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-
tributed to lifestyle barriers - the negative perception of exercise as too time consuming. This project aims to alter 

programs) promoting and supplementing an active lifestyle. The Clifton Melrose Branch is used as a case study.

As an avid and varied athlete, I grew up highly encouraged to embrace an active lifestyle by parents involved 

lifestyle I greatly enjoy, and a positive perception of exercise.

However, I realize many Americans were not this fortunate. A majority of American adults are stuck in poor health/

performing predominantly sedentary and light activities... only 5.07% report any vigorous-intensity activity.”  
Although adults need 150 minutes of moderate aerobic exercise weekly, a 2009 US Bureau of Labor Statistics 
study reveals a weekly exercise average at slightly over half that amount (88.2 minutes). The leading reason for 
this lack of exercise was, “Not Enough Time in My Busy Schedule,” (followed by “No Energy / Lack of Discipline,” and 
“Discouraging / Not Enjoyable”).

The American Heart Association recommends just 30 minutes of walking a day to reduce high blood pressure, 
cholesterol levels, the risk of cancer and Type-II diabetes, and help maintain weight. Simple, active lifestyle choices 

small decisions outside a gym, adults can slowly add physical activity into their daily routine. 

Digital media technology will be integrated into campaign methods currently used on-site at YMCA locations 
nationwide to create an engaging, impactful, and memorable solution in promoting an active lifestyle.

The desired result is to inspire healthy change by promoting an active lifestyle. Emphasizing that simple, active 
daily decisions are an easy way to release stress, jumpstart the heart, and increase energy levels can ultimately 

The goals of this project are to:
1. Inspire
any busy schedule.
2. Educate
3. Motivate

The target audience is middle-class, working American adult men (28 - 45) who are overweight and/or exercising 

healthy change. A secondary audience would be any YMCA adult member striving to better their lives by embrac-
ing a healthier, active lifestyle in their community.

This project addresses men based on the typical weekday schedule of the American working adult (morning 
commute, the work day, and the evening at home). The 28-45 age range was selected because they lack parental 

permanent change in their health, without complications that arise from old age. 

Note: women were not selected as my audience simply due to time involved. Ideally in real-world application, this 

The center of this topic revolves around making a positive change in society.  My  goal is partnered with the long-
standing history of YMCA establishments as centers for community and social responsibility - to appropriately 


