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1.0 FOREWORD

Carbonated, sugar-sweetened
drinks are high in calories but have NO
nutritional value.

This is the view of public health nutritionists
from  Public Health  England to
internationally-renowned academics such
as Professor Marion Nestle at New York
University. And yet the evidence shows that
such drinks are the biggest source of sugar
in everyone's diets excepting the very old
and the very young.

Food Active had been established in 2013
with the support of the Directors of Public
Health in North West England. We were
keen to spread the message consuming
SSBs was detrimental to our waistlines, our
teeth and, indeed, to our health. So, five
years ago in 2015, we launched a hard-
hitting campaign, Give Up Loving Pop
(GULP), to drive home this message whilst
lobbying for a 20% duty on SSBs. The
images we used for GULP were developed
with a Liverpool based design company
and they were deliberately hard hitting and
challenging. The Food and Drink
Federation and the British Soft Drinks
Association certainly did not like them
which we took as a compliment.

We were operating on a limited budget,
but we thought it was important, as a
regional campaign, to take the message as
widely across our area as we could. We also
wanted to mimic the tactics of the sugary
drink industry as, after all, they are very
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effective at persuading people to
consume their calorie-laden products.
We therefore arranged road shows, in
collaboration with our local authority
partners, at Central Station in Liverpool
and St George's Shopping Centre in
Preston to promote GULP and give away
reusable water bottles. It turned out that
organising a venue in Greater
Manchester was more complicated than
we imagined, and the centre of our
choice declined our booking because of
their ongoing arrangement with a SSBs
company! In the end, we booked space
at the Lowry Shopping Centre at Salford
Quays.

We were quite nervous about directly
engaging with the public initially as we
too perhaps believed the hype in the
media about the popularity of various
promotions by Coca-Cola in particular
(well, no doubt there’s advertising
income related ...). It turned out that
thousands of people actually wanted to
hear more and tell us their own
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experiences. There were shocking stories
about the amount of soft drinks consumed.
We staged our GULP events at half-term in
order to connect with young people and
families and we talked to nearly a thousand
people at our busiest event in Liverpool.
The response was overwhelmingly positive.
In addition, we received considerable
media attention including from BBC Radio
Five Live (an interview carried out live at
Salford Quays), BBC Radio Manchester,
BBC Radio Merseyside and the Daily Mail.
International interest led to swapping
experiences and ideas with Open Truth
Now, a San Francisco-based organisation.

MailOnline

Just ONE can of fizzy drink a day
increases heart attack risk by a third -
and could lead a STONE of weight gain
over a year

« New i ges 'd. ' caused by Coca-Cola and Pepsi

« Campaigners say consumers are unaware of the risks of these drinks

« The campaign called GULP - Give Up Loving Pop - has been created by the
Health Equalities Group and supported by NHS and local authorities

= Also highlights links between drinks and tooth decay and type 2 diabetes

By SEAN POULTER, CONSUMER AFFAIRS EDITOR FOR THE DAILY MA
PUBLISHED: 5 | UPDATED: 01:4

We were keen to investigate public
perception and support for specific policy
interventions such as a tax on SSBs to help
change  consumption  behaviour. A
subsequent report by Liverpool John
Moores University proved very useful.
Subsequently, we are proud to have played
a part in the public health lobby which
helped to secure the Soft Drinks Industry
Levy which was implemented in April 2018
and is already showing positive results.
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In recent years there have been a number
of GULP campaigns across ten different
local authorities in the North of England,
as illustrated in this report, and we have
helped to develop messages with our
public health partners for community-
based programmes whilst campaigning
for more government regulation around,
for example, the advertising and
promotion of SSBs.

GULP continues to play a role in the fight
back against what Professor Nestle calls
Big Soda. We were delighted to receive a
mention in her book, Soda Politics [1].
This is a global struggle after all.

| am therefore delighted to present this
Impact and Influence Report which
collates how seven different areas have
tackled the issue of SSBs by using the
GULP campaign to help mobilise a
change in attitude and behaviours
around SSBs.

