Regional Nutrition Networks for Healthy, Active Families



Attachment 1

Request for Applications, #RNN-2004

Summary


I.
INTRODUCTION 

The Cancer Prevention and Nutrition Section (CPNS) of the California Department of Health Services (CDHS) is pleased to announce the availability of funds for which applications from eligible organizations are being solicited.  

Mission of the California Nutrition Network for Healthy, Active Families 
CPNS operates the California Nutrition Network for Healthy, Active Families (Network), a social marketing initiative principally funded through the United States Department of Agriculture’s (USDA) Food Stamp Program.  The Network is conducted in coordination with the California Department of Social Services.

The mission of the Network is to increase innovative partnerships so that large numbers of low-income Californians are empowered to adopt healthy eating and physical activity patterns as part of a healthy lifestyle.  

According to USDA definition, the specific target audience of Network activities is Californians who are recipients of or eligible to receive Food Stamps, and similar households living at or below 185 percent of the federal poverty level (FPL) (see Attachment 1).  This may include service populations of other means – tested programs such as Head Start, WIC, and Medi-Cal.  USDA requires that Network funded project to document that over 50 percent of its target audience meets this income criteria. School meal eligibility criteria may also be utilized to meet this requirement for school sites if at least 50 percent of the student population qualifies for free or reduced price (F/RP) school meals.  The principal audience segments for the Network mirrors that of California’s Food Stamp Program: low-income households with school-aged children, with priority on African American, Latino and Caucasian households.  Targeted ethnic campaigns, reflecting California’s diversity, will be developed as resources allow.

Program Goals

The program goals of the Network for low-income Californians are to increase: (1) daily consumption of fruits and vegetables to 5 to 9 servings, (2) daily physical activity to a minimum of 30 minutes for adults and 60 minutes for children, and (3) food security, including participation in Federal nutrition assistance programs, especially Food Stamps.  More recently, USDA has asked all programs to also work together toward obesity reduction.  

Every year USDA issues program guidance that specifically outlines allowable and unallowable nutrition education, physical activity and food security promotion activities. (www.nal.usda.gov/foodstamp/national_FSNE.htmo#guidance).  Please see Attachment 2 for the most current list of allowable and unallowable activities. 

Funding Purpose and Objectives

CPNS is conducting an open, competitive application process to fund lead agencies to implement Regional Nutrition Networks for Healthy, Active Families (Regional Nutrition Networks), including the targeted 5 a Day Campaigns, for the period of January 2, 2005 – September 30, 2007.  The purpose of this RFA is to solicit applications to fund Regional Nutrition Networks in 11 regions that together provide services to all counties.  The 11 Regions are: 

Bay Area


Gold Coast


North Coast

Central Coast

Gold Country


Orange County 

Central Valley 

Los Angeles County

San Diego and Imperial

Desert Sierra 





Sierra Cascade 

A county breakdown of the Regional Nutrition Networks can be found in Section IV provisions and a map of the 11 regions is in Attachment 3.  Regional configurations were determined in part on the existing two Network-funded regional structures (California Project LEAN and Children’s 5 a Day—Power Play!  Campaign regions), existing California media markets, and population.  A table listing the estimated total number of low-income people (<185 percent of Federal Poverty Level) and households with children in each region is located in Attachment 4.  Successful applicants must serve the regions as they are configured in this RFA, with no substitution of alternative boundaries.  Under this RFA, only one contract will be awarded per region, though subcontracting for necessary expertise is encouraged.

The three core components of this RFA are to:

1. Provide training, coordination, and communications support that maximizes the impact of all Network-funded projects and other stakeholders in the region who actively work in nutrition education, food security, physical activity and obesity prevention aimed at low-income families.

2. Form/maintain and facilitate a pro-active, dynamic Regional Collaborative that plans and implements advocacy initiatives to help change policies, systems, and the environment in communities where low-income people live, learn, work, play, shop, and worship.  The Regional Collaborative must include individuals, organizations, advocates, community leaders, businesses and others with expertise in nutrition, physical activity, food security and under-served communities.

3. Implement regional 5 a Day Campaigns, including the Children’s 5 a Day—Power Play! Campaign, Latino 5 a Day Campaign, African American 5 a Day Campaign, and 5 a Day—Be Active! Worksite Program.  

Through the above core components, the Regional Nutrition Networks will strive to create environments where low-income Californians are encouraged, enabled and therefore, more likely to adopt healthy eating and physical activity patterns as part of a healthy lifestyle.  An important overarching priority of all Regional Nutrition Networks is to help organizations coordinate education, marketing and policy initiatives that cut across traditional political, geographic, and organizational jurisdictions. 

II.
BACKGROUND

Problem Statement

CDHS has long been concerned about poor nutrition – especially low fruit and vegetable consumption – and physical inactivity because of their considerable contribution to serious chronic diseases.  What is known today about the impact of poor diet and physical inactivity is staggering.  Poor diet and physical inactivity are major contributors to disabilities that result from diabetes, heart disease, osteoporosis, obesity and stroke.  It causes an estimated 400,000 premature deaths each year and is a close second to tobacco use in preventable deaths for Americans.  One out of every three cancer deaths is caused by poor diet, obesity and physical inactivity.  Overweight, obesity and physical inactivity costs Californians an estimated $21 billion every year in health care costs and lost productivity at work.  

Recently, the nation has awakened to the obesity crisis.  Obesity rates have tripled since the 1970s.  In California, over 50 percent of all adults, and 70 percent of Latinos and African Americans are considered overweight or obese.  It is easy to blame the individual, telling them to eat less and exercise more.  But with the huge rise in obesity prevalence and the associated health care costs and disparities among the poor, such simplistic explanations are inadequate.  Paradoxically, obesity can co-exist with hunger in the same families and the same individuals.  The highest rates of obesity are found among those with the highest poverty rates and least education.  Despite numerous food assistance programs, about six million predominantly low-income children and adults statewide are hungry or live on the edge of hunger.  Obesity has replaced malnutrition as the most common nutrition problem among low-income populations.

One hurdle is that the highly competitive food industry is the nation’s second largest advertiser.  It spends $11 billion a year advertising on television, radio, billboards and other media, plus $22 billion more on other marketing activities – all aimed at getting Americans to eat more food.  Of this advertising total, USDA found that only 2 percent focused on fruits and vegetables with perhaps 15 percent for other basic foods like milk, meat and poultry.  The vast majority of advertising is for super-sized restaurant foods, salty snacks, soft drinks, sugared cereals, and confections—foods that are in direct contradiction with obesity and cancer prevention recommendations.  Children are the target of much of the food advertising, with research showing over half of all ads during children’s television (TV) shows are for food.  Spanish-speaking households and lower income people may also be disproportionately targeted.  Clearly the “norm” of today is to over-eat calorie dense, highly processed, packaged and prepared foods. 

This trend is exacerbated by America’s increasingly sedentary culture.  More time is spent in front of televisions, video games, and computer screens.  Especially for households in low-income communities, safety is a bigger concern than ever, which leads people to spend more time indoors (i.e., restrict children’s outside playtime).  Many communities have been designed primarily for automobiles.  Urban sprawl and reliance on cars prevails, rather than walking, biking or using mass transportation.  Low income neighborhoods in particular have far fewer healthy food options, with the least number of quality supermarkets and other sources for fresh fruits and vegetables, then middle and higher income neighborhoods.   

It has taken decades to create today’s crisis in nutrition and public health.  Traditional nutrition education methods used in the past are inadequate for the massive social changes affecting so much of society.  Today’s public health experts call for large-scale population-based approaches that include changes in the community, social, and marketplace environments.  The public health goal is to make healthy food and physical activity choices the easiest choices, an especially monumental hurdle for many 
low-income families.  For California, USDA funding for the Network has provided an opportunity to apply social marketing strategies to large-scale population behavior change and innovative solutions that are effective in very challenging environments in which low-income people reside and work.  

