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Introduction

Be Sugar Savvy, the Bay Area’s 2008 Nutrition Education Initiative, sought to combat the obesity epidemic by 1) educating the community about the prevalence of added sweeteners in processed foods and beverages and 2) decreasing the consumption of beverages high in added sweeteners, specifically soda.  Decreasing soda and sweetened beverage consumption is one of the most promising strategies for preventing obesity, according to the UC Berkeley Center for Weight and Health, (2003.)  This initiative combined an effective and engaging educational component; the active enthusiasm of hundreds of LIAs and other USDA-funded and non-funded partners within the Bay Area Region; unprecedented numbers of workshops and activities, and a foundation-funded social marketing campaign, called Soda Free Summer (SFS).  The campaign reached 100,000 Bay Area residents, increased nutrition knowledge and individual behavior change, and created significant environmental change as well. A participant evaluation, funded by the California Endowment and conducted by Field Research, indicated that respondents liked and read the SFS brochure and that almost half reported decreased soda consumption. Hispanic respondents reported drinking soda more frequently than other groups and were more likely than the general population (over half) to have decreased their soda consumption. 

The initiative included workshops, presentations, and outreach events utilizing the Network-approved Be Sugar Savvy curriculum and Rethink Your Drink posters, and the foundation-funded Soda Free Summer campaign brochures/commitment cards, posters, website, and incentives. BANPAC members are passionate about the initiative, which was inspired by Alameda County’s successful 2007 campaign and it also fulfills one of the requirements for the Network collaborative. This case study  documents BANPAC’s 2008 Be Sugar Savvy & SFS nutrition education initiative.
Initiative objective and rationale:

Initiative Goal: to combat the obesity epidemic by educating low-income community residents to decrease added sugar intake from beverages by choosing healthy, low-calorie alternatives
Initiative Objectives:

· Increase knowledge of the amount of added caloric sweeteners in beverages and foods commonly consumed in Bay Area communities.
· Increase community members’ skills for understanding  food labels and choosing beverages and foods with little or no added sweeteners;
· Provide education on healthy alternatives to soda and other sweetened beverages; and

· Decrease the consumption of sodas and other sweetened beverages in Bay Area communities, especially among youth.   
BANPAC membership responded enthusiastically to the Alameda campaign results when they were presented at the December 2007 BANPAC Membership Meeting and the BANPAC Leadership Council then planned for a regional collaborative campaign for the Bay Area. BANPAC wanted to use the same approach: combine the educational piece through the Be Sugar Savvy/Rethink curriculum, utilizing FSNE funding and involving Network-funded projects, along with getting foundation funding to provide the edgier, more direct approach provided by the SFS media campaign. Over $200,000 in foundation funds were raised by non-USDA funded BANPAC Leadership Council members to pay for SFS posters and commitment cards, incentive items, a campaign website, and evaluation of the campaign.  In addition, foundation funds contributed staff time for the BANPAC Coordinator, the Leadership Council member overseeing the evaluation effort, and the Brown Miller’s PR effort for the launch. 
Project Setting(s) and Population Served 
BANPAC presented two Regional Train-the-Trainer Workshops for the Sugar Savvy curriculum to nearly 100 BANPAC members and community partners throughout the Bay Area Region:
· February 6, 2008 at Stanford Medical School- 22 attended

