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Session Objectives

= Learn how strategic communication can support obesity prevention
programs

= |ntroduce the Communication Planning Tool and the 8-Step Model for
Communication Planning

= Share how to identify your objective(s) and audience(s)

= Share tools to support your communication plans



Quick Audience Poll (That’s Me!)

= Where do you work?

State or Local Health Agency
College/University
Cooperative Extension Service
Healthcare Organization
Non-profit Organization
School District

Other (not already mentioned)



Quick Audience Poll (That’s Me!)

= Have you used social media to support your program (e.g., Facebook,
Twitter, Instagram, YouTube, Pinterest, etc.)?

= Have you received earned media news coverage about your program
(e.g., newspaper, TV, radio stories)?

= Have you used advertising to support your program?

= Have you had success communicating to decision makers or local leaders?



Suzi Gates

Communication Supports
Obesity Prevention



What is Communication?

Communication is the means of delivering a message through radio,

television, newspapers, magazines, online outlets, etc. to reach or impact
people widely.

Communication = Media = Marketing



Why do Communication?

The Health Impact Pyramid

Increasing Individual
Effort Needed

Increasing

Population Impact Counseling

& Education

Clinical
Interventions

Long-lasting Protective

Interventions
B

Changing the Context
to make individuals’ default
decisions healthy
v

Source: Am J Public Health. 2010 Apr; 100(4):590-5
B




Key Components for Public Health Programs

= |nnovation to develop the evidence base for
action;

= Technical package of a limited number of high
priority, evidence-based interventions that
together will have a major impact;

= Effective performance management,
especially through rigorous, real-time
monitoring, evaluation, and program
improvement;

= Partnerships and coalitions with public- and
private sector organizations;

= Communication of accurate and timely
information to the health care community,
decision makers, and the public to effect
behavior change and engage civil society;

= Political commitment to obtain resources and
support for effective action

| EFFECTIVE PUBLIC HEALTH PROGRAM IMPLEMENTATION |

Six Components Necessary for Effective Public Health
Program Implementation
Fublic health programs | Tomas.R. Feten, MD, MPH
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AHA Scientific Statement

= Sustained, focused media and educational AHA Scientific Statement
campaigns, using multiple modes (e.g., Population Approaches to Wproye bict: Physical Activity.

A Scientific From the A i Heart A

p ri nt' rad io' I nte rn et, televisio n, Social Darissh Mozatfsian. MD. DePH, FAHA, Chair Ashan Afsin, MD, MPH: Neal L, Beaowitz. MD:

‘era Bittner, MD, MSPH, FAHA; Stephen R. Daniels, MD, PhD, FAHA.
Harold A. Franch, MD, FAHA; David R. Jacobs, Jr, PhD, FAHA,; William E. Kraus, MD, FAHA;

. . . Penny M. Kris-Etherton, PhD, RD, FAHA: Debra A. Krummel, PhD, RD: Barry M. Popkin, PhD:
network| ng other promotlonal mate ria Is) Laurie P. Whitsel, PhD; Neil A Zakai, MD, MSc: on hehalf of the American Hear Association
) ) Council on Epidemiology and Prevention, Council on Nutrition, Physical Activity and Metabolism,
Council on Clinical Cardiology, Council on Cardiovascular Disease in the Young, Council on the Kidney in
Cardiovascular Disease. Council on Peripheral Vascular Disease, and the Advocacy Coordinating Committee

focused on increasing consumption of e e s g s e e e

of preventable diseases globally. Although even modest population shifts in risk substantially alter health outcomes, the
aptimal population-level approsches to improve lifestyle are not well established.

. re Methods and Results—Fur this American Heant Association scientific satement, the writing group sysiematically
specific hea t ul Toods reviewad and giaded the cument seicotiic cuidemse. Tor cHfeatve populstion approacie 1o wrrove. dhetary habits
cducationsl campaigas; (2) Iabeling and consumer information; (3) taxation, subsidics, sad ather cconomic incratives:

(4) school and workplace appruaches: (5) local cavironmental changes; and {6) direct retrictions and mandaics. The
. . . wriing group also reviewed the potential contributions of healthcare sysicms and. surveillance: sysicms to behavior
[ Sustalned focused medla and educatlonal change efforts. Several specific population interventions that achieved a Class I or Ila recommendation with grade A or B
) evidence were identifed. providing o set o specific evidence-based sriegies that deserve close utention and priottization

for wider i improving dies,

increasing activity. and reducing tobocee use. The writing group also identified several specific interventions in each of these

N . domains for which curment cvidence was less robust, as well as ather inconsisicncics and cvidence gaps, informing the ncod
campaigns as part of multicomponent e i e e e

Conetusions—This systematic review ideatificd and graded the evidence for & range of population-based strategies o
promote lfestyle change. The findings provide a framework for policy makers, afvocacy groups, rescarchers, clinicians.
. . . communities and other stakcholders to understand and implement the most cffective approaches. New statcgic

CO m m u n It O r n at I 0 n a I st ra te I e S to initiatives and purtnerships are needed 1o transkite this evidence into action. (Circulation, 20121126:1514-1563.)
y g Key Words: AHA Scientific Statements w diet w nuirition @ obesity @ overweight m physical activity @ prevention

' public policy m smoking

increase consumption of specific healthful
foods/beverages or reduce consumption of
less healthful foods/beverages

DOL: 10.116UCTR 0B L3S R260200

Circulation. 2012 Sep 18;126(12):1514-63.



