
“Work It Out Together” ...for families who want to 
improve the relationship between parents and 
teenage children and for parents who want to im-
prove how they deal with tough teenage issues like 
sex, drugs, school and peer pressure.
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The mission of MSHP, in collaboration with the Bronx community, 
is to eliminate health disparities facing children living in the Bronx 
by providing full access to high quality comprehensive primary and 
preventive health services regardless of one’s ability to pay.

Meeting the 
health needs 
of children 
at School Based 
Health Centers 
in the Bronx.
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Sometimes our friends are so down, they 
don’t realize they need help and won’t ask 
for it. When a friend is struggling, reach out 
and talk to them ...and be the difference! 
Be someone they can trust. Get Connected.    

8 2 5 5
800-273-TALK
For Support, Not Judgment, Call

Confidential
24 Hours A Day
7 Days A Week
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I Am strong

I Am Resourceful

I Am reliable
I Am compassionate

Grant No.: SM059169 from the Substance Abuse and Mental Health Services Administration (SAMHSA) to DC Department of Mental Health (DC DMH)

IamthedifferenceFINAL.indd   1 8/30/11   3:54 PM

Thanks to Our 
Participating Hair 
Salons!

All About Perfection*
5070 Parkside Avenue, Suite 3500C

Asanti Hair Studio
2827 W. Girard Avenue

The Barbara Shoppe
5904 Market Street

Creative Hair Salon
6360 Haverford Avenue

Glady’s Hair Styling Salon
4415 N. 5th Street

Ramona’s Touch of Essence
1262 N. 57th Street

Sparkle’s Salon
4859 Fairmount Avenue

Transformation Salon & Spa
4348 Germantown Avenue

Unique Appeal
5823 Market Street

Wanda’s Simply 2000
121 S. 60th Street
* Referred the largest number of participants

HPV Awareness
and Empowerment

In the United States, African-American 
women are three times more likely to 
get cervical cancer than white women.  
African-American women are also twice 
as likely to die from cervical cancer than 
both White and Hispanic women.  One 
of the main causes of cervical cancer is 
human papillomavirus (HPV).  A vaccine 
(shot) is available to protect both males 
and females from HPV.  

The purpose of the HPV Beauty Salon Project was to increase HPV awareness 
among women 18-26 and mothers/caregivers of young girls.  We wanted to 
start a dialogue among women in salons that serve women of color about this 
important sexual health issue.  From January to May 2013, ten beauty salons in 
North and West Philadelphia participated in the project.  In one-on-one and 
small-group information sessions, using a customized curriculum, we educated 
nearly 250 women of color about HPV and its link to cervical cancer. Nearly six 
in 10 participants (57%) were mothers or primary caregivers of girls ages 9 to 17. 
Forty-three percent were young women 18-26 years old. Preliminary results from 
the data collection show promise in being able to improve knowledge about 
HPV by talking to women in the relaxed and trusted setting of their hair salons. 
Key findings from this research study are highlighted in the charts on page 2.

Why HPV Education?

A Pilot Campaign with Salon Partners

Inside: Highlights from the Research p. 2
Taking the Message Into Local Salons p. 3
A Win-Win Scenario for Salons and Their Customers p. 3
Salons as a Health Venue p. 4
Our Community HPV Project in the News p. 4
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MEE has done some really exciting work – including over the 
past year – that is making a positive difference in poor, under-
served communities. And that is why it’s important that we let 
folks know what we’ve been up to and what we are capable of. 
For decades, MEE, a health communications, market research 
and advertising agency, has been doing cutting-edge health 
disparities work with city, state and federal agencies around 
the country. We have continually been recognized for being 
able to “move the numbers” among the hardest-to-reach and 
most vulnerable populations.

Below are snapshots of a few 2013 projects, both nationally and 
in our headquarters city, Philadelphia. Others are detailed throughout this annual 
report.

Our national projects include:

• Bronx, NY – We provided intensive technical assistance for the largest New York 
hospital system Montefiore Medical Center, with the goal of increasing utilization 
of its healthcare and dental services. We trained Montefiore’s Community Health 
Organizers (CHOs) at its School-Based Health Centers on how to improve their 
outreach to parents and engagement at the grassroots community level. The first 
stage has resulted in an overwhelming response from the Bronx community. 

• Los Angeles and Oakland, CA; Philadelphia, PA; Atlanta, GA, and Chicago, IL. – We 
surveyed and published Inner City Truth 3, a national research study on urban 
youth lifestyles, consumption and attitudes, with a sample of more than 1,700 
African American and Hispanic teens and young adults. Attempting to identify 
(and find solutions to) health, educational and related social disparities that chal-
lenge urban youth of color in achieving their innate potential, we found that their 
lives are more complex than many assume. A particular focus was the experiences 
and challenges for boys and men of color. Sponsors included UNCF, the National 
Campaign for Teen and Unplanned Pregnancy, The California Endowment and The 
Advancement Project. 

• Atlanta, GA – We developed a comprehensive Communications/Marketing Plan to 
help Jane Fonda’s Georgia Campaign for Adolescent Power and Potential (GCAPP) 
launch a Community Education Campaign to improve nutrition and prevent obe-
sity among low-income Atlanta-area tweens. Implementation will begin in late 2Q 
of 2014. 

• Washington, DC and Providence, RI – Funded by the National Institutes of Health 
(NIH) and in partnership with Brown University, we developed and tested a new, 
multimedia/digital/online tool to help African-American families improve parent-
teen communication, and parents increase their monitoring skills, with an eye on 
reducing risky sexual and other behavior of youth.

• New Orleans, LA – We conducted a statewide SIDS education and awareness 

campaign in Louisiana, targeting low-income caregivers of infants. This is part of 
a three-year, statewide campaign to promote safe sleeping environments and re-
duce SIDS-related deaths, beginning in New Orleans, Baton Rouge and Alexandria. 

• Cleveland, Columbus and Dayton, OH – We developed and implemented a series 
of training workshops for the State of Ohio, increasing the awareness of the Educa-
tion Department’s Linkage Coordinators about the connection between mental 
health and ongoing stress and trauma among their client families. Across three 
cities, MEE increased the effectiveness of their community outreach efforts and 
provided insights about the kinds of mental wellness support needed to improve 
academic success. 

• Chicago, IL – We created a series of training videos (vignette scripts) for the Univer-
sity of Illinois at Chicago, which are being used to train therapists on how to inter-
act with youth who have experienced trauma as a result of domestic or community 
violence in their lives.

Our Philadelphia-based projects include these:

• In partnership with Thomas Jefferson University, we conducted an HPV educa-
tion and awareness “pilot intervention” in conjunction with nearly a dozen beauty 
salons in North and West Philadelphia. The target audience was African-American 
caregivers of girls 9-17, along with young women ages 18-26. Baseline, immedi-
ately post-intervention, and one-month follow-up survey data from participants 
showed that knowledge about HPV and the vaccine significantly increased, as did 
favorable attitudes and intentions toward vaccination. 

• We have worked with the City Health Department on two social marketing cam-
paigns. One focuses on secondhand smoke and smoking cessation, in conjunction 
with Smoke-Free Philly.org. The social media component of this campaign was 
extremely successful, with a significant increase in the City’s Facebook “likes” re-
sulting from MEE-developed advertising. We are now in the creative development 
stage for a sodium-reduction campaign targeting middle-aged African-Americans, 
with a focus on food choices outside the home. 

• We supported the Family Planning Council in the creative development of radio 
ads and print materials to promote teen-friendly health centers in Philadelphia. 
They were designed to help increase the number of teens who visit these clinics to 
get contraception or to receive free and/or low-cost sexual health services.

