
   

  Next Meeting: June 13, 2019 

West Orange Chamber of Commerce 

12184 W. Colonial Drive 

Winter Garden, FL 34787 

 

 AGENDA 

Community Health Benefit Committee 

May 9, 2019 – 4:00 pm 
West Orange Chamber, Dr. Phillips  

Dan Petro’s Conference Room 
 
 

I. Call to Order N. Sutton 

II. Determination of Quorum N. Sutton 

III. Public Comment N. Sutton 

V. Approval of Minutes of April 1, 2019 (ACTION)  N. Sutton 

VI. Regional Park Update B. VanderLey 

VII. Healthy West Orange 3 – 7 yr. Vision L. Boettcher 

VIII. Public Good Projects Update L. Boettcher 

IX. Open Forum N. Sutton 

X. Adjourn  N. Sutton  

 

 

 

 

 

 



  
 
 

COMMUNITY HEALTH BENEFIT COMMITTEE MINUTES 

Monday, April 1, 2019 

The West Orange Healthcare District/Community Health Benefit Committee (CHB) met on 

Monday, April 1, 2019 in Orlando Health’s 4th Floor Conference Room.  N. Sutton officially called 

the meeting to order at 2:33 PM after a quorum was present with the following:  Trustees 

Present:  K. Ardaman, W. Britt, L. Cervenka, M. Griffith, T. Keating, M. Lee, J. Murphy, J. Sedloff, 

N. Sutton, R. Talbot, P. Taylor, J. Whiddon, R. Wilsen, Trustees Absent:  D. Carter, G. Jowers, 

C. Miller  Staff Present:  K. Harker, L. Buckley, L. Boettcher, T. Swanson Guest Present:  B. 

Sullivan 

 
As no members of the public were in attendance, invitation for public comment was not 
necessary.  
 

APPROVAL OF MINUTES (ACTION) 
 

Committee Action: Upon a motion duly made and seconded, the Committee unanimously 

approved the Minutes of Thursday, March 14, 2019. 

 

HEALTHY WEST ORANGE – BASELINE RESEARCH  
L. Boettcher provided the Board with a proposal from Integrated Insight, Inc. for tracking brand 
awareness and perceptions for constituents of the West Orange Healthcare District.  The 
organization will design, program, collect data, analyze, and report the findings of a quantitative 
research study. The survey will be conducted at retail and grocery stores within the District, and 
the respondents will be screened to be residents of the District. The cost for the research is 
$24,000. 
 
Committee Action: Upon a motion duly made and seconded, to engage Integrated Insight, 

Inc. to conduct the research at cost of $24,000 was unanimously approved. 

 

UCF INTERN PROGRAM  
L. Boettcher shared that interns are being evaluated and selected to assist with HWO, Inc. They 

will start in mid-May and will be researching opportunities for HWO, Inc. grants and opportunities 

to bring funding into the region.  Each student will be paid by UCF through a stipend.  

 

PGP UPDATE 
L. Boettcher provided the Board with an update on PGP.   In the next week in a half, they will be 

conducting a series of campaign reports.  She mentioned that the opioid campaign initially reflects 

mixed results and until the analysis is complete, the opioid documentary is placed on hold. 

 

L. Boettcher then discussed the campaign results for Low Birth Weight and Alcohol campaigns 

were very successful and requested approval to continue the campaigns, which was given. The 

cost to continue with both campaigns is $2,000 each per month, $8,000 total needed to continue 

for the next two months will be covered in the consultant budgets.  

  



  
 
 
OPEN FORUM  

T. Swanson mentioned that Creating a Resilient Community: From Trauma to Healing is on 

Wednesday, April 3rd from 9:00am to 4:00pm and the Community Leaders Screening of 

Resilience at the Winter Garden Theatre on April 9th at 3:30 to 5:30pm.  She encouraged 

participation.   

 

R. Talbot shared that he, T. Swanson and K. Harker met with PFM Asset Management advisors 

to discuss the potential to finance part or all of the District’s building. It will be discussed in the 

upcoming April Finance Committee. 

 

L. Boettcher shared the positive improvement for Orange County ranking 10 out of 67 in the 

Robert Wood Johnson sponsored county health rankings. 