Additional References

The Community Guide

= Health Communication and Social Marketing: Campaigns
That Include Mass Media and Health-Related Product
Distribution

= Physical Activity: Community-Wide Campaigns

Institute of Medicine

= Accelerating Progress in Obesity Prevention: Solving the
Weight of the Nation

— Goal 3: Transform messages about physical activity and
nutrition

Reference list available on request.



So what can Communication do for you?




Example: Cabarrus Health Alliance

Shop Healthy Here!

Stop in Center City Maxx Danny's Place Wi Pais Latino Market
50 Cabrrus Ave W 300 Church StN 858 Concord Pray N
4 Concord, NC 28025 Concord, NC 28025 Concord, NC 28027
See our new healthy items. 7550 2 o e ket
. MTh S20amto%m  MeFiSamtollpm  M-Sun:Samto%m
Eat Smart, Live Well. F:8:30am o 10pm Sat-Sun: 7am to 1pm  SNAP/EBT & WIC Acceated
) SatSun:Somto%om  SNAP/EET Accepled  Hablamos espafiol
Local co € owners are Working to /et & wic sevepted
ring e to your community!

... to school!

Woodrow Wilson Elementary School

Walk the route 6 times to complete 1 mile.

Serie de folletos de tres partes

¢Necesita ayuda
Para empezar su
plan de ejercicios?

iEchele un vistazoa )
nuestros recursos .’0
GRATIS en linea!

www.cabarrushealth.org/EIM/resources Hi'“":s Ef?.{!}l”f mx&mﬁﬁ e e | | 1
& '




Example: Live Well Greenville

Park Hop Scavenger Hunt Helps Greenville
County, SC, Find New Ways to Be Active by: Morgan Hughey

SUMMARY
Nearly haif of Greenville County, South Carolina's school-age children are
overweight or obese. To help combat this issue, Live Well Greenville—a local

YOUR INVOLVEMENT IS KEY

weliness coalition—started a summer-long scavenger hunt known as Park Hop. According 1o the COC, chidren
The event was created in partnership with local parks and recreation
departments to promote opportunities for physical activity using area parks.
During summer 2015, more than 600 youth participants completed at least 2,500
park visits. The work was funded, in part, by the Centers for Disease Control and

need at least 60 minutes of
physical activity each day.
Public parks, trails, and
recreation facilities offer diverse
opportunities to meet these
recommendations. Community
‘members can heip support and
increase the positive impact of
these places by: volunteering at
park clean-up days; serving as
youth sports coaches; or,

Prevention (COC).

GreenviileOnline "owe mews wmoms ocowwows owETAMMENr ouswess | e wean  osmeon usatooar  mowe

getting involved in other parks
‘ and recreation actvities that
make it possible for families to
f get outside and get moving
»
together.
v
in
o
®
CHALLENGE
An ongoing study with Greenville in South Carolina are not physically “What you're doing for families
in this community is beyond
County School District revealed that  active. Even though parks and
Y 3 Cileg words! You are opening the
41% of Greenville County students (in  recreation centers provide free of low- eyes of
grades 3,5, 7, and 9) are cost for families and new residents alike
or obese. Chikihood obesity can members to be physically active, these ”“m"”":"“"
negatively affect a child's health by spaces have long been underutilized in 2
increasing the risk of developing type  Greenville County. LiveWell Park Hop
2 diabetes, high blood pressure, and  wanted to encourage children and their L
high cholesterol. Physical activity can  families to become more physicalty
help reduce and prevent childhood active by increasing awareness,
obesity as well as boost children's visitation, and active use of local parks.
—~— - . -~ - = | self-esteem. However, the COC
J T 3 { ™ -
Ui e At Yih o




1 CONTENT FLOW

Health observances
marketing related to work

Events

Funding announcement
Media reports

Reports & publications
Survey results

Success stories

Community Health Media
Center (CHMC)

Media Campaign

STRATEGIC MARKETING/COMMUNICATION TO SUPPORT PROGRAM IMPLEMENTATION & SUSTAINABILITY

Draft as of
July 2017

MESSENGERS
(as applicable)

CHANNELS

AUDIENCE

Communication Lead
Marketing Department
Media/Public Relations
Community Relations
Coalitions/Partnerships

Marketing
Subcommittee

Other (Development or

N

Digital/social media—
website, blogs, Facebook,
Twitter, YouTube, etc.

Earned media— news
releases, features,
ethnic/community media,
PSAs

Paid media — advertising,
educational campaigns,
PSAs

Public — General
market

Public — Audience
segment(s)

Coalition
Partner groups
Funders

Community Leaders

Resource Center (MCRC) ; o Partner media—
undraising Department) newsletters, briefing Other Stakeholders
Pictures materials, listservs, talking
Videos points
Infographics
REMINDERS:

* Messages and materials need to be tested and validated with target audience(s).