· April 18, 2008 at the Elihu Harris State Building in Oakland—75 attended
The 97 professionals trained at these train-the-trainer workshops provided well over 140 workshops locally, training over 4,600 diverse individuals throughout the Bay Area.  The population served included participants in WIC, summer feeding programs, public health department outreach programs, Head Start, after-school and childcare programs, community health and dental clinics, Network worksites, and Power Play! Children’s Campaign schools, among others. BANPAC members from funded and non-funded organizations presented campaign materials to groups that ranged from Kaiser patients who viewed the displays when they visited their pediatricians, to children participating in YMCA and summer feeding programs, to elected officials who were urged by local health leaders to pass resolutions in support of the campaign in all six counties of the region.  Although there was a focus on youth, training workshop participants represented both males and females of a broad range of ages and ethnicities.  
In addition to over 140 Sugar Savvy workshops conducted for community members, BANPAC and its community partners conducted over 150 outreach events throughout the Bay Area. Exhibits, demonstrations, and hands-on activities were conducted at summer fairs and festivals, food banks, parks and recreation sites, church events, schools, medical providers, after school and youth programs, and more.  
Educational Initiative Description 
The regional campaign was implemented by County representatives to the Leadership Council who served as liaisons to the regional campaign. Each gathered few local BANPAC members to recruit organizations for participation, coordinate and conduct local training workshops, and distribute materials. This Executive Committee met, mostly by teleconference, every few weeks to coordinate the regional training workshops; translation, printing and distribution of materials; and evolution and maintenance of the website.  In addition, monthly Leadership Council meetings included a substantial segment for planning campaign media, materials, and the launch.

Sugar Savvy Workshops

Sugar Savvy train-the-trainer workshops were conducted to provide a ready-made curriculum to communicate campaign messages and to disseminate campaign materials. These workshops ensured that common messages were communicated throughout the region. Train-the-Trainer workshops introduced, modeled, and disseminated the curricula, which was then made available on the BANPAC website. 

BANPAC conducted two, hands-on Sugar Savvy “train-the trainer” workshops on February 6th at Stanford Medical School (one of our partners) in San Mateo County and on April 18th at the Elihu Harris State Building in Oakland. Darlene Fuji of Alameda Co. Nutrition Services served as the lead trainer for both sessions. Almost one hundred participants observed a model training workshop, practiced delivering the workshop, and received the tools needed to conduct workshops and share key nutrition messages about sugar and sweetened beverages at outreach events. 
The workshop included hands-on instruction about the amount of hidden sugars in popular foods, instructions about reading and interpreting nutrition labels, and generating ideas for substitutes for highly sweetened beverages. Participants brainstormed about how to implement the workshops in their organizations and with their students/ clients/ constituents.  Evaluation data indicated that the teaching methods were perceived as very helpful and that participants felt empowered to implement the program (see below for details.)
The workshop trainees presented over 140 Be Sugar Savvy workshops to thousands of individuals affiliated with over 200 organizations, including school districts in each of the counties, local parks and recreation departments, WIC sites, child care centers, health plans, medical offices, hospitals, community based organizations, summer lunch sites, after school programs, faith organizations, civic groups, community health clinics, social services agencies, childcare providers, public health nurses, youth programs, and housing authorities.  All attendees at the train-the-trainer workshops were provided with educational curriculum and campaign materials to promote the campaign with their communities. Many workshops included innovative activities such as taste testing of water flavored with various fresh fruit and vegetable slices. USDA-funded programs worked entirely with agencies serving FSNE eligible populations and non-funded agencies focused on organizations serving low-income, culturally diverse residents and thus included many FSNE eligible residents. 
Outreach events, exhibits and activities

Beyond the Sugar Savvy workshops, BANPAC members and partners sponsored well over 150 exhibits, activities, and outreach events throughout the Bay Area.  Many initiative partners created their own traveling exhibits, featuring bottles of soda and other sweetened beverages, food with hidden sugars, enlarged nutrition labels, and various charts showing the amount of sugars in processed foods and sweetener consumption among teens and other populations. 

Regional Communication

Membership input was obtained at BANPAC meetings, which also provided  opportunities for members to meet and plan county-wide activities.  Leadership Council members, who were liaisons with their county’s activities, worked through established professional networks to recruit and update local partners. The liaisons also updated the Leadership Council about local activities and progress at monthly meetings and at Executive Committee meetings. They and their local leadership groups sent updates to the BANPAC Coordinator for inclusion in BANPAC’s electronic newsletter and for posting on the BANPAC and SodaFreeSummer.org websites.

