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BIG CHALLENGE: INSPIRING 10,000 NEW YORKERS
TO SHARE A WIDE RANGE OF DATA
During the summer of 2017,
we refreshed our brand and
developed a recruitment
marketing strategy that
includes a mix of out-ofhome, storefront, and social
media advertising.
In fall 2017, we are testing
that strategy with doorknocking campaigns in three
Brooklyn neighborhoods.
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TELLING A NEW STORY: BUILDING TRUST AND
ENTHUSIASM ABOUT CHANGING HISTORY
SOLVING THE PUZZLE TO A BETTER, LONGER LIFE
The Human Project is a pioneering research initiative that aims to
solve our toughest challenges — from preventing diabetes and
asthma to improving schools and relieving financial stress.
Starting in 2018, we will invite 10,000 New Yorkers to share the
tiny bits of information they create from moment to moment,
every day.
This simple act will help scientists reveal how all the millions of
tiny puzzle pieces in our lives connect together, making New York
— and our wider world — a cleaner, safer, and happier place to live.
Together, we’ll make history. You hold the missing piece.
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WE OVERHAULED CONTENT AND DESIGN FOR THE
MAIN HUMAN PROJECT WEBSITE
We dramatically
streamlined content
and built an inspiring,
mobile-friendly website
to connect with
researchers, journalists,
funders, and the public.
We are also building an
immersive, multimedia
microsite for
participants that will go
live when study
recruitment launches.
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THEHUMANPROJECT.ORG

WE ARE RUNNING A TEST CAMPAIGN IN THREE
BROOKLYN “MICRO-NEIGHBORHOODS“ THIS FALL

MARKETING

DOOR-KNOCKING

SURVEY

• We will test all elements
of our marketing strategy

• 12 recruiters will knock
on 400 doors over six
weeks

•

Recruiters will conduct a
15-minute survey

•

The survey will evaluate
ad effectiveness, brand
perception, and
likelihood of
participation

• Test areas are adjacent to
the first “microneighborhoods” for the
real study — building early
brand awareness
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• This will yield key
logistical insights and test
our assumptions about
door knocking in realworld conditions

OUR CALL TO ACTION IS CLEAR, SIMPLE AND
FRIENDLY: OPEN THE DOOR AND SAY HELLO
SAY HELLO TO CHANGING HISTORY
We’ll deliver the project’s bold vision
through a light-hearted style that draws on
the simple principle of neighborliness.
We’ll introduce our street team and show
New Yorkers that to start making a change
in the world, all it takes is a simple hello.

WE DESIGNED A BRANDED LIVERY KIT FOR RECRUITERS — INCLUDING T-SHIRTS,
JACKETS, HATS, AND GEAR.
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WE ARE TESTING TWO DIRECT MAIL PACKAGE
DESIGNS TO EVALUATE OPEN RATES

BASED ON EVIDENCE FROM THE TEST CAMPAIGN, WE WILL SELECT THE MOST
EFFECTIVE OPTION FOR USE IN THE REAL STUDY
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WE’RE RUNNING THREE AD PLACEMENTS TO SEE
WHICH WORK BEST IN “MICRO-NEIGHBORHOODS”
BUS SHELTERS &
STOREFRONT POSTERS

8

STREET
BANNERS

SUBWAY
TURNSTILES

WE ARE TESTING TWO CAMPAIGN CONCEPTS —
SURVEY RESPONDENTS WILL EVALUATE BOTH
GO DOWN IN HISTORY
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WILL YOU BE CHOSEN?

BRINGING THE STUDY’S IMPACT TO LIFE THROUGH
VIDEO: 10 REASONS TO “SAY HELLO”
We asked New Yorkers
to share their stories and
their hopes about how
we can come together
to build a better New
York of the future.
Videos will be shared via
social media, in
community meetings,
and through a
participant-facing
microsite.
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WE’LL ENGAGE PARTICIPANTS THROUGH A
TARGETED SOCIAL MEDIA STRATEGY
We will create video carousels for
Facebook and Instagram. Each frame will
feature an 15-second video featuring
New Yorkers sharing their struggles and
their hopes for a better New York.

Cost of Living
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Learn more

Alzheimer’s

Learn more

The Human Project
New Yorkers, this is your city. This is
your future. These are three reasons to
say hello to The Human Project.

