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-Origin and purpose of the Colorado Healthy Hospital 

Compact 

- Joining the Compact 

-More information:  

www.colorado.gov/cdphe/healthy-hospital-compact  

-contact Don Sutton, donald.sutton@state.co.us 
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Many thanks to our presenters! 

 

For more information about the compact or for copies of 

today’s slides, please go to: 
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www.colorado.gov/cdphe/healthy-hospital-compact 

  

- or contact Don Sutton, donald.sutton@state.co.us 



Next webinar: June 18, 2015 

Topic:     Food Service Providers  
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Metro Healthy Beverage 

Partnership: 

Origin, Purpose and Scope 
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Origin 

• Colorado Public Health Improvement Act of 2008 

– Community or Public Health Improvement Plan 

– Obesity Prevention  

• Healthy beverage consumption strategy 

• Established in August 2013 

– Partners Include: Boulder County Public Health, 
Broomfield Public Health and Environment, Denver 
Environmental Health, Denver Public Health, Jefferson 
County Public Health, Tri-County Health Department   
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Memorandum of Collaboration 



© 2014 Denver Public Health 

Purpose and Scope 

• Assess and increase the readiness of the region to 
implement healthy beverage policies and practices 

• Secure funds to increase the capacity of the region to 
implement healthy beverage policies and practices 

• Increase the capacity of statewide partners to address 
policies and practices to increase consumption of 
healthy beverages  
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Scope of Work 
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Contact Information 

 
Emily Sabin 

Public Health Intern 
Emily.Sabin@dhha.org 

814-758-4679 
 
 

mailto:Emily.Sabin@dhha.org


Healthy Beverage Environments:  
A Priority in Community Health Improvement 

Colorado Healthy Hospital Compact Webinar 

Presented by Ana Marin 
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Objectives: 
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1. Jefferson County’s Community Health Improvement Plan  

 Healthy Beverage Consumption Priorities  

 

2. Beverage Availability Assessment Toolkit  

 

3. Jefferson County Public Health’s participation on the Metro-

Denver Healthy Beverage Partnership 

 

4. Colorado Healthy Hospital Compact 

 Supporting Healthy Beverage Environments 



Community Health Improvement Plan 
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Data 

 Community Health Assessment 

 Capacity Assessment 

Decisions 

 Choose Priorities 

 Select Strategies 

Action 
 Improve the Public’s Health 
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Community Health Improvement Plan 

 Increase access to healthy food and physical activity 

 Collaboration with multisectoral partners 

 Environment, systems and policy change 



Prioritizing Healthy Beverage Consumption 
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The American Heart Association recommends  

Women and men limit the consumption of 

added sugar to1: 
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Prioritizing Healthy Beverage Consumption 
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 Added sugars now represent 17% of a normal US diet2 

 

 It is estimated that 43% of added sugars come from 

sweetened beverages2 
 

 People who consume sugary drinks regularly—1 to 2 

cans a day or more—have a 26% greater risk of 

developing type 2 diabetes than people who rarely have 

such drinks 3 

 



Prioritizing Healthy Beverage Consumption 
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 Strategies to reduce sugary drinks consumption to 

improve health 

 

 Support policies and practices to create  

   environments that support healthy choices 



Beverage Availability Assessment Toolkit 
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 Assessment tool has two parts: 

1. Beverage Vending Machine Assessment  

2. Safe, Free Drinking Water Assessment 

 

 First step to improve worksite beverage options through 

SSB organizational policy 

To educate toolkit users and to inform vending 

policy development and implementation 



Metro Healthy Beverage Partnership 
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Jefferson County Public Health joined the Metro 

Healthy Beverage Partnership  to coordinate  policy 

initiatives that would support healthy beverage 

environments  



Colorado Healthy Hospital Compact 
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 Member of the Core Team for the CHHC 

 

 Support partners to create healthy beverage 

environments 
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Ana Marin 

Jefferson County Public Health 

Email: amarinca@jeffco.us 

Phone: 303-271-8393 

Questions? 
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Sources: 

1. "By Any Other Name It's Still Sweetener." Getting Healthy. 

American Heart Association, 16 June 2014. Web. 24 Oct. 2014. 

