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2010	
  Dietary	
  Guidelines	
  for	
  Americans	
  

Recommenda&on	
  Areas:	
  

•  Balancing	
  Calories	
  	
  
•  Foods	
  and	
  Nutrients	
  to	
  Increase	
  
•  Foods	
  and	
  Components	
  to	
  Reduce	
  

•  Physical	
  Ac&vity	
  



Today’s	
  Focus	
  
	
  

More	
  	
  
Whole	
  Grains,	
  Vegetables	
  

Fruits	
  	
  
	
  

Less	
  	
  
Added	
  Sugars	
  	
  

	
  Solid	
  Fats,	
  Sodium	
  

Current	
  State	
  of	
  Nutri;on:	
  	
  	
  
Usual	
  Intake	
  Vs.	
  Goal/Limit	
  



	
  
	
  

•  Current	
  food	
  and	
  physical	
  ac&vity	
  environment	
  
is	
  influen&al—for	
  beDer	
  and	
  for	
  worse	
  	
  

•  Socio-­‐ecological	
  framework1:	
  	
  All	
  elements	
  of	
  
society,	
  have	
  a	
  role	
  

•  Individuals	
  and	
  families	
  

•  Communi&es	
  

•  Business	
  and	
  industry	
  
•  All	
  levels	
  of	
  government	
  

•  Work	
  together	
  to	
  improve	
  the	
  Na&on’s	
  
nutri&on	
  and	
  physical	
  ac&vity	
  

1	
  Dietary	
  Guidelines	
  for	
  Americans	
  2010,	
  Figure	
  6,	
  page	
  56	
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A	
  Call	
  to	
  Ac;on:	
  	
  Helping	
  Americans	
  Make	
  
Healthy	
  Choices	
  	
  



Coordinated	
  Messaging	
  

MyPlate	
  Resources	
  	
  
ChooseMyPlate.gov	
  

Na;onal	
  and	
  Community	
  
Partnerships	
  

Social	
  and	
  Consumer	
  
Engagement	
  

MyPlate	
  Ini;a;ve:	
  	
  An	
  Innova;ve	
  
Communica;on	
  Ini;a;ve	
  

Addressing	
  the	
  Call	
  to	
  Ac;on	
  with	
  a	
  coordinated,	
  evidence-­‐
based	
  approach	
  to	
  influence	
  consumers’	
  behaviors	
  where	
  

they	
  purchase,	
  prepare,	
  and	
  consume	
  food.	
  



Building	
  on	
  exis;ng	
  behavioral	
  and	
  social	
  learning	
  research,	
  theory,	
  and	
  	
  
models	
  

§  Focus	
  groups	
  and	
  a	
  representa&ve	
  sample	
  survey	
  to	
  refine	
  icon	
  and	
  
ac&onable	
  and	
  behavior-­‐focused	
  messages.	
  

§  Health	
  promo&on	
  theories	
  and	
  prac&ce	
  guidelines	
  from	
  CDC,	
  NCI	
  (e.g.,	
  
Guide	
  for	
  Health	
  Promo&on	
  Prac&ce)	
  

§  IOM	
  reports	
  on	
  obesity	
  and	
  the	
  environment.	
  
§  Socio-­‐Ecological	
  Model	
  and	
  Call	
  to	
  Ac&on	
  –	
  Dietary	
  Guidelines.	
  
	
  
Stakeholders	
  	
  
§  Mee&ngs	
  with	
  influencers	
  to	
  obtain	
  insights	
  on	
  communica&ons	
  ini&a&ve.	
  
§  Engaged	
  leadership	
  to	
  ensure	
  alignment	
  with	
  USDA	
  and	
  HHS	
  goals.	
  

Communica;ons	
  synergy	
  
§  Providing	
  complimentary	
  messages	
  with	
  HHS	
  and	
  other	
  federal	
  agencies.	
  
§  Plate	
  is	
  a	
  ubiquitous	
  symbol	
  in	
  public	
  health	
  communica&ons	
  –	
  built	
  on	
  

exis&ng	
  market	
  research.	
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An	
  Informed	
  and	
  Supported	
  Approach	
  



Unified	
  and	
  Coordinated	
  Messages:	
  	
  
Based	
  on	
  Key	
  DGA	
  Behaviors	
  

Dates Theme Selected Key Message	
  

Sept. – Dec. 2011	
   Foods to Increase	
   Make half your plate fruits and vegetables.	
  

Jan. – Apr. 2012	
   Balancing Calories	
   Enjoy your food, but eat less.	
  

May – Aug. 2012	
   Foods to Reduce	
   Drink water instead of sugary drinks.	
  

Sept. – Dec. 2012	
   Foods to Increase	
   Make at least half your grains whole grains.	
  

Jan. – Apr. 2013	
   Balancing Calories	
   Avoid oversized portions.	
  

May – Aug. 2013	
   Foods to Reduce	
   Compare sodium in foods...	
  

Sept. – Dec. 2013	
   Foods to Increase	
   Switch to fat-free or low-fat (1%) milk.	
  