* Evaluation of communication efforts is vital for determining success and improving future efforts.




STRATEGIC MARKETING/COMMUNICATION TO SUPPORT PROGRAM IMPLEMENTATION & SUSTAINABILITY

Draft as of

2 SAMPLE TEAM STRUCTURE (AS APPLICABLE) July 2017

Objectives LEAD AGENCY OR COALITIONS/
¢ Increase visibility and support of effort GROUP AT
J

¢ Increase program effectiveness

* Help sustain program efforts or activities !

Core Functions

Media/Public Community

Marketing Relations Relations

Communication Lead
(including vendor support)

I
CROSS-SECTOR MARKETING

SUBCOMMITTEE (from
coalition/partnership)

* Develop/expand communication
plan and strategy

* Divide workload

* Provide audience/message testing

* Assist with evaluation

* Contact for broad partner groups

BROAD PARTNER GROUPS
(Internal or External)

Education Faith Planning Nonprofits Health Care Business




Chris Thomas

Communication Planning Overview



Components of Strategic Communication

= Communication Planning and Implementation—objectives, audiences,
channels, strategies

= Audience Research—segmentation by age, ethnicity, gender, life stage,
etc.

= Evaluation—changes in awareness, attitudes, beliefs, intentions, behavior
change and support for work over time.



The 8-Step Communication Planning Model

Implament,
avaluate &
madify plan

i Strategic P.’rog.ram Establish audience
materials Communication \dentify baseline
Planning Model sudionce ¢

411 o

izt
Vil famere g gy s
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Step 3: Identify Your Audiences

= Decision makers

= Community organizations
= Businesses & staff

® Providers & networks

= Parents

= Faith-based groups

= Partners

= School districts & teachers




Step 3 cont’d

Establish a Baseline

= Measuring audience awareness before implementing communication
activities helps us assess our success

— What do they know, understand, believe, and do now?

— Will our communication efforts change awareness, attitudes, beliefs,
behavioral intentions, and behaviors?



ACTIVITY:
DEVELOPING AUDIENCE
PROFILES/PERSONAS



Steps 3 & 4: Developing Audience Profiles/Personas
Who are they & what do they care about?

Stakeholder General Market Target
(SPECIFY) (often outlet) Segment

State Decision Maker (SPECIFY) (SPECIFY)
Effective use of funds Objective Objective

Biographical details: age, job,
gender, interests, racial/ethnic
group, language, influencers...

What matters? (values, issues,
etc.)

How they regard your issue (if
atall)?

Who do they listen to?

Organizations they belong to?

Effective messages?

Effective messengers?



Steps 3 & 4: Stakeholder/Decision Maker

_ Stakeholder/Decision Maker — Director of School Food

G E LG S ETEREEENT O Director, Office of School Food; male; 40s to 50s; English-speaking

gender, interests, racial/ethnic
group, language, influencers

WLEEREIEES Feeding public school students; financial solvency of agency;
calcium sufficiency of public school students
QIAVAGTRE-CIGRATIGEIEE Cautiously concerned
Agency staff; officials from partner agency
(O -EHIPE IR GEVA LISl City Administration
_ Department of Education

S EEOEIREECEEEEEE This will not mean a loss of revenue; reasoned presentation of the
facts; personal passion and commitment to the goal;
school community and larger community support;

SR G e Coalition of diverse partners
People who can speak on your behalf
Respected officials from partner agencies



Step 4: Resonating with Your Audience

Key Questions Stakeholder/Decision Maker — Director of School Food

What are words or No loss of revenue (federal reimbursement)

messages that will Community support

resonate most on this Definitive positive response from authority that children’s health will
topic? not suffer

What about your effort Demonstrated successful adoption

will appeal to each The positive health impact on the children

audience? Deflate the charge from the opposition that the milk policy will lead
to rickets in the children

Provide cover from adverse response

How should you talk Passionately and with facts
about your effort to the
audience?




Step 2: Communication Objectives

Concrete and well-defined strategy

« Exact numbers provide means of

Measurable
measurement

LYOIEELIE « Feasible to put into action

+ Considers resources, personnel, cost, and
timeframe

+ Date helps to set boundaries around the
objective

Time-bound




ACTIVITY:
IDENTIFYING YOUR PROGRAM GOAL
& COMMUNICATION OBJECTIVE(S)



Success Stories Application



Sharing Our Work — Why Does It Matter?

ADD VALUE




What is a Success Story?

= A success story is a description of a program’s initiative,
activity, or strategy’s

— Progress

— Achievements

— Impact

— Future directions

= Success stories are concise and engaging, and show
positive change.



Golden Rule of Storytelling

Every good story shows change.

Every. Single. One.



Success Stories Work Because They...

