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Objectives
1. To introduce the role of food 

environments in shaping eating behaviour
and public health status

2. To explore the potential population health 
impacts of a variety of interventions to 
change food environments at community 
and policy levels

3. To explore potential means of addressing 
healthy food options on campus
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Presentation Notes
Workshop OverviewIntroductionTool for Schools & Nutrition RC TweetsWorkshop ActivityHow was the RC created?Workshop ActivityNutrition RC TweetsHow to become involvedAvailable resources



Global Burden of Disease Study 2015: 
Canada, behavioural risks, deaths



Food Environments in Canada

www.hc-sc.gc.ca/fn-an/nutrition/pol/index-eng.php

•Food environments shape the 
availability, affordability, and social 
acceptability of food and nutrition 
“choices”

•association between food 
environments and diet-related 
outcomes 

• Physical – access and availability
• Economic – affordability
• Communication – messages
• Social – acceptability
• Political – Rules and regulations



Physical Environment
Accessibility & Availability

• Neighbourhoods
• Stores
• Schools
• Public or Community Buildings



Map by Vladimir Yasenovskiy

(Hemphill et al, AJHP, 2008)

Physical 
Access to 
Food

• Supermarkets (61) 
– Healthy foods

• Fast-food outlets
(761) – High calorie, 
low-nutrient foods



Average shelf-space of fruits and 
vegetables vs. junk food within 1km

Minaker LM*,  Raine KD, Wild TC,  Nykiforuk CIJ,  Thompson ME, Frank LD. 
Objective food environments and health outcomes. American Journal of Preventive Medicine.
2013; 45(3): 289-296.
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Presentation Notes
Energy dense snack foods: 420mFruits and vegetables: 126For every 3m of fruits and veg, 10m were dedicated to junk food (including pop, salty snack foods, cookies and crackers, pastries and donuts, candy)







Access to Fast Food

• People living in low 
income 
neighbourhoods are 
exposed to 2.7 
times more fast food 
outlets than those 
living in middle or 
upper income 
neighbourhoods

(Hemphill et al, AJHP, 2008)

Map by Vladimir Yasenovskiy



Community Facilities (Recreation)



Presenter
Presentation Notes
Blur out wendy’s location on doors and anything identifying in last picture.



Centre for Health Promotion Studies



Economic Environment

Presenter
Presentation Notes
-Social assistance rates/full time worker on minimum wage in Alberta provide insufficient funds for Albertans to purchase a Nutritious Food Basket Practice: -continue to measure the cost of a Nutritious Food Basket in all areas of Alberta including remote Alberta communities to determine affordabiltyPolicy:-increase social assistance rate and minimum wage to align with cost of a healthy dietPolicy: -develop income-based programs and policies to tackle childhood food insecurity in Alberta



AHS Affordability of Healthy Eating Report



Food Affordability
(Leia Minaker MSc thesis)

Asian Burger Cafeteria Coffee Pizza Sandwich Sit-Down Smoothie
s

Asian 0.93 NSD NSD NSD NSD NSD NSD NSD

Burger 0.65 p=0.002 NSD NSD p=0.045 NSD p=0.025

Cafeteria 1.52 p=0.000 NSD NSD NSD NSD

Coffee 0.60 NSD p=0.014 NSD p=0.012

Pizza 0.90 NSD NSD NSD
Sandwic

h 1.20 NSD NSD

Sit-Down 1.02 NSD
Smoothie

s 1.51

Food outlet comparison of mean energy cost ($Cdn/100kcal) of typical foods

Cheapest calories: Box of 12 donuts ($0.18 per 100kcal)
Most Expensive: salad greens (cafeteria) ($9.78/100kcal)

