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MAKING RICHMOND THE HEALTHIEST
CITY IN AMERICA BY 2033

Ambassador
Toolkit

How Ambassadors can align, advocate, activate,
contribute, share stories and demonstrate leadership.
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What is America’s
Healthiest City?

America’s Healthiest City is a community-led initiative to make
Richmond, VA the healthiest city in America by 2033.

The idea was born out of an immersion project conducted by the
Leadership Metro Richmond Quest Class of 2020 on food insecurity.

Associated media and communications efforts are spearheaded and
funded by the team at Xponent2], a Richmond-based digital marketing
agency.
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https://americashealthiestcity.com/where-do-good-ideas-come-from-it-takes-a-community/

What is America’s
Healthiest City?

The effort is alive in the following ways:

A branded public awareness effort

A rallying cry for the community

A website/digital platform

An open community ideas board for ways to move the needle
An online publication with stories

A broadcast radio show on ESPN Richmond

A convener of stakeholders



Whatitisn't.

We want to be clear about what America’s Healthiest City is NOT in order
to prevent misunderstandings or a sense of duplication within the
community. America’s Healthiest City is NOT:

A nonprofit organization

A for-profit project

A new service or program

A management vehicle for commmunity projects
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Who are Ambassadors?

Ambassadors are community partners who publicly commit to
supporting the America’s Healthiest City commmunity challenge and who
commit to putting their strategic decisions through The Filter which is to
ask, “How will this decision make Richmond Healthier?”

Ambassadors can be;

Businesses

Non Profit Organizations
Academic Institutions
Government Agencies
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How Ambassadors align.

Ambassadors should seek distinct alignments between their brand story,
their own initiatives and those of America’s Healthiest City in order to
maximize the overall value that this effort will bring to the community. The
following are a limited list of examples.

e A company driving an internal employee health initiative that wants to
make a bold statement.

e A government agency charged with some aspect of public health that
wants to collaborate on grass-roots efforts.

e A non profit focused on foundational support like housing or mental
health that is looking for ideas and volunteers to make a dent.

e Atechnology company interested in deploying tools to demonstrate
their abilities and help tell the story over time.
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How Ambassadors
advocate.

Ambassadors can advocate for a healthier community by first filtering their
decisions through the question, “How does this make Richmond healthier?”
and opening that dialogue up to a larger group of people.

They can also advocate by proclaiming their commitment and drawing
awareness to the effort through public channels and by inviting others to
share ideas or participate in the conversation online.
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How Ambassadors
activate.

Ambassadors, due to their organizational structure, have a natural armies
to deploy in the effort to make this city the healthiest in America in 10 years.

Most Ambassadors will have employees and many have customers, but
these organizations reach into many influential pockets of society beyond
these large groups. That includes boards, committees, volunteers, vendors,
partners, associations, visitors and more.

Ambassadors can activate these groups in a variety of ways, but the

simplest way is to encourage their support and participation. That could

mean submitting an ideaq, taking stewardship of an idea, commenting, o
sharing new stories, or recruiting others to become Ambassadors. ‘é;



How Ambassadors
contribute.

Ambassadors have a variety of resources that may align well with the
America’s Healthiest City effort. The following are ideas that have surfaced in
discussions with other Ambassadors:

Earned Media (Airtime, Press Mentions, Social Media Shares)
Professional Expertise (Data dashboard anyone?)

Event Hosting (Ambassador Welcome & Networking Events)

Branded T-Shirt Production (Shipped Free to People who Submit Ideas)
Collaborative/Educational Event Coordination
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How Ambassadors share
their stories.

One of the biggest benefits of being an Ambassador to America’s Healthiest
City is having a platform to tell your story as it fits within the pursuit of making
Richmond the healthiest city in the nation in a decade. The follow opportunities
are available exclusively to Ambassadors:

e Submit YouTube videos for sharing in our online publication, in social
media and our newsletter.
e Suggest or participate in stories produced by the America’s Healthiest

City team.
e Co-produce media with America’s Healthiest City (your talent or ours).
e Tell your story through your own marketing channels as an Ambassador mﬂ:m
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How Ambassadors
demonstrate leadership.

This project is no small undertaking. It's a bit organic. There are real
opportunities for our community, but also real risks that we don’t even move
the needle. It is our hope that by sparking this rallying cry and by keeping the
story alive, we can actually make a significant difference in the lives of our
citizens, workers and visitors.

Ambassadors need not wait to be called on for their strengths to be paid

toward this effort. We welcome any and all forces that push this forward

including new ideas, volunteer effort, recruiting assistance, overall guidance,
technical input and so much more. In the end, what matters most is that we

bbring our community together on a mission that enables us to see our e
humanity and appreciate that we share more than just a few zip codes. ‘”:w
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Using the America’s
Healthiest City brand identity.

It's ours. As an Ambassador, you are one of us. We're in this together. Mention
yourself as an Ambassador, partner, advocate, contributor or whoever you see
your organization as playing a role in relationship to this effort, embrace it.

Use the America’s Healthiest City logo onling, in print, on your storefront
windows, or anywhere else you wish to achieve visibility. Similarly, leverage the
America’s Healthiest City Ambassador badge (coming soon).

Logo PNG File
Logo Vector File (ai)
Ambassador Badge PNG File VT
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https://drive.google.com/file/d/13h9IipH--K61qgdyhDBC0zkrahXwUhUw/view?usp=sharing
https://drive.google.com/file/d/17aqnU-W6kkLZvN9zsSrRVQT6VvJwR7y2/view?usp=share_link
https://drive.google.com/file/d/1DuEwokAsaV4VEjPal8PasqYN8j_0csT-/view?usp=drive_link
https://drive.google.com/file/d/14g7PtdA_D_GE7qeo_bkaEFWgOevvh0Wi/view?usp=drive_link

Helpful links.

America’s Healthiest City homepage & idea submission form.

Story about how America’s Healthiest City came to life.

An open letter inviting Ambassadors to join America’s Healthiest City.
Story about ChamberRVA's surprising new mission, vision and values.

An initial list of metrics we aim to measure to track our progress.
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https://americashealthiestcity.com/
https://americashealthiestcity.com/where-do-good-ideas-come-from-it-takes-a-community/
https://americashealthiestcity.com/open-letter/
https://americashealthiestcity.com/leading-the-charge-for-a-healthier-rva-local-business-leaders/
https://americashealthiestcity.com/what-makes-a-city-healthy-anyway/

A few of our Ambassadors:
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