History of USDA Food Stamp Nutrition Networks

Congress charges USDA with assuring good nutrition among low-income Americans and all children, one of the main means being food assistance programs administered through state governments.  In the mid-1990s, USDA re-evaluated its success in the field of nutrition education.  As a result, USDA intensified its efforts to strengthen nutrition education in the Food Stamp Program, an optional Food Stamp activity for states.  An updated definition of nutrition education was established as “any set of learning experiences designed to facilitate the voluntary adoption of eating and other nutrition-related behaviors conducive to health and well-being.”  Since social marketing had emerged in this analysis as holding the most promise for achieving healthy eating among large numbers of people, states were encouraged to create public/private networks that would use large-scale social marketing approaches.  Social marketing is defined as: public service and paid advertising; public relations; promotions; education; public and private partnerships; policy, systems and environmental change; community development; media advocacy; and consumer empowerment. 

California’s Nutrition Network

The Network officially started in 1997.  Funding was made possible by in-kind contributions from public agencies and foundation-funded projects (i.e., Local Incentive Awards, (LIA)s, that qualified for federal financial participation [FFP] dollars from USDA’s Food Stamp Program).  The Network was conceived as a public/private partnership led by CPNS through an interagency agreement with the California Department of Social Services.  The Network is one of two nutrition education initiatives of California’s Food Stamp Program, the other being the Food Stamp Nutrition Education Program started by the University of California Cooperative Extension in the early 1990s. 

California has adopted a definition of social marketing that combines textbook approaches to social marketing, methods of commercial marketing, and the experience and design of other social change campaigns such as California’s tobacco control program.  The Network’s definition of social marketing is very pragmatic.  It is the application of the commercial marketing mix of advertising, public relations, promotion and personal sales (education) combined with public health techniques of consumer empowerment, community development, public/private partnerships, media advocacy, and policy, systems and environmental change.  The foundation of the Network is the Social Ecological Model (see Appendix 1).  This theory-driven model is widely used in health promotion.  It highlights the importance of approaching public health problems at multiple levels of influence and securing organizational, community, policy, economic supports, and environmental change endpoints in addition to education.  Regional Nutrition Networks will address all spheres of the Social Ecological Model with primary emphasis on the outer spheres. 

The Network employs a broadly-based social marketing campaign to meet their program goals.  Whenever possible, Network and 5 a Day Campaigns build upon national initiatives and, at the same time, help elevate local concerns and successful approaches to community, regional, statewide or national levels.  Efforts are organized into six complementary Key Result Areas (KRAs).   

1. Partnership and Resource Development:  Network partners serve as "ambassadors" in delivering the 5 a Day and physical activity messages.  The Network also supports a Joint Steering Committee (JSC), which has over 300 members, several advisory work groups, and six Policy Action Teams (PAT) in the areas of food assistance, 5 a Day, children & youth, adult, health disparities, and physical activity (see Appendix 2).  The Network enables California to secure matching federal funds by documenting existing qualifying nutrition education and physical activity promotion expenditures which fund local, regional, special projects, and statewide activities.  Over 180 projects receive Network funding, including the LIAs, special projects such as food security policy development and applied research; California Project LEAN regions, Children’s 5 a Day—Power Play! Campaign regions, Latino 5 a Day Campaign regions, African American
5 a Day Campaign faith-based community projects.  

2. Research and Evaluation:  CPNS conducts California’s only statewide surveys focusing exclusively on healthy eating and physical activity.  The surveys are used to help set priorities and to raise public awareness.  CPNS tracks Network activities through the use of a Semi-Annual Activity Report (SAAR). New program development and evaluation are addressed through focus groups, pilot tests, impact evaluation activities, and applied research studies. 

3. Media and Retail:  The Network and the 5 a Day Campaign conduct media and public relations activities, including the development of empowering/issue-oriented motivating ads for low-income adults and children; the purchase of television and radio airtime; placement of outdoor ads, such as mobile billboards; and regional media tours conducted by trained state and local spokespeople, supported by public relations activities at the community level.  The retail merchandising components of the program include customized point-of-sale materials; ad slicks for print advertisements; in-store recipe booklets and brochures; and a CD-ROM containing advertising copy, graphics, health tips, and nutrition information to be used by retailers serving low-income shoppers. 

4. Community Interventions/Development:  The Network and the 5 a Day Campaign facilitate the efforts of a wide range of regional and community-based organizations or “channels” to promote healthy eating and physical activity by increasing access to tested social marketing interventions, fostering partnerships, stimulating community development initiatives, and supporting social change initiatives.   For the current federal fiscal year, the funded programs include 43 school districts and 11 county offices of education with programs in over 1800 school sites, 31 local health departments, 14 public colleges and universities, 5 tribal organizations, 3 UC Cooperative Extension agencies, 4 First Five Commissions, 3 parks and recreation departments, 3 city government agencies, 15 African American 5 a Day Campaign faith-based community projects, 12 California Project LEAN regions, 11 Children’s 5 a Day—Power Play! Campaign regions, 4 Latino 5 a Day Campaign regions, 3 Be Active projects, 16 food security projects, 3 Healthy Cities and Communities, 2 non-profit demonstration projects and 4 CDHS and 1 California Department of Education statewide programs. 

5. Policy, Environmental and Systems Change:  The Network asks all its funded projects to change organizational policies and the physical environment that will help low-income families eat more fruits and vegetables, be more active, and participate in USDA nutrition assistance programs.  Over the last few years, 11 Regional Collaboratives have been formed and work to achieve regionally selected policy priorities.  At the state level, the six JSC Policy Action Teams actively work on advancing identified priority policies through the Network and its partners by providing facts about policy options, tracking relevant legislation, and researching relevant policy concerns.  The Network has leadership and interactions with several statewide organizations and departments.  Examples include the California Elected Women’s Association for Education and Research (CEWAER) which conducted three roundtable discussions in Los Angeles, the Central Valley and Orange County on obesity prevention.  The California Center for Research on Women and Families is in the process of completing a nutrition and Physical Activity Primer that provides an overview of the central policy issues related to nutrition and obesity. In addition, the Network works closely with sister state agencies – DSS, California Department of Education (CDE), Women Infant and Children (WIC), UC Cooperative Extension -- on systems to expand the use of nutrition assistance programs and on the development of a State Action Nutrition Plan, which will integrate and maximize the impact of California’s USDA funded programs.

6. Children's Nutrition and Physical Activity:  The Network facilitates the efforts of health departments, school districts, community-based organizations, and health care entities, to promote healthy eating and daily physical activity among school-aged children and their parents.  A close working relationship exists with the CDE to maximize the impact of child nutrition programs for low-income families and communities.

It is important to note that while only 31 of the state’s 61 local health departments participate in the Network, the population of those health jurisdictions includes about 95 percent of Californians.  Similarly, while only 54 of the state’s 1,056 school districts participate in the Network as LIAs, they have nutrition education programs in almost 2000 school sites reaching over one-quarter of all California school-age children.  

The over 180 projects funded by the Network represent a wide diversity of organization types and interventions, the emphasis for the next three years is on synergy, quality, depth of intervention and strategic growth, rather than simply increasing the number of funded projects.  CPNS is also focusing on ways for the Network to increase efficiency.  For example, the Network currently funds numerous different regional structures.  In spite of this, some geographic areas have not been well covered and other Network initiatives need to extend their reach through regional operations.  Streamlining efforts needs to occur as some duplication has been inevitable given the number of regional players and projects.  These programmatic and administrative emphases are reflected in the core components of this RFA.  

