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Background: Social marketing (SM) has the potential to deliver nutrition 
education messages targeted to low-income individuals, but limited evidence 
is available on its feasibility in SNAP-Ed programs. 
Objective: To examine the process and impact of the Partnership for a 
Healthier America’s FNV campaign to promote fruit and vegetable 
consumption in SNAP-Ed eligible adults in Georgia during the three 
consecutive summers in 2017-2019.
Study Design, Setting and Participants:  Process evaluation was conducted 
throughout the campaign using commercial administrative data reporting tools. 
After each year’s FNV campaign, outcome and impact evaluation 
implemented that same self-administered post-intervention survey using three 
modalities(i.e., online, intercept, and direct mail surveys) while employing a 
non-randomized control study design (2017-2018) or one-group posttest only 
design (2019). During the three-year campaign, 1904 Georgians (mean age 
40.3±16.6 years, 77.9% female, 62.6% minority, 82.6% from intervention 
counties) from 7 interventions and 3 control counties participated in the 
survey.
Intervention: Each year’s FNV campaign used a mix of billboards, radio ads, 
newspaper ads, food retail ads, and Facebook available in the selected 
SNAP-Ed eligible zip code areas to saturate FNV messages while partnering 
with local stakeholders including County Extension Agents. 
Outcome Measures and Analysis: Process evaluation estimated program 
reach, impressions, dosage, and engagement. Outcome and impact 
evaluation assessed participants’ awareness and intention to change due to 
campaign exposure.
Results: Over the three summers, the FNV campaign reached over 1.1 mil 
people and generated 7.9 mil impressions with 154,403 engagements and 
provided critical process evaluation data on the successes and challenges of 
the programmatic and evaluation strategies tested. Those exposed to the FNV 
campaign were more likely to report willingness and actual behaviors of eating 
of >1 fruits and vegetables/day than those not exposed. 

Conclusions and Implications: The findings of the three-year FNV campaign 
suggest the feasibility and impact of SM for low-income audiences and will 
inform a new statewide SNAP-Ed SM intervention development in Georgia.

ABSTRACT

• UGA SNAP-Ed team, UGA Cooperative Extension Service Partners, PHA team, 
Candler Cooperative Extension, and our research participants

• Questions and comments can be directed to Edda Cotto-Rivera, MPH, CHES1, 
ecrivera@uga.edu

• Funding provided by USDA SNAP-Ed

• Social Marketing is emerging as a promising method to deliver tailored, 
targeted nutrition education messages with a goal of promoting behavior 
change in low-income individuals

• SNAP-Ed programs are beginning to use social marketing, but little is known 
about its impact 

• UGA SNAP-Ed Social Marketing Campaign
oDeveloping, delivering, and evaluating culturally appropriate segmented 

nutrition education messages leveraging print, online, mass, and social 
media

o Informed by the findings from needs assessment based on focus groups with 
potential participants (n=36) and providers (n=69) to better understand 
feasibility and best practices of social marketing tailored to the needs of 
SNAP-Ed eligible adults in Georgia (Hague et al, 2018)

• UGA SNAP-Ed FNV Campaign 
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• To examine the process and impact of the Partnership for a Healthier America’s 
FNV campaign to promote fruit and vegetable consumption in SNAP-Ed eligible 
adults in Georgia during the three consecutive summers in 2017-2019.

• UGA SNAP-Ed FNV Campaign Overview
o Implemented using billboards, radio ads, newspaper ads, food retail ads, 

and Facebook interventions during the summers in 2017-2019
o Targeted SNAP-Ed eligible zip code areas from 7 intervention counties 

(i.e.,  Clarke, Clayton, Lowndes, Coffee, Candler, Lanier and Brooks) and 3 
control counties (i.e., Carroll, Hancock and Bibb)
 At least >50% of population ≤185% Federal Poverty Level
 One mile radii of SNAP-Ed eligible site locations

o Employing a non-randomized control (2017-2018) or one-group posttest 
only (2019) study design to compare intention to change behaviors between 
residents from SNAP-Ed eligible zip code areas  in 7 intervention counties 
and 3 control counties

• UGA SNAP-Ed FNV Campaign Evaluation Overview: Process, outcome, 
and impact evaluations were conducted using key evaluation indicators and 
measures (Table1).
o Process evaluation: Commercial administrative data reporting tools for 

three media sources
o Outcome and impact evaluation: Self-administered post-intervention 

surveys conducted using three different survey modalities

Evaluation Key indicator Measures
Mass Media Online Media

Billboard Radio Facebook

Process

Impressions

Total number of the intervention content 
displayed, broadcasted, or viewed across all 
social marketing platforms and delivery 
methods

Times 
billboard was 

seen

Times ad 
was heard

Views of Video 
promoted on 

Facebook

Unique Individuals

Total number of unduplicated individuals who 
experience the intervention content across all 
social marketing platforms and delivery 
methods for which individuals could be 
estimated

Individuals 
who saw the 

billboard

Individuals 
who heard 

ad

Individuals 
who viewed 

video

Dose
Frequency of intervention provided to 
individuals calculated as (total 
impressions/unique individuals)

Frequency of 
billboard 

views

Frequency 
of hearing 

ad

Frequency of 
video views

Engagement

Total number and type of reactions of 
participants to platform dependent social 
marketing materials: video plays, clicks, 
reactions, comments, shares of content

Likes, shares, 
comments, etc.