 

Adjourn 3:34 PM           

    

 

    

               ______________________________  

                    Norma Sutton, Chair 



Inspire ▪ Unite ▪ Champion ▪ Advocate



Objectives:

• Current Progress

• Healthy West Orange Vision

• Measures of Success

• HWO Approach – 1 year & 5 year goals

 Healthy Behaviors
 Access to Quality Care
 High Quality of Life
 High Quality Places

• HWO Inc. – HUBB Approach

• Organizational Structure



Social Media

Community Partners

Festivals & 

Events

Through Facebook alone, so far in 2019 HWO posts reached 151,213 users 

(1,200/day) with a total of 7,679 interactions and 214,349 post 

impressions. On average 4% of post impressions result in engagement. 

Healthy West Orange: Reaching the Community Through Multiple 

Channels

HWO presence in 7 OCPS Elementary schools through Morning 

Mile and school gardens; active engagement with the Boys & Girls 

Club; Chamber and Businesses support increased with Carrot;

monthly engagement with the YMCA; joint initiatives e.g. Mall 

Walkers, WOWs, a new Horizon West race series; and new 

partnerships in development e.g. OC Public Libraries and OC Tax 

Collector.

HWO Team is out in full force at more than 20  Community events per year. From large 

festivals like Bloom & Grow to small events like YMCA Healthy Kids Day, in Fiscal 2019 the 

team has already interacted with more that 10,000 members of the community.



Alcohol

Low Birthweight

 Increased belief that smoking will severely lower the quality of life 

 Increased belief that they would become a burden to others in the future because of smoking

 Increased awareness of Tobacco-Free Florida

Targeted Health Campaigns Show the Potential to Change 

Behavior

 Increased perceived risk in drinking 1 or 2 drinks nearly every day 

 Data show nearly all males ages 18-34 have been exposed to the campaign

 UCF Researchers endorsed the campaign’s harm-reduction strategy

Smoking

Opioids

 Increase in pregnant women intending to discuss nutrition and breastfeeding with a healthcare provider.

 Decrease in those who were unsure of the definition of low birthweight

 Increase in being comfortable talking to their healthcare provider about exercise

 Increase in the correct identification of opioid drugs 

 Increase in perceived risk of fentanyl 

 Increase in awareness of naloxone 

 Increase in awareness of local resources

 Increase in intent to ask doctor for non-opioid alternatives





To understand our impact on the community, data needs to be drawn and analyzed from 

several sources. Our internal team processes data not only from our HWO campaigns, but 

also drawn from our health care providing partners, consultants, and outside research.

MEASURING SUCCESS  

The true impact of our investment will not be seen in the 

short term. 



Source Data Type Timeframe Reporting 

Frequency

Internal Marketing and 

Audience Metrics

Primary Short Ongoing

Hospital Utilization by 

Top 10 ED and Inpatient 

Diagnoses (primary and 

secondary by payer)

Primary Short and Long Annual

Community Health 

Centers

Primary Short and Long Annual

Door-to-Door Survey Primary Short and Long TBD

Neighborhood Stress 

Index (Polis)

Primary and 

Secondary

Short and Long Annual

PGP Secondary Long Up to 10 years

RWJF Secondary Long Up to 10 years

Broad Array of Data Sources



How We Get There

Healthy Behaviors

Access to Quality Care

High Quality of Life

High Quality Places



Healthy Behaviors

With brand awareness and engagement strong in west Orange County, the HWO 

message is encouraging and enabling healthy behaviors.

2020: Measure brand awareness and refine communication and engagement 

strategies

2025: HWO is ubiquitous in west Orange and the population is engaged, reflected 

by the beginning trend lines in RWJF measures.

From Morning Mile to nutritious lunches, HWO is an active partner with all public 

and private schools.

2020: Expand Morning Mile and evaluate school gardens

2025: Impactful programs are in use or being developed across west Orange 

County.

STEP

03
HWO MARKETING

Fully activated
brand messaging

INSPIRE

STEP

02
SCHOOLS

Innovative wellness
resources in all

schools

CHAMPION

STEP

03

RWJF

Data-driven
campaigns and
projects

INSPIRE

Using RWJF as a guide, HWO is not only a catalyst for targeted health 

communication campaigns, but there is a plan and timeline for becoming the 

healthiest community in the nation.

