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Today’s Objectives _L
Minneapolis

Health Department
Through this presentation, participants will be able to:
1. Discuss Why sugary drinks?

2. Discuss ways MHD built strategic partnerships to implement successful
collaborations that address health disparities in priority populations.

3. Describe examples of ReThink Your Drink campaign implementation in
different priority populations.

4. Describe the value of a community-driven, bottom-up approach that
pairs culturally-specific awareness raising strategies with institutional
policy and practice changes.

July 27, 2016
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Obesity
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Obesity
Obesity is a problem Minnesota can’t ignore

According to a new report – The State of Obesity 2015: Better Policies for a Healthier America – from the Trust for America’s Health and the Robert Wood Johnson Foundation:
Rates of obesity have increased in five states across the country, which includes MN, and remained stable in the rest
At 27.6%, MN now has the 36th highest adult obesity rate in the nation
We know obesity puts us at an increased risk for a range of health problems, including heart disease and diabetes

In Hennepin County, 33% of adults are overweight and 20% are obese
** And it is likely that these numbers are a under-representation of local data
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SUGARY DRINKS

Largest source of
calories and
added sugar in
the U.S. diet

Major
contributors to
rising obesity
rates in both

adults and
children

July 27, 2016



Presenter
Presentation Notes
Sugary drinks are the largest source of calories and added sugar* in the U.S. diet, and are major contributors to rising obesity rates in both adults and children.
 Americans are consuming about 300 more calories a day and almost half of these extra calories come from sugary drinks. 

What are sugary drinks? Sugary drinks are any beverage with added sugar. Added sugar is any sugar added to food/beverage during processing, preparation, or at the table. Examples include: soft drinks (soda/pop), sports and energy drinks, sweetened milks/milk alternatives, fruit drinks or punches or ades, tea and coffee drinks, and any other beverages to which sugary has been added. It does not include drinks with ONLY naturally occuring sugars such as whole fruits or natural fruit juices. 
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Why not focus on candy, cake, cookies, ice cream? _L
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The truth is, these foods are widely
considered treats for special occasions.

Sugary drinks # treats
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ONE MAY ASK… Why not focus on candy, cake, cookies, ice cream, and/or other junk food with added sugars?

Answer: These foods are still widely considered treats for special occasions. By contrast, sugary drinks are many people’s daily default beverage. Because sugary drinks have zero nutritional value but lots of calories, it makes sense to limit them in one’s diet. 


Reading between the lines: Nutrition Facts labels ;L
Minneapolis

Health Department

Nutrition Facts
erving Size 1 bottle >

Servings Per Container 1

Amount Per Serving
Calories 240

% Daily Value*

Total Fat Og

Sodium 75mg

TotabSarbehydrate 65g
(Bugars 653 )

Protein Og

Mot a significant source of fat
calories, saturated fat, trans fat,
cholesterol, fiber, vitamin A, vitamin
C. calcium and iron.

*Parcent Daily Values DV} are based
on a 2,000 calorie dist.
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When something becomes a default drink… you end up just drinking it, and drinking more and more of it, without stopping to think “Hey, is this good for me, am I drinking too much, etc.”

Beyond this, people don’t stop to read the Nutrition Facts labels, and if they do, it’s hard to make sense of what the numbers mean. For example, in this bottle – what does 65 grams mean? Is it a little, is it a safe amount, is it a lot, etc.?

As a result, we must (1) NOT ONLY get into the habit of reading labels, but (2) we must KNOW/understand what the numbers mean. And that’s what we’re going to do right now through an activity. 



ACTIVITY 4
Minneapolis

Health Department

O Look on the nutrition label to

see how many grams of sugar are healthy
in your sugary drink
® Guess how many teaspoons of
. . § thirst-guenching
sugar in each drink. Pour # cancer § hydrating
teaspoons of sugar into your no + nutrients &4 5
] &
empty bottle. 3 200 2
calories
ver damage vital for life %
© Keep a count of how many d'abEtE'S 3 2
teaspoons you put in your ObESItY
bottle.
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**Go back to prior slide with nutrition facts label.
Find sugar on the label
Locate the serving size. If container has more than 1 serving, multiply sugar by number of servings.** (key thing people forget to look at!)