California 5 a Day—for Better Health! Campaign 

The 5 a Day Campaign, established in California in 1988 and adopted nationally in 1991, is a statewide public health initiative led by CDHS in cooperation with the National 5 A Day Partnership, a voluntary multi-level, multi-pronged public/private social marketing initiative.  Administered in part through the Public Health Institute, it is funded by the Network to empower low-income Californians to consume 5 to 9 daily servings of fruits and vegetables, engage in at least 30 minutes of physical activity a day for adults and 60 minutes a day for children, and encourage participation in federal nutrition assistance programs by those who are eligible.  These efforts are pursued to promote good health and help eliminate disparities in the risk of cancer, heart disease, hypertension, stroke, diabetes, and obesity. 

Multiple targeted 5 a Day Campaigns have been developed.  These include the Children’s 5 a Day—Power Play! Campaign, the Latino 5 a Day Campaign, the African American 5 a Day Campaign, the 5 a Day Retail Program, and the 5 a Day—Be Active! Worksite Program (see Appendix 3 for the 5 a Day Campaign’s corporate resume).  All of the targeted 5 a Day Campaign activities funded by USDA are designed to reach 
low-income consumers where they shop, learn, work, worship and live.  These programs facilitate behavior change by reaching consumers directly through media and community venues, by enabling organizations and communities to create environments that promote and increase access to fruit and vegetables consumption and physical activity, and by establishing public and private policies that make 5 a Day and physical activity the easy and socially supported choices. 

The targeted 5 a Day Campaigns are designed to complement and work synergistically with Network school and community LIAs, Special Projects and policy initiatives.  Pulling the 5 a Day Campaigns deeper into low-income communities, expanding 5 a Day Campaign resources into LIA programs, and intensifying the messages that low-income consumers receive about fruits and vegetables and physical activity are critical elements of this RFA.  

California “Be Active” Program

The California Be Active Program (Be Active) strives to meet the Network’s goal of promoting daily physical activity for 30 minutes for adults and 60 minutes for children.  The pilot program is based on formative research (see Appendix 10) and USDA guidelines on allowable physical activity.  The pilot program began in July 2002 and funded three projects in Oakland, Los Angeles, and Riverside.  Through the pilot program, physical activity resource centers were established to (1) increase access to physical activity resources in the community; (2) build and strengthen social networks (e.g., buddy systems, walking clubs) that support and integrate physical activity; and (3) increase the skills of local nutrition coordinators (LIAs, CPNS-funded projects and 5 a Day staff) to conduct and integrate appropriate physical activity promotional activities with nutrition education among low-income target audiences.  

On December 31, 2004, the current Be Active contracts will expire and the selected Regional Nutrition Network lead agencies will assume responsibility for the implementation of Be Active.  Any information and tools resulting from the pilot will be shared to help formally integrate physical activity with nutrition education.  

Hunger and Food Insecurity

The Network aims to decrease rates of food insecurity through the accomplishments of short- and long-term goals and objectives.  Background research was conducted with low-income consumers and with prospective intermediaries to identify barriers and possible solutions (see Appendix 11) regarding food stamps, and identify innovative projects to increase food security (see the publication “Weaving the Food Web,” at www.foodsecurity.org).

The Network may work periodically with USDA, the California Department of Social Services, and other partners on special initiatives and promotional campaigns.  The Network’s short-term food security and nutrition assistance objectives include, but are not limited to: 

· Promoting, enabling, and helping to raise rates of participation in federal nutrition assistance programs, especially Food Stamps, school lunch and breakfast, summer meals, and after-school snacks; 

· Promoting the introduction and use of the new Electronic Benefit Transfer Food Stamps at farmers’ markets with formerly- or potentially high proportions of shoppers previously using Food Stamps; 

· Working with local Food Stamp offices to offer nutrition education resources and referrals and help remove systemic barriers to participation; 

· Integrating Food Stamp promotion within all interventions and in multiple community channels; 

· Participation in reducing the stigma and reinventing the Food Stamp Program as a nutrition assistance program that helps working families and local economies; 

· Encouraging Food Stamp offices and school districts to directly certify children from Food Stamp and cash assistance households for Free/Reduced Price school meals; and 

· Working with schools and other agencies to encourage ineligible parents/caretakers to qualify eligible children for the Food Stamps to which they may be entitled. 

Long-term food security goals are to conduct community-based food assessments, set goals, and work with other stakeholders to establish policies that support sustainable systems of community food security.  These may include a variety of approaches that increase access by low-income households to California Grown fresh produce and other healthy foods, such as community-supported agriculture, farmers’ markets, 
farm-to-school and farm-to-work purchasing, school and community gardens, and food cooperatives.  Other long-term measures may include working in low-income neighborhoods with food/cultural stores or restaurants to provide and promote the purchase of affordable, high-quality, ethnic and seasonal fruits and vegetables; to bring full-service supermarkets into areas without them; or to stimulate on-going transportation services through courtesy shuttles or public transportation between stores and low-income neighborhoods.  Cumulatively across the state, these measures are expected to increase rates of participation in federal nutrition assistance programs, to reduce rates of food insecurity reported by low-income California adults in statewide surveys, to increase fruit and vegetable consumption, and to help reverse rising rates of overweight and obesity in low-income Californians.

Food Security Initiatives and Projects

The Food Security Channel was initiated by the Network in 1998 with the funding of four community-driven food security projects for a period of four years.  Since then, a total of 25 food security planning and implementation projects have been funded, averaging approximately $45,000 per year, to achieve a small set of focused objectives with a high probability of replicating and sustaining such projects at neighborhood and community levels. 

In 2003-2004, the Network funds 15 community-driven food security projects and three statewide food security projects aimed at stimulating local food system assessments, facilitating the use of Electronic Benefit Transfer (EBT) at farmers’ markets, and promoting edible landscapes in public housing and Section 8 complexes.  Two, two-year nonprofit demonstration projects were also initiated: (1) California Association of Food Banks to engage in intensive Food Stamp Outreach in targeted counties and (2) Central Valley Health Network to reach high risk low-income patients at 12 community health centers to improve healthy eating and participation in the Food Stamp Program. 

CPNS established a state level Food Security Task Force (FSTF) consisting of funded food security projects, hunger and food security advocacy organizations, and two consultants that provide evaluation expertise and technical assistance to the projects. Food Security Channel leaders and Network staff regularly participate in state level policy-oriented meetings to help improve food assistance programs, services and coordination among the multiple local, state and federal agencies.

Network Regional Collaboratives
Three years ago, the Network hosted a series of public relations and spokesperson trainings, known as Network Communications (NetCom), in 11 established regions around the state.  These trainings were designed to empower the regions to mobilize their communities toward systems, environmental and policy change through increasing media attention.  While the trainings were well received, more coordination and collaboration was needed to help move community nutrition and physical activity issues forward to meet local concerns.  

Working with the established 11 geographical regions, the Network invested strategic public relations expertise in helping to create inclusive and dynamic “regional collaboratives.”  The objectives of the Regional Collaboratives are to:  

· Build action-oriented, non-traditional partnerships and expand working relationships among government, business, and non-profit stakeholders concerned with nutrition, physical activity, food security and obesity prevention concerns.

· Mobilize communities to advance nutrition, physical activity, food security and obesity prevention issues and policies aimed at permanent/sustainable environmental and systems changes.

· Develop regionalized communication strategies that create media attention and keep nutrition, physical activity and food security issues and solutions before the public, community leaders and policymakers.

· Enhance funding opportunities to maximize partners’ ability to compete with or redirect the huge marketing and promotional budgets of packaged, snack and fast food companies that promote foods of low nutritional value.

