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OVERVIEW 

HOW DO YOU DEFINE A PUBLIC HEALTH BRAND? 
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OVERVIEW 

Building 
Better 
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Living 
Safely Thriving 



OVERVIEW 

WHAT DEFINES THE LIVE WELL SAN DIEGO BRAND? 

 

 Simple 
Relevant 
Consistent 



SIMPLE 

EASY TO UNDERSTAND MESSAGES 

When creating brand messages, check to make sure you’ve answered 

three questions for your audience: 

1. What is the health issue? 

2. Why is it important? 

3. What can I do about it? 



SIMPLE 

BEHAVIORS DISEASES PERCENT 
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No Physical Activity 
Poor Diet 

Tobacco Use 

Cancer 
Heart Disease & Stroke 

Type 2 Diabetes 
Lung Disease 

• Walking for 30 minutes every day 
• Eating healthy, at least 5 fruits and veggies daily 
• Not smoking! 

Did you know… 

 

Change your life by… 

 

of deaths  
in San Diego 



SIMPLE 

5 or more servings of fruits and 

vegetables 

2 hours of less of recreational screen 

time* 

1 hour or more of physical activity 

0 sugary beverages, more water and low-

fat milk 

*Keep TV/Computer out of the bedroom.  No screen 

time under the age of 2.  



SIMPLE 



SIMPLE 

95 Recognized Partners as of 04/13/2015 

10 Cities – More than 2 million Residents 
 

15 School Districts – Nearly 167,000 Students 
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Fiscal Year 

Live Well San Diego 
 Total Recognized Partners 

24% 

11% 

44% 

21% 

Live Well San Diego Partners  
by Sector through Present 

Businesses and
Media

Cities and
Governments

Community and
Faith-Based Org.

Schools/Education



RELEVANT 

CO-CONSTRUCTING SHARED MEANING 

 Set goals and plan strategically through internal and 

community collaboration 

 Engage internal team and outside experts in brand 

development 

 Gain employee trust by bringing them into the process 

 Ask your customers/clients what they value and follow-

through on their requests 



RELEVANT 



CONSISTENT 

SAME MESSAGE ACROSS ALL MEDIUMS 

 All County staff, in their interactions with other employees and 

external customers, are ambassadors of the Live Well San Diego 

brand message and values 

 



CONSISTENT 
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CONSISTENT 



SUMMARY 

WHAT HAVE WE LEARNED? 

Simplicity 
• Explain the what, why and call to action 

Relevance 
• Strong brands align with their customers’ 

values 

Consistency 
• Together we can do more 



THANK YOU! 

ANY QUESTIONS? 

Visit LiveWellSD.org or email Kathryn.Rogers@sdcounty.ca.gov 

 

mailto:LWSD.HHSA@sdcounty.ca.gov
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