m Early Ages r&

January Coalition Meeting

Cuyahoga County Library:
Warrensville Heights Branch
January 12, 2018

Happy 2018!

Welcome new EAHS Members!
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Coalition Member Updates

* Nemours project
updates

* Funding from Nestle

* Tufts Coalition
Research Project

* Mt. Sinai Year 1
Report

* Focus groups coming
soon!

* Other coalition
member updates?

Social Media 101
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Social Media Tips: Before you text,
type or speak,

When people are mean, always be T INK first
Light, Bright and Polite back!
The internet is not a place to vent! T -is it True?
If you are upset about something,
call someone you trust instead of »
posting online! N - is it Necessary?
Remember that everything that you K -isit Kind?
post is public! Is this something you
are proud of?

Tips for Professionals Social media platforms

* EAHS Facebook
* EAHS Twitter

* EAHS Instagram

* Know you audience.

* Make sure that you have written
approval to share photos of kids.

* Be accurate, but correct mistakes if they
happen.

* Have something to say.

* Give a timely response.

* Give generously.

* Start a conversation.

~N

* My favorite social media tricks!
* Feedly.com: Lets you search and save
blogs for content
* Buffer.com: Allows you to schedule
and manage all of your social media
in one place!


https://www.facebook.com/EAHSCuyahoga/?ref=bookmarks
https://twitter.com/EAHSCuyahoga
https://www.instagram.com/eahscuyahoga/
https://feedly.com/i/my
https://buffer.com/app/profile/578797cb14ffe1d8641b5560/buffer/queue/list
https://buffer.com/app/profile/578797cb14ffe1d8641b5560/buffer/queue/list
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WHAT'S
YOU'RE '3

You’re The Mom e ALL ABOUT?

The campaign was developed and tested with moms from our You're the Mo uluhistes mams lor fh bvpacant sols
priority audience of lower-income families who frequent quick serve Py phary by Dsde Tamilias AN communition. Tha mesiages
restaurants regularly with their children. We went through a wrnipevwnr sl ahow trsnime INal rnking hesliVy Tied shoicos
ig feedback protocol including both itative and Sor their e onn e meey mod Poin . We wanl mromns 10 Deliave
qualitative testing, and utilized a three-pronged approach to that sabmg wull ot rostooronts mattors asd s doabils

evaluate the campaign’s impact.
Burwuse mocis wiw swwsome werd (hey shoalil Tnel that way,

Dt :

WHY DOES THIS MATTER? DO KIDS REA

EAT IN RESTAURANTS THAT MUCH?

EVERY DAY, JUST OVER 1/3 OF KIDS IN
THE U.5. EAT FAST FOOD, COMPARED TO
THOSE WHO DON'T, KIDS WHO EAT FAST
FOOD, AND ESPECIALLY KIDS FROM
FAMILIES WITH LOWER INCOMES,

TEND YO EAT MORE CALORIES, FAT,

AND ADDED SUGARS.

¥ Know moms play the higgest rde in making food choices tar thee
s and {nmelings. So we taihed with mams to fed out why they eat
fast tood with e %ads aoad what that exponence is lika

Fortimatsly though, many restaurssts Save mads
changes to thalr A’ manes, ke reducng the
caionas i pew tama, removing soda. and adding
healthior siden ke appis slics

What we haaed probabity COmes &5 Na SWENSA MAms want 10 (Al
hoaithy, hnopy wids. Sut they and tholr lids land really hectiz livos
Fawt food s thaentore o guicsk, convonient, snd stfordnbie way 10 Tead
We Dolevo wo can have the greatusd impact by Tharir familes
SNIPOWEIIME MMmS 10 solect headtliint cotions at
Auat f0ud peatastnrits Wo got that. 5o we want 10 meet moms whors they re st We want to

suppart nteens 2 give Thers the o to make healthior chmcos for -~ M

Their lidy whme they do set fost food



HOPEFULLY, YES! BUT RECAUSE

ARE I ou EVERY CAMPAIGN NEEDS A SPECIFC
FOCUS TO BE SUCCESSFUL, WE'RE
TRY'NG To PRIMARILY TRYING TO REACH MOMS

WHO LEAD NECTIC LIVES THAY COME

REACH ALL o umsusme vamexos
MOMS? LUMITED RESOURCES,

SPECIFICALLY, OUR PRIORITY AUDIENCE INCLUDES:

AFRICAN
AMERICAN AND
HISPANIC /LATINA
MOMS WITH
LOWER INCOMES
(«$30,000)

OK, SO WHAT DOES
YOU'RE THE MOM WANT
MOMS TO DO?