· Influence public and private sector policy through media relations and advocacy efforts to influence school, community, faith and business leaders and other decision-makers.

Over 850 individuals and organizations from around the state are now part of the Regional Collaboratives, half of whom do not receive Network funding.  Besides linking the funded Network projects, the Regional Collaboratives have forged non-traditional partnerships with other leaders and community activists, many of whom are volunteering their time.  This collective base of people significantly expands the resources and influence of each region and statewide.  

Comprehensive media, public relations, facilitation, and collaborative technical support, as well as meeting planning assistance, have been provided to each region so each Regional Collaborative initiative has the highest potential for success.  Future public relations support will focus on the areas of strategic counsel, media relations and product development. 

III.
CORE COMPONENTS

The Regional Nutrition Network lead agencies must conduct the following three core components. The components are designed to work synergistically. Each of the components’ activities must be coordinated and integrated to maximize the potential impact in the region.  

Attachment 5 contains a summary of the objectives contained in the scope of work (SOW).  Please note, however, that the detailed SOW that relates to the three core components is not attached to this document.  It is one of the forms (Form 8) included in the RFA Application Packet.  The RFA Application Packet can be obtained on the CPNS website (http://www.dhs.ca.gov/ps/cdic/cpns/funding/) or by requesting hard copies (see Section IV, General Application Information, Provision 15, CDHS Program Contact Information).  

Core Component #1. Training, Coordination and Communications Support 
Overview:  Regional Nutrition Network lead agencies are to serve as the “glue” to an overall region to maximize information sharing and dissemination, networking, coordination, and training.  To create a more efficient state-local Network infrastructure it is critical that the Network-funded projects receive training, coordination and communications support services that will maximize their effectiveness in delivering interventions.  Further, these services should be extended to other individuals and partners involved in the region.  The goal is to greatly enhance the region’s collective resources and potential impact. 
Over time and as other resources become available, technical capacity will be needed in each region to help implement the approach described in Guidelines for Comprehensive Programs to Promote Healthy Eating and Physical Activity (2002) (www.astphnd.org).  It is hoped that Regional Nutrition Network lead agencies will help build that infrastructure.   

Please note, however, that CPNS will continue to administer and provide contract oversight and training for all LIAs, Special Projects and the Regional Nutrition Network lead agencies.  

1a.  Regional Training Services
The Network is developing and will compile results of a training needs assessment survey, which is expected by March 2005.  Regional Nutrition Network lead agencies are to help publicize trainings that CPNS provides.  Regional Nutrition Network lead agencies must also develop trainings for regional members based on local needs not addressed by state training.  Priority for regionally based training (and/or technical assistance) should be on topics that help increase the capacity for community norm and environmental change.  A sample of the subject matter to be addressed through regional training may include:  enactment of policies, issue-specific policy development, collaborative leadership and partnership building, conflict resolution, cultural diversity, zoning issues, livable communities, etc. 

Other types of focused programmatic or administration-related trainings, technical assistance, and/or meetings will be needed as part of implementing this contract. Examples include 5 a Day training to intermediaries who deliver direct services; annual USDA Guidance; LIA requirements for resource development, contracting, reporting and evaluation.
1b.  Regional Coordination and Communications Support Services The Regional Nutrition Network lead agency must act as a main coordinator and facilitator of Network-related activities occurring in the region.  The Regional Nutrition Network lead agency is expected to facilitate networking among funded projects and a wide variety of other stakeholders in the region.
Communications Support:  The Regional Nutrition Network lead agency is expected to: serve as a region-wide communicator and be a conduit for statewide issues and programs including state and federal programs, administrative information, and JSC goals and objectives through the Policy Action Teams;  facilitate communication with CPNS on emerging regional issues, including possible concerns of funded projects; and to facilitate communications among Network partners throughout the region.  As such, the Regional Nutrition Network lead agency is expected to participate in monthly teleconference calls with CPNS.  The purpose of these meetings will be to discuss progress to date coordination and problem-solving; provide telephone technical assistance; and keep regional members informed about national, state, and local events, news and policy issues. 

To facilitate networking and communications within the region, Regional Nutrition Network lead agencies must develop and implement a timely and rapid communication system.  It is expected that a variety of communication mechanisms may be used, including web-based communications, e-mail updates/action alerts, teleconferences, and in-person meetings.  All Regional Nutrition Network lead agencies must maintain a coordinated web-based regional promotional calendar of events and other helpful information such as new resources, project descriptions, and member contact information to foster networking, communications and coordination.  CPNS will provide a template for the Regional Nutrition Networks’ websites in October 2005.  Regional websites will have a consistent look and link with the Network website.

Media, Public Relations and Event Coordination: Good media relations are essential to the success of the Network. The Regional Nutrition Network lead agency is expected to help link the statewide media and public relations campaign to activities in the region.  It will serve as a liaison with the CPNS Communications Unit and share information with locals and partners about planned CPNS public relations activities, paid and public service advertising, media placement schedules, media tours, etc., as well as include coordination with state/national media opportunities. The Regional Nutrition Network lead agency must foster good relationships with local media that serve low-income residents through general and ethnic media and provide spokespersons for relevant educational, promotion and media events.  It is to develop a diverse list of trained spokespersons, including members from the Regional Collaborative, who cover various channels (e.g., health departments, schools, voluntary agencies, business, faith, food stamp offices, that reach low-income adults and children, etc.), and possess expertise in subject areas (e.g., fruits and vegetables, physical activity, obesity prevention, food security). Further, ongoing communications with spokespersons must be maintained to ensure they are knowledgeable about local activities and current events.  

Regional Nutrition Networks will be expected to help coordinate media and public relations events with funders, stakeholders, policymakers, and Regional Collaborative members to highlight issues of importance within the region.  They are also expected to provide leadership and to participate in state and regional initiatives or media events (e.g., National 5 a Day Month, Walk-2-School Day, Latino Health Awareness Month, etc.), including the targeted 5 a Day Campaigns as appropriate, as well as involving other partners in the region.  

A common branding and identity is important in building public recognition among Network-funded projects with a common mission.  The Regional Nutrition Network lead agencies should assist in helping projects adopt the Network's branding and identity as it becomes available.  

Information and Resources Coordination:  Regional Nutrition Network lead agencies should strive to provide a “one-stop shop” for expertise and information about nutrition, physical activity and food security resources.  Regional Nutrition Network lead agencies need to be keenly familiar with the people and objectives of all Network-funded projects in the region (e.g., LIAs targeted campaigns, and food security projects). Regional Nutrition Network lead agencies also need to be familiar with other State expertise and resources (e.g., regional Nutrition Education Coordinators, educational, promotion, policy and environmental resource materials, etc.) and local expertise and resources to assist Network-funded projects maximize the impact and effectiveness of their interventions.  They will also help link organizations with similar projects to maximize coordination and decrease unintended duplication of efforts.  In line with this, Regional Nutrition Network lead agencies need to facilitate networking opportunities where individuals and organizations can learn from one another by discussing their successes and challenges in achieving results.  It is expected that at least one face-to-face “sharing forum” with all Network-funded projects will take place each fiscal year.  Further, the Regional Nutrition Network lead agency is to provide a systematic process for identifying and orienting new Network-funded project staff.  

Regional Nutrition Network lead agencies need to be a repository and disseminator of the best practices taking place regionally within the field of nutrition, physical activity and food security for low-income communities, as well as a repository for identifying regional research needs and assets.  Best practices should be routinely shared within the region, with other regions, and with the State.  Methods may include articles for newsletters, journal articles for publication, presentation at state and regional meetings, displays and 

Project-Specific Coordination:  Regional Nutrition Network lead agencies will be expected to establish communications and work with local Food Stamp offices,  LIAs, funded food security projects, anti-hunger advocates, charitable organizations, and other stakeholders to set goals, establish and implement a nutrition assistance and food security plan designed to and achieve priority short- and long-term results in selected low-income communities.  Regional Nutrition Network lead agencies will be asked to work with state agencies to pilot test new approaches, such as Adopt a Food Stamp Office, as projects are developed. 

