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WHAT IS5 THE VERB
CAMPAIGN?

VERB™ It's what you do, = a

national, multicultural social

marketing campaign coordinated

by the U.S, Department of

Health and Human Services’

Centers for Disease Control
and Prevention (CDC).

The VERB campaign encourages
tweans (children aged 9-13 years)
to be physically active avery day
through a combination of paid
advertising, school and community
promotions and the lmternet. The
campaign uses a social marketing
framework that applies sophisti-
cated marketing techniques 1o
addresa the public health problem
of sedentary Ifestyles among
America’s children.

The campaign, planned as a
five-year strategic effort, has
proven effective. Since its laurnch in
durie 2002, the campaign has
achisved phenomenal awarenass
among bweens, positively
influsnced tween attitudes toward
physical activity and increased
tweans salf-reported physical
activity levels, The VERB campaign
directly and effectively reachad the
national tween audience and
created a demand for physical
activity, Campaign partners
provide the local opportunities for
tweens to be actjve,

Three-quarters of the nation’s
tweens report awarsness and
understanding of the VEREB brand:
they know what VERB s and they
know it's all about Balng physically
sctive. They also report a high
affinity toward the VERE brand;
they think VERB =fun and coal

Whila the national campaign comes
to a close in September 2004,
campAign partners can continue to
capitalize on the pervasive
awaraness and rencwned brand
affinity to draw attention o ther
own physical actvity services and
programs for tweens,

CDC's audience research with
twaens talls us that children this
age are not motivated by the
abstract concepts of long-term
chronie diseass prevention. . ao the
YERB campaign takes a different
approach.

The campaign nspires bweens to be
physically active. It provides ideas
and rescurcss ta help taesns fingd
ways to get active, and provides
opportunities for them to add
physical actvity imto their everyday
lives, VERB changes how tweens
think about physical actnity by
emphasizing its fun and exeiting
aspecis,

= VERB s all about being a kid.
The spirit or persanality of VERB

s energizing and entertaining.
WERE speaksto twoens in “kid
language,” including anly
kid-relavant information.

* WVERE iz about having fun and
baing with friends = two things
that are very important to most

‘children at this age.

* WERB is about exploring
‘and discovering. It
sncoutrages tweens to
find new activitias, :
VERE motivates sve
twaen, not just the athletic
canes, to find thair verls(s).

» VERB sncourages trial and

praise — "Try it to see |f you

liks it." "You had so much fun
taday.” "Dad would be sa
proud to know that you ..."




WHAT I5 A VERB

“| never bt sbaut if miv lkids
SCORECARD CAMPAIGN? nmuj‘::‘gm g i
Community groups can take "'-'B'IF- me think akbout hm Elﬂ'_"'.‘.
iu:hranta_gn of the VERE campaig!n'i And now P still chacking."
pnpular.'nty among tweens and give Parmrt of 8 2004 VERBE Scctecard
the national campaign local roots. - T

By being associated with the
mational campaign, conmmurity-
basec VERE Scorecard campaigns

great deals to maka it easier for

banefit from instant recognition them to do so. And, your organiza-
and credibility amang tweens, tion leads the way, catalyzing your
which increases the likelihood that

community to identrfy local solutions

the community-based campaign that advance healkhy festyles,
will be successful.

Lexington, Keptucky launched tha

£ ""'IE_HE' Ecn:rci::rd Lan'fpaig:n makes first VERB Scorecard communitys
physical act_wrt_',r accassible, exciting based campaign in 2004, Since then
and rewarding for tweens. The many more communities (ses page
YERE Scorecard is the ticket for

22} have mplemented or planned
tweans to great deals on a varety their own campaigns, sach one

of fun, cool and physically active adapting it 1o their local data,

special events, services and rescurces and needs. This guide-

e el el -_r"_""j'""'s track their book enties the decisions your
physical activities on the VERB community group will need to con-
Seorecard, apd redesm completed sicler, and describes the steps to
VERE Sl:u:lr\e:.'l.rds far fum aru:l caol

implement the basic model of a
VERB Scorecard community-based
campaign. Adjust the model to your
local -|:|-.:rl.z|r rMEsounCes .ar.h:| neecds,

stuff.

