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Active Texas 2030

• Public health planning is central to improving population health
• Began in 2008 with birth of Active Texas 2020 – Texas Governor’s Council on Physical Fitness
• Predated US National Physical Activity Plan
• Texas and West Virginia remain only two states with stand-alone physical activity plans.

• Need to update the Texas plan for the future
• Need to bring into alignment with sector-based approach of the National Physical Activity Plan
• Need to include ideas and opinions from stakeholders – All Health is Local



• Military 
• Media and Communications
• Public Health
• Education
• Healthcare
• Sport
• Business and Industry
• Faith-Based Settings
• Community Recreation, Fitness and Parks
• Transportation, Land Use and Community Design
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Active Texas 2030 Summer Webinar Series

• How can state and local public health people work in this 
space?

• What is the lowest hanging fruit?
• What additional support would help speed up the strategies?
• How does this sector fit into a state physical activity plan 

(Active Texas 2030)?
• What can community leaders do to include these strategies 

and tactics at the state and local level?
• Among participants - do you have any examples of barriers or 

enablers to achieving some of these strategies and tactics?

ActiveTexas2030@uth.tmc.edu



The National Physical Activity Plan: 
Media and Communications Sector
KATE OLSCAMP, MPH, CHES, PMP



Media and Communications 
Subcommittee

Elroy Aguiar, UNIVERSITY OF ALABAMA

Mary Gillis, INDIANAPOLIS, IN WISH-TV NEWS 8

Macey Levan, JOHNS HOPKINS UNIVERSITY

Jay Maddock, TEXAS A&M

Emily Mailey, KANSAS STATE UNIVERSITY

Brooke McKeever, UNIVERSITY OF SOUTH CAROLINA

Kate Olscamp, U.S. DEPARTMENT OF HEALTH AND HUMAN SERVICES

Wei Peng, MICHIGAN STATE UNIVERSITY

Michelle Segar, UNIVERSITY OF MICHIGAN

Gretchen Reynolds, NEW YORK TIMES



2010
•First edition of National Physical Activity Plan is published

•Media Landscape:
• iPhone is 3 years old (but only available to AT&T users)

• ~45,000,000 weekday newspaper subscribers

• ~105 million U.S. TV households were paid-TV subscribers (90% of TV homes)

• 46% of adults use at least one social networking site



Social Marketing Campaign

2002 – 2006

Audiences:
◦ Tweens (aged 9-13)

◦ Parents (specially mothers aged 29-46), teachers, youth program leaders

Goal: Increase and maintain physical activity levels ahead of teenage years

How: Paid advertisements on top media channels for youth (e.g., Nickelodeon, 
Cartoon Network, Teen People, Seventeen), community activities, school 
outreach, grassroots marketing, contests and sweepstakes



2022
•Modern Media Landscape 
• ~24,000,000 weekday newspaper subscribers

• ~67 million paid cable and traditional TV subscribers

• 3.96 billion total social media users across all platforms
• The average person bounces between seven different social networks per month

• 95 minutes per day is average amount of time adults use social media across all platforms

•The future…. the metaverse?



Sector Evolution

Mass Media

Media and 
Communications



Media and Communications Sector
•Media and communications campaigns are designed to increase awareness and/or knowledge, influence 
attitudes and beliefs, and eventually result in behavior change

•Used to influence health behaviors at the community, state, and national level

•Stand-alone interventions or as part of broader multicomponent interventions

•Allow stakeholders to reach key opinion leaders and policy makers to help them make informed decisions 
as they shape our environments and develop new policies

•Continued research into successful framing and messaging strategies that can help change the public’s 
knowledge, attitudes, and beliefs about physical activity is needed

•Successful implementation of these strategies and tactics has the potential to become a powerful and 
promising avenue to inform, educate, and motivate the U.S. population to be active



Health Communication
•Health communications is…

The study and use of communication strategies to inform and influence decisions that enhance 
health.
• Understanding the underlying health issue/behavior

• Understanding your audience

• Using theory at each phase of the communications process

• Using research to develop messages, test materials, and access impact

• Delivering messages to intended audiences using various channels

•Health communication involves education, advocacy, and risk/crisis/outbreak communication

https://publichealth.tulane.edu/blog/health-communication-effective-strategies/

https://publichealth.tulane.edu/blog/health-communication-effective-strategies/


Health Literacy
•Personal health literacy is the degree to which individuals have the ability to find, understand, 
and use information and services to inform health-related decisions and actions for themselves 
and others.

