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Introduction 
Many rural residents are fighting the obesity epidemic.2 In California’s northern 
and Sierra counties, obesity rates are approximately 25 percent (and 35 
percent are overweight) among adults 18 and over.3 Older adults (age 65 and 
over) in rural areas tend to be more overweight or obese (61 percent) than their 
suburban (54 percent) and urban (57 percent) counterparts.4 Also, rural areas 
have higher self-reported rates of adult obesity than urban areas.5

High obesity rates in rural areas point to the need for healthier eating and 
drinking habits (as well as more physical activity). Ensuring access to affordable 
healthier beverages is one key obesity prevention strategy. Sugary beverages 
such as sodas, sports drinks, fruit drinks, teas, flavored/enhanced waters, and 
energy drinks are relatively inexpensive. Regrettably, they are also high in 
calories and provide little or no nutrition.6 Establishing policies that decrease 
the amount of sugary beverages sold in vending machines in public spaces 
(such as community centers and government buildings) can help to increase 
consumption of healthier beverages. 

State Rural Demographics. Rural counties are defined as those 
comprised of more than 80 percent rural or frontier land. California 
has 44 rural counties, covering about 80 percent of the state’s 
156,000 square miles. The rural population in California was 5.2 
million in 2012, representing a .35 percent growth from 2011. Fourteen 
percent of the state’s total population lives in rural areas. Of that 
rural population, 62 percent are 25 or older, and the majority of these 
adults are 45 or older. The poverty rate for rural counties in California 
is roughly 19 percent, as compared to the national poverty rate of 
15 percent. The unemployment rate in rural California counties is 
approximately 11 percent, compared to the urban unemployment rate 
of 9 percent and the national rate of 8 percent. Consistently, a greater 
proportion of rural county residents are told by health professionals 
that they have had a stroke or that they have diabetes, as compared to 
residents of urban counties. (California Rural Health, 2012)

“Context always modifies 
the nature of health 
problems and their possible 
solutions . . . to ignore 
the context in which it 
occurs will reduce our 
understanding of the 
dynamics of the problem 
and the potential for its 
resolution.”1
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Unfortunately, California’s rural communities face physical, 
geographic, social, and economic barriers to good health. 	
These include:

•	 limited access to healthy foods 

•	 few exercise facilities

•	 lack of public transportation 

•	 lack of nutrition education

•	 few prevention and treatment facilities (requiring significant 
travel time to reach any such health clinics that exist)7

That said, there are considerable benefits to living in a rural 
community, including strong social networks, longstanding 
social ties, shared life experiences, and a firm commitment to 
the values of self-reliance and reciprocity.8 Rural communities 
are often tight-knit, and many times residents look to each 
other for dependable support and assistance when needed. 
Meeting the health needs of the rural population requires 
advocates to build upon the positive aspects of rural life while 
addressing the environmental factors that work against the 
health of rural communities.9

This guide outlines the context, steps, and relationships necessary 
for successfully implementing healthy vending in rural settings. The 
sections in this guide are:

Healthy Vending Overview

•	 Understanding Procurement

•	F raming Healthy Vending Goals

This section is based on information from ChangeLab Solutions’ 
Making Change: A Guide to Healthy Vending for Municipalities. 
Although Making Change is not specifically focused on rural settings, 
it contains information about procurement, and how to frame healthy 
vending goals that is applicable to rural communities. 

Important Steps

•	T ake Inventory

•	O btain Existing Contracts

•	 Understand Vending Contracts

Here we detail the processes involved with taking inventory of vending 
machines and the settings in which they are located, and reviewing 
vending contracts. 

Key Relationships

•	D ecision-Makers

•	E mployees and Other Influencers

•	 Vendors

Finally, we focus on building the key relationships that are necessary 
to make healthy vending successful in rural areas.

3
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Understanding Procurement

Government agencies purchase, or “procure,” goods and services for 
employees, students, and community members. For example, these agencies 
(and the community-based organizations with whom they contract to 
administer social services) often purchase food to sell to employees and the 
public in various retail outlets, such as vending machines, cafeterias, and 
concession stands on government property. When the government buys 
goods and services, it generally employs a formal procurement process that 
is intended to ensure fairness in how taxpayer money is used.10 Commonly, 
the county or city issues a solicitation for bids or proposals — referred to as 
a request for proposals (RFP) or an invitation for bids (IFB) — in which the 
government specifies what goods and services it wants to purchase. For 
vending machines, a well thought out RFP or IFB should include nutrition 
standards, placement and pricing of beverages, and any other desired 
conditions and specifications that the vending machines should meet. For 
sample RFP language, see Appendix A.

Next, potential contractors compete for the contract by submitting bids or 
proposals, which in part show how they will comply with the government’s 
specifications. Depending on the nature of the goods or services being 
solicited, the government entity either rates the proposals according to their 
responsiveness to the criteria and/or selects the lowest bidder. Once the top 
candidate is selected, the government agency negotiates a contract with the 
winning bidder.

Government Procurement. For a 
thorough overview of government 
procurement, including how it 
can be used by agencies to obtain 
healthier food, see ChangeLab 
Solutions’ Understanding 
Healthy Procurement: Using 
Government’s Purchasing Power 
to Increase Access to Healthy 
Food and the CDC’s Improving 
the Food Environment Through 
Nutrition Standards: A Guide for 
Government Procurement.

Healthy Vending Overview
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Framing Healthy Vending Goals

With healthy vending machines, city and town leaders can provide healthy food 
and beverage options to their employees, as well as to visitors of municipal 
parks and government buildings. A number of states (such as Massachusetts, 
Virginia, and Alabama), California cities (such as Redding and Anderson), 
California counties (such as Monterey and Solano), other small towns (in 
California and nationwide), and school and park districts have all implemented 
healthy vending guidelines.11 These policies make it easier for people to make 
healthier choices every day at school, at work, and in the community, and also 
influence food and beverage companies to offer more healthy options.

Some communities may resist the idea of a city- or county-wide vending 
machine policy. According to the 2012 Public Health Institute Field Poll survey, 
counties vary in their views on the extent to which government should be 
involved in obesity prevention. Voters in Calaveras, Madera, Shasta, Siskiyou, 
and Tuolumne counties, who tend to be more conservative, look less favorably 
on local, state, and federal governments assuming an active role in such 
efforts.12 Nonetheless, there has been a lot of support for healthier vending 
efforts across California counties like Monterey, Mendocino, Shasta, Tulare,   
and Imperial.

Cities and towns also face many fiscal challenges in today’s tough economic 
times. While revenue, budgets, and job numbers shrink, obesity rates and 
related health care costs continue to skyrocket. Therefore, cities and towns 
cannot simply keep feeding this epidemic with unhealthy beverage options, 
such as those commonly found in vending machines. 

A useful way to frame the issue is to point out that people who want unhealthy 
food can still buy it at other places, even after healthy vending is implemented. 
The government is sending the message that it will no longer provide 
unhealthy food and beverages. Instead, government and public agencies will 
work to promote healthy eating by offering better options.

5
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important steps 
Adopting and implementing healthy vending involves many steps, and 
the process may be different with each initiative. A more comprehensive 
description of “Steps to Implementing a Healthy Vending Machine Policy” is 
outlined in ChangeLab Solutions’ Making Change: A Guide to Healthier Vending 
for Municipalities. 