Presenter
Presentation Notes
As an example, buying a box of 12 donuts has an energy cost of 18 cents per 100kcal (29 cents/100kcal for 1). Similarly, 12 cookies has an energy cost of 16 cents/100kcal (25 cents/100kcal for 1).On the other hand, salad greens at one cafeteria have an energy cost of 9.78/100kcal and at another is 8.06/100 kcal. In the current study, less healthy foods tended to have higher energy densities and lower energy costs than healthier foods. These results support Drewnowski’s (2004) findings that there is an inverse relationship between energy density (kcal/g) and energy cost ($/kcal). The more interesting findings, in terms of assessing the food environment, were those suggesting that differences in energy density and energy cost can be seen not only among different types of foods, but among different types of food outlets. That burger outlets and coffee outlets had the highest mean energy densities and the lowest mean energy costs is likely based on two reasons. First, burgers and fries (in the case of burger outlets) and cookies and squares (in the case of coffee outlets) have high energy densities and low energy costs. Second, most of the burger outlets and coffee outlets on campus had a limited variety. For example, of the five burger outlets on campus, only one sold salads in addition to their usual fare of burgers and French fries. Similarly, of the 13 coffee outlets on campus, only four sold healthier main meals or snacks (see section 4.5.2 for a discussion of the proportion of healthy foods available at each type of outlet). In outlets where there was much more variety in foods sold (e.g. in Asian outlets, cafeterias, sandwich outlets and sit-down restaurants), there were fewer significant differences in mean energy densities and costs.Limitations: Subjective definition; atypical foods not assessedSuggestions: focus group to see what people buy (e.g. “You don’t go to McDonald’s for the salad”); number of healthier options sold per year (large chain data); observe over set time to see what people buy; consider “veto vote”



Communication Environment: Where do our 
Food and Nutrition Messages Come From?

Food Industry
Marketing to Children

(3)

5-A-Day Fruit
and Vegetable
Campaign (4)

$1.8 billion

$2 million

3. Leibowitz, J, Rosch, JT, Ramirez, E, 
Brill, J, & Ohlhausen, M. (2012). A 
review of food marketing to children 
and adolescents: follow-up report. 
Washington (DC): US FTC. 
4. Harris, Jennifer L, Pomeranz, Jennifer 
L, Lobstein, Tim, & Brownell, Kelly D. 
(2009). A crisis in the marketplace: how 
food marketing contributes to 
childhood obesity and what can be 
done. Annual review of public health, 
30, 211-225

Presenter
Presentation Notes
In 2009, the Food Industry in the United States spent $1.8 billion dollars marketing their products to children and youth. Spending on social marketing campaigns are normally pennies compared to this. For example, the American National Cancer Institute spent only two million dollars on the fruit and vegetable campaign: 5-a-day. It doesn’t even register on the graph it is so minor in comparison. In reflection of this, maybe we really shouldn’t be so surprised that Canadian children aren’t eating according to Canada’s Food Guide very often. 



Messages on Campus
Minaker, Raine & Cash
Can J Pub Health 2009;1 00(6):421 -25.



Political Environment



Healthy Foods at Schools?

All healthy choices
20%

Mainly healthy choices
66%

A few healthy choices
13%

Have not monitored the 
nutritional quality

1%



Profit motive conflicts with promotion 
of healthy eating…





Don’t get Caught in a “Toxic” Food 
Environment …think out of the box!





Population Health Interventions

www.abpolicycoalitionforprevention.ca

• Applying lessons from tobacco control to 
physical activity and nutrition

• Built on models from Australia and 
Quebec

• Funded 2009-11 by ACPLF as a Population 
Health Innovative Intervention

• Ongoing funding from HSF



Obesity (2014) 22(11), 2426-2433. doi:10.1002/oby.20860

“Appetite”  for change and 
priorities for obesity prevention



Restrictive Environmental Policy Approaches in Alberta 
(2009-2014)

72.9 75.2

85.4

29.6
37.1

46.9

2009 2011 2014

Prohibit advertising and promotion of unhealthy foods and beverages to children under the age of
16
Zoning to limit the number of fast food restaurants per square kilometer

p=0.02

p=0.06



How is Food Marketing Controlled 
in Canada?