2. Natella, S., et al. Sugar Consumption at a Crossroads, Research 

Institute, Credit Suisse, September 2013 

3. Malik, VS., et al. Sugar-sweetened beverages and risk of 

metabolic syndrome and type 2 diabetes: a meta-

analysis. Diabetes Care. 2010;33:2477-83. 
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Sugar-Sweetened Beverage Campaign 
HEAL Hospital Forum 

 
April 16, 2015 

Kristen Davis, MS, RD – Nutrition Services Director 
Barb C’debaca Rivera -  Retail Manager 
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Background to Our Journey 
• Presented to Wellness Committee 
 
• Commitment of our CEO and CMO 
 
 
Dr. Michael Roizen, Preventive Medicine Department 
at The Cleveland Clinic  
• http://my.clevelandclinic.org/staff_directory/staff_display.aspx?doctorid=616

1 
 

• http://www.cleveland.com/healthfit/index.ssf/2010/07/sugar-
sweetened_food_beverages.html 

http://my.clevelandclinic.org/staff_directory/staff_display.aspx?doctorid=6161
http://my.clevelandclinic.org/staff_directory/staff_display.aspx?doctorid=6161
http://www.cleveland.com/healthfit/index.ssf/2010/07/sugar-sweetened_food_beverages.html
http://www.cleveland.com/healthfit/index.ssf/2010/07/sugar-sweetened_food_beverages.html
http://www.cleveland.com/healthfit/index.ssf/2010/07/sugar-sweetened_food_beverages.html
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Our Hesitations 
• Retail Sales – bottled beverages made up 30% of 

our overall revenues in the Café. 
– Senior Leadership driven 

 
• Mandating –vs- Educating 

– Intervention Options 
• Awareness Campaigns (less effective) 
• Employee Challenges 
• Environmental Changes (more effective) 

 
• Patient Satisfaction 

– SSBs are still available on patient menu and 
floor stock 
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Countdown to “Go-Live Date” 
9/1/2011 

• Presented at hospital’s monthly Director’s Meeting (6/2011) 
 
• Massive Marketing Campaign 

– Posters in front of lobby and in café 
– Stoplight system for product identification  
– Video Loop Message from our CEO with youtube clips 

from NYC Health Department’s Anti-Soda Campaign Ads 
• http://www.youtube.com/watch?v=-F4t8zL6F0c 
• http://www.youtube.com/watch?v=62JMfv0tf3Q 
 

– Hospital’s Newsletter 
 
– “Rethink Your Drink” – employee campaign and education 
 

 
 

http://www.youtube.com/watch?v=-F4t8zL6F0c
http://www.youtube.com/watch?v=-F4t8zL6F0c
http://www.youtube.com/watch?v=-F4t8zL6F0c
http://www.youtube.com/watch?v=62JMfv0tf3Q
http://www.youtube.com/watch?v=62JMfv0tf3Q
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Countdown to “Go-Live Date” 
9/1/2011 

• Collaboration with Our Vendors 
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Contracted with h.u.m.a.n 
vending 
 Operated by Pepstern Natural 
Brands 
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 Two Months Post “Go Live” 
• Employee Satisfaction 

– Increase in café complaints 
– Ongoing education 

 
• Patient Satisfaction 

– September remained at 90th%ile 
 

• Retail Revenues 
– Hospital has had 6% change in ADC 

• 5% Decrease in Café Sales Per Patient Day 
• 16% Reduction in Customer Counts 
• 14% Decrease in Total Sales 
• 14% Decrease in Total Beverage Sales 
• 37% Decrease in sales from “Bottled 

Beverages and Fountain Drinks”  
• 73% Increase in sales from “Juice” products 
• 3% Increase in sales from “Milk”  
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Resources  
• CDPHE – Colorado Worksites 

– Smart Beverage Toolkit 
• NYC Health Department’s “Pouring on the Pounds” 

campaign 
• Position of the American Dietetic Association: Use of 

Nutritive and Nonnutritive Sweeteners 
– J Am Diet Assoc. 2004;104:255-275. 

• The Coca-Cola Company Beverage Institute for Health 
and Wellness 

– http://www.beverageinstitute.org/en_US/pages/beverage-
low-no-caloric-sweeteners.html 

• FAQs – sent out to employees via the Wellness 
Committee 

– Artificial sweeteners 
 

http://www.beverageinstitute.org/en_US/pages/beverage-low-no-caloric-sweeteners.html
http://www.beverageinstitute.org/en_US/pages/beverage-low-no-caloric-sweeteners.html
http://www.beverageinstitute.org/en_US/pages/beverage-low-no-caloric-sweeteners.html
http://www.beverageinstitute.org/en_US/pages/beverage-low-no-caloric-sweeteners.html
http://www.beverageinstitute.org/en_US/pages/beverage-low-no-caloric-sweeteners.html
http://www.beverageinstitute.org/en_US/pages/beverage-low-no-caloric-sweeteners.html
http://www.beverageinstitute.org/en_US/pages/beverage-low-no-caloric-sweeteners.html
http://www.beverageinstitute.org/en_US/pages/beverage-low-no-caloric-sweeteners.html
http://www.beverageinstitute.org/en_US/pages/beverage-low-no-caloric-sweeteners.html
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QUESTIONS??? 
• Kristen.Davis@sclhs.net 


