PROMOTING INFORMED NUTRITIONAL CHOICES

POLICY POSITION

ISSUE:
During the past 20 years, there has been a dramatic increase in obesity in the United States.
The Centers for Disease Control and Prevention (CDC) estimates more than one‐third of U.S.
adults (34.9%) are considered obese. With an understanding of the current obesity problem
in the United States, NAMA is committed to providing its members with the tools needed to
offer informed choices each time a consumer visits a vending machine, cafeteria or micro
market. The industry takes seriously its commitment to providing nutritional information and
diverse product options to consumers.
NAMA has communicated and served as a resource to many federal government agencies on
issues related to healthier vending, calorie disclosure, the Department of Agriculture’s (USDA)
Smart Snacks in Schools rules, and the General Services Administration’s (GSA) Health and
Sustainability Guidelines for Federal Concessions and Vending Operations. NAMA will
continue to be an active partner with these and other agencies to promote solutions that
support both consumer and industry needs related to food and beverage choice and
nutritional information.
NAMA POSITION:
NAMA strongly supports pro‐active efforts to address the epidemic of obesity. NAMA is
actively involved in helping its members promote informed choices through innovative
programs that assist in educating consumers about healthier options. NAMA’s FitPick
program, a nutrition outreach initiative introduced in 2005, was recently redesigned and now
includes new tools and standards developed by nutritional experts that can be used by
vending and micro market operators. This program is in use nationwide and has been
adopted by many government agencies as their nutrition standard for convenience services.
In fact, the FitPick SELECT standard mirrors the USDA’s Smart Snacks in Schools vending
standard.
NAMA opposes inequitable banning, discrimination or over regulation with the sale of food
or beverages in vending, micro markets or other means of merchandising utilized by the
convenience services industry. Such intervention places conveniences services operators at
an economic and competitive disadvantage to other retail channels and limits consumer
choice. Furthermore, such restrictions or bans may cause additional economic harm to many
small, family‐owned convenience services businesses and the elimination of thousands of
industry related jobs.

