DIETARY

GUIDELINES
FOR AMERICANS

2015-2020
EIGHTH EDITION

AUDIENCE
RESEARCH:
Professionals and
the 2015-2020
Dietary Guidelines

Kellie Casavale, PhD, RD

Office of Disease Prevention
and Health Promotion

U.S. Department of Health and

{( USDA




Acknowledgement

Project Lead:

Amber Mosher, MPH, RD

Senior Fellow*

Office of Disease Prevention and Health Promotion
U.S. Department of Health and Human Services

*At the time this work was completed




Dietary Guidelines Communications Research
Target Audience

* Primary target audience for the Dietary
Guidelines Is professionals

« HHS and USDA defined several segments of the
target audience, including public health program
planners and point of care professionals



Dietary Guidelines Communications Research
Overview

e Formative research to

— Galin an understanding of the target audiences’
Information needs and characteristics

— Determine what messages, formats, and channels
resonate with segments of the target audiences

Research Objective
To develop messaging, products, and tools

that meet the needs of targeted audiences of
professionals who use the Dietary Guidelines



Methods: Formative Research

e Environmental scan

 Literature review

e Online exploratory surveys

e Focus groups

e In-depth interviews

* Audience descriptions and personas
 Message testing

* Website usability testing



Participants

* Federal staff

* Program planners and evaluators

* Point-of-care professionals

 Media and communications professionals
 Food and beverage industry representatives




Survey and Interviews: Cross-cutting Findings

« Professional audiences view the DGA as the go-
to, evidence based source for nutrition guidance

Key Topics and Priorities

e Dietary behavior change

* Link between nutrition and chronic disease

* Food-based guidelines and messages over
nutrient-based

« Key differences between 2010 DGA and the new
2015-2020 DGA




Survey and Interviews: Cross-cutting Findings

 Professional audiences wanted
— Online policy document that’s searchable

— Ability to view It across devices (e.g., desktop, laptop,
smartphone, tablet)

— Collateral materials, easy to share with professionals
and consumers
 Infographics, social-media messages
« Material to highlight “key takeaways”



Survey and Interviews: Cross-cutting Findings

* Professional audiences supported simple,
actionable consumer messages

— Favor “small steps” approach to consumer messaging

— Visual, attention-grabbing resources
* Recipes, videos, etc.

Findings used to develop methods

for additional audience research and
message development



Research: Identifying Professional Audiences

5 Segments of Professional Audiences
e Point-of-care

 Media and communications

* Federal staff

* Program planners and evaluators
 Food and beverage industry

Methods

« Literature of best practices for reaching target audiences
e Survey

* In-depth interviews



Research: Identifying Professional Audiences

Explore each segment to identify preferred
Information channels and formats, information
needs, perspectives on the Dietary Guidelines.

Results used to inform communications strategy
and messages for the Dietary Guidelines and its
Implementation.



General Findings: Point-of-care Providers

Description
* General practitioners (e.g., internists, nurses, etc.)
« Nutrition-specific practitioners

Reach consumers
e Direct one-on-one access

Need
e Quickly understand the DGA and what has changed
* Prepackaged, actionable guidance they can share

o Simple user-friendly tools that help consumers act on DGA
guidance (e.g., NFL, MyPlate)



General Findings:
Media and Communications Professionals

Description

e Traditional media- reporters for newspapers, magazines,
radio, and TV

* Newer media- citizen journalists, bloggers, and social network
managers

Reach consumers
 Web, print, TV, and radio

Need

* |nformation they can understand quickly

* |Interviews with nutrition expert

* Rapid responses to requests for information



General Findings: Federal Staff

Description

« National program managers, public health
advisors/analysts, researchers, policy makers

 Public relations staff, health educators

Reach consumers
 Messaging and programs that directly affect consumers

* Work with other federal, state, nonprofit, and industry
organizations that reach consumers



General Findings: Federal Staff

Need

 Roadmap

— Explains how the DGA will be implemented across agencies
— Follow-up that DGA is used as planned

 Training on how to adopt DGA policies

« Detalils on specific differences between the 2010 and
2015-2020 DGA to make updating policies easier