The Be Active physical activity promotion efforts are supportive in nature with the primary intent of providing training, technical assistance and resources/tools to LIAs, special projects and 5 a Day Campaigns. The Regional Nutrition Network lead agencies will receive training, technical assistance, and resources from the state-level Be Active staff.  

The Regional Nutrition Network lead agencies must assist with regional coordination activities for the 5 a Day Retail Program and the 5 a Day—Be Active! Worksite Program. Activities include helping to develop stronger relationships with food stamp certified supermarkets and farmer’s markets, especially those servicing low-income customers beyond those covered through the Children's 5 a Day ---Power Play, Latino 5 a Day, and African American 5-a-Day Campaigns.  For the 5 a Day—Be Active! Worksite Program which will be implemented in October 2006, Regional Nutrition Network lead agencies should provide preliminary assessment information to help in the development of the full Worksite Program.  

Core Component #2.  Form/Maintain a Pro-Active Regional Collaborative to Implement Advocacy Initiatives

Overview:  The second core component brings together community members to mobilize their lower-income communities around critical issues of access, promotions and systems change.  As such, Regional Collaboratives are to plan and implement initiatives that make it easier for low-income communities to adopt healthy eating and physical activity lifestyles in their communities.  This core component focuses on the critical “community” aspect that is essential in creating meaningful and lasting changes.  In addition, the Regional Collaboratives are considered an integral part of the Network’s infrastructure for policy change, specifically its JSC and PATs. It is expected that Regional Nutrition Network lead agencies will provide technical and staff support to existing Network Regional Collaboratives.  

2a.  Regional Collaboratives

The purpose of the Regional Nutrition Network lead agency is to bring together and mobilize diverse interests including low-income consumers, government agencies, non-profit and charitable organizations, advocates, community leaders, businesses, social services offices, and others with expertise in nutrition, physical activity, and nutrition assistance programs in underserved communities to form a dynamic, pro-active Regional Collaborative.  Each Regional Nutrition Network lead agency is to provide services related to the functioning and maintenance of the Collaborative for the primary purpose of planning and implementing community-selected advocacy initiatives.  The Regional Nutrition Network lead agencies should use a collaborative model of planning (see Appendix 4) to achieve actions that extend across city and county lines.  

The Regional Nutrition Network lead agency is to assist in the creation or updating of the Collaborative’s operating principles or by-laws, annually survey Collaborative members and potential partners, and assign project staff to work with the Collaborative.  It is expected that subgroups will be formed and maintained by the Regional Nutrition Network.  These may include a collaborative steering/executive committee, mini-grant subcommittee, and 5 a Day advisory committees that serve as expert advisors to the targeted 5 a Day Campaigns.

Activities to recruit new members and to retain seasoned members are to be provided the Regional Nutrition Network. These may include, but are not limited to, providing information on regional demographics resources, cultural/ethnic diversity issues, history and purpose of the collaborative, contests and award recognition.  The methods for orienting new members may include buddy systems, self-study modules or periodic in-person events/contacts.  

The Regional Nutrition Network lead agency is to consider holding Regional Collaborative meetings on a rotating basis in different locations within the region. In addition, because some of the regional geographic areas are quite large, the Regional Nutrition Network lead agency should foster smaller, more localized coalitions or task forces as they emerge or become necessary for more effective implementation of RFA components. However, they should be conscientious of activities of existing coalitions and collaboratives and work to foster partnership and avoid duplication.  Regional Nutrition Network lead agencies should also make accommodating meeting arrangements (e.g., tele/video conferencing options) wherever possible. Collaborative members may be asked to participate on state-level groups, such as the JSC or PATs, and the lead agency should budget to accommodate travel arrangements for volunteer members when necessary.

2b.  Community Advocacy Initiatives for Policy, Systems and Environmental Changes

Each Regional Nutrition Network lead agency is to plan, coordinate and implement in concert with its Regional Collaborative, a community advocacy initiative that addresses CDHS’ Strategies to Reduce Obesity and Overweight (see Appendix 5), focusing on the priorities/strategies of increasing access/availability of fruits and vegetables, physical activity and food security, especially Food Stamps.  Advocacy initiatives may be designed to maximize local efforts, have a region-wide focus, or act in concert with others in statewide campaigns.  The Regional Nutrition Network lead agency needs to be familiar with current USDA Guidance and CPNS guidelines for programmatic activities (see Attachment 2). 

The advocacy initiatives must go beyond education to aim for results in policy, systems and environmental actions. Some examples of possible initiatives are: 

· Activate a community assessment to determine accessibility of quality supermarkets and farmers' markets in low-income neighborhoods, and use of federal nutrition assistance programs by potentially eligible persons.  Stimulate community changes to address identified problem areas.  

· Promote joint-use agreements between cities and schools, which include a “good Samaritan” clause to hold schools harmless from liability, to increase low-income community access to school facilities for physical activity and recreation.

· Stimulate schools and low-wage worksites to implement comprehensive nutrition policies and  standards, which include eliminating unhealthy foods from competitive food sales, and make fruits, vegetables, low-fat milk projects, whole grains and water available at affordable prices.  

· Stimulate schools to fully participate in federal nutrition assistance programs for purposes of healthy food resource management, including school lunch, school breakfast, after school and summer meal programs.

· Stimulate system changes in delivering food assistance programs to reduce barriers, create seamless systems, and achieve food security in needy communities. 

The initiatives may involve a combination of strategies designed to draw attention to the need for community norm changes including: collection of data (e.g., number and quality of food stores, restaurants, and supermarkets in low-income areas or walkability/bikeability assessments); research and development of policy or issue briefs; educational meetings with policymakers, business and community leaders; paid or public service advertising; and media events and other public relations approaches to garner media attention.  

2c. Minigrant Program  

The Regional Nutrition Network lead agencies are to budget up to 5 percent of the total budget toward a mini-grant program.  Each Regional Nutrition Network lead agency is to administer a mini-grant program that reflects the characteristics listed below:  

· Provide grants up to $5,000 (per grant) for the purpose of responding to opportunities or challenges within the region, assist the Regional Collaborative’s advocacy initiative, fill unmet needs, and support the overall goals of the Network.

· Allow for review and selection of projects on a quarterly basis.

· Involve Regional Collaborative members whose agencies are not applying for mini-grant funds, in the review and decision-making process for funding.

· Disburse funds according to the priorities, criteria and process determined and approved by the Regional Nutrition Network lead agency and CPNS.  CPNS must approve the mini-grant process before funds may be awarded. 

· Ensure an equitable distribution of mini-grant funds.

Core Component #3.  Implement Targeted California 5 a Day Campaigns
Overview:  As noted previously, the targeted programs that operate within the 5 a Day Campaign include the Children’s 5 a Day—Power Play! Campaign (currently statewide), Latino 5 a Day Campaign (currently in 4 regions), African American 5 a Day Campaign (currently in faith-based projects in 6 counties), 5 a Day Retail Program (currently statewide), and 5 a Day—Be Active! Worksite Program (currently under development).  Each Campaign and Program uses the Social Ecological Model as its theoretical framework (see Appendix 1) and is guided by the principles of social marketing (see Appendix 6). The Campaigns, which focus on specific target populations, and Programs, which focus on specific channels, are conducted whenever possible in coordination with the National 5 A Day Program of the National Cancer Institute, the Produce for Better Health Foundation, and other national partners.  

