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nfluencing the Parents of Children Aged 9 –13 Years
indings from the VERB™ Campaign

imani M. Price, PhD, Marian Huhman, PhD, Lance D. Potter, MA

ackground: The CDC’s VERB™ campaign was designed to increase physical activity among children
aged 9–13 years (tweens). As part of the strategy to surround tweens with support to be
physically active, VERB developed messages for parents, the secondary target audience, to
encourage them to support their tween’s physical activity.

esign: Multiple regression analyses were conducted to determine whether parent awareness of
VERB was a significant predictor of seven factors that related to parental attitudes, beliefs,
and supportive behaviors for tweens’ physical activity using the Youth Media Campaign
Longitudinal Survey (YMCLS).

etting/
articipants:

Parents (N � 1946) of U.S. children aged 9–13 years.

ntervention: Advertising directed at tweens through paid television, radio, print, Internet, and schools
was the primary VERB intervention; tween advertising could have been also seen by
parents. Messages directed at parents encouraging their support of tweens’ physical activity
were delivered in English through mainly print and radio. In-language messages for Latino
and Asian audiences were delivered through print, radio, television, and at events.

ain
utcome
easures:

Parents’ awareness of VERB; parents’ attitudes, beliefs, and support for their tweens’
physical activities.

esults: Awareness increased each year of the campaign; more than 50% of parents were aware of
VERB by the third year of the campaign. Parents reported that their main source of
awareness was television, the main channel used to reach tweens. Awareness of VERB was
predictive of positive attitudes about physical activity for all children, belief in the
importance of physical activity for their own child, and the number of days parents were
physically active with their child.

onclusions: Parents’ awareness of VERB was associated with positive attitudes, beliefs, and behavior.
Parents’ awareness probably resulted from a combination of messages directed to parents
and tweens. To maximize audience reach, social marketers who are developing health
messages should consider the potential value of parents and their children seeing or
hearing the same messages, separately or together.
(Am J Prev Med 2008;34(6S):S267–S274) © 2008 American Journal of Preventive Medicine
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sing a social marketing framework, the CDC
developed the VERB™ campaign to promote
the physical activity of children aged 9–13 years

tweens). The campaign’s strategy was to surround tweens
the primary target audience) with messages from multi-
le points of influence, including television, print, radio,
nternet, community outreach, events, schools, local and
ational partnerships, and public relations. The cam-

rom Westat (Price, Potter), Rockville, Maryland; and the National
enter for Chronic Disease Prevention and Health Promotion,
DC (Huhman), Atlanta, Georgia
Address correspondence and reprint requests to: Simani Price,
b
hD, Westat, 1650 Research Boulevard, Rockville MD 20850. E-mail:
imaniprice@westat.com.
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aign also directed marketing efforts to parents as a
econdary audience for the campaign.

Social marketing campaigns aimed at children often
arget parents as a secondary audience because parents
re key influencers of their children’s attitudes and be-
aviors in several areas, including underage drinking,1

obacco use,2,3 and eating preferences.4,5 Several large-
cale social marketing campaigns with children as the
rimary audience targeted parents as the secondary audi-
nce (e.g., the National Anti-Drug Youth Media Cam-
aign,6,7 the U.S. Department of Agriculture’s Team
utrition program,8 CDC’s Bone Health campaign9).
In this paper, the focus is on the VERB campaign’s
arketing efforts directed to parents. The conceptual
ackground for the VERB campaign and the rationale

S2670749-3797/08/$–see front matter
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or directing messages to parents are described; also
resented are a summary of campaign efforts to reach
arents, a report of the findings of the effects on
arents, and a discussion about the implications for the
ERB campaign and similar future campaigns.

