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Community outreach;
State tax attempt Portion cap rule (attempt); Sugary 

drinks restricted in day camps

Sugary drinks restricted 
in child care centers

Food standards for city 
agencies;
Calorie labeling

Food standards for city agency 
vending machines

Hard hitting media campaigns
Nutrition education

Surveillance

Source: New York City Health Department, Community Health Survey 2019.  

Sugary drink consumption has declined 
among NYC Adults
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It’s still too high, particularly for kids



We are bombarded by advertising

Sources:
1. Shop Healthy evaluation (Shop Healthy NYC Year 1 Evaluation Report – West Farms and Fordham, Bronx. New York City Department of Health and Mental Hygiene, May 2014. 

https://www1.nyc.gov/assets/doh/downloads/pdf/epi/databrief44.pdf
2. Powell LM, Schermbeck RM, Chaloupka FJ Nutritional content of food and beverage products in television advertisements seen on children's programming. Child Obese. 2013 Dec;9(6):524-31
3. https://www.ftc.gov/sites/default/files/documents/reports/review-food-marketing-children-and-adolescents-follow-report/121221foodmarketingreport.pdf

Marketing promotes unhealthy foods
• Locally, 86% of food and non-alcoholic beverage ads in 

supermarkets and bodegas surveyed in South Bronx 
neighborhoods were for sugary drinks in 20121

• Nationally, 84% of food and beverage ads viewed by 
children promote foods high in saturated fat, trans 
fats, sugars, or sodium2

Marketing expenditures are vast
• $1.8B spent by food and beverage companies on 

youth marketing3
“…we have to ensure our general market 
creative is relevant to Hispanics, particularly 
younger consumers.” 
- Carlos Saavedra, PepsiCo Inc. director of cultural strategy for carbonated soft 
drinks, 2013



How has NYC used media 
to discourage sugary drink 

consumption?



What is our campaign development process?

1. Draft a creative brief 

2. Advertising companies submit creative concepts

3. Focus group test the concepts

4. Conduct pre-campaign online evaluation 

5. Air campaign 

6. Conduct post-campaign online evaluation



• First original production
• Hard-hitting, shows graphic 

images
• Draws your attention and has 

shock value
• Generated millions of 

audience impressions, more 
than 300 media earned 
media placements, and more 
than 50,000 likes on 
Facebook

Pouring on the Pounds





Portions



Drinking Yourself Sick Skinny Kids



Kim and Pura



Sour Side of Sweet Which One?



Considerations
• Define the rationale (celebratory, warning, ground 

softening)

• Identify target audience (specific market, local v 
regional)

• Propose a tone (empathetic, edgy, funny, 
hard-hitting, celebratory) 

• Consider how to reach your audience (e.g. traditional media campaign, 
social media, experiential campaign)

• Develop, test, and refine the campaign

• Develop a launch plan

https://www.pinterest.com/pin/417497827927239613/


Thank you 

Questions?
Jeni Clapp

jclapp@health.nyc.gov
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