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A statewide movement that encourages healthy 
eating and physical activity wherever people 

live, learn, earn, play and pray. 

What is Eat Smart, Move More?



Eat Smart, Move More – Making change at all levels



Media
• Community-wide campaign

– Advertising
– PR/Media Relations



Begin with the Target 
Audience in Mind
The Marketing Mindset



Seeking but Struggling

• Our broad, target audience for all of our 
marketing communications, including:
– Eat Smart, Move More community-wide 

campaign
– Eat Smart, Move More -- Maintain, Don’t 

Gain Holiday Challenge
• Tool and Resource development



Seeking but Struggling …

• View portion control 
as effective for 
weight control (vs. 
calorie counting)



Seeking but Struggling…

• More likely to walk 
for exercise and feel 
pleased with 
themselves if they 
exercise

• Enjoy regular 
exercise

• BUT less likely to 
exercise regularly



Seeking but Struggling…

• View eating more 
fruits and 
vegetables as 
effective for weight 
control



Seeking but Struggling…

• Enjoy trying new 
foods, recipes and 
cooking

• As likely as the 
other segments to 
eat out or bring 
home take-out



Seeking but Struggling…

• Try to avoid foods 
and drinks high in 
fat, sugar and 
calories



What We Don’t Know
• Tame the Tube
• Breastfeed Your Baby



Seeking but Struggling…

• Feeling good about myself, feeling 
better physically and managing weight 
are “What’s in it for them”

• Look for health info on the web
• Belong to health club
• Join Weight Watchers



Eat Smart, Move More –
Maintain, Don’t Gain Holiday Challenge

• E-newsletter 
– Short articles on simple 

strategies
– Tips and hints
– RECIPES

• Ask the Expert forum
– Answer specific questions
– “Virtual” social support

• Downloadable tracking 
tools

• Holiday Challenge Poll
• Eat Smart, Move More, 

Weigh Less classes begin 
January 2008!



Holiday Challenge Results
Favorite Holiday Challenge Component

0
10
20
30
40
50

W
ee

kl
y

ar
tic

le
s

R
ec

ip
es

D
ow

nl
oa

da
bl

e
to

ol
s 

A
ct

iv
ity

 T
ip

s

C
ha

nc
e 

to
 w

in
w

ee
kl

y 
pr

iz
e

W
ee

kl
y 

P
ol

l

D
is

cu
ss

io
n

B
oa

rdPe
rc

en
t o

f P
ar

tic
ip

an
ts

Most Useful Topics 
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Holiday Challenge Results
• “I found it helpful to just have 

some encouraging words that 
came along each week as a 
reminder to keep on track.”

• “I really like having the daily 
logs where I had to keep track 
of my weight and exercise 
routine. It made me 
accountable to me and made 
me realize how many times I 
splurge on a treat for myself 
instead of remembering 
moderation is the key.”

Percent of Participants Who Maintained Their Weight

Maintained
85%

Did Not 
Maintain

15%
Maintained

Did Not Maintain



New Ways NC Will Use the 
Energy Balance Toolkit

• Add the 10 Q 
component to the 
Challenge 
questionnaire 

• Ask questions in our 
evaluation of the 
Challenge about 
how the program 
improved 
confidence



What’s on the Horizon?

• Further segment the Seeking but 
Struggling audience into two:
– Crystal – our younger SBS segment
– Mary – our older SBS segment

• Consumer Panel of Crystals and Marys
to test our materials



Questions?

Sheree Vodicka
919-707-5217

Sheree.vodicka@ncmail.net


