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Cass Wheeler tells Liz French that for the
American Heart Association to achieve its goals,

he Amernican Heart Association has
some lofty poals: reduce death rates from
coronary heart disease and stroke by
23%; reduce the prevalence of smoking, high
Blood cholesterol, and phivsical inactiviry by
25%; and stop the growth rates of diabetes and
obesity in their tracks. And it all needs to be
accomplished by 2010,

According to Cass Wheeler, CEO of the Dallas,
Texs-hased nonprofit organization, the way to
accomplish these poals is throush communicae-
ing to not just the medical communiry, but the
general public as well. With projects such as Go
Red For Women, CPR Anytime, Alliance for a
Healthier Generation, and the hospital-based
program Get With The Guidelines, the AHA
is well on its way to saving millions of lives.

WWe've always supported and promoeted scientific
research, and our commitment to maintain the
integrity of that science has fostered a positive
putblic perception of our brand. The strenath of

it can't work alone.

American Heart Association

the AHA results from the strong eommitment
of volunteers nationwide and cur prassroots ability
o mobilize resources that reach out to commu-
nities,” said Wheeler.

Healthy relationships

To reach men and women of all ages and ethnic
backgrounds, the AHA has partnered with
government agencies and public and private
comparnies to spread the word about preventive
care. "We realize we can't achieve our goal
alome, so we've parmered with a number of
organizations to mobilize our effors. So far, its
been effective. Coronary death rares, stroke,
tobacco wse, hypertension, and cholesterol rates
are all down. We sill have some work to do in
the areas of diabetes and chesity. The goals are a
lietle different there—wve just want 1o stop the
rates of growth,” said Wheeler.

For instance, AHA collaborares with more than

1,000 hospitals on its quality improvement pro-
gram, Get With The Guidelines, The program
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ensures that the treatment hospitals provide for
coromary artery disease, stroke, and heart failure
is aligned with the larest scientific guidelines.

On the consumer side, AHA launched is Go
Red For Women program in February 2004.
Whiat bgan as a grastoots campaign to raise
awareness that heart disease is the number one
killer of women has grown into a nationwide
movermnent. The program, nationally sponsored by
Macy’s and Pfizer with additional support from the
PacifiCare Foundation and Bayer Aspirin, pro-
vides women with information on healthy eating,
exercise, and risk factor reduction, such as smok-
ing cessarion, weight maintenance, blood pressure
control, and blood cholesterol management.

In addition to educating the public about pre-
ventive care to ward off hearr attacks, the AHA
partmered with Laerdal Medical o spread infor-
mation on what to do if a family member or
friend expeniences cardiac arrest. CPR. Anytime
for Family and Friends is a self-directed kit thar
teaches the fundamenitals of CPR in about 20
TRETLITES.

To reach younger senerations, AHA has joined
forces with the Clinton Foundation to create an
Alliance for a Healthier Generation. The pro-
aram makes leaming about exercise and nurrition
fun for children via an interactive Web site and a
Wick News Special program called Fight to be

B Nickolodeon has commited $28 million a
vear for the next three years in airtime o get the
message our oo kids and get them engaged.

"The campaign has four pillars. The fiest is that
we want it to be for kids, by kids. The second is
a recognition program for schools that deal with
issues around vending machines, school lunches,
and physical activity. The third pillar encourages
restaurants and food manufacturers o have
healthier options. Kids will always want to eat
hamburgers, pizza, and French fries, and we want
to find a way to make those foods less harmful.
The fourth pillar will consist of encouraging
healthcare providers to work together to address
these issues,” said Wheeler.

“Ohur science is translated for multiple audiences:
medical professionals, patients, caregivers,
public officials, and povemnment representa-
tives, By putting the rght information in the
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right hands ar the right time, better health deci-
sions will result.”

Get with the program

Get With The Guidelines educates and
empowers healtheane teams o save lives and
reduce costs by closing the treatment gap, Core
components include in-hospital initiation of
evidence-based therapies, quality improvement
training, facilitation of best practices, patient
educarion materials, and decision-support tools
that generate real-time reports.

“GWTG puts our expertise to work for hospitals
and healtheare rmwi.L‘ni by systematically ITproV-
ing quality cardiovascular care,” said Wheeler.
“Hospitals implementing the program see meas-
urable improvements in patient outcomes that
often translate to an improved bottomn line.” Get
With The Guidelines was the first hospital-based
program o receive an award the Innovation in
Prevention Award from the Health and Human
Services Department in December 2004.

Fit and flexible

To stay on top of changes in the healthcare
inchestry and society, AHA has worked hard to
streamline its infrastructure and stay flexible—
crucial o an onganization with 22 million volun-
teers and donors. Several vears ago, the AHA
mowed from having more than 50 affiliates across
the country to 12 affiliates, improving the ease of
many processes and decisionmaking.

“With our volunteer structure, we have a number
of committees and task forces dedicared o differ-
ent issues, and they're corstantly scanning the
hodzon o make sure we are identifying current
trends,” said Wheeler

“We have a system that is fairly speedy for an
organization our size. We not only have repular
meetings throughout the vear, all the way up o
the board of directors, bur teleconferences as
well. The board of directors meets face-to-face
three times a year on wop of three or four rele-
conferences. So if there’s something that needs
a quick decision, we can call a special meeting
to facilitate that. The board is good about devel-
oping and signing off on the strategic plan and
establishing poals for the vear. Bur then the
board leaves it up to the staff to carry out the
day-to-day operations,” he said.
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