The Sugar Savvy curriculum, campaign tools developed by BANPAC and partner agencies, and media coverage were posted on the BANPAC website: www.banpac.org and distributed via BANPAC’s electronic bi-weekly newsletter. 
Network Collaboration

Bay Area Region Children’s Power Play! Campaign Coordinator collaborated with county staff to deliver the Be Sugar Savvy message to hundreds of school children throughout the Bay Area.  In particular, the messages were integrated into Spring into Health, a collaboration between the Network and the American Cancer Society. The Bay Area Worksite Coordinator implemented the curriculum as part of the Network Worksite Program at Christopher Ranch, Go Kids, and Rebekah House in Santa Clara County. All three sites were involved in Take Action during summer 2008. Working with participating employees, Regional Network staff integrated Be Sugar Savvy messages into efforts to foster supportive work environments that encourage healthy lifestyle choices and establish practices that bolster health promotion efforts at worksites, such as healthy vending policies.  

Soda Free Summer Campaign

BANPAC Leadership Council members solicited grants to implement and evaluate the Soda Free Summer campaign. The SFS materials, originally designed and implemented by Alameda County Nutrition Services, were funded for regional distribution by grants from Kaiser, The Health Trust, Alameda County Nutrition Services, Shape Up! San Francisco, and First 5 San Francisco and Santa Clara. The campaign evaluation was funded by a grant from the California Endowment. Grants were written by volunteer BANPAC Leadership Council members from Shape Up! San Francisco, The Health Trust, and Samuels and Associates—and reviewed by other Leadership Council members.

In many sites, after the Sugar Savvy workshop or educational presentation, participants received a Soda Fee Summer brochure that explained the Soda Free Summer campaign, along with a tear-off commitment form to demonstrate support for a Soda Free Summer. Leadership Council members solicited donations so that the SFS commitment cards would be entered into a raffle.  Three participants won Safeway gift cards and one won a bicycle donated by The Sports Basement.
A Shape Up San Francisco Leadership Council member obtained the rights to the www.SodaFreeSummer.org website with the support of the Council. Another Leadership Council member, who directs Healthy Silicon Valley, a project of the The Health Trust, donated staff resources to build and maintain the site. WWW.SodaFreeSummer.org  included information, media coverage, and an online soda tracker.  At the request of Alameda County, this site has now been given to them. 

