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Welcome! 

Please share your name, title, & organization in the chat.



▪ The CHOICES Project engages in research and education. The information 
presented in this discussion today is for educational purposes only and does 
not necessarily represent the position of any CHOICES Project funders.

▪ This event is intended to provide information, tools, and resources to inform 
and educate the audience, and is not an attempt to influence any specific 
legislation.

Disclaimer & Funding

This work is supported by The JPB Foundation and the Centers for Disease Control and Prevention 

(U48DP006376). The findings and conclusions are those of the author(s) and do not necessarily represent the 

official position of the Centers for Disease Control and Prevention or other funders.



The CHOICES Community of Practice includes 

people whose work focuses on advancing obesity 

prevention, healthy eating, and active living and 

want to learn more about how cost-effectiveness 

analysis can advance their efforts and address 

health equity. 



Cost-Effective Communication Resources To 

Engage Your Community

Strategic Communications Team Lead, Centers for Disease Control 

and Prevention, Division of Nutrition, Physical Activity, & Obesity

Suzi Gates, MPH

Project Lead, State and Community Health Media Center/Banyan 

Communications 

Jana Scoville, MBA



SESSION OBJECTIVES

▪ Learn how strategic communication can support nutrition, physical 

activity, obesity, and chronic disease prevention programs

▪ Introduce the State and Community Health Media Center 

▪ Share lessons learned/best practices to support your communication 

planning efforts



COMMUNICATION SUPPORTS PROGRAM OBJECTIVES



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

“Public Education”



WHAT IS COMMUNICATION?

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



COMMUNICATION CAN …

Change the 

Community 
Context

Generate 

discussion

Normalize 

efforts

Advance 

program 

Increase 

demand



• Provides free and low-cost ads, materials, and 
photos

• Focuses on chronic disease prevention

• Nutrition, Physical Activity, Obesity Prevention

• Breastfeeding 

• Diabetes, Heart Disease

• Flu/Immunization

• Reducing Sodium, Sugar/Sugary Drinks

• Social/Emotional Wellbeing 

• Produced by public health agencies

• Includes audience research

MEDIA CENTER  BACKGROUND 

https://nccd.cdc.gov/schmc



EXAMPLE – AUDIENCE RESEARCH INFORMS ALASKA’S
PLAY EVERY DAY CAMPAIGN



ALASKA DEPARTMENT OF HEALTH AND SOCIAL 
SERVICES – PLAY EVERY DAY CAMPAIGN

www.facebook.com/
playeverydayak

www.youtube.com/
playeverydayak

www.playeveryday.alaska.gov



ALASKA DEPARTMENT OF HEALTH AND SOCIAL 
SERVICES – PLAY EVERY DAY CAMPAIGN



ALASKA DEPARTMENT OF HEALTH (SPAN)

https://alaskabeacon.com/briefs/play-every-day-campaign-seen-as-effective-in-inspiring-better-beverage-choices-for-children/ 

https://alaskabeacon.com/briefs/play-every-day-campaign-seen-as-effective-in-inspiring-better-beverage-choices-for-children/


LESSONS LEARNED AND BEST PRACTICES: 
SOCIAL MEDIA & SOCIAL MATH



CURRENT TRENDS OF PAID DIGITAL/SOCIAL MEDIA

• Limited ability to reach select audiences on 

Facebook and Instagram

• Mobile-first strategy on paid, web, web apps, 

and social media

• Social platforms optimizing for video over static 

images

• 15 seconds or less is best practice

• "Omnichannel" approach is recommended 

(using three or more channels)

• Aim for market saturation through multiple 

channels

• Creatively ”meet the audience where they are"



INNOVATIVE WAYS TO 
USE PAID DIGITAL/SOCIAL MEDIA

Get creative! Explore the 
use of graphics, video, 
audio, and text.

Place paid ads on social 
media platforms.

Boost existing posts on 
your social media 
platforms.

Place digital display ads 
on websites frequently 
visited by your priority 
audiences.

Try video advertising on 
platforms like YouTube 
or audio advertising on 
platforms like Spotify or 
Pandora.

Explore paid search 
media options on search 
engines like Google or 
Bing.