• Quebec Consumer Protection Act6
– No marketing to children at all (food or non-

food)
• Canadian Children’s Food and Beverage 

Advertising Initiative7

– Voluntary regulation of food industry 
6. Office de la protection du consummateur. (2012). Advertising Directed at Children under 13 Years of Age: 
Guide to the Application of Sections 248 and 249 Consumer Protection Act. (ISBN: 978-2-550-66386-7). 
Quebec City, Quebec: Gouvernement du Qeuebec.
7. Advertising Standards Canada. (n.d.). Children's Food and Beverage Advertising Initiative  Retrieved 
August 28, 2015, from http://www.adstandards.com/en/childrensinitiative/default.htm

Presenter
Presentation Notes
KEY MESSAGE:The current statutory regulation in Quebec and voluntary regulation of the food industry i.e. focuses on the channel by which children are marketed to rather than the context or the places children are exposed to marketing. It is important to look at exposure as a larger concept than just one media channel to really understand the impact on child and how to effectively intervene.There are three main pathways in which food marketing is controlled in Canada (I use the word controlled very loosely).First, is statutory regulation which is what is done in Quebec. Enacted in 1980, the Quebec Consumer Protection Act prohibits any commercial advertising to children under the age of 13. This includes food and non food products. Ads are restricted based on whether they are consider to be directed to children. It has a fairly broad definition of marketing which covers television, radio, the internet, mobile phones, print media, signage, and other promotional items and this definition is intended to emerge with new technologies and techniques. Monitoring functions only on a complaint-basis. Also within this category, would be the Food & Drugs Act and Competition Act which prohibit dishonest or misleading advertising on foods or other products, however there are no specific statements about advertising to children. Secondly, we have self-regulatory codes in the broadcast industry. This applies to all Canadian advertisers on television, radio, in print, on the internet, and on billboards. It does not cover advertising that originates outside of Canada. Their code addresses how goods are presented, pressuring of children or parents to purchase goods, frequency/duration of advertisements, use of characters, and supporting positive values. In regards to foods and beverages, they stipulate that ads should not discourage foods in Canada’s Food Guide and should not encourage overconsumption. Finally, we have voluntary industry regulationThe Canadian Children’s Food and Beverage Advertising Initiative which began in 2007. There are 18 companies that have committed to participating. Of these, half will only marketing “healthy” foods to children under 12 and the other have committed to not marketing to children at all. They address marketing channels such as television, radio, print, schools, and consider marketing techniques of games, licensed characters, movie-ties ins, product placement, some internet and digital marketing, as well as word-of-mouth marketing . Initially, each company created their own definition of “healthy” but beginning in the new year, the CAI will implement a uniform nutrition criteria for all products from all companies. It is expected that 30% of the products will need to be reformulated if the companies want to keep advertising certain products to children after the roll out of the new criteria. 

http://www.adstandards.com/en/childrensinitiative/default.htm


Proposed: A national regulatory 
system prohibiting commercial
marketing of foods and beverages 
to children

Journal of Public Health Policy, 
43(2) 239-253, 2013

doi:10.1057/jphp.2013.9



stopmarketingtokids.ca



Centre for Health Promotion Studies



Economic Policy Approaches in Alberta 
(2009-2014)

57.6
63.5

64.6

45.6

54.3

74.4

27.2

46.9 46.3

2009 2011 2014

Tax unhealthy food and beverage purchases
Subsidize the purchase of healthy foods and beverages
Hold producers of unhealthy foods liable for health care costs associated with obesity

p<0.01
p<0.01







Non-Restrictive Environmental Policy Approaches in Alberta 
(2009-2014)

90.2
90.7 93.3

74.1 74.7

85.1

52.2
54.6

67.0

2009 2011 2014

Mandate policies for school nutrition programs

Mandatory calories listing on restaurant menus

Zoning to increase the number of small grocery stores that people can walk to in every
neighborhood

p=0.08

p=0.06



Local Facility Action: Nudging 
Change in the Healthy Direction



• Most food decisions are made quickly 
and in response to environmental cues, 
such as signage, visibility and location 
of food items

• Nudging uses subtle environmental 
cues to encourage healthier choices 
(e.g. putting healthier items at eye level 
and in easy to reach spots) 

Nudging Guides Quick Decisions



Response to Nudging 
(No Impact on Revenue)

33%
*

13%
* 30%

* 29%
*

Post-intervention
(remove signage, taste 
tests, price reduction)

Signage          +         Taste Tests         +         Price reduction

Grilled bananarama boat       ($1.50 -> $1.05)