Ivan J. Juzang
Founder/President

From The President 

Making a Positive Difference
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20142013

Marketing/Social Marketing

UrbanTrends

Tobacco Media Second Hand Smoke Campaign
Louisiana Department of Health and Hospitals – SIDS
DC Department of Mental Health – “I Am the Difference”

Urban Trends Collection: The Parenting Issue

Louisiana Department of Health and Hospitals – SIDS
Tobacco Media Second Hand Smoke Campaign
Salt Reduction Media Education Initiative
GCAPP Nutrition Campaign - Eat Better, Do Better

Urban Trends Collection: Inner City Truth 3

Media/Materials Development
NIMH/SBIR - DVD Production
Montefiore School Health Program
Merck HPV - Beauty Salon Campaign
Family Planning Council - “I Matter” Campaign

NIMH/SBIR - DVD Production
Emory University - Video Production for Training Videos
Salt Reduction Media Education Initiative
Georgia Campaign for Adolescent Power and Potential (GCAPP)

Audience Research
Inner City Truth 3 (ICT3) - National Survey The California Endowment/Boys Men of Color Planning Grant

MEE in Action

Workshops/Technical Assistance
MEE Regional Webinar - Professional Development Training Workshop -  
”Addressing Gun Violence and Chronic Trauma”

University of Florida, Center for Health Equity and Quality Research - Obesity 
Prevention

Department of Human Services (Washington D.C.) - 8th Annual Capacity 
Building Technical Assistance Workshop, “Confronting Challenges” - “Finding 
Our Strength: Building Resilience to Survive Life’s Challenges”

The Children’s Hospital at Montefiore - School Health Program (Bronx, NY) - 
“Moving Beyond Survival Mode for School-based Urban Youth”

Ohio Department of Education - “Promoting Mental Wellness and Resiliency in 
the African American (and Hispanic/Latino) Community” - Linkage Coordinators

Native American Community Services (NACS) - “Promoting Physical Activity 
& Nutrition to Prevent Obesity in Communities of Color” - All-Day Workshop

2014 Teen Pregnancy Prevention Federal Conference - Keynote Speaker 
“Bridging the Gaps: Eliminating Disparities in Teen Pregnancy and Sexual 
Health”

The Children’s Hospital at Montefiore -”Community Activation training 201: 
Community Mobilization Using Chat & Chews” - Webinars

State of Michigan Annual Teen Pregnancy Prevention Conference



“Work It Out Together” ...for families who want to 
improve the relationship between parents and 
teenage children and for parents who want to im-
prove how they deal with tough teenage issues like 
sex, drugs, school and peer pressure.

©2013 MEE Productions Inc.
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The mission of MSHP, in collaboration with the Bronx community, 
is to eliminate health disparities facing children living in the Bronx 
by providing full access to high quality comprehensive primary and 
preventive health services regardless of one’s ability to pay.

Meeting the 
health needs 
of children 
at School Based 
Health Centers 
in the Bronx.

Montefiore School Health Program
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I AM THE DIFFERENCE

Sometimes our friends are so down, they 
don’t realize they need help and won’t ask 
for it. When a friend is struggling, reach out 
and talk to them ...and be the difference! 
Be someone they can trust. Get Connected.    

8 2 5 5
800-273-TALK
For Support, Not Judgment, Call

Confidential
24 Hours A Day
7 Days A Week

www.IAmTheDifferenceDC.org

I Am strong

I Am Resourceful

I Am reliable
I Am compassionate

Grant No.: SM059169 from the Substance Abuse and Mental Health Services Administration (SAMHSA) to DC Department of Mental Health (DC DMH)
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Thanks to Our 
Participating Hair 
Salons!

All About Perfection*
5070 Parkside Avenue, Suite 3500C

Asanti Hair Studio
2827 W. Girard Avenue

The Barbara Shoppe
5904 Market Street

Creative Hair Salon
6360 Haverford Avenue

Glady’s Hair Styling Salon
4415 N. 5th Street

Ramona’s Touch of Essence
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Sparkle’s Salon
4859 Fairmount Avenue

Transformation Salon & Spa
4348 Germantown Avenue

Unique Appeal
5823 Market Street

Wanda’s Simply 2000
121 S. 60th Street
* Referred the largest number of participants

HPV Awareness
and Empowerment

In the United States, African-American 
women are three times more likely to 
get cervical cancer than white women.  
African-American women are also twice 
as likely to die from cervical cancer than 
both White and Hispanic women.  One 
of the main causes of cervical cancer is 
human papillomavirus (HPV).  A vaccine 
(shot) is available to protect both males 
and females from HPV.  

The purpose of the HPV Beauty Salon Project was to increase HPV awareness 
among women 18-26 and mothers/caregivers of young girls.  We wanted to 
start a dialogue among women in salons that serve women of color about this 
important sexual health issue.  From January to May 2013, ten beauty salons in 
North and West Philadelphia participated in the project.  In one-on-one and 
small-group information sessions, using a customized curriculum, we educated 
nearly 250 women of color about HPV and its link to cervical cancer. Nearly six 
in 10 participants (57%) were mothers or primary caregivers of girls ages 9 to 17. 
Forty-three percent were young women 18-26 years old. Preliminary results from 
the data collection show promise in being able to improve knowledge about 
HPV by talking to women in the relaxed and trusted setting of their hair salons. 
Key findings from this research study are highlighted in the charts on page 2.

Why HPV Education?

A Pilot Campaign with Salon Partners

Inside: Highlights from the Research p. 2
Taking the Message Into Local Salons p. 3
A Win-Win Scenario for Salons and Their Customers p. 3
Salons as a Health Venue p. 4
Our Community HPV Project in the News p. 4
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University of Illinois at ChicagoDC Department of Mental Health
Youth Suicide Prevention Campaign

It’s Your World. Take Control.I am the difference for myself by focusing on 

the things I can control and the good in my life. 

I am the difference for a friend who is struggling 

by taking them seriously and talking to them 

about it. I am the difference. Get Connected.

8 2 5 5

800-273-TALK

For Support, Not Judgment, Call
Confidential24 Hours A Day7 Days A Weekwww.IAmTheDifferenceDC.org

I AM THE DIFFERENCE

Grant No.:  SM059169 from the Substance Abuse and Mental Health Services Administration (SAMHSA) to DC Department of Mental Health (DC DMH)

I AM THE DIFFERENCE

Sometimes our friends are so down, they 

don’t realize they need help and won’t ask 

for it. When a friend is struggling, reach out 

and talk to them ...and be the difference! 

Be someone they can trust. Get Connected.    

8 2 5 5800-273-TALKFor Support, Not Judgment, Call
Confidential

24 Hours A Day

7 Days A Week

www.IAmTheDifferenceDC.org

I Am strong

I Am Resourceful
I Am reliable

I Am compassionate

Grant No.: SM059169 from the Substance Abuse and Mental Health Services Administration (SAMHSA) to DC Department of Mental Health (DC DMH)
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“I Am the Difference”

MEE was contracted by the DC Department of Mental Health (DC-DMH) in 2010 to 
develop a youth suicide prevention campaign. This four-year project was predi-
cated on promoting positive coping behaviors and encouraging supportive be-
haviors by peers who have stressed or depressed friends. The empowering spirit 
of the campaign is captured by the slogan “I Am the Difference.” In 2013, the 
final year of the campaign, MEE continued to print campaign materials on an as-
needed basis; we also assisted in updating and managing content on the cam-
paign’s Website. MEE’s Community Network was leveraged to provide campaign 
updates and to promote mental health services and resources provided by the 
City. MEE also supported DC-DMH reporting efforts by providing media statistics 
and other consumer reach data for submission to the Substance Abuse and Men-
tal Health Services Administration (SAMSHA), the federal funding agency for the 
grant to DC-DMH.

www.iamthedifferencedc.org

Sensitizing Providers to Urban Youth Trauma

In June 2013, MEE was engaged by the Institute for Juvenile Research at the Uni-
versity of Illinois at Chicago (UIC) to help train providers and therapists on how 
to interact with youth who have been affected by trauma. Direct exposure to 
domestic and/or community violence were both addressed in developing the 
script for a training video.