onceptual Background
or Parents As Influencers

ampaign planners drew on communication and be-
avior theories to develop the VERB campaign.10 Two
ehavior theories that were used to guide the campaign
ere the theory of planned behavior11 (TPB) and social
ognitive theory12 (SCT). TPB proposes that behavior
an be predicted by a person’s intentions to perform
he behavior and their perceptions of control over the
ehavior. The determinants of intention include atti-
udes toward the behavior, subjective norms (signifi-
ant others’ beliefs regarding the behavior), and per-
eived behavioral control. Principles of SCT that were
pplied to VERB were that a person’s behavior is
ffected by their beliefs about the outcomes of a
ehavior and the values placed on the outcome, others’
bservations and reinforcement of the behavior (social

nfluences) and self-efficacy (confidence to perform
he behavior). Campaign planners directed messages at
arents because they are an important component of
ubjective norms (TPB) and social influences (SCT) for
heir children’s behavior. Parents constitute one of the
trongest socializing agents for their children13 and
lthough friends begin to take on more importance
uring pre-teen years, adolescents continue to rely on
heir parents for guidance and support in many areas,
ncluding health behaviors.14,15

The parent component of the VERB campaign was
lso guided by the literature on children’s physical
ctivity, which indicates that parents can positively
upport their children’s physical activity through mul-
iple mechanisms. Parents can provide logistical sup-
ort, such as transportation to sporting events or rec-
eational facilities16 and paying fees for team sports.17

everal parental social support factors have been linked
o increased levels of physical activity among children
nd adolescents, including parental encouragement for
he child to be fit,18 adolescents’ perception of their
arents’ encouragement for physical activity,19 parents’
eliefs in the importance of children’s physical activ-

ty,20 parents observing their child be active,20 and
eing physically active with the child.21 In addition,
eneral family characteristics such as family cohesion,
arental engagement, and parent–child communica-
ions have been found to be significant predictors of
dolescent physical activity levels.22 Parents can also
ncourage their children’s physical activity through
ocialization and direct modeling.23–25 However, the
esearch on parent modeling of physical activity has

een mixed, with some studies showing strong sup- i

268 American Journal of Preventive Medicine, Volume 34, Num
ort25,26 while others finding little relationship.27,28 De-
ographic factors such as higher educational and income

evels of parents29–31 have also been associated with
ncreased physical activity levels among children. Simi-
arly, race and ethnicity have been found to be a signifi-
ant predictor for children’s physical activity, with whites
ore likely to be physically active than African Americans

nd Hispanics.32,33 It has been suggested, though, that
acial and ethnic differences in physical activity may
argely be the result of socioeconomic factors.34

Based on the theoretical foundations for the campaign,
he scientific literature on children’s physical activity, and
ormative research conducted with tweens for the cam-
aign, which reinforced the key role of parents in guiding

he tweens’ choices of activities,35 campaign planners
eveloped messages for parents that would inform, edu-
ate, and model supportive and praising behavior. The
verall goal for messages directed at parents was to

ncrease their awareness of the importance of tweens’
hysical activity and encourage positive attitudes and
upportive behaviors (both verbal and nonverbal) for
acilitating tweens’ physical activity. The advertising aimed
t parents informed them about methods to influence
heir tweens and stressed the value of being active with
hem. Below, the marketing strategy used to disseminate
arent-directed messages is described.

arketing Strategy for Parents

n contrast to the tween general-market strategy, the
eneral-market strategy for parent-directed messages
id not include paid advertising on national broadcast
r cable television networks.
The general-market parent advertising was largely in

rint, with messages placed in 21 national women’s
agazines, such as Good Housekeeping, Woman’s Day,
orking Mother, and Family Circle. Two television PSAs
irected at parents were also produced and aired on a

imited basis in the first 2 years of the campaign. Media
fforts directed at ethnic parent markets included
n-language television advertising for Hispanic or
atino (Spanish) and Asian-American (Korean, Manda-
in, Cantonese, Vietnamese) parents. Radio advertising
nd print advertisements were developed for African
merican and American Indian parents. Messages di-

ected at parents did not use the VERB brand after the
econd year of the campaign, because campaign plan-
ers became concerned that the VERB brand identity,

or tweens by tweens might be compromised if tweens
hought the brand was also for adults.