*compared to 
pre-intervention

Presenter
Presentation Notes
PromotionsIn the same centre, they also tried a cumulative intervention of signage+taste tests+price reduction. Overall, no change was seen between the healthy and unhealthy items for all concession purchases in pre-intervention, intervention, and post-intervention, however, among the patrons that visited the concession during the busiest times of the day, more healthy items purchased. In fact, the 3 interventions combined increased the sales of healthy items by 30% for patrons that visited this facility during the busiest time of the day, which was maintained post-intervention (once these were removed – i.e. once prices when back up, signs were gone, and taste testing was over). - Signage increased sales of healthy items by 12.7% from baseline (not statistically significant)- Signage+taste increased sales of healthy items by 30.4% from baseline (not statistically significant) - Signage+taste+price increased sales of healthy items by 28.7% from baseline (not statistically significant)The sale of healthy items was 33.3% higher in the post-intervention period than the baseline (not statistically significant)Total sales volumes and revenues and gross profits from healthy and unhealthy items did not differ by period in the target concession



Effective Interventions: Menu Labelling
(No Impact on Revenue) 

Menu Labelling

Olstad DL, Vermeer J, McCargar LJ, Prowse RJ, Raine KD. Using traffic light labels 
to improve food selection in recreation and sport facility eating environments. 
Appetite. 2015 Aug 1;91:329-35.

Intervention 3: Promote healthy food awareness

Presenter
Presentation Notes
5. Added traffic light labelling to menus to highlight healthy and less healthy choices according to the ANGCY (red for CLO, green for CMO), Only about 4 in 10 patrons noticed the traffic light labelling, but it was well understood, Those that decided to use the traffic lights to select a menu option, used the labels to select a green item.Significantly increased sales of green/healthy meals and snacks, and significantly decreased sales of red/less healthy meals and snacks. Again profit per patron did not change between no labelling and TLL periods. No loss of revenue. 



Food Action in Recreation 
Environments (FARE) Project

• FARE uses a collaborative 
approach to promote 
healthier food environments 
in Edmonton and area 
recreational facilities 
through policy change

• www.apccprecproject.com

Presenter
Presentation Notes
FARE stands for Food Action in Recreation Environments project. The project was initiated by the APCCP in 2015. The Alberta Policy Coalition consists of 17 organizational members who represent a broad range of practitioners, policy makers, researchers, and community organizations who have come together to coordinate efforts, generate evidence, and advocate for policy change to reduce chronic disease in Alberta. We are housed within the University of Alberta, School of Public Health. Our members include the Alberta Recreation and Parks Association, AHS, Dietitians of Canada, and the Place and POWER research labs at the Universiyt of Alberta to name a few. We know recreation centers promote healthy by providing affordable acesss to physical activity and sports for all ages. Unfortunately, as we’ve seen today, these places also offer and promote unhealthy food options which can make healthy choices difficult.  Policy is an important tool which can be used to increase children’s access to healthy foods and beverages and sustain these practices over time. Healthy Food and Beverage Policies can address all aspects of food Marketing including: Not only the products that are offered for sale, but alsoProduct placementPromotion; andPricingA priority of the APCCP for 2016 is promoting healthy food and beverages in recreational facilities through policy change. While we have a provincial focus, we recognize the importance of municipal action on policy. Often action by innovative municipalities can lead the way for other communities and eventual change at the municipal level. We initiated the Food Action in Recreation Environments project in 2015, which is aimed at building capacity for healthy food and beverage policy change in Edmonton and area recreational centres. We aim to accomplish this by leveraging the collective impact of Alberta Policy Coalition to develop and compile evidence-based policy tools o promote healthy eating environments in recreation centre, and to facilitate learning opportunities aimed at increasing capacity and support for policy adoption and implementation. What are we doing to change it?The FARE Project uses a collaborative approach to promote healthier food environments in Edmonton and area recreational facilities through policy change. We’ve compiled tools and resources to help you take action in your community. 

http://www.apccprecproject.com/


Quick Wins: Vending
 Move ‘Choose Most Often’ items to line of sight in vending machine 

(e.g. water, granola bars, Sun Chips)
 Put “eat good stuff” stickers on vending machines and around 

Recreation Centre 
 Find 2 “healthy” alternatives to popular ‘Choose Least Often’ items
 Ask vending suppliers to support your goals



