
R: CREATING HEALTHIER OMMUNITIES TOGETHER 
A "COMMUNITIES PUTTING PREVENTION TO WORK" MEDIA CAMPAIGN 

When it comes to creating healthy and active communities, 
small efforts can add up to big results. Thanks to the good 
works of citizen leaders who are taking steps to improve 
the health of the community, everyone benefits wherever 
they live, work, learn or play. Neighbors at Glendale 
Townhomes in southeast Minneapolis are harvesting 
fresh vegetables from their new community garden to 
feed residents and supplement their on-site food shelf. 
Firefighters in Rochester are enjoying a workplace garden 
at the firehouse to facilitate healthier meals. A North 
Minneapolis convenience store owner is stocking more 
fresh produce along with recipes to inspire healthy eating. 
Eleven Olmsted County childcare facilities are meeting new 
physical education requirements for more than 1,300 kids. 

BACKGROUND 

Obesit y is a growing epidemic, and in Minnesota, it is 
estimated that more than 60 percent of residents are 

overweight or obese, 31 percent do not meet federal 
gu idelines for physical activity, and 85 percent do 
not meet the federal dietary guidelines for fruit and 

vegetab le intake. 

Despite thi s, there is great opportunity to affect 

positive change in policy, systems, environments and 
att itudes regarding healthy activity and nutrition among 
Minnesotans. As part of the national Communities 

Putting Prevention to Work (CPPW) program, funded 

. by the Cent ers for Disease Control and Prevention, 

the Minnesota Department of Hea lth (MOH), the 
Minneapo li s Department of Health and Family 

Support (MDHFS) and Olmsted County 
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These are among the many success stories of everyday 
heroes who are working to create greater access to healthier 
food choices and more opportunities for physical activity in 
their neighborhoods, schools and workplaces. These stories 
represent the true essence of community building - hands­
on solutions that are implemented close to home, bringing 
people together to make positive, long -lasting and healthy 
changes. The Minnesota Department of Health, Minneapolis 
Department of Health and Family Support, and Olmsted 
County Public Health Services recognized the power of these 
success stories to inspire others and developed a 
media campaign to highlight them. 

Public Health Services (OCPHS) were asked to 

deve lop, implement and evaluate a media campaign to 
support commun ity efforts related to obesity prevention. 

By launching a media campaign that motivates residents 
to t ake action and advocate for these system ic changes, 

lasting impact can be created and positive ly affect the 
health of residents for years to come. Media ca mpaigns, 

based on market research and targeted to priority 
audiences, are an affordab le and effective method for 

changing behaviors and motivating people into action. 
Resea rch has found that mass media ca mpaign s can, 

by themselves, change health behavior, and that the 
most successful hea lth behavior change movements 

feature a m ass m ed ia component along with 
community intervention s. 
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CAMPAIGN OVERVIEW 

The Minnesota CPPW media team, consisting of 

the three health departments and Haberman, a 

Minneapolis-based strategic communicat ions firm, 

worked closely together to develop, implement, and 

eva lu ate th e "Making it Better" media campaign , 

including a ll of th e creat ive work, guided by the 

firm's 'storyte llin g' approach to communicating va lu e 

and encourag ing participation in the campaign. 

The Making it Better campa ign, wh ich took p lace 

concurrently in Minneapolis and O lmsted County, 

was a commun ity initiative that brought people together 

to di scover, share and celebrate stor ies of people taking 

action to provide others with greater access to healthier 

foods and new opportunities for physical act iv ity. The 

campa ign demonstrated how schoo ls, neighborhoods 

and workp laces are drivin g community chang e and 

making healthy cho ices the easy choices . 

· GOALS AND OBJECTIVES 

Everyone can play a part in creating p laces and practices 

that support h ealthy lifesty les and prevent chron ic 

health problems such as diabetes and heart d isease. 

The Making it Better campa ign set out t o in crease 

awareness and support for a movement of sustainab le, 

system ic change in the areas of increased physical 

activity and healthy eating. Specifically, the campa ign 

looked to support successful community efforts 

encompass in g policy and environmenta l intervent ions 

for reducing chron ic disease and improving the h ea lth 

of residents. 

The campaign sought to: 

Increase the belief that eating healthy foods 

and increasing physical activity are important 

health issues requiring community action . 

Bu.ild support for and demonstrate the 

importance of commun ity initiatives which 

support eating hea lthy foods and engag ing 

in physical activity. 

Provide ways for people to get involved and 

take action to support healthy living . 