Robin Ireland
Director of Research
March 2020

@robinHEG
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2.0 SUMMARY

This report is compiled as a case study format, to help provide examples of the various
delivery mechanisms and approaches council and sports organisations have taken to
deliver the GULP campaign in their locality, as well as the impact and influence the
campaign has had on their communities.

These case studies have been written by local authority public health staff, sports coaches
and school teachers, providing both a commissioning perspective but also from the
delivery point of view.

This report does not provide case studies for all of the GULP campaigns delivered since it's

launch, and will be revisited again in coming years to showcase examples of the campaign
delivered in further areas.
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3.0 THE GIVE UP LOVING POP CAMPAIGN

3.1 Background

GULP is a campaign launched in 2015 by Food Active which aims to raise awareness of
the health harms associated with over consumption of sugar sweetened beverages
(SSBs). The campaign is aimed at young people and families with a view to reducing
consumption of SSBs and encouraging water intake.

Food Active is a healthy weight programme
commissioned by the North West Directors
of Public Health, to consider population
level policies to address obesity that add
value to local programmes and services.

The programme was launched in 2013,

supported by all North West Directors of

Public Health of whom agreed our three key

objectives:

1. Advocate for the use of price and
availability of SSBs to change
consumption behaviour to impact on
obesity rates

2. Advocate for  stronger  national
regulatory controls on the advertising of
junk food to children

3. Advocate for spatial planning measures
locally to increase physical activity e.g.
20mph zones

A key objective for the Food Active

programme is to investigate public
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perception and support for specific policy
interventions that are shown to be effective
in achieving and maintaining a healthy
weight, in addition to considering the use
of price and availability of SSBs to change
consumption behaviour to impact on
obesity rates. Research carried out in
collaboration with Liverpool John Moores
University to address these objectives
revealed a lack of awareness among adults
and young people regarding the link
between SSBs and type 2 diabetes, weight
gain, heart disease and tooth decay [2].

Following the publication of this evidence,
we worked with local authority partners and
members of the public to develop a public
facing campaign to support the local
evidence base on SSBs that we had
collected through the insight work.

Cutting back
on sugary drinks...

FIRST EDITION = SPRING 2020 |
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The GULP campaign was then designed
and developed with a design company and
Food Active worked closely with local
authority stakeholders to develop the
concept, the design and the delivery of the

campaign. The key campaign messages
were:
A Raise awareness of the risks of

consuming SSBs

A Build public support to combat the
prevalence of SSBs

A Spread the word about the detrimental
effects on health

A Pioneer the cause of a 20% duty on SSBs

A Educate young people in particular
about the risks of regular consumption

A To provide unbiased and factual
information  about  the  risk  of
overconsumption of SSBs

In 2015, after a number of months of
development, the GULP campaign was
born. We held a soft launch event in
Manchester, which was supported by Dr
Aseem Malhotra, Consultant Cardiologist &
Science Director of Action on Sugar and
attended by a range of stakeholders.

Dr Aseem Malhotra presents the evidence
on sugar and health, December 2014
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In the February half term of 2015, GULP
then took to the streets and ran three very
successful GULP roadshows across the
North West hosted by the GULP street
team. Roadshows were held in Salford,
Liverpool and Preston in line with the school
holidays - in locations with high footfall and
during the busiest hours, in order to
engage with as many children, young
people and families as possible.

GULP Street Team Ambassadors, Salford,
February 2015

Water bottles and information leaflets were
handed out to members of the public in
order to engage them in conversation
about SSBs and the associated health harms
of over-consumption. The roadshows
received significant media coverage,
including BBC Radio 5 Live and the Daily
Mail and engaging with over 2300
members of the public to raise the issue of
SSBs and their impact on our health.

FIRST EDITION = SPRING 2020 |
-






gulp, FOOD

pop VE

3.2 Developing the campaign

Following the successful launch of the campaign, and to support further work in
regards to SSBs, we proposed to idea of developing school-based resources.

