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Session Objectives

 Learn how strategic communication can support obesity prevention 
programs

 Introduce 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? 



Communication Supports 
Obesity Prevention 

Suzi Gates



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 

Counseling 
& Education

Clinical 
Interventions

Long-lasting Protective 
Interventions

Changing the Context                       
to make individuals’ default 

decisions healthy

Socioeconomic Factors

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

Increasing 
Population Impact

Increasing Individual 
Effort Needed



Key Components for Public Health Programs 

 Innovation 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

Am J Public Health. 2014 Jan;104(1):17-22.



AHA Scientific Statement 

 Sustained, focused media and educational 
campaigns, using multiple modes (e.g., 
print, radio, Internet, television, social 
networking, other promotional materials), 
focused on increasing consumption of 
specific healthful foods

 Sustained, focused media and educational 
campaigns as part of multicomponent 
community or national strategies to 
increase consumption of specific healthful 
foods/beverages or reduce consumption of 
less healthful foods/beverages

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?

Change the 
Community 

Context

Generate 
discussion

Normalize 
efforts

Advance 
program 

Increase 
demand



Example: Cabarrus Health Alliance



Example: Live Well Greenville 



1 CONTENT FLOW

CONTENT SOURCES
(national/state/local)

• Health observances 
marketing related to work

• Events 

• Funding announcement 

• Media reports

• Reports & publications 

• Survey results

• Success stories 

• Community Health Media 
Center (CHMC)

• Media Campaign 
Resource Center (MCRC)

• Pictures

• Videos

• Infographics 

MESSENGERS 
(as applicable)

• Communication Lead

• Marketing Department

• Media/Public Relations

• Community Relations

• Coalitions/Partnerships

• Marketing 
Subcommittee 

• Other (Development or 
Fundraising Department)

CHANNELS

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

• Earned media – news 
releases, features, 
ethnic/community media, 
PSAs

• Paid media – advertising, 
educational campaigns, 
PSAs

• Partner media –
newsletters, briefing 
materials, listservs, talking 
points

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

AUDIENCE

• Public – General 
market

• Public – Audience 
segment(s)

• Coalition 

• Partner groups

• Funders

• Community Leaders

• Other Stakeholders

Draft as of 
July 2017



SAMPLE TEAM STRUCTURE (AS APPLICABLE)2
STRATEGIC MARKETING/COMMUNICATION TO SUPPORT PROGRAM IMPLEMENTATION & SUSTAINABILITY

Objectives

• Increase visibility and support of effort

• Increase program effectiveness

• Help sustain program efforts or activities

LEAD AGENCY OR 
GROUP 

Marketing
Media/Public 

Relations
Community 

Relations

Communication Lead 
(including vendor support)

COALITIONS/
PARTNERSHIPS

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

Core Functions

Draft as of 
July 2017

Business



Communication Planning Overview

Chris Thomas



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

Establish audience 
baseline



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
(SPECIFY)

State Decision Maker 
Effective use of funds

General Market  
(often outlet)

(SPECIFY)
Objective

Target 
Segment
(SPECIFY)
Objective

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

What matters? (values, issues, 
etc.)

How they regard your issue (if 
at all)?

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

Biographical details: age, job, 

gender, interests, racial/ethnic 

group, language, influencers

Director, Office of School Food; male; 40s to 50s; English-speaking

What matters?
(values, issues, etc.)

Feeding public school students; financial solvency of agency; 
calcium sufficiency of public school students

How they regard your issue 

(if at all)?

Cautiously concerned

Who do they listen to? Agency staff; officials from partner agency

Organizations they belong to? City Administration
Department of Education

Effective messages? 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;
THANK YOU!!!!!

Effective messengers? 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 
messages that will 
resonate most on this 
topic?

No loss of revenue (federal reimbursement)
Community support
Definitive positive response from authority that children’s health will 
not suffer

What about your effort 
will appeal to each 
audience?

Demonstrated successful adoption
The positive health impact on the children 
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 
about your effort to the 
audience? 

Passionately and with facts



Step 2: Communication Objectives

• Concrete and well-defined strategySpecific

• Exact numbers provide means of 
measurement

Measurable

• Feasible to put into actionAchievable

• Considers resources, personnel, cost, and 
timeframe

Realistic

• 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? 

Success 
Stories 

show value 
of the work.

Accountability

Credibility

Visibility

Share the 
impact of 
activities

Foster an 
exchange of 

ideas/promising 
practices

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

1. Start with your program logic model 

2. Know your audience(s) & objective for each 

3. Determine your type of story 

4. Outline the information needed for challenge, 
solution, and results

5. Promote and disseminate your stories 



NCCDPHP Success Stories Application 

https://nccd.cdc.gov/nccdsuccessstories/



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. 



Traditional Health ED                                      WEAK PSE Initiative 

Held a training                                                                                                              
Develop a standard

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

Strongest
Trained 400 people from 10 locations Standards implemented in 5 cities and 

impacting 2.5 million people statewide

Use the Strongest Numbers You Can



Writing and Structuring Success Stories



Success Stories Library



My Stories Dashboard 



Crafting the Story



Templates



Story Checklist and Worksheet

80 characters

550

900

700

850

750

500

250

Write last.



Photo Gallery



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. 
#Jefferson’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



Community Health Media Center

Jana Scoville



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

 Broadcast 
• Television and radio 

• Mass media, community, 
ethnic, niche

 Print 
• Newspapers, magazines, 

newsletters

• Mass media, community, 
ethnic, niche

 Community
• Salons, supermarkets, 

places of worship 

 Outdoor 
• Billboards

• Trains, buses, subways, 
transit shelters

 Online/Digital/Social 
Media 
• Websites, mobile, 

Facebook, Twitter, YouTube 



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 
agencies, & others

 Includes audience research

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

https://nccd.cdc.gov/chmc



How the CHMC Works

Owner’s talent/use agreements allow other 
organizations to use ads/materials 

CHMC user finds and orders ads/materials 

CHMC user agrees to pay talent/use fees and 
cost to add logo, website, or contact info

CHMC adds logo, website, or contact info and 
shares  ads/materials for use



CHMC Cost Savings

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

Average cost to use 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 

Ad/Material 
Promotion 

https://nccd.cdc.gov/chmc

MCRC

Login



CHMC Search and Results

Simple Search Form Search Results



Over 800 items across 14 Topics/Subtopics *

Topics Number Available†

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

327

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

321

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
† 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

Receive ad(s) with your website, logo, etc. 

Sign & return use agreement

Place order

Request Technical Assistance

Register for CHMC account



CHMC Ads/Materials (English)



Other Languages Available



CHMC Ads Free For a Limited Time



CHMC Free & Low-Cost Ads
October Observances



CHMC Free & Low-Cost Ads
November & December Observances



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)



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

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



Vulnerable Populations Footprint 

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



CDC Making Health Easier Community Map

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

To be added email chcommunicationteam@cdc.gov

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