« Guidance that clearly connects DGA to other Federal
resources for nutrition information (e.g., MyPlate, DRIS)

« Efforts to promote DGA at scientific meetings and build
on existing collaborations



General Findings:
Program Planners and Evaluators

Description

« Program managers and planners, health educators, researchers,
public health advisors/analysts, and administrative staff

Reach consumers
« Direct messaging to consumers
« Qutreach to intermediaries that provide messages to consumers

Need

« Detalls about differences between 2010 and 2015-2020 DGA to
make updating policies/information easier

* Messages that can be tailored to their mission and audiences to
better align their messages



General Findings: Industry Representatives

Description

* Representatives from agriculture, manufacturing,
wholesale and distribution companies, sales, marketing,
and public relations

Reach consumers
« Supermarket shelves- foods and beverages sold

* Advertising that saturates media channels

— Impact on dietary habits and how people understand healthy
eating



General Findings: Industry Representatives

Need

e Clear guidance on changes from 2010 to 2015-2020
DGA to understand potential impact on business and
changes they may need to make

« Consumer guidance that stresses what people can eat
more of rather than what they need to limit/moderate,
focus on foods rather than nutrients

« Further collaboration with government- leveraging
existing partnerships and having government
representation to industry events



Summary

 Professionals audiences are critical to
successful implementation of the DGA

 Serve as ambassadors- reach millions of
consumers

« Range of settings- doctor’s offices, newsrooms,
boardrooms

* Need right information, right format, right time

Findings informed message strategy plan



Message Strategy and Testing

Purpose

« Tailored audience-specific messages
e Social media messages

« Companion/collateral materials

* To be appealing, clear, credible, and appropriate for
professionals

Concepts included...
* Healthy eating patterns
« Making small dietary shifts



Message Strategy and Testing

Methods
 Phone-based focus groups
* Phone-based in-depth interviews




Message Strategy and Testing

General Findings

« Participants reported that it’s important to build
trust in the Dietary Guidelines
— Long track record of the DGA
— Significant role in national programs/policies

— Nutrition science changes over time and DGA reflects
most current science

— Rooted in evidence



Message Strategy and Testing

General Findings

« Participants preferred messages that are framed
positively
— Negative messages unnecessary and distracting

« Participants liked messages that acknowledge

the role health professionals play In
Implementing and communicating the DGA



Message Strategy and Testing

General Findings

e Participants who promote/develop nutrition and
public health policy

— Messages with “supporting” and “empowering” resonated
most strongly

— Messages that reference health disparities and health
equity are appropriate for their work
« Participants who provide care or services directly to
consumers
— Liked messages that included specific recommendations in

the DGA or specific information on how to apply to their
work
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2015-2020 Dietary Guidelines

Policy document

e Avallable Iin three formats
1. Digital document (website)

2. PDF
1. Download to desktop or smart
device

2. Printable
3. Printed hard copy*

* Online, user-centered website
— Searchable
— Interactive graphics
— Printable

DIETARY
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EIGHTH EDITION

*Coming soon from GPO



2015-2020 Dietary Guidelines
Policy document (cont.

Figure 2-8.
Typical Versus Nutrient-Dense Foods and Beverages

Achieving a healthy eating pattern means shifting fypical food choices to more nutrient-dense
options—that is, foods with important nutrients that aren’t packed with extra calories or sodium.
Nutrient-dense foods and beverages are naturally lean or low in solid fats and have little or no
added solid fats, sugars. refined starches, or sodium.

View . View
<previous Chicken next >

%NT-ES?) herbs

Read text description of Fiqure 2-8 .




Dietary Guidelines.gov “Tools & Resources”
‘Additional Materials for Professionals

\]\\\ e Executive Summary*
11« Recommendations At-A-Glance*
e PowerPoint Presentation (with commentary)
"« Digital Press Kit
— Frequently Asked Questions
— Top 10 Things You Need to Know \

— Factsheets
— B-roll and graphics |

*Available in English and Spanish

|-



Dietary Guidelines.gov “Tools & Resources”
Additional Materials for Professionals

\I\ \\\ » Toolkit for professionals
2 — Example social media messages
— Static versions of interactive graphics

— Handouts
 For Professionals: Recommendations At-A-Glance
e For Professionals: Talk to Your Patients & Clients

{

About healthy Eating Patterns X
« Shift to Healthier Food & Beverage Choices

e Cut Down on Added Sugars |

* More to come...Saturated Fats, Sodium, etc.