ethods

he VERB outcome evaluation was designed primarily to
ssess the campaign’s effect on tweens’ attitudes and behav-
ors related to physical activity. The main data-collection

nstrument for the evaluation, the Youth Media Campaign

ber 6S www.ajpm-online.net
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ongitudinal Surveys (YMCLS)36 was intended to measure
he effects of the VERB campaign intervention in its totality,
ather than the effect of individual campaign elements (e.g.,
essages directed to parents). Parents were interviewed dur-

ng YMCLS to obtain consent to talk to their tweens, collect
ousehold demographics, and capture a limited number of
arent variables that were viewed as possible covariates and
ediators in the tween intervention study. Post-hoc analysis

evealed that data from the parents held useful insights about
ERB’s influence with parents, although the data were insuf-
cient to conduct a comprehensive outcome evaluation. The
oal of the current study is to explore the effects of the VERB
ampaign on parents, based on the YMCLS data. Parents’
eneral awareness of the campaign and its association with
arent attitudes, beliefs, and behaviors is examined as related
o tweens’ physical activity.

esign and Sample

he sample for this study came from the baseline (2002) and
ollow-up (2003, 2004, 2005) YMCLS. The 2002 baseline
urvey was conducted prior to any VERB advertising with
hildren aged 9–13 years and one parent of each child.
urvey participants were selected through random digit dial-
ng, and the telephone interviews were administered with
omputer-assisted technology. Interviews were conducted in
nglish and Spanish; 8% of the parent interviews were con-
ucted in Spanish. For the baseline survey, individuals in 60.5%
f sampled households completed the screening interview.
mong eligible adult respondents, 3084 (87.0%) completed the
arent interview. About 15% attrition occurred among parent
espondents at each year of follow-up, resulting in a sample for
his study of 1946 parents who completed the baseline and all 3
ears of follow-up surveys. There was evidence of response bias
mong households remaining in the YMCLS sample in 2005.
espondents in 2005 were significantly more likely to be white
nd have higher incomes and educational levels compared to
he original baseline sample in 2002 (Table 1).

The analysis used unweighted YMCLS data. The YMCLS
as designed to create national population estimates of
hildren aged 9 –13 years, not their parents. Demographic
nformation collected on parents was not detailed enough
o permit population estimates to be made. For example,
ata were not collected on noncustodial parents or on
ustodial parents living outside the residence in which the
hild was interviewed. This made weighting to a national
arent population inappropriate. The IRB at the CDC and
estat approved this study.

easures

arental awareness of VERB and source of awareness. In the
ollow-up surveys (2003–2005), parents were asked, Have you
een, read, or heard about any messages or advertising for getting kids
ctive? Parents that responded affirmatively were asked, What
s the name of the message or advertising? Those who spontane-
usly responded VERB, without prompting, were categorized
s having unaided awareness. Parents who could not recall the
ampaign name were prompted with the following question,
here are many ads on television, radio, and in newspapers and
agazines with slogans you may or may not remember. Have you
eard, read, or seen any ads with the slogan:____; they were read

list of four possible answers, which included VERB: It’s What b

une 2008
ou Do! The interviewer was instructed to rotate the list of
ossible responses. Parents who responded yes based on the
ERB prompting were categorized as having aided awareness.
arents who could not recall the campaign even after being
rompted about VERB were categorized as having no aware-
ess. Unaided awareness and aided awareness were combined for
his study to create the overall VERB-awareness variable.
eginning in 2005, parents who reported VERB awareness
either aided or unaided) were asked about all the places
sources) they had seen, read, or heard about VERB.

arents’ attitudes, beliefs, and behavioral support for their
weens’ physical activities. The attitude and belief questions
ere asked of all parents during the baseline and the fol-

ow-up surveys. Responses to individual questions were
ummed to create four subscales of attitudes and beliefs about
hysical activities for tweens (Table 2). Behavioral support for
heir tweens’ physical activity was measured through three
uestions that were asked of all parents during the baseline
nd follow-up surveys (Table 2).