This section focuses on three important steps that are especially important for 
rural areas: taking inventory, obtaining existing contracts, and understanding 
vending contracts.

Take Inventory

Determining the current inventory of vending machines is a necessary first 
step. Try to think of all the places you might find vending machines controlled 
by a public agency, including:

•	C ity hall, government centers, agency offices

•	C afeterias and lunchrooms

•	H ospitals, nursing homes, childcare centers, libraries, correctional facilities

•	 Parks, recreational facilities, city-owned sports venues 

•	S chools and public colleges

Depending on the number of target locations and machines, this inventory may 
take some time. Consider getting help from co-workers or forming a working 
group that could involve youth. Taking an inventory of all the existing vending 
machines will give you a starting point to assess what changes are needed 
and where to focus your efforts. Use the Sample Beverage Vending Machine 
Observational Assessment (Appendix B) to analyze the beverage vending 
environment. Take note of the:

•	N umber and location of vending machines 

•	N umber of slots per machine 

•	 Percentage of slots allotted to sugary or 
artificially sweetened beverages (e.g., sodas, 
energy drinks, sweetened teas, diet drinks etc.) 

•	N umber of healthier beverages (e.g., plain 
water, 100 percent fruit juice, non-fat or 1 
percent unflavored milk) currently available 

•	 Product placement and pricing

•	A dvertising on the vending machine

Once the inventory is completed, identify those 
locations where vending machine offerings could 
be healthier.

6

http://www.CA4Health.org
http://www.changelabsolutions.org
http://changelabsolutions.org/publications/healthier-vending-municipalities
http://changelabsolutions.org/publications/healthier-vending-municipalities


CA4Health.org   I   changelabsolutions.org

Obtain Existing Vending Contracts

The usual way to obtain copies of current vending contracts is to contact the 
purchasing department or the individual in charge of vending machines. At 
first, it may be difficult to locate an actual policy or agreement. Some localities 
may have decades-old agreements with vendors, but nothing formal. Or else 
the written contract may exist, but the relevant department might refuse to 
provide a copy. If this happens, try to familiarize yourself with local government 
channels and procedures in order to locate the vending contract and/or the 
person with the most information and knowledge about it. 

The California Public Records Act requires disclosure of public records, such as 
vending contracts, upon written request.13 All 50 states have adopted similar 
laws that provide varying degrees of access to vital documents and information 
about the government’s (i.e., the municipality’s) business. However, most of 
these laws also stipulate exceptions for certain types of commercial or financial 
information contained within public contracts. Thus, a local agency can justify 
withholding a record on the grounds that the document is exempt or that the 
public interest of confidentially outweighs the public interest in disclosure.14    
Be sure to keep track of the person(s) responding to your request and the 
stated reason for any denials. In most instances, you should not encounter a 
problem in obtaining a copy of the vending contract. 

Even if your worksite doesn’t have vending machines, you can still 
promote healthy beverages! You can implement a policy that requires 
healthy beverages be purchased for meetings, events, or even a 
communal refrigerator. In California’s Siskiyou County, one department 
that does not have a vending machine has employees chip in money 
to stock the refrigerator. The employees adopted a healthy beverage 
policy that required 50 percent of beverages available to them meet 
certain nutritional guidelines.

7
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Understand Vending Contracts

Vending machine contracts can be complex. When you review the current 
contract, try to get help from the person who manages vending contracts. This 
could be an agency director or purchasing department staff. It is also prudent 
to consult with your attorney.

A vending machine contract establishes the terms and conditions between 
the government entity (e.g., county agency) and the vendor (or seller) for 
the placement, service, and maintenance of the vending machine on the 
government property. 

Best Contracting Practices. After analyzing municipal snack and 
beverage vending contracts from cities, counties, and recreation 
departments of all sizes, ChangeLab Solutions has developed a    
Model Healthy Municipal Snack and Beverage Vending Agreement. 
This model provides a template of contract clauses and terms to 
promote the sale of healthy snacks and beverages, as well as options 
to help you negotiate favorable terms and conditions with your vendors.

8
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Vending Contract Assessment Tool

When reviewing a vending contract, consider trying to find the answers to these questions:

Contract Terms You Want to Know Also Consider

Requires healthy 
items

Does the contract specify the 
nutrition standards that products 
must meet?  

Nutrition standards are defined in 
the Specifications Sheet, which the 
vendor must follow when stocking the 
vending machine. The Product List 
contains items that meet the nutrition 
standards required for sale in the 
vending machine.

Contract period When does the current contract 
expire? And what is the renewal 
date for the contract?

Sometimes a long-term contract 
(more than one year) is not advisable 
— even with a healthy snack and 
beverage contract — because it (1) 
ties the hands of future policymakers; 
(2) risks locking in a contract with a 
poor performing vendor; and (3) is 
anti-competitive and thus contrary to 
public contracting principles. 

Modification Can the contract be modified 
if a change in the law affects 
the contract terms? Can the 
municipality update the nutrition 
standards and Product List as 
needed?

The contract may permit the vendor 
to oppose any change in the Product 
List that would have an adverse 
financial effect on the vendor. The 
municipality has to work with the 
vendor to address these concerns and 
then modify the contract accordingly.

Consolidation Is the contract for a single 
department or does it cover 
multiple departments and/or 
buildings?

The municipality may have 
consolidated all vending services 
within a county into one contract, 
rather than allowing each department 
to have separate vending agreements. 
Consolidation maximizes efficiency 
and financial benefit to all parties and 
avoids uneven vending services.  

Pricing Does the contract contain any 
product pricing models that 
encourage certain choices over 
others?

Low-calorie beverages (e.g., water) 
are priced lower than high-calorie 
beverages (e.g., sodas).

Product placement Does the contract specify slotting 
positions for certain products?

Products that meet the nutrition 
standards should be placed at eye-
level (highest selling potential) in the 
vending machine.

9
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Contract Terms You Want to Know Also Consider

Advertising Does the contract restrict the 
vendor from advertising on the 
vending machine panels and/
or limit other promotion and 
advertising rights?

The municipality can prohibit any 
advertising (or restrict promotions of 
products that do not meet nutrition 
standards) by the vendor on municipal 
property.

Additional payments Does the contract require the 
vendor to make additional 
payments for the right to market 
and sell products on municipality 
property?

Normally, the vendor pays the 
municipality a yearly cash payment 
(revenue enhancement payment) 
and a commission on each unit sold 
(product sales commission). 

Transparency Does the contract require the 
vendor to provide accurate and 
timely financial reports? Does the 
contract permit periodic audits 
of financial records related to the 
agreement?

Some contracts may also require 
representatives to meet on a regularly 
scheduled basis. This helps foster 
good working relations between the 
parties. 

Enforcement Does the contract state what 
counts as a breach of contract 
and spell out what happens if the 
vendor does not comply with the 
contract provisions (e.g., nutrition 
standards)?15

The contract should contain penalties 
for non-compliance, including 
monetary penalties (“liquidated 
damages”) and suspension and 
termination of the contract.

Vending Contract Assessment Tool (continued)

10
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Key Relationships
In rural settings especially, cultivating personal connections with key decision-
makers and other influential people is critical.

Decision-Makers

After conducting inventories, obtaining copies of vending contracts, and 
finalizing healthy vending goals (as described in the previous sections), you 
may already know who the important local decision-makers are. States, cities, 
and counties typically contract with an individual or business to operate 
government food services. For example, a city might contract with a vending 
distributor to provide and stock vending machines. In many cases, these 
relationships have existed for a long time and the vendors may be relatively 
independent. Still, someone within the government is in charge of making the 
ultimate decisions about vending machines. 