•Organizational health literacy is the degree to which organizations equitably enable individuals 
to find, understand, and use information and services to inform health-related decisions and 
actions for themselves and others.

https://health.gov/healthypeople/priority-areas/health-literacy-healthy-people-2030/history-health-literacy-definitions

https://health.gov/healthypeople/priority-areas/health-literacy-healthy-people-2030/history-health-literacy-definitions


Media and Communication Strategies
STRATEGY 1
Government health agencies, in collaboration with non-profit and private sector organizations should use a 
unified physical activity brand and launch/promote a physical activity campaign across the country to 
educate individuals about effective behavioral strategies for increasing physical activity. (MC-1)

STRATEGY 2
Professionals in physical activity and public health should work with media professionals to reframe physical 
activity and inform the public about effective strategies for increasing physical activity at the individual and 
community levels. (MC-2)

STRATEGY 3
Professionals in physical activity and public health should collaborate with social media platforms and 
technology companies to optimize application of social media and innovative technologies to promote 
physical activity. (MC-3)



Tactics within Strategy 1
STRATEGY 1
Government health agencies, in collaboration with non-profit and private sector organizations 
should use a unified physical activity brand and launch/promote a physical activity campaign 
across the country to educate individuals about effective behavioral strategies for increasing 
physical activity. (MC-1)

TACTICS:
•Expand application of Move Your Way®, the national physical activity campaign associated with 
the Physical Activity Guidelines for Americans, to support individuals in being regularly physically 
active. (MC-1.1)
•In collaboration with communications experts, identify and test evidence-based messages and 
campaign strategies grounded in theory to influence population physical activity levels across 
sectors. (MC-1.2)
•Disseminate evidence-based messages and campaign strategies through collaboration across 
sectors. (MC-1.3)



The Move Your Way® Campaign

https://health.gov/our-work/nutrition-physical-activity/move-your-way-community-resources

https://health.gov/our-work/nutrition-physical-activity/move-your-way-community-resources


Tactics within Strategy 2
STRATEGY 2

Professionals in physical activity and public health should work with media professionals to reframe physical activity and 

inform the public about effective strategies for increasing physical activity at the individual and community levels. (MC-2)

TACTICS:

•Create an open dialogue with media professionals to communicate the broad effects of physical activity on physical and 

mental health. (MC-2.1)

•Collaborate with media professionals to reframe the public’s understanding of physical activity, including the immediate 

benefits of physical activity and the benefits of modest increases in physical activity. 

• Increase awareness of sector-based strategies included in the National Physical Activity Plan to broaden the public’s 

understanding of factors that influence physical activity. (MC – 2.3)

•Encourage widespread participation and engagement in CDC’s Active People Healthy NationSM initiative to promote the 

implementation of evidence-based strategies to increase physical activity across sectors and settings. (MC-2.4)

•Design materials to inform media professionals about effective strategies for increasing physical activity at the individual 

and community levels. (MM-2.5)



Collaboration with Frameworks Institute
•The Frameworks Institute…
• applies social science methods to study how people understand 

social issues—and how best to frame them

• helps shape effective communications

• applies rigorous social science methods to study how people 
understand social issues

• develops evidence-based techniques to explain issues more 
effectively



Collaboration with Frameworks Institute



https://www.frameworksinstitute.org/wp-content/uploads/2020/09/NPAPA-Physical-Activity-Report.pdf

https://www.frameworksinstitute.org/wp-content/uploads/2020/09/NPAPA-Physical-Activity-Report.pdf








https://www.frameworksinstitute.org/wp-content/uploads/2020/09/NPAPA-Strategic-Brief.pdf

https://www.frameworksinstitute.org/wp-content/uploads/2020/09/NPAPA-Strategic-Brief.pdf




Active People, Healthy Nation
•National initiative led by CDC

•Goal: To get 27 million Americans become 
more physically active by 2027

•Encourages communities to implement 
evidence-based strategies to increase 
physical activity across sectors and settings.

•Focuses on providing equitable and 
inclusive access to safe places for physical 
active is foundational to each strategy.