tatistical Methods

aired t-tests were used to examine differences in VERB
wareness measures by campaign year. Independent t-tests
ere used to examine the differences in parents’ attitude,
elief, and behavioral support measures by overall VERB
wareness in 2005. Multiple regression analysis was conducted
o explore the influence of VERB awareness on seven paren-
al attitude, belief, and behavioral support measures for their
weens’ physical activity in 2005. Each of these seven measures
as the outcome variable in separate regression analyses.
redictors in the regression models were the respective
aseline (2002) attitude, belief, and behavioral support mea-
ures, demographics (child’s age, parent’s education, house-
old income, race/ethnicity), and parent awareness. In addi-

ion, because parents’ attitudes and beliefs influence their
upportive behaviors,20 the 2005 parents’ attitude and

able 1. 2002 and 2005 YMCLS respondent demographics

2002
respondent

demographics

2005
respondent

demographics

Total % Total %

verall 3114 100 1946 100
weens’ race/ethnicity*
White 2049 65.8 1438 73.9
Black 383 12.3 185 9.5
Hispanic 490 15.7 220 11.3
Other 192 6.2 103 5.3
ousehold income ($)*
�25,000 637 20.5 288 14.8
25,000–50,000 824 26.5 483 24.8
50,000–75,000 734 23.6 480 24.7
�75,000 919 29.5 695 35.7

arents’ education*
High school graduate or

less
1124 36.1 536 27.5

Some college 1025 32.9 649 33.4
College graduate or more 965 31 761 39.1

Significant differences between 2002 and 2005 respondents, p�0.01
elief measures regarding tweens’ physical activity were

Am J Prev Med 2008;34(6S) S269
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ncluded as potential predictors in the regression models
or behavioral support. Predictors were entered into each
egression model simultaneously. All analysis was con-
ucted using SPSS 13.0.

esults
arent Awareness of VERB

wareness of VERB (unaided, aided, overall) increased
ignificantly during each successive year of the cam-
aign (Table 3). In 2005, among parents reporting

able 2. Measures of parents’ attitudes, beliefs, and support

lobal measures Scale

ttitude and belief measures
ttitudes about PA for all children 1 � strongly disagre

5 � strongly agree

eliefs about parents’ ability to
influence own tweens’ PA level

1 � not very confid

5 � extremely confi

eliefs about importance of their
tweens’ PA

1 � not very impor

5 � extremely impo

erceived barriers to their
children engaging in PA

1 � strongly disagre
5 � strongly agree

ehavioral support measures
arent attends sporting events 1 � never

5 � always
arent transports child to PA 1 � never

5 � always
arent physically active with child 0–7 days

A, not applicable
wareness of VERB, television was the most frequently *

270 American Journal of Preventive Medicine, Volume 34, Num
eported medium for learning about VERB (88%) and
ore than half (51%) reported television as the only

ource for awareness. Print (28%) and radio (15%)

eens’ physical activity

Survey items combined for
global measures Cronbach’s alpha

Kids who do regular PA have
more self-confidence

0.82

Kids who do regular PA are
healthy

Kids who do regular PA will
be healthier adults

Confidence in ability to
influence child’s organized
PA

0.77

Confidence in ability to
influence child’s free-time
PA

Importance of child’s
participation in organized
PA

0.52

Importance of child’s
participation in free-time
PA

Transportation problems 0.69
Few opportunities for

children’s PA nearby
PA too expensive
Not enough time to keep

children involved in PA
Not comfortable with outside

play near home

Frequency of parent or
another adult in household
attending events related to
child’s sports, clubs, or
other activities during the
past school year

NA

Frequency of parent or
another adult in their
household taking child to
and from activities

NA

Number of days a parent or
another adult in household
and the child are physically
active together in the past
7 days

NA

able 3. Parent awareness of VERB, by campaign year (%)

2003 2004 2005

ERB awareness
verall 34 49** 55**
ided 30 40** 45**
naided 4 9** 10*
for tw

e

ent

dent

tant

rtant

e

p�0.05; **p�0.001.

ber 6S www.ajpm-online.net
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ere second and third most frequently reported
ources for learning about VERB.

arent Attitudes, Beliefs, and
upport by VERB Awareness

n 2005, parents aware of VERB were significantly more
ikely to (1) have positive attitudes about physical
ctivity for all children, (2) believe in the importance of
hysical activity for their own child, (3) be confident of
heir ability to influence their child’s physical activity,
nd (4) have been physically active with their child
uring the 7 days before the survey than were parents
ho were unaware of VERB (Table 4).