The decision-maker (or decision-makers) may be the head of a department or 
agency, a governing board, or even the mayor or city council. In some cases, 
vending machines may be controlled by a union bargaining agreement. The key 
question is, who sets the purchasing policies for vending machines? To find out, 
start with the mayor’s office, municipal website, purchasing department, or city 
manager’s office.

Engage key decision-makers early on in the process and make an effort to 
understand their perspective. A common challenge in starting a healthy 
vending machine initiative is that decision-makers are often not sure about the 
procedures for changing existing contracts with vendors. Work with the person 
who manages the vending contract (e.g., purchasing department or agency 
director) to help key decision-makers understand the contract. Also enlist this 
person to help you communicate and establish a relationship with the vendor.

Sometimes, even if a county executive or agency director supports the idea of 
healthy vending machines, they may not view the initiative as a priority. Even in 
smaller departments, officials might feel burdened by the additional workload 
entailed by implementing a healthy vending machine initiative.

11
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This makes it all the more important to educate decision-makers about 
the health and financial benefits of making healthy beverages available to 
employees. One way to encourage prioritization of healthy beverage vending 
machines would be to share the results of employee/public surveys showing a 
desire for them. 

To identify more information about decision-makers, you can interview 
the purchasing department staff, worksite managers, or even a wellness 
coordinator, using the Sample Fact Finding Questionnaire (Appendix C).16 	
With this tool, you can find out:

•	W ho the stakeholders are at vending locations

•	 Policies and practices already in place to improve vending options

•	H ow open managers are to healthier vending options

•	 Possible barriers to changing the contents of vending machines

Employees and Other Influencers

The vending machine users — employees or site visitors — are critical to the 
overall success of a healthy beverage initiative. Ideally, a large number of 
employees will not only support the idea of healthy vending, but will actually 
champion the cause. Employee buy-in can compel the support of management 
and vendors. 

At first, employees may have a mixed response when nutrition standards are 
proposed. While some may be open to healthy choices in the vending machine, 
others may get upset that their favorite drinks will no longer be available. 
Softening this resistance will be much easier if you involve employees (and 
visitors from the public) in your planning process and build support in the 
following ways:

•	C onduct an employee survey

•	H old a beverage taste test

•	 Promote healthy choices through education and product labeling

•	 Provide incentives to buy healthier beverages

•	M ake adjustments to your initiative based on feedback and specific 
employee preferences

12
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Employee Survey 

Conduct a survey among staff and visitors to obtain feedback on the current 
beverage offerings, as well as what drinks they would like to see in the new, 
healthier vending machines — use the Sample Employee Vending Survey 
(Appendix D). Some topics covered in the survey include:

•	N umber of items per week they purchase from the vending machines in   
the building

•	A mount of money they spend per week on beverages at the vending 
machine

•	 Beverages they typically buy from the vending machine

•	L ikelihood they will purchase healthier choices 

•	W hether they would be willing to pay more for healthier options (How much 
more? What is a reasonable price?)

This survey will give you critical information about how people are using 
vending machines, the beverages they most often buy, and what healthier 
drinks may appeal to them the most.

Share employee feedback with vendors. Let the vendor know about 
the employee survey results indicating a desire for healthy beverage 
vending machine options. For instance, employees that report never 
using the vending machines may indicate a willingness to start 
using them if healthier beverage choices become available. Sharing 
information about which healthy vending beverages are most likely to 
sell may help convince vendors that a market exists for making a switch.

13
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Beverage Taste Test 

It is also important to evaluate taste preferences when considering which 
drinks to put into vending machines. Employees can sample different healthier 
beverages and then vote on their favorites. Depending on taste test results 
and product availability, vendors can work with their distributors and sourcing 
networks to obtain the healthier beverages that are most likely to sell from 
their machines. For this, you can use the Sample Healthy Drinks Taste Test 
(Appendix E).

Promote Healthy Beverage Choices 

Promotional activities — such as presentations, informational packets, product 
sampling, and clear labeling of healthier options — can help employees adjust 
to the changes. If the proposed policy does not require 100 percent healthy 
vending, then it is important to let employees know which beverages meet 
the nutrition standards. For example, Shasta County’s Healthy Shasta Fit Pick 
Vending Machines initiative uses the 35-10-35 nutritional criteria (less than 35 
percent of calories from fat; less than 10 percent of calories from saturated 
fat; and less than 35 percent of total weight from sugar).17 Fit Pick labels and 
stickers identify which products meet the nutritional guidelines and which 
vending machine items are lower in sugar and fat. 

In its 2002 Fit City Initiative, San Antonio, Texas, provided examples of snacks 
and beverages that were healthiest and healthier. The program also provided 
signage for machines with healthy vending choices. Signage on or near vending 
machines helps to remind consumers about healthier beverage options and 
prompts them to make healthy choices. 

The Iowa Department of Public Health used a social marketing campaign to 
create and test messages that would motivate consumers to choose healthier 
vending machine items. In office settings, there was a 10 percent shift in sales 
to healthier choices when messages were placed at the point of purchase, in 
comparison to machines that did not feature these messages.19

Promotional strategies can include:

•	D eveloping or adopting promotional materials to prepare agency employees 
and attract new customers (these may include flyers, stickers, and other 
materials that promote the healthy options in the new vending machine)

•	 Utilizing direct communications (such as agency email, listservs, and 
internal newsletters to reach the target audience)

•	 Placing healthy items at eye level, where they’re the easiest choices for 
consumers to select 

•	 Using signage to identify healthy items 

•	L etting vendors know that, under the Affordable Care Act, the FDA will 
require vending machines to post calorie information next to each item   	   
(if the operator owns more than 20 machines) 

•	L imiting junk food marketing on machines 

14
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Incentives 

Financial incentives can also be used to reward employees who purchase 
randomly identified healthy items. For example, promotional stickers and 
codes can be placed on the bottom of healthy drinks in vending machines. If an 
employee chooses a healthier beverage with a sticker, the code on the sticker 
could be their “ticket” for a drawing to win a small prize, such as a gift card, 
stretch bands, or jump ropes.20

Get Feedback from the Employees 

Evaluations can shed light on what is working and what should be changed. Set 
a reasonable time frame (for example, at the end of a pilot program or in six 
months) to obtain feedback from employees and public users. Use the Sample 
Employee Vending Follow-up Survey (Appendix F) to learn whether attitudes 
have changed about vending options, and whether demand has grown for 
healthy items.

Vendors

In rural areas and small towns, the vendor that stocks machines may be a 
neighbor, family member, or well-known resident in the community. Requests 
for them to change the contents of their vending machines and risk their 
financial livelihood may not be well received. However, if you have the support 
of key decision-makers and consumers, you will find it easier to broach the 
subject of healthy beverages with vendors. Once the lines of communication 
are open, work with vendors to address their challenges and the barriers 
to healthy vending that they perceive. Cultivate relationships with vendors 
who share a commitment to healthy food and who understand the business 
advantage of it. More specifically: 

•	 Identify the vendors, distributors, and producers who can play a role in 
increasing the supply of healthy vending items

•	W ork with the person who manages the contract (e.g., purchasing 
department or agency director) to build a relationship and good 
communication with the vendor 

•	M eet with the vending contract manager, purchasing department, and 
vendor at the same time so as to avoid gaps in communication and ensure 
that all parties are on the same page 

15
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During your meetings with potential vendors, address the following commonly 
raised issues:

1. Healthy Beverage Standards 

Work with the local health department or other nutritional experts to define 
what qualifies as a healthy beverage. For example, standards could be based 
on The Public Health Institute’s 100% Beverage Standards for Adult Settings 
(Appendix H). The vendor may already have healthy selections available or be 
able to provide them by request. If so, ask the vendor to identify beverages 
already sold in the vending machine that meet the nutrition standards and 
label them to help promote healthy choices. Otherwise, work with the local 
health department and vendor to identify healthy products that are potentially 
available for vending in the beverage machines. 