With the help of a small task and finish well
group, year 9 students were identified as
the most appropriate target group given
this age group are the largest consumers of
SSBs among the population.

as a wide range of supporting
resources for school-based settings. A 21-
day #GULPChallenge was also devised,
challenging pupils, staff and parents to

swap SSBs for water and milk for three

weeks.
After successfully applying for an Awards for

All grant, we worked with a number of
Liverpool-based schools, Agent Marketing
and an Educationalist to develop PSHE Key
Stage 3 lesson plans. Following the success
of the Year 9 PSHE lesson plans, and with
mounting interest from public health teams
across the North West and further afield we
supplemented the resource with a number
of resources to form a toolkit to help
schools in taking a whole-school approach
to reducing SSB consumption. We have
since developed a Key Stage 2 GULP
toolkit which meets the PSHE curriculum, as

Now boasting a wide range of school and
community-based resources which
effectively engage children, young people
and families around the issues of SSBs, local
authority public teams across the North
West now commission the delivery of the
campaign. To date (March 2020), 10 local
authorities have delivered the campaign,
engaging with thousands of children in
hundreds of schools. In 2018 we also
launched a early years focussed campaign
‘Kind to Teeth’, where you can access
further details for here.
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A selection of the GULP school based
resources available for local authorities
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Delivering sessions on SSBs at KS2 is essential before children become
accustomed to the taste of liquid sugar. The GULP sessions were smart,
encouraging the children to be inquisitive and question the world around them,

but also gave pupils the knowledge and skills to make up their own minds about
SSBs and what is best for their education and for playing sport. 55

Adam Chamberlain
Primary School Teacher and PSHE Co-Ordinator, Liverpool

14 GULP has grown from a small-scale North West campaign to a
nationally recognised programme. Their message is simple — cut down
on §SBs to improve your health.
This campaign has not only had a local impact, but also supporter the
same goals as national action on SSBs and the introduction of the soft
drinks industry levy. Campaigns like GULP are essential to the fight to
tackle childhood obesity in the UK - we cannot do it alone. 55

Emma Reed
Deputy Director, Childhood Obesity Branch, Population Health, Global and

Public Health Group, Department of Health and Social Care

GG it was extremely useful to be able to use an already established brand to
tackle the issue of sugary drink consumption among young people.
GULP resonates very well with this group and when we ran our three

week #GULPChallenge we found we had a great level of engagement,
so much so, we are delivering our third campaign this year! §§

Lynn Donkin
Public Health Specialist, Blackpool Council

1 It is very important to reduce SSBs consumption, especially in
children and young people. The new GULP resources use a school-
based approach which can be very effective in influencing behaviour not

justin the young people themselves, but families too, as the messages
are often cascaded back to the home. The resources are engaging,
informative and interactive. 4§

Bernadette Lee
Healthy Eating Officer, School Improvement Liverpool



Below is a timeline of the local GULP campaigns that have been delivered...

Ty FEBRUARY  Launch events in Salford, Preston & Liverpool gu,p.

2020 2019 2018 2017 201
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FEBRUARY
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APRIL

MAY

JANUARY

JANUARY

MARCH

MARCH

JUNE

JUNE

JANUARY

JANUARY

MAY

FEBRUARY

MARCH

Blackpool Council delivered their first
campaign with KS2

Tameside Council delivered first campaign

with KS3

Sefton Council launch campaign with Everton
in the Community in both KS2 and KS3

Knowsley launch borough-wide campaign,
including roadshows and school delivery

Blackpool Council launch second campaign
with Blackpool Football Club Community

Trust

Salford City Council launch campaign with

KS3

Rochdale Borough Council launch campaign

with KS2

Sheffield City Council launch campaign with

KS3

Blackpool Football Club Community Trust
launches campaign with KS2

Tameside launches 2" campaign in KS2 and

KS3

Lancashire County Council, Healthy Stadia
and Fleetwood Town, Preston North End and
Accrington Stanley launch KS2 campaign