ttitude and Belief Regression Models

series of multiple regression analyses were conducted
o examine the effects of parents’ awareness of VERB
n the four parent attitudes and belief measures. The
rimary goal of these analyses was to determine
hether awareness was a significant predictor of atti-

udes and beliefs regarding tweens’ physical activity

able 4. Parents’ attitudes, beliefs, and support for children

Total (N�1946)

ttitudes and beliefs in 2005 (mean)
Attitudes about PA for all children 7.96 � 1.32
Beliefs about importance of PA for

their children
4.07 � 1.26

Beliefs about ability to influence
their children’s PA

3.59 � 1.46

Perceived barriers to their
children’s PA

4.63 � 2.84

upport behaviors in 2005 (mean)
Attended children’s PA event 4.14 � 1.22
Transported children to PA 4.24 � 1.08
In past 7 days, parent and child

active together
1.63 � 1.67

able 5. Summary of regression analysis for parents’ 2005 at

Parents’ attitudes
about PA for all
children

value 0.001
djusted R-square 0.16
redictors Beta (SE)
Baseline attitudes and beliefs 0.38 (0.02)***
Household income 0.00 (0.03)
Age of child in 2005 �0.04 (0.02)
Parents’ education 0.06 (0.02)*

hild race/ethnicity
Black 0.01 (0.02)
Hispanic �0.04 (0.02)
Other �0.01 (0.02)

arents’ awareness of VERB 0.07 (0.02)**
p�0.05; **p�0.01; ***p�0.001.

une 2008
hile controlling for baseline attitudes and beliefs.
indings indicated that baseline attitudes and beliefs
xplained the most variance across all four attitude and
elief outcomes. However, VERB awareness was a sig-
ificant predictor of two 2005 attitude and belief out-
omes: (1) parents’ attitudes about physical activity for
ll children and (2) parents’ beliefs about the impor-
ance of physical activity for their children (Table 5).

upportive Behavior Regression Models

series of multiple regression analyses were conducted
o examine the effects of parents’ awareness of VERB
n the three 2005 parent supportive behavior mea-
ures. Parents’ awareness was a significant predictor of
nly one supportive behavior measure (number of days
uring the previous week a parent and child were
hysically active together). Similar to the attitude and
elief regression findings, baseline measures of paren-
al supportive behavior explained the most variance
cross all three regression models (Table 6).

sical activity by 2005 VERB awareness

nts aware of VERB
077)

Parents unaware of VERB
(n�869) p value

� 1.27 7.83 � 1.38 �0.001
� 1.27 3.92 � 1.34 �0.008

� 1.49 3.3 � 1.54 �0.05

� 2.83 4.74 � 2.85 �0.15

� 1.22 4.13 � 1.22 �0.77
� 1.06 4.21 � 1.12 �0.34
� 1.69 1.48 � 1.62 �0.001

s and beliefs about children’s physical activity

nts’ beliefs in
ability to

ence their
’s PA

Parents’ beliefs
about
importance of
their child’s PA

Parents’ perceived
barriers to PA for
children

01 0.001 0.001
2 0.24 0.43

1 (0.02)*** 0.46 (0.02)*** 0.53 (0.02)***
2 (0.02) 0.00 (0.02) �0.15 (0.02)***
6 (0.02)*** �0.12 (0.02)*** �0.02 (0.02)
1 (02) 0.04 (0.02) �0.05 (0.02)**

0 (0.02)*** 0.03 (0.02) 0.02 (0.02)
5 (0.02)* 0.04 (0.02) 0.09 (0.02)***
4 (0.02) 0.03 (0.02) 0.04 (0.02)*
3 (0.02) 0.05 (0.02)* �0.02 (0.02)
’s phy

Pare
(n�1

8.07
4.08

3.43

4.54

4.15
4.26
1.75
titude

Pare
their
influ
child

0.0
0.2

0.4
�0.0
�0.1
�0.0

0.1
0.0
0.0
0.0
Am J Prev Med 2008;34(6S) S271
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wareness Effect Size

he standardized beta coefficients in the regression
odels represent the relative effect size for each pre-

ictor. The effect size for parental awareness of VERB
anged from 0.02 to 0.07. In the regression models,
here awareness was a significant predictor, effect sizes
ere modest for awareness and ranged from 0.05 to
.07 (Tables 5 and 6), yet these are typical of effect sizes
ound in other media campaign evaluation.37

