
Iowa’s Social Marketing 
Campaign



Nutrition Network Campaign Partners

Iowa Department of Public Health
Iowa Department of Education
Iowa State University Extension
Iowa Department of Human Services
Commodity Groups (5 A Day)



Focus Group Research
(mothers, fathers, childcare providers)

• Already have strong positive attitudes 
toward fruits and vegetables.

• Value of  health behavior is immediate. No 
mention of chronic disease risk.

• Cost was not a major issue in purchasing.



Focus Group Research

• Mothers and childcare providers think good 
health is time consuming.  Fathers think it’s 
a matter of personal attitude.

• Children more readily accept food with 
which they have had personal involvement.

• Don’t feel able to adopt recommended                   
behaviors (frt/veg and physical activity).



• Commonly liked vegetables include carrots, 
celery, corn and potatoes.

• Prefer fresh fruits and vegetables.
• Prefer messages that offer a clear idea of 

what to do and how to do it.

Focus Group Research

•Healthful snacks must be easy, simple, and  
require little time or no time investment.



Nutrition Education Campaign Guidelines
(developed by network partners)

Message: Choose fruits and vegetables as snacks
Community decides how to use campaign
Low cost
Adaptable to multiple programs
Key graphics provided on CD-ROM
Support communities with “extras”



Revised Logo



Graphics



Campaign Overview
• Goal:  Increase consumption of fruits and 

vegetables among Iowa children and their 
families. (FSNE focus on low-income)

• Target audiences: Primary audience is 
children.  Secondary audience is parents and 
childcare providers.



Campaign Overview

• Objective 1: Target audiences will be more 
aware of campaign logo and supporting 
messages.



Campaign Overview
• Objective 2:  Children will improve their 

attitudes toward eating fruits and vegetables 
as snacks.

• Objective 3: Children will ask for fruit and 
vegetable snacks more often.



Campaign Overview

• Objective 4:  Parents will report that 
children are eating fruit and vegetable 
snacks more often.



The Marketing Mix

Product: (Behavior) Eat fruits 
and vegetables as snacks.



Product
Product benefit: Empowerment to do 
something they already know is good for 
them. (Snacking. How easy is that?)

Product benefit: Eating more fruits and 
vegetables will make my diet healthier.



Price
Don’t have time or skills, access
Cost of fresh produce (did not show 

up in focus group)
Poor acceptance by kids
Storage/waste



Place
Schools (in-school and after-school snacks)
Grocery stores
WIC and Food Stamp offices
Television (news segments)
Commuting by car and bus 
Web



Promotion
Advertising – radio PSAs, billboards, 
shopper ads, bus signs
Retail promotion - store signage, recipes 
and videos
Contest – BINGO cards
Public relations – press releases and 
newspaper articles
Posters, tattoos, and stickers



Campaign Design
Logo

Posters

Bookmarks

Certificates

BINGO cards

Recipe cards

In-store signage

Retail videos

Billboards/bus

Radio

Newspaper

Print ads





Shelf Signs







Book Marks



Certificates





Print Ads



Bingo
Cards



Bingo Cards
available in
Spanish



Process evaluation 
(qualitative design) led 
to campaign revision



CD-ROM Revision
Made it usable to multiple 

partners (outside Iowa, too)

Made it easy, more print-
ready options



CD-ROM Revision
More materials in Spanish

Classroom lessons!





Partners
• 5 A Day Coalition
• Team Nutrition
• Iowa Dietetic Association
• Senior Farmers’ Market
• WIC
• Diabetes Coalition
• Iowa State University Extension

********













Multi-Channel 
Intervention in Two Iowa 

Communities

















Quad Cities 
Thrifty 
Nickel

Waterloo 
Hometowner









Evaluation Strategies
•School pre vs. post (n=1172 K-2nd , n=283 
3rd grade and up) 

•Food stamp office surveys (n=607)

•Grocery store intercepts (n=600)











K-2nd graders who had seen logos
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"Like to Eat" pre vs. post K-2 
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Change from pre vs. post was not statistically significant.



"Like to Eat" pre vs. post K-2
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Smiles for 6 fruits or 6 vegetables pre-post K-2
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Meaning of PABS Logo - 3rd+ graders  (p<.01)
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FS Office & Grocery Store Surveys

• Campaign awareness – heard or seen 
messages and where

• Readiness to change – thinking about or 
starting to eat more of suggested foods

• Recall campaign message – what foods 
does campaign suggest you eat more of? 
(only FS survey)



Did we reach our target 
audience?

• Do you have a child between the ages 
of 2 to 12?

54 % said yes at FS office
58% said yes at grocery store



Were they aware of the campaign 
message?

Have you heard or seen Pick a better snack 
(how easy is that)?

51% said yes at FS office
64% said yes at grocery store



Did they understand the 
message?

• What foods does PABS and the 
messages suggest you eat more of?

73 % of those who saw or heard 
the message, answered correctly 
at FS office
Did not ask at grocery store



Where people heard/saw PABS messages at FS offices 
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Where seen or heard - both surveys
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So What?

Have you tried any of the PABS ideas and 
or recipes?

36% said yes at FS office
14% said yes at grocery store



So What?
Have you tried any of the PABS ideas 

and or recipes?
36% said yes at FS office

Of those who said yes,
61% were starting to eat more of 

the suggested foods
34% were thinking about it



So What?

I have not made any changes because of 
PABS.

34% said yes at FS office
49% said yes at grocery store



So What?

Because of PABS I am thinking about 
eating more of these suggested foods..

36% said yes at FS office
27% said yes at grocery store



So What?

Because of PABS I am starting to eat more 
of these suggested foods.

25% said yes at FS office
24% said yes at grocery store



Evaluation
• Formative
• ?
• Process
• Qualitative design
• Process becomes formative
• Community tool (pre-post)
• Survey of FSP offices and grocery stores
• BRFSS – added questions



Lessons learned from media buys 
(food stamp survey)

• 84% who saw or heard PABS message 
marked one or more of the following:
– Billboard
– WIC
– Grocery store
– School



Should we develop more videos? 
(grocery store intercepts)

• What do you remember seeing in the 
grocery store?
– 88% PABS banner
– 17% video
– 15% produce signs
– 9%  recipes



Community Coalitions' Strategies 
2004

• Participation was optional in the 
past.  It became required in the 
2004 application



Coalition Participation in PABS '04
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Older Adults
New for 2003-2004

Focus groups (2)



- Like bingo materials
- Need easy way to obtain a bingo
- Prefer newsletter 
- Don’t enjoy lectures
- Prefer walking
- Add stairs as physical activity
- Include canned and frozen frts/veg
- Do not use raspberries (seeds) or papaya ($)

They said:



Bingo card for    
older adults



For more information
•www.idph.state.ia.us/nutritionnetwork

•www.idph.state.ia.us/pickabettersnack

•515-281-6650 (outside Iowa)

•800- 532-1579 (inside Iowa)

http://www.idph.state.ia.us/nutritionnetwork
http://www.idph.state.ia.us/pickabettersnack
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