 Campaign Launch/press event
A regional press event occurred on June 4, 2008 at the Elihu Harris State Building in Oakland as part of the Quarterly BANPAC Meeting.  The launch, funded in part by The Health Trust, included a tower of soda representing typical annual consumption and short presentations by regional health leaders and elected officials.  A press packet included background information and contact information for spokespersons in each county.   Local events followed in all six counties—with major launches in Alameda, San Francisco, and Santa Clara Counties. 
The Alameda County launch included a Soda Buy Back Program at a low income housing complex in Hayward.  In addition to the buy back, the event featured a “soda dump,” completion of the commitment card to join the SFS campaign, nutrition “Olympics,” nutrition bingo, educational displays, hula hoop and jump rope contests, a tattoo station, and water tasting.  Residents earned raffle tickets by bringing in soda, winning at bingo, and playing games and won locally donated prizes (skate boards, razor scooters, blender, lazy Susan tray, coffee, sports bags, footballs, etc).  Media coverage included a KTVU spot that ran Saturday, Sunday, and Monday which featured Alameda County’s “SFS Mom” describing how she used to give soda to her two year old - no more! 
In San Francisco the launch was located at a middle school and featured an appearance by Mayor Newsom who made the campaign pitch, nutrition and physical activity games, including one modeled after Are you smarter than a fifth-grader?. In addition to a water tasting and a jump house, the event featured ten nutrition and PA partners including the YMCA with an exercise activity and the Boys and Girls Club with a display on the impact of soda on teeth.
In Santa Clara, the launch at the County Office of Education (SCCOE) featured the Digital Clubhouse’s Youth Health Advocates, School Champions from the SCCOE’s Fit for Learning program, healthy snacks, and presentations by local leaders. In all counties, organizations trained in the Sugar Savvy curriculum were encouraged to adopt the campaign and make it their own by holding an event or activity that supported their constituents to rethink their drink and have a Soda Free Summer. 
Each County obtained a proclamation from their local Board of Supervisors in support of the campaign. Brown Miller Communications provided services for this component, both as a Network contractor (for the Be Sugar Savvy portion) and with a combination of foundation funding and pro-bono work (for the Soda Free Summer portion.) Over 2,000.000 media impressions resulted from these events. 
Barriers and Solutions 
This initiative required a great deal of time from members of a voluntary collaborative.  Outreach to community partners and organizing Sugar Savvy workshops, outreach events, exhibits and activities were very time-consuming for members throughout the region.  Schools particularly require a long planning process and it would have been ideal to approach them in March instead of April or May. Although the Leadership Council and Steering Committee provided regional coordination, each County Liaison had to make time to work with her/his own organization as well as community partners to organize and sustain the effort.  Solutions included BANPAC members working with established partners in their county, sharing the responsibilities among members of their professional networks, and trying to print materials sooner for the 2009 initiative.
USDA funding restrictions meant that many hours were required for fundraising (by non-funded Leadership Council members) for non-allowed activities and creating/maintaining boundaries between Soda Free Summer and the Network-approved Be Sugar Savvy in every aspect of the campaign. Because of the SFS component, the BANPAC Coordinator had to be constantly mindful of what was allowable in terms of her participation in the Be Sugar Savvy initiative and what had to be accomplished with foundation funding.  This responsibility included solicitation of outside funding for BANPAC membership meetings at which members wanted to report on Soda Free Summer activities.
Partnership sharing and co-branding brought other challenges. The developer of the Soda Free Summer campaign wanted to increase the reach of the campaign and thus partnered with BANPAC—Alameda County Nutrition Services is a BANPAC member. However, there were serious concerns about diluting the Soda Free Summer message with USDA-acceptable variations and materials that used the Rethink Your Drink and Be Sugar Savvy slogans with a variety of logos and competing artistic styles. In order to include the LIAs and other funded organizations, BANPAC needed to add Rethink Your Drink and/or Be Sugar Savvy monikers to the Soda Free Summer campaign. The advantage of these “co-brands” was their timelessness; some public health nutritionists appreciated having year-round slogans. Our Network Regional Program Manager supported this negotiation process.
Initially, grant funds were sought not only for SFS materials and incentives, but for a regional media campaign.  When funds were not yet available in February, it was decided to delay that part of the campaign until a later year and focus on implementing the campaign in 2008 without the media component, given available time and finances.

Media Coverage 
The campaign launch resulted in over two million media impression. This includes a modest estimate for organizational newsletters of which we are not aware and for the online reach (which according to the State is not available).

 Visuals, interviews, and background nutrition education were carried in

· Five television stations with over 388,000 impressions

· Two radio stations with 27,000 impressions

· Local newspaper coverage in the San Jose Mercury News, San Francisco Chronicle, Palo Alto Daly News, Santa Cruz Sentinel, Oakland Tribune, and Contra Costa Times

· Newsletters covered the campaign, such as the Kaiser Permanente Gateway and Santa Clara County Medical Center, and most notably the Robert Wood Johnson Foundation News Digest: Public Health.

In addition to the newsletters named above and in Appendix 1: Media Coverage Report, the initiative was covered in a variety of local newsletters, some of which we haven’t yet learned. Many organizations, such as the Contra Costa Health Department, Contra Costa Health Plan, and Camino Medical Group which mailed flyers to food stamp recipients and health plan members respectively, developed and distributed fliers to their constituents after completing the Sugar Savvy training and receiving campaign materials.
The contributed media campaign in Alameda and Contra Costa Counties, consisting of bus wraps and freeway billboards along highways 880 and 80, increased the visibility of the campaign and number of times residents encountered SFS messages.  Anecdotal evidence indicates that the bus signs were recalled by preschooler and young primary school children when introduced to the Sugar Savvy curriculum and Soda Free Summer posters in their classrooms.