iscussion

he goal of this study was to explore parent awareness
f the VERB campaign and its association with atti-
udes, beliefs, and supportive behaviors related to
weens’ physical activity using parent interview data
ollected from YMCLS. These findings suggest that the
ampaign did reach parents, with more than half of all
arents reporting awareness of VERB by the third year
f the campaign (2005). Overall, VERB awareness was
ssociated with parents’ improved attitudes, beliefs, and
upport for their tweens’ physical activity. In addition,
fter controlling for baseline responses to attitude,
elief, and support measures, parental awareness of
ERB remained a significant predictor of parents’
ttitudes about physical activity for all children, beliefs
n the importance of physical activity for their children,
nd the number of days parents were physically active

able 6. Summary of regression analysis for parents’ 2005 su

Parent attends child
sport event

value 0.001
djusted R-square 0.25
redictors Beta (SE)
Baseline measures of support

for days parent and child
active

0.26 (0.02)***

Parents’ attitudes about PA
for all children

0.02 (0.02)

Parents’ belief in their ability
to influence their
children’s PA

0.17 (0.02)***

Parents’ belief about
importance of their
children’s PA

0.03 (0.02)

Parents’ beliefs about
barriers to PA for their
children

�0.11 (0.02)***

Household income 0.08 (0.03)**
Age of child in 2005 �0.06 (0.02)**
Parents’ education 0.08 (0.02)**

hild’s race/ethnicity
Black �0.05 (0.02)*
Hispanic �0.11 (0.02)***
Other �0.04 (0.02)*

arents’ awareness of VERB �0.01 (0.02)

p�0.05; **p�0.01; ***p�0.001.
ith their children. e

272 American Journal of Preventive Medicine, Volume 34, Num
Interestingly, these results also indicated that the
ajority of parents reported learning about VERB from

elevision (88%), and over half reported exposure only
ia television. This finding was puzzling because the
otential for general-market parents to have seen par-
nt-directed television ads was limited to two PSAs in
rst 2 years of the campaign. Hispanic and Asian

n-language parent ads were on television; however,
hen these groups were excluded from the analysis,
ERB awareness through television remained at 88%.
he campaign ads that were specifically directed at
arents (e.g., providing tips on how to support tweens’
hysical activity) were primarily in women’s magazines.
urthermore, while the VERB brand was used in the
dvertisements targeted to parents in the first 2 years of
he campaign, by the third year, the advertisements
argeted to parents no longer used the VERB logo, but
he survey continued to ask parents about awareness of
he VERB brand.

The pattern of findings for parent awareness suggests
hat parents probably became aware of VERB from
eeing advertising messages directed to tweens. VERB
dvertisements directed at tweens were extensively
roadcast on national children’s television networks
uch as Nickelodeon and Disney throughout all years of
he campaign. Research on television viewing suggests
hat parents and children frequently co-view television
i.e., they watch programs together). Co-viewing is

t of children’s physical activity

Parent transports child
to PA

Parent and child active
together

0.001 0.001
0.19 0.16

0.28 (0.02)*** 0.26 (0.02)***

0.06 (0.02)* 0.03 (0.02)

0.12 (0.02)*** 0.15 (0.02)***

0.02 (0.02) 0.06 (0.03)*

�0.08 (0.02)** �0.03 (0.02)

0.10 (0.03)*** �0.04 (0.02)
�0.09 (0.02)*** �0.09 (0.02)***

0.04 (0.02) �0.07 (0.02)**

�0.04 (0.02) �0.04 (0.02)
�0.05 (0.02)* �0.005 (0.02)

0.02 (0.02) �0.01 (0.02)
0.002 (0.02) 0.05 (0.02)*
ppor

’s
stimated to be as high as 70% during prime time, and

ber 6S www.ajpm-online.net
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ome studies suggest that television viewing may be one
f the most frequently shared activities among family
embers.38–43 Co-viewing is widely studied; it is one
ay parents can mitigate the influence of television on

heir children and results in many positive outcomes.44

or example, co-viewing allows parents an opportunity
o discuss advertising and program messages with their
hildren and increases communication and under-
tanding between parent and child.45–48