We want moma to make simpde swaes when aedomg masds for thair
Meihs nes tha msals mie inalthior wiile still Damg tasty e satisfying
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HOW DID
YOU COME UP
WITH

YOU'RE

1 L g
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Altes gatherng 8 buneh of A S InooTs
and some deds] wn partnomnd wih advorinseg
agar toes & Spals to transtorm those
Fmghts Into & pownrtd compeign

ho creative toam ot VAS 100k thesa insights

and, with soma feadback, de pod sovaral

Cruulive concupts that could guuds @ lurger

SO, Afer Jesting Shese COncRls wih

mal motms nod getting thei thoughttul
podbeck, wa landed on the

THESE SIMPLE SWAPS ARE
PACKAGED INTO TWO THEMES:

HEALTHY SWAPS

Mo e wl abaut soctal i, 53 we

Ve it otome L0 SO0 Mid e tieis,
the partions ey re crdening for e
bk bt we wontod tu agprusch It

® hamor. Thase sty
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boxte’ romtis stid wppest i St
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sndd OF s 10 gt Uierts D rsing Wbt
wAg Pl chowcns ey Coes ke
hwng hetoes ondne. Ut
rouTsa. Osnhing worter ned a0
wl vagetaties s srpTtanm o
Veat mEzIvpaTREA, Swap 0 this ey

zm heel3 20 frrem new haties



WE ALSO TESTED* ONE YOU'RE
THE MOM EXECUTION WITH A
NATIONAL PANEL OF MOMS.

WHAT DID
WE LEARN?

Besres dor srpact mul messags coTTTSTCHton
wats dhves The e Acrasd e Dowed wates
SETE PR IR ORI OOn BIPRATY tget of
Afriess Arvwrcan avd Lating s and sming
e whe rory freguently sal fasd lhod st
el Mex

Wiy W 110w Purve & it
« The o Bas impact and Boppag poesr
* The o sumoage moams Lake ey &
abyeut portino s Nidlowed Tissssy By
freling errpommeg PO THE RIS WEs
* Mot feel rapwed and cotfiiben wiles
weeng tre od
« The imessinge i (st tn moems
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WHAT DOES THE COMMUNITY

THINK OF 22\
mﬂ“?

Wae Interviewed 10 leaders of
these organizations, and hera's
what they had Lo say;

‘Comyumgy Mmatsapes uiv LuRsialy
APPOPE. FCOEIILING MOMY toaliies wd
mesting matns ‘whese tey re ot

« Wy rvessa ey du ot Lehe & Segutivg tone
with ool fe, 0N L eut ths of that")

+ Yok mresstives, Uhe zampaipy biomded
el ot genevare enfhusiasm to the
sampagn

Decision Making: Family
Engagement Campaign

Family Engagement Objective 2: Engage community
partners and resources to partner on ongoing events
and messaging for family engagement.

— Develop single focus, unified messages.

— Encourage agencies to focus on a monthly message and
saturate the messaging

— Ensure themes are adapted to fit the needs of community
partners
< Social Emotional and Active Play Objectives on
National Screen Free Week

« Social Emotional Objective 1: Compile and fill gaps

(as needed) in parent education materials on building

resiliency
) Earty fpaes


https://www.dropbox.com/sh/8omdy6mwp9toddh/AABQ9PbjReycKS5NvxGwOxf7a?dl=0

Family Engagement Campaign

¢ Choose Monthly Campaign Messages
« 12 different messages, align with Priorities, align with

events that are going on in the community

* What information should we put together for each

month?

— Hashtags? Sample social media? Images? Flyers? Handouts
from agencies? Events?

« Group Processing: Work your way around the room and

add ideas and content for each monthly message!

Next meeting:
Friday, February 9 from
9:30-11:30 am

Cuyahoga County Library
Brooklyn Branch
4480 Ridge Rd, Brooklyn 44114
Save the Date: Spring Meetings-
March 16 (3 Friday), April 13, May 11,
June 8
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Small Group Check In

Review your plan from our November
meeting.

Decide what each person is able to do
between now and our next meeting to
keep you on the path to success.

Share with the group what the first is step
that you are taking to reach your
objectives.