We leveraged long-standing relationships with members of MEE’s Chicago Com-
munity Network to recruit low-income African-American and Latino males and 
females (ages 18-21) for a series of one-on-one, audiotaped interviews con-
ducted by MEE staff. During the interviews, youth shared personal stories about 
traumatic experiences linked to gun/gang violence and physical, mental and/or 
sexual abuse in their home or community.

The content of the interviews was transcribed and analyzed by members of our 
research team, using a comprehensive coding process. The coded content was 
used by our Creative Team to develop two vignette scripts that were used by UIC 
to build out comprehensive training videos. Those videos will support UIC in its 
work to develop clinical guidelines for therapists and service providers who work 
with audiences of underserved youth.

Therapists and providers will now be able to understand and acknowledge the 
realities of how exposure to violence impacts young people and their families. 
Manifestations may include problems functioning at school or work, troubled 
relationships and behaviors that lead to being involved with the criminal justice 
and/or human services systems. MEE’s insights will help providers effectively 
communicate with and support low-income youth of color who need support to 
overcome personal challenges. 
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Merck HPV Beauty Salon Campaign

Empowering Women to Make Informed Choices

In the United States, African-American women are three times more likely to get 
cervical cancer than white women. African-American women are also twice as likely 
to die from cervical cancer than both White and Hispanic women. One of the main 
causes of cervical cancer is human papillomavirus (HPV), which CDC placed as #4 on 
their Top Five Health Threats list in 2014.

In 2012-2013, MEE developed and implemented a grassroots Community Education 
Campaign designed to increase awareness about the link between HPV and cervi-
cal cancer. The pilot campaign focused on African American mothers and women 
in Philadelphia, targeting zip codes with high HPV rates. A dozen beauty salons in 
North and West Philadelphia were recruited and trained to participate in the project, 
serving as the venues for one-on-one and small-group HPV information sessions. 
Using MEE-created promotional materials, along with a customized curriculum, we 
directly educated nearly 250 women of color about HPV, its potential short-term 
(genital warts) and long-term (cervical cancer) effects and how the virus can be pre-
vented; we exposed hundreds more women to basic information about this impor-
tant sexual health issue. Salons and their stylists (credible and trusted opinion lead-
ers) received financial incentives for their participation, supporting small businesses 
that have been negatively impacted by the nation’s tough economic conditions.

The two target audiences for the campaign were mothers or primary caregivers of 

girls ages 9 to 17, along with young women 18-26 years old. Evaluation data showed 
that we were able to substantially increase knowledge about HPV from the pre-test 
(given before the start of the education session) to the post-test (given immediate-
ly following the education session) among all participants. More than 90% of the 
women reported that they planned to talk with their own doctor or their daughter’s 
doctor about what they learned in the salon. During a telephone follow-up survey 
conducted about a month after the sessions, two-thirds of the women (66%) re-
ported that they shared what they had learned or their HPV education booklet with 
someone they know.

Key Research and Campaign Highlights:

This research-based campaign reflected qualitative audience research conducted 
in 2008 by MEE with African-American women and salon owners and stylists. That 
research indicated:

• Women discuss personal topics, including some sexual health issues, while they 
are at the salon;

• There are opportunities to leverage salons and engage stylists, who act as highly 
credible sources, to create environments that support health-education activities;

• Detailed awareness of HPV and cervical cancer was low in communities of color; 
and

• When introduced to the topic, African-American women said they wanted to 
know more.

On Thursday, July 25, 6ABC (Action News) ran a 

story about the recent HPV community education 

project during it’s Health Check segment. As 

part of a report about how HPV vaccination rates 

are flattening overall, the focus on our work 

represented a local grassroots approach to increase 

awareness about HPV and its link to cervical cancer. 

Use the link below to access the video of 6 ABC’s 

news coverage.

http://abclocal.go.com/wpvi/video?id=9185311

Salons as a Health-
Education Venue
Due to the success of this project, salon owners agreed that 

the process could be used to educate their customers on other 

topics that affect women’s health. They include:

•	STD’s (for teens education)

•	Other cancers besides cervical cancer and other vaccines

•	Alzheimer’s disease

•	Nutrition/healthy eating/ obesity prevention

•	Diabetes
•	Cardiovascular disease/hypertension/stroke

•	Preventing and treating hair loss

•	The importance of prenatal visits and after-care for pregnant 

teens and women/maternal and child health; and

•	HIV/AIDS

Our Community HPV 

Project in the News

Page 4

“Ask Me About HPV”
c/o MEE Productions Inc.
5070 Parkside Ave Suite 3500D
Philadelphia, PA 19131

MerckNewsletter.indd   4
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HPV Awareness and Empowerment
A Pilot Campaign with Salon Partners

Page 3

Taking the Message Into Local Salons

Beauty salons were invaluable partners in the “Ask Me About HPV” Community 

Education Campaign. Following up on audience research to determine need 

and interest, we conducted a half-day campaign orientation session for salon 

owners and stylists to get their buy-in on the project. It featured an array of 

pampering services so that women who spend so much of their time making 

others look great could be treated to a little relaxation of their own. The owners 

and stylists came through for MEE by referring qualified clients to our education 

sessions and by spreading the word about HPV and cervical cancer to other 

women who came in for services. Salons owners proved that they are committed 

to taking care of more than a woman’s hairstyle; they are also concerned about 

her lifestyle, particularly when it comes to preventing health problems down 

the road.

In follow-up interviews with the partner-salon owners and 

stylists, we found that from their perspective, the main benefit 

to the salons was the HPV education provided to the clients.  The 

owners were glad that they were able to bring this education on 

an important health issue to their customers, especially to the 

young women.  They also said that their own knowledge about 

HPV was increased. A second, but also important benefit for the 

salons, who received incentives for participation, was that many 

of them gained new clients as a result of the project.

A Win-Win Scenario for 

Salons and Their Customers
We Care...

Your Health

Your Hair

Be Informed. 

Be Empowered.  

Spread the Word.

About

And

A MEE Community Education Campaign
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There was an increase in knowledge from the pre-test (given before the start of the education session) to the post-test (given immediately following the education session) among all participants.  On the pre-test, 34% of the participants got all four HPV-knowledge questions correct.  On the post-test, 76% of participants got all four knowledge questions correct.   

Women who participated in the HPV education sessions received a curriculum booklet with key facts about HPV and its link to cervical cancer. During a telephone follow-up survey conducted about a month after the sessions, 66% of the women reported that they shared their HPV booklet with someone.

During the telephone follow-up survey, 68% of the women reported that they had talked with their own doctor or their daughter’s doctor about what they learned in the salon.
Most of the women said that they have trust in their stylist, which helped in introducing this sexual health topic within the salon setting. 

According to the post-session survey, 77% of participants said they strongly agreed that they enjoyed the health session and felt it was worth their time.  More than three-quarters (78%) of the participating women strongly agreed that the health educators and community-outreach specialists who led the sessions were knowledgeable about the subject matter.
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HPV Awareness
and Empowerment

In the United States, African-American 

women are three times more likely to 

get cervical cancer than white women.  

African-American women are also twice 

as likely to die from cervical cancer than 

both White and Hispanic women.  One 

of the main causes of cervical cancer is 

human papillomavirus (HPV).  A vaccine 

(shot) is available to protect both males 

and females from HPV.  