2020: Begin Phase 2 of work with PGP and conduct custom research where 

needed

2025: Develop additional campaigns as well as targets and timelines for RWJF 

outcomes



STEP

01

HEALTH HUBB

Optimized with
online and physical
presence

UNITE

STEP

05

ACES

Trauma-informed
strategies in action

ADVOCATE

Access to Quality Care

On-line (Aunt Bertha) and in-person resource center with robust directory platform 

connects west Orange residents to health and well-being services and agencies in 

Central Florida. Staffed with knowledgeable and friendly employees, this HUBB also 

partners with provider agencies to increase resident access to several social 

services.

2020: HUBB launched online and physical space completed and operational

2025: HUBB fully staffed and engaged with partner agencies – a trusted resource.

HWO supports education and advocates for trauma-informed strategies throughout 

the west Orange community. Through partnering with agencies like OCPS and the 

Howard Phillips Center, HWO supports active interventions that not only address 

the adverse effects of ACES in adults, but prevent children from developing ACES in 

the future.

2020: ACES partner agencies chosen and engaged

2025: Expanded ACES strategies in action throughout the community



High Quality of Life

HWO invests in local initiatives enhancing the wellness of the community and, using data 

from successful pilots and past investments, leverages learnings into partnerships bringing 

in money to fund the expansion of these programs.

2020: HWO applies for first grant

2025: HWO has active investments of up to $.5 million annually and partnerships 

bringing additional resources to west Orange

STEP

02
GRANTS

Investments in, and
brought to, the region

CHAMPION

UNITE
STEP

05

CONSORTIUM
HWO-led network
influencing community
well-being

STEP

04

BUSINESSES

Wellness-focused for
both the consumer
and the employee

CHAMPION

As an active funder and wellness partner, HWO leads a unified group of influencers to 

ensure cross-communication, integration of efforts, and increased impact among health 

service providers and initiatives.

2020: Develop Consortium concept and partnerships

2025: HWO Consortium is leading influencer of health and wellness in west Orange

Thriving wellness-focused B2C plan using Carrot, HWO also provides an adaptable 

Business Wellness Program for small/medium companies to increase the health and 

well-being of their employees.

2020: Carrot performance evaluated and refined

2025: Carrot strategy optimized and Business Wellness  Program established



High Quality Places

Working with developers, community leaders, municipalities, and neighborhood 

groups, HWO partners to support a health-centered physical environment, including 

Regional Park Master Plan, community gardens, famers markets, community fitness 

groups, and walking trails.

2020: Research and engage partnerships

2025: HWO active collaborator with stakeholders and community-led Healthy Places 

initiative in action

STEP

04

HEALTHY PLACES

Place-based work in
partnership with
governing bodies

ADVOCATE

Building on the success of the Polis work in East Winter Garden, HWO collaborates 

with community partners in initiatives and expands interventions affecting the 

social determinants of health.

2020: Engage and evaluate Polis process

2025: Expanded SDOH interventions in targeted neighborhoods



HWO Inc.

