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APPLICATION:  
CAMPAIGN WITH THE MOST IMPACTFUL OUTCOMES 

 

CONTACT INFORMATION 

Jurisdiction Name County of San Diego 

Contact Name Dale Fleming 

Contact Title Director of Health and Human Services Agency Office of Strategy and 
Innovation 

Contact E-Mail Address dale.fleming@sdcounty.ca.gov 

Contact Phone Number 619-515-6574 

Alternate Contact Kathryn Rogers 

Alternate Contact 
Phone Number 

619-338-2866 

Jurisdiction size (Please check one): 
X     Large (Population exceeds 700,000) 
� Medium (Population less than 700,000; more than 200,000) 
� Small (Population less than 200,000; more than 50,000) 
� Very Small (Population less than 50,000) 

 
 

ABOUT THE COMMUNICATIONS CAMPAIGN 

Name Of Communications Campaign Love Your Heart 

Brief Campaign Overview  
(200 Words Or Less) 

Love Your Heart is an annual, one-day event 
during which the County of San Diego and its 
partners provide free blood pressure 
screenings to the public at select sites 
throughout the San Diego region. The goal of 
Love Your Heart is to activate people to “know 
their numbers” and take charge of their own 
heart health. An effort that started with the 
County in 2011, the event has since grown to 
include a broad group of partners in every 
sector including healthcare, libraries, the fire 
community, universities and schools, city 

Public Health Communications Awards 
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government, non-profits, and businesses. This 
truly unique event is a centerpiece of the 
County’s vision, Live Well San Diego, for a 
region that is Building Better Health, Living 
Safely, and Thriving through the collective efforts 
of the entire community. 

Campaign Start Date January 1, 2016 

Campaign End Date  February 11, 2016 

 
 

CAMPAIGN PLANNING AND IMPLEMENTATION 

What is the purpose of this campaign? Does it address an underlying community need? Please 
describe why the campaign was developed. You are encouraged to submit evidence of need (e.g., 
local news stories, internal reports, testimonials, data, community health assessments) as an 
addendum to this form.  
 
Heart disease is the leading cause of death in the United States, killing one person every minute. In San 
Diego County, it has dropped to second place, next to cancer, but there is still much work to be done. 
Love Your Heart is an effort that started with the County in 2011 to activate people to “know their 
numbers” and take charge of their own heart health.  
 
Chronic diseases are now the major cause of death and disability worldwide, having surpassed infectious 
diseases and injuries. Three behaviors (poor diet, physical inactivity, and tobacco use) contribute to four 
chronic diseases (cancer, heart disease and stroke, type 2 diabetes, and pulmonary diseases such as 
asthma) that cause over 50 percent of all deaths worldwide. This is the foundation of the 3-4-50 
concept. The influence of these three unhealthy behaviors may be seen in San Diego County as these 
four chronic diseases are the most common causes of death and disability in our region.  
 
Love Your Heart is a centerpiece of our regional wellness strategy, Live Well San Diego, which seeks to 
help residents live healthy, safe and thriving lives through the collective impact of the entire San Diego 
community. 
 
Please find the attached addendum, which includes a list of news stories, the 2016 Love Your Heart 
Report (includes data and testimonials), the 2010 3-4-50 Chronic Disease Brief and the 2012 County of 
San Diego Community Health Assessment.  
 
Does your campaign address an issue related to health equity? How?  
 
Everyone has the right to obtain the highest level of health.  Love Your Heart provides an opportunity for 
all people to “Know Their Numbers” and take charge of their own heart health. By bringing blood 
pressure screenings outside of the doctor’s office and into non-traditional settings, Love Your Heart 
makes the medical procedure more accessible to a broader audience.  Screening sites were strategically 
selected to ensure accessibility to residents across the region, including fire stations, schools, libraries, 
grocery stores, community centers, clinics, and many other locations.   
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In 2016, the County of San Diego partnered with over 90 organizations to offer free blood pressure 
screenings throughout San Diego County and the Border States in Mexico.  Screening also took place in 
Orange and Los Angeles Counties and the state of Massachusetts. 
 
