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Components: Campaign Reach:
Where is the campaign implemented?

The campaign has multiple communication channels including

the website; social media; media buys (digital and grocery hiig2cioRoodih Clolinctegon=ByiieNUmbens L .

focused); and educators delivering specified monthly messages q zno 000 the number of people who The Food Hero campaign is infused across all levels of school programming,
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comprehensively in targeted communities. N N oo meda o including cafeteria, food service, classroom, afterschool, parent, positive

behavioral support, and celebrations. Food Hero is also utilized with Head
I 003 Iql Start, food pantries, and evidence-based adult and family classes.
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Theory and formative research
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FOOD HERO

USDA Approved:

The goal of Food Hero is to
increase fruit and vegetable
intake, and achieve this in part

Food Hero has been approved for use

by promoting recipes that among SNAP-Ed programs nationwide for R,CS'C'II'Cll ]3 'lCl(eCl
include healthy foods from all the last three years, per its inclusion in the DC ¢ Fallyinecsurey |
food groups. USDA list of approved education materials. 311(1 lTeste d: ”“;m“"‘"m

3 Do you astmoee than ae kine of fruit 2ach day?

The campaign is continuall e
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Food Hero hags llowed SNAI; ) ‘ Experience and Evaluation. Journal of Nutrition e T
Educators to have a Education and Behavior, Volume 49(1), Pages 79- R
community-based approach The kit was designed to adapt to different 82, | —
that influences preschoolers communities, support educators in * Tobey, LN, et al. (2016). Reaching Low-Income S T e

implementation, change behaviors, and Mothers to Improve Family Fruit and Vegetable
address policies, systems, and Intake: Food Hero Social Marketing Campaign—
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new programming. components is research informed.