= Reach audiences in a way they can understand using
strong, clear, concise communication without jargon

= Clearly illustrate the progress you’ve made
= Allow for internal and external promotion of work

= Provide information for building programs in other
communities



Identifying Your Success Stories

Start with your program logic model
Know your audience(s) & objective for each
Determine your type of story

= W hoe

Outline the information needed for challenge,
solution, and results

5. Promote and disseminate your stories



NCCDPHP Success Stories Application

NCCDPHP Success Stories

National Center for Chronic Disease Prevention and Health Promotion

Success Story Made Easier
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Overview
= Describe the change clearly
= Add tangible data:
— Observation data
— Behavioral health change
— Practices and systems changes
— Changes in health status

= Keep quotes and stories about people who have benefited
from the program in perspective

— Use personal anecdotes as “hot sauce” for the story —not
as the whole story

= Keep it short—two pages is likely all busy people may read—
and that may be too long.



Use the Strongest Numbers You Can

Traditional Health ED PSE Initiative

Held a training
Develop a standard

Held 5 trainings of 400 people total Developed standards impacting 5 cities

J
. stongest

Trained 400 people from 10 locations Standards implemented in 5 cities and
impacting 2.5 million people statewide



Writing and Structuring Success Stories
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Success Stories Library

Home Contact Us  Sign In

See What Others Are Doing
NCCDPHP Success Stories

National Center for Chronic Disease Prevention and Health Promotion

Search NCCDPHP Success Stories

|

» Refine Your Search

Looking for a specific story type or funding partner? Use the Refine Your Search tab above.

OO0 humbnail ;= List

Download PDF Download PDF

Check it Out, A Fighting Obesity

Healthy Checkout! by Increasing
Access to Local
Farmers' Markets

‘Added on 11/11/2014 ‘Added on 11/11/2014

Download PDF Download PDF

Florida Youth, Local “Food to
YMCA Growing Fork” Streamlined
Stronger Together Through Online

in Pinellas County Farmers’ Market




My Stories Dashboard

Home
Melissa's
Dashboard
Create New My Success Stories & Impact Statements
Impact Statements
Oklahoma Work delete
Create Folder St. Louis Initiative delete
Success Stories
« Learn More: NCCDPHP
Library Criteria
+ geaenmenceoene  Assigned Impact Statements
« Writer's Resource Center Filename Author Created Modified

You have no Assigned Impact Statements in your personal library.

Submitted Success Stories

Filename Status.
Fayettetown, Oklahoma, School District Moves to Increase
Processing
Physical Activity
Fayettetown, Oklahoma, School District Moves to Increase
In Review
Physical Activity
Submitted Impact Statements
Filename Status.

St. Louis is Moving Away the Pounds

Approved

My Dashboard My Account Contact Us

Sign Out

Create Impact Statements in
addition to Success Stories!

Impact Statements are brief accounts
or data-driven summaries of what
you accomplished. Success Stories
help you reach community
stakeholders and other readers on an
emotional level by providing more
details. Choosing the right format
depends on your audience and the
information you need to
communicate.

You can group your Impact
‘Statements and Success Stories in
folders. Create folders based on the
type of document, activity, or
initiative.

Success Stories default to the
Success Stories Folder. Just dlick
Success Stories to access them.
Any Impact Statements default to the
Impact Statements folder. For help
navigating the Dashboard, click here.

Successes -

Success Stories are two-page
narratives used to reach
stakeholders locally and
nationally. They provide
extensive details about the
initiative as well as an
opportunity to engage readers
on a more emotional level.




Crafting the Story

CDC Home
DC Centers for Disease Control and Prevention
CDC 24/7: Saving Lives. Protecting People.™ |

AZIndex ABCDEFGHIJKLMNOPQRSTUVWXYZS#

Home My Dashboard My Account ContactUs Sign Out
(Untitled)
Title
L / Challenge [Go)
L 1 Solution
[ g | Results 7 Tip: Use Active Voice where possible
v e Active Voice- Walkers found the trails
> 4 Summary made walking more enjoyable.
‘ Char  Sustaining Success Passive Voice- The trails were found to
s be more enjoyable by the walkers.
® Get Involved
Cite Sources
Quote If you use numbers or quotes, make sure
Story Contact that you include the report, website,
article or other source for the
Sroceeliiags information. The Writer's Resource

Choose Template Center has help for citing sources if
you'd like some guidance.

\:l Strong... Weaker...
l:l Childhood obesity is a
growing epidemic in

Connecticut. According to the
Connecticut Department of
Public Health, 25.9 percent of
children in the state are

2
Back Spell K s Next obese. While lack of physical
a Cl ave e; ivity i i
Preview PDF - - - activity ls arisk factor for

obesity, schools in Connecticut

are shortening or eliminating
Font Size: 5] V] @ @ physical education classes,

recess, and physical activity

‘ - breaks in order to increase

instructional time in math,

English, and science in an
attempt to improve standards-
Resources. based test scores. However,
Funding Source according to CDC's 2010
Make a Copy report, The Association




Templates

My Dashboard My Account ContactUs Sign Out
(Untitled)

Jumpte: ' Choose Template 4 @

Choose Template

Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Curabitur vel nis! sit amet amet. | &, suner

SUMmARY. Magazine Style

This design has a more
sophisticated feel that draws in
the reader and moves them
through the story. This format will
help longer stories feel more.
manageable. It's best for use with
stakeholders who are drawn in by
visual imagery but are also
interested in the details and
Kknowing that they've been given a
polished presentation of the

Text Only

This template is the simplest and
allows the story to speak for itself.
Without the visual elements of the
other templates, this template
allows you to easily contain your
story in two pages. Will you need
o print the story in black and
white? This template is the
easiest to print in black and white.
This choice works best with

Preview PDF

Preview DOC

|| .

stakeholders that want a "no frills™
Submit to CDC Gocument they can look at quickly
T T e T anc gt the most imporiant
r information.

