY
)INTERVENTIONIST LOG

1. Week ending:  ______/______/___________       
2. Interventionist name: 
             _______________________________________
3. Venue:   ____ Store w/o Deli/Carryout      ____ Store w/ Deli/Carryout
4. Number of  Peer Educators present:   ____ 0	   ____ 1       ____2         ____3
5. PHASE:	____ 0 (Teaser)			____ 4 (Healthy snacks)	 
____ 1(Healthy beverages)   	____ 5 (Carryout foods)  
____ 2 (Healthy breakfast)	
____ 3 (Cooking at home)	 
	DATE (DD/MM/YY)
	Activities Conducted
(check all that apply)
	MATERIALS POSTED IN STORE (#)

	   
   /    /
	
____ 1st Visit of Phase
____ Follow-up Visit
____ Posting Materials
____ Cooking Demo/Taste Test
____ Other (_________________
____________________________)
	_____ Poster(s)
Shelf Labels:
_____ Higher in Fiber
_____ Lower in Fat
_____ Lower in Sugar
_____ Healthy Choice

	Start time:
	
	

	Finish Time:
	
	


	
____	Posting materials only (no interactive activities done) use p. 1 only

COOKING DEMO/TASTE TEST/EDUCATIONAL ACTIVITY LOG

1. Type of cooking demonstration, taste test, or educational activity (e.g. diet soda/Crystal Light/LF milk taste test;): _______________________________________

2. Start time:  _____:_____		4.   End time:   _____:_____

Calculate duration of activity after completion: _____ minutes

5.   Attendee Log (make tick marks to record as you go):

	Age of visitor
	Brief visitors (10 sec – 1 min, just looking usually)
	Longer visitors (>1 min, discussion)

	
	Male
	Female
	Male
	Female

	Young children (<10 years)

	
	
	
	

	Older children 10-14 years)

	
	
	
	

	Older teens (14-17 years)
	
	


	
	

	Young adults (18-30 years)
	


	


	
	

	Older adults (31+ years)
	

	


	
	



6. Record Taste Test Response by Participants if applicable (make tick mark to note preference):
	Usual Choice
	Healthy Alternative

	



TOTAL=
	



TOTAL=















7.  Promotional Items. Indicate the food or giveaway type in parenthesis and use tick marks to record the number: 
	 
	NAME
	TALLY
	TOTAL

	Food 1
	 
	 
	 

	Food 2
	 
	 
	 

	Food 3
	 
	 
	 

	 
	 
	 
	 

	Flyer 1
	 
	 
	 

	Flyer 2
	 
	 
	 

	Flyer 3
	 
	 
	 

	 
	 
	 
	 

	Giveaway 1
	 
	 
	 

	Giveaway 2
	 
	 
	 

	Giveaway 3
	 
	 
	 

	
	
	
	



8. General Questions
What were reactions to the promoted products and intervention?







Which products did people like?







Which products people didn’t like?



What worked?






What didn’t work?







 (
9. 
Frequently Asked Questions by participants
:
)


 (
10. Additional Comments
)




























 (
Data checked by: …………………..
Date of checking:…………………..
Data entered by: ………………….
Date of entry: ………………………
Form ID: …………..
Community ID:………..
)MARYLAND HEALTHY STORES PROJECT
Process Evaluation Log

PHASE #: ______		

NAME OF THE PHASE: _________________________________

Date: ____/_____/__________       		Time: __________ AM / PM (circle one)                                           Data Collector: ______________________________	

Store Name: ___________________________________	Store ID: __________

1. Intervention Food List: Are the promoted foods available and labeled with MHS shelf label?
	Phase
	Product
	Available?
(circle one)
	Number available
 (#)
	
Varieties (#)
	(Check One)

	
	
	
	
	
	Label
Correctly Placed
	Label Incorrectly Placed
	No Label

	1
	Water

	Yes        No
	 
	
	
	
	

	1
	Diet Soda
(e.g. Diet Coke, Coke Zero, Diet Pepsi, Pepsi One, Sprite Zero)
	Yes        No
	
	
	
	
	

	1
	Diet/Unsweetened Tea
(_____________________)
	Yes        No
	
	
	
	
	

	1
	Crystal Light/Low Sugar Drink Mix
	Yes        No
	
	
	
	
	

	1
	Flavored Water 
(≤40 cal/serving)
	Yes        No
	
	
	
	
	

	1
	Everfresh 100% Orange Juice
	Yes        No
	
	n/a
	
	
	

	1
	Other 100% Fruit Juice
(___________________)
	Yes        No
	
	
	