Quantitative Methods and Results 
An independent evaluator, Field Research, conducted an evaluation study to determine whether the Be Sugar Savvy initiative and Soda Free Summer campaign resulted in actual increases in nutrition knowledge and decreases in the consumption of sweetened beverages, BANPAC is using the results to prepare a brief that synthesizes findings across evaluation methodologies.

Community members were surveyed via returned Soda Free Summer pledge cards (which entered participants into a drawing for a donated food shopping spree or bicycle.)  The Health Trust also developed and maintained a Soda Free Summer website wherein users could track their consumption of sweetened beverages.  A random sampling from both groups was identified and telephone surveys of 600 participants from all six counties were conducted in September 2008 to evaluate behavior changes during the campaign.  The survey instrument was

Highlights of these evaluation results are as follows:
· 86% of survey respondents said they discussed the SFS campaign with their family

· Survey respondents liked the SFS materials – 72% found the brochure very useful

· Almost half (47%) of the survey respondents who reported taking the SFS pledge say they decreased their soda consumption and 40% increased water consumption

· 84% of the survey respondents who used the SFS calendar were soda free for most or all days.

· Hispanic respondents reported drinking soda more frequently than other ethnic groups and over half (55%) said they recently decreased their soda consumption

· 2/3rds of the survey respondents said they recently made a behavior change to improve their health

· Strong support among respondents for healthy environmental changes. 

· Large majorities also want the government at all levels to do more to combat childhood obesity.

Community Partners/Stakeholders were identified by each county. Field Research used a survey questionnaire to obtain substantial qualitative information about the process and effect of the campaign in their organization. Highlights of these 21 stakeholder interviews include:
· Stakeholders used the SFS campaign and its materials to educate staff within a wide array of organizations, as well as to reach a diverse group of at least 100,000 Bay Area residents.  

· Campaign success was attributed in part to the tools provided including posters, cards, brochures, demonstrations and Be Sugar Savvy Workshops.

· The SFS campaign was regarded as effective in getting people to reduce sweetened beverage consumption and becoming more conscious of their overall sugar intake. 

· Respondents agreed the community-wide effort led to feelings of support and encouragement; partner organizations were energized and proud of their accomplishments.

· Half of the stakeholders reported an impact on their organizational policies regarding soda and unhealthy snacks and indicated they would support local or state policies limiting availability of soda and other unhealthy foods in their community. 

· Almost all enthusiastically indicated that they would be interested in participating in a SFS campaign next year.

County Liaisons
BANPAC Leadership Council members who provided leadership for the initiative in each county were interviewed to determine what worked well and why—and what needs improvement. County Liaison surveys indicate that Sugar Savvy curriculum was perceived as highly effective with all groups. The SFS brochures/commitment cards and posters and Rethink Your Drink posters were judged very effective, providing information on the amount of sweeteners in popular drinks and alternative choices.  
The materials were considered inspiring both because they are colorful and visually appealing and because they solicit a behavioral change from participants—helping people move from knowledge of hidden sweeteners to action—reducing them. The SFS bus wraps were well received and made the campaign more visible in Alameda and Contra Costa counties where they were displayed.  
All liaisons agreed they would like to begin the campaign earlier this year and that they could use coordination help with organizing the campaign in their counties. With funding from The California Endowment, BANPAC is planning to prepare a brief that synthesizes findings across evaluation methodologies.

Achievements 
This high visibility effort engaged participants from all six counties and every Network channel. Below is a description of the three top achievements of the initiative.
1. Bay Area residents learned about hidden sweeteners in processed food and beverages, including many who learned how to read and analyze nutrition labels on the foods they consume. The Field Research evaluation indicated over 100,000 people were reached by campaign activities (not including media.)  Many more learned about the effort through the mass media: BANPAC earned over two million media impressions from the initiative—when online media is taken into consideration.