 
What population was this campaign targeted to reach? How did you plan to reach them?   
 
High blood pressure is often called the “silent killer” because it typically has no symptoms until after it 
has done significant damage to the heart and arteries.  Love Your Heart strives to arm participants with 
the knowledge that they need to take charge of their own heart health, in some cases alerting 
participants to a hypertensive condition.    
 
To reach those with elevated blood pressures, we developed promotional materials, utilized digital 
media platforms (website, social media, hashtag feeds) and fostered region-wide promotional 
partnerships (media, community organization, health organizations, schools, and other Live Well San 
Diego Recognized Partners).  Screening sites also advertised the program locally to residents and their 
clientele in advance of the event. Additionally, promotional and educational materials were translated 
into several other languages in order to reach county residents that may not speak English as their 
primary language. These efforts raised awareness of heart health and inspired San Diegans to get their 
blood pressure checked during the Love Your Heart event.   
 
Could this campaign be replicated or transferred to other jurisdictions? Please explain.  
 
The Love Your Heart campaign is currently being replicated outside of the San Diego region in Orange 
and Los Angeles Counties; New Bedford, Massachusetts and in Mexico across six states.  A toolkit was 
developed to share best practices and implementation strategies with other jurisdictions. To further 
assist others with event operation, County leads and medical staff conducted conference calls with 
other jurisdictional leads to help with questions regarding implementation.  
 
What partners did you work with in planning and implementing this campaign?  
 
We worked with over 90 partners from 4 different sectors, including Business & Media, Schools & 
Education, Community and Faith-Based Organizations and Cities & Governments.  Working together 
with these partners allows for seamless planning and implementation of the event.   
 
To assist with planning efforts, nurses, nursing students, representatives from local hospitals, County of 
San Diego Health and Human Services Agency (HHSA) Health Promotion Staff and Executives had a seat 
at the table.  To help implement and promote the campaign, HHSA Health Promotion Staff organized 
screening sites within the six County regions and assisted site leadership.  
 
To what extent does the campaign leverage existing resources without creating new costs? 
 
In order to keep costs consistent, the Love Your Heart event leveraged several existing resources to help 
make the event a success.  County staff served as lead coordinators and site nurses, while the County 
Communications Office provided support with traditional and new media promotion. Through the 
County’s Live Well San Diego vision, several Recognized Partners actively participated in planning, 
promotion and implementation of the event. 
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OUTCOMES 
Did you test or evaluate your campaign?  If so, how?  
 
The County set a goal to obtain 21,000 blood pressure screenings for the fifth annual Love Your Heart 
event held in February 2016.  The event surpassed that number with over 31,000 blood pressure 
screenings across the southern California region and beyond. 
 
In addition, steady growth in the number of screenings obtained was achieved each year of the event. 
 
Number of screenings over time: 

2016 – 31,675  
2015 – 20,400  
2014 – 17,700  
2013 – 2,016 
2012 – 1,300 

 
In order to evaluate the success of the promotional campaign, LoveYourHeartSD.org tracked social 
media hashtags and posts, as well as website analytics.   LoveYourHeartSD.org housed information for 
partners and participants, including screening site locations, promotional materials and media coverage.  
Website analytics showed an increase in traffic to LoveYourHeartSD.org during the months leading up to 
the event, as well as, on the day of the event.  
 
A survey was sent to site leadership, event coordinators and site volunteers to determine effectiveness 
of the promotional campaign and site preparations, ease of registration and data capture and overall 
logistics of event implementation.  Results were strongly positive indicating that sites and volunteers 
would participate in the event again next year.  
 
 
What were the outcomes of this campaign? To what extent were your objectives achieved?  
  
The event was a resounding success, with over 90 partners coming together to raise heart health 
awareness and inspire San Diegans to “Join the Heart Health Movement.” Together, Love Your Heart 
partners performed a total of 31,695 blood pressure screenings at 152 sites by more than 90 
organizations.  One out of every two individuals with a reported blood pressure level in San Diego 
County was identified as having an elevated blood pressure.  Of these, 101 individuals were identified as 
having urgent or emergent hypertension requiring immediate medical referral.   
 