HWO Operations Admin

Grant Partnerships

Marketing

Data & Metrics

HUBB

Finance

Facility Management

Human Resources

Social Entrepreneurship

Community 

Engagement

Events & Outreach

For and 

Non Profits

Website

Social Media

Targeted Campaigns

Donor & Volunteer 

Management

Resource Management

Directory Navigators

Schools & Municipalities

Sustainability



Self Sustainability

Social 
Entrepreneurship

Building Lessees

Community Space 
Rentals 

Grant Partnerships 

Research,  Soliciting 
& Oversight of 
Secured Grants

Grant Making 
Management and 
Due Diligence

Donor and Volunteer 
Management

Annual Signature 
Event

Volunteer 
Relationship 
Management



Administration

Finance

Investment Portfolio 
Oversight

Controllership

Finance Committee 
Management

Human 
Resources

Compliance

Total Rewards

Development

Community Relations 

Board Management

Facility 
Management

Safety and Security

Common Area 
Maintenance 
Management



GUIDING PRINCIPLES

 No HIPAA-Related Services

 No Endorsements

 Stand-alone Branding

 Measure & Adjust

Virtual 

Access

Physical 

Access

Satellite 

Services

 Aunt Bertha – directory platform

 Available online 24 hrs/day

 Branded and customized

 Staffed 4 days/week

 4 ipad stations

 Secure wifi

 Space for outside providers 

 Access to services by appt

 2 private spaces for appts

HUBB – Resource Directory and Center



 Refine 2020 annual budget: estimated at $.8 - $1 mil

 June presentation of detailed data & measures along with 2020 budget

 Develop staffing for organizational structure post building construction

 Continue establishing legal and non-profit structure for HWO, Inc

 Complete design and development of HUBB 

Next Steps



West Orange County aims to become the healthiest community in Florida, and 
eventually the nation. Since 2017, The Public Good Projects (PGP) has worked 
closely with the WOHD to create and implement behavior change campaigns 
addressing four of the highest priority health issues in west Orange. These 
health issues were determined following a research study performed by PGP 
together with the WOHD, examining all Robert Wood Johnson Foundation 
(RWJF) County Health Rankings indicators. The high priority topics are smok-
ing cessation, binge drinking, low birthweight, and opioid misuse. Campaigns 
are meant to change knowledge, attitudes and behaviors of the populations 
most at-risk for these health conditions, working in parallel to other programs 
by WOHD and the Healthy West Orange movement. Each campaign is de-
signed to reach only its target population, using various social media channels 
and targeted advertising methods.

Campaigns were rigorously evaluated using standardized survey question-
naires, designed for peer-reviewed scientific publication.  Below are a selection 
of results from these evaluations. Full results are available in a separate report.

INTERESTING TAKEAWAYS
• “Strong Beautiful Future,” the low birth-

weight campaign, now has a large local

following. It is the only campaign for

African American women focused on low

birthweight in the region.

• “It Impacts Us All,” the opioid docu-

mentary, joins a small number of locally

produced films in the U.S. The film is being

submitted to numerous festivals.

• “Freedom to Quit,” the smoking cam-

paign, often reached men through the

women in their lives.

• “Drunken Rewind,” the binge drinking

campaign, is the first of its kind in the U.S.

Progress Report
Cigarette Smoking, Alcohol Consumption, 

Low Birthweight, Opioids

Cigarette Smoking
Priority Population: White males, ages 25-44
• Statistically signficant increase in belief that smoking will severely lower the quality of their life in the future

(44.4% baseline, 81.5% follow-up, p=0.014).
• Statistically signficant increase in belief that they would become a burden to others in the future because of smoking

(44.4% baseline, 77.9% follow-up, p=0.020).
• Statistically significant increase in awareness of Tobacco-Free Florida (55.6% baseline; 85.2% follow-up, p=0.044).

Alcohol Consumption
Priority Population: White males, ages 18-34
• Statistically significant increase in those who perceived risk in drinking 1 or 2 drinks nearly every day (31.7% to 58.6%, 

p=0.025).
• Data show nearly all males ages 18-34 have been exposed to the campaign, many having watched several episodes.
• Researchers from UCF have endorsed the campaign’s harm-reduction strategy, and noted that students residing in

west Orange reference the campaign. Area bars have begun to share the campaign.

Low Birthweight
Priority Population: African American women, ages 18-35
• Statistically significant increases in pregnant women intending to discuss nutrition (9.1% to 53.1%, p=0.011) and breastfeeding

(18.2% to 56.3%, p=0.029) with a healthcare provider.
• Statistically significant decrease in those who were unsure of the definition of low birthweight  (16.7% baseline, 1.6% follow-up, 

p=0.007).
• Statistically significant increase in knowledge of healthy foods (81.8% baseline, 90.6% follow-up, p=0.031).
• Statistically significant increases in being comfortable talking to their healthcare provider about exercise (81.8% baseline, 

96.9% follow-up, p=0.042) and believing that exercise is safe for the mother during pregnancy (66.7% baseline, 91.8% follow-up, p=0.003).

Opioids
Priority Population: White males, ages 18-25
• Statistically significant increase in the correct identification of opioid drugs (12.0% baseline; 46.7% follow-up, p=0.014).
• Statistically significant increase in perceived risk of fentanyl (52.0% baseline, 80.0% follow-up, p=0.048).
• Statisically significant increase in awareness of naloxone (16.0% baseline, 53.3% follow-up, p=0.033).
• Statisically significant increase in awareness of local resources (37.5% baseline; 73.3% follow-up, p=0.020).
• Statistically significant increase in intent to ask doctor for non-opioid alternatives (40.0% baseline, 50.0% follow-up, p=0.049).
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