2. Well over 100 BANPAC members in all six counties participated in a volunteer effort to present the Sugar Savvy curriculum and promote RYD and/or SFS events and materials. This initiative engaged more BANPAC members than any previous effort.  Usage of the BANPAC.org website increased with posting of the Sugar Savvy curriculum and initiative updates. Many community partners, from the YMCA to WIC agencies to food banks, collaborated on this effort.  The 100+ community partners appreciated this valuable program and most want to work with BANPAC in the future.   Other regions as well as statewide organizations such as the California PTA want to get started as soon as possible. 
3. All six county boards of supervisors became engaged in this effort and passed proclamations supporting the campaign. In addition, San Mateo and Santa Clara joined San Francisco in passing a menu labeling ordinance. These pioneering county menu labeling ordinances contributed to the pasage of  a statewide menu labeling ordinance in fall 2008. The Santa Clara County Board of Supervisors also took action to limit sweetened drink purchase and consumption by county departments and at county events.  County Supervisor Ken Yeager, who was honored at the 2008 Network for a Healthy California Conference, led this effort.
The initiative was not focused on environmental change so many changes to workplace, recreation center, and community improvements were not documented.  Some noted changes took place at Network worksites, including the downtown Holiday Inn SF that replaced most of the free sodas offered to employees with flavored waters and iced tea flavored with mint grown from the roof garden established during the worksite program.  Rebekkah Children’s Services created a healthier vending policy, for which they were recognized at the Fit Business Awards of the California Taskforce on Youth and Workplace Wellness. Both the YMCA and the Boys and Girls Club of San Francisco banned soda at their clubhouses and administrative offices. 

Not just FSNE-eligibles were impacted—their health leaders were as well. A well-known East Bay public health research group discontinued their donut and hot chocolate Friday ritual after attending a Be Sugar Savvy presentation. In addition, the Field Research survey indicated that half of interviewed stakeholders (10) reported an impact on their organizational policies regarding soda and unhealthy snacks
Lessons Learned and Future Plans 
Timing the regional launch prior to the local launches—and the same day as Santa Clara County’s launch—helped to obtain coordinated press coverage for those events and the health issue they addressed.  Timing the six county board resolutions just prior to the launches added to the coordinated effort. The media outreach would not have succeeded without the tremendous help of Brown Miller PR, through their Network contract, pro bono work, and foundation-support of SFS efforts. For 2009, a media spokesperson training will help campaign spokespersons.
Considerably more coordination effort would have expanded even further the campaign, but staffing was a limiting factor at all participating organizations. Paid staffing coordination would help the campaign at the regional as well as local level to coordinate the distribution of materials, plan workshops, and provide technical assistance to the many participating organizations. There is considerable effort required to coordinate the initiative at the regional and local levels and given the volunteer nature of most of the work, it’s amazing how much was accomplished! 

Given the amount of work required to conduct this initiative, it was efficient to contact our current partners first rather than starting with an ideal “wish list” of whom to recruit for this effort. In the end, other partners were drawn in through word of mouth, media coverage of the effort, and ongoing Sugar Savvy presentations and classes.