As part of the Network, the 5 a Day Campaign facilitates lifestyle changes by reaching low-income consumers directly through multiple media and community-based channels; enabling groups, organizations, and communities to create environments that support fruit and vegetable consumption and physical activity; and establishing organizational-, community-, and state-level policies that make 5 a Day and physical activity easier. Each 5 a Day Campaign reaches a specific target audience and has been carefully developed and tested to ensure that the messages, dissemination channels, and methods are effective and appropriate for the target audience. For example, large-scale formal evaluation studies conducted for the Children’s 5 a Day—Power Play! and Latino 5 a Day Campaigns showed significant gains in fruit and vegetable consumption as a result of the Campaigns’ interventions, with a 14 percent increase among children and 37 percent increase among Spanish-speaking Latino adults (see Appendix 7 and 8 for a complete account of the results of each study). Due to the comprehensive nature of the evaluation studies, the Regional Nutrition Network lead agency will not be required to conduct impact evaluations on the proven-effective 5 a Day Campaign components; rather, process measures will be used to assure that the campaigns are being delivered as designed and are reaching large numbers of low-income Californians.  The Regional Nutrition Network lead agency, in collaboration with CPNS, will focus impact evaluation activities solely on new 5 a Day program interventions that were not evaluated previously.

The 5 a Day Retail and Worksite Programs enhance the targeted 5 a Day Campaigns by reaching low-income target audiences in supermarkets, neighborhood grocery stores, and small/medium- (<500 employees) and large-sized (>500 employees) worksites.  The programs are designed to appropriately target various segments of the California population and to become integrated within each 5 a Day Campaign and the Network.  For example, each 5 a Day Campaign has an active 5 a Day Retail Program.  Once fully developed, the 5 a Day—Be Active! Worksite Program may be used to reach lower-wage workers in many of the channels that are used by the Children’s 5 a Day—Power Play! Campaign, Latino 5 a Day Campaign, African American 5 a Day Campaign, 5 a Day Retail Program, Local Incentive Awardees, and other Network projects.  The 5 a Day—Be Active! Worksite Program may also be implemented in other types of worksites that are not presently serviced by the 5 a Day Campaign and Network.

To be most successful, the 5 a Day Campaign must be promoted, implemented, and monitored at the local level.  With this in mind, the Regional Nutrition Networks will be responsible for implementing all or some of the model programs within their regions, according to a planned roll out schedule that is shown in Attachment 6.  The Regional Nutrition Network lead agencies will receive training, technical assistance, and resources from CPNS 5 a Day Campaign staff to ensure the successful implementation of the programs.  In addition, 5 a Day Campaign project coordinators may be asked to participate on state-level groups, such as the Network JSC and its various PATs. 

Overviews of and expectations for each Campaign and Program are provided below.  As noted previously, the detailed SOW form is part of the RFA Application Packet and can be accessed through the website or by contacting CPNS (see Section IV, Provision 15).  The SOW for each Campaign and Program is presented separately to make it easy for potential respondents to address the needs of each target audience. As you read through the detailed SOW, you will see requirements that are distinct to each Campaign/Program.  For example, the Children’s 5 a Day—Power Play! Campaign conducts interventions in elementary schools and community youth organizations, whereas the Latino 5 a Day and African American 5 a Day Campaigns do not operate in these channels.  Conversely, some SOW elements are similar among the different Campaigns/ Programs.  For example, the Children’s 5 a Day—Power Play!, Latino 5 a Day, and African American 5 a Day Campaigns each have a requirement to select and train two regional media spokespeople and to maintain a regional Steering Committee.  Likewise, the Latino 5 a Day and African American 5 a Day Campaigns have similar requirements to develop and implement an action plan to improve access to fruits and vegetables and safe physical activity opportunities in low-income Latino and African American communities.  Although the SOW may be similar across Campaigns, they still must be conducted on behalf of each Campaign’s target audience.

3a.  California Children’s 5 a Day—Power Play! Campaign

The Children’s 5 a Day—Power Play! Campaign helps communities throughout California bring the 5 a Day and physical activity messages to low-income 9- to 11-year-old children in six community channels: school classrooms and cafeterias; community youth organizations, including after-school and summer programs; farmers’ market, supermarket, and restaurant promotions; and media activities, including paid and public service television advertising and public relations.  The Children’s 5 a Day—Power Play! Campaign reaches children through a combination of direct and indirect interventions, complemented by policy, systems, and environmental change initiatives that support fruit and vegetable and physical activity behaviors, as well as increased participation in federal nutrition assistance programs.  The direct interventions are designed to educate and empower children through active involvement in classroom and youth organization activities; field trips, taste testings, and other activities in the retail environment; interactive booths at community events; and other regionally-designed educational activities.  In most cases, the direct interventions are conducted by organizations and intermediaries that are recruited by the Children’s 5 a Day—Power Play! Campaign regional staff.  These direct interventions are supplemented with indirect interventions that reach large numbers of children and families, such as media and public relations activities; posters, signs, and promotional messages in schools, youth organizations, retail environments, and other community venues; and other passive exposures to the fruit and vegetable and physical activity messages.  Finally, the Children’s 5 a Day—Power Play! Campaign and its partners work to provide supportive environments for children and their families through policy, systems, and environmental changes at the community and organizational levels. These may include increasing the availability of fruits and vegetables in school cafeterias, vending machines, and youth organization snack and meal programs; creating safe environments for children to be physically active; modifying fundraising and reward policies to support fruit and vegetable consumption and physical activity; increasing participation in child nutrition programs; and other regionally-identified efforts.

The Children’s 5 a Day—Power Play! Campaign model was formally evaluated in 1996 and showed improvements in children’s knowledge, attitudes, and behaviors related to fruit and vegetable consumption (see Appendix 7).  Following this evaluation, the Campaign received foundation and USDA funding to implement the program through regional lead agencies that oversee the implementation of the Campaign’s model.  The Children’s 5 a Day—Power Play! Campaign currently funds 11 regional lead agencies (see Attachment 7) encompassing all 58 California counties.  On December 31, 2004, the contracts that the Children’s 5 a Day—Power Play! Campaign has with the regional lead agencies will expire, after which the selected Regional Nutrition Network lead agencies will assume responsibility for the implementation of the Campaign.  

Activities

Specifically, the lead agency will be responsible for assuring continuity and effectively:

· Recruiting participation from a variety of community, civic, and service organizations, businesses, and adult intermediaries with direct access to 9- to 11-year-old children and their low-income parents;

· Providing materials, training, and ongoing technical assistance to participating organizations; 

· Working with partners to institute community- and organizational-level policy, systems, and environmental changes; 

· Conducting media and public relations activities targeting children, parents, adult intermediaries, opinion leaders, and policymakers; 

· Enhancing connections among participating organizations; 

· Facilitating and staffing a regional Children’s 5 a Day—Power Play! Steering Subcommittee; and 

· Providing evaluation data and reports. 

These activities must be conducted in coordination with appropriate Regional Nutrition Network lead agency staff, LIAs, including school districts, and other Network-funded projects within the region.   

For each region, a numerical objective has been established for the direct impressions achieved with 9- to 11-year-old children.  In addition, the Regional Nutrition Network lead agency’s performance is evaluated based upon its progress toward increasing community involvement in the Children’s 5 a Day—Power Play! Campaign, enhancing connections among a variety of community organizations, and achieving policy, systems, and environmental changes in the region.  The minimum direct impressions for each region are found in Attachment 8.  A minimum of 80 percent of these impressions must be achieved through classroom- and youth organization-based activities, with the remaining impressions achieved through other direct activities, such as taste testings and tours at supermarkets, farmers’ markets, or restaurants.  No numerical objectives are provided for indirect interventions, however these activities are part of the proven-effective Children’s 5 a Day—Power Play! Campaign model, and they must be documented as part of the Campaign’s reporting procedures.  To remain consistent with the model, the lead agency should strive to expose children to the fruit and vegetable and physical activity messages both directly and indirectly and to reach them through multiple community channels.  The core activities for the Children’s 5 a Day—Power Play! Campaign can be found in the SOW form.  While the lead agency will be required to complete these minimum activities, the applicant should also customize the SOW form to address regional needs.

