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the Network for a Healthy California’s “Champions for Change” campaign  

What Inspires Parents to 
Action?



Why Moms?
• Women are still the 

primary food shoppers 
and meal preparers

• Moms are more likely 
than dads to eat 
breakfast and dinner 
with their children– even 
in two parent 
households



Message influencers
• Role Modeling
• Cooking and eating 

together
• Division of feeding 

responsibilities
• Availability and 

accessibility
• Food preferences, 

beliefs and asking



Core Nutrition Messages
• Seven for mothers 

of preschoolers
• Four for mothers of 

elementary school-
age children

• Five for 8- to 10 –
year old children

Accurate, Easy to read, Emotionally based. 



USDA “Maximizing the Message”

• Sixteen consumer-
tested nutrition 
messages

• Supporting content 
for messages

• Implementation 
guidance

• Additional 
resources and 
materials

• Training



Google: 
USDA 
mom 
messages



Mom’s take the cake!



Network for a Healthy California
“Champions for Change” Part II

• In-depth interviews 
in Los Angeles, 
Oakland

• 185% FPL mothers 
of children 5-17

• African-American, 
Spanish speaking, 
and multicultural 
panels

Runyon, Saltzman and Einhorn, 2008



“Champions for Change” insights

• Feelings about 
change

• Ability to change
• Skills to change
• Support for change
• Beliefs about 

change
• Changing eating 

habits
• Abandoning change



Skills that resonate with Moms

• How to plan and cook healthy meals that 
taste great

• How to gain family support
• How to incorporate physical activity into 

family time
• How to substitute healthier alternatives 

rather than saying no
• How to make the best of what’s on sale
• How to deal with guilt and frustration



Network Billboard campaign 
extension
• Issue remains 

relevant
• Relationship of 

skills to success
• Influence on self-

efficacy and 
normative beliefs

• Social support and 
inspiration





Google: 
Network 
champions 
for change



Practical Applications
• Translate the “Why” into 

the “How”
• Incorporate into group 

discussions and 
nutrition education 
classes

• Make messages come 
alive

• Integrate promotions 
and curriculum with the 
core messages

• Use in counseling 
sessions

• Collaborate with others 
to maximize message 
impact



Maximizing Our Nutrition 
Messages

Speaking 
With 
One 

Voice