•Emphasizes that everyone has a role to 
play – individuals, organizations, and 
community champions

https://www.cdc.gov/physicalactivity/activepeoplehealthynation/index.html

https://www.cdc.gov/physicalactivity/activepeoplehealthynation/index.html


Tactics within Strategy 3
STRATEGY 3

Professionals in physical activity and public health should collaborate with social media platforms and 

technology companies to optimize application of social media and innovative technologies to promote 

physical activity. (MC-3)

TACTICS:

•Support public health agencies and key stakeholders at all levels in incorporating sustained social media 

techniques in physical activity promotion programs. (MC-3.1) 

•Collaborate with social media platforms in targeting dissemination of physical activity messages to 

population sub-groups. (MC-3.2) 

•Support public health agencies and key stakeholders at all levels in applying evidence-based technologies 

(e.g., biometry, active video games) in physical activity promotion programs. (MC-3.3)

•Partner with technology companies in the design and evaluation of physical activity promotion strategies, 

including mobile health and social media interventions. (MC-3.4)  



New Technologies and Media



Social Ecological Model
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Communication in Other Sectors
Business and Industry:

•Develop a communication strategy to inform relevant constituents about these cross sectoral partnerships to promote 
physical activity within the workplace setting. (BI-2.2)

Faith-based:

•“Faith-based organizations have unique social systems, environments and physical structures (e.g., fellowship halls), 
communication channels, policies and practices, and often, health-related goals and supports (i.e., health ministries), which 
make them particularly conducive to promoting physical activity.”

• Identify existing messages and materials that effectively address the beneficial effects of physical activity programs on faith-
based organizations’ finances, membership, and member health and spirituality. (FB-4.1)

•Support the development of messages from all religions and denominations that demonstrate how scripture and religious 
law can support and encourage engagement in physical activity and other positive health behaviors. (FB-4.2)

•Partner with faith-based organizations to boost awareness and use of physical activity best practices among faith 
communities. (FB-5.4)



Communication in Other Sectors
Healthcare

•“Key to those efforts is expanded the education of learners (e.g., medical students and 
residents) and practicing clinicians. Educating and including advanced practice clinicians and 
allied health professionals (e.g., physical therapists, dietitians, pharmacists) is crucial as we seek 
to deliver a consistent, coherent, and comprehensive physical activity message to patients.” 

Public Health

•Tailor policy messages for diverse audiences and settings. Identify and engage underserved 
populations. Target policy messages for each population, segment, and setting. (PH-3.12) 

•Create a long- and short-term communication schedule for advocacy (3H-3.13)



Communication in Other Sectors
Sport
•Build support for development of a national policy on sport by increasing awareness of the 
importance of such a policy among key stakeholders. (S-1.1)

•Increase awareness about the need for parents and caregivers (and others who can properly 
advocate for children other than their own) to encourage sport sampling, where youth play multiple 
sports throughout the year, including formal (sports leagues) and informal (pick-up games) sports to 
ensure increased levels of physical activity. Allow youth to self-select their sport(s) of choice as they 
get older and have experienced a variety of sports. (S-7.4)

•Encourage communication between medical professionals and coaches to ensure safe outcomes 
during play. (S-7.6)

Transportation, Land Use, and Community Design
•Adjust physical activity outreach, promotion, and messages appropriately for various target 
audiences; do not focus solely on “exercise” promotion. (TLC-5.9)



Health Communication Resources

https://nccd.cdc.gov/schmc

https://nccd.cdc.gov/schmc


Health Communication Resources

https://www.cdc.gov/healthcommunication/Health_Equity.html

https://www.cdc.gov/healthcommunication/Health_Equity.html


Health Communication Resources

https://www.cdc.gov/healthcommunication/sciencedigest/

https://www.cdc.gov/healthcommunication/sciencedigest/


Health Communication Resources

https://www.cdc.gov/nceh/clearwriting/docs/health-comm-playbook-508.pdf

https://www.cdc.gov/nceh/clearwriting/docs/health-comm-playbook-508.pdf


Health Communication Resources

https://www.cdc.gov/healthcommunication/toolstemplates.html

https://www.cdc.gov/healthcommunication/toolstemplates.html


Austin Public Health 
Summer 2022 Physical Activity Promotion



Thank you!
KATE OLSCAMP, MPH, CHES,  PMP

KATE.OLSCAMP@HHS.GOV | KATE.OLSCAMP@GMAIL.COM| 
OLSCAMPK@GWU.EDU
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