Resources
Funding Source © Newsletter
Make a Copy
= The newsletter style template has

lote. SOLUTION

some of the visual appeal of the
magazine style, but it
accommodates the stakeholders
who want to quickly find the
section or sections of the story
they want most to read.

Blocks

This template has more visual
interest. It incorporates photo
imagery, design elements and




Story Checklist and Worksheet

STORY CHECKLIST'WORKSHEET]

TITLE 80 characters RESULTS  g5Q

AUTHOR 550

SUSTAINABLE SUCCESS 750

SUMMARY Write last.

YOUR INVOLVEMENT IS KEY

[ faYa
JUU

chaLLenge 900

QUOTE 250

SOLUTION 700

CONTACT




Photo Gallery

1

[ ]
|
|
|

X

]

Preview PDF
Preview DOC

Submit to CDC

Resourcos
Funding Source
Make a Copy
Delete

My Dashboard
(Untitled)

Jdumpto: | Choose Image Blco]

Select Photo

My Account ContactUs  Sign Out

Filter by your story's public health
topic, or browse the entire list to
identify a photo that best
communicates your initiative.

Show photos relating to:
© Active Living/Physical Activity

y Eating
* Tobacco/Tobacco-Free Living

Clinical and Health Care Images
TIP: Use Your Own Photo
Although we are unable to use
ocal pictures on CDC's published
stories, you are certainly able to
include them in  locally produced
story. Simply download the Word
Gocument of your story and paste
your pictures in your story.
{Hyperiinked] Click here to watch
a video that will walk you through
the process.

Back Next
Home | Chronic Disease Prevention and Health Promotion | Search Success Stories | Writing Resources
ContactUs | Download Adobe Reader |  Download Word Viewer




Step 8: Implement

Share Your Story: Story Distribution and Promotion

= Determine your messengers
= Share your story with stakeholders
= Promote through strategic activities
— Briefing materials
— Partner newsletter articles/listservs
— Media—general and targeted (as appropriate)
— Website content
— Social Media



Sample Social Media Content for Success Stories

= Tweets

— Find out how 29,000 #Jefferson residents can now shop local
corner stores for fresh #fruits and #veggies.

— 5 corner stores in #Jefferson offer residents affordable fresh
#fruit and #veggies. How? Read on.

— Buying fresh #produce at local corner stores is helping #Jefferson
residents get #healthy.

= Facebook Post

— In Jefferson, full service grocery stores that offer fresh #fruit and
#vegetables can be up to 30 miles away in some rural
communities. Those distances make it difficult for people to get
recommended foods like fruits, whole grains, and vegetables.
#lefferson’s recipe for success? Stock Healthy, Shop Healthy. Get
all the juicy and nutritious details here.



ACTIVITY:
Getting to Know the Success Stories
Application



Physical Activity Break






Step 5: Select Channels, Activities, Materials, and
Partnerships

= Broadcast = Qutdoor
e Television and radio * Billboards

* Mass media, community,

. * Trains, buses, subways,
ethnic, niche

transit shelters

= Print : - -
\ _ = Online/Digital/Social
* Newspapers, magazines, .
newsletters Media
e Mass media, community, * Websites, mobile,
ethnic, niche Facebook, Twitter, YouTube

= Community

* Salons, supermarkets,
places of worship




Step 7: Develop and Pretest Materials

Develop new or adapt existing ads
and campaign materials to work in
your community.




Community Health Media Center

* Includes ads/materials produced

by CDC, state & local health o -
agencies, & others s Lagi ; — e

Login to the Media

®* |ncludes audience research o

New User? Rlagsster Now

Tobacco Materia

= Saves time and money for
producing and placing market-
tested advertising

“«mP® 12145

Welcome to the Community Health Media Center (CHMC), a collection of free and low
cost, audience-tested advertising and support materials. These obesity and chronic

di upport tic efforts. State and local health
departments, nonprofit organizations, and federal agencies produced these materials.

SEARCH £ FAQ
Find ads. materials and Raview 2 It of frequently.
commancation matarsh Py s cestion sooxt the
by heyword theme media . CHIMC anc how 10 choose
e Opeorctheccters  andusesdsand mater s rom the dstabuse.

https://nced.cdc.gov/chmc




How the CHMC Works



CHMC Cost Savings

Average cost to create a
new TV spot: $354,000*

Average costtouse TV
spot from CHMC:
$1,000

*American Association of Advertising Agencies Survey. 2011 Television Production Cost Survey.
Available at http://www.aaaa.org/news/bulletins/Documents/7480.pdf




CHMC Homepage

Requesting
" Help
5 NEED HELP?

