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“[…] the process of 

enabling people to increase control over and to improve their health. To reach a 

state of complete physical, mental and social well-being, an individual or group must 

be able to identify and to realize aspirations, to satisfy needs, and to change or cope 

with the environment. “ 2

 

*Please note that Community Initiatives will be explored in a subsequent research project.  
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https://aohc.site-ym.com/general/custom.asp?page=HPResources
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Table 1: Personal Development Groups (PDGs), by theme, 2021-22 

 

Table 2: Personal Development Groups (PDGs), by target population, 2021-22 
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Identifying Health Promotion Priorities and Activities 

✓ 

✓ 

✓ 

✓ 

“Effective health promotion programs are those that have been requested by the 

community and support people’s health and wellbeing, adding great value to their 

lives. These programs often respond to one of the primary needs in our community, 

which is connecting to others (sense of belonging), or addressing food security.” – 

Focus group participant   

✓ 

✓ 

 



 

8 
 

“All our programs go through an evidence-informed practice process, […] a 

program planning template and a series of questions that our providers complete 

when they're planning the program to ensure that our programs are, say, for 

example, relevant, they're responsive to the client's needs and the community's 

needs, they're also based off of either evidence or any promising practices, as well as 

making sure that the programs that we have are accountable to our clients and other 

stakeholders” – Focus group participant 
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Figure 1: Personal development groups (PDGs), by funding source, 2021-22 
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“[…] I think one of our strengths has been our peer-led model with some of our 

health promotion activities. We're running a really successful Somali men's group 

right now in partnership with another agency around mental health and addiction 

support. And we have a couple of the men who provide peer support, who do 

outreach to help us get other men to come to the group.” – Focus group participant 

 

“we’re always thinking about […] how do we meet the needs of the communities in 

the best way that is barrier-free…” – Focus group participant 
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“[…] internally we connect with our teams to see if there’s any feedback that they 

have or trends that they’re seeing to help to support and inform the design of the 

programs” – Focus group participant 

✓ 

✓ 

✓ 

✓ 

✓ 

✓ 

“When one participant raves to their neighbor about the program and brings them to 

it next time, we know the program has been successful at having had an impact.” – 

Focus group participant 
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https://www.who.int/teams/health-promotion/enhanced-wellbeing/first-global-conference
https://www.who.int/teams/health-promotion/enhanced-wellbeing/first-global-conference
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