Cheshire West and Chester launches KS2

campaign

Rochdale launches second KS2 campaign

Give Up Loving Pop: Campaigns Timeline
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4.0 LOCAL AUTHORITY CASE STUDIES

In this section we present seven case studies to demonstrate how local
authorities have delivered the campaign in their own area, using various
delivery mechanisms and approaches to engage with children and young
people. These are:

1. Blackpool Football Club Community Trust

2. Cheshire West and Chester Council and the School Sports
Partnership
Knowsley Metropolitan Borough Council
Lancashire County Council, Healthy Stadia and Fleetwood
Town FC, Preston North End and Accrington Stanley
Rochdale Borough Council

Sefton Council and Everton in the Community
Tameside Metropolitan Borough Council

| GULPIMPACT AND INFLUENCE CASE STUDY REPORT FIRST EDITION - SPRING 2020 |
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4.1 Blackpool FC Community Trust

BlackpoolCouncil

Marc Joseph, Head of Early Years and Primary Provision

BACKGROUND

Blackpool FC Community Trust have teamed up with Blackpool Council to deliver the
GULP Campaign for the last three years. This programme now engages all Year 4, Year 5
and Year 6 children across Blackpool. Our health team and the ‘Fit2Go" brand have
encouraged children to “Give Up Loving Pop” and to think of drinking healthier
alternatives. We aim to raise awareness of the health harms associated with over
consumption of SSBs. Children are given a GULP diary and a free water bottle. Diaries are
collected at the end of 21-day campaign to help monitor their progress.

IMPACT AND INFLUENCE

Over the last 3 vyears, Blackpool FC
Community Trust have engaged 336 school
classes to take part in the GULP Challenge.
Our health team delivered GULP assemblies
and spoke to class teaches to help promote
the challenge and its benefits.

We have seen a combined number of
5,709 pupils successfully return their GULP
diary for us to monitor their progress, in
years 2 and 3 of delivery we calculated an
incredible 28,663 pop free days were
registered by children of Blackpool. Over
the same period, 1242 pupils completed
the full 21day challenge and returned their
signed diaries as evidence.

By using the already established ‘Fit2Go’
health brand we are now able to engage 3
year groups in every Blackpool school. The
GULP campaign has now become a staple
part of our health delivery and carries the
same vital health messages of making
healthy choices promoted by our Fit2Go
healthy lifestyle programme.

| GULPIMPACT AND INFLUENCE CASE STUDY REPORT
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Blackpool FC players promoting the
#GiveUpLovingPop campaign

Through our partnership with Blackpool
Football Club we were able to use the first
team, management and stadium to help
promote the initiative across all media
platforms.

After evaluating the outcomes of last year’s
campaign, it became evident that a number
of year 6 classes struggled to fully commit
to the challenge due to pressures of exams.
We have addressed this by moving the
challenge forward to March to avoid a
repeat this year.
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The GULP campaign has ignited pupil’s
competitive nature to challenge themselves
to make healthy drink choices at school and
at home. The diaries and free bottle helped
enable children to  monitor their
achievements and this continues once the
21day challenge has ended.

The class who achieved the most pop free
days and returned their diaries to us were
awarded with a free trip to Blackpool High
Ropes.

The GULP Challenge has and continues to
be a huge success in Blackpool and with
the support of Blackpool Public Heath we
are able to reinforce the health message
year on year. This continuation is key to
influence a change of habit
community.

in our

ABOUT MARC

Blackpool Football
Club striker
Nathan Delfouneso
supports the GULP
campaign

NEXT STEPS
We hope to continue the GULP Campaign
for many years as we see the impact first-
hand on the children of Blackpool. GULP
is set strongly within our healthy
programme and is delivered as part of our
Primary health provision. We would love
to engage High schools next year.

“We see the conscious
decision by pupils to pick
up their water bottles and
enjoy making healthy
choices. We are
encouraged by teachers
and parents’ engagement
in reinforcing our health

messages.”