The current study has several limitations. The data
ere all self-reported and subject to social desirability
ias. The YMCLS was designed to be nationally repre-
entative of children aged 9–13 years, not of their
arents. Moreover, the attrition rate among respon-
ents over the course of the longitudinal survey reflects
ertain response biases. Households in the 2005 YM-
LS sample were more likely to be white, have higher
ducational and income levels compared to households
n the baseline sample. Thus these findings cannot be
eneralized to all U.S. parents. In addition, the longi-
udinal nature of the survey (e.g., annual phone calls
sking about VERB) may have contributed to the
arents’ awareness of VERB (panel conditioning). Fur-
hermore, this analysis cannot rule out the possibility
hat the observed relationships are causally reversed
rom what the campaign intended. That is, parents with
ositive attitudes about physical activity were predis-
osed to recall the VERB campaign. However, by

ncluding baseline measures of attitudes, beliefs, and
ehaviors in the regression models, we controlled for
hese potential confounders.

The YMCLS was designed primarily to measure
ERB-related outcomes with regard to tween attitudes,
eliefs, and behaviors. Parental data were collected
ainly to permit better covariate control on the tweens’

utcomes. Therefore for several reasons (e.g., cost,
urvey length), a limited number of parental measures
ere included in YMCLS. In particular, although we
ypothesize that parents viewing of advertising targeted

o tweens was the primary source of VERB awareness,
arents were not specifically asked about their televi-
ion co-viewing behavior. Our ability to examine the
ffects of all advertising directed to parents is limited
ecause some did not use the VERB brand and our
tudy had only one global VERB awareness measure for
arents. Consequently, we cannot rule out alternative
xplanations to co-viewing, such as parent awareness
esulting from parent-directed messages from the first 2
ears of the campaign when the VERB brand logo was
sed in parent messaging. However, we believe this is
nlikely because television (88%) was the most fre-
uently reported medium for learning about VERB and
arent-directed messages were primarily in women’s
agazines, a source of awareness reported by only 28%

f parents. Alternatively, these findings may reflect
xposure to television PSAs directed to parents in the

rst 2 years of the campaign. This also seems unlikely,

une 2008
iven that there were only two television PSAs for
eneral-market parents, while tween-directed advertis-
ng was extensively aired on national children’s televi-
ion networks during this same time frame. Thus even
uring the first 2 years of the campaign, when parent
ds included the VERB brand logo and television PSAs
or parents were aired, parent awareness data likely
eflect encounters with a small volume of promotions
argeted at parents or a larger volume of advertisements
ntended for tweens.

Parents are important influencers of their children’s
ttitudes and behaviors in a range of areas, including
hysical activity.1–5,20,37 For that reason the VERB cam-
aign made efforts to reach parents as part of the
ampaign’s overall strategy to surround tweens with
ncouraging messages about physical activity. The
ERB campaign strategy to reach parents was largely
ducational rather than one of persuasion. Our find-
ngs suggest that the campaign was successful in reach-
ng many parents, probably through a combination of

arketing materials directed to them and parental
iewing of television advertisements intended for
weens. Co-viewing may provide a unique opportunity
or influencing parents and has potential implications
or other social marketing campaigns that include
arents as a secondary target audience. Planners of
uch campaigns may need to consider the conse-
uences of parents and children viewing a message
ogether but having different interpretations. Cam-
aign planners may need to craft messages in such a
ay to ensure that multiple interpretations of an adver-

isement (e.g., parents view it as healthy, while tweens
iew it as “cool” and “fun”) are at least consistent with
verall campaign goals. In the case of VERB, while
o-viewing was not explicitly intended, campaign plan-
ers conducted formative research with parents to
nsure that VERB advertisements directed at tweens
ere also acceptable to parents. Campaign planners
ay also consider creating messages that depict inter-

ctions between parents and tweens (e.g., being physi-
ally active together by biking) in advertisements that
re most likely to be co-viewed. Further research needs
o be conducted on the value of co-viewing in health
ommunication campaigns.

he findings and conclusions in this paper are those of the
uthors and do not necessarily represent the views of the
DC.
No financial disclosures were reported by the authors of

his paper.
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