Healthy Vending WA Pilot, July 2007-June 2008  

Vending interventions in the Worksite- What does the research tell us?
· Worksites are promising venues for vending interventions because the workers are somewhat limited in their food choices (5). 

· Employees say they want healthier vending and cafeteria choices (1).
· Revenue was not disrupted when healthier choices were put into vending machines in most studies (1, 2, 3).
· Keys to success for a healthy vending project: Providing a variety of tasty and popular healthy items, having appropriate motivational/promotional signage, labeling healthy items, and reducing price of healthier options. 

· Employees chose fewer high sugar, high calorie drinks when calories were labeled and beverage machines had motivational posters (2).
· Promotional signage together with healthy labeling influenced people to buy healthier options (1, 3). Nutrition labeling alone has not resulted in significantly more purchases of healthy snacks (1, 2, 3, 7). 
· Healthy choices must be available, popular and tasty in order for people to buy them (6, 7).
· Lowering the price of low fat products by 10% increased sales of those items by 9%. This did not affect overall vending sales (3).
· Promotional signage must be tested with the audience to be effective (2).
What’s going on in Washington’s healthy vending?

· Increasing consumer demand for healthy vending at worksites.

· Clark County Community Choices 2010 is piloting county-wide healthy vending project with three different vending companies in several sites throughout county, and will release toolkit in fall. 
· WA Department of Health initial trial of healthy foods in vending machines (no contract changes, only communication was with vendor, no signage). Lessons learned:

· Delivery person must be trained on what is healthy (do not follow plan-o-grams)
· High turnover of delivery people

· Monitoring is important to ensure healthy foods are stocked
· A variety of healthy foods need to be reliably stocked to build consumer base

· Need to put language into contract with vendor to ensure healthy vending

· People need to know healthy food is in machine 
· Need buy-in from managers in order to make healthy vending a reality

· Need policy in workplace to make healthy vending sustainable

· Seattle-King County Public Health piloted Winner’s Circle in their vending. They found that:

· Initial decreases in overall sales were mitigated by marketing the healthy vending program in the worksites

· It was difficult to keep healthy items in the machines

· More variety of healthy items is desirable

· Changed Winner’s Circle to different name

· Schools implementing wellness policies, SB 5430 has criteria for competitive foods. Seattle School district has found:

· Canteen’s Balanced Choices program allows the customer to choose their nutrition criteria.

· Evergreen has shown interest in offering wider variety of healthy options.

· Smaller vending companies filling “healthy vending” niche.
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