STRATEGIC DIRECTION 

In creating th e Making it Better campaign, there was 

a consc iou s effort to keep it community - centr ic, 

connect ive and affirmative in order to in spire the 

audience and drive positive, susta in ab le change . 

Th e campa ign intentionally avo ided individually focused 

communications and negative, fear-ba sed messaging. 

The campa ign leveraged the presence of "s igns of 

progress" that are evident throughout Minneapolis and 

O lmsted County, signs ranging from positive changes 

at spec ific locations to commun ity-wide practices that 

promote health. Initiat ives improving the hea lth of the 

commu nity deserve a sea l of approva l because they 

are badges of progress and milestones on the journey 

towards greater access and cho ices for healthier living. 

Ba sed on the se idea s, t hree strat eg ic campaign 
drivers emerged: 

1. INSPIRE target audiences and raise awareness 

for people supporting access to healthy food s 

and physical activity opportunities. 

2. CONNECT hea lthy food and phys ica l activity efforts 

in order to build a deeper understanding of their 

relationship and impact in creat ing a healthy 

community. 

3 . Motivate ACTION by encourag ing peop le to 

identify and participate in healthy food and 

physical activ ity efforts. 

AUD IENCES 

While the Making it Better campa ign was designed 

to appea l to a wide cross-section of individuals, including 

business owners, educators and decision - makers, the 

target audi ence was loca l activi sts known as "commun ity 

connectors." These highly influential individuals are 

key gatekeepers and clisseminators of information 

o n a commun ity leve l, and they are voca l and vis ible 

cata lysts for loca l change. Add itiona lly, this group is 

more populous among the community than commun ity 

leaders - 1 in 5 - giving the campa ign a larger target 

audience. A secondary aud ience included residents of 

spec ific low- income neighborhoods and commun iti es 

of co lor. Commun ications were t ail ored to engage the 

seco ndary aud ience in a variety of ways, including v isua l 

imagery and translating materials into severa l languages. 

COMMUN! Y CONNECTORS: A PROFILE 

Active in their 

neighborhood, 
community or school 
organi zations. 

Gather in public forums, 
where they share 
interests with other 

community members. 
Passionate about loca l 
and neighborhood news. 

Highly social and 
influential among peers. 
Educated and interested 
in commun it y activities 
and events . 
Representative of 
approximately 1 in 5 

of all adu lts. 
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EXECUTION 

Creating a brand identity 
With the audi e nce and campaign drivers in mind, 
the campaign deve lopment started w ith a branding 

and naming e xp lorat ion to create th e core v isua l 
and verba l id ent ity. 

Key considerations for naming/branding included : 

Focus on "community" ra ther than 

corporate branding. 

Must be easy to say and remember. 

Must have broad e lastic ity and adapt ab ility 
to encompass a wide range of activities. 

Mu st be positive in to ne. 

Must work to signa l progress or change. 

After careful co nsideration, the tea m narrowed down 

18 initial possib ilities for ca mpaign names t o j ust two 
f inali sts. Unfortunately, initial t esting and research 
revea led challenges with both options. Haberman 

deve loped four add iti onal options that were tested with 

loca l community members, including representatives 
from communities of co lor and members of the local 
Comm unity Leadership Team . The top cho ice was 

"Mak ing it Better: Creating a hea lthi er commun ity 
together," for its abi lity to demonst rate a continuation 
of progress, to initi ate a chall enge such as "you can 

do thi s" or "you can make a difference," and to allow 
for the sharing /telling of st ories of th ose who are 
"making it better." 

Phase 1: Launching the campaign 
Following name approva l, the team gathered 

information and resources while preparing for the 
campa ign's launch . Haberman worked with MDHFS 
and OCPHS to identify three "charter" storie s in 

eac h commun ity th at featured loca l heroes making 

th e ir communitie s hea lthi er, documentin g the st ories 
through photography and narrat ive wr it ing. Te lli ng th e 
stori es of peop le who are doing great thin gs in th e ir 

commun iti es was se lect ed as a t actic to ach ieve the fir st 
t wo strateg ic campaign drivers - in sp ir ing our audi e nce 

an d raising awareness of tho se mak ing changes, whi le 

co nn ecting hea lthy food and physical activity efforts to 
demonstrate th e ir impact on communiti es . Th e team 

used th ese c harter stor ies to create the initi al pr int and 
rad io advertising concepts, as wel l as featuring them 

on the campa ign webs ite. H aberman, OC PH S and 

MD H FS se lected stori es that best represented dive rse 
comm uniti es, illu strated tangibl e acti ons that cou ld be 

replicated by others, and that supported policy, systems 
and environmen tal c hange strateg ies. 