« Eat Healthy Be Active Workshops- Updating,
English and Spanish i"'
~y USDA &
5 £ —=m



DIETARY

GUIDELINES For Professionals:
FOR AMERICANS = Recommendations

. 2015-2020  At-A-Glance
z | EIGHTH EDITION

Tha 1 5-2020 Dietary Guideiines provides the information you nasd o heép Americsns makes healthy food cholces. Besed on the curem
body of Rutretion stlencs, the Dietary Guidines 15 2 go-io resowse for policymakers, pubisc hesh prolassionals, and other spers
WITINg 0 IMEAoVE [he heaith of Indituss. tamises, 2nd commnilies scross e nation

Tha corrent edition |5 Structured arsund & overarching Guicelnes. This ovenview gives busy professionsis the essentlals—a nndown ol
each Guldeline along with supporling Key Recommendstions—in haly you appey the Guldeanss b pracice.

|

Guideline 1. Follow a Healthy Eating Pattern Across the Lifespan.

The 25201 Distary Guidiings emphasims the iImporiance of oversd healliy Bsting patterns. Theyrs Importan! becaiuss peapie o
N1 &5 1005 306 NUTENLS I 150300 What really Eatbers is the iy pRcIare—now 3 Persn’s 0d and heverags choles agg. .
R OvEr thelr Bves. o

e
g ot Key Concepl:
._E_"-;';'J Eating pattern. The combination of ail the fioods anid wverages 3 person gars and drinks over Hme

Exfing pattenss have 3 significant impyct on hestth. Dt 1= one of the most powssiul oo we have io recucs the orset of disess
Hpzithy ealing patiams £an holp prevent obesilty, hasrt diseass, hgh biood pressure, 3nd Type 2 diabetes Currantly, abogt hall of 5
Americen WullE have one or mene of these dist-relaled demonkc #Eeases.

Healtiry eating patiems 3re sdsptabie. When peosis f09ow 1 heaitty e3tng pattem, they
£an ncorporate many of the foods they enjoy. Kealtny e3ting palfems can work 1o e,
SCoommods g The traditions, culfre, and busget.

Guideline 2. Focus on Variety, Nutrient Density, There arm masy paths i
2 healihy eaimg patierm.

& Amount. Ther Dielory Caldefmes
providis exampios of

The Diatary Fuideines gives ciear recommendations abaut how to follow a healthy exting 1 nating pattems — tha

patiem Ey definifios, healiny eating patiems reed to Hzalthy L5 Style, Bealtiy
MedRermanean Sy,

= Stey within apopriate calore [imits for 2 persan's o8, s=x, and acily lovel and Hoalihy Vegetarian

» Mt pulritiona needs Eo et

= B pchievabie and mainiainabie in e long-Em

IS 30 Talary Gudeings lor Americees — For Pralassiomls: Rscommandahines AL-A-GEnce — Page 1




ﬁl&1 Doy For Professionals: _
_ =g waens  Talk to Your Patients & Clients
LT somamen  About Healthy Eating Patterns

Az a health care provider, you know thet helping your patisnts or clients meka haabthier food choices is

essential. Written for health professionals like you, the X0 15- 200 Distarny Guidelines for Americans

migkes your job easier—with clear, evidence-based nutrition guidence you can trust.

The X015 0N Dietary Guidelines focuses on overall eating patterns—and how making healthy

choices over fima can have lasting heslth benefits. This quide can help you share the recommendations
from the 2005-2020 Dietary Guidelines with your patients or cliants. Help inspire them to adopt healthier
eating pattarns.

Get the Conversation Started

When teling abowt healthy eating end the heilary Gwidelines, keap the conversetion positive end encouraging.
Try thasa friendly conwersation startars.

What's your family's favorite dinner?

