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Kraft Foods, Latino Children’s
Institute promote healthy lifestyles

U.8. Surgeon Gaearsl Richerd Carmeas joins Kraft Foods aed the Natieeal Lalloo

Chiidran’s Isstitute to sssoxace

Northfield, IL- U.S. Surgeen Gen-
eral Richard Carmona teday joined wath
Kraft Foeds Inc. (NYSE: KF1) and the
National Latino Children’s Institute
(NLCI1) w0 announce Safsa. Sabor y
Satud - a first-of-its-kind healthy
lifestyles educational program de-
signed by Latinos for Latinos. The pro-
gram was created by N{.C{ in partner-
ship with Kraft to support Hispanic
families, a population particulaily at
tisk for obesity and accompanying
health problems.

"My abuelita ruled the kitchen, and
every dish she made stacted witl a big
scoop of lard from the can at the back
of the refrigerator. Her meals were muy
sebroso. but now we know that we can
have Lhe delicious (astcs wilhovt add-
ing the fat.* Carmona said. “This is
part of increasing Amencans’ health
Jiteracy, whichis conacal in our Hispaaic
cemmunities where overweight and
obesity are conributing to the ris¢ in
health problems like heartdisease and
diabetes that are robbing Latinos
their health and even Lheic lives. Saisa,
Sabor y Satudis an excellent cxample
of a crevtive. community-based ap-
proachdecsigned te give families tools
they can put to use immediately to lead
healthier lives.”

@ver the Jast 1@ months, pilot ses-
siony at community otganizations in
six cities have demonstrated that

Safsa, Sabor y Safud is practical, ac-
tionable and provides real-werld selu-
tions that parents and children can put
to work right away. Through the eight-
week curriculum. which now is being
made available to community ocgani-
z2ations nalionwide, families leam smal)
steps te change their daily routines
and eating habits that add up to major
hfestyle improvements. Safsga, Sabor
v Salud was piloted in Los Angeles,
San Antonio. Chicago, New York,
Newark and Miami, which together
comprise nearly 48 percent of the His-
panic pepulation in the United States

“Krufl Foods has always recegnized
the important role that a balanced diet
and plenty of physical activily playin
lcading a healthy life.” said Lance

Friedmann, Kraft's Senior Vice Presi-
dent of Global Health and Wellness,
**As a tesult of the hard work that NLCI
and our community patmers have pnt
into Qus program, Salse, Sabor ¥ Salud
1s a new Kind of approech to address
the problem of obesity that really
makes sense to people. Through in-
teractive lessons, family food prepa-
ration and fun, physical activities, par-
ents and children leam new ways to
keep themselves, and each other,
healthy. "

Crealive. comprehensive and cultur-
ally relevait. Selsc, Suber v Salud was
developed honoring Latino traditions
— such as gathcring the family for
meals, e] paseo (families strolling to-
gether) and involving the extended
family in daly life.

During the pilot phase in 2003, com-
munity erganizatiens feund Salsa,
Sabory Satud te be “the perfact con-
duit to help families recognize that they
have the power to change theic lives,”
and have incorporated the curriculum
throughout their offerings. And par-
ents have embraced the principles of
the program — threugh sharing reci-
pes with each other, recruiting other
parenls and family mernbers and by
reaping the psychological benefits of
setting healthy goals as a family.

““We are thrilled about the opportu-
nity tobring this program to life, thanks
te Kraft's vision and the tiust they
placed in our organization.” said
Rehoca Barrery, President and CEO of
NLCL. “Safsa. Saber y Salud focuses
on prevention and making lifestyle
changes that premolte health.”

By the end of 2084, the full curricu-
tum in the pilot and first stage will have
reached more than 2,508 families at 5@
community olganization lecanons in six
states. Ailditionally, through an exten-
sion of the pregram, mere than 5,080
children will experience sengs, games
and other elements of Safsa, Sabor y
Salud as they are ineurpuralad into ¢x-
isting efferings at child-care facilities and
other community centers.

“Because of Safsa, Sabor y Salud,
our agency has become an advocate
for healthy eating habits in preschool
years,” sald Nilsa Velazquez-Martinez,
President of KIDCO Child Care, Inc.,
in Miami, one of the six pilot organiza-

Sabor y

tions. ""We feel pride in helping the His-
panic cosminunity, especially families,
become better sducated on how to live
healthier, interact moce with each other,
and become more involved with the
school and their children’s interests.”
Salsa, Sebor y Salud represents a
commitment of $2 million since 2002
fiom Kraft to the Latino community.,
especialiy to underserved children.
Kraft chose NLCI to develop the edu-
cational curnticulum because of the
organization’s successful track record
in creating children’s educational pro-
grams specifically for Latinos. The
National Recrealion and Park Asso-
ciation and Latino
cations aiso lem their expertise to the
project.

Future Kraft funding for the Salsq,
Sabor y Saiud program is available to
eligible organizations serving families
in Chicago, Los Angeles, San Antonio,
Miarmu, New York City and cetain coun-
ties in New Jersey. The Kraft Foods re~
quest for propesal is avaitable on-line
at www .kraft com/salsa. Organizatiens
in ether cilics, who develop their own
funding sources for Satsa, Sabor y
Salud, can paticipate in a two-day train-
ing scsston, after which they will receive
the cumcwlum kit.

Xraft Foods markets many of the

brands, includ-
ing Kraft cheese, Maxwell fouse and
Jacobs coffees, Nabisco cookies and
cruckers, Oscar Mayer meats, Phila-
delphia cream cheese, Yo st cereals and
Mitka checolates, in more than 150
ceuntnes.

Kraft Foods® cotporale giving pro-
gram advances innovative solutions
fer critical socictal nocds. Last ycar,
Kraft provided more than 397 million
in food and financial support to thou-
sands of non-profit organizations
areund the world. By engaging people,
ideas and resources Kraft demon-
strales ils commilment to community,
bringing. this commitment to tife
through strategic partnerships with
employees, charitzble organizations,
and civic and corperate cnltities. Kraft
Foods strategic giving focuses on
fighting hunger, advancing healthy
lifes;yles, sueng(bhening arts education
programs, and enriching the iives of
kids and families.

SJ Public Relations, a social media and public relations agency for today's complex markets.
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