Search
Logln

Search
FAQ

Glossary

Our community deserves
hetter food op‘l’ions. Contact the CHMC Team:

& Division of Nutrition,
Physical Activity. and

CHMC Help

Login to the Media

Logi n — > Center

New User? Register Now Obesity
Centers for Disease Control
and Prevention
ohaeto Mata Attn: Community Health
Media Center
M C R C —_ Media Campaign 4770 Buford Highway, NE,
Resource Center

Mailstop F-77
Atlanta, GA 30341

«nr» 12 B chme@cde.gov
More Media Resources

Welcome to the Community Health Media Center (CHMC), a collection of free and low-
cost, audience-tested advertising and support materials. These obesity and chronic
disease-related materials support programmatic efforts. State and local health

CDC Alcohol and Public departments, nonprofit organizations, and federal agencies produced these materials.
Health

CDC's Division of Nutrition,

Physical Activity and Obesity

Ad/Material
FAQ Promotion

Review a list of frequently

CDC Arthritis SEARCH

CDC's Division of Cancer Find ads, materials and

Prevention and Control communication materials asked questions about the

by keyword, theme, media CHMC and how to choose
DGHealthy Plces type, or other criteria. and use ads and materials from the database.
CDC Healthy Schools
Million Hearts &
CONTACT

2 GLOSSARY
National Diabetes Education "9 Accessalist of definitions

Contact information for

https://ncecd.cdc.gov/chmc



CHMC Search and Results

Simple Search Form

Search Q

Welcome to the Media Center

You can browse through our collection for detailed campaign information on Community
Health counter-advertisements including television, radio, prints, earned media, and other
collateral media material in a variety of formats.

TOPICS
SEARC
[Any v

TYPE OF MEDIUM (check all that apply)

& Any Medium [ Print [] web Advertising
[ Television ] outdeor [ Marketing Materials
[ Radio [ social Media [ video

COST RANGE
[0 ]

® anycost O FreeAdgsOnly O Temporarilyfree O Maximum Cost:

PRODUCED FOR ( ing organization)
| Any Organization

EXPAND FOR DETAILED SEARCH ¥

o Media Center

Search Results Q

Modify Search ~ Sort By: [Title: A-Z v|Ed Ads per Page:

Search Results

B 1-2000101 pext ==

Cost: Reference-only
Year Produced: 2011

et There Together_Transi

Campaigns: Bike Walk Move
uilt Environment, Physical Activity

Languages: Enolsh

This reference-only fransiad from the Ciy of Minneapalis und Trenstfer
Livable Communiics e udes ah image. of 2 Hepane frnly wolkng aom
rescentialsieet The messsge Of he ad s howe s sherative Fansporiaton
method sharing the trip together, and encourages others to do the same.

more details 3%

Cost: Reference-only
Year Produced: 2011

e Walk Move: Infinity s_Transit
Type: Outdeor.

Campaigns: Bk Walk Move
Thamess Bl Enviranment Phyicel Activiy

Languages: Englis

Description: This reference-only transit ad from the ity of Minneapolis and Transit for
Livable Communiies incluces an image of a white adult male ricing his bike down 2 city
street. The message of the ad is choosing this altemative transportation method helps
ssve money and the environment, snd encourages others to 8o the same.

more detsiis 3

Jebpel iy

Cost: Reference-only
Year Produced: 2011

Bike Walk ane- Pedal Powered_Transit

Type:

Cumnalmls Bike WalkMove

Themes: Bull Environment, Physical Activity

Languages: English

Description: This reference-only transit ad from the City of Minnespolis and Transit for

Lvable Commurites incudes n image of 8 whie famil g thei bikeson en erend
is the famil o

ransportaton. and encourages oihers o do ihe same.

more details 3

S TR Y n

Cost: Reference-only
Year Produced: 2011

Bike Wﬂlk Mmr Walk as a Family_Transit
Type: O

Comparons: ke Wak bove

ot Enmmnmem, hysical Activity

Languages:
Descripton: Tm .efersn;m I fransitad romthe Gy o Minneapols and
family walking with
e reichbormood. The mesasge of e il family made a conscious decision to
use the altemative transportation, and encourages others to do the same.

more details 3%




Over 800 items across 14 Topics/Subtopics *

Physical Activity (e.g., walking, biking, screen time, academic 327
success)*

Nutrition (e.g., breastfeeding, healthy & unhealthy food/drink, 321
sodium reduction)#

Built Environment (e.g., active transportation, complete streets) 119
Healthy & Safe Physical Environments 119
Diabetes 117
Heart Disease and Stroke 76
Social & Emotional Wellness 32
Clinical and Preventive Services (e.g., blood pressure screening) 17
Cancer 7

* As of September 12, 2017
Tt Some items may have > 1 topic
¥ Obesity focused items are included in nutrition and physical activity



Over 800 Items In Different Ad/Material Types

Type of Ad/Material Number Available*

Print 304
Outdoor (billboards)/transit 116
Television spots 91
Radio spots 90
Marketing materials 77
Photos 76
Digital advertising 37
Social media ads/content 33
Web ads 31
Videos 14

* As of September 12, 2017



Using the CHMC




CHMC Ads/Materials (English)

MEASURE. @

MONITOR.
CONTROL.

1in3 Americar 1< high blood pressure.