LESSONS FROM 7 HIGH-PERFORMING SOCIAL 
MEDIA CAMPAIGNS

Timing matters

Consider the current environment

Stay flexible

Leverage observances and play off your qualities

Engage with partners and social influencers

Add thoughtful updates to previous successful campaigns

Keep testing short and sweet, fun and finite

https://blog.hootsuite.com/social-media-campaign-strategy/ 

https://blog.hootsuite.com/social-media-campaign-strategy/


SOCIAL MATH

Social math can convey 

information by providing a 

recognizable context that 

helps audiences quickly 

understand the “story” 

inherent in the data.

https://www.cdc.gov/physicalactivity/basics/adults/health

-benefits-of-physical-activity.html

mailto:https://www.cdc.gov/physicalactivity/basics/adults/health-benefits-of-physical-activity.html
mailto:https://www.cdc.gov/physicalactivity/basics/adults/health-benefits-of-physical-activity.html


SOCIAL MATH EXAMPLES

https://nccd.cdc.gov/schmc



STATE AND COMMUNITY HEALTH MEDIA CENTER (SCHMC)



Action Users

Searching for 

ads/materials

Anyone

View, watch, listen 

to ads/materials

Government and nonprofit 

organizations (log-in required)

Orders Government and nonprofit 

organizations (log-in required)

Submissions Government and nonprofit 

organizations

WHO CAN USE THE MEDIA CENTER? 

https://nccd.cdc.gov/schmc



• Save the time and money

• Serves as a one-stop-shop for 

audience-tested materials

• Can localize with your logo for a 

nominal fee

• Find content in other languages 

• Available quickly (10 business days)

WHY USE THE MEDIA CENTER? 

https://nccd.cdc.gov/schmc



Before Using the Media Center Using the Media Center

Ad agency developed TV spot Ordered 2 TV spots

Cost: $45,000 Cost: $927

Production time: 4 months Production time: 10 days

EXAMPLE: TIME & COST SAVINGS

Estimated Total Savings 
Cost: $43,000

Production Time: 3.5 months 



EXAMPLE ADS & MATERIALS 

“Thank you for having a free 
service with a lot of different 
options in the topic areas that 
our grant covers. It helps us do 
our jobs better.” – Lauren Kelsey, 
State of Alaska Physical Activity & 
Nutrition Unit



EXAMPLE ADS & MATERIALS 

For help finding ads or materials, email schmc@cdc.gov.



FREE PHOTOS WITH ACCOUNT

For help finding photos, email schmc@cdc.gov.

“We were thrilled to find 
quality images that are free 
for us to use as a non-profit 
with limited resources.” – 
Kansas Breastfeeding 
Coalition



Complete Steps Below

• Visit https://nccd.cdc.gov/schmc

• Register for an account 

• Search for ads/materials or download 

free photos

• Ask for free consult to find 

ads/materials 

• Place an order

• Get ads/materials with your website, 

logo, etc. 

USING THE MEDIA CENTER

For help, send an email to schmc@cdc.gov



Submitting Content to the Media Center

• Check if talent, use, & other rights allow another organization to use

• Send an email to schmc@cdc.gov  

• Prepare to share the following:

o Audience testing or evaluation reports

o Talent, music, image, use, and other documents

o Website links or PDF files to ads/materials 

SCHMC SUBMISSIONS

For help, send an email to schmc@cdc.gov



Considerations for Producing New Content

• Minimize number of talent/voiceovers used to lower reuse cost

• Buy-out talent, music, photography, illustration rights up front

• Develop “Evergreen” Materials

• If you are working with an agency, collect the following documents:

o Agency contact lists

o Cast reports, performance contracts, W-4’s

o Audience testing or evaluation reports

o Talent, music, image releases

o Generic, non-tagged versions of each ad/material

o Expiration date of talent fees

o Source files (TV example: mp4 or uncompressed .mov)

PRODUCING NEW CONTENT



Questions?



THANK

YOU
CONTACT US

For more information contact

choicesproject@hsph.harvard.edu

Register to join at 

choicesproject.org/comm-of-practice

Join our next coffee chat on 

Tuesday, October 24th at 1:00pm ET

mailto:choicesproject@hsph.harvard.edu
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