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The School Lunch Mission

» Serve nutritional meals

» Equal access for all
students

» Maintain low cost

» Maintain participation

» Encourage longer -
term healthy decisions
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1. Understand the definition of behavioral
economics and the Smarter Lunchrooms
Movement.

2. Understand how behavioral economics
Influences food choices to help students
select and eat healthier foods.

3. List successful Smarter Lunchroom
strategies from Montana high schools



AMontana Rural Health Initiative, MSU for co -
hosting this webinar series. This is Part 1 of
a five part series.

A School nutrition professionals across
Montana who work so hard to serve our
students healthful, tasty meals each day to
support their growth and development, and

fuel academic and athletic success. —
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WWMD?1 What
woul d McD
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Appealing,
reimbursable Grab
and Go Meals i
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Poll Question # 1 and # 2

A Do you work in a Montana school?
Yes
No

Al'f you dondt work in a school
approach about working with to implement  Smarter
Lunchr oomosinits cafetariaz g1 e s

Yes
No

Not sure

4/28/12

S



A The study of how our environment impacts
our food choices

A It is based on 6 principles:

1. Manage portion size,
Increase convenience,
Improve visibility,

Enhance taste expectations,

Utilize suggestive selling, and
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Set smart pricing strategies
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Most food decisions are automatic, or
omi ndl ess b

controlled largely by our environment
rather than by our willpower

Particularly true for young people

Use behavioral theory to encourage better
choices

These concepts can be applied to other
environments like your homes, restaurants
and grocery stores
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http://www.smarterlunchrooms.org/
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WARM-UP CHALLENGE

How many brands and labels can you remember?

1. Look at the following slide for 15 seconds.

, 2. In 45 seconds, write down as many labels and
brands as you can remember from the picture.
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WARM-UP DISCUSSION, PART 1

» What brands
did you
remember?
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WARM-UP DISCUSSION, PART 2

» Look back to the
picture. Which shelf
do most of the items
and brands you
remembered
appear on?

» Why were these the

items you saw and
remembered most?
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FRONT AND CENTER

» We notice and remember items placed in
front of us at eye level.
> Easy to see
e Easy to reach

> This becomes our
default setfing.
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LET'S GET SCIENTIFIC

» In the language of behavioral economics,
these factors are called Visibility and

Convenience, and they influence consumers’

choices of everything from snacks to cars to
political candidates.

> Choices influenced by environment
> Most choices are so subliminal they seem automatic

> Very hard to "out-think” this fendency, even if you
are aware of it

- Change your environment = change your habits.

%mmTPr@
D% Lun[hqmnmS

Movement No Time o Train | August * 7

' Cornell Center
e for Behavioral Economics
5. in Child Nutrition Programs

© BEN Center 2011




The Smarter Lunchrooms Movement
(SLM)

» Based on 6 easy, research -backed behavioral
e conomics principles

» The Smarter Lunchrooms Movement uses these
guidelines to make inexpensive, easy, effective
changes to the way kids eat in school.
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The following principles are based on research concernin
variousenvironmental cues that influence eating behavior.
They are true in school lunchrooms as well as in restauran

food courts, and even in your home kitchen!

g

ts,

Manage

Portion
Sizes

Suggestive Pricing
Selling Strategies

Utilize Set Smart
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Movement

6 areas:

» Focus on Fruit

» Promoting
Veggies & Fruits

» Moving More
White Milk

» Entrée of the Day

» Increasing sales
of Reimbursable
Meals

» Creating School
Synergies
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