Health care organizations employing health educators, such as Kaiser and Camino Medical Group, enthusiastically embraced the initiative. Health educators worked with clinicians to promote the Sugar Savvy messages in pediatric waiting rooms and exam rooms in several counties. In most non-clinical venues, it’s important to start the campaign earlier in the year.  Schools need to be contacted by March, not late in April when the materials were ready this year. 
A presentation is scheduled at the March 2009 Network conference and abstracts will be submitted for the 2009 APHA Meeting and CSBA Wellness Conference on the evaluation results. 
Last year, BANPAC planned to apply for funding for a regional media campaign this year.  Given the economic downturn, regional funding for this venture is unlikely. Local funding is still possible—as pursued by Alameda County Nutrition Services last year for their successful campaign of bus ads and freeway signs. 
BANPAC is approaching Kaiser Northern California Region with a proposal to re-fund the Be Sugar Savvy/Soda Free Summer campaign materials for 2009.  To make the program sustainable, BANPAC is collaborating with Alameda County Nutrition Services, with a proposal to develop a SFS Tool Kit and coordinated training workshops to disseminate the Sugar Savvy messages and Soda Free Summer campaign pieces in reproducible formats. The Network for a Healthy California-Bay Area Region plans to reprint Alameda County’s Network-approved Rethink Your Drink posters for the 2009 campaign—to make sure LIAs and other funded partners have the tools they need for the initiative.
The economic downturn poses a challenge to funding for this program, as it does for other innovative health and nutrition education projects. To address this concern of funders and the public, this year’s campaign will have an added focus of cost savings to families from discontinuing soda purchases.
Appendix 1: 

Be Sugar Savvy/Soda Free Summer Campaign

Media Coverage Report

Television 

	Station  
	Average Viewers 
	Story Headline 

	KGO TV7 (ABC)
	130,000
	SF Launches ‘Soda Free Summer’ Campaign 

	KPIX – TV 5 (CBS)
	73,000
	SF: City Launches ‘Soda Free Summer’ Campaign to Fight Obesity

	KRON - 4
	38,000
	

	KTVU – TV 2 (FOX)
	77,000
	

	KEMS TV 
	Not available
	

	TOTAL TV Audience 
	318,000
	


Radio 

	Station 
	Average Listeners
	Story Headline 

	KCBS – AM 
	23,900
	Getting Kids to Kick the Soda Habit

	KLIV
	4,000
	

	Total Radio Audience
	27,900
	


Print (Online & Hard Copy)

	Media Outlet   
	Circulation / Audience  
	Story Headline

	AmOnline 
	Not available
	San Francisco, Calif. Launches Soda Free Summer Campaign 

	Common Voice
	Not available
	Alameda County Urges Residents to Launch on a Soda Free Summer

	Contra Costa Times
	183,086
	Soda Consumption Fuels Obesity

	Fremont Argus
	26,619
	Soda Consumption Fuels Obesity 

	Healthline 
	Not available
	Sugar and a Soda Free Summer 

	New America Media 
	Not available
	Soda-Free for a Summer

	Oakland Tribune
	49,546
	Soda Consumption Fuels Obesity 

	Palo Alto Daily News 
	21,100
	Sugar Fix 

	Robert Wood Johnson Foundation News Digest: Public Health 
	Not available
	Northern California Communities Participating in 'Soda Free Summer' Campaign

	San Bernardino Sun
	137,250
	Make summer soda-free

	San Francisco Examiner
	379,230


	Cola coup in process on the Peninsula

	Kaiser San Francisco: The Gateway—employee newsletter
	unknown
	Kaiser San Francisco employees and providers

	Santa Clara Valley Health & Hospital System – ‘Connections’ Newsletter 
	3,500
	Employee Health: Rethink Your Drink for Better Health!

	SantaCruzSentinel.com 
	24,000 
	San Jose event spotlights dangers of junk food for teens

	SanJoseMercuryNews.com 
	228,537
	'Soda Free Summer' campaign to kick off

	San Jose Mercury News 
	228,537
	Editorial: Fight obesity: Take sodas out of your kids' summer

	San Mateo County Times 
	26,364
	Soda Consumption Fuels Obesity 

	Sing Tao USA 
	(depends on the particular edition)
	

	SugarShockBlogRadio
	Not available
	Soda-Free Summer? Can You Do It? Two Alameda County Experts Challenge You to stop Sugar Shock! Radio Show July 31st

	Topix
	Not available
	SF Launches ‘Soda Free Summer’ Campaign 

	Total Print & Online Audience 
	1,307,769
	


Documented media, excluding online readers on newspapers  1,653,669 

Estimated media impressions, including online and undocumented numbers: > 2,000,000
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