After activity:
Pull out display board after and discuss the amount of sugar in popular drinks that were at peoples’ tables

It’s hard to tell how much sugar is in these drinks because the numbers don’t always make sense and it’s invisible. So, to help make the invisible  visible and visualize the number: grams/4 = teaspoons (because every 4 grams = 1 teaspoon)is a good rule of thumb. So, for example, every time you consume a bottle of Coke, you are eating ~16 teaspoons of sugar. 

So, we know what the number looks like, but the question that remains is: what does that number mean? 
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How much is too much?
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Recommended What they’re getting
Limits
Children 12- 16 grams 48- 84 grams
Pre-teens and 20- 32 grams Up to 136 grams
teens
Adult women 24 grams 80 grams (average
American) = triple the
Adult men 36 grams
recommended
amount!
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Is there a recommended daily limit of added sugar?
You don’t need any added sugars in your diet, but there is a recommended daily limit. See above table for how much we should limit our intake to VERSUS how much we’re actually consuming.

Specifically, is there a recommended limit for sugary drink consumption?
The American Heart Association recommends no more than 36 ounces per week. One pop alone is between 12-20 ounces and the average American, including children, drinks up to 140 ounces per week from sugary drinks alone. That’s almost four times the recommended limit! 

This is a display board we take out into the community to demonstrate how much sugar is in popular sugary drinks, and to make the invisible  visible. 




Consumption ;i
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Adults

= On any given day, about % of
the U.S. population consumes
one sugary drink and 25%

consumes more than one

You
v:ec;uldn't

your
~ kids eat
~ this much
sugar.

Youth

= According to the USDA,
American children between 12-

19 years consume almost a
gallon of pop a week!
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Let’s do the math: 
On any given day about half the U.S. population consumes a sugary drink and 25% consumes more than one.
You can see just consuming one sugary drink alone is twice, almost three times your daily recommended limit.
(One sugary drink alone has 64 grams of sugar (Sprite), which is ~16 teaspoons.)

In addition, sugary drinks are now the largest source of added sugars in the diet of our youth. 
According to the USDA, American children between 12-19 years consume almost a gallon of pop a week. What does that look like? That’s the equivalent of a little over 100 teaspoons of sugar… you wouldn’t eat, let alone give your child 100 teaspoons of sugar… but they’re drinking it. 

**Circle back to OBESITY SLIDE: 3 (Cumulative effect of SSBs)


Why Minneapolis Health Department is involved...

= Diet = food + beverages

= Racial and ethnic
disparities in sugary drink
consumption

= Distinct, changeable
behavior

= Potential of a
combination approach that
includes education and
environmental change
strategies
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Beyond the obesity crisis and sugary drinks’ contribution to weight gain, there are other reasons the Health Department is involved in addressing sugary drinks. 

Diet = food + beverages
When people think about diet, they typically think about food. But, beverages make up a large part of your diet as well and what you drink can either positively or negatively impact your mind/body/health. 
And, it’s no secret that Minneapolis has been and is extremely innovative around “food”-related initiatives… time to jump on this bandwagon (local, national, international discourse momentum)

Racial and ethnic disparities in sugary drink consumption:
Minneapolis experiences some of the greatest disparities, especially in health
Though almost all Americans consume sugary drinks, low-income communities and communities of color are more likely to regularly consume sugary drinks – for a variety of reasons (e.g., targeted marketing) – and are at a higher risk for obesity and other related chronic diseases. 

Distinct and changeable behavior:
We know from best practices that people respond better when asked to make specific behavior changes
The relative easy and specificity of this change in behavior/call to action made it easier for people AND places to implement

Potential of combination approach:
There’s so much focus on policy, systems, and environmental change approaches; however we know we needed to focus on PSE changes AND education. 
One or the other is sufficient, but not enough. 
For example, changing access is certainly an important way to encourage people to change their behaviors, but can’t be effective on it’s own, and vice versa for education. 
Combining education with improvements in the different places where adults and children spend their time (e.g., school, work, FBOs, etc.) helps make it easier to choose healthier beverages over sugary options (our policy/practice component)