Make the Healthy
Choice!

tha

HAVE IT UNDER CONTROL.

Ride your bike for a healthier community and a healthier you.

millionhearts.hhs.gov

e R B @

Your doctor’s office called:
They miss you.

MORY MOVES A1, Glam

P

23
N Making It Be

Cherokee
Challenge

deserves hetter
—__food options.

ChooseHealthLA com e wml e




Other Languages Available

R T =T
FE 4 Imajine genyen plis mache agrikilté nan kominote a APROVECHE '.. . A
. Imajine genyen plis edikasyon fizik nan lekol pitit nou yo ES B
C TA OFERTA
Imajine genyen plis wout pou bisiklét pou 15 \
SANTE fanmi nou ka pase bon jan tan ansanm o . Y MAS_
MABH E d s Pou plis enfomasyon, ale nan sit enténat g mtia bl Sl g fodi 2 b0 y m
. Cwww.fesantemache.com o A et s g A

OBTENGA Eepltuumments g S|
$20 MASE: e

e —
P B st

Mesajsase wh-ﬁidvh sasysl, Depstrman Bsante nan Miami-dade ak Konsbsybm pou yon Mismi ki pl ansante ki pote ff pou nou.

Hay algo especial acerca de los ninos que
aprenden a comer saludable.

SUPERAR Y PROSPERAR. Programas comunitarios de nufricion que afienden a familias con nifios pequefios son una

forma de proporcionar un mayor acceso a alimentos saludables. [Junfos podemos lograr que los nifos comen saludable!
Para obtener mas informacion acerca del acceso a alimentos sanos y programas _{ESTAB
comunitarios de nutricion como WIC y Food Plus, llame a 243-7777 o visite "Mhhyﬂmu,wg l
Hocho posivie por Centros da Confroly Yol D ondado do Pima. lu:m\ SALUD




CHMC Ads Free For a Limited Time

y balance is
Less soda and
0re Waler.

®4Balance

Find Your Balance: Breaking the
Cycle of Diabetes (English & Spanish)

-
Jmbalance

Find Your Balance:
Water Bottle

Find Your Balance: Dose of
Reality TV

Find Your Balance: Fruit Fiesta



CHMC Free & Low-Cost Ads
October Observances

CHILDREN AGES B-10 SPEND ABOUT INSTEAD THEY COULD...
6 hours O REEEE
aday g3 0

_
p—— 4 Y -/
ENTERTMINMENT MEDIA e and...

ARE YOU SEADY TO
WALK N ROLL?!
c ShapeYourFutureOK.com "W

CDC Obesity Infographics:

SYF Walk or Bike Walk n" Roll Social Screen Time vs. Lean Time

Media
MEASURE.
MONITOR.
CONTROL.

1in3 Americans has high blood pressure,

and less than half of them
HAVE IT UNDER CONTROL.

Million Hearts: Blood Pressure &1}1{!@13{1
Control Square Outdoor (Transit) e

millionhearts.hhs.gov

ke,
= w- B O %

SODIUM &

jw)uq s ek i P
itk Professor Saul T.

About 9% of Americans eat mora sodium than i recommandad for a heatiny it | | f 11 1111

Sodium Cdds
: Y 59— 6N 10—
ADULTS SHOULD AIM FOR
— "\ 1,500 mg a day;

2= others for 2,300 mg:
www.cdc.gov/salt

|
3 o times » 26 uB 16 8 1ot of " i g s o jum.

Our children deserve
more ways to be active.

Our Community Deserves:
Jump Rope Girl



CHMC Free & Low-Cost Ads

November & December Observances

| CONSIDER THE

| REAL COST

Consider
the Real
Cost

Together
We Can
HS|nourhand& Prevent
* cw% Diabetes:
XS Shoes

.‘

0,4 E‘«'

TOGETHER WE CAN PREVENT TYPE 2 DIABETES

Protect kids from | Give them water
obesity and diabetes. | instead of sugary drinks.

Rethink Your Drink Santa
Clara: Drowning

12 DAYS OF HEAJ.THY
HOLIDAY TIPS

Healthy
Holiday

Tips: 12
Holiday
Tips

Sample Social
Media Posts:
Winter Physical
Activity




Guidance for Ad Production, Use, Sharing and Re-use

=  Minimize the number of talent/voiceovers used to lower reuse cost
= Buy-out talent, music, photography, illustration rights up front

= Ensure work is “evergreen” as possible (e.g., use season-to-season, long
shelf-life)

* Include versions for people living with disabilities (508-compliance/ADA-
compliance)

= Ask agency for generic/non-tagged versions
= Gather talent documentation and research instruments and reports
= Gather Media (see file types, below)

TV Ads/videos/ Animated Products Radio Ads print/Billboard/Other
& Electronic - Uncompressed .mov & Electronicfile—mp3 « 300 dpi GENERIC file of each
(Quicktime) file, AV files (audio s CD-ROM-mp3 ad saved as layers

files), .xml (closed caption), mp4, * PDF transcript
.gif, other motion graphics files

* Betacam SP PODF for digital readers
DVD = Uncompressed .mov Request native files besides
(Quicktime) file, AV files (audio final project files
files), .xml (closed caption), mp4

