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Background

Objective

Conclusions

Methods Results

To evaluate the effectiveness of RYD, a multi-component campaign 
aimed at promoting healthful beverage choices and reducing the 
intake of sugary drinks among young, school-age children.

Design:  An online survey was conducted at the close of 
FY 2019 among a random sample of SNAP households in 
two of Nevada’s most populous counties; 1,000 from an 
intervention county (Washoe County) and 1,000 from a 
comparison county where RYD was not implemented 
(Clark County).
Survey Instrument: The Family Drink Survey 
• Developed specifically for evaluating the effectiveness 

of the RYD program
• Measured self-reported exposure to campaign 

components among those in intervention county
• Includes four summated rating scales to assess 

knowledge and behaviors related to sugary drinks, 
and knowledge of Whoa, Slow and Go drinks

Data Analysis: Intervention county participants were 
divided into four exposure groups (Table 1). Scale scores 
among exposure group and comparison county survey 
respondents were then examined for differences.

These findings suggest that the RYD campaign may be 
useful in changing behaviors and increasing knowledge 
among parents/guardians of young, school-age children. In 
addition, the stoplight theme (also referred to as “whoa, 
slow, go”) may be an effective way to convey the relative 
healthfulness of beverages commonly consumed by 
children.

Future research is needed to better understand the 
barriers households experience related to changing dietary 
behaviors  and what messages would be most effective in 
encouraging them to do so. 
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The response rates were 6.4% and 8.6% for the 
intervention and comparison counties respectively. No 
significant demographic differences were noted.  

As shown in Table 2, intervention county survey 
respondents with moderate or high exposure to the RYD 
campaign more often limited their child’s intake of sugary 
drinks versus the comparison county survey respondents 
(P < .05). 

Table 3 shows that all intervention survey respondents 
(including all exposure groups) had greater knowledge of 
whoa, slow, and go drinks versus the comparison county 
survey respondents (P < .05).

Table 1. Intervention county survey respondents’ 

level of exposure to select RYD print materials and 

other campaign components.

Comparison county 

survey respondents

(n=83)

Intervention county 

survey respondents: No 

or low exposure groups

(n=20)

Intervention county 

survey respondents: 

Moderate or high 

exposure groups

(n=42)

Knowledge of sugary 

drinks
6.2 ± 1.1 6.0 ± 0.9 6.2 ± 1.2

Parental monitoring of 

sugary drinks 16.9 ± 3.2 16.9 ± 3.5 17.4 ± 3.0

Parental limiting of 

sugary drinks
41.0 ± 6.5 a 41.5 ± 7.0 ab 44.1 ± 5.9 b

Table 2.  Sugary drink knowledge and behavior scale 

scores (mean+ SD) among comparison county and 

intervention county survey respondents.

Comparison county survey 

respondents

(n=83)

Intervention county survey 

respondents: No or low 

exposure groups

(n=20)

Intervention county 

survey respondents: 

Moderate or high 

exposure groups

(n=42)

Knowledge of Whoa, Slow, 

and Go drinks
4.4 ± 1.3 a 6.3 ± 2.1 b 5.8 ± 2.2 b

Table 3. Knowledge of Whoa, Slow, and Go drinks scale 

scores (mean + SD) among comparison county and 

intervention county survey respondents.

a,b, Different letters denote scales scores that were significantly different 

(p<.05).

The goal of Rethink Your Drink Nevada (RYD) is to promote more 
healthful beverage choices and to reduce the intake of sugary 
drinks among households enrolled in SNAP.  RYD is currently 
implemented in 16 of Nevada’s 17 counties—all counties other than 
Clark County.

RYD includes a blend of education, marketing, and policy, system 
and environmental (PSE) approaches designed to encourage 
parents/guardians to limit children’s consumption of sugary drinks 
and to provide more healthful beverages.  A stoplight theme (also 
referred to as “whoa, slow, go”) is now featured in all materials as a 
way to convey the relative healthfulness of beverages commonly 
consumed by children. 

To complement the print/digital marketing and PSE efforts, a direct-
mail intervention was conducted among 7,599 SNAP households 
with young, school-age children in 2019.  Each household received 
at least three mailings: an introduction postcard, a booklet, and a 
postcard inviting them to pledge to make healthier drink choices. 
Households that returned the pledge were mailed a free copy of 
the RYD “Sip Your Way to Health” recipe book.

Exposure level

Definition

Percent of households 

that meet criteria 

(n=62)

No Exposure Did not remember receiving RYD booklet in the 

mail and did not recall any other RYD-related effort 

in the community

11%

Low Exposure Recalled receiving the RYD booklet in the mail but 

reported reading none or little; recalled some 

other RYD-related effort in the community or had a 

healthcare provider talk to them

21%

Moderate 

Exposure

Recalled receiving the RYD booklet in the mail and 

reportedly read some or nearly everything in the 

booklet and recalled some other RYD-related effort 

in the community

21%

High Exposure Recalled receiving the RYD booklet in the mail and 

read some or nearly everything in the booklet, and

had a healthcare provider talk to them or their 

child about healthy drink choices

47%

Covers of RYD Booklet and Recipe Book
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