“I tried things | never tried bafare. |

went bowling and climbed rocks. |
wl!!'ltm-l'l!z]dE and played more than
Iwnilyda -
“Coordinating a VERE Scorecard
‘__mvmwmw campaign nat only got twesns more

active in our community, it spurred

Community-based VERE Scorecard st p.‘lﬂﬂ‘ W‘l‘ﬂ‘l

campaigns also increase parants’ agencies and huﬁnﬁm\rﬁ had
awareness of available physical never w-pri-md. wiith I:aﬂ;rn Partnars
aetivity opporturities for twesna, WS e mm-ﬂﬂ‘d to .r.'.-ﬁ.fhg
and strangthan the commitment physical activity opportunities to
BITHING COMMUnty partners 1o youth evan after the campaign. The
make opportunities mone Health Dapnm_'n&nt'!. standing
accessible, Businesses and service 'hi:f‘ll‘d“ e lm'i:lhﬁ.d’ﬂ'limﬁrﬁf
agencias benafit from the increasead local sports heroes and the media.”
traffic or participation when tweeans Anita Courtney,

bring in the VERB Scorecard and do Health Dﬂpﬂ:‘tnmtt: gton F'."!‘ﬂ"-} Eﬂqﬂw
tha VERE to get their cards —r

stamped, Parents have a simple
reminder 1o kesp their children
active, and plamty of events and



—VERSB:

VERB Brand E
KEYS TO SUCCESS eicatie= ;
; Fusling the exploration, discovery and
Thnugh VERB Scnrun::n:l E.I'mpalgns L o it
are as cdifferert as the communities navigation of kids' dreams
in which they are implemented, . VERE Brand Character
several factors are key to success in .
any location, 5 Eﬂﬂhﬁﬂﬂ
A g
B Stay true to the : KAl B

“tween-centared” spirit of VERB. Thera for you 24/7 (ahways)

VERE i something fun and exciting,
not educational, preachy or boring.
The VERE campaign is akbout
exploring and discovermg and is

P Keep the VERB Scorecard
campaign for tweens.

not an “anti® campaign. The VERB When younger children are part of
Ledpe Terms and Conditions for svents, the svants lose appeal to
MNon-Profits an the VERE Scorecard tweens, |tis better to let yournoger
Campaign CO-ROM is a must reacd children lcok forward to participating
for your entire planning group, and in YERE Scorecard actrvitias whan
i: u-xtremu-l:,r F1|:|Pfu| ‘Fl:l-r IJn-l:lur:tarld- 'l‘hE-!,u' gE‘t 'Dlder- and catch the physica|
ing the essance of the VERE brand, activity bug by watching older
children ba enthusiastic about the
Parents and other adult influsneers VERB campaigmn.
ara not the focus of the VERE
brai ;. Reves. thels Suppert: VERB Tween Audience Research
buy-in and partnership are
important, Kesp messages and WHM;::E!QD\H'M 1o fﬂ'ﬂd VERB
information directed toward parents tween audience research reports.
and adults separate from your Click Rasearch — Farmative
tween communication. Messaging Ressarch —+ Resources and Repaorts

to parents and other adult

influencers should show VERB as & — T
resource and/or partner in helping » Integrate the 4 P's of marketing
to raisa healthier kics. inta the campaign design,

Tha VERBE campaign usas a social
miarketing framework that appliee
sophisticated marketing techriques
io address a public health saus.
Why would your communrty group
want or need 1o use this frameawork
as you plan your VERB Scorecard
campaign? The effectivensss of your
campaign depands on how wall you
know your audienee, and using a
social markating framework to guida
vour planning group keeps your
campaign consumerfocused and
. consumer-criven.