Through multiple press events, testimonial videos, digital media promotions, and educational materials 
provided to participants on the day of the event, residents were educated about the importance of 
heart health.  Additionally, in partnership with 2-1-1 San Diego, health navigators were present at some 
sites to assist in connecting San Diegans with needed resources.  An additional 43 clients were referred 
from a Love Your Heart screening site to 2-1-1 San Diego. 
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To what extent does the campaign shift thinking about health from individual medical care to 
community / public health / equity issues? 
 
Love Your Heart takes what is normally a doctor’s office procedure out of the health care setting and 
into the public health setting.  Partner organizations have come together from all different sectors to 
create opportunities for residents to “Know Their Numbers” in non-traditional settings, such as grocery 
stores and office buildings, creating a movement where awareness of heart health becomes a part of 
the fabric of the community. By having a variety of settings, residents who may not have access to care 
can, on this one day, get vital information to help keep their heart healthy. 
 
This year’s Love Your Heart tagline was “Join the Heart Health Movement.”  The idea behind the slogan 
was to shift the mindset of San Diego residents to take part in something that unifies us all toward a 
healthier San Diego region. 
 
To what extent were earned media articles, letters to the editor, and op-eds published about this 
project? 
 
A media kick-off event was organized prior to the event in coordination with the American Heart 
Association “Go Red” campaign.   Recognized Partner Channel 10/Azteca, provided pre-event news 
coverage as well as continuing coverage on the day of the event. CBS 8 and Recognized Partner 
American Heart Association and other participating partners advertised the event on their channels.  
Media advisories and news coverage was provided by the County Communications Office. 
 
Coverage was abundant in Mexico with 12 media stories identified from the media kick-off event: 
 
EL TIJUANENSE 
http://eltijuanense.com/index.php/9-noticias/tijuana/25325-campana-binacional-ama-tu-corazon  
 
SINTESIS 
http://stmedia.net/noticias/salud/hipertension-arterial-es-un-asesino-silencioso#.VrLOMrkrIy4  
 
GUARDIAN TIJUANA 
http://guardiantijuana.info/invitan-a-unirse-a-la-campana-binacional-ama-tu-corazon/  
 
EL MEXICANO 
http://www.el-mexicano.com.mx/informacion/noticias/1/3/estatal/2016/02/03/920555/miles-
enferman-y-mueren-por-hipertension-en-tijuana-y-san-diego  
 
AGENCIA FRONTERIZA DE NOTICIAS 
http://www.afntijuana.info/salud/52014_existen_14_mil_personas_con_hipertension#ver_nota  
 
