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SMART SNACKS





SMART SNACKS

School Superintendent
Child Nutrition Director
School Level Administration
School Level Cafeteria Manager

AND

Anyone who coordinates school fundraisers.
Anyone who sells food or beverages during the school day on 
campus.
Anyone who manages the school vending machines.
Anyone who hosts, facilitates, or participates in food-based 
celebrations during the school day. 

Who needs to know about Smart Snacks & 
Competitive Foods?



ALSDE Child Nutrition Programs

Smart Snack Standards
Smart Snack standards do not apply to:
 Items sold during non-school hours, weekends or off-campus 

fundraising events

 Foods brought from home

 Locations on the school campus that are NOT accessible to 
students. Example: Teachers’ Break Room



Smart Snack Standards for Foods



Leftover Meals as à la Carte
Sometimes, schools serve extra 
entrées from school meals as à 
la carte items (as individual 
items sold outside of the school 
meal). These entrées do not 
have to meet Smart Snacks 
Standards when they are sold 
as an à la carte item up to one 
day after being served at school 
lunch or breakfast. 



Snack Items as à la Carte

How do I know if a 
Snack Item is 
Allowable?

https://foodplanner.healthiergeneration.org/calculator/

Smart Snack Calculator



Snack Items as à la Carte

https://foodplanner.healthiergeneration.org/calculator/

Smart Snack Calculator

Sodium 250mg



Snack Items as à la Carte

https://foodplanner.healthiergeneration.org/calculator/

Smart Snack Calculator



Snack Items as à la Carte
Smart Snack Calculator

It is a manager’s responsibility to 
maintain local level documentation.

Delegate the responsibility for 
periodic check-ups and review
of new items.



Smart Snack Standards for Beverages
Unflavored and flavored whole milk and reduced-fat (2%) milk are now permitted as 
competitive beverages alongside the previously allowed low-fat (1%) and fat-free 
options. Flavored milk sold as a competitive food cannot exceed 10 grams of added 
sugars per 8 fluid ounces. In middle and high schools, the 12-ounce option cannot 
exceed 15 grams of added sugars per 12 ounces.



Smart Snack Standards for Beverages

How would you know if 
scratch made beverages 

meet Smart Snack 
standards?



USDA: A Guide to Smart Snacks in School

Stricter Standards

 Federal Standards are the minimum requirements. 
State Agency or local school districts can establish stricter 

standards.
Refer to your local district’s Local School Wellness Policy for 

more information. 

 School districts can create stricter standards 
for Smart Snacks.



ALSDE Child Nutrition Programs

Fundraising and 
Competitive Food Sales

What types of fundraisers are held at your school?



Sales of foods and beverages 
that meet the Smart Snacks 
Standards and sales of nonfood 
items (e.g., wrapping paper and 
apparel) are not limited under 
the Federal policy. 

Fundraising activities that occur 
during non-school hours, on 
weekends, or at off-campus 
events are not limited under the 
Federal policy.

Fundraisers selling foods that are 
intended to be consumed outside 
the school day are not limited 
under the Federal policy.



 Schools may sponsor a 
maximum of thirty (30) exempt 
FUNDRAISERS per school 
year.

 If five (5) different exempt 
fundraisers are occurring on the 
same day, this would count as 
five (5) exempt fundraisers from 
the total of thirty (30) allowed 
fundraisers.

 Each fundraiser may be no 
more than one (1) day in length.



Alabama’s Implementation of USDA Smart Snacks in 
School and Exempt Fundraisers Form

Annual Attestation Statement
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ALSDE Child Nutrition Programs

Exempt Fundraiser Procedures: 
Role of the Child Nutrition Director

Receive
• A signed copy of the Alabama’s Implementation of USDA Smart 

Snacks in School and Exempt Fundraisers Form from Principal

Provide
• Provide the Exempt Fundraiser From to the Superintendent to 

complete and sign the attestation document.

Retain
• Provide the Exempt Fundraiser From to the Superintendent to 

complete and sign the attestation document.