The purpose of the HPV Beauty Salon Project was to increase HPV awareness 

among women 18-26 and mothers/caregivers of young girls.  We wanted to 

start a dialogue among women in salons that serve women of color about this 

important sexual health issue.  From January to May 2013, ten beauty salons in 

North and West Philadelphia participated in the project.  In one-on-one and 

small-group information sessions, using a customized curriculum, we educated 

nearly 250 women of color about HPV and its link to cervical cancer. Nearly six 

in 10 participants (57%) were mothers or primary caregivers of girls ages 9 to 17. 

Forty-three percent were young women 18-26 years old. Preliminary results from 

the data collection show promise in being able to improve knowledge about 

HPV by talking to women in the relaxed and trusted setting of their hair salons. 

Key findings from this research study are highlighted in the charts on page 2.

Why HPV Education?

A Pilot Campaign with Salon Partners
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We Care...

Your Health

Your Hair

Be Informed. 
Be Empowered.  
Spread the Word.

About

And

A MEE Community Education Campaign

PosterNewLedger.indd   1 12/11/12   2:43 PM

The campaign was not designed to push a “vaccine agenda,” but focused on 
helping women make informed choices for themselves and their daughters. 
The campaign received major local TV news coverage, helping to highlight this 
unique and effective approach.

Template materials for replication of the campaign in other cities have been de-
veloped. They can be customized to reflect the needs and interests of any com-
munity across the country. The materials include: salon recruitment materials; 
community outreach materials; a Website and Facebook page; consent forms (if 
needed); pre- and post-education session surveys, promotional posters and a 
study curriculum.

A recruiting and training plan is in place for health educators to conduct the sa-
lon-based sessions. In addition, partnerships can be added with local urban radio 
stations (a persuasive media channel for women of color). The campaign can eas-
ily be expanded to include parents/caregivers of young boys in the vaccination 
range (many mothers requested this during the pilot) and to be implemented in 
barbershops as well as beauty salons.

MEE has published its findings from the pilot campaign and is actively seeking 
opportunities to take this life-saving information to the girls and women who are 
most at-risk.

Training/TA to Engage Youth Around 
Mental Health

MEE provided Technical Assistance (TA)/consulting services 
to S.H.I.N.E.’s Program Managers over a two-day period. We 
helped support the program’s aims to promote healthy life-
styles and responsible decision-making skills among youth in 
Washington, DC, increase engagement with parents of cur-
rent S.H.I.N.E. members and reconnect with former S.H.I.N.E. 
members.

We customized and conducted a half-day Mental Wellness Communications 
Workshop, based on our extensive mental health research, social marketing 
campaigns and youth training engagements. The second half-day workshop 
provided Program Managers with a detailed overview of our proprietary 12-Step 
Mental Wellness Promotions Model for Youth Engagement (Behavior Change). 
Post-workshop activities and services included the customization of MEE-devel-
oped youth mental health message content and two youth training manuals that 
support mental wellness message internalization and peer-to-peer/community 
outreach.

www.meeproductions.com/bmee
http://www.meeproductions.com/workshop/mentalwellness.html

Boys & Girls Clubs of Greater Washington’s S.H.I.N.E. 
Program (Shaping Healthy Identities through New 
Experiences)
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See Your Future, Believe in Your DreamsHave a vision of how you want your life to be, no matter where you are now.
Stay In School/Go Back to SchoolGoing to school will give you the skills/knowl-edge you need to live the life you want.
Seek Positive Mentors

Having people around you who believe in you enough to encourage you to follow through on your plans and achieve your goals is important.
Have Written Goals

When you write down your daily, weekly and yearly goals and tasks, you will get them done and feel good about yourself.

Have A Plan: Reach Your Life Goals
An old saying states, 

“Without a vision, 
 the people perish.”
Taking the time and  

having patience to write 
down small, measurable 

goals is the KEY to  
creating the life you want, 
instead of reacting to the 

life you don’t want.

Educating and Empowering Our Community

LifePlanPC.indd   2

12/13/13   9:23 AM

Educating and Empowering Our Community
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Keep Mind and Body Strong
•	 Your	mind	and	body	are	connected•	 Take	care	of	yourself	first
•	 Build	your	mind,	work	your	body•	 Stress	affects	your	health	(recognize	and	reduce	it)
Respect Your Body: Take Care of It
•	 Eat	healthy	to	maintain	mental	and	physical	health•	 Being	active	and	exercising	keeps	the	body	strong•	 Be	on	the	safe	side:	respect	yourself,	protect	yourself•	 Exercise	can	take	away	stress

Mental and Emotional Health Are Important
•	 Understand	your	feelings	
•	 Use	positive	coping	strategies	to	deal	with	stress•	 Express	how	you	feel	in	a	positive	way•	 Get	help	and	support	when	you	need	it

Build Your Inner Swag (Peace of Mind)
•	 Take	time	for	reflection
•	 Find	and	follow	your	dreams
•	 Live	your	values
•	 Promoting	peace	brings	inner	peace

BeHealthyPostcard.indd   2
12/13/13   9:23 AM

What’sWhat’s
Your Plan?Your Plan?

LifePlanPC.indd   1

12/13/13   9:23 AM

BE HEALTHY
Eat Fruits & Vegetables

and Drink Plenty of Water

See Your Doctor

Regularly

Exercise is Great

for Body & Mind

Don’t Let Life

Stress You Out

Get 60 Minutes of

Exercise a Day

Talk It Out

Take Time For You

Helping Others 

Helps YourselfHave a Salad 

Instead of a Burger
Have a Salad 

Instead of a Burger

BeHealthyPostcard.indd   1

12/13/13   9:23 AM



2013 PROJECTS

11MEE Productions Inc. 2013 Annual Report

Urban Trends - The Parenting Issue

A New Tool for Providers to Help Parents Become Their 
Child’s First And Best Teacher

Over the past 20 years, MEE has worked on a number of projects addressing the 
tough issues that today’s children and youth face every day – poverty, street vio-
lence, peer pressure, feeling disconnected from school, the lure of early intimate 
relationships and drug abuse (as a way to cope with stress and trauma), parent ab-
sences and social isolation. We have seen the negative consequences in urban com-
munities when youth have a vacuum in the space where loving and wise guidance 
from caring adult would make a difference.

With that in mind, we developed a special parenting edition of our UrbanTrends 
newsletter for CBOs and providers that serve them. In this issue, we addressed a di-
verse range of research-informed, culturally-conscious topics related to the daunt-
ing tasks that parents (and in many cases grandparents) face every day.

In this special parenting edition, we:
• Explored the “ages and stages” of child development;
• Reviewed strategies to engage and involve parents, especially fathers, to help 

support teens;
• Shared insights from one of the top minds in Black psychology;
• Offered tips on how parents can actively support the academic success of their 

children;
• Provided a closer look at MEE’s parent-training tools to help support mental well-

ness dialogue; and
• Unveiled several of MEE’s online resources aimed at providing a culturally-rele-

vant perspective on effective parenting.

Informed parents can instill their youth with opportunity-finding and other skills 
that will help them thrive as they navigate through life. Our goal is to help service 
providers provide parents with the knowledge, training and support they need to 
improve and enrich their communication skills and to enable healthy parenting.

UrbanTrends Parenting Facebook Ad Campaign (2013)

In 2013, we launched a paid advertising campaign targeting parents on the popular 
social media site Facebook to help promote the special parenting edition of Ur-
banTrends. The campaign featured a series of rotating ad titles and taglines de-
signed to attract and further engage parents, along with the CBOs and providers 
that serve them. These individuals were encouraged to “like” the campaign ads, 
which ran for one month, in order to gain access to new tools and resources for 
parents and other caregivers through MEE’s Parent Leadership in Action Network 
(PLAN) Facebook page.

