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Household Food Security



Food Insecurity in the U.S. 

� 17.2 million households with 
low food security in 2010

� Higher rates among households:

� near or below the Federal 
poverty line

� with single parents

� identifying as black or 
Hispanic

� in large cities



Nutrition Assistance Programs



Use of Nutrition Assistance Programs

� Underutilization of resources.

� 1 in 3 people who are eligible for SNAP do not receive 
the benefit.

� Nearly half of the children who are eligible for free 
and reduced price breakfast do not participate. 

� Efforts are needed to:

� Improve access

� Increase awareness and participation

� Build capacity



Social Marketing

� Social marketing: application of commercial 
marketing strategies to develop, implement, and 
evaluate health promotion programs

� Social marketing offers a promising technique for 
enhancing public awareness and use of nutrition 
assistance programs

� Social marketing represents a powerful tool for 
engaging both the recipients and advocates of 
social or political change



Examples of Social Marketing

� CDC VERB Campaign

� Improve adolescents’ knowledge, attitudes and beliefs 
about physical activity; increase opportunities and 
support for physical activity.

� Fruits and Veggies: More Matters (formally 

5-A-Day)

� Increase consumption of fruits and vegetables



Social Marketing Process

Evaluate program impact; refine 
program.

Identify target audiences; develop 
communication plans and objectives; needs 
assessment; develop evaluation plans. 

Develop/evaluate messages; pre-testing of 
marketing strategies.  

Distribute/promote programs; 
evaluate exposure, processes, and 
outcomes



Application of Social Marketing to Nutrition 
Assistance Programs



Planning and Strategy Development



Developing and Pretesting Materials



Implementing the Program



Assessing Effectiveness and Making 
Refinements 



Priorities for Future Research



Conclusions

� Despite recent economic hardship in the U.S., 
nutrition assistance programs remain underutilize.

� Efforts are needed to improve access, bolster 
program capacity, raise awareness and increase 
participation in nutrition assistance programs 

� Social marketing can potentially be an effective 
means to plan and evaluate public health efforts 
to raise awareness of and participation in nutrition 
assistance programs 
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