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2014 Eating Heart Healthy Pilot: Boston

YouTube Video Link

Program Partners

“Eating Heart Healthy” is a 4-week, 90 minutes per week, 
interactive cooking and nutrition program for women ages 
35-50 at risk of heart disease. This is a collaborative effort 
between Seafood Nutrition Partnership, Brigham & 
Women’s Hospital, and Roxbury Tenants of Harvard. We 
are working with women from the Roxbury Tenants of 
Harvard community to reduce cardiovascular disease 
(CVD) risks through an interactive cooking and nutrition 
program to increase awareness of a heart healthy diet 
and build skills to incorporate healthy fats and nutrient 
dense foods into daily meals.   

https://youtu.be/xVG9Y3e0rtM
https://youtu.be/xVG9Y3e0rtM


Omega-3 Findings: EHH Pilot – Boston
• Behavior change is possible with nutrition information, cooking demonstrations, recipes, monthly 

eNewsletters, weekly text messages.
• Omega-3 improvements can be seen within 4 months of eating seafood twice a week.
• 92% of the June program participants increased their omega-3 levels after eating seafood twice a 

week for four months, and 80% maintained an increase in their omega-3 levels after 1 year.
• Participants in Quadrant IV went from 33% to 60% after 1 year.



2014 Target Market Pilot – IND & MEM
Behavior Change Research



Research Findings: 
Greater Consideration of Seafood 

• Women think about eating seafood, crave seafood, 
and want to eat it more. In fact, several of them 
were perplexed when they reflected back on the 
fact that they did not eat it as much as they 
could.

• Seafood is special, fun, something they eat in 
celebration or when treating themselves.

• Barriers are similar to other health foods, with one 
exception: women want to eat seafood more.

• Cost, knowledge of what to prepare and where to 
buy, and taste expectations get in the way of the 
purchase.



Research Findings: 
Motivation to Consume (Not Seafood Specific)

• Findings: Women are motivated 
by foods that provide energy, 
good feelings, and that help a 
certain part of their body.

• Implication: The larger appeal is 
to positive statements that show 
what the healthy food gives the 
person (gives you energy, good 
for your heart) vs. the food 
properties (high in protein, 
lowers blood pressure).



Message Framework: Emotional Appeal



New Online Resources: 
Recipes, Videos, Nutrition Programs

www.SeafoodNutrition.org/recipes.html www.SeafoodNutrition.org/programs.html

http://www.seafoodnutrition.org/recipes.html
http://www.seafoodnutrition.org/programs.html


Downloadable Resources To Share

www.SeafoodNutrition.org/Resources.html

http://www.seafoodnutrition.org/Resources.html


Engage with Registered Dietitians

546 attendees 
visited the SNP 
booth and 98% 
found SNP 
resources to be 
very helpful for 
their practice. 



SNP Target Markets
Active
• Birmingham AL
• Brunswick GA
• Charleston WV
• Indianapolis, IN
• Jacksonville FL
• Memphis TN
• Oklahoma City OK



Sample Target Market Outreach: IND
Detlef Schrempf, SNP Board 
Member; Linda Cornish, SNP 
President, and Melissa Hehmann 
Meijer RD were featured on Fox59, 
SNP held a cooking demo at Meijer 
and shared salmon cakes and fish oil 
samples, Detlef Schrempf signed 
autographs at
A Pacers game for every Healthy 
Heart Pledge. 



Sample Target Market Outreach: MEM

Seafood Restaurant Week,
Detlef Schrempf, SNP Board Member, met with 
Congressman Cohen & leaders at a luncheon.



Sample Target Market Outreach: OKC

The SNP OKC Team kicked-off fall activation with a Seafood Soiree hosted 
by SNP Coalition Leader Mary Blankenship Pointer. Detlef Schrempf 
visited Oklahoma City and shared seafood nutrition messages at The 
Thunder game and with media. Our OKC team had a collaboration with the 
Regional Food Bank of Oklahoma to provide a can of seafood for every 
Healthy Heart Pledge secured.



Results & Indicators
2015 2016 2017 YTD

Outreach Impressions 250 million 310 million 62 million
Healthy Heart Pledges 
(cumulative)

2,818 25,000 38,136

Per Capita Seafood 
Consumption (NOAA)

15.5 pounds
Up 6.1% from 2014

TBD
Available Fall 2017

TBD

2017 impact surveys show that:
• In the past year, 1 in 3 Americans 

intentionally added more seafood to their 
diets to eat healthier. 

• For those that took the Healthy Heart Pledge: 
almost 60% eat seafood twice per week and 
over 35% take omega-3 supplements 
regularly.

http://www.seafoodnutrition.org/healthy-heart-pledge.html


Support SNP Public Health Campaign

• Join the SNP campaign
• Amplify Social Media Messages: 

Facebook; Instagram; Pinterest; 
Twitter

• Take the Healthy Heart Pledge
• Utilize SNP Education Resources
• Donate to Phase 2 (2018-2020) Public 

Health Education Campaign. NEW: SNP Kids Recipe Video

https://www.facebook.com/SeafoodNutrition/
https://www.instagram.com/seafoodnutritionpartnership/
https://www.pinterest.com/seafood4health/
https://twitter.com/Seafood4Health
http://www.seafoodnutrition.org/healthy-heart-pledge.html
https://youtu.be/D_M4zg3cWyc
https://youtu.be/D_M4zg3cWyc
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