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galifornia has‘%ﬂ estlmaté 2 2 to

%9 5% of the populatlon) the
Jfﬁ jest population of Black or
Alican Americans in the western
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Source: CDC, National Vital Statistics Report, v.53,
November 2005
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Africarn Am@qcan GarpaIg

n Campala designed

rove the health of the low-income

| American community by providing

,(;5 jon about healthy eating and

ysical activity. Through the work of three

5 .=-.;= Falth base PrOJec s and six (6)

"’e lonal Networks, the Campaign uses

-~ multiple venues to facilitate behavior
change where low-income Californians live,
shop and worship.
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APPIIEAtION" O COMMErCIa
larketing concepts, knowledge,
clplel technigues to non- -commercial
'ends (such as campaigns against
= Smoking and drunken driving) for

'f_',...

= the society's welfare.

-
—




e Kat > a Day
ﬁn; -Your Numbers
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rketmg principles to influence human behavior
erjto Improve health or benefit society.

Just Do It Don’t Litter
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%eted Marketing involves
1ae anti INg a target market after
= detailed research, and developing

"'ff"’speaflc marketlng campaigns
—— focused at it.
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~ 1. Faith Interventions
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- Beauty Salon/Supply Store
Interventions
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http://creative.gettyimages.com/source/Search/151','31','2','

Why Faith?, -

Alliican-Americans are markedly more
reluuwo a Varety oI Measures than the
BISipopulation as a whole, including level
glicifiliation with a reI|g|on attendance at
IEIIGIoUs services, frequency of prayer and
ieligion’s im ortance in life. . . . with fully
S --87% of African-Americans descrlblng
== themselves as belonging to one religious

—— group or another

Source: U.S. Religious Landscape Survey,
conducted in 2007 by the Pew Research Center's
Forum on Religion & Public Life.
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Body&:Soul

A Celebration of Healthy Eating & Living
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A GUIDE FOR YOUR CHURCH
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e Body & Sou '
SO IAT

churches

It empowers church members
to eat the recommended
amounts of fruits and
vegetables every day for
better health

It works by combining:
— Pastoral leadership
— Educational activities

— A church environment that
supports healthy eating

— Peer counseling
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Soul.was, evaluated.in. 15 churches
e coUnthy By the American Cancer
‘and NCI through work with researchers
Unlver5|ty of North Carolina and
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= ,eee & Soul is a model program that has
ﬁ'emonstrated significant increases in fruit
~and vegetable consumption; decrease in
- fat consumption; increase in internal
motivation and self-efficacy among
participants; key behaviors in prevention
and maihtenance of chronic disease.
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AccorcliglefiiefeRite) conducted in 2009 by the

& enar,]l erchandlse Distributor’s Council, African-
Al arJv,J,r 5imake up 13% of the US populatlon but
,JPCJL for 33% of hair care sales
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SecialiOutlet for The
Cosalanli]gliav S—

BESUIASHOpIas mu/t-ruActional Space

5 ,f_\'fr]gar]_-",g‘ Woman's reflige
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PRPIEIGE 10! eel pampered and
el uI as well as a place to vent,
Where frank talk from politics to whose hair is (or isn't)

e = Teallis on the table.
=

— ’.
— e

e ’I—T_i_étorically speaking, these spaces have been seen not
- only as safe fair havens, but also safe platforms for
candid talk about everything from race to relationships
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Salon Pilot Project
;5 —
2012
f 64 clients were recruited from 10 Bay
Salons; participants resided in 39 different
codes.
= Almost all the women experienced a change in
,,¢?nowledge attitude, or made a significant

—_change in their lives as a result of their
participation in the SFH pilot study.

* Fifty-two percent of the women reported that
they learned something new about nutrition or
physical activity
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Oty OnENPErcEntistated thiat they experienced
giciiaNge 1N attitlde about nutrition or physical
geuVity:

FOREYSTOUr percent reported that they were
able to make a change in a nutrition or

S physical activity behavior over the course of

=~ theintervention.
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argetMvertisinf -
S raeted ac OeNE OI'E |her
eneral market advertising in each o

r critical areas of advertising
mance;

ac t the degree to which the ads
dout in clutter;

,-r‘“"-

/mmdprehensmn — the degree to which
: esired message is clear, credible and
compelling;

appeal — the likeability of the ad and its
key elements;
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'Dan Murphy, “"Targeted and Tested” April
“Q irk’s Marketing Research Review"” 2
lary 2012.
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-~ * Ad Campaign



VOIIaditionsiaren’t always:  VO: from generation to
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VORSometimes they'ie S VO: an j=smart
paSSEasiiom. . daughter, to old
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VERBULene thing’ -
\/\J JJ -e-tljlngl P fOZI —=VO: away.firom high blood
ILRIEIIGT tOO!S a . ..pressure and type 2.
NOENEUONTWECaNMETIN® 4 - -
aREREOI WETEAITDETIT diabetes, and toward better

WwIEhEngeithose traditions,  exercise and health.
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ASblry Jones
parkeung Manager
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= 4155- 7]www cdph.ca.gov/pro
=0 — grams/cpns/Pages/AfricanA

merlcanCam@gn aspx
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