I'm proud to be a part of this
campaign: | tell everyone who comes
in about it. 've warked here far
years and | see how mu‘:h bigger the
kidls are g&tﬂng. I'm going to talk to
the owner about selling something
basdas junk food here ™

Ermplayes st VERE Scorecard brsiness
parthnr :




VERB-

PRODUCT

The praduct = physical sctivity, and
to market the product sueeessfully,

it must offar the consumer benefits
that they truly want and provide

Tweans must be willing to exchange
tirme that could be spent dong
mm-l:thirl-g else = 'Fl'l-ﬂ}"l'lg wideo
games, talking on the cell phone or
just chillin® = for time to be physically

solutions to their mportant active, Successful VERB Scorecard

problams. campaigns increass the value of
physlcal activity by offering prizes

A community-based VERE and amphasizing fun, friends and the

Scorecard campalgn positions the
product, physical activity, as
providing the benefits that twesns PLACE
truly want: having fun, being with
friends, being cool and trying new
skills. The long-term health
banafits of physical activity are not
the banefts that tweans want at
this stage of thair Ives, and are not
motivating to them,

cool factar,

Flace refers 1o the locations where
tweens get the product - locations
wheare they can be physically active.
And, place refers to everything
about the locations: when they are
open, when they are not; how
tweens oot there and whether
parking is available; how welcoming,
attractive, comfortable —and safe
twesns think thay are

Community-based Marketing
Strategy Formation

The Florida Prevention Research
Center's Promoting Physical Activity
in Community Settings on the VERS
Scorecard Campaign CD-ROM is a
waorkbook that you can use to
develap your marketing stratedgy,

Successful WVERB Scorecard
campaigne offer eventas, deals and
activities in a variety of places.
Carefully considar the transportation
needs of the tween audience, andfar

consider going where the tweens

PRICE

Mare than just dollars and cents,
prica includes the psychological
and social costs that the consumer
exchanges for the product benefits.
What is it that tweens have to give
up in order to be physically active?

Embarrassment and the fear of
baing teased or ndiculed are major
costs of physical actiity for some
tweens, Successful VERE Scorecard
campaigns recduce this barrier by
providing a variety of activity
opportunities, both non-
competitive and thoss
offering fnendly competition.

Fy

already are,

PROMOTION

Consistent, persistant, targeted
communication s key to getting and
kesping tweens invalved jn the VERB
Seorecard campaign. Successiul
campaigns strategically use a varisty
of channels: advertising, public
rEL‘JtIEIIFISr Furintnd materals,
Fhrulﬂ-l:l‘tma| items, si.-g rnage, SFIE\Eiﬂl
everts, vides showings, dieplays and
local calebrity invelvament. They also
clearly define the audience mtended
to be reached with mach promoticnal
message, and place the targeted
miessages where the intended
aludience will be expozed to it



Go where the tweens already are:
place your promotional messages
and materals in the meda that
tweans consume, and in the
locations where tweens convernes. If
tweans N your comimenmy don’t
read the local newspaper, your
tween-cirected acdvertisemeant
published thers won't reach them.
You may more effectively and
efficiently reach the tween
audience by working with the
manager of the local tween
hang-out to pramate the campaign
on the premises.

Promation to reach parents of
tweans, potential community
partnars and other mportant
stakeholders is 8 necessary part of
yaur campaign. While you may not
reach tweens with an adwvartisement
in your local paper, you may reach
the adult avdience thraugh this
medium, Succes=ful CAMpAgnes Use
a varisty of promotion channels to
strateqgically reach the adult
influsncer audience. Rememibbar
the first key to success; keep
messages and information directed
toward parents and acdults separate
from your tween communication.

P Design the campaign elements
and promotion to appeal to
tween needs and motivators.
Impacting tween lives reguires that
we understand them and the lives
they lead everyday. Straddling the
fence between childhood and
choice, twesns are branching out,
lzoking to activity opportunitias,
both nen-competitive and those
affering frisndly compestition.

‘contaxt.

Fun opans the tween world, but is
defined in many different ways.
Highly affected by peers, tweens face
pressures and often worry about how

they will fit in and interact with

oters. (Tweens iz a marketing terme
Children this age do nat call

themsalves tweens, nor respond to
communication that calls themm

twesns.) :

ACCEPTAMCE

Create opportunities for tweens to -
be with thair friends of all skills and
abilties. Readuce the smbarmassment
factor by offering some non-

competitive options. Make up
games that put skills in a new

-

BELONGING

Aim for inclusive axclusivity —kids
will feal in the knew about the

special identity and connectedness

around their very own tween brand
and their exclusive VERE Scorecand
prize, promotions and events:

MASTERY OF NEW SKILLS

Prowvide activities with skill-building
opportunities, giving kids confidence
and self-satisfaction.