Why Minneapolis Health Department is involved... _L
Minneapolis

Health Department

= Larger forces we’re up against that we need to begin tackling:
e|ndustry
eOverexposure to sugary drinks: they’'re everywhere
eDisproportionate marketing and promotion
*Price and portion sizes
eNorms

eParental practices
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Factors linked to the purchase and consumption of sugary drinks include but are not limited to:
Awareness
Exposure to sugary drinks = they’re everywhere and people have increased access to them in the home, school, work, and retail food outlets
Marketing and promotion (http://www.hsph.harvard.edu/nutritionsource/healthy-drinks/sugary-drinks/)
Price: pricing encourages the purchase of larger sizes at fast food places
Increased portion sizes
Spending more time in front of the TV
Parental practices
Social norms = “the way things are”

Result: our two-pronged initiative/campaign


ReThink Your Drink, Every Sip Counts! campaign ;L
Minneapolis

Health Department

reTHINK
your

drink! 05

Qo
Every S\* C

Encourage people AND places to
choose healthier beverages over
sugary drinks

Raise awareness Pursue environmental changes
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The campaign has 2 components because evidence tells us that public awareness campaigns are especially effective when paired with supportive policy, systems, and environmental strategies. In addition, this approach allows us to work comprehensively across the spectrum of healthy eating and together, we had a higher change of changing norms and positively impacting behavior. 

2 components:

Reach people by conducting activities to raise awareness about the link between sugary drinks and negative health effects, and promote consumption of healthier options; AND

2. Reach places by pursuing healthy beverage policies/practices in organizations to help them increase access to healthy beverages and decrease access to sugary drinks. Examples of places include worksites, faith-based organizations, neighborhood and/or community organizations, schools, etc.  



Who have we engaged?

Other places

City Employees via

VR TESS
Committee
SUMMER CAMPAIGN
Healthy 2015

Restaurant
Program

Food Shelves
Program

Health

Minneapolis Park Department

and Recreation
Board

Health Care
- Children’s Hospitals &
Clinics of MN
- 10 WIC clinics
- Native American
Community Clinic
- Children’s Dental
Services
- Community University
Health Care Center, U
- Fairview Health Services

)

Minneapoli?

Health Department

Population-specific Youth

organizations*

Hmong American
Mutual Assistance
Association

Indigenous
Peoples Task Force

Minneapolis
American Indian
Center

St. Mary’s Health
Clinics

Neighborhood
Hub

Brian Coyle
Center, PUC

Cultural Wellness
Center via
BYI/Allina)

organizations

Youthline Program,
MLK Recreation
Center, MPRB

Cookie Cart

YMCA Edison
Beacons

Million Artists
Movement

MIGIZI

Appetite for Change
Brian Coyle Center
Neighborhood Hub*

Minneapolis Youth
Congress, YCB

Backyard Initiative
TEENS Project, Allina
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Traditional awareness raising campaigns tend to have a “one-size fits all” approach; however, because of the racial and ethnic disparities in sugary drink consumption and related obesity rates, we developed a bottom-up approach - prioritizing encouraging healthier beverage choices in specific populations using culturally-specific educational strategies and improving the availability of healthier beverages in various settings. 

There is definite value in the bottom-up approach because it is allowing us to reach the communities that experience the highest burden of disparities when it comes to frequent sugary drink consumption and related obesity rates, etc., and help make the issue of sugary drinks relevant in these communities. 



Implementation of campaign _L
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Blue

1. SHIP 3: Brought partners together to form Healthier Beverage
Leadership Team

= Primary task: Help inform name, and look and feel of campaign

2. SHIP 3 and SHIP 4: Implementation of 2-part campaign in their

respective “community” using culturally relevant strategies
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Blue
SHIP 3: Hmong, Native, Latino, North Minneapolis/AA; 10 youth organizations = engaging youth as change-makers
SHIP 4: Native, Latino, North Minneapolis/AA, East African, MGM/South Minneapolis 
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Look and feel of campaign: examples of resources __J_
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Txhua Pas Los Yeej Xam!

20 oz. 32 oz. Dej muaj zog
Dej qab zib (sports drink)
But maybe you never
realized how much sugary
drinks could hurt them. —

1)

16 oz. Dej muaj zog
(energy drink)

You do so much to protect them.

After all, your kids are
sweet enough already!

