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Oklahoma’s Health

• One of the highest childhood obesity rates in the 
U.S.

• Seventh highest adult obesity rate in the nation.

• Low physical activity and fruit and vegetable 
consumption, along with a high prevalence of 
smoking and obesity, contribute to the state’s 
leading causes of death. 
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Shape Your Future

• A public education brand that 
encourages Oklahomans to eat better, 
move more and be tobacco free.

• Target: Oklahomans, age 18-54, low 
socioeconomic status and moms or 
food preparers. 
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Initial Research (Pre-campaign)

• Qualitative, custom online digital research 
among twenty-five 18-54 year-old 
Oklahomans. This research established the 
role of healthy lifestyles in Oklahomans’ 
day-to-day lives and uncovered barriers to 
healthy eating and being active.
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Reaching Specific Populations

• To reach select populations with health 
disparities, Hispanics and rural 
Oklahomans, we found where these 
groups gather – malls. Two malls were 
chosen as a test campaign in 2015.
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Creative Samples – Floor Clings

Nutrition Radio Spot
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Reaching Specific Populations

• To reach select populations with health 
disparities, Hispanics and rural 
Oklahomans, we found where these 
groups gather – malls. Two malls were 
chosen as a test campaign in 2015.
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Creative Samples – Escalator Wrap

Nutrition TV Spot
Physical Activity TV Spot

https://vimeo.com/user10001181/review/143622163/e3458bdb94
https://vimeo.com/user10001181/review/143622164/7dce6caa0c


Campaign Evaluation
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• More Oklahomans strongly agree that they make sure their family 
fills half their plates with fruits and vegetables in 2015 than in 2014 
(44.2% vs. 20.7%).

• More Oklahomans know that their children should get 60 minutes 
of physical activity per day in 2015 than in 2014 (47.1% vs. 36.9%).

• More Oklahomans eat fruit at least twice per day in 2015 than in 
2014 (53.0% vs. 43.1%).

• More Oklahomans eat vegetables at least twice per day in           
2015 than in 2014 (56.7% vs. 49.1%). 



Conclusions / Next Steps

• Focusing on short, key messages provides 
our target new information

• Introducing “Rethink Your Drink” 
messaging encouraging drinking more 
water