The campaign outcome was extremely successful, resulting in over 2,500 new 
“likes” from parents and other fans of the page.

Collectively, MEE’s PLAN model, micro-site and Facebook page incorporate evi-
dence-based community mobilization practices around the issues that affect par-
ents. Together, they provide parents, grandparents, service providers and other 
caregivers with the knowledge, training and support they need.
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Ohio Department of Education

Professional Development Workshops for School-
Based Health Coordinators

In December 2013, we developed and conducted three full-day professional 
development training workshops for the State of Ohio. They were designed to 
increase awareness among the State Department of Education’s Linkage Coor-
dinators about the connection between mental health and the ongoing stress 
and trauma experienced by many of their client families. Workshops were held 
in three cities—Cleveland, Columbus and Dayton. The goal was to increase the 
effectiveness of their community outreach efforts and provide insights about the 
kinds of mental wellness support needed to improve the academic success of 
children and youth.

We customized, upgraded and expanded various components of our Commu-
nity Mental Wellness Toolkit that we developed as a follow-up to our national 
audience research on coping with urban trauma. We also incorporated other MEE 
community wellness products including: our “Successfully Mastering the Jour-
ney” DVD, featuring Dr. Joe White; select issues of MEE’s UrbanTrends newsletter 
that highlight our mental health work; and youth-developed, culturally-specific 
community outreach materials.

MEE provided workshop participants with information about how school district 
intervention specialists, mental health service providers, CBOs, school-based 
health clinics and other providers can strengthen the protective factors that will 
allow low-income urban students to thrive (versus merely survive) in spite of the 
challenging realities of urban life. We engaged all participants in work to de-
crease stigmas, so that people will be more likely to access those services. Partici-
pants will use the Toolkit as the foundation for kick-starting community dialogue 
around the mental wellness of children.

To view MEE’s Mental Wellness Workshop information go to the link below.
www.meeproductions.com/workshop/mentalwellness.html



“Work It Out Together” ...for families who want to 
improve the relationship between parents and 
teenage children and for parents who want to im-
prove how they deal with tough teenage issues like 
sex, drugs, school and peer pressure.

©2013 MEE Productions Inc.

ParentGuide.indd   1 9/24/13   10:43 AM

The mission of MSHP, in collaboration with the Bronx community, 
is to eliminate health disparities facing children living in the Bronx 
by providing full access to high quality comprehensive primary and 
preventive health services regardless of one’s ability to pay.

Meeting the 
health needs 
of children 
at School Based 
Health Centers 
in the Bronx.

Montefiore School Health Program

MontefiorePostcard.indd   1 11/26/13   12:50 PM

Help Me
Sleep Safe

2013/2014
Projects
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NIH/SBIR: Parent-Adolescent Communications

Working It Out Together: Successful Parent-Teen 
Communication

Overview
MEE was funded by the National Institute of Health (NIH) through its Small Business 
Innovation Research (SBIR) Program to develop and research a unique family-
based media intervention.  The overall aim of this two-year project was to develop 
and refine an interactive DVD and workbook to reduce sexual risk behavior and 
substance use among urban Black youth who are at high risk for contracting 
HIV. The products do that by improving communication between parents and 
their adolescent children, along with parental monitoring and the quality of 
parent-adolescent interactions. The products, designed with separate and joint 
components for parents and adolescents, are based on a face-to-face intervention, 
Project STYLE, that has demonstrated efficacy in a randomized trial.

The Product
MEE designed a customized Website for “Work It Out Together: Successful Parent-
Teen Communications.” The product addresses: HIV/STD information, adolescent 
sexual and substance use risk behaviors, assertive communication by adolescents 
with parents and partners, and parental monitoring. It includes culturally-sensitive 
media-based technology that is both accessible to families and targets important 
family issues. It also addresses issues from both the parent and adolescent 
perspectives. The intervention will be easy to disseminate to schools, community 
agencies and individual families.

The Project
In 2013-14, MEE’s focus is moving the DVD and workbook from prototypes to actual 
products, then evaluating its effectiveness and ease of use. To inform the final 
editing, MEE and colleagues at Rhode Island Hospital moderated a series of focus 
groups during the summer of 2013 with African American parents and adolescents 
ages 13 - 18, along with community-based organizations and service providers in 
Philadelphia. In the fall of 2013, the DVD and Workbook evaluation stage began, 
through a small-randomized clinical trial, involving 170 African-American parent-
adolescent dyads from Philadelphia and Providence, RI.  This allowed us to examine 
the impact of our HIV prevention intervention on improving adolescent HIV-risk 
attitudes and intentions and the quality of parent-adolescent communication/
monitoring.

In 2014, MEE will complete a three-month follow-up with the parent-adolescent 
dyads, then analyze the product-testing data. Based on that research, we will make 
final edits to our product. We will also finalize the marketing/commercialization 
plan to launch the product, targeting parents and organizations that serve African-
American parents and teens.

This project was made possible by a grant from the National Institute of Mental Health (NIMH). Grant number: 2R44MH082103-02A1.
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Campaign Website: www.giveyourbabyspace.com

For a third year, MEE continued working with the Louisiana Department of Health 
and Hospitals (DHH) to implement a statewide, multimedia and community out-
reach campaign to promote safe sleeping environments for infants. The goal is 
to lower the risk of SIDS and infant deaths resulting from unsafe sleep practices.  
MEE’s campaign has a special emphasis on targeting lower-income Africa-Ameri-
can women, ages 18-29. The campaign involves message development, audience 
research (including media testing), materials development, media placement and 
community outreach. The campaign initially focused on New Orleans, Baton Rouge 
and Alexandria, but has spread to include Lafayette, Lake Charles, Opelousas, Mon-
roe and Shreveport.

MEE has developed an array of campaign materials including postcards, resource 
flyers, radio ads, billboards and a Website. In addition to disseminating the print 

materials to campaign partners across the state, MEE conducted a series of com-
munity mobilization activities designed to garner campaign support from service 
providers. Community canvassing efforts have targeted day care centers, hair sa-
lons and other community-based organizations and retailers that cater to African-
American women and families in specific zip codes.

In addition to these activities, Year 3 of the campaign saw MEE develop an interac-
tive, online tutorial designed to help parents and caregivers understand how pro-
vide a safe sleep space for their infant. Go to www.giveyourbabyspace.com to view 
Baby’s Safe Sleeping Room.

MEE also conducted a professional development workshop on effective communi-
cations for more than 30 service providers from the DHH and its partnering orga-
nizations. 

SIDS Risk Reduction & Safe Sleep 
Campaign

GiveYourBabySpace.com
This public document was published at a total cost of $1,018. 

15,000 copies of this public document were published in the 

first printing at a cost of $1,018.  The total cost of all printing 

of this document including reprint is $1,018.  This document 

was published by the Louisiana Office of Public Health, MCH 

to provide information on safe sleep environments for infants.  

This material was printed according to standards for printing 

by State agencies established pursuant to R.S. 43:31.  Printing 

of this material was purchased in accordance with provisions 

of Title 43 of the Louisiana Revised Statutes.

For more information on safe sleeping habits, visit:

• Infants should sleep alone.  Never share a bed with your baby.
• Always lay your baby to sleep on his or her back, without pillows, blankets,  bumper pads, or stuffed animals.• A crib or pack-n-play is the safest place for your baby to sleep.• Don’t smoke around your baby.

In Louisiana,   
roughly 80 infants die of SIDS every year.  Don’t add to that statistic.  Keep your baby safe  

from SIDS.