] Choose Water

\: or low-fat Milk.
=/ reTHINK . 1§ .
eir drink| Harts RENRANE

every sip countse

dua txog koj
cov dej haus|

txhua pas los yeej xam @

e
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Resources:
With a group of partners that made up our Healthier Beverage Leadership Team, we developed the “look and feel” of this campaign
Created materials/resources to help support them and their activities to implement ReThink Your Drink, Every Sip Counts! effectively in their communities

Examples of resources include:
Technical assistance and support in successfully planning and implementing awareness raising activities and pursuing organizational practice changes to create healthier beverage environments
Promotional materials such as (tablecloths), posters, magnets, water bottles, t-shirts, etc. --- essentially all materials to create a BRAND. 

** Partners were our “Boots on the Ground.”




Examples of Resources... _L
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Drink
Minneapolis
Tap WATER

a clean,
great-tasting,
zero-calorie

Think Water is Boring?
Think again!

Give them * Water
* Plain, low-fat milk
Add slices of lemon, cugimber, * V2 cup 100% fruit

orveggie juice.

beverage
that costs
. alotless
- ~=;ha tled
erks
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Examples of resources include:
Technical assistance and support in successfully planning and implementing awareness raising activities and pursuing organizational practice changes to create healthier beverage environments
Promotional materials such as (tablecloths), posters, magnets, water bottles, t-shirts, etc. --- essentially all materials to create a BRAND. 

** Partners were our “Boots on the Ground.”


http://www.target.com/OpenZoomLayer?template=scene7-image&image=Target/14043805_is&omniZoomPartNumber=14043805&swCellSpacing=10,10&swHighlightThickness=1&swBorderThickness=0&itemTitle=Beverage+Dispenser+with+Infuser+-+3+Gallon&omniImageCount=
http://www.target.com/OpenZoomLayer?template=scene7-image&image=Target/14043805_is&omniZoomPartNumber=14043805&swCellSpacing=10,10&swHighlightThickness=1&swBorderThickness=0&itemTitle=Beverage+Dispenser+with+Infuser+-+3+Gallon&omniImageCount=

Implementation of campaign: Component 1 _L
Minneapolis

Health Department

July 27, 2016


Presenter
Presentation Notes
Awareness raising activities primarily happened in three ways:
Interactive tabling at citywide or community-specific events
Workshop/classroom type settings
Media (written, radio, TV)


Implementation of campaign __{
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Health Department

July 27, 2016



Implementation of campaign _L
Minneapolis

Health Department

llﬁ.]l”\'l!_l'i'lll!.":

MM

11| il

ey your drink |
ft t 1 every 1\ :




.

Implementation of campaign: Component 2 _L
Minneapolis

Health Department
= Pursue organizational/institutional level policy and or practice
changes in places where community members are spending significant

time every day

e Other community-based organizations

e Social service agencies

e Faith-based organizations

e Clinics

e Schools (MPS, private, and charter)

e Consulates

e Funeral home

e Restaurants/small businesses or vendors
e Recreation centers

and the list goes on...

July 27, 2016
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GIVE EXAMPLES
*Healthy Beverage Policies + environmental changes (e.g., hydration station in schools)
*Healthy Beverage Practice changes (many reflected in policies, or practices alone): Risen Christ chocolate milk only on Fridays vs. every day


~ End of SHIP 3: Collective impact of efforts 4

. e
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Health Department
Raise awareness Create healthier beverage
= More than 400 people and places sign environments
up to participate in campaign (via = 22 organizations develop and adopt
website) healthy beverage policies

= More than 350 Likes on Facebook
page and ~ 3 posts/week

= 14 organizations adopt healthy
beverage practices

=" More than 85 community events

= More than 180 educational sessions

= 14 media opportunities: TV, radio, and with continued efforts through
written SHIP 4, these numbers have grown and

continue to grow...
= City level communication during

summer on City Talk and Minneapolis

Matters newsletter
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** Aggregated impact: Give examples to give #s context (pull from MATRIX)
(Our experience, having done many of these events = people just don’t know… and our efforts help make the invisible  VISIBLE.)

Campaign partners raised awareness about the impacts of sugary drinks and promoted healthier options, and pursued policy and practice changes to increase healthier beverage access in community settings such as social service agencies. MHD expanded the campaign’s reach by using social media, engaging youth as change-makers, and building additional partnerships with organizations such as clinics. 