The first pha se of the campa ign launched in Augu st 

2011, with the foc us on introduc ing the campa ign 
and brand, whil e also beg inning to educate the pub li c 

about ways to make their communities health ie r. 
Media e lements included a press re lease and active 

outreach to loca l reporters; print ads in loca l community 

newspapers such as the Minneapoli s Southwest Journal 

and the Rochester Post-Bu llet in; post er ads at 50 bus 
she lter locations in Minneapo li s; and radio underwriting 

sponsorships on Minneapoli s rad io st ati ons KFA I and 

KMOJ; and produced rad io ads on seven loca l broadcast 
stations . These mediums were se lected for their abil ity 

to reach our target aud ience - commun ity connectors -

in a high ly targeted manner where they are already 
go ing for community information. Including advertising in 

loca l media outlets bui lt commun ity pride among those 
featured and those who know them. 

A campaign website - m akingitbettermn.org - was created 

to house more det ailed stori es of those featured in the 
. pa id ad s, provide more information about th e Making it 

Better campa ign and se rve as a one -stop-shop for those 
who were insp ired and look ing to get invo lved. The webs ite 

offered loca l community resources for those looking t o 
take action in the ir community, a page to share ideas 
for making their community healthier, and other ideas of 

simple things residents could do in th eir neighborhood, 
school or workplace. 

A HEALTHY NEW TAKE 0 
EM PLOY EE BENEFIT . 
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Phase 2: The M aking it Better Challenge 
The second phase of the campa ign launched October 

1, 2011, with the Making it Better Challenge, activating 

the third strategic campa ign driver - motivate action by 

encouraging people to identify and participate in healthy 

food and physical activity efforts. Haberman and the team 

chose a "cha llenge" approach because it would activate and 

inspire target audiences, while helping identify and highlight 

add itional success stories to share in a later phase of the 

campaign. This phase shifted the messaging from telling 

the stories of others to "tell us how you are making your 

community healthier." 

To drive story co ll ection and entries in the Challenge, new 

print and radio ad s were created with a call-to-action that 

encouraged community members to share their story. 

These ads ran throughout the month, along with targeted 

online advertis ing. In addition, a direct mail piece was sent t o 

more than 34,000 small businesses, churches, nonprofits, 

hea lth and nutrition directors at schools, and organizations. 

Through these channels, the Challenge invited Minneapoli s 

and Olmsted County residents to share how they were 

"making it better" by providing access to healthy foods or 

opportunities for physical activity in their neighborhood, 

school or workplace. Entries were submitted online via the 

Making it Better campaign website, which had been updated 

to include an online entry form and page to feature all of th e 

entries received. 

11W are very excited t be the win er of [one of th 
w kly priz s] ... th gift certificate to Gopher port will 
enhance physic I activity for the ommunity n h t 
has been on of our prim ry go I . Th nk you!" 

- J enny Bradt, community member 

To supplement the se efforts, the team partnered with 

Grassroots So lutions, Inc ., an organizing consultancy 

specializing in community engagement and mobilization. 

Engaging with the target audiences using a one-to-one 

"grassroots" approach was essential to the success of the 

Making it Better campaign, as motivating individual action 

on a hyper-local level is extremely difficult through mass 

commu nication. Grassroots Solutions provided a Making 

it Better presence at loca l events, collecting stories of 

comm unity members on site that were later added to th e 

campa ign website. This presence was critical in helping 

community members learn about the campa ign in a 

simplified manner and connect their own actions with 

creating healthier commu niti es. Thi s introspection allowed 

community members to gain a deeper understanding of 

the campaign's messaging than if they were simply to ld 

or informed about the campa ign . 

All qualified entrants were featured on the Making it 

Better website and entered into a weekly drawing to 

win a prize of their c hoice valu ed up to $500. Prizes 

included both experiential and physical options that 

tied into the campa ign's key messages of hea lthy eating 

and phys ica l activity, such as ski and snowboard p asses, 

cookbooks and farmers market gift ce rtificates. Three 

winners were drawn week ly in each community for four 

weeks (2 4 prizes total). Entrants were also encouraged 

to share th e ir entries via Fa ce book and Twitter with tho se 

in th e ir soc ia l networks to co ll ect vote s for a chance to 

win the grand prize - the ir story featured as part of a 

new set of ads that debuted in January 2012. The grand 

prizewinn er wa s chosen from both Minneapoli s and 

Olmsted Count y subm issions. 

