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CX3 Tier 2 – NF10 Food and Physical Activity Outdoor Marketing 

Survey Instructions
Billboard/outdoor advertising and transit companies restrict unhealthy food and beverage advertisements in neighborhoods, particularly around schools, playgrounds and other youth oriented facilities.

 Planning

Surveys of outdoor advertising are limited to 1,000 feet of schools, parks and playgrounds.  Refer to the Tier 1 GIS mapping of fast food outlets where a 1,000 foot buffer was drawn around schools.  This will be the area or radius to survey using the Food and Physical Activity Outdoor Marketing Survey. If you are conducting the Mobile Vending Survey, then both the Outdoor Marketing Survey and Mobile Vending Survey can be done together since they are looking at the area around schools.  This can make surveying efforts coordinated since data can be collected for both at the same time or one just after the other.  

Mapping 

If an additional map or refreshed list is needed from the GIS, locate each school for the survey and draw a 1000 foot buffer around the school.  Don't forget to click on the "Select" button on the left side of the screen and then click on the school.  The "i" next to the school layer will need to be clicked on so that it is yellow and not blue.  Once you've clicked on the school to select it for the buffer, you will see a blue box around the school.  Then go to the advanced tab and buffer selection on the right side of the screen to display the 1000 ft buffer.   Print out a copy of each school area after applying the 1,000 foot radius buffer. Follow the instructions from Tier 1 to print the maps.  A map of the survey area is needed for each of the schools to survey in the neighborhood(s).  Parks can also be found as a layer on the GIS and the “Select” tool can be used on a park to create a 1000 ft buffer just as with a school.  Playgrounds are not available from the GIS, but a saved map with a 1000 ft buffer drawn can be placed into a Word file and a similarly scaled buffer created on the map where a playground is known to exist for surveying purposes.  Also in general, 1000 ft is approximately a two block distance, so depending on the density of the neighborhood and other maps created, estimated areas can be drawn as needed, but this is not as precise of a method.
Data Collection

The CX3 Food and Physical Activity Outdoor Marketing Survey documents the type of food products being marketed on outdoor advertising, providing visual cues to kids and families going to and from a school, park or playground.  This tool captures ads that were not recorded as part of any other survey tool (e.g. Store or Fast Food survey).  Fill out one survey for each school, park and playground (1,000’ radius).  We suggest limiting the Outdoor Survey to the same areas covered in the Fast Food Marketing Survey. 
Remember to take a camera so pictures can be taken of the types of advertisements that best reflect marketing practices in the areas surveyed.   Every ad recorded on the survey does not need to be photographed.  If a photo is taken, it is suggested that a system is developed to mark the exposure number or other recorded method in the column provided on the survey. This will enable the matching of photos with the locations documented on the survey and then give each photo a name based on the linked location. The pictures may be useful to community members in creating visual depictions of the neighborhood as well as for use by the Nutrition Education and Obesity Prevention Branch (NEOPB) in future training sessions.  

The outdoor advertising survey is limited to food, beverages or physical activity facilities, products or promotion.  The goal is to characterize the main product(s) depicted in the outdoor ad.  It is not necessary to record data on ads for any other types of products or services (gas, real estate, banks, etc.).  A short listing of how to classify the products is included on the survey. A space for “other” is provided for surveyors to record ad products that they may be unsure of how to classify or want to make special note of it.  

Document the type of outdoor ad (e.g., 30-sheet, transit, etc.) on the survey.  Examples of the various types are provided.  Please note that outdoor advertising frequently has ads on both sides.  Watch for small sandwich board signs which are often located outside of storefronts or close to the street.  
Organizing the Survey, Surveyors, Training, Preparing for Survey Day

Please refer to the data collection guidelines for additional guidance on preparing for surveying.  In each of the selected neighborhoods, when using the CX3 Outdoor Advertising Survey, please be sure to fill in question 3 on the survey that identifies the type of location that is being surveyed around, e.g., school, park, or playground.

Examples of the different types of outdoor ads need to be provided with the surveys before going into the field to collect data.  It may be helpful to take extra copies of the second page of the survey in case there is the need to record more than one page of outdoor ads per school.   In more dense urban settings, there may be the need to do survey work on foot, going in teams of 2, walking up and down the streets with in the 1,000’ radius/buffer.  In other cases, it may be possible to do the survey by car.  

Finalizing the Surveys

Calculate the totals for the numbers of ads, types found, etc. at the bottom of the survey.  Review the surveys for accuracy and completeness.  Resolve any outstanding issues found from review with the surveyors as much as possible and make copies prior to preparing for data entry and analysis.  
For CalFresh information, call 1-877-847-3663. Funded by USDA SNAP-Ed, an equal opportunity provider and employer. Visit www.CaChampionsForChange.net for healthy tips. 
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Key Program Planning Questions


Are there outdoor marketing advertisements for foods and beverages around schools?  If so, to what extent are healthy foods and beverages promoted?
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