Boundaries with Competitive Foods
Promoting and Protecting Healthy 

Student Choices



"Competitive Foods" Guidance from ALSDE

Every school shall ensure that all foods sold in vending machines, school 
stores, and cafeterias are in compliance with the USDA Smart Snacks in 
Schools standards. 

Food items in competition with the CNP scheduled mealtime may not be 
sold or provided free of charge to students.

This includes, but is not limited to, food items purchased through school 
organizations and those donated from outside sources. 



"Competitive Foods" Guidance from ALSDE

To encourage students to eat healthy meals, schools are required to 
restrict student access to concessions, extra sales, vending, and 
fundraisers one hour before or after meal periods. 

If sales should occur that are in competition with the meal, then all 
income generated from such sales will be required to be given to Child 
Nutrition for depositing in the school cafeteria account. The policy is not 
intended to restrict access to healthy snacks during recess, or at times 
other than the meal service.



What is a Manager's Responsibility?
1. Talk with your CNP Director and be sure you understand his/her 

expectations with Smart Snacks and Competitive Foods at your school 
location

2. Start a conversation about these topics with your 
school administrative team:  
o Vending Machine Sales
o School Fundraising Efforts
o History of Community Food Donations 
o Meal Service Times
o Opportunities to share information with school staff



A Sample Scenario

A group of English language learners completed a required annual test.  To celebrate, a 
member of the community bought pizza for the students to have after the test, during 
their lunch period. Good intentions, right?!?

Unintended Consequences:
• 100 students, 75% average daily lunch participation
• 75 students x $4.71 lunch reimbursement = $353.25
• Other considerations include loss of a la carte sales, food waste 

from prepared but unpurchased food, and unnecessary labor 
costs.

What could have been a better alternative?



It’s time to make your food, 
staff, and students shine!



Marketing is Essential!
Share your 

Story

Curiosity & 
Attention

Increase 
in Participation

Opportunities 
to Connect

• Parent 
Support

• Committed 
Customers

• Online Army

• Job Security
• Job Creation

• More children are eating 
healthy, full meals!

• Affirmation 
from your 
administration

• Awareness of 
your effort

• Control the Content
• Provide a new narrative

• Documented evidence 
of consistency



and understanding their unique needs.

Identifying our Audiences



Marketing our Programs

1. PROVIDE A QUALITY PRODUCT

2. SHOWCASE YOUR PRODUCT

3. COMMUNICATE EFFECTIVELY

4. GET TO KNOW EACH OTHER

5. SEEK FEEDBACK 

6. IMPROVE THEIR EXPERIENCE



Using Social Media as a Marketing Tool
Before you jump in:
1. Be familiar with district policy: student 

privacy, copyright, responding to 
comments, content expectations and 
limitations.

2. Remind yourself that this is 
professional  communication, not a 
personal post.

3. You are responsible for all content 
representing your cafeteria.  



Photography Tips

4. Look for Color

5. Maximize  
your Phone

6. Use a Few 
Props

1. Lighting and  
Shadows

2. Background
distractions

3. Flattering 
Angles



Photography Tips



1. Pause and fact check.
2. Regain perspective.
3. Contact your supervisor for 

support and direction.
4. Be strategic and specific in your 

response.
5. Offer a "private" and professional 

space to listen.
6. Invite personal connections.
7. Be kind.

  STEPS TO RESPOND APPROPRIATELY

Social Media Response Chart - Institute of Child Nutrition (theicn.org)

https://theicn.org/wpfd_file/social-media-response-chart/
https://theicn.org/wpfd_file/social-media-response-chart/
https://theicn.org/wpfd_file/social-media-response-chart/


Training: ALSDE New Managers' Training
Training Hours: 10 hours

USDA Professional Learning Code(s):
Nutrition: 1100    
Operations: 2100, 2400, 2500, 2600
Administration: 3200, 3300, 3400
Marketing: 4100

ALSDE Child Nutrition, School  Programs

https://forms.cloud.microsoft/r/w6L7i8ugrM
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