	
	

	1
	Other 100% Fruit Juice
(___________________)
	Yes        No
	
	
	
	
	

	2
	2% Milk

	Yes        No
	
	
	
	
	

	2
	1% or Skim Milk

	Yes        No
	
	
	
	
	

	2
	Cheerios

	Yes        No
	
	n/a
	
	
	

	
2
	Corn Flakes
	Yes        No
	
	n/a
	
	
	

	2
	Grape Nuts

	Yes        No
	
	n/a
	
	
	

	2
	Kix

	Yes        No
	
	n/a
	
	
	

	2
	Special K

	Yes        No
	
	n/a
	
	
	

	2
	Toasted Oats

	Yes        No
	
	n/a
	
	
	

	2
	Total

	Yes        No
	
	n/a
	
	
	

	2
	Wheat Chex

	Yes        No
	
	n/a
	
	
	

	2
	Wheaties

	Yes        No
	
	n/a
	
	
	

	2
	Other Low Sugar (<10 g sugar)/High Fiber Cereals
(___________________)
	Yes        No
	
	
	
	
	

	2
	Other Low Sugar/High Fiber Cereals
(___________________)
	Yes        No
	
	
	
	
	

	3
	Cooking Spray

	Yes        No
	
	
	
	
	

	4
	Apples

	Yes        No
	
	n/a
	
	
	

	4
	Bananas

	Yes        No
	
	n/a
	
	
	

	4
	Oranges

	Yes        No
	
	n/a
	
	
	

	4
	Fruit Cup/Canned Fruit

	Yes        No
	
	
	
	
	

	4
	Baby Carrots

	Yes        No
	
	
	
	
	

	4
	Fresh Vegetables
(___________________)
	Yes        No

	
	
	
	
	

	4
	Canned Vegetables
(___________________)
	Yes        No
	
	
	
	
	

	4
	Frozen Vegetables
(___________________)
	Yes        No
	
	
	
	
	

	4
	Frozen Fruits
(___________________)
	Yes        No
	
	
	
	
	

	4
	Peanut Butter

	Yes        No
	
	
	
	
	

	5
	100% Whole Wheat Bread

	Yes        No
	
	
	
	
	

	5
	Split Top Bread

	Yes        No
	
	
	
	
	

	5

	Light/fat-free Mayo
	Yes        No
	
	
	
	
	

	6
	Low Sodium Pretzels

	Yes        No
	
	
	
	
	

	6
	Baked/Reduced fat Chips
(e.g. Lay’s Baked, Utz Baked, Utz DeLite, Sun Chips, Sunflower Chips, Reduced Fat Pringles)

	Yes        No
	
	
	
	
	

	6
	Low Fat/Low Sugar 
Granola Bars
	Yes        No
	
	
	
	
	

	6
	Nuts

	Yes        No
	
	
	
	
	

	6
	Low Sugar (no chocolate) Trail Mix

	Yes        No
	
	
	
	
	

	6
	Other Low Fat/Low Sugar Snacks
(___________________)
	Yes        No
	
	
	
	
	



Comments on availability or placement of shelf-labels:






2. Poster: 
	Phase #/description of phase poster corresponds to
	Title
	Is the poster up?
(circle one)
	Is it visible?
(circle one)

	

	

	Yes       No
	Yes       No

	
	

	Yes       No
	Yes       No

	
	

	Yes       No
	Yes       No



Comments on the posters:

3. Nutrition Promotion Activities (taste-tests, health education, cooking demo., etc.):
	Type and description of activity
	# of visitors/ participants
	Type/# of giveaways distributed
	Type/# promotional material distributed

	



	

	
	

	



	

	
	

	



	

	
	

	



	
	
	

	



	
	
	




Additional Comments:
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PHASE 1:  


LOW-CALORIE DRINKS 
OCTOBER 2007 


 
THEMES Drinking Lower-Calorie Drinks 


 
MESSAGES Low-calorie drinks are healthier 


 
FOODS  Water 


Diet Soda 
Sugar-Free drink mixes 
 


BEHAVIORS Choosing healthier drinks 
 


SHELF LABELS   Lower in Sugar 
 No sugar   


 
COOKING DEMO/ 
TASTE TEST  Low calorie drink taste test  


 Regular coke vs. Diet coke vs. Coke zero 
 Regular pepsi vs. Diet pepsi vs. Pepsi one 
 Flavored water 


 
EDUCATIONAL  
DISPLAYS  Quench Your Thirst with Water 


 
 
POSTERS 1. Take steps towards better health 


2. Drink 100% Juice, You deserve it 
 
 
 
 
 
 


 
 
FLYER   How many calories are you drinking? 