Help Me
Sleep Safe
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Montefiore School Health Program

Training/TA to Increase Use of School-Based Health 
Centers

In 2013, MEE was hired by one of the top-ranked hospital systems in the nation 
to provide training and technical assistance (TA) to its Community Health Orga-
nizers (CHOs) through a series of workshops. We also planned and implemented 
a grassroots community-mobilization initiative to increase the number of Bronx, 
NY residents who use Montefiore Medical Center’s school-based health and dental 
services (MSHP).

To support a comprehensive skills-transfer process, MEE customized training ma-
terials, handouts for group exercises and presentation tools for MSHP staff in the 
Bronx. We trained Organizers who work at school-based health centers on how to 
improve their community engagement at the grassroots level. Using information 
provided by MSHP, we developed and customized information packets organizers 

could use at a series of “Chat & Chews” with CBOs, service providers, local parenting 
organizations and other community leaders recruited by MEE and MSHP staff. MEE 
also designed MSHP-branded postcards that session attendees were asked to share 
with their colleagues and peers.

MEE provided on-site, technical and presentation support at each Chat & Chew to 
assist MSHP in expanding its visibility among local parents and other community 
stakeholders. We helped them start the process of creating a corps of organiza-
tional partners that who can become advocates for MSHP and promote its services 
to their constituencies.The first stage of the initiative resulted in an overwhelming 
response from the Bronx community. Representatives from the attending CBOs re-
sponded by requesting that CHO’s speak at their upcoming events, calling for an 
expansion of the MSHP to more schools and pledging to share information with 
other colleagues and contacts.  

L– 3D’s Form 
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As key stakeholders and community leaders, we know that you are doing amazing 

work “in the trenches” every day. We need the help of individuals like you and your 

organization to make this campaign successful.

Display Display “Monte�ore School Health 

Program” information at your location. 

Disseminate Disseminate and share “Monte�ore 

School Health Program” materials in 

your regular mailings or at your events 

and activities.

Dialogue Initiate dialogue and discussion about 

the issues addressed in this initiative 

with your constituents, colleagues 

and clients.

How to Get More Information About the Campaign:

!"#$%&
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The 3 D’s:

 

Organization Name 

Organization Contact Info 

Organization Website 

FB Page 

Twitter Handle 

Address, City, State Zip • www.yourwebsite.com 

Montefiore SchoolHealth Program

Montefiore operates the largest School Based Health Center program in the country
• Serves more than 20,000 registered children at 21 school based health  centers in the Bronx

• Provides comprehensive medical and mental health services at all sites
• Has a growing number of sites providing dental and community health services

• P.S. 8
• P.S. 28
• M.S. 45
• P.S. 55
• P.S. 64
• P.S. 85
• P.S./M.S. 95
• P.S. 105
• M.S. 142 - Sousa Campus• I.S. 217
• Bronx Success Academy • Charter School• Entrada Academy• New Settlement Community Campus• Bronx Regional Campus• DeWitt Clinton Campus• Evander Childs Campus• Mott Haven Educational Campus• Lehman Campus• Roosevelt Educational Campus• South Bronx Campus• Walton Campus• Taft Educational Campus• Morris Educational Campus• Stevenson Campus (Opening 2014)

To  learn more, contact us at:Montefiore School Health Program3380 Reservoir Oval, Bronx, NY 10467Phone: 718-696-4127 • Fax: 718-231-1586

Quality services are available to all children at our school based health centers.

MontefiorePostcard.indd   2

11/26/13   12:50 PM

The mission of MSHP, in collaboration with the Bronx community, 

is to eliminate health disparities facing children living in the Bronx 

by providing full access to high quality comprehensive primary and 

preventive health services regardless of one’s ability to pay.

Meeting the 
health needs 
of children 
at School Based 
Health Centers 
in the Bronx.

Montefiore School Health Program

MontefiorePostcard.indd   1

11/26/13   12:50 PM
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Philadelphia Department of Public Health

Raising Community Awareness of Secondhand Smoke 
Risks

Year 2013
As part of the Philadelphia Department of Public Health’s (PDPH) “Get Healthy 
Philly” initiative, MEE Productions was contracted to develop and implement to-
bacco control media campaign initiatives in 2013. The campaigns focused on sec-
ondhand smoke (SHS) exposure among children, quitting smoking and creating 
smoke-free environments. MEE was responsible for the overall coordination of the 
initiative, including planning, ad modification, media buys and account manage-
ment.

The campaign targeted low-income adult smokers (25-44 years) who have chil-
dren younger than 12. The objectives of the campaign were to: 1) increase smokers’ 
knowledge about the harms of SHS; 2) decrease smoking in the home; 3) decrease 
SHS exposure in the home for young children; and 4) promote anti-smoking norms 
among young children.

MEE placed advertising on television, radio and transit. We also developed and im-
plemented a very successful Facebook campaign that more than tripled the num-
ber of “likes” and increased other activity on the campaign page.

Year 2014
MEE received an extension to continue providing tobacco prevention media servic-
es into a new fiscal period. MEE will continue to provide planning, ad development, 

ad modification, media buying (print, TV, transit, social media) and account man-
agement services. An updated second-hand smoke campaign launched in January. 
This campaign, with transit and TV advertising, has more of an emphasis on quitting 
smoking. It targets adult smokers (25-44 years) who have young children. An out-
door smoking prevention campaign targeting a similar audience launches in April. 
Its objectives are to: 1) increase awareness of the damage tobacco smoking does to 
the environment, particularly city-owned parks; 2) promote smoke-free parks and 
recreation center property areas, including playgrounds, ball fields, courts, parking 
lots, lawns, and pool areas and; 3) decrease SHS exposure for young children.
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Inner City Truth 3 (ICT3) - Understanding the New Minority Majority

Third Installment of National Youth Lifestyle Survey

In 2013, MEE conducted the third iteration of its Inner City Truth national quantita-
tive study.  The Inner City Truth 3 (ICT3) survey was administered in-person over 
a five-month period in mid-2013 with more than 1,700 African-American and His-
panic teens and young adults (ages 16-20).  It delved into health, education, me-
dia consumption and the worldview and aspirations of young people in five major 
American metro areas: Atlanta, Philadelphia, Chicago, Los Angeles/Long Beach and 
Oakland/Richmond (CA).

ICT3 found that the lives of today’s millenials of color are more complex than many 
assume.  A focus of the survey was identifying (and finding solutions to) health, 
educational and related social disparities that raise challenges for urban youth of 
color achieving their innate potential.

Key findings from ICT3 include:

• Low-income urban youth of color value education as the door to future success; 
they are enrolled in school and plan to continue beyond high school.

• ICT3 youth believe both in themselves and a higher power to make things hap-
pen.

• ICT3 youth are intensely connected to digital technology via the Internet and 
smartphones; it even replaces face-to-face time as a favored way to keep in touch 
with friends.

• Despite media portrayals that may have one believe otherwise, and despite living 

in high-risk environments (stressors) where they have been exposed to signifi-
cant amounts of violence, the vast majority of African-American males have not 
been perpetrators of violence.

• Sexual abuse and assaults may be all-too-common experiences for African-
American girls and women.

• Among the sub-groups, Latina females were overwhelmingly the least satisfied 
with their bodies and were the most likely to report being bullied.

• ICT3 youth still have goals of marriage someday and believe that pregnancies 
should be planned, because having a child as a teen is a “big deal.”

• Programs and brands can connect with ICT3 youth by reflecting belief in self and 
supporting their dreams of success.

Survey sponsors included The California Endowment, The Advancement Project, 
The United Negro College Fund (UNCF) and The National Campaign to Prevent 
Teen and Unplanned Pregnancy. The project included an expert advisory panel 
made up of a dozen esteemed thinkers and doers across various fields and indus-
tries. The panel helped fine-tune the ICT3 research design, survey questions/con-
tent, data analysis and will support research dissemination in communities across 
the country.