Healthcare Access

Learn more

Video selection will
be tailored to focus
on issues most
likely to resonate
with particular
audiences.

WE CONDUCTED FOCUS GROUPS TO IDENTIFY THE
ISSUES NEW YORKERS CARE ABOUT MOST
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ALZHEIMER’S DISEASE
Many researchers believe the
answer to Alzheimer’s lies in
prevention, but we know so little
about what causes the disease. By
uncovering how our bodies,
behavior, and environment
contribute, our study may help to
reduce Alzheimer’s risk.

PUBLIC TRANSIT
By studying how New Yorkers get
around, we’ll be able to monitor
congestion patterns in real time to
identify underserved communities.
We’ll learn how a tough commute
affects health, quality of life, and
costs, so we can pursue equitable,
evidence-based solutions.

EDUCATION
By bringing in- and out-of-school
data together, we can better
understand the complex factors
that influence student success.
We will build “early warning
systems” to identify and support
at-risk students before they truly
begin to struggle.

DEPRESSION
So many people struggle with
depression. Early intervention can
reduce hospitalizations and
suicide rates. We will develop
tools that can predict acute
depression, so people can get
help when it makes the most
difference.

GENTRIFICATION
By following New Yorkers over 20
years, we'll gain new insights
about what happens as a
community gentrifies? Who stays?
Who leaves? How are those
families affected and what specific
steps can we take to
ease their challenges?

DIET & NUTRITION ACCESS
We’ll better understand the
dietary choices people make and
how those choices affect health.
That will foster more consistent
guidance about healthy eating
and help policymakers improve
access to high-quality food in
every neighborhood.

WE MAPPED THESE ISSUES TO KEY
DEMOGRAPHICS
NORTHSTAR FOCUS GROUPS AND
COMMUNITY RESEARCH

DEMOGRAPHIC DATA FROM THE U.S.
CENSUS

+
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RECRUITERS WILL BE EQUIPPED WITH
NEIGHBORHOOD-FOCUSED MESSAGING CARDS
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WE’LL CULTIVATE PARTICIPANTS WITH
INCREASINGLY PERSONALIZED MESSAGES
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OUR COMMUNITY OUTREACH EFFORT WILL BUILD
AWARENESS AND ENGAGE INFLUENCERS
RUNNING THE TEST CAMPAIGN IN OUR LAUNCH NEIGHBORHOODS GIVES US A
HEAD START ON BUILDING TRUST AND RELATIONSHIPS
• Engaging elected officials
• Partnering with community- and faithbased organizations
• Posting on community-focused web
portals
• Capitalizing on “hyper-local” footprint
with storefront posters in local bodegas,
coffee shops, etc.
• Conducting “town halls” to introduce the
study and answer questions
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AS RECRUITERS HEAD TO NEW NEIGHBORHOODS,
MOBILE LABS ROLL IN TO INITIATE ENROLLMENT
• We built customized mobile laboratories
that function as a home delivery service
for research
• We will launch with one van in January,
expanding our fleet after the first quarter
to work in multiple neighborhoods
• Our engaging van wrap will serve as a
roaming billboard, building brand
awareness in our target “microneighborhoods”
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WE CREATED INFOGRAPHICS TO ANSWER
PARTICIPANTS’ LIKELY QUESTIONS
• Infographics cover “hot topics” like data
security and how the study is funded
• They explain all the different data we need,
how we’ll collect that data, and how each data
source could help improve lives
• Content is written at a sixth-grade
comprehension level and will be translated
into multiple languages
• Similar messaging is embedded into consent
videos to ease fears and remind participants
how the data they’re sharing can make a big
difference
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OUR INNOVATIVE CONSENT SYSTEM ENSURES
PEOPLE KNOW WHAT THEY’RE SIGNING UP TO DO
•

An online consent portal guides users
through ten animated videos that
translate legal consent forms into
clear, simple language

•

Interactive quizzes engage
participants and facilitate
comprehension

•

Videos are written at a sixth-grade
comprehension level, with
adaptations for children as young as
seven

•
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New videos can be added as needed

CONTACT US

THE HUMAN PROJECT
370 Jay Street, 7th Floor
Brooklyn, NY 11201
DEBRA WEXLER
CHIEF COMMUNICATIONS OFFICER
Tel: 212.998.8030
Email: debrawexler@nyu.edu
THEHUMANPROJECT.ORG
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