3b. California Latino 5 a Day Campaign
The Latino 5 a Day Campaign targets Spanish-language dominant and English-speaking low-income Latino adults, aged 18-54 years with school-aged children, by conducting culturally relevant and linguistically appropriate community interventions in five channels: farmers’/flea markets, supermarkets and neighborhood grocery stores, direct health service provider and community-based organizations, and large Latino festivals and other community gatherings.  As part of the Network, the Latino 5 a Day Campaign also airs Spanish and English television and radio advertisements, operates 5 a Day mobile billboards as part of its outdoor advertising effort, and has a cadre of bilingual spokespeople who present 5 a Day- and physical activity-related issues to the media.  To support these activities, the Latino 5 a Day Campaign is building a policy platform to improve access to fruits and vegetables, safe physical activity opportunities, and food security in low-income Latino communities throughout California.  The platform will be completed in Fall 2004.
From June through September 2000, the Latino 5 a Day Campaign formally evaluated the effect of its community and media interventions on the fruit and vegetable consumption of Latino adults.  The results showed that the program significantly increased fruit and vegetable consumption and related psychosocial determinants among Latinos (see Appendix 8).  Following the evaluation, the Latino 5 a Day Campaign funded four regional lead agencies in Central and Southern California to oversee the implementation of the Campaign’s model.  On December 31, 2004, the existing regional lead agencies’ grants will expire.  As part of this RFA the Latino 5 a Day Campaign will expand to additional regions and the Regional Nutrition Network lead agencies will assume responsibility for the implementation of the Latino 5 a Day Campaign. 

Activities

Specifically, the Regional Nutrition Network lead agencies will be responsible for assuring continuity and effectively:

· Implementing the Latino 5 a Day Campaign in farmers’/flea markets, supermarkets and neighborhood grocery stores, direct health service provider and community-based organizations, and at large Latino festivals and other community gatherings; 

· Working with partners to establish and monitor community-level policy, systems, and environmental change strategies that increase access to quality fruits and vegetables and safe physical activity opportunities in low-income Latino communities; 

· Recruiting participation in the Campaign from a variety of community organizations, intermediaries, businesses, and social action groups that serve the low-income Latino community; 

· Providing materials, training, and ongoing technical assistance to partner organizations; 

· Conducting media and public relations outreach targeting low-income Latino adults, opinion leaders, and policymakers; 

· Enhancing connections among partner organizations;

· Facilitating and staffing a regional Latino 5 a Day Steering Subcommittee; and 

· Providing evaluation data and reports.  

These activities must be conducted in coordination with other appropriate Regional Nutrition Network staff, LIAs, and other Network-funded projects within the region.  

The core activities for the Latino 5 a Day Campaign can be found in the SOW form.  While each Regional Nutrition Network lead agency will be required to complete these minimum activities, the applicant should customize the SOW form to address specific needs and unique circumstances that exist in the region.  The Regional Nutrition Network lead agency will also be responsible for achieving a pre-determined number of direct and indirect impressions as part of the community outreach efforts (see Attachment 8) and accomplishing specific policy, systems, and environmental changes.  

In responding to this RFA, potential applicants should note that the Latino 5 a Day Campaign plans to roll-out into new regions in January and October 2005.  Specifically, in January 2005, it is expected that the Latino 5 a Day Campaign will be implemented in the Central Valley, Central Coast, Desert Sierra, San Diego-Imperial, Los Angeles, and Orange County regions; and in October 2005, the Bay Area, Gold Country, and Gold Coast regions will be added. 

3c.  California African American 5 a Day Campaign

The African American 5 a Day Campaign engages the African American community in education, media advocacy, policy development, and public and private partnerships that make it easier for low-income African American adults, aged 18 to 54 years, and their school-aged children to eat 5 to 9 servings of fruits and vegetables and enjoy physical activity daily.  The African American 5 a Day Campaign also promotes food security by encouraging low-income African Americans to participate in nutrition assistance programs.  The African American 5 a Day Campaign currently conducts interventions through faith-based community projects, the media, and at large community festivals and neighborhood grocery stores, using culturally appropriate materials developed to reach the African American community.  A program review revealed that the African American 5 a Day Campaign is currently in four of the top five preferred delivery channels for the African American community (i.e., grocery stores, mass media, festivals, and churches).  The fifth identified channel, direct health service providers, will be developed for future incorporation into the program.  The African American 5 a Day Campaign is structured to reach the low-income African American audience through two core branches within the community, a faith-based branch and a secular branch, that work together within selected counties with high numbers of low-income African American residents.

Currently, the African American 5 a Day Campaign supports 15 faith-based community projects that receive funding to establish and expand health ministries that promote the 5 a Day and physical activity messages through community health and fitness fairs, farmers’ markets, nutrition classes, supermarkets, and media. See Attachment 9 for a list of the faith-based projects.  African American 5 a Day Campaign faith-based community projects also integrate nutrition education into church sermons, radio programs, newsletters, and websites. Additional faith projects will be added in targeted counties concurrently with the expansion of the Regional Nutrition Networks as outlined in the roll-out schedule (see Attachment 6). 

Activities

Initially, the Regional Nutrition Network lead agencies will be responsible for:

· Conducting community assessments in areas with high proportions of 
low-income African Americans;

· Maintaining ongoing communication and collaboration with the faith-based community projects and other Network-funded projects serving African Americans;

· Identifying and partnering with African American community leaders, businesses, and social action groups that can further the efforts of the African American 5 a Day Campaign;
· Providing materials, training, and ongoing technical assistance to partner organizations;

· Conducting media and public relations targeting African American adults, opinion leaders, and policymakers;

· Conducting merchandising and promotional activities in supermarkets and neighborhood grocery stores that serve the African American community;

· Collaborating with community partners to identify and work toward policy, systems, and environmental change objectives within the region;

· Enhancing connections among partner organizations;

· Facilitating and staffing a regional African American 5 a Day Steering Subcommittee; and 

· Providing evaluation data and reports.

The African American 5 a Day Campaign also collaborates with the National Cancer Institute’s Men’s 9 a Day Campaign and the American Cancer Society’s Body & Soul initiative to develop tools, distribute materials and conduct media events that call attention to the health status of African Americans.  The Regional Nutrition Network lead agency may be required to participate in national or statewide activities when requested.

As the African American 5 a Day Campaign continues to develop and expand, the Regional Nutrition Network lead agencies will be responsible for implementing and evaluating newly-developed interventions for other 
non-faith-based channels, such as direct health service providers and 
low-income housing units.  These activities must be conducted in coordination with other appropriate Regional Nutrition Network lead agency staff, LIAs, and other CPNS-funded projects within the region.  

The core activities for the African American 5 a Day Campaign can be found in the SOW form. While each Regional Nutrition Network lead agency will be required to complete these minimum activities, the applicant should customize the SOW form to address specific needs and unique circumstances that exist in the region.  The Regional Nutrition Network lead agency will also be responsible for achieving a pre-determined number of direct and indirect impressions as part of the community education efforts (see Attachment 8) and accomplishing specific policy, systems, and environmental changes.