Phase 3: Spotlighting healthy change 
Th e final phase of the campaign returned to the firs~ 

two strateg ic campa ign drivers and featured three new 

campa ign ads of loca l he roes identified through the 

M aking it Better C hall enge. Campa ign m essag ing 

re-empha sized the powe r of loca l efforts driving hea lthy 

changes in Minneapolis comm unities, demon strating 

sign s of progress and inspiring others to take act ion . 

Ads ran in the media outlets featured at th e beginning 

of th e campa ign to create a continuous strea m of 

messaging and in sp iration. 
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The Making it Better paid media campa ign generated 

more than 18.7 million impressions among Minneapolis 

and Olmsted County residents through print, radio and 

out-of - home adverti sing, which are indexed high as 

information resources among community connectors. 

The paid adverti sing campaign also yielded more than 



3,100 vis its to the Making it Better webs ite; the average 

time spent on the site was nearly two minutes. 

. Earned media 
In Minneapolis, Making it Better garnered more 

than 390,000 earned media impressions, w ith news 

stor ies appearing in MinnPost.com, on Kare 11 

morning news and on commun ity si t es such as Meet 

Minneapo li s. In O lmsted County, M ak in g it Better 

garnered near ly 37,000 earned media impress ions, 

with news stori es appear ing in Rochester Women 

magazine and on KTTC-TV. 

Social media 
Facebook and Twitter pages were act ive throughout 

the campaign, generating 694 fol lowers in Minneapolis 

and 338 fo llowers in O lmsted County. 

The Making it Better Challenge 
The Cha ll enge resulted in 120 submissions from 

Minneapolis and Olmsted County community 

members . The most popular submission and 

Cha ll enge winner - Mr. Pa rry' s Endurance Cha llenge, 

an incent ive-based c ha llenge from a schoolteacher 

to spur more physica l act ivity in hi s commun ity -

received 765 votes. The second p lace subm ission -

HUGE Theater, which reward s volunteers and patron s 

for biking to the theater - rece ived 550 vote s. On li ne 

ads during this time generated more than 17 mi llion 

impress ions and near ly 3,000 c li cks. 

THE MAK ING IT BETTER CHALLENGE 
IS NOW UNDERWAY. 
ENTER FOR YOUR CHANCE TO WIN 
WEEKLY PRIZES. 
U you're 1n,olved In 'l ffo,ts rhil l lmpro·.ia the heal1h o f your community 
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EVALUATION 

Minneapolis evaluation: Focus groups 
Campa ign eva luation proved complex given th e highly 

targeted efforts imp le m ent ed and th e tim e an d cost 

associated wi th measurement tools, such as surveys, 

t o reach our spec ific audiences. G iven thi s, two focus 

groups were conducted in Minneapo lis to gauge 

community rea c tion and assess the campaign 's 

perceived value among L at ino and African-American 

community members. The re sults in dicated t h at wh il e 

the print ads did not fully resonate and the campa ign 

messaging was d iffi c ult to grasp, t wo of th e print ads 

were visua lly communicative and effective - a family 

biking in th e Littl e Earth Community and healthy, fresh 

foods in the kitchen at Th e Sart e ll Group. These ads 

c lear ly commun icat ed tangible act ions that cou ld easi ly 

be taken to c reat e hea lthi er commun ities . 

"Everything we do here is educational. There isn't any 
time we turn the switch off. We see the food service 
and student lunches a part of the educational process . 
Our food and nutrition service Isn't just about getting 
kids fed. It's about teaching them to eat nutritionally. 
The bottom line i , it's h tter for the kids." 

-Bruce Klaehn, Superintendent, Dover-Eyota Schools, 

ISO #533 

Additional key findings included: 

Th e Latino group was clear ly dea ling with immigrant 

issues and stress around f inances, t ime constra ints, 

language barriers and schoo l-age chi ldren. 

The African American group was more informed 

about hea lthy habits and interested in he lping solve 

issues around poor hea lth, includ ing us ing health 

and nutrition as an agent for getting young peop le 

more invo lved in their community. 

Imagery and communication messages are best 

received by both groups when p laced in a c u ltura l 

context and using imagery that is reflective of the ir 

community. 

Both groups identified a need to overcome cu ltural 

barr iers that impact how they view and approach 

hea lthy behaviors . 

