California Children’s
5 a Day—Power Play!
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Funding

e United States Department of
Agriculture Food Stamp Program
(1997-present)

e The California Endowment (1997-2002)

o California Department of Food and
Agriculture (2002-2003)




Cancer Prevention and Nutrition Section
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The 5 a Day—Power Play! Campaign is
a part of the larger
California Nutrition Network for
Healthy, Active Families

Local Incentive
Awardees
(includes schools)
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Campaign Description

Behavioral Objectives

Eat 5 or more
servings of FV every
day

Engage in at least 60
minutes of PA every
day

Increase participation
In federal food
assistance programs
to increase FV
consumption

Primary Target

~550K FSNE-eligible
9- to 11-year-old
children

Secondary Targets

FSNE-eligible parents
of 9- to 11-year-old
children

Adult intermediaries,
communities, and
leaders serving
FSNE-eligible
children



Campaign Components

o State program development

* Implementation in 6 low-resource channels

= Schools (~3,000 eligible elementary schools)
» ~1,100 participate in Power Play!
= ~1,600 participate as LIAs

= CYOs (~2,000 sites participate)
= Supermarkets

= Farmers’ Markets

» Food Services/Restaurants
= [ocal Promotions/Media

 Regional lead agencies coordinate channels
and partners



Campaign Components

« Target audience
and intermediary
tested, then
evaluated
w/FSP-eligible
children

e User-friendly and
appealing to kids

e English and
Spanish
handouts
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California’s Social Ecological Model for Nutrition,
Physical Activity and Obesity Prevention
Program Design and Evaluation

SOCIETY

Californiaq,
the nation

cO MMUNITy

County,
municipality,
coalitions, networks

\ZATy

P\ On,

O% Organizations, 4(
businesses,

institutions

PERSO
<R Ny
3 e
Family, friends,
social networks

WID
S

.
Knowledge,
attitudes,

skills



Social Ecological Model

Regional collaboratives; media advocacy; improving access
to f/v and safe environments for active play

Influencing food and physical activity
environments at schools and community youth
organizations; working with retailers to Social Structure. Polic
improve selection and availability of f/v; !
school salad bars and gardens

Influencing teachers and youth
leaders; improving acceptability
among peers; group activities

Activities in
multiple

channels: Media | INterpersonal

Individual

Organizational

Educate decision
makers, opinion
leaders; media
advocacy; partner with
advocacy groups

Community




1995 Evaluation Study

Children Who Participated in 5 a Day—Power Play!
Ate More Fruits and Vegetables

Percent Change in Fruit and Vegetable Intake
20 7 14%

-20°” Control School-Only  School + Community
(No Intervention) (Intervention) (Intervention)

Source: California Department of Health Services Sample: 2,684




San Bernardine




San Bernardine










Program Growth
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1998 1999 2000 2001 2002 2003

Campaign Reg_lonal 3 4 7 11 10 11
Lead Agencies

Region Funding | $225K | $480K | $765K | $1.15M | $1.1 M | $2.2 M

Campaign Direct

50 K 100 K 247 K 205 K 225 K 250 K
Reach

Campaign Media

. N/A 530 K 6 M 252M | 26.2M | 61.1 M
Impressions

School District
Local Incentive 10 26 33 36 44 42

Awardees

County Offices of
Education
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Notes: Direct contacts are person to person interactions with targeted children
lasting 5 or more minutes. Media impressions or indirect contacts are
generated from local promotions and media.




Campaign Reach
In Operating Regions
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Mr’“’\ 1999 2001 2003
| Total 4" & 5™
: Grade Enroliment 725 AL S8 IS
£ Estimated FSP
E Eligibility (FRPM) | 90K 539 K 547 K
- Direct Contacts
z w/FSP Eligible 33% 38% 46%
'y Children
@ Total Contacts,
z Per FSP Eligible 1.4 26.2 62.5
= Child
£
% Notes: Direct contacts are person to person interactions with targeted

children. Media impressions or indirect contacts are generated from local
promotions and media.




