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heart disease one
community at a time
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Hearts Beat Back developed the SWAP [T to DROP IT™ social
marketing campaign and offered it in the rural Minnesota
communities of New Ulm (pop. 13,500), Springfield (pop. 2,215)
and Sleepy Eye (pop. 3,600). The grant-funded campaign
helped people learn to make healthier SWAPS to lose weight and
improve their overall health.
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helps people lose 10
pounds in a year

communities were
overweight or obese

important for
heart-healthy eating

of healthier choices
outside the home
help people make
better selections
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educational tours led by registered dietitians at grocery stores;

also experiential food tasting opportunities
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