20 MINUTOS 
http://www.20minutos.com.mx/noticia/58184/0/campana-contra-hipertension-arterial-sera-
binacional/  
 
EN CONTACTO MAGAZINE 

https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=newssearch&cd=24&cad=rja&uact=8&ved=0ahUKEwj0-eCt8vrMAhVSQFIKHXaIDaQ4FBCpAggkKAAwAw&url=http%3A%2F%2Fwww.10news.com%2Fnews%2Ffree-blood-pressure-checks-offered-for-love-your-heart-day&usg=AFQjCNFuuVSJN3WFvq90UJLiP4n4n9489A&sig2=gMwQXQmU8HqT4lP2_d0fFw&bvm=bv.122676328,d.aXo
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=newssearch&cd=11&cad=rja&uact=8&ved=0ahUKEwiuqrP48frMAhUSO1IKHQodBU04ChCpAggbKAAwAA&url=http%3A%2F%2Fwww.cbs8.com%2Fstory%2F30811095%2Fcbs-8s-go-red-for-women&usg=AFQjCNEkxfLJEql-1iU5sCZ7XiozU1e94w&sig2=4PDLpxhBaY6dF38X2_8lBw&bvm=bv.122676328,d.aXo
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=newssearch&cd=11&cad=rja&uact=8&ved=0ahUKEwiuqrP48frMAhUSO1IKHQodBU04ChCpAggbKAAwAA&url=http%3A%2F%2Fwww.cbs8.com%2Fstory%2F30811095%2Fcbs-8s-go-red-for-women&usg=AFQjCNEkxfLJEql-1iU5sCZ7XiozU1e94w&sig2=4PDLpxhBaY6dF38X2_8lBw&bvm=bv.122676328,d.aXo
http://eltijuanense.com/index.php/9-noticias/tijuana/25325-campana-binacional-ama-tu-corazon
http://stmedia.net/noticias/salud/hipertension-arterial-es-un-asesino-silencioso#.VrLOMrkrIy4
http://guardiantijuana.info/invitan-a-unirse-a-la-campana-binacional-ama-tu-corazon/
http://www.el-mexicano.com.mx/informacion/noticias/1/3/estatal/2016/02/03/920555/miles-enferman-y-mueren-por-hipertension-en-tijuana-y-san-diego
http://www.el-mexicano.com.mx/informacion/noticias/1/3/estatal/2016/02/03/920555/miles-enferman-y-mueren-por-hipertension-en-tijuana-y-san-diego
http://www.afntijuana.info/salud/52014_existen_14_mil_personas_con_hipertension#ver_nota
http://www.20minutos.com.mx/noticia/58184/0/campana-contra-hipertension-arterial-sera-binacional/
http://www.20minutos.com.mx/noticia/58184/0/campana-contra-hipertension-arterial-sera-binacional/
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http://www.encontactomagazine.com/general/campana-binacional-ama-tu-corazon-para-la-deteccion-
oportuna-de-la-hipertension-arterial/  
 
EL SOL DE TIJUANA 
http://www.oem.com.mx/elsoldetijuana/notas/n4070811.htm  
 
UNIRADIO 
http://www.uniradioinforma.com/noticias/tijuana/390444/anuncian-2da-campana-binacional-para-
deteccion-de-hipertension.html  
 
LANZAN CAMPAÑA PARA DETECTAR HIPERTENSION ARTERIAL  
http://www.uniradioinforma.com/noticias/tijuana/390434/lanzan-campana-para-detectar-
hipertension-arterial.html  
 
LA JORNADA DE BC  
http://jornadabc.mx/tijuana/03-02-2016/alistan-campana-binacional-para-detectar-hipertension-
arterial  
 
TIJUANA INFORMATIVO  
http://www.tijuanainformativo.info/index.php/noticias-de-tijuana/item/32681-campana-binacional-
ama-tu-corazon-para-la-deteccion-oportuna-de-la-hipertension-arterial  
 
To what extent does the campaign inform and lead to personal and collective action to improve 
population health? 
 
The five conditions of collective impact are common agenda, shared measurements, mutually 
reinforcing activities, continuous communication and backbone organization. The Love Your Heart 
campaign is a population health campaign that asks all residents to know their Heart numbers as a 
simple, actionable activity that that advances a healthier San Diego region.  The common agenda is to 
know your number, the measurement is the actual screening, the County and the partners coordinated 
activities to reinforce and maintain continuous communication, and the County provided the backbone 
support to the campaign.   
 
How have you used what you have learned from this experience? How will use what you have learned 
to improve your next communications campaign? 
 
After each event, communications leads evaluated the efforts of each year’s campaign looking for 
successes and gaps.   
 
From past experiences we have implemented the following efforts: 
- Medical volunteers were solicited to be Love Your Heart Champions on the day of the event to help 
promote the screenings at their site to encourage individuals to “Know Their Numbers” 
- Promotional and educational materials and a “How-To” toolkit were customized by sector to improve 
site adherence to event standards 
- A social media hashtag feed was incorporated into LoveYeartHeartSD.org to highlight user generated 
content  
- Additional promotional and educational materials were translated into Spanish 