FLIM

Lat twaans feal like the possibilities
to be active are endless in this world,

FREEDOM AND INDEPENDEMNCE
Feature choice and flexibility in your
YERB Scorecard campaign special
events, grest desls and physicsl
activity opporiunities. -

>




ORGANIZING YOUR
PLANNMNING TEAM AND
RECRUITING PARTMNERS

ldentify a lead agency and the
source of funding that will support
yaUlr camipaign. One agency
directing the campaign assures
that thare is specified leadership
and that things get done,. But in
miast cases, the lead agency
wouldn't want to attempt it alone,
It takes a community to build a
broad-based, effective VERE

Scorecard campaign.

YERE Scorecard campaigns have
been implementsd on shoe-string
budgets, but aven the size of the
shoe-string hes ranged from %100
te §1,200 te 535,000 plus staff
tima. Lina tems in the campaign
budget include pramotional
materials, printing, prizes, special
events, |:r;-|||:|--|:|-i':rn:|5I admdising and
conmtract labor,

Possible Planning Barriers
Keep it Simple, Sweetie. Make all
decisions with simplicity in mind when
staff time s limited. Share and

delegate the workload with your
partrer organizations,

Lirnited Budget

sitas with limited funds relled on
dionations or dove-tailed with other
events. Prioritize the campaign
slements, and then similarly prioritize
the qxpmdhm Borrow ideas,
graphics and video dihﬂ from other
VERB Scorecard campaign sites on
tha VERB &nmﬂ' f:.lﬂ:pi-.lgrl
CD-RONM.

Possible Lead Agencies
State or local health
departments.

City or County parks and
recreation departments
Cooperative Extensions
YMCA, Boys & Girls Clubs or

other youth-serving organizations

Youth advocacy groups

P Allow for adequate time to plan,
implement and evaluate your
campaign.

T|1|:|ug1'| some communties have
organezed a VERB Scorecard
campaign in three maonths, it s
recommendead that groups allow at
least six months prior to the kick-off
date. Mine to 12 months lead time is
evern bettern

You'll need ample time to pre-test
your campaign design and materials,
promote the campaign and, if
mcluded m your avaluation design,
collect baseline survey data. Make
sure your timeline incorporates the
spacial events calandan and
delineates deadlines for partnier
recruitrrent, prize solicitation and
materials design, developmaent,
prirting and distribution

P Develop partnerships to
establish your planning team.
The more partners, the more reach
and wisibility @ campaign has. Your
comimunity group will need partners
to help plan, implemeant and
svaluate your VERB Scorecard
campaign. And, your planning team
will need partriers as vendors to offer
graeat deals, host special evants and
contribute prizes.




List the groups in your comrmunity
that are interested in youth,
physical activity and/or health, and
that you could recruit to your
planning team. Expand your
potantial partnaer list by reaching
out to groups and mndivichals with
which your organization or agency
hasn't worked before. Include a
youth board on your planning team
o garner input from the kids,

Fartners can ba mvited by
highliahting the important rele they
can play and/or appealing to their
salf-imterest. Consider drawmng up
Memorandums of Agreement with
participating partners so there s no
misunderstanding about sach
group’s role in the campaign,

P Manage the campaign workioad
through subcommittesas.
Conduct the work of the planning
tearm in subcommittess that meet
mare frecquently, and connect all
the dots through regular mestings
with the entire planning team.
Coordinats the campaign eemeants
through one lsad staff person. To
distribute the workload, assign
campaign dutiss to severs| staff
people as a significant, short-term
project, Consider hiring part-time,
temporary or contract staff,

Possible Subcommittees
= Steering or leadership group
= Youth or tween board
= Evaluation or research and
svaluation :
= Fartner/vandor fo
and non-profit) mhmw
* VERB Scoracard design and
pre-testing
* VERB Scorecard distribution
= Prize solicitation, selection,
purchase and distribution
Marketing and promotion
Special events, including a kick-off
avant andfor grand finale event
—

Recruiting Businesses
Recruiting your VERB Scarecard
campaign vendors s labar intensive.