MEE supported the release of its findings and insights with a national press re-
lease and launch of a customized microsite. Ongoing dialogue about our findings 
is being supported by social media outreach and dissemination partnerships with 
organizations such as UNCF and The National Campaign to Prevent Teen and Un-
planned Pregnancy.
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Family Planning Council - “I Matter” Campaign

Promoting Youth-Friendly Sexual Health Services

MEE was retained by the Family Planning Council (FPC) to oversee the creative 
development and placement of print materials and radio ads to promote teen-
friendly health centers as part of its “I MATTER” campaign targeting low-income 
teens in West and Southwest Philadelphia.

FPC is one of nine organizations nationwide selected to participate in the Of-
fice of Adolescent Health/Centers for the Center for Disease Control’s (CDC) Teen 
Pregnancy Prevention Project.  FPC’s goal for the multi-component campaign is 
to decrease the number of reported teen pregnancies in the targeted areas by 
increasing the number of teens (ages 14 to 19) who visit these clinics to get con-
traception or to receive free and/or low-cost sexual health services.

MEE’s Creative Team developed message concepts for the campaign, including 
a series of “youth-friendly” campaign slogans with messages about sexual and 
reproductive health to influence teens to access care at a FPC clinical provider in 
Southeast Pennsylvania.

We developed an array of print and media materials that included a double-sid-
ed color postcard, a double-sided color flyer and a transit ad that will be placed 
on various subway platforms and bus interiors in targeted sections of the city.  
MEE’s Team also developed scripts, recruited talent and recorded two 15- and 
30-second radio ads. We developed a full placement plan for reaching the target 
audiences through a mix of urban radio and outdoor transit partnerships. MEE 
executed media placement for the campaign in December 2013. Radio ads are 
scheduled to run in February and March of 2014. 

In 2014, the next edition of our quarterly UrbanTrends newsletter will highlight 
key findings from ICT3. The newsletter will feature quotes and insight from mem-
bers of the expert advisory panel, infographics and insights into the range of 
elements that impact and influence today’s youth.

The newsletter will be available to members of MEE’s Community Network and/
or UrbanTrends subscribers. Public- and private-sector organizations seeking ac-
cess to the research findings can purchase the full report through the ICT3 Web-
site.

ICT3 Press Releases:

http://www.meeproductions.com/ICT3Web/ICT32013release.pdf

http://www.prweb.com/releases/MEE/ICT3/prweb11385326.htm
(This e-release includes supplemental attachments and images.)

ICT3 Website: www.meeproductions.com/ICT3Web

ICT3 Facebook Page: facebook.com/InnerCityTruth3 
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Georgia Campaign for Adolescent Power and Potential (GCAPP)

Nutrition Campaign for Parents of Pre-Teens

MEE has partnered with Jane Fonda’s Georgia Campaign for Adolescent Power and 
Potential (GCAPP) to plan and launch a grassroots Community Education Campaign 
to improve nutrition and prevent obesity among at-risk ‘tweens and their families. 
Physical activity and nutrition is one of three key areas that GCAPP focuses on as 
part of its mission to improve the overall health and well-being of young people in 
Georgia.

In 2013, as part of the project planning phase, MEE and GCAPP explored several 
potential “end games” that will support the fulfillment of GCAPP’s mission and pri-
orities. Using that feedback, MEE developed a comprehensive Communications 
Plan to serve as the roadmap for a yearlong community awareness and parental 
engagement campaign that will begin in 2Q14, targeting parents and caregivers 
of pre-teens.

The Communication Plan addresses how to: (1) effectively introduce, brand and 
increase awareness of GCAPP as a key player in the obesity-prevention arena; (2) 
educate parents about do-able steps they can take to improve nutrition in their 
home; and (3) help parents and other caregivers to empower their pre-teens to 
make informed choices about their eating and nutrition.

In 2014, MEE will begin implementing key elements of the Communications Plan. 

Our Creative Team has developed radio and transit ads, along with print materials, 
including a poster, a flyer (with a user-friendly shopping list) and a postcard. The ini-
tial phase of the campaign focuses on the “why” of better nutrition. Messages point 
out that healthy eating helps children’s performance in school, gives them more 
energy and sets the stage for a healthy lifestyle that can reduce rates of chronic 
disease in low-income urban communities.

As a key pre-campaign activity, MEE will plan and help GCAPP execute a series of 
“Chat & Chew” information sessions in targeted Atlanta-area neighborhoods. These 
Chat & Chews will ensure that local stakeholders, CBOs and all levels of the com-
munity are prepared to support the campaign, whether through materials dissemi-
nation and display or more direct dialogue with local parents. MEE will develop 
materials and handouts to capture and collect data during the Chat & Chews. These 
instruments will support materials testing and help gather feedback on dissemina-
tion channels and outreach locations. The data collected from the Chat & Chews 
will be analyzed by MEE staff and will serve as a framework for revisions to the 
GCAPP materials and media.

Campaign implementation will begin in late 2Q of 2014 and will feature a mix of tra-
ditional and non-traditional media channels, including a series of radio ads, transit 
placement and special events. This strategy will help establish GCAPP as a trusted 
and credible health-promotion entity and begin to influence action-oriented be-
havior change among Atlanta-area parents and pre-teens. 



Montefiore Community Activation Training 
Montefiore Community Ac0va0on Training 201: 

Community Mobiliza0on Using Chat & Chews 

Presented by 

MEE Produc0ons Inc. 
Pamela Weddington & Ivan Juzang 

0 ©
2
0
1
2 

Understanding the New Majority Minority:
A Unique Look into the Urban Multicultural Youth Market

Presentation to The California Endowment©
20

13

1©
20

13

1Presentation to The California Endowment

Understanding the New 
Majority Minority

A Unique Look into the Urban 
Multicultural Youth Market

A Presentation to
The California Endowment

2014
Projects



2014 PROJECTS

22 MEE Productions Inc. 2013 Annual Report

MEE is the lead media agency of the Philadelphia Department of Public Health 
(PDPH) for its initiative to increase awareness about the negative effects of ex-
cess salt consumption on cardiovascular health. The Sodium Reduction Me-
dia Education Initiative targets adult African Americans (ages 35-60). MEE will: 
raise awareness about the link between high salt consumption and related 
disease(s), including high blood pressure and stroke; and encourage African-
American residents to reduce sodium intake and decrease portion sizes.

The campaign will span a two-year period and feature a media mix of radio, 
print and transit/outdoor advertising and social media, with a particular focus 
on lowering/preventing high blood pressure. In 2013, MEE developed the cam-
paign Creative Brief and Implementation Plan. MEE’s Creative Team developed 
message concepts for print ads and a series of radio scripts aimed to impact 
food-purchasing decisions at retailers (i.e., supermarkets, corner stores) and 
restaurants, along with food preparation decisions at home.

In 2014, MEE will test the message concepts with members of the target audi-
ence in six focus groups. This process will allow us to capture first-hand feed-
back about the look, feel, cultural-competency and overall effectiveness of the 
message content prior to finalizing the campaign messages and call-to-action. 
MEE will also develop a media placement plan for the campaign and execute 
the media buys, along with securing talent and producing the ads. The cam-
paign will launch in June 2014. 

Salt Reduction Media Education Initiative Emory University – Video Production for Training Video

Training & Empowering African American Churches on 
HIV/AIDS (T.E.A.C.H.)

2014 will lead the implementation of a video production project in partnership 
with Emory University’s Behavioral Sciences and Health Education department. 
MEE’s work will support Emory’s implementation sciences-based project to pro-
mote the adoption of proven interventions in everyday practice. MEE will create 
a train-the-trainer video in support of a faith-based program called P4 for Wom-
en, which was adapted from an evidence-based HIV intervention, SISTA (Sisters 
Informing Sisters about Topics on AIDS). SISTA is aimed at educating and influ-
encing young (ages 18-34), sexually-active, unmarried African-American women 
about sexual health.