http://www.encontactomagazine.com/general/campana-binacional-ama-tu-corazon-para-la-deteccion-oportuna-de-la-hipertension-arterial/
http://www.encontactomagazine.com/general/campana-binacional-ama-tu-corazon-para-la-deteccion-oportuna-de-la-hipertension-arterial/
http://www.oem.com.mx/elsoldetijuana/notas/n4070811.htm
http://www.uniradioinforma.com/noticias/tijuana/390444/anuncian-2da-campana-binacional-para-deteccion-de-hipertension.html
http://www.uniradioinforma.com/noticias/tijuana/390444/anuncian-2da-campana-binacional-para-deteccion-de-hipertension.html
http://www.uniradioinforma.com/noticias/tijuana/390434/lanzan-campana-para-detectar-hipertension-arterial.html
http://www.uniradioinforma.com/noticias/tijuana/390434/lanzan-campana-para-detectar-hipertension-arterial.html
http://jornadabc.mx/tijuana/03-02-2016/alistan-campana-binacional-para-detectar-hipertension-arterial
http://jornadabc.mx/tijuana/03-02-2016/alistan-campana-binacional-para-detectar-hipertension-arterial
http://www.tijuanainformativo.info/index.php/noticias-de-tijuana/item/32681-campana-binacional-ama-tu-corazon-para-la-deteccion-oportuna-de-la-hipertension-arterial
http://www.tijuanainformativo.info/index.php/noticias-de-tijuana/item/32681-campana-binacional-ama-tu-corazon-para-la-deteccion-oportuna-de-la-hipertension-arterial
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- An eBlast list was utilized to improve internal communications with screening sites to keep them up-to-
date with the latest information 
- A social media playbook that included example posts and hashtags, was provided to partners and 
screening sites to encourage event promotion 
 
Evaluation of this year’s communication efforts is underway. 
 

IMPACT 

Was baseline data collected for the target audience prior to campaign implementation? 
 
The County’s Community Health Statistics provided baseline regional heart health data covering the 
current rate of various blood pressure levels.  
 
This data was organized by the Agency’s six regions and can be found here: 
http://www.sandiegocounty.gov/content/sdc/hhsa/programs/phs/community_health_statistics/region
al-community-data.html.  
 
Were results among the target audience measured during the campaign? 
 
Nurses and licensed medical volunteers captured participant gender, age, zip code, and systolic and 
diastolic blood pressure. With this data, we are able to track elevated blood pressure (urgent or 
emergent hypertension) trends from year to year by region. 
 
How were youth, disadvantaged populations, and other groups at high risk included in the 
development and public voice of the campaign? 
 
Organizations, such as the American Heart Association, provided feedback on the campaign, including 
communications. In addition, the County’s Public Health Services utilized the most current information 
and best practice language from the Centers for Disease Control concerning heart health in the 
educational components of the campaign. Lastly, partner organizations and sites that serve youth and 
at-risk populations were instrumental in helping to enhance and inform the campaign’s public outreach.  
 
Were social media, mobile phones, and other technology utilized in the campaign? 
 
Social media was used extensively throughout the campaign.  Pre-event promotions included the 
distribution of the social media playbook to sites to use with their own social media campaigns.  In 
addition, the County of San Diego and Health and Human Service Agency’s social media channels helped 
to promote the event prior to Love Your Heart along with regular heart health tips on the day of the 
event. 
 
A mobile app was piloted at a few Love Your Heart screening sites in 2016.  Using the app, mobile 
phones collected blood pressure and other site data. The pilot program was a success and there are 
plans to utilize this technology at all screening sites in 2017. 
 
GIS mapping was used during the site registration process to develop an interactive map to assist 
participants in locating a nearby screening site.  Participants could search using their zip code to find the 

http://www.sandiegocounty.gov/content/sdc/hhsa/programs/phs/community_health_statistics/regional-community-data.html
http://www.sandiegocounty.gov/content/sdc/hhsa/programs/phs/community_health_statistics/regional-community-data.html
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closest public site offering blood pressure screenings. 
 
Can we share this application with other local health officials who are interested in communications 
best practices?  
 
Yes, please share this application with other local health officials who are interested in communications 
best practices.  We have already shared our implementation toolkit with Orange County and New 
Bedford, Massachusetts.  
 
Please email your completed application by Friday, May 27, 2016 to: 
Kat DeBurgh, Executive Director 
Health Officers Association of California  
deburgh@calhealthofficers.org 
(916) 441-7405  
 

mailto:deburgh@calhealthofficers.org