Implementation of campaign __{
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Integration of campaign messaging and
activities into different

’

places/settings/venues... i.e., “tentacles’

Goals:

e To increase the reach and visibility of the
campaign within different populations in
different settings

e To leverage the ReThink Your Drink, Every Sip
Counts! brand and messaging = reinforcement

July 27, 2016
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SHIP 3 + SHIP 4 integration (in graphic/chart)


Materials received

= Posters

= Magnets

= Business ards
= Display board(s)

Utilization General Expectations

# Posters: Posted in high traffic areas. # |ntegrate ReThink Your Drink, Every 5ip Counts! into
Clinic’'s existing messaging

= Print and share strategies and tips for rethinking your
drink with clients (can be found here:
www rethinkyourdrink minneapolismn.gow)/take-

= Magnets: Shared with clients to serve
as point-of-decision making prompis,
helping to choose healthier beverages
Jor themselves and their

childiren,/families. gcﬁnnl. Hamng all.staff_equipped tp p_rwit_le .
information and tips will be effective in reinforcing
= Business cards. Shared with ciients if miessaging about sugary drinks and healthier
they want more information. beverages.

+ Provide additional health education and support to
clients through display boards and magnets, which
can serve as friendly reminders.

# Ensure that sugary drinks are not advertised or
marketed onsite.

+ Modeling: Staff can continue to have personal choice
of any beverage(s) they purchase outside of the dinic
and bring to work. However, encourage all staff to
miodel healthy choices by not consuming sugary
drinks around patients. 3taff that choose to do so can
in a concealed container, for example.

= Display boards: Educational purposes
during 1-on-1 interaction with clients.

Most important...

For BOTH staff and clients, encourage participation in summer campaign (can sign up on website, which
is on business card) and promote Facebook page!

Website: www rethinkyourdrink minneapolismn. gow
Facebook: ReThink Your Drink Minneapolis

4
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Collaboration with Public Works _L
Minneapolis

Health Department

= [Important because:

e Support City’s recent recognition
around sustainability and climate
change

e Minneapolis has one of the best tap
water in the nation

e Fear around drinking tap water in
culturally specific communities™

= Partnership entailed:

e Cross promotion on radio

e Tours of water plant

July 27, 2016
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Through this campaign, we organically developed a partnership with the City’s Public Works Department and their Minneapolis Tap program. This partnership was important because:
Support City’s recent recognition around sustainability and climate change 
Minneapolis has one of the best tap water in the nation… so, in promoting healthier beverages, why not promote Minneapolis tap water
Fear around drinking tap water in culturally specific communities
      - Promote free, drinking (safe) water vs. bottled water, especially in low-income communities
      - Overcome fears misperceptions re: safety of water

Picture: Tour of Water Plant via CM Yang’s Office*  City Officials getting involved as well 



Current news and what’s on the horizon?

= Continuing efforts in specific communities

e Expand partnership to East African community
through SHIP 4

= Broadening partnerships with public partners
e Minneapolis Public Schools

e Minneapolis Park and Recreation Board

4
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Elected officials have demonstrated interest in pursuing larger policy-level change; however, we need to continue to create the groundswell of support and reach communities and make this issue relevant for all people and places! 



Current news and what’s on the horizon? _L
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= Leveraging other partnerships

e American Heart Association, who has also

identified addressing sugary drinks as one of
its top three (3) priorities {}
e Exploring partnership with the University of

Minnesota

= Walking the walk...

e Improving the City’s beverage environment ﬁ

(e.g., strengthen existing policy, address

vending)

Goal: Maintain and increase momentum of this campaign... so,
how can we do that?
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Key takeaways and lessons learned from our approach _L
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1) Campaigns approach fostered community participation and ownership from
the outset.

2) Public awareness campaigns are especially effective when paired with
supportive PSE strategies.

3) Combination of grassroots education and outreach + institutional PSE
changes generated tangible improvements in communities experiencing
health disparities and laid the foundation for exploring broader policy
changes.

4) Given the national interest in decreasing sugary drink consumption, the
unique nature of this campaign can serve as a model for other communities.
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Contact information:

Vishwarupa [Vish] Vasani, MPH
vish.vasani@minneapolismn.gov

612-673-3861

@ www.rethinkyourdrink.minneapolismn.gov

n ReThink Your Drink Minneapolis
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