Recent examples of nutrition standards for healthy vending policies in 
California rural areas include: 

•	C ity of Redding (Shasta County): Healthy Vending Policy

•	F ort Bragg (Mendocino County): Healthy Eating and Employee Wellness 
Guidelines 

•	 Visalia Park (Tulare County): Healthy Beverage and Snack Standards

•	M onterey County: Healthy Vending Machine Policy

2. Availability of Healthier Beverage Options

Depending on their capacity, vendors will get their products from different 
sources, ranging from large distributors to the local grocery wholesaler. 
In small towns or rural areas, vendors may not have many options. Their 
suppliers’ product lines may not include items that meet the healthy beverage 
standards. Moreover, suppliers might try to discourage vendors from stocking 
healthier options, claiming that they are too expensive or not profitable. This 
will influence what healthy selections your vendor will make available.

3. Product List 

Vendors may not initially know if they are able to get healthier beverage 
options. Engage with vendors early in the process and support them in working 
with their distributors and suppliers to identify available healthy options. 
You can provide vendors with examples of beverages that meet the nutrition 
standards. For example, the National Alliance for Nutrition and Physical Activity 
(NANA) developed a list of beverage and snack options that meet NANA’s 
vending standards. (For the full product list, see Appendix G.) Although the 
need for updated healthier product lists will change as nutrition standards and 
product offerings evolve, some of the healthy beverage options that could be 
made available in vending machines include:

•	S eltzer water, flavored water, and bottled water with no added caloric 
sweeteners; 

•	 100 percent fruit or vegetable juice; 

•	D rinks that contain 40 calories or less per container, such as juice drinks, 
teas, sports drinks, and low-calorie soda; 

•	F at-free milk, one percent low-fat [unflavored] milk, and soy milk; and,

•	 Unsweetened coffee and tea. 
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Additional lists of healthy vending machine options are available from the 
Network for a Healthy California Worksite Program, Contra Costa Health 
Services, Wellness Works at Alameda County, and the American Heart 
Association’s Recommended Nutrition Standards for Procurement of Foods and 
Beverages Offered in the Workplace (Appendix J provides a resource list). It is 
important that you provide vendors with a list of available healthy beverages, 
share insights from your employee survey, and emphasize a variety of products 
that consumers will buy.

4. Sourcing Healthy Beverages for Vending Machines

When sourcing healthy beverages for vending machines, you can choose either 
to use a vendor or have the government agency stock the machine. 

If you work with a vendor, select a vending company that offers items that meet 
the healthy beverages standards. A growing number of vending companies are 
now health-focused, as more and more consumers are interested in healthier 
snack and beverage options. In 2010, the Food Institute Report highlighted 
a Snack Food Association study showing that approximately 74 percent of 
consumers are trying to eat healthier. Capitalizing on this trend, some vending 
companies are starting to offer healthier vending machine product mixes. (For 
more information, see Appendix I.)

To find out which vendors service your area and how to reach out to them 
(through an informal process and/or through an RFP), check with your 
purchasing department. 

Blind vendors. The California Department of Rehabilitation provides an 
opportunity for qualified legally blind individuals to become independent 
food service vendors under the Business Enterprise Program (BEP). 
The program was created through the Randolph-Sheppard Act (RSA), 
a federal law that has been in place for decades. The RSA gives the 
right of first refusal to blind merchants for contracts to operate vending 
machines, concession stands, and cafeterias on federal property. As a 
result, blind vendors, especially in rural areas, may have an important 
advantage when it comes to negotiating vending contract terms. In 
making the case for healthy vending, secure the full buy-in of the State 
Licensing Agency (SLA), which recruits, trains, licenses, and places 
blind vendors. Also, obtain the support of the California Vendors Policy 
Committee, which represents blind vendors who participate in the BEP.
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Unfortunately, in some rural areas and small towns, the limited number of 
servicing vendors (or, in some cases, the only vendor) may simply refuse to 
meet the new healthy beverage vending requirements. Even in this worst-case 
scenario, however, you have options:

•	C ancel the contract or withdraw the RFP. Instead, have the government 
agency install its own vending machine.

•	S imply do not have a vending machine. As an alternative, employees can 
contribute money to purchase beverages to stock the refrigerator. They 
can adopt a healthy beverage policy and identify beverages available at the 
local grocery or big-box store that meet their policy requirements. 

5. Percentage of Healthy Items in Vending Machine

From a public health perspective, the strongest approach is to offer only 
healthy food and beverage items in vending machines. Not only would this 
provide the greatest number of healthy options, but it would also make 
enforcement easier.  

However, gradually increasing the number of healthy beverage options (e.g., 
25 or 50 percent) allows vendors (and consumers) to adapt while the vending 
machines attract new customers. This may be your only option if you have a 
small pool of vendors (or only one vendor) in your county. But remember to 
be clear with vendors about your long-term goal, whether it’s 50, 75, or 100 
percent healthy vending options. 

During these transition periods, regularly communicate to your vendors that 
the purpose of the policy is to expand access to healthier options, and be 
clear about your criteria for healthier items, implementation timeline, and the 
need for regular reports and accountability for correct stocking and labeling 
of products.21 This includes proposing a specific time frame for the phase-in 
period; typically the original percentage would be kept in place for six months 
or one year before assessing its financial feasibility and continued interest in 
increasing the number of healthy items in vending machines. 
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6. Healthy Beverage Pricing

Early on, discuss pricing healthy food competitively (to cost less or no more 
than unhealthy options). The vending contract should strike a balance 
between the prices that vending machine customers can afford and the overall 
profitability of the contract. (However, pricing will ultimately be left up to 
vendors, as they negotiate the prices they themselves must pay to suppliers 
and distributors.)22 If an employee survey shows demand for healthy vending, it 
will be that much easier to gain the support of the vendor, and the vendor may 
even be open to reducing the price of a few items to see the impact on sales.

7. Incentives for Sale of Healthier Items 

To persuade vendors to include healthier beverages in vending machines, you 
may need to offer incentives. Work with the person who manages the vending 
contract to modify the agreement so that it includes incentives for the sale of 
healthier beverages. If the contract cannot be modified or is set to expire, then 
have the purchasing department design a vendor RFP to reward bidders who 
offer healthier beverage options at competitive prices. Incentives for vendors 
can include placing the vending machine at a preferred location, installing 
a second vending machine in a public space, or offering a small stipend to 
subsidize a portion of revenue loss, if there is any.