Marc Joseph, Head of Early Years
Provision and Primary Provision

Having managed the Fit2Go Team for the last 7 years | have helped to establish, develop
and deliver our Healthy Lifestyle programme in every Primary school in Blackpool.

E: marc.joseph@bfcct.co.uk
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4.3 Cheshire West and Chester Council and the School

Sports Partnership

Cal Bowness, Class Teacher/Primary PE coordinator, Little Sutton C of E Primary School

BACKGROUND

Reducing sugary drink consumption is a priority area of work for Cheshire West and
Chester Council’s Eat Well Be Active (EWBA) Partnership group with the delivery of the
GULP campaign being one area of work. Within west Cheshire, as part of the Change4lLife
Champions training, Chester, Ellesmere Port and Vale Royal School Sport Partnerships
have delivered GULP training to pupils from a number of primary schools across the
borough. Change4life Champions from each of the schools received advice and
information on SSBs and healthier alternatives and then shared what they had learnt with
their classmates. This case study takes a look at one of the schools involved in the borough,

Little Sutton Primary.

GULP training module delivered at
Change4life Champions training, Feb 2019

IMPACT AND INFLUENCE

The GULP campaign was set up at Little
Sutton Primary in April 2019 and ran all the
way through to July 2019. Prior to the
campaign a whole class assembly was held
and the Ellesmere Port School Games
Organiser was our guest speaker who
launched the GULP campaign. The specific
focus of the campaign was making sugar
swaps during break and lunch times in the
school day. As an incentive, all children who
made a ‘sugar swap’ on their

| GULPIMPACT AND INFLUENCE CASE STUDY REPORT
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drink or snack could post their name and
their sugar swap into our GULP box and
be awarded a certificate and a sticker. 115
pupils were involved in the campaign
and it was a great success across the
whole school, with over 100 pupils
across the 4 months making consistent
changes to their snack choices. Parents
were provided with helpful and easy
food swaps that can be made in the
supermarkets. The feedback was great,
often finding that healthier options were
just as tasty and sometimes cheaper.

LIf TELE

Sugary drink display boards
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This campaign worked brilliantly alongside
our ‘Hoops4Health” campaign ran by
Cheshire Phoenix Basketball.
Complimented each other really well,
providing our pupils with a real focus and
drive to make a positive change to their
eating habits and activity levels. It provided
them with a WHY.

At the beginning a number of pupils
continued to bring fizzy, SSBs and sweets to
school. We did not ‘ban’ these items, as we
wanted to let the campaign run its cause.
After 2 weeks many of these pupils had
been immersed in what was happening
around them and started to make their
swaps...bragging to their peers and
teachers on the healthy choices they had
made.

The campaign had a significant impact
across the school that ran deeper than just

Mark Poole delivering a GULP assembly to
primary school pupils.

ABOUT CAL

P00 &

Ellesmere Port

Cheshire West
and Chester

port Fartnership

giving up fizzy pop. It opened the floor to
conversations about diet, physical activity
and mental health. Over 450 certificates
were given out across the school. 102 out
of 115 pupils made these sugar swaps.

NEXT STEPS

A new and fresh GULP campaign for 2020,
bigger and better than the previous year.
This will be achieved by taking the things
that worked and maximising them to their
full potential (certificates, stickers, display,
celebration assemblies) whilst taking the
negatives of last year (slow uptake, parent
participation) and tackling them head on to
achieve further success.

“The GULP campaign has
changed the way Little Sutton
C of E Primary School tackle
the issue of SSBs. Not only
has there been a reduction in
sugar throughout the school
playground, the GULP
campaign has opened the
floor to conversations on diet,
physical activity and mental
health.”

Cal Bowness, PE Coordinator at Little
Sutton Primary School

As our school’s PE Coordinator it is my role to plan and implement a rich, engaging and
inclusive PE curriculum whilst also providing our pupils with extensive opportunities to
engage in School Sport and extra curricular activity.

