
The average age of campers was 11 
years old. 
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Background: The Youth Active and Media Savvy (YAMS) Summer Camp encourages 
healthier lifestyles by promoting cultural empowerment to teach weight management skills to 
African American youth at risk for adult obesity.  This research incorporates cultural 
empowering techniques with media literacy education.  Media literacy is an effective strategy 
because it teaches individuals to deconstruct media messages and identify the sponsor’s 
motives in representing the intended audience’s point of view.  Exploring and integrating 
relevant attitudes, values, goals, and practices of the African American experience and African 
traditions help build cultural empowerment.  This camp curriculum supports the USDA-NIFA 
strategic goal of preventing childhood obesity and the priority areas of human health and 
obesity as it relates to nutrition and youth and families development.  YAMS Camp addresses 
the national need to reduce childhood obesity by developing and delivering a culturally 
empowering intervention that promotes healthy dietary habits, physical activity, and media 
literacy to historically disadvantaged youth.   

Objectives: The Youth Active and Media Savvy (YAMS) Summer Camp intervention 
encourages healthier lifestyles and weight management by promoting cultural 
empowerment to African American youth, age 8-13 years living in Davidson County, 
Tennessee.  This interactive camp promotes self-confidence and healthy behaviors as the 
participating youth engage in culturally relevant activities that increase: (1) media literacy; 
(2) healthy cooking skills; (3) nutrition knowledge; (4) physical activity; and (5) self-esteem. 

Methods: Using an adaptive model, camp participants were instructed using activities 
adopted from the Media Smart Youth© curriculum.  Cultural activities were developed and 
incorporated into the curriculum.  Preliminary data showed significant changes in 
knowledge and behavioral intent.  Adaptation of the camp curriculum was piloted at an 
community organization June 2016.  Questionnaires, observations, and staff debriefings 
were used to determine feasibility and logistics of converting the YAMS summer camp 
program into an afterschool program. 

Results: Observations and self-reports from camp participants and camp facilitators affirm 
that the program can be implemented as an afterschool program with modifications. 
Barriers to implementation include the camper’s initial hesitancy to embrace the menu, 
lack of enthusiasm for Media Smart lessons, and interpersonal conflict.   

Conclusion: Adaptation of Youth Active and Media Savvy is appropriate for delivering 
media literacy education to our stakeholders.  Relevance to messages and images 
appears to promote the transference of meaning and cognition of more persuasive 
techniques employed by marketing companies.  Participant observations of the pilot test 
run revealed that using college students in delivering the camp is effective as expected and 
experienced during the summer camp. 
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At YAMS,  
 All meals provided are healthy, nutritious, and meatless. Daily meals 

include three to five servings of fruit and vegetables.  Campers 
receive healthy cooking lessons that include food and kitchen safety 
information.  

 Lessons and meals emphasize increasing consumption of fruit, 
vegetable, whole grains, and food sources of calcium and vitamin A. 
Nutrition lessons encourage limiting added sugar, fats and salt and 
controlling portion sizes.   

 Campers prepare their healthy lunches and wash their own dishes.  
YAMS campers also receive a healthy breakfast and two snacks 
each day.  

 Youth create and present various forms of media and artistic 
expressions including posters, songs, raps, poems, and videos 
about advertising, healthy habits, YAMS, and positive self-esteem 
affirmations.  
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YAMS aims to promote self-confidence and healthy behaviors as the 
participating youth engage in culturally relevant activities that increase: 
 
1. Media Literacy 

 
2. Healthy Cooking Skills 

 
3. Nutrition Knowledge 

 
4. Physical Activity 

 
5. Self-Esteem 

 
6. Self-Efficacy 
 

YAMS serves to launch a legacy of health empowerment for African 
American youth, ages 8-13 in Middle Tennessee through: 

 
 Teaching and engaging youth in activities that explore media 

influence on dietary behaviors and sedentary lifestyles 
 
 Provide nutrition lessons and physical activities that promote 

healthy weight management  
 

SUMMER CAMP PARTICIPANTS 
KNOWLEDGE, SKILLS, ABILITIES: 
Youth reported: 
 

 Reading food labels at home and grocery store  
 

 Preparing meals cooked at camp at home 
 

 Drinking more water and less sodas 
 

 Talking about food additives with family members 
 
 
BEHAVIORAL INTENT/CHANGE: 
 Youth expressed intent to limit portion sizes of meals, soda, and high calorie snacks.  

 

 Most youth reported not liking to eat fruits and vegetables at the start of camp but enjoying the salads by the 
end of the camp.  

 

 Youth cited limited time as a barrier to increasing daily physical activity 
 
 
OVERALL IMPRESSIONS 
 Youth reported a better understanding of the purpose of marketing techniques used.  

 

 Camp participants and their parents/guardians reported that campers were motivated to implement and share 
healthier food alternatives at home.   

 Surveys and questionnaires 
recorded campers media, 
diet and physical activity 
practices 
 

 Each camper received a 
journal to record their 
opinions about lessons and 
activities. 
 

 Camp participants were 
instructed using activities 
adopted from the NIH’s 
Media Smart Youth 
Curriculum 

 Using an adaptive model: 
YAMS summer camp sessions 
were held each summer 
between 2012 and 2014. 

 
 High School Student ages 15-

18 were used as Peer 
Educators. 

 
 TSU Undergraduate and 

graduate students served as 
Camp Facilitators  

 
 Relevance to messages and images appears to promote the transference 

of meaning and cognition of more persuasive techniques employed by 
marketing companies (current events, music, and African American images 
incorporated in material).  

 
 Addressing the social, cultural, and gender-specific needs of the target 

demographic in Bro Code and Sister Circle was reported to be the most 
well-received component of the camp.  
 

 Adapting the curriculum requires developing more activities covered by 
excursions and field trips not permissible during a 3 to 4 hour afterschool 
program. 
 
 
 
 
 

 
 
 
 

“We talked about grains and it made me think about 
what is inside of my house.” 
 
“It was a change because I’m used to getting how 
much I want.” 
 
“I loved today’s meals and enjoyed lunch so much. I 
didn’t even realize there wasn’t any meat in it..” 

 

“[Sister Circle] was very fun today we got to talk about us and 
focus on ourselves.” 

 
“I like it very much and it helps me and its fun.” 

 
“I wish [Bro Code] was longer.” 

 
“Today I felt beautiful in Sister Circle” 

 

 
 
 
 
 
 
 
 
 
 
 
 

Trip to local radio station to learn about 
media broadcasting and advertising. 

 
 
 
 
 
 
 
 
 
 
 

Scavenger hunt at local grocery store. 

 
 
 
 
 
 
 
 
 
 
 

Yoga lessons. 
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