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Getting Women to “See Red”:
The Heart Truth Campaign
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Campaign Develdpment INn Brief

Launched: September 2002
Objective: Increase awareness

Audience: Women ages 40-60; health
professionals

Key strategies: Building broad awareness;
creating a connection; partnerships; spotlight
events

Target audience research: Leverage
women’s interest in their outward appearance

to focus on what'’s inside (heart); strong
wake up call; put a face on heart disease



National public service
advertising and media
relations to build broad
awareness

Television, radio, and
print PSAs

Airport diorama
DC Metro Ad
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Creating a Connection—Creative
Centerpiece:. the Red Dress

The national

symbol for HYOUTTE &
women and heart Sl DSEEEe
disease

awareness

“Heart disease
doesn’t care what
you wear—it’s the
#1 killer of
women.
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Creating a Connection—Disseminating
Materials to Inform and Educate Women
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Creating a Connection—First Lady Laura
Bush as The Heart Truth’s Ambassador




L Y

3E IS THE #1 KILLER OF WOMEN

Connecting to Women Through
Fashion

Mannequins Courtesy of Rootstein Mannequins, www.rootstein.com. Red Dresses Photogrophed by Thomas Card for The Heart Truth.
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Building Partnerships to Reach Women

Non-profit/women’s organizations
Media

Corporate

Government

Health professionals’ organizations
Community
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The Power of Partnefships IN Reaching
Women

Women'’s Health

American Heart
Assoclation

WomenHeart: the
National Coalition
for Women with
Heart Disease
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REALSIMPLE

How to save $5,000 this year: |
17 fast, easy strategies

SOUTH BEACH
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Last April, we asked readers to spread the love by

P + telling us what inspired them to become heart healthy,
< BC-"HOQ and how the experience changed their life and the lives
the ¢mart cnac,&:. of the ones thay love = thair Circle of Healthy Hearts
choice becavie...

GLAMOUR READER AND CONTEST WINNER,
TERESA LUTKA-FEDOR, M.D., PITTSBURGH, PA

#1 One serving
of pistachios

contains 99 nots.

# Pistachios are low in
saturated fat

DA "Scientific evidence
suggests but does not prove
that eating L5 oz. per
dag of most nots, such |
as pistachios, as part of %
& diet low in saturated fat

Revlon Cosmetics
Our entire selection.

Toll us what inspired you to become heart healthy. If we
choase your story, you could win a makeover and be

featured in an upcoming issue of Glamour, in a special
advertising section sponsored by Borry Burst Cheorios®

Elizabeth & chalesteral, may redoee
Arden Ihv risk of heart disease”
Fragrances

Selected

SCents. For our free brockure

5 o0 2 0z

"Be Good to Your Heart”

: dlh_\d.\l. is the
Her of women.

Show your support for women's heart health
with a Red Dress Pin, the national symbal for

women and heart disease awareness. Simply
No matter how purchase one T1-0z. or 28.5-0z. box of Berry {
Y 5492 Burst Cheerios, cut out the UPC code and send
great you look.on thie 3 it to Glamaur to receive this beautitul pin—FREE!
outside, heart discase 1 1 1
can strike on the inside. And being a woman won't 3

protect you. Establishing healthy habits can help
saleguard your heart he alth. The Red Dressis a red
alert 1o take heart disease seriously. Talk to your
doctor and get answers that may save your life
The Heart Truth is, it's best 1o me your risks
and take action now. truth.goy

For more information ¢ r \||w.|~.|‘
log on to www. SavonHear k.com

e

Join in the batle CH19#
disease. Purchase abeth
Arden or Revlon Products and GPabahandf‘Uﬂ
receive your Red Dress Pin.
Show vour support fnl
hm: Truth cam

ul!.“ e,

warw. pistachios.ong




vheart Ko

TRUTH

DISEAJE 15 THE #1 HLLEF‘ DF WOMEN

Government Partners

DHHS Office on Women’s
Health

DHHS Regional Offices
State support

Oklahoma \ L
® ovapomaciey Y DHHS Regional Event at Mall

of America--Minneapolis

2 72048
DaAR SH Lo

NEBRASKA

The Heart Truth Nebraska, Oklahoma
and Mississippi
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Health Professionals Partners ¢ pReSemes

sNational Black Nurses
Association

*American College of
Cardiology

sAssoclation of Black
Cardiologists

sPreventive Cardiovascular
Nurses Association
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Community Partnerships—Getting the
Word Out to Women at the Local Level

The Heart Truth
Single City Stop
Program
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Red Dress Sunday,

Kansas City

San Francisco
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Celebrating American Heart Month at
the White House—February 2, 2004
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The Heart Truth
Red Dress Collection 2004




The Heart Truth Roa
Five Cities

Philadelphia

Chicago

San Diego

Dallas

Miami
Screened — 4,000
Foot traffic — 86,000

3,501,000 advertising
Impressions

31,296,000 media impressions
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Assessing Effectiveness

Over 600,000 Heart Truth campaign
materials disseminated by NHLBI,
Including 200,000 Red Dress pins

Uncounted number of materials and
pins distributed by partners

Over 234,760,000 media impressions
In January and February 2004

28 Single City Programs to date

Unsolicited corporate interest and
support

17 awards
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Making an Impact?

AHA National Awareness Survey
1997 — 30% aware heart disease Is #1 killer

2000 — 34%
2003 — 46%

Knowledge gap remains — especially in women
younger than 45, Hispanic, and African American
women

“Disconnect” remains — only 13% say heart
disease Is their own greatest health risk
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Nurturing a Movement

Could red be the new pink? (Associated Press,
Feb. 6, 2004)

“The National Heart, Lung, and Blood Institute is
busy raising awareness through The Heart Truth,
a nationwide campaign complete with a little pin
shaped as a red dress, the new symbol of heart
disease in women.” (Newsweek, May 10, 2004)
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Remember the Heart Truth.
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