In responding to this RFA, potential applicants should note that the African American 5 a Day Campaign will roll out into new regions throughout the course of the next three years as funding becomes available.  To achieve maximum outreach to the African American community, the following implementation schedule will be pursed provided that funds are available: January 2005 - Los Angeles Region, Desert Sierra Region (Riverside and San Bernardino counties only), and San Diego-Imperial Region (San Diego County only); October 2005 - Gold Country Region (Sacramento, San Joaquin, and Solano counties only) and Central Valley (Fresno and Kern counties only); and October 2006 - Bay Area Region (Alameda, Contra Costa, San Mateo, San Francisco, and Santa Clara counties only).

3d.  California 5 a Day Retail Program
The 5 a Day Retail Program works in synergy with the Produce for Better Health Foundation (PBH) to target supermarkets, small chain grocery stores, and neighborhood markets statewide in an effort to influence the purchase and consumption of fruits and vegetables.  While the efforts of PBH are targeted to middle- and high-income general market audiences nationwide, the components of the 5 a Day Retail Program are developed for low-income shoppers, specifically Food Stamp and similar families in California.  To be eligible to participate in the activities of the 5 a Day Retail Program, interested grocery stores are qualified using 2000 US Census data to determine if a store is located in a zip code where the residents have a median household income of $33,485 (or 185 percent of Federal Poverty Level for a family of four).  In addition, the top 100 California stores redeeming Food Stamps are actively targeted by state and local staff for participation in the 5 a Day Retail Program.  The state office is currently working with USDA to expand the retailer participation criteria.

The 5 a Day Retail Program offers retailers on-line and in-store merchandising materials, such as point-of-sale signs, in-store audio, recipe cards, seasonality charts, and serving size posters; food demonstrations; and the opportunity to participate in retail-sponsored community events.  These components are tested with the retail sector and evaluated regularly to ensure that the retail activities are effective and meet the needs of the targeted 5 a Day Campaigns, regional lead agencies, LIAs, and community partners. 

Activities

Each targeted 5 a Day Campaign and its regional lead agencies currently work with retailers at the local level to conduct merchandising and promotional activities that target children, Latino adults, African American adults, and the general low-income audience.  The Regional Nutrition Network lead agency will be responsible for soliciting participation from qualifying supermarkets, small chains, and independent markets as part of the community education efforts and for adding new partners as federal policies allow (see SOW form in Core 1 for details).  In addition, 5 a Day Retail Program merchandising and promotional activities, including food demonstrations, are built into the SOW of each targeted 5 a Day Campaign.  The minimum number of food demonstrations required for each targeted 5 a Day Campaign in each region is located in Attachment 8.

3e.  California 5 a Day—Be Active! Worksite Program

The 5 a Day—Be Active! Worksite Program catalyzes the establishment of worksite environments that support fruit and vegetable consumption, physical activity, and food security among predominately low-wage working adults.  To fully understand what needs to be done to increase these healthy behaviors at worksites, the 5 a Day—Be Active! Worksite Program conducted formative research that consisted of an extensive review of literature; interviews and focus groups with business leaders; and focus groups with low- and middle-income working adults (see Appendix 9 for the results and recommendations of the formative research).  Based upon the research, the three most promising strategies to promote healthy eating and physical activity at work are to improve access to healthy foods and physical activity at workplaces; foster supportive work environments that encourage healthy lifestyle choices; and establish public policies that bolster health promotion efforts at worksites.  The 5 a Day—Be Active! Worksite Program is pursing these strategies by developing and pilot testing tools and programs to help employers and employees make 5 a Day and physical activity a natural part of their workday. 

From January 2005 to August 2006, the 5 a Day—Be Active! Worksite Program will develop and test the education, marketing, and access/environmental change components of the program.  The education and marketing components will be designed to build fruit and vegetable and physical activity skills among employees and employers, persuade business leaders to adopt the 5 a Day—Be Active! Worksite Program, and encourage decision leaders to establish healthy worksite policies.  Strategies will be developed to improve access to fruits and vegetables in worksite cafeterias, at catering trucks, in vending machines, and in meetings, potlucks, and other workplace gatherings.  Physical activity will be promoted during breaks, meetings, and before and after work.  The Physical Activity and Health Initiative’s Take Action! Program, which has been shown to increase physical activity among employees, will be used for many of the physical activity components.  All evidence-based worksite interventions that create 5 a Day- and physical activity-friendly environments and improve fruit and vegetable consumption and physical activity levels will be incorporated into a comprehensive 5 a Day—Be Active! Worksite Program manual.  

Activities

From January 2, 2005 to September 30, 2006, the Regional Nutrition Network lead agencies will be involved in the development of the 5 a Day—Be Active! Worksite Program by providing assessment information.  On October 1, 2006, and as funds become available, the 5 a Day—Be Active! Worksite Program manual will be provided to the Regional Nutrition Network lead agencies to establish the Program in at least 40 small/medium- and large-sized low-wage worksites, reaching a minimum of 40,000 employees per year in each region. 

In submitting a response to this RFA, the applicants are required to submit a budget and SOW for activities conducted from January 2, 2005 through September 30, 2006.  The applicants are not yet required to develop SOW for the 5 a Day—Be Active! Worksite Program from October 1, 2006 to September 30, 2007.  Instead, the Regional Nutrition Network lead agencies will be asked to submit this document in mid-2006 prior to the implementation of the Program. The budget for this time period, however, must be submitted as part of the current proposal.

3f.
Additional Considerations for the Regional Nutrition Networks
The California 5 a Day Campaign will continue to seek additional funding to expand and enhance the activities described within this RFA. Should additional funds become available; the 5 a Day Campaign may request that the Regional Nutrition Network lead agencies complete additional SOW objectives. Specifically, the Campaign is working to expand the 5 a Day—Power Play! Campaign to include 6- to 8-year-old children; the African American 5 a Day Campaign to investigate and potentially add new secular channels; and the 5 a Day Retail Program to include restaurants.  Each of the targeted programs also aims to find resources that could be used to reach families, population segments, or channels that exceed the USDA’s 50 percent low-income criteria.

Evaluation

Evaluation and accountability are critical to CPNS and the Network.  It is vital to document the barriers, successes, and the lessons learned while developing and implementing the Core Components listed above.  

Up to 10 percent of the total requested budget may be used for evaluation. Evaluation costs may include, but are not limited to:  the preparation of semi-annual activity reports (SAAR); supplemental SAAR reporting to measure change in outcomes that result from conducting Core activities; work with CPNS staff and other collaborative members in developing and implementing appropriate process and/or impact evaluation for the Collaborative's initiative (e.g., needs assessment; community norm, environmental, systems, or policy change); preparing presentations, journal articles, case studies, and special reports; participation in evaluation of the overall functioning of the Regional Collaborative; and participation in special statewide or regional evaluations, such as pilot testing new interventions.  

On a case-by-case basis, additional funds may be provided for joint efforts with the State program or for special evaluation studies.  Costs may also include hiring of an evaluation subcontractor(s) if justified in the Regional Lead Agency application.

Regional Nutrition Network lead agencies also will be required to work with CPNS on  developing Communities of Excellence in Nutrition, Physical Activity and Obesity Prevention (CX3), modeled after CX in Tobacco Control, CX3  is an approach to assessing, setting targets and reporting on community indicators of modifiable health-promoting characteristics (see Attachment 10).  CPNS is also in the process of developing an online contract, project and evaluation monitoring system, a 2 to 4 year project.  Regional Nutrition Network lead agencies will be required to:

· Test and rate community indicators;

· Review, test and provide feedback on assessment and evaluation tools (on- and off-line); and

· Conduct community assessments in designated low-income communities and test automated SOW reporting, and contract, budgeting systems.  If warranted, additional funding may be provided for this function. 
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