Market 
Penetration

Survey responses to questions if respondents 
had previously seen our content elsewhere 
(i.e., “Have you heard from/about us before? If 
so, where?)

% eligible 
population 
reached

% eligible 
population 
reached

% eligible 
population 
reached

Participant 
Reception

Survey responses, comments, reaction 
sentiment Survey Survey Survey

Outcome Behavior Change Survey responses on willingness/intention Survey Survey Survey

Impact Behavior Change Survey responses on willingness/intention 
between intervention and control groups Survey Survey Survey

Table 1. UGA SNAP-Ed FNV Campaign Key Evaluation Indicators and Measures

• The findings of the 3-year FNV campaign suggest the feasibility and potential 
of SM to reach and impact SNAP-Ed eligible target audiences in Georgia

• Exposure to the campaign was associated with greater intention to eat fruits 
and vegetables as well as improved eating behaviors related to fruits and 
vegetables 

• The findings will inform a new statewide SNAP-Ed SM intervention 
development in Georgia
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• Over the three summers, the FNV campaign reached over 1.1 mil people 
and generated 7.9 mil impressions with 154,403 engagements

• Those exposed to the FNV campaign were more likely to report eating one or 
more fruits and vegetables per day always than those not exposed  to the
campaign. 

• Those exposed to the campaign reported already eating 3+ servings of  
fruits/vegetables per day (maintenance stage) more often than those not 
exposed to the campaign. 

• Participants exposed to the ads also reported greater intention to eat more 
fruits and vegetables as measured by stage of change 

Table 2. UGA SNAP-Ed FNV Campaign Comparison of Behavior and 
Intention between Those Exposed and Not Exposed

• UGA SNAP-Ed FNV Campaign: Participant Characteristics
o A total of 1,904 Georgians (mean age 40.3±16.6 years, 77.9% female, 

62.6% minority, 82.6% from intervention counties) from 7 interventions and 3 
control counties

• UGA SNAP-Ed FNV Campaign: Participant Awareness
o Participant awareness rate varied by the type of campaign medium. Food 

retailer ads showed the highest awareness rate (17.7%) followed by 
newspaper ads (10.8%) and online ads (9.1%). 

Radio Ads

Billboards FY2019

Figure 1. UGA SNAP-Ed FNV Campaign Intervention Materials

oPilot testing the national FNV campaign, originally created by 
the Partnerships for Healthier America (PHA) to promote fruit 
and vegetable consumption since FY2017

oUtilizing highly focused segmentation and multiple mass and 
social media mediums to reach eligible audiences to maximize 
reach and evaluation efforts with minimal expense in Georgia 

 Online survey: Targeted to 28,512 individuals who were or weren’t 
served the Facebook FNV video in 24 SNAP-Ed eligible zip code 
areas (response rate: 0.8%)

 Intercept survey: At select grocery stores in 7 intervention and 3 
control counties where our billboards and radio ads were displayed 
or aired (response rate: 46.3%)

 Direct mail survey: About 24,787 sets of mail surveys were mailed 
using Every Door Direct Mail (EDDM) by the USPS to target 
residents on mail routes with low median incomes near billboards in 
our intervention and control locations (response rate: 5.9%)

• The study protocol was approved by the University of Georgia IRB

Food Retail Ads Newspaper Ads FY2019

Billboards FY2017-2018

Facebook Online Ads 
FY2017-2019

Total 
(N = 1,904)

Exposed to FNV
(n=492)

Not Exposed to FNV 
(n = 1,412)

n % n % n %
Mt1c: Ate More than one kind of fruit *

No 430 22.58 71 14.43 359 25.42
Yes, Sometimes 940 49.37 251 51.02 689 48.80
Yes, Often 323 16.96 94 19.11 229 16.22
Yes, Always 211 11.08 76 15.45 135 9.56

Mt1d: Ate More than one kind of vegetable *
No 205 10.77 38 7.72 167 11.83
Yes, Sometimes 751 39.44 182 36.99 569 40.30
Yes, Often 552 28.99 147 29.88 405 28.68
Yes, Always 396 20.80 125 25.41 271 19.19

ST1a: Intention to eat more fruit*
Not thinking about eating more 262 13.95 42 8.54 220 15.58
Planning to eat more in the next 6 months 199 10.32 41 8.33 158 11.19
Planning to eat more in the next month 240 12.49 50 10.16 190 13.46
Trying to eat more now 885 46.55 239 48.58 646 45.75
Already eating 3+ servings 318 16.69 120 24.39 198 14.02

ST1b: Intention to eat more vegetables*
Not thinking about eating more 183 9.61 32 6.50 151 10.69
Planning to eat more in the next 6 months 146 7.67 29 5.89 117 8.29
Planning to eat more in the next month 226 11.87 62 12.60 164 11.61
Trying to eat more now 884 46.43 218 44.30 666 47.17
Already eating 3+ servings 465 24.42 151 30.69 314 22.24

*Statistically significant at p<.05 based on Chi-Square test
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