Communications for both groups shou ld be 

inspirationa l and provide clear, educational how­

to information versus being d irective . 

Whi le the focu s groups provided valuable ins ights 

regarding how to best reach and engage communities 

of co lor, the sa mple size was not s·ignificant enough 

to extrapolate to the broader audience. In add iti on, 

anecdota l insights reve aled positive impact on those 

that did encounter the print advertising. For example, 

Lowery Food Market owner Basse m Kabl aoui reported 

an increase in traffic to hi s store and rece ived seve ral 

comments from patrons on having seen him in the ads 

at bu s stop s. As we ll , Th e Sarte ll Group rece ived interest 

from loca l media regarding their efforts to promote 

employee we lln ess after a reporter saw the ad in a 

community news pape r. 



O lmsted County evaluation: Te lephone surveys 
Te lephone surveys were conducted in O lm sted County 

prior to campaign launch and im med iate ly fo ll owing 

the Cha ll enge to assess the public's awareness and 

percept ion of the Making it Better media campaign. 

Each survey incl uded a random sample of 400 residents 

in Olmsted County with a margin of error of ±5.0 percent 

w ithin a 95 percent conf idence in terva l. The resu lts 

indicated a high level of pub li c engagement and positive 

feelings associated with the campa ign, as re spondents 

characterized the Making it Better campaign as "fun, 

unique and in sp irationa l." 

Of course, the rea l measure of success for the 

Making it Better campa ign wil l be the long -term 

health of part ic ipants and their friends and famil ies, 

as behavior changes lead to pounds lost, mi les wa lked, 

ca lo rie s tr immed and years of longevity gained. 

SURVEY KEY FINDINGS 

A significant increase in aHitudes and be liefs that acess 
to healthy foods and physica l activ ity are important health 
issues for commun ities. 

16 percent in c rease in those th at believe their 
commun ity shou ld make it eas ier for people to 

wa lk, bike and be active. 

13 percent increase in th ose that be lieve it is 

important to help improve access to healthy 

foods and physica l activity. 
9 percent incr·ea se in those that be lieve workplaces 

and schools can make it eas ier to eat hea lthy and 

be active. 

A significant increase in the current behaviors in wh ich 
participants engaged. 

12 percent increase in those who actively support 

efforts for peop le in the commun ity to be more active. 

9 percent in crease in those who have contacted an 

officia l about in creas ing physic al activity in sc hoo ls. 
8 percent increase in those tak ing action to make it 

eas ier for peop le to wa lk, bike or be more active . 

LESSONS LEARNED 

One of the key lessons learned from the Making it Better 

campa ign was the power of identifying and deve lop ing 

real li fe stor ies that can be shared. The ripp le effect of 

simp le, compel lin g stor ies th at pass from one person 

to another was evident through t ang ibl e and anecdota l 

results. Stories proved to be a very successfu l tool 

for communicating with target aud iences and for 

presenting a comp lex top ic - commun ity change -

w ith simple , tangible examp les. 

Additional learn ings include: 

Story co ll ection efforts were successful, but 

required a large amount of tim.e and resources. 

Feai·uring local community members in rea l 

setting s in advertisements proved effective, 

helping turn ad partic ipants into ambassadors for 

the campaign . 

Col lect ing stories at events was successfu l 

and an important e lement in the Making it 

Better Cha ll enge. 

Earned media was chal lenging to secure because 

community papers often wanted pre-produced content 

Utilizing Fa cebook ads had a lar·ge impact in 

generating awareness about the campa ign as wel l as 

participation in the Cha llenge Given the opportun ity, 

we wou ld recommend starting these ads earli er in 

the campaign. 

Chal lenge pr izes were entic ing and we ll chosen, 

helping to drive interest and also provid ing rewards 

that all owed entrants to further th eir efforts to make 

their communit y healthier. 

Socia l media was effective in reach ing commun ity 

members and for supporting the Cha ll enge, but did 

not produce the leve l of interaction and conversation 

desired. 

Evaluating and measuring the med ia campa ign 

posed a cha llenge, as th ere was not an efficient tool 

for captur ing impressions of the campa ign and the 

action s taken as a result. However, specific tactics 

such as the Making it Better Cha llenge and socia l 

media sites provided areas for measuring campa ign 

actions and engagement 

FOR MORE INFORMATION 

Vis it www.makingitbettermn.org to learn more, or email 

Chris.T holke s@state.mn.us to learn more about how 

your workplace, schoo l or ne ighborhood can support 

healthier lifesty les. 