Pricing Healthy Food Competitively. In a study conducted by the 
University of Minnesota, low-fat snacks were added to vending machines 
at 12 worksites. Price reductions of 10 percent, 25 percent, and 50 
percent were then introduced. Sales of low-fat snacks increased by 9 
percent, 39 percent, and 93 percent, respectively. Just as importantly, 
average profits per machine were not affected by the vending 
intervention. Another vending machine intervention at several bus 
garages, in which healthy food and beverage items were made more 
available and less expensive, also led to increased sales of these items.
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8. Making the Financial Case for Healthy Vending

Asking vendors to change their vending machine product mix solely for health 
considerations is not sufficient; you must also persuade them that they can 
maintain a healthy profit margin. Educate the vendor on the financial benefits 
of placing healthy beverages in vending machines. Emphasize healthy vending 
as a way to expand their customer base, maintain profitability, and lead the 
trend toward healthier vending. Show your vendor the employee survey that 
indicates more people are willing to buy healthy beverages, such as sparkling 
water.23 Help vendors develop a strategy to generate revenue from selling 
healthier beverages. 

9. Measure Your Success 

It is also important to ask vendors to track pricing and sales data. 

Vendors can provide you with reports on a regular basis (e.g., monthly or 
quarterly) to identify the beverages that sell the most, the effects of pricing, 
and profit margins. This information will help them identify consumer 
preferences as they continue to shift toward healthier vending.

The data from these reports can also inform an assessment of healthy vending, 
both before and after implementation (Appendix B). Short pre- and post-
surveys provide important information about whether products are being 
labeled, priced, placed, and promoted properly.24

Healthy Vending Data. A vendor naturally wants a product mix that is 
profitable. Vendors may push back if they think the contracting agency’s 
health standards will hurt their bottom line. They might assume that 
healthy products won’t sell. Therefore, be prepared to provide examples 
of counties or agencies that have implemented healthy vending with 
some measure of success. 

•	A  healthy vending pilot was conducted in three Delaware state 
agency buildings, each of which set a requirement that 75 percent 
of the food and beverage choices offered in their vending machines 
be healthy. As a result, more consumers purchased the healthier 
beverages. In one location, sales of unhealthy beverages dropped 
from 75 percent to 38 percent of units sold, while overall the sales 
for beverages increased.  

•	H ospitals in Boston, Massachusetts and San Diego, California also 
found that providing healthier drink options resulted in an increase 
in healthy beverage sales. In Boston, healthy beverage sales 
increased by 30 percent. In San Diego, sales of “healthier drinks” 
increased by 40 percent and sales of “healthiest drinks” increased  
by 64 percent. 

For more examples, see the Center for Science in the Public Interest’s 
Financial Implications of Healthy Vending.
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CONCLUSION
In California’s rural communities, there is now an opportunity to improve the 
food environment by implementing policies to increase healthier beverage 
options in vending machines. Many of the strategies available to residents 
of these communities are similar to those employed in non-rural settings. 
However, if they understand the specific context of rural counties and think 
through how to effectively engage local decision makers, citizens, and vendors, 
their efforts will be much more effective. 
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Checklist: Reach For More Healthier Beverage Vending Options
 (All references are to the Reach for More guide, unless otherwise indicated.)

22

Phase 1:  Assess the Beverage Environment	

action item steps to take tools resources

Assess vending 
machines

❍❍ Form a working group

❍❍ Determine number, locations, 
and content of machines

❍❍ Analyze product mix, placement, 
pricing, and advertising

Sample Beverage Vending 
Machine Observational 
Assessment (Appendix B)

Take Inventory 
(page 6)

Obtain vending 
contracts

❍❍ Contact Purchasing Department 
or person in charge of the 
vending machine

Obtain Existing Vending 
Contracts (page 7)

California Public 
Records Act     
(Govt. Code §§ 
6250 - 6276.48) 

Understand vending 
contracts

❍❍ Review the vending contract and 
consider key contract terms

Vending Contract 
Assessment Tool       
(page 9)

ChangeLab 
Solutions’ Model 
Healthy Municipal 
Snack and Beverage 
Vending Agreement

Identify healthy 
vendors and 
products

❍❍ Find vendors who are able and 
interested in sourcing healthy 
products

Vendors that Offer 
Healthier Beverage & 
Food Options (Appendix I)

Beverage and Snack 
Options that Meet NANA 
Vending Standards 
(Appendix G)

Sourcing Healthy 
Beverages for 
Vending Machines 
(page 17)

Disseminate the 
information

❍❍ Communicate baseline 
assessment and contract 
assessment to stakeholders 
(including decision-makers and 
vendors)

Phase 2:  Form Key Relationships & Build Program Support 	

action item steps to take tools resources

Identify and engage 
decision-makers

❍❍ Identify decision-makers

❍❍ Meet with decision-makers

❍❍ Identify decision-makers’ 
interests and constraints

Sample Fact Finding 
Questionnaire      
(Appendix C)

Decision-Makers    
(page 11)

Engage employees 
and other vending 
machine users

❍❍ Survey employees/users

❍❍ Conduct beverage taste test

❍❍ Educate employees and other 
users about proposed changes

Sample Employee 
Vending Survey 
(Appendix D) 

Sample Healthy Drinks  
Taste Test (Appendix E)

Employees and 
Other Influencers 
(page 12)
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Checklist: Reach For More Healthier Beverage Vending Options

Phase 2:  Continued 

action item steps to take tools resources

Engage vendors ❍❍ Share assessment results and 
recommendations

❍❍ Discuss vendor ideas and commonly 
raised issues:

•	H ealthy beverage standards

•	A vailability of healthier beverage 
options

•	S ourcing healthy beverages for 
vending machines

•	 Percentage of healthy items in 
vending machines

•	H ealthy beverage pricing

•	 Incentives for sale of healthier items

•	F inancial case for healthy vending

❍❍ Create a plan to promote healthy 
vending options (e.g., product labeling, 
incentives for consumers)

Sample Beverage Vending 
Machine Observational 
Assessment (Appendix B)

Sample Fact Finding 
Questionnaire (Appendix C)

Sample Employee Vending 
Survey (Appendix D) 

Sample Healthy Drinks Taste 
Test (Appendix E) 

The Public Health 
Institute’s  100 % Beverage 
Standards for Adult Settings   
(Appendix H) 

Vendors      
(page 15)

Phase 3:  Monitor/Evaluate Progress & Follow-up 

action item steps to take tools resources

Follow-up 
evaluations

❍❍ Conduct follow-up of vending machine 
assessment

❍❍ Conduct follow-up of vending machine 
users

Sample Beverage Vending 
Machine Observational 
Assessment (Appendix B)

Sample Employee 
Vending Follow-up Survey    
(Appendix F)

Vendor 
interviews

❍❍ Review and analyze monthly or 
quarterly reports prepared by vendor

❍❍ Discuss sales, stocking, pricing, profits, 
consumer preferences, and changes to 
increase percentage of healthy items

Measure Your Success        
(page 20)

Improvements ❍❍ Use evaluation to inform further 
improvements

Report findings ❍❍ Let stakeholders know what happened
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Appendix C:  	S ample Fact Finding Questionnaire

Appendix D:  	S ample Employee Vending Survey

Appendix E:  	S ample Healthy Drinks Taste Test

Appendix F:  	S ample Employee Vending Follow-up Survey
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Appendix J:  	R esources
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Appendix A
Sacramento’s Sample Request for
Proposals   
A sample Request for Proposal for “Agreement to Provide 
Beverage & Sanck Vending Machines” (City of Sacramento, 2012)  
is available on our website at: 

www.changelabsolutions.org/publications/reach-for-more

Appendix B
Sample Beverage Vending Machine 
Observational Assessment   
A sample assessment is available through Cut Your Sugar at: 

www.cutyoursugar.org/wp-content/uploads/2012/08/sample-
vending-machine-assessment.pdf