P4 for Women has been adapted for use in the mega-churches of Atlanta. The 
goal of the P4 for Women program is to assess and analyze SISTA’s effect on wom-
en’s HIV-associated sexual risk behaviors, with the eventual goal of enhancing 
“religious social capital” in the Black church.

The video MEE produces will help potential program facilitators understand how 
to implement the core elements of the intervention. MEE will spearhead the pro-
duction process (planning, pre-production, production and post-production ser-
vices) for the documentary-style training video that will be shot on-site in Atlanta 
over several days. We will work closely with the Emory team to develop the video 
treatment, script, story boards and interview questions, and to finalize edits and 
enhancements to the training video. More than 50 churches in Atlanta will re-
ceive the MEE-developed training video. 
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The California Endowment/Boys Men Of Color Planning Grant

Making BMOC Success a Global Brand

MEE received a planning grant from The California Endowment to design an online, 
digital “community” for boys and young men of color (BMOC). This community will 
be launched across California and then expand to become a global destination for 
this trendsetting audience. Ultimately, the online relationship will be augmented 
with grassroots, on-the-ground activities in targeted communities. We will use the 
latest digital technology to engage BMOC in the pursuit of their life goals, interests 
and ambitions. We will also help them reach their fullest personal potential and 
strive for optimal health.

The digital platform we create will: engage and uplift boys and men of color; con-
nect them to a diverse range of community touch-points and services mobilized 
to support them; and sustain itself beyond initial funding, using a commercially 
viable, yet socially responsible business model.

To develop this innovative and powerful communication tool, we have assembled 
a dynamic management team, led by MEE, which brings more than two decades of 
insights on how to reach and influence urban young audiences. Since the goal is to 
create an online destination with a global footprint, the team also includes brand-
ing expert Darryl Cobbin, founder of Brand Positioning Doctors. He has held senior 
branding and marketing positions in corporate America, building brands for Coca-
Cola, Boost Mobile and Fox Pictures.  Cobbin is designing the brand architecture, 
which outlines our product’s meaningful difference from its competitors, defines 
its key features and enumerates both its functional and emotional benefits for the 
end users.

The optimal mix content for the platform is being generated by discussions with 
thought leaders who understand some of they key challenges BMOC’s face and 
what problems our digital platform can/should try to solve for them. For example, 
some BMOC’s choose to join gangs for safety in going to and from school. While 
there are consequences to choices like these, we will use creative methods (includ-
ing gaming algorithms) that will help BMOC sort through difficult challenges, con-
nect them with resources and services, and come to solutions that work better for 
them in the long run.

The marketing, media and digital approach for this BMOC portal reflects our inter-
est in and commitment to the whole person. True to our pro-social mission, we will 
develop BMOC as leaders who will have a positive impact in their schools, families 
and communities.

The business model for this venture is centered on a direct-to-consumer, subscrip-
tion-based digital platform that grows recurring revenue streams and guarantees a 
strong return on investment for our funders. We are also addressing the long-term 
sustainability of the Website/digital platform by identifying commercial sponsors 
and strategic partnerships in both the public and private sectors.
After honing our concept as a team, we are now ready to meet with diverse sources 
of capital. We are excited about sharing our approach with like-minded funding 
sources and have identified more than 20 foundations, venture capital operations, 
state governments and major non-governmental organizations for meetings and 
outreach.
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www.meeproductions.com/nstar/

NStar represents the “next-generation” model for distributing theatrical-quality ur-
ban (Black/Hispanic) films. NStar is the nexus of entertainment media, cutting-edge 
technology and social responsibility, using unique managed social media and com-
munity mobilization strategies to become the top dis-
tribution brand in the urban marketplace. The company 
will serve the fast-growing and sophisticated African 
American and Latino consumer market by distributing 
well-researched, cost-effective and culturally-relevant 
feature films.

The competitive edge for NStar, a one-of-a-kind urban 
film marketing & distribution company, is that all con-
tent (produced, co-financed or acquired) is audience-
informed and stress-tested, using a unique and proven 
research-based methodology developed by MEE Pro-
ductions Inc. 

NStar’s approach to filmmaking and distribution is 
launching at just the right time to take advantage of a 
new renaissance of African American movies. The last year has brought critical ac-
claim (12 Years a Slave) and box-office success (Ride Along, Best Man Holiday, The 
Butler) to movies about the Black experience.  Partnering with Relativity Media al-
lows us to prove our model in the marketplace, going beyond simply making mov-
ies to controlling their marketing, release and distribution.

NStar Entertainment is set to produce, market and distribute its first theatrically re-
leased film this year.  “32-21-42,” an aspirational romantic comedy, will launch NStar’s 
innovative production, marketing and distribution models (www.meeproductions.
com/nstar/32-21-42_November_2013_Revision.pdf).

“32-21-42” (working title, with alternate, “No Two Ways About It”) is aimed at both 
younger and “seasoned” female moviegoers.  The main character is Monica, a sexy, 
divorced, 42 year-old mother, who after a particularly bad day at work, meets 32 
year-old Sonny (while drowning her sorrows at a bar). He sweeps her off her feet and 
into a weekend of pleasure. Alas, Monica is too busy and too guilt-ridden to pursue 
this “one-weekend stand” with a younger man.  She ends things, breaking Sonny’s 
heart.  Five weeks later, Monica’s 21 year-old daughter, Eleni, comes home from col-

lege break giddy and in love with a guy she calls “Wood” McCoy.  Imagine Monica’s 
shock when she finds out that Eleni’s Wood is the same man as her Sonny. What’s 
a mother to do when she has had a tryst with the man who is now her 21 year-old 
daughter’s love interest? Oops! Add Monica’s jealous ex-husband (Craig) who wants 
Monica back and tons of drama and intrigue begins. Untangling all these angles 
keeps the audience “All Caught Up” (another potential title) and laughing in this 

aspirational romantic comedy.

“32-21-42” is a full-length feature for theatrical distribu-
tion on 500-600 screens in the Top 60 Black (urban) mar-
kets across the country. The target audience is primarily 
Black Women (ages 18-54).  Female Gen X-ers (35-50) will 
be the primary focus, with a secondary appeal aimed at 
Urban Millennial Women (16-32) and the LGBT commu-
nity. Male appeal will be realized by reaching out to the 
men in our targeted women’s lives.

NStar brings together a strong “A-Team” of film industry 
and urban marketing professionals with more than 100 
combined years of industry experience. Preston Holm-
es, producer of three Academy Award-nominated films, 

leverages his Hollywood insider knowledge as the NStar’s Head of Production. He is 
joined by film distribution and marketing expert Russell Schwartz, offering innova-
tive distribution and advertising strategies, and producer Dwight Williams, whose 
contacts and processes keep film production on track and profitable.  MEE CEO Ivan 
Juzang brings two decades of entrepreneurial management and urban marketing 
expertise to his leadership of NStar Studios.

“32-21-42” will be produced by Preston Holmes (New Jack City, Malcolm X, Tupac 
Resurrection, Do the Right Thing and Hustle & Flow). Holmes, a former president of 
Def Pictures, is one of the most prolific and well-regarded producers in the history of 
urban-themed entertainment. Writer/Director, Shari Carpenter is an award- winning 
independent filmmaker with nearly a two-decade long career in film production.

NStar has secured distribution for “32-21-42” through Relativity Media [Netflix and 
ALL forms of Pay TV (including SVOD), home entertainment (including EST), video 
on demand (VOD), and free television].  We are working directly with Relativity’s 
President of Domestic TV and Digital Distribution.

NStar Entertainment
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