Here is how it looks



Possible Requirements for Your 
Next Vending Services Contract
 Require Healthy Image Vendor must supply 

healthy logoed machines only 
 Require Healthy Product Placement Present 

Healthiest products prominently 
 Require value pricing 
 Feature healthy best value products 
 Require continuous new products 
 Plan for future changes to healthy portfolio 
 Require suppliers to bring new product suppliers 
 Provide a plan-o-gram for your machine to the 

company 
 Sample vending RFP’s are on the Stay Active Eat 

Healthy website



Develop an Annual Policy Report Card on 
Food Environments and Nutrition to:

• Provide an assessment of how current 
environments and policies support or create 
barriers to improving children’s dietary 
behaviours and body weights

• Increase awareness of the public, 
practitioners and policy makers of the 
relevance of food environments for health 
promotion and obesity prevention

Evaluation: Benchmarking 



History of the Nutrition Report 
Card (2017 = 3rd annual)

• Inspired by 
ParticipACTION
Physical Activity 
Report Card

Presenter
Presentation Notes
The Nutrition Report Card is based on ParticipACTION Physical Activity Report CardActive Healthy Kids Canada (AHKC) What: 	Annual assessment on how Canada is nationally promoting and facilitating physical activity opportunities for children and 	youthHow: 	Grade assigned by expert committeeWhy: 	Tool for knowledge translation, building awareness, informing  policy, guiding practitionersAim to create a provincial Nutrition Report Cards across Canada similar to the Physical Activity Report Card



• Assesses Alberta’s 
current food 
environment & 
nutrition policies

• Aim is to increase 
awareness, focus on 
health promotion & 
obesity prevention

• Serves as a tool to 
identify areas that 
require action

Presenter
Presentation Notes
-It is an annual assessment of how Alberta’s current food environments and nutrition policies support or create barriers to improving children’s eating behaviors and body weights-Our aim through this assessment is to increase public, practitioner, and policy maker awareness of the relevance and status of food environments for children and youth, with a focus on health promotion and obesity prevention-The Nutrition Report Card serves as a tool for all levels of government and NGOs, researchers, corporations, and foundations to support and develop enhanced programming and policies, as well as to identify areas that require further action.



How was the Nutrition Report 
Created?

• Review of literature, over 20 Canadian nutrition 
and physical activity experts identified key 
indicators

Presenter
Presentation Notes
Using a review of literature, over 20 Canadian nutrition and physical activity experts identified key indicators relevant to children’s food environmentsGraduate students participated in gathering data on these indicatorsGeneral web searches (e.g. Google); Keyword literature searches (e.g. ProQuest Dissertations & Theses Full Text, Google Scholar, Scopus);Key government, institutional and non-governmental organization websites; Policy databases (e.g. CanLII; LexisNexis); andContacting key informants by telephone and emailNetworking with established organizations All indicator data was summarizedThe summary document was then sent to an Expert Working Group (EWG) for grading



Grading

Presenter
Presentation Notes
A grading process was established that guides experts through assigning a grade to each indicatorEach EWG member grades the indicators based upon the summary document All EWG members grades are compiled into one documentThe EWG members meet to attain consensus on the gradingGrade-level scores of A through F are assigned that reflect achievement of, supports for, and monitoring of indicator-specific benchmarksGrades are given per Environment, per Category, per indicator and an Overall grade is also assigned to Alberta’s current food environment and nutrition policies





Alberta’s 2017 Nutrition Report 
Card Highlights

2016 – D
2015 -- C

Presenter
Presentation Notes
On September 19th, 2016 Alberta’s 2nd annual Report Card was released. We produced a full report that details all 41 indicators and grades and a summary report which provides key findings and 16 category grades (averaged indicator grades within each category)



• Focusing on creating public health capacity and 
environmental conditions supportive of 
changes is necessary to build a foundation for 
changes in behaviour and health outcomes

• The combination of innovative interventions 
(advocacy, policy implementation and 
assessment tools) and research methods have 
moved the field of environmental and policy 
intervention for healthy eating and obesity 
prevention ahead, but there is still much work 
to do!

Lessons Learned



Moving 
upstream to 
improve 
health



Thank you!

(HAC)(HAC)

Health and Wellness
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