» .xml (closed caption)

Electronic file — .pdf, .jpg, .tiff
CD-ROM



ACTIVITY:
Getting to Know the CHMC



Questions



Other Resources Available



Community Health Multimedia... A Website in Transition

https://www.cdc.gov/communityhealth

https://www.cdc.gov/nccdphp/dnpao



https://www.cdc.gov/communityhealth
https://www.cdc.gov/nccdphp/dnpao

Making the Business Case for Prevention Video Series

= 14 videos in the series
— City Planning, Community Health Workers

— Corner Stores/Grocery Stores, Worksite Wellness, Schools, Smoke-
free Multi-unit Housing

— African American & Hispanic Audiences

https://www.cdc.gov/nccdphp/dch/multimedia/videos.htm




Communication Planning Tool

INSERT PROGRAM OBJECTIVE HERE

TIMELINE

MONTHS 4-6 MONTHS 7-9

AUDIENCE 1: [insert here]
Communication Objective: [insert here]

«Insert Activity 1 Description
COMM ACTIVITY|

«Inzert name & organization
ASSIGNED TO

- «Insert amount of funding available

= Insert reach metries
METRICS

«Inzert Activity 2 Description
COMM ACTIVITY|

«Inzert name & organizatdon
ASSIGNED TO

«Inzert amount of funding available
BUDGET

«Inzert reach metrics
METRICS

http://www.cdc.gov/nccdphp/dch/resources



Vulnerable Populations Footprint

Community Health Needs Assessment

How can Community Commons help you with your Community Health Needs Assessment?

‘ Identify Vulnerable Populations ‘ ‘ Run an Indicator Report ‘ ‘ Recorded Webinars ‘

This toolkit is a free web-based platform designed by a collaborative body in response to the IRS requirement outlined in the Affordable Care Act.
This tool was built to assist hospitals and organizations seeking to better understand the needs and assets of their communities as well as
collaborate to make measurable improvements in community health and well-being. Here’s how we can help you.

Identify the most vulnerable populations in your community

* Our Vulnerable Population Footprint tool allows you to locate areas of
concern for vulnerable populations and health disparities in your
community based on spatial visualization of two key indicators, poverty rate
and educational attainment. Show me how.

https://www.communitycommons.org/chna/




CDC Making Health Easier Community Map

v ]+

lowa Department of Public Health

Web: https://idph.iowa gow/ &

Facebook: https://www facebaok com/lowaDepartmentOfPublicHealth
Twitter: @ APublicHealth

Georgia
[ ]¥]
Woodbury County
Cobb County Board of Health
Web: hitp//wwn cobb2020 com = | VWeb: http//www siouxlanddistricthealth.org &
b Lo Facebook: http//www facebook com/Siouxland DistrictHealth
Twitter: @Cobb2020HIP
Twitter: @SiouxlandHealth

DeKalb County Board of Health
Web: hetp /vy dekalbhealth net
Facebook K
Twitter: @HealthyDelKalb

YouTube: hstpscl HealthyDekKall

fwvevifs

Fulton County

‘Web: hittp/fwwew. fultoncountyga gov/dhw-home &
Facebook- htups //www facebook com/fultoninfo
Twitter: @FultonHesith

Morehouse School of Medicine
Web: et /lviven mem eduy &

Facebook: hitp /s
Twitter: @MSMEDU
YouTube: hetp:/fuwwwusyoutube com/user/The MSMEDU

Tanner Medical Center

Web: http://www.sanner.org &

Facebook: heep:/jyrwe Facebook com/tannerhealthsys
Twitter: @TannerHealthSys

YouTube: hitp

omAser

https://www.cdc.gov/makinghealtheasier/communities

To be added email chcommunicationteam@cdc.qov
T L



mailto:chcommunicationteam@cdc.gov

Resources

One Page for all these links:

Alcohol- Arthritis- Cancer Prevention & Control- Healthy Places- Healthy Schools-
Media Campaign Resource Center (MCRC) for Tobacco Control- Million Hearts-
Diabetes Education- Tips From Former Smokers

https://www.cdc.gov/nccdphp/dch/multimedia/campaigns/index.html

CDC Social Media Tools: https://www.cdc.gov/socialmedia/index.html
Like on Facebook CDC Eat Well Be Active
Visit and follow on Twitter @CDCMakeHealthEZ and @CDCObesity



https://www.cdc.gov/nccdphp/dch/multimedia/campaigns/index.html
https://www.cdc.gov/socialmedia/index.html
https://www.facebook.com/CDCEatWellBeActive/

THANK YOU

Suzi Gates — sgates@cdc.gov
Chris Thomas — cthomas2@cdc.gov
Jana Scoville — jscoville@cdc.gov

To receive daily news clips or webinar invitations, email
chcommunicationteam@cdc.gov

The findings and conclusions in this presentation are those of the authors and do not

necessarily represent the official position of the Centers for Disease Control and Prevention.



mailto:sgates@cdc.gov
mailto:cthomas2@cdc.gov
mailto:jscoville@cdc.gov
mailto:chcommunicationteam@cdc.gov