 Lesington, Kentucky hired a
temparary staff person specifically to
manage this part of the campaign.

Pk Develop partnerships to enlist
VERB Scorecard campaign
vendors.

Recruit businesses and non-profit
agencies as VERE Scorecard
campaign vendors that offer great
deals on physical activity services,
host special events and contribute
Prizes,

Make the bensfita — the What's In it
For Them? = cear to them. The
VERE Scorecard campaign provides
additional advertising, is positive for
business or snrallment, and
promotes a4 positive image of the
business or agency as a leader in
making your community healthisr
and moare lvable,

Use the personal connections af
your planning team members to
talephone or visit potential
partners’vendors., Keep letters and
other information short anad easy for
them. Showing sample VERB
Scorecards, videos, ads and articles
fram other communities may help
vendaors guickly see the tremendous
potantial of this campaign. Get
atarted with ideas, recruitment
letters and video clips on the VERB
Scomecard Campaign CL-ROM,




POSSIBLE PARTNER
ROLES

POSSIBLE
PARTMNERS IN ALL
COMMUNITY SECTORS

Parks and recreation, commiunity
cantars

Middle schools, aftar school
programs

YMCA, Boys & Girls Clubs, Girl

Scouts, Boy Scouts, Girls, Inc.,
Cooperative Extension, 4-H clubs

Physical activity businessas:;
skating rinks, bowling alleys,
climbing walls, swimming pools,
boat rental, tennis courts and
sports training, dance, gymnastic,
yoga and martial arts studics

Camjps
Faith-based groups
PTA

Youth advocacy groups

High school and college students
Local athlatas (high schoaol,
college, profassional)

Local celabrities

TV / Radic stations

Mewsnapars

SSKSS

ASAYANANL NI W LN AL SL WA

Summer food service programs

Libraries

Local and athnic businesses:
sporting goods stores, malls, v
department stores, movie theaters,
fast food and other restaurants

S

This list is provided aclaly as & sendce to our partners, and does not conatitute an epdorsement of any
organization by CODC or the Federal Governmant, and none should ba infarred.,




DESIGNING YOUR VERB
SCORECARD CAMPAIGH
MODEL

This guidebook organizes your
planning efforts and shares the
expariences of previcus VERE
Scorecard campaign sites,
Successfully tailoring the campaign
model requires reliable data on
which to base decisions. Your
planning team should have enoegh
information to reasonably assess
and understand your community,
aven T the most precise or rigoraus
statistical data = not available 1o
your, The design of your campaign
is impacted by your target
audisnce segments, partner/vendor
participation, your planning team
and other community neecls and
rmeEsounoes,

P Target audience: How will yau
sagment the tween audience?
Segmenting your tween audisnce
focuses the design of your
campaign modesl, keeps your
planning team on strategy and
enables your campaign te have the
most direct and measuralle
fmpact. Segmentation doesn't
exclude participation, rather it
keeps the needs and motivations of
your target segments firmly in mind
as you design your campaign.

Your campaign model| may
segrment the tweean audisnce by
current physical activity level:
Superstars, Moderataly Actve,
Pamuve and High Risk for nactivity.
Previous campaign sites have
stratedically focised on Moderately
Active and Passive audience
segments, as these tweens are
most likaly to make measurable
cl'mhg-"p, Tw-ns h1 ﬂ'l- 5|J|:|nr::1!=r

P ————TR

sagmant are already vary active, and
thosze in the High Rizk for Inactivity
group often have many bamiars
making it hard for a shor-tenm
campaign o reach tham

Segmantmg the tween audience by
their eurrent invalvement in
structured after school or recreation
programs influsnces cam paign
elemeants like the timing of discounts
and apecial avents (during the day o
in the svanng)

Some preavious VERB Scorecard sites
promoted their campalan to all
tweans community-wide. This s
appropoate if you have sufficient
staff and esources to
camprehensively promote the
campaign, and sufficient community
partnersfvendors providing
broad-basad VERB Scorecand
opportunities. This model may help
yvour plannng team reach more
veveans while alsa increasing
community awareness about the
importance of regular youth physical
activity.