Appendix C
Sample Fact Finding Questionnaire   
A sample questionnaire is available at: Statewide Health 
Improvement Program (SHIP), Saint Paul — Ramsey County Public 
Health. 2011. Healthy Vending Options Toolkit: A Step-by-Step 
Guide to Increase Healthy Vending Options at Worksites. 

www.co.ramsey.mn.us/NR/rdonlyres/83DD2A5F-C733-4E4A-B7AF-
8D12107C2EB5/26036/healthy_vending_options_tooklit_final.pdf 
(see pages 9-10)

  

1 
 

  REQUEST FOR PROPOSALS  
 

FOR  
 

AGREEMENT TO PROVIDE BEVERAGE & 
 SNACK VENDING MACHINES   

(02000) 
 
 
  

 
 

1.1.1.1.1.1.1.1  
 
 
 
 
 
 

 
CITY OF SACRAMENTO 

 
OFFICE OF THE CITY MANAGER 

 
 

 
 
 
 
 
 
 

PROPOSAL DEADLINE: 
  

TUESDAY, JANUARY 10, 2012 
 

By 4:00 PM (Pacific Standard Time) 
 

   

!
 SAMPLE BEVERAGE VENDING MACHINE OBSERVATIONAL ASSESSMENT 

 
Instructions !
!
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!
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!
Section A: Building Characteristics  
!
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Section B: Beverage Vending Machine Access !
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!
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!
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Sample Fact Finding Questionnaire 
 

Adapted from Saint Paul – Ramsey County Public Health, Healthy Vending Options Toolkit June 
2011 

 
This tool can be used to find out more information about the stakeholders involved in 
vending at the location of interest. A worksite manager, purchased department staff, or 
even a wellness coordinator may be the best person to interview to gain the information 
needed.  
 
Building: ______________________________ 
Interviewer: ____________________________             
Date: _______________ 
Name of person surveyed: ____________________________        
Title: _______________ 
 

1. Who are the vendors for the building? (e.g., employees, clients/guest) 
__________________________________________________________ 
 

2. Who is responsible for managing the beverages in the vending machine(s)? 
� Vendors                (Please specify)______________ 
� Managers   (Please specify)______________ 
� Building owner  (Please specify)______________ 
� Other                (Please specify)______________ 

 
3. Is there ay formal contract with the vendor? 

� No, skip to question 6 
� Yes 

 
4. Who manages the contract? ________________________________________ 

 
5. Does the contract include language to define what beverages can or should be 

sold in the vending machines? 

� No 
� Yes, Please describe (for example, 50% of the items are healthy options): 
________________________________________________________ 

 
6. Does the building location/worksite make a conscious effort to stock beverage 

items that are healthy beverage options? 

� No 
� Yes, Please describe (for example, worksite has healthy vending policy) 
________________________________________________________ 
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Appendix D

Sample Employee Vending Survey  

Date:  ____________________

The purpose of this survey is to gather information about employee perception of vending machines at their 
worksite. This survey focuses on beverages. Your answers will help support a healthy work environment. 
Thank you for your input.

1.	W hat department do you work in? _______________________________________________________________

2.	H ow many times per week do you buy beverages from the vending machines at work?

❍❍  Less than 1 time 

❍❍  1-2 times 

❍❍  3-4 times 

❍❍  5-6 times 

❍❍  7 or more times 

3.	O n average, how much do you spend per week on beverages at the vending machines?

❍❍  $0 - $2.00

❍❍  $2.00 - $4.00

❍❍  $4.00 - $6.00

❍❍  More than $6 per week

4.	D o you purchase healthy beverages from the vending machines?

❍❍  Never

❍❍  Sometimes

❍❍  Often

❍❍  Always

❍❍  Don’t know

This follow-up survey is adapted from several sample surveys that can be found at:

Cut Your Sugar. Sample Employee Survey                                                                                                   
www.cutyoursugar.org/wp-content/uploads/2012/08/sample-employee-survey.pdf 

Mid-America Coalition on Health Care. Healthy Vending in the Workplace — An Employer Toolkit 2012  
www.machc.org/documents/Healthy%20Vending%20Guide%20-%20FINAL%2010%2002%2012.pdf 
(see pages 15-16) 

Knox County Health Department & the University of Tennessee Knoxville, Department of 
Nutrition. 2009. Healthy Vending Toolkit: A Guide for Healthy Snacks at Your Workplace                                    
www.knoxcounty.org/health/pdfs/vending_toolkit.pdf (see pages 20-21)
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Sample Employee Vending Survey (continued)

5.	W hat beverages do you buy most often from the vending machines? Write the name(s) on the line below.

______________________________________________________________________________________________

6.	W hat is a reasonable price for a drink?

❍❍  $0.50 to $1.00

❍❍  $1.00 to $1.25

❍❍  $1.25 to $1.50

❍❍  $1.50 to $2.00

7.	 I would like healthy options in the beverage vending machines at work. Select the best answer.

	

8.	 If there were healthier beverage choices at the vending machines, I would purchase more often than I 
currently do. Select the best answer.

9.	A re you able to distinguish healthier beverages at your worksite vending machines?

❍❍  Yes

❍❍  No

If no, what could be done to help you make healthier beverage choices?

_____________________________________________________________________________________________

10.	What percent of items in the vending machines at work do you think should be healthy choices? 

❍❍  1-10%

❍❍  11-20%

❍❍  26-50%

❍❍  51-70%

❍❍  76-100%

11.	 Please add any additional comments you may have about the beverage options in the vending machine.

_____________________________________________________________________________________________

_____________________________________________________________________________________________

Strongly Disagree Disagree Somewhat Disagree Somewhat Agree Agree Stronlgy Agree

Strongly Disagree Disagree Somewhat Disagree Somewhat Agree Agree Stronlgy Agree
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Appendix E 

Sample Healthy Drinks Taste Test  

Thanks for helping us taste and choose healthy beverages that may be added to our vending machines.     
Your feedback is important to us!

Please circle your answers for beverage below:

Beverage List How does it taste? Comments/Questions

       Great!                OK                 Yuck!

       Great!                OK                 Yuck!

       Great!                OK                 Yuck!

       Great!                OK                 Yuck!

       Great!                OK                 Yuck!

       Great!                OK                 Yuck!

This sample taste test was adapted from King County Healthy Vending Toolkit, at 				  
www.kingcounty.gov/healthservices/health/nutrition.aspxp (see pages 26-27)
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Appendix F 

Sample Employee Vending Follow-up Survey  

Please mark your answer to the following questions about vending machines:

1.	W hat department do you work in? _______________________________________________________________

2.	H ow many times per week do you buy beverages from the vending machines at work?

❍❍  Less than 1 time 

❍❍  1-2 times 

❍❍  3-4 times 

❍❍  5-6 times 

❍❍  7 or more times 

3.	O n average, how much do you spend per week on beverages at the vending machines?

❍❍  $0 - $2.00

❍❍  $2.00 - $4.00

❍❍  $4.00 - $6.00

❍❍  More than $6 per week

4.	D o you purchase healthy beverages from the vending machines?

❍❍  Never

❍❍  Sometimes

❍❍  Often

❍❍  Always

❍❍  Don’t know

5.	A re you able to distinguish healthier beverages at your worksite vending machines? 

❍❍ Yes

❍❍  No

If no, what could be done to help you make healthier beverage choices?

