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Parishes Participating in Social Marketing Campaign
 *Parishes with campaign billboards

Northwest
Caddo
Bossier*
Bienville
Natchitoches
Red River
Sabine
Webster*
Winn

Central
Allen*
Beauregard
Grant
LaSalle
Pointe Coupe*
Rapides*
Vernon

Southwest
Assumption
Iberia
Lafourche
St. Mary*
Terrebonne*
Vermilion*

Southeast
Jefferson*
Orleans*
Tangipahoa
Washington*

Northeast
Caldwell  Ouachita*
Catahoula Tensas 
Concordia* Union
Franklin* Percent of Agents Partnering with Various Entities:
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WIC agencies

Faith-based organizations

Youth organizations

SNAP offices

Food pantries/food banks

Farmers markets
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Overview
USDA’s Food and Nutrition Service (FNS) has suggested using social 
marketing campaigns to broaden SNAP-Ed approaches to nutrition 
education. Core nutrition messages were designed by FNS and 
focus group tested with key target audiences. Several states have 
adapted these core messages for use in their SNAP-Ed social 
marketing campaigns. 

In 2014, the LSU AgCenter designed a social marketing campaign 
to reach SNAP-eligible respondents in 32 parishes across 
five regions in Louisiana. The campaign promoted increased 
consumption of fruits and vegetables, increased family meal time, 
and increased physical activity. The campaign included billboards, 
posters, banners, brochures, window clings, recipe cards, activity 
books, magazines, and nutrition education reinforcement items. 
Messages were launched in three phases over one year. 

Administrators within the LSU AgCenter relied on LSU extension 
agents and nutrition educators throughout the state to distribute 
campaign materials and provide nutrition education lessons 
through local networks. Extension agents and nutrition educators 
were asked to leverage existing relationships with schools, WIC 
agencies, and other government agencies and to build new 
relationships with local retailers and community organizations  
for the dissemination and display of campaign materials.

In 2015, the LSU AgCenter contracted with Altarum Institute,  
a nonprofit health and nutrition research and consulting firm, 
to evaluate their social marketing campaign. Findings from the 
evaluation helped to inform the campaign for future years. Altarum 
utilized process and outcome evaluations for this project. 

Objective
The objective of this evaluation was to assess the effectiveness 
of the LSU AgCenter social marketing campaign in reaching the 
intended audience during its first year of implementation. 

▲▲ More than one-third of respondents skipped or cut their own 
meals in the last 12 months while 10% skipped or cut their 
children’s meals because there was no money to buy food.

▲▲ Using the Stages of Change Model (Prochaska & DiClemente, 
1983), nearly two-thirds of respondents were preparing to  
make a change in their diet within the next month. Readiness  
to change appeared to be tied to interest in improving  
one’s health.

▲▲ A vast majority of extension agents thought the social 
marketing campaign materials were appropriate for and 
reaching the adult target audience.

▲▲ Reinforcement items, magazines, activity books, and recipe cards 
were rated as the most effective materials in getting the target 
audience to make healthy behavior changes.

Outcome Evaluation: 

▲▲ Majority of respondents were between 25-64 years of age, 
female, and had a high school education or less.

▲▲ After only one year of launching social marketing messages, half 
of all SNAP recipients surveyed were aware of the campaign.

▲▲ Awareness was highest among the key demographic of mothers 
with children. Female respondents were significantly more likely  
to have been exposed to a campaign message than males (55% 
and 39%, respectively).

▲▲ Repetition in messaging was evident, as almost half of 
respondents stated they saw each message three or more times  
on a billboard.

▲▲ 78% of respondents reported living a healthy lifestyle, yet nearly 
two-thirds said they want to live a healthier lifestyle. 

▲▲ While the majority of respondents were not eating the 
recommended number of servings of fruits and vegetables per 
day, more than 75% were seriously thinking about eating more 
fruits and vegetables in the next 6 months. Cost was the most 
common barrier to fruit and vegetable consumption. 

Findings
Process Evaluation:

▲▲ Extension agents were aware of the campaign and could recall 
the three key messages.

▲▲ The goals of the campaign were clear to those implementing the 
campaign at the local level and the campaign reinforced direct 
nutrition education efforts. 

▲▲ Nearly all local extension agents reported partnering with other 
organizations to implement the campaign with more than half 
working with schools. Local-level partners were reported to be 
generally supportive of the campaign and were an essential 
component to campaign success.

▲▲ Campaign materials were thoughtfully designed and utilized 
well by local parishes. 

Methodology
Data collection for the process evaluation was completed through 
a review of planning documents; a web survey of 25 LSU AgCenter 
extension agents, nutrition educators and regional coordinators;  
and key informant interviews of 5 LSU AgCenter administrators and 
12 extension agents.

For the outcome evaluation, a phone survey of 600 randomly-selected 
SNAP recipients in the 32 participating parishes was conducted.  
The phone survey sample group was stratified by the five LSU 
AgCenter regions. An existing social marketing questionnaire was 
adapted to measure the reach, impact and effectives of the social 
marketing campaign and collect information on respondents’ 
attitudes on health and nutrition behaviors. The phone survey had  
a respondent cooperation rate of 77.3% and a refusal rate of 10.2%. 

The data collected were weighted to adjust for nonresponses and  
to match the area profile based on the respondent’s age and gender. 
Confidence intervals were used to determine whether there were 
statistically significant differences between survey results when 
comparing by demographic characteristics of survey respondents.

Conclusion
▲▲ This evaluation indicates that a social marketing campaign using 
mass media and print materials can be successfully launched in 
a one year time period with sufficient planning. 

▲▲ The benefit of targeting low-income women with children with 
campaign messages is reinforced by survey findings. 

▲▲ Alternate approaches may need to be considered for reaching 
other audiences, particularly those that show little interest in 
improving health. 

▲▲ Coordinating mass media social marketing messages with 
locally disseminated print materials and direct nutrition 
education efforts shows promising results, which supports 
the continuation of this approach in future years and presents 
opportunities for further evaluation. 