E: callum.bowness@littlesutton.cheshire.sch.uk
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4.3 Knowsley Metropolitan Borough Council

Emma Thomas, Public Health Officer

BACKGROUND

Knowsley Council’s Public Health Team, Food Active and support from Knowsley Council’s
Communications Team delivered a GULP campaign during April-May 2017/, with the aim to
raise awareness around the health harms of consuming SSBs. Residents were encouraged
to sign up to the 21 day GULP challenge via the dedicated website and make the switch
from SSBs to water or low fat milk. The campaign had a multi-channelled engagement
approach working with schools, Knowsley Youth Mutual and Roadshow events in
community settings. Early years settings such as children’s centres and childminders and
nurseries were also sent promotional materials as well as identified partners such as GPs,
pharmacies, dental practices, community centres, Town Councils, libraries and Knowsley
Chamber to promote to local businesses.

IMPACT AND INFLUENCE

GULP ambassadors visited seven locations
across the borough including Whiston
Hospital and Knowsley Community College
in the run up to the 21 day GULP challenge.
They engaged in conversation with over
2,000 people to highlight the health harms
of SSBs and handed out free GULP water
bottles, concertina leaflets and stickers,
whilst also signposting residents to the
GULP website to sign-up to the 21 day  GULP Street Team Ambassadors, Kirkby
challenge. The roadshows were a great Roadshow, April 2017

success and received very well by residents

across the borough. Al primary, secondary and special
., , . . schools were invited to take part in the
Whatyou re o’omg here is campaign and made aware that a range
fantastic, being out in the of PSHE resources suitable for both KS2

and KS3 along with assembly packs

community interacting with suitable for all year groups were

families and tack/ing available. With the assistance of the
something which is a real Schools Eor Health Team, 24 primary
] ] , ) , schools signed up to take part in the
issue in today's society GULP challenge and worked closely with
Member of the public, Kirkby eight of these schools. Within the eight
Roadshow, April 2017 schools the team delivered assemblies to
| GULP IMPACT AND INFLUENCE CASE STUDY REPORT FIRST EDITION - SPRING 2020 |
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over 2,700 children and also delivered a
further three PSHE sessions to over 450
children in year groups three, four and five.
Evaluation data suggests the lessons had a
positive impact on pupil’s awareness of the
sugar content of SSBs and behaviours such
as reading food labels and reducing the
number of SSBs they consume.

Twins from Halewood CE School taking part
in the #GULPChallenge

Knowsley Youth Mutual also promoted the
campaign through a variety of settings and
events engaging with over 260 young
people through targeted PSHE activities.
Within Our Place youth facility based at
Knowsley Leisure and Culture Park, a visual
display was created in the atrium using
GULP branded and other visual resources.
Many young people expressed an interest
in the display and took part in informal
activities aimed at educating them about
the amount of sugar in soft drinks and
energy drinks.

ABOUT EMMA

Emma is currently a Public Health Officer with Knowsley Council.

<

Knowsley Council

270 residents signed up to the
#GULPChallenge, which was launched in
early May following the roadshows, school
activities and significant press coverage.
Evaluation data suggests the challenge had

a positive impact on  participants
knowledge, attitudes and awareness
around SSBs.

Direct campaign engagement from the
various channels of the campaign, was
estimated to have an overall reach of over
5,000. However, this figure is likely to be
much higher due to social media reach,
peer to peer contact and under-reporting.

NEXT STEPS

Following the success of this campaign, we
also participated in the Kind to Teeth
campaign highlighting the health harms of
SSBs to the under 5s and will continue to
share messages around the health harms of
SSBs to people of all ages.”

“We localised and upscaled
the established GULP
campaign and took a multi-
channelled engagement
approach, enabling us to have
maximum impact in relation to

behaviour change.”
Emma Thomas, Public Health Officer,
Knowsley Council

Emma’s role has

responsibilities around ensuring public health priorities/key messages are communicated
and implemented appropriately in line with local and national priorities.

E: emma.Thomas@Knowsley.gov.uk
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