Crher sites narrowesd the audiance

o tweens with which they had

ragular access: after school program
participants, members of existing
groups or clubs, atc, Walfe County,
Eernucky targeted several

alamentary schools, and P0% of the
students tumed in completed VERE
Scoracards. This design may be
appropriate if you have a limitecd
number of community

partners/ vendors participating,
Craativa, persstent promaotion is still
neaded to reach tweeane, But using =
fewer channels can be much

cheaper, The downside is that the

rast of the community may naver

hear about the campaign. |r




VERSB-

P Behavioral goal: How many
squares will tweens have to
complete on the VERE
Scorecard?

Tweens track their time spent being
physically active on the VERE
Seorecards. The number of marked
squares that complete the VERB
Scorecard depends on the length of
the campaign, the currsnt activity
level of the target audience
segments and the available
opportunities in your anea.

Children should get 60 mnutes of
moderate to vigorous physical
:.u:'t:lvit}- most Ela}r: aof the weelk,
preferably every cay.
'wl.uw.|'|enlthicrus.gq:-u."l:l:iet;r)rguil:lefin-u:
Less active tweeans may need to
Prng'ussiuely il up to that level,
Ack your target audisnce through
your campaign pre-testing what
would be a challenging amount of
Time

Twenty-four scuares, with each
sqquare represanting &0 minutes of
activity, have worked well for a
number of sites targeting
Maoderately Sctve and Passive
audience segments with tweo month
campaigns, Clay County, Kentucky
used 30 minute intervals in their
campaign design to reach a
sedemtary audience segment.

P Tirne frarme: When will your
campaign begin and end?
YERB Summer Scorecards, WERB
Fall Break Scorecards, VERE
Holidey Scorecards and YERB
Soorecards that comcide with the
school year have all been
implemented by pravious campaign
sites.

Though tweens tend to have mors
free-time in the summer, the
inability to promote the campaign
through schools creates challenges.

Longer campaigns recuire mors
woork, though they gve tweens the
opportunities to accumulate more
physical activity hours, Be cauticus
that on-going can quickly become
rautine and boring to this age group.
Shorter timea framaes may work better
when funds are tight ana staff time is
limitad,

P Physical activity opportunities:

What great deals and special
avents will you affer in your
campaign?

The vanaty and quantity of physical
activity opportunities, great deals
and special events depends largely
on the availability of businesses,
classes, programs and clubs 10 your
cormimunity. Ask bweeens what
activities they want included in the
campakgn. Stay true to VERB s apirit
of dizcovary and exploration by
providing tweens with many
opportuntes to try new things.

Some previous VERB Scorecard
communities created opportunities
for twaens 1o gat thair VERB
Scorecards stamped with energizing
special avents (see page 19)

Partners/Vendors Offer a Variety
of Physical Activities

* Reduced price and free admission
pools, gyms, martial arts and
dance studios, golf courses and
miniature gol, bawling, tennis,
skating, classes and camps

= Sp-:l:ul classes and skill builﬂlng
clinics

= Ewnﬁllhtw‘-ndlrm
ar special hours

* Coupons just for kids who
complete a VERE Scorecard




Pk Participation requiremeants: Will
you require tweens to enroll in
your campaign?

Most sites have allowed tweens to
download YERB Scorecards fram
the |r'|1.|:'rr'|=1'.| =g Flil:!l: them L at
schools, after school programs oc at
participating partner/vendor sites
without enrolling, While not
requiring enrallment enables wicde
distribution, the lack of a tracking
mechanism can make it difficult o
reach YERE Scorecard holders
Eluring the carnpa.ign for evaluation
pUrposEsS,

Winchester, Kentucky required
parents to enrol| their children in
the i:ampaign ﬂnr,‘i sign - purmissinn
form, Campaign enrallment was
held at soccer, bazseball and the
library reading program
registrations. Though the numbaer
of card= that were distributed was
low relative to the number of
tweens in the population, this
design assured that parents knew
about the program and possibly
elicited more parental support.