_____________________________________________________________________________________________

This sample employee vending follow-up survey was adapted from: Statewide Health Improvement 
Program (SHIP), Saint Paul — Ramsey County Public Health. 2011. Healthy Vending Options Toolkit: A 
Step-by-Step Guide to Increase Healthy Vending Options at Worksites. 

www.co.ramsey.mn.us/NR/rdonlyres/83DD2A5F-C733-4E4A-B7AF-8D12107C2EB5/26036/healthy_
vending_options_tooklit_final.pdf (see pages 35-36)
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Sample Employee Vending Follow-up Survey (continued)

6.	W hat beverages do you buy most often from the vending machines? Write the name(s) on the line below.

_____________________________________________________________________________________________

7.	 I am happy with the changes made to the vending machines at my worksite.

8.	 I am more aware of the healthier beverage items available in the vending machines.

9.	 I understand the beverage vending policy at my worksite.

10.	What beverages would you like to be added to the vending machines?

_____________________________________________________________________________________________

_____________________________________________________________________________________________

_____________________________________________________________________________________________

11.	W hat beverages would you like to be removed from the vending machines?

_____________________________________________________________________________________________

_____________________________________________________________________________________________

_____________________________________________________________________________________________

     Other Comments:

_____________________________________________________________________________________________

_____________________________________________________________________________________________

_____________________________________________________________________________________________

Strongly Disagree Disagree Somewhat Disagree Somewhat Agree Agree Stronlgy Agree

Strongly Disagree Disagree Somewhat Disagree Somewhat Agree Agree Stronlgy Agree

Strongly Disagree Disagree Somewhat Disagree Somewhat Agree Agree Stronlgy Agree
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Appendix G 

Beverage and Snack Options that Meet NANA Vending Standards
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Beverage and Snack Options that Meet NANA Vending Standards
(continued)

Z

)E00.2/"1
V(3$,/7 V+, 3/# [$3(4 8U +O;9
E#+073($') I/4% B4:/0(2 E5=$4 E%++#-($ 8\

+O;9
L/012#(6$ E%++#-($& 8];! +O;9

?>/*" F$/'+1
>,-"80 &.+& /%"&+-" ?4 /+'%,-( %, '(00 =(,

/%"&+-"(,
X+50#47 <(%$ V(:-# V$%+0/)$
E50?(&# L($# E=/4?'(0: V$%+0/)$
<4+=(2/0/ 8V(:-# V$%+0/)$> V(:-# I45(# H502->

/0) V(:-# ^$447 ^'$0)9
N/,/((/0 H502- I45(# T5(27 _$) V(:-#
KU E='/&- 8L($# ^$447 ^'$0) /0) L($# <4+=(2/'

^'$0)9
S(05#$ S/() V(:-# V$%+0/)$
E0/=='$ 8L($# .+0( ^$447 /0) L($# X4/0*$447

_/&=*$4479
E+^$ 8^ G0$4:7 E#4/,*$447 1=4(2+#> V$/0 I5J(

1=='$ X4/0*$447> V$/0 _/&=*$447
V$%+0/)$> /0) ^ G0$4:7 ^'/2? X-$447
L4/:+0345(#9

B2$/0 E=4/7 8L($# E=/4?'(0: X4/0*$447> L($#
^'5$*$447> /0) L($# X4/0 H+%$:4/0/#$9

G"%1
>,-"80 &.+& /%"&+-" ?4 /+'%,-( %, '(00 =(,

/%"&+-"(,
E0/=='$ 8L($# H$/2- <$/> L($# H'5% / Y4/0/#$

<$/> /0) <4+= 1 _+2?/ <$/9
.$&#$/ 8L($# E,$$#$0$) V$%+0 "2$ <$/ /0)

L($# Y4$$0 <$/9
^4(&? .+ X/'+4($ V$%+0 "2$) <$/
V(=#+0 8F-(#$ <$/ ,(#- _/&=*$447> L($# Y4$$0
<$/ ,(#- F/#$4%$'+0> /0) Y4$$0 <$/ ,(#-
S(`$) ^$4479

H0. I0JJ"" %'( G"%K 6"'(/'&
a0&,$$#$0$) 2+33$$ /0) #$/> (3 2+0)(%$0#&

/4$ =4+6()$) %('?A24$/%$4 %5&# 2+0#/(0
'$&& 3/# #-/0 24$/%> '(?$ ,-+'$ +4 ZR %('?

)-0$.1 F$/'+1
>,-"80 &.+& /%"&+-" ?4 /+'%,-( %, '(00 =(,

/%"&+-"(,
H4+=$' P$4+ 8/'' 3'/6+4&9
Y/#+4/)$ YZ 8/'' 3'/6+4&9
H+,$4/)$ P$4+ 8/'' 3'/6+4&9

B0C I%70$/" )0(%
>,-"80 &.+& /%"&+-" ?4 /+'%,-( %, '(00 =(,

/%"&+-"(,
L($# X+?$ 8/'&+ V(%$ /0) K/0(''/9
X+?$ P$4+
E=4(#$ P$4+
I4$&2/
L($# S$''+, b$''+,
L($# L4; H$==$4 8/'&+ X-$447 K/0(''/9
L4; H$==$4 !Q
L($# E50?(&#
L($# E50 L4+=
L($# c a=
L($# H$=&( 8/'&+ V(%$> K/0(''/> /0) F(') X-$4479
H$=&( S/`
L($# E($44/ S(&# 8/'&+ X4/0*$447 E='/&- /0)

_5*7 E='/&-9
L($# S5: _++# ^$$4
L($# S5: X4$/% E+)/
L($# S+50#/(0 L$, 8/'&+ X+)$ _$)9
L($# 1dF _++#*$$4
L($# E#$,/4#& _++#*$$4
L($# E#$,/4#& B4/0:$ /0) X4$/%
E2-,$==$& L($# Y(0:$4 1'$

DDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDD

)'%*+1

:LM)H :LNOG 54F 6MPMG5!BM)
S/07 6/4($#($& +3 34$&- 345(# /0) 6$:$#/*'$& ,+4?

,$'' (0 4$34(:$4/#$) 6$0)(0: %/2-(0$&;
G`/%='$& (02'5)$@

1=='$& 8,-+'$ +4 &'(2$) (0 =/2?/:$&9
B4/0:$& 8,-+'$ +4 &'(2$) (0 =/2?/:$&9
X5# 5= 345(# 8%$'+0> =(0$/=='$9
^$44($&

32

http://www.CA4Health.org
http://www.changelabsolutions.org


CA4Health.org   I   changelabsolutions.org

Beverage and Snack Options that Meet NANA Vending Standards
(continued)
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Beverage and Snack Options that Meet NANA Vending Standards
(continued)
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Beverage and Snack Options that Meet NANA Vending Standards
(continued)
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For more information, contact Katie Bishop, M.S., M.P.H. at 1220 L Street, NW, Suite 300, 
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S/42- ZQ!]