 
GIVEAWAY Water Bottle with BHS Logo 
 Coupon for 50 cents off on bottled water for customers  
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 PHASE 5:  


HEALTHY SNACKS 
FEBRUARY – MARCH 2008 
 
THEMES Healthy snacks (baked chips, pretzels) 


Higher fiber snacks 
 
MESSAGES Baked chips and pretzels are healthier snacks 
 
FOODS  Baked potato chips and baked tortilla chips 
 Reduced fat chips 
 Low Sodium Pretzels 
 Fruits 
 
BEHAVIORS Eat fruit for snacks 
 Choose baked chips and low sodium pretzels for snacks 
  
SHELF LABELS  Lower in Fat 
 Lower in Sodium 


Healthy Food Choice 
 


COOKING DEMO/ 
TASTE TEST  Baked chips and pretzels taste test 
 
EDUCATIONAL  
DISPLAY  Make lifelong changes (Steps display) 


 
  
POSTERS 1. FRUITS AND VEGGIES ARE FINE TO SNACK-ON ANYTIME (CLOCK POSTER) 


2. Have a Snack Attack Without the Fat (Poster of African-American woman 
eating healthy snacks)  
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CORNER STORE MENUS AND SIGNS  
 
Offering to create colorful menus and welcome signs for each of the corner stores is a way 
to improve rapport. Interventionists may record menu offerings from the carry-out stores and 
have them graphically designed as color menus. Those stores without carry-out options 
should be offered posters as welcome signs. For Phase 4, Carry Out Foods, small symbols can 
be put next to the labels for the healthier choices on the menus, and encouraged store 
owners to provide healthy options. An example is shown below: 
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SHELF LABELS 
 
DESCRIPTION OF SHELF LABELS AND INSTRUCTIONS FOR USE 
 
The interventionist is responsible for making sure the appropriate BHS shelf 
labels are up for every promoted food. The shelf labels are intended to 
serve as an easy reference for shoppers - to help them choose healthier 
alternatives over less healthy offerings in the food section. 
 
The following shelf labels have been developed:  


HEALTHY FOOD CHOICE: intended to refer to an overall healthy 
food choice, not so much a direct alternative to other foods (i.e. 
fruits and vegetables) 
 
LOWER IN SUGAR: intended to refer to a food choice which has 
substantially less sugar than foods in a similar category that are 
more commonly consumed (e.g. Lower sugar cereals like regular 
Cheerios). 
 
LOWER IN FAT: intended to refer to a food choice which has 
substantially less fat than foods in a similar category that are more 
commonly consumed (e.g. low fat hotdogs). 
 
HIGHER IN FIBER: intended to refer to a food choice which has 
substantially more fiber than foods in a similar category that are 
more commonly consumed (e.g. Wheaties). 
 
LOWER IN SODIUM:  
 


Shelf labels from previous phases should stay up for the remainder of the 
intervention.  They should be checked up on with each new phase and 
replaced if damaged. 
 
It is likely that items on the shelves may shift when foods are restocked and 
that the shelf label may no longer sit under the appropriate food. 
Therefore the interventionist should write the name of the promoted food 
in permanent black ink in block letters in the space at the bottom of the 
label.  The interventionist will need to check the label placement weekly 
and make sure labels are properly located, and shift them if necessary.  In 
smaller stores it may help to give the manager and store staff a list of the 
promoted food shelf labels.   
 
Note: The interventionist should make sure she/he has the permission of 
the manager before making these adjustments. 
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POSTERS BY PHASE 
 
Posters will be printed in 30” x 40” and 2’ x 3’ formats depending on location. 
PHASE 0 –TEASERS 
 
 
 


        
 
 
 
 
 


 
 
 
 
 
 
 
 
        
PHASE 1 – HEALTHY SNACKS 
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FLYERS BY PHASE 
 
PHASE 0 – RECRUITMENT/TEASERS 
 
 
 
 
 
 
 
 
 
 
 
EAT HEALTHY SAVE MONEY 
 
 
 
PHASE 1 – LOW CALORIE BEVERAGES 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
PHASE 2: HEALTHY BREAKFAST 
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PHASE 3 – COOKING AT HOME                    
 


 
 
 
USE COOKING SPRAY-FAT COMPARISON  DRAIN AND RINSE FAT FROM MEAT 
 
 
PHASE 4 – CARRY-OUT 
 
 
 
 
 
 
 
 
 
 
 
PHASE 5: HEALTHY SNACKS 
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