Collecting contact information (fike
name, age, ermail, #ip code} on
completed and radeemed VERB
Scorecards not only offers your
evaluation team valuable
post-campaign data, it's necessary if
you will distribute prizes via L5,
mail. Parent’s permission may. be
neaded to collect or analyze
Fl-l:r_'.-clnal rformation,

B Participation requirements: Will
you require that activities be
done only at official VERB
Scorecard sites, or will you
allow physical activity at home?
The audience segments that your

~ VERB

parents and promotions for tweens
with ideas for creating active home
lves,

In Lexington, Kentucky's first
campakgn, tweeans wars recuired to
get at least half of the squares
stampad at official VERE Scorecard
vandors and partnar events, while the
othar half could be iIntialad by

parents for physical activities .
parformed at home. Adjusting their
modelto respond to transportation
barners and concems from
owvar-scheduled families, the second
yaar's campaign design allowed all
scquares to be initialed by parents for
at-homa actnties, Overall tevean
participation rates mors than doubled
the second year, althocugh VERB
Scorecard use at business partners
and attendance at special events
decraased. Suspected cheating may
have also ncreased n the second
yaar, ltisnot known if the enhanced
promotion or the design change
increasad twaen partcipation

P Tracking physical activity: How

will you track that the physical
activity was performaed?

YERB Scorecard partners/vendors
and parents inkial the VERB
Scorecard to verdy physical activity
was parformed for the specified
number of minutes, Considar asking
your parmers/vendors to use a
unique identfier; a specal hole-punch
or stickar to mentor VERB Scorecard
usa at sach partner/vendor location,

Veb sites, toll-fres telephons numiber
or text messaging systems could also
be used to track physical activity,
Cheating?
Some sitas had concarns that

campaign targets and the number
of available vendors impacts the
des=ign of this campaign element.
If at-home physical activities are
I”EI’W‘EEL your |:a.rr|1:|-;|ign deni.gn
needs to include infarmation to

twaens ware turning in complated
VERB Scorecards that ware not truly
reflective of their activity. Limiting
to ane completed VERE Scorecard
per person that can be redeamad

for prizes could reduce the impast of

chaating. Requiring a parent's
signature may also halp.
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THE BIG PAY-OFF:
REWARDING TWEEN
BEHAVIOR WITH PRIZES,
PERKS AND REWARDS

Prizes, special benefits and rewards
add excitement to your campaign
and pay-off the anticipation of your
campaign’s promise. Ressarch
shows that tweens value incentives
and public recognition. Build an
image of inclusive asclusvimy by
rewarding the physical activity of all
tweeans who participate {inclusive)
with prizes and rewards that are
Just for VERB Scorecard
participants (exclushity).

Prizes and rewards also appeal 1o
parents, who revealed in previous
VERE Scorecard campaign focus
groups that valuable prizes, like
YCA memberships; incressad
thelr willingness to support their
children's participation in the
campalgn.

Prizes can be donated or
purchased. Persuade
partnersivendors that prize
contributicns are a good
advertising opportunity by
including their name or logo on
VERB Scorecarcls and othar

promotional matarials.

k Campaign incantives: What
prices, perks or rewards will
you offer?

Most VERE Scorecard campaigns

Other Perks
Maeeting local celebs at VERB
Scorecard events
Running the bases on a professional
baseball fizld at grand finale event
Appearing on TV talk shaws
Attendance at special active events
Being featured in promotional
matarials for the nest years VERB
Scorecard campagn

have cffered small prizes for all
tweean participants as well as
significant grand prizes for some
participants, Small prizes for each
tween who turns in a completed
VERE Scorecard makes avery child
feel included and rewarded,
Previous VERE Scorecard carmpaigns
have awarded a limited number of
valuable, appealing grand prizes by
randomly selecting winners from all
completed VERB Scorecards.
Friendly competition for the limited
number of grand prizes can motivate
tweens to be more sotive.

Small Prize Suggestions
Mylon sports bags

Water bottles

Flving discs

Awarsness wristbands
Footbags {or HackeySacks")

—

Prizes also identify tweens after the
campalgn s over as a VERB
Scorecard participant when they use
thair incentiva prize in public =
keeping the campaign buzz buzzing,

Of course, choosing prizes that
reinforce physical activity makas
seras, Widso games and fast food
coupons may be offered, but your
planning team can decline prizes
that don't fit the VERE brand.