	
  

Influencing	
  consumers	
  at	
  all	
  decision	
  
points	
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Sector	
  Partners	
  Magnify	
  Reach	
  to	
  Various	
  
Audiences	
  

Sectors	
  
•  Health	
  and	
  professional	
  

organiza&ons	
  (e.g.,	
  AMA,	
  
Diabetes,	
  AND,	
  ASN)	
  

•  Entertainment	
  and	
  media	
  
(e.g.,	
  WebMD,	
  Disney)	
  

•  Food	
  retail	
  (e.g.,	
  FMI,	
  
Safeway,	
  Aldi)	
  

•  Food	
  industry	
  	
  (packaged,	
  
food	
  service,	
  associa&ons)	
  

•  Community-­‐based	
  (schools,	
  
hospitals,	
  prac&&oners,	
  
extension,	
  local	
  government)	
  

•  Food	
  assistance	
  programs	
  
(WIC,	
  SNAP)	
  

Audiences	
  
•  Health	
  professionals	
  
•  Low-­‐income	
  
•  Children	
  
•  Shoppers	
  
•  Educators	
  
•  Parents	
  



Some	
  of	
  Our	
  Na&onal	
  Strategic	
  Partners	
  



§  Online	
  Resources	
  for	
  Consumers	
  and	
  Professionals	
  

§  Consumer	
  Brochure	
  

§  Ea=ng	
  Healthy	
  On	
  A	
  Budget	
  –	
  Plans	
  to	
  Expand	
  
§  Recipes	
  &	
  Menus	
  

§  “10	
  Tips	
  Nutri;on	
  Educa;on	
  Series”	
  
§  Online	
  Informa;on	
  and	
  Interac;ve	
  Tools	
  

§  Choose	
  MyPlate.gov	
  

§  SuperTracker 	
  	
  

§  “Buzz”	
  ac;vi;es	
  for	
  each	
  message	
  

Pu_ng	
  MyPlate	
  Into	
  Prac;ce:	
  	
  How-­‐Tos	
  for	
  
Easy	
  Applica;on	
  at	
  ChooseMyPlate.gov	
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Evalua;ng	
  Impact	
  Over	
  Time	
  

Implementa&on	
  
Mechanisms	
  

Baseline	
  Consumer	
  
Markers	
  (awareness,	
  

understanding,	
  
recep&veness,	
  etc.)	
  

Consumer	
  inten&on	
  
and	
  self-­‐report	
  data	
  

on	
  behaviors	
  

Survey	
  data	
  on	
  food	
  
paDerns	
  

The	
  influence	
  of	
  MyPlate	
  communica;ons	
  should	
  be	
  
measured	
  over	
  ;me;	
  currently	
  iden;fying	
  baseline	
  

consumer	
  markers	
  such	
  as	
  awareness	
  and	
  
understanding.	
  



24,753	
  followers	
  as	
  of	
  4/4/12	
  	
  	
  	
  	
  ~20	
  re-­‐tweets/day	
  	
  	
  	
  	
  	
  	
  	
  	
  

Purple	
  =	
  	
  MyPlate	
  
March	
  20th	
  Feeding	
  American	
  twiDer	
  party	
  
with	
  2x	
  the	
  volume	
  compared	
  to	
  a	
  more	
  	
  
normal	
  day	
  on	
  April	
  3	
  	
  (scale	
  differs)	
  



MyPlate	
  is	
  #2	
  Top	
  News	
  Story	
  in	
  2011*	
  

*Survey	
  of	
  1,000	
  Americans	
  



Top	
  5	
  Diet	
  Trends	
  for	
  2012:	
  	
  Na&on’s	
  
Leading	
  Nutri&on	
  Experts	
  Weigh-­‐In	
  

#5:	
  	
  Make	
  Your	
  Plate	
  Look	
  Like	
  MyPlate!	
  
•  69%	
  of	
  RDs	
  surveyed	
  state	
  they	
  are	
  using	
  
MyPlate	
  to	
  counsel	
  pa&ents	
  and	
  that	
  it	
  will	
  
con&nue	
  to	
  play	
  a	
  role	
  in	
  recommenda&ons	
  in	
  
2012	
  

Pollock	
  Communica&ons,	
  2011	
  



M	
  Booth’s	
  BeDer4You,	
  November	
  
2011	
  



Goal:  Setting the Stage for Lifelong 
Healthy Eating Behaviors 	
  

The	
  formula:	
  

Evidence-­‐based	
  recommenda;ons	
  
	
  +	
  
MyPlate	
  symbolizes	
  healthy	
  meal	
  ;mes	
  and	
  building	
  healthy	
  

plates	
  at	
  meals	
  
+	
  
Empowering	
  individuals	
  and	
  families	
  with	
  improved	
  

nutri;on	
  literacy	
  and	
  the	
  “how-­‐tos”	
  to	
  act	
  on	
  it	
  
	
  	
  	
  
=	
  	
  	
  A	
  coordinated	
  approach	
  to	
  shie	
  behavior	
  over	
  ;me	
  to	
  

healthier	
  choices	
  that	
  engages	
  all	
  “influencers”	
  	
  