35

http://www.CA4Health.org
http://www.changelabsolutions.org


CA4Health.org   I   changelabsolutions.org

Appendix I 
Vendors that Offer Healthier Beverage & Food Options  
ChangeLab Solutions does NOT endorse or recommend any specific beverage or food vendors. It is also 
beyond our organizational mission to evaluate the business practices of vendors or their franchisees. When 
searching for a vendor, it is important to seek guidance from your purchasing department, local attorneys, 
as well as checking with websites for the Secretary of State, Better Business Bureau, and other business and 
franchisee websites.

The Network for a Healthy California — Worksite Program lists the following “Vendors Offering Selected 
Healthy Products” in its Vending Machine Food & Beverage Standards fact sheet.				  
www.cdph.ca.gov/programs/cpns/Documents/Network-FV-WP-VendingMachineStandards.pdf

Vendors Website

ATNIP Co. www.atnipco.com

Aramark Vending 
(Just4U™ product line) 

www.aramarkrefreshments.com/webstore/nav/services/snacksAndVending.action 

Canteen www.canteen.com/Pages/canteen.aspx?ItemID=9 

Vendmart www.vendmart.com

Appendix H
The Public Health Institute’s 100% 
Beverage Standards for Adult Settings   
These standards are available at: The BANPAC Leadership Council. 
November 2012. Implementing a Healthy Beverage Policy:      	
An Organizational Toolkit. 

www.banpac.org/toolkit_HFBPE/section1/1-RethinkYourDrink_
OrgPolicyToolkit_2012.pdf  (see page 25) 

 

 

 

 

 

 

 
IMPLEMENTING A HEALTHY 
BEVERAGE POLICY: 
AN ORGANIZATIONAL TOOLKIT 
NOVEMBER 2012 

 

ADAPTED FROM: 

GENERATIONS COMMUNITY WELLNESS: WELLNESS POLICY TOOLKIT 

BOSTON PUBLIC HEALTH COMMISSION: HEALTHY BEVERAGE TOOLKIT 

 

“PLEDGE THE PRACTICE! PASS THE POLICY” AND THIS TOOLKIT FUNDED BY A GENEROUS GRANT FROM KAISER PERMANENTE. 

 

 

 

 

 

 

PREPARED BY: 
THE BANPAC LEADERSHIP COUNCIL  

(BAY AREA NUTRITION AND PHYSICAL ACTIVITY COLLABORATIVE) 

LISA CRAYPO, AD LUCEM CONSULTING 

ANGELA SCHULTZ, BIOMARKETECTS 

Santa Clara County Public Health Department is the lead agency for BANPAC,  

the Bay Area Nutrition and Physical Activity Collaborative. 

P L E D G E  T H E  P R A C T I C E !  
P A S S  T H E  P O L I C Y !  

Pass the Policy! 

36

http://www.CA4Health.org
http://www.changelabsolutions.org
http://www.cdph.ca.gov/programs/cpns/Documents/Network-FV-WP-VendingMachineStandards.pdf
http://www.atnipco.com
http://www.aramarkrefreshments.com/webstore/nav/services/snacksAndVending.action
http://www.canteen.com/Pages/canteen.aspx?ItemID=9
http://www.vendmart.com
http://www.banpac.org/toolkit_HFBPE/section1/1-RethinkYourDrink_OrgPolicyToolkit_2012.pdf
http://www.banpac.org/toolkit_HFBPE/section1/1-RethinkYourDrink_OrgPolicyToolkit_2012.pdf


CA4Health.org   I   changelabsolutions.org

Appendix J 

Resources  

ChangeLab Solutions

Making Change: A Guide to Healthier Vending for Municipalities							     
www.changelabsolutions.org/publications/healthier-vending-municipalities

Model Healthy Municipal Snack and Beverage Vending Agreement						    
www.changelabsolutions.org/publications/healthier-vending-municipalities

Understanding Healthy Procurement: Using Government’s Purchasing Power to Increase Access to Healthy Food	
www.changelabsolutions.org/publications/healthy-procurement

Rural Assistance Center

Rural Obesity Prevention Toolkit
www.raconline.org/communityhealth/obesity

Nutrition Standards & Examples of Healthy Beverage Vending Machine Options 

Model Beverage and Food Vending Machine Standards
National Alliance for Nutrition & Activity (NANA) 
www.cspinet.org/new/pdf/final-model-vending-standards.pdf

Beverage and Snack Options that Meet NANA Vending Standards
National Alliance for Nutrition & Activity (NANA)
www.cspinet.org/nutritionpolicy/Vending-Product-List.pdf

Making Beverage Machines Healthier
Cut Your Sugar
www.cutyoursugar.org/making-beverage-machines-healthier

Healthy Vending Options Toolkit: 
A Step-by-Step Guide to Increase Healthy Vending Options at Worksites
Statewide Health Improvement Program (SHIP), Saint Paul — Ramsey County Public Health
www.co.ramsey.mn.us/NR/rdonlyres/83DD2A5F-C733-4E4A-B7AF-8D12107C2EB5/26036/healthy_vending_options_
tooklit_final.pdf 

Healthy Vending in the Workplace — An Employer Toolkit 2012
Mid-America Coalition on Health Care
www.machc.org/documents/Healthy%20Vending%20Guide%20-%20FINAL%2010%2002%2012.pdf 

Healthy Vending Toolkit: A Guide for Healthy Snacks at Your Workplace
Knox County Health Department & the University of Tennessee Knoxville, Department of Nutrition
www.knoxcounty.org/health/pdfs/vending_toolkit.pdf

Vending Machine Food & Beverage Standards 
(includes examples of healthy vending machine options & healthy vendors)
Network for a Healthy California — Worksite Program
www.cdph.ca.gov/programs/cpns/Documents/Network-FV-WP-VendingMachineStandards.pdf 
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Resources (continued)

2013 Nutrition Standards for Vending Machine Guidelines and Vending Machine Sample List
Contra Costa Health Services
http://cchealth.org/nutrition/vending-machine-policy.php 

King County Healthy Vending Guidelines & Toolkit 
Seattle & King County Public Health
www.cspinet.org/new/pdf/kc_vending_guidelines.pdf 
www.kingcounty.gov/healthservices/health/nutrition.aspxp 

Recommended Nutrition Standards for Procurement of Foods and Beverages Offered in the Workplace
American Heart Association
www.heart.org/idc/groups/heart-public/@wcm/@adv/documents/downloadable/ucm_320781.pdf 

Fit Pick Vending Machine Program
Mississippi State Department of Health
http://msdh.ms.gov/msdhsite/_static/43,10409,277,86.html

Making the Case for Healthy Vending

Vending Machine Toolkits
Bay Area Nutrition & Physical Activity Collaborative (BANPAC) 						    
www.banpac.org/healthy_vending_machine_toolkit.htm 
www.banpac.org/toolkit_HFBPE/section1/1-RethinkYourDrink_OrgPolicyToolkit_2012.pdf

Financial Implications of Health Vending
Center for Science in the Public Interest (CSPI) 								      
http://cspinet.org/new/pdf/revenue_fact_sheet.pdf

Healthier Vending Machine Initiatives in State Facilities
Centers for Disease Control and Prevention (CDC)
www.cdc.gov/obesity/stateprograms/pdf/Healthy_Vending_Machine_Initiatives_in_State_Facilities.pdf

Improving the Food Environment Through Nutrition Standards: A Guide for Government Procurement
Centers for Disease Control and Prevention (CDC)
www.cdc.gov/salt/pdfs/DHDSP_Procurement_Guide.pdf
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