JE“E}'- Miagt your patients ar clients whers they are. Onca you have an idea how they're

% gating now, you can make suggastions for shifts end substitutions recommended in
the (¥ etary O uidslines—weys to edapt ther favoriie dishas to meka them heslthiar

Whi does the grocery shopping in your home? Who cooks?
a'_fgj[- Find put what they're buying =nd how much they'ra cooking. You might be abia to
maka suggestions Tor nesw foods 1o try, or gosls for cooking at homa maore aftan.

What are soms of your family’s favorite feod routines & tredifons?
ey Are patiants or clients sharing family maals aach night ar eating separately?
¥ Talk ehout hotw healthy eating pattarns ers sdaptabla to any treditions

or customs.

When you're thirsty, what kind of drink do you reach for?
%}_ Almost 50% of added sugars in the Amarican diat comes from sodas,
fuit drink= mnd nther curratarad Brusranees Sen if vl ran sterr




MR LS Shift to Healthier Food
L,

2015200 | & Beverage Choices

Here's some good news: Eating healthier doesn™t mean you have to give up &l the foods you kove.
It doasn"t hawve to be confusing or complicated either. The 20152020 Distary Guidelines has a better
approech—make small shifts in the foods you est. Here's how to do it

What Are Healthy Shifts?
It's simpla. When you can, swap out a food or ingredient for & healthier option. For example, you could:
] -
L R
Shik from whole milk to low-fat Shift from Ilh'l'd'_i'ﬂ'lﬂﬂl-i Shift from a cream-based pasta
milk inm your braakfast ceraal sugars to water during lunch dizh to one with a lighter sauce

&nd more vegetables for dinnar

How Will Making Shifts Help?

= Healthy aating pattams can help prewant cheonic diseases lika obesity, heert diseasa, high blood prassure,
and Type 2 disbetes.
= Ehifting to healthier choicas doesn’t mean you have to change yaur

whale esting petiesn. Shifts can be sasiar to stick with over time—
u'me just making =mall changas to the w u're aimaady esting.
rikec ; i gl % . About half of all American
adulis have one or more
chronic diseases—and

] they're often related to
Make Shifts Throughout the Day o G iadaion om0 |
You have a chance to make 3 haslthier choica whenever you- f*“‘ e
= [pan your fridge for 3 snack » Pack a lunch :%W @

= Shop in the grocesy siore ® Look &t & manu in & restaurant



EE% s CUt Down on
iRy sz

Added Sugars

Learm how o limit calories from added sugers—and still snjoy the foods and drinks that you love.
Choosing a healthy eating pattern low in sdded sugers can have imporiant haalth benefits.

The 2015 04 Dietary Guidelines for Amencens racommends limiting celories from added sugers to no
miore then 10% esch dey. That's 200 calories, or about 12 teaspoons, for a 2,000 celone diet

What Are Added Sugars?

Jus=t like it =ounds, added sugars aren't in foodz naturally—:hay'ra addad.
Thay inciuda:

= Zugers and syrups that food manufaciurers add to products like sodas,
yogurt, candies, careals, end conkias

= Zugar you add yoursali—like the teaspoon of sugar i your coffes

The average American
pets 270 calories of
added sugars each day.
That's about

17 teaspoons of sugar!

C—

‘Zome foods hava sugar nafurally—Iike fruits, vegatables, and mil The sugers in thasa foods ara not addad swugars.

What's the Problem with Added Sugars?

Esting ard drinking too many foods and bavaragas with addad sugars mekas
it difficult fo achiave & haalthy esting pettem without taking in too many
calorias. Added sugars confribute calorias, but no essential nutriants.

What Foods Have Added Sugars?

Lots of tham. Some inclede

& Hagular sodes, enargy drinks,
and sports drinks

& Candy

= Fruit drinks, such a= fruitedes
eind fruit punch

#= [Cgias, coakies, and brownies
# Pigs and cobblems

How Can | Cut Down on Added Sugars?

Almost half of the
added sugars in

our diets come from
drinks—like sodas,
fruit drinks, and other
sweetened beverages,

= Sweet rofls, pastries,
and daughrats

= [leiry de=saris, such as
iCE CTEam

USDA

*-!-

&
:
%
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Additional Resources:

Health.gov
ChooseMyPlate.gov