CalCHEEPS: Survey Purpose

 Fills a monitoring gap —

no comprehensive statewide surveys on
nutrition for 9-11 year-old age group available

for intervention planning
 Includes dietary and physical activity
oractices on a typical school day;
Knowledge, attitudes, beliefs; 5 a Day—
Power Play! Campaign awareness

e Campaign evaluation and improvement




Sample Selection

Market research panel households
Quota sampling based on CPS
Demographically representative
English-speaking sample




Administration

Years: 1999, 2001, & 2003
Conducted April — June/July

Parent-assisted 2-day food and
physical activity diary: Malled, filled
out, and returned

Unassisted follow-up telephone
Interview



Sample and Response Rate

e ~2000 qualified households

 Returned food/activity diary
— N =814, 754, & 632
—41%, 35%, & 29% response rate
 Completed telephone interview
— N =394, 369, & 379
— 51%, 53%, & 68% response rate




BELIEF IN 5 A DAY INCREASED 23 PERCENTAGE POINTS
AMONG CHILDREN FROM FOOD STAMP HOMES

69,915,338

Impressions 70 million

25,826,195 &0 million
Impressions
50 million

100,290
Impressions 40 million

30 million

20 million
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10 million

0
2001

[ A9 year olds statewida®**
Bl 511 yeor olds living in Food Stamp houssholds!

AP ool intervention impressions
press
[direct contacts and media impressions combined)

Motes: *** pe.001;
Source: CalCHEEPS; SAAR dola for Power Flay), school districts, and county offices of education. ! Approaching statistical significance at p=.074




CALIFORNIA FSNE INTERVENTIONS ARE POSITIVELY ASSOCIATED
WITH INCREASED FRUIT AND VEGETABLE CONSUMPTION REPORTED BY
CHILDREN FROM FOOD STAMP HOUSEHOLDS

69,915,338

Impressions 70 million

25,826,195 40 million

Impressions 50 million

100,290
Impressions 40 million

30 million

20 million

SNOISS3IddWI allHD

10 million

w
(4]
z
=
L
i
=
o
(a]

+
uy
Q
£
<
(]
=
4
L
=
L
o

0
2001

[ A1 year clds stotewide
Bl 511 yeor olds living in Food Stamp households**

=P Tl intervention impressicns
[direct cantacts and media impressions combined)

Source: CalCHEEPS; SAMR dala for Pewer Play!, school disiricls, and county offices of education. Mobes: ** pe01




The Reported Increase in Fruit and Vegetable
Consumption Exceeded All Expectations!

SERVINGS

2001

Food Stamp (FS) Recipient*

<185% Federal Poverty Level, No FS
>130% Federal Poverty Level, No FS
>185% Federal Poverty Level, No FS

Source: CalCHEEPS Notes: * p<.05




CALIFORNIA FSNE INTERVENTIONS ARE POSITIVELY
ASSOCIATED WITH MORE PHYSICAL ACTIVITY REPORTED
BY CHILDREN FROM FOOD STAMP HOUSEHOLDS

69,915,338
Impressions - 70 million

25,826,195 -
100,290 Impressicns - &0 million
Impressians

L 50 million

- A0 million

L 30 million

SNOISS3ddWI allHD

- 20 million

L 10 million
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2001

0 Al 911 year clds sialewide®*
B 511 year olds living in Food Stamp househelds®

= Tofol intervention impressicns
{direct contacis and media impressicns combined]

Seurce: CalCHEEPS; SAAR dala for Power Play), schoal disiricts, and county offices of education.




Summary of Results

Children from Food Stamp
households reported significant
Improvements in:

— Campaign recall

— Fruit and vegetable knowledge

— Fruit and vegetable consumption
— Physical activity




Campaign Strengths

Child-driven, user-friendly design
Rigorous, ongoing evaluation
Regional infrastructure
Collaboration among partners
Synergy of efforts

Individual, family, community, and
environmental changes are all
critical



Contacts

For more information about the
California Children’s 5 a Day—
Power Play! Campaign:

— Tanya Garbolino
tgarboli@dhs.ca.gov

— Visit www.cabaday.com