Special evants (see page 190, classes
or clinice pust for VERB Scorecard
holders are perks that bolater the
inclusive exclusnity image for the
tweans. Ask your partnersfvendors
o offer special hours o events just
for VERB Scorecard holders, Kecrult
local high school or college athletes
to conduct special classes or skills
elinics. ¥ b
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The small prize distribution and = Haold the grand prize drawing
grand prize drawing can be held at with just repressntatives from

a grand finale event (see page 19) youUr partner organizations

just for VERB Scorecard present. Afterward, notify the
participants. Distnibute small prizes winners and rmail prizes.

to each tween as the completad = Tweeens can turm in their

VERE Scorecard is turmed in. For completed VERB Scorecards and
the grand prize drawing, keep in receive their small prizes at

mind that not every prize is some of the VERE Scorecard
desirable to every twean, |t works partnar/vendor sites (libraries,

wall to lat tweeansz pick the prize
they want in the order in which
their cards are drawn. For

schools and after school
programs). Your planning team
neads to stock their supply of

example, the first name dirawn small prizes beforehand, and

selects a prize from the grand prize collect the redsemed VERB
list. The salected prize & crossed

off the lizt, and the second name
-EIFEI'WFI F"Eh Frl:lm ﬂ'lﬂ r|=rr|.:||r'||r|g

Scorecards afterward.

Wiole County, Kentucky distributed
thair prizes through the school
classroams that 'I:H-E'_l,r t::lrgz‘t =|:|, wirth
a prize awarded to the student in
each class who had been the most
physically active,

prizes, and so on.

If & culminating event isn't included
in your campaign design, there are
several options that previcus VERE
Soorecard sites have Lsed

Grand Prize Suggestions

Autographed basketballs, foctballs and baseballs

YMCA, Children's Mussum, fitness center and gym memberships
Taekwondao, gymnastics, tennis and dance class saries

Private roller skating lessans

Week long summer camp admissions

Apple iPod
Gift certificates from sporting good stares
Tennis shoes
Bike and scooters with helmets
Ternis rackets
Birthday party packages at skating rinks and bowling alleys
=  Inflatable jump rentals
=  Kayak rentals and kayak excursions
= Golf greens fees:
* Snorkeling equipment
= Girl Scouts camping kits (sleeping bag, compass, mess kit)
=  Boy Scouts m‘np]ng trif_‘m.
*  Karate uniforms
= Dance pads and Dance Dance Revolution®

= Cases of bottled water '

- Cw-ng expeditions '
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DESIGNING AND TESTING
YOUR VERB SCORECARD
CAMPAIGN MATERIALS

The design of vour VERB
Scorecards and promotional
materials depends on your budget,
the number of great deals and
special events offered and, most
importantly, the results of your
pre-tests with the tween audience.

The overall look and feel of your
VWERE Scorecards and other
materials is bright, edge-y, active
and energetic. To aide recognition,
the VERE Scorecards and all your
promotional materals should have
the eame lock and feel, using the
same color scheames, graphical
elamants, et

P VERB Scorecard design: Will
you use a VERB Scorecard, a
colpon book or another
design?

The graphic challenge of this
campaign =lement E fitting a lot of
information n a small space while
keeping it readable and appealing
to twaens. The VERB Scorecard
lists the great deals, cool prizes, the
participating partnerfvandor
locations and a calendar of apecial
svents, as wall as provides a space

* Intercept interviews - Survey |
pragrams, shopping malls).

formative ressarch,

Testing Your Model and Materials

Th-:u.lgh the campaign models and deas described in this guidebook have
been used in previous VERB Scorecard communities, it s important to test
your campaign model| and materials with your target audience. If you hear
= consistent concemes from the target audience, hnmidrh:-m-lhd'lm
* Focus groups — A trained moderator facilitates discussion among 12 or
le== research particpants to explore the feasibility of your campaign
madel, and the reactions to your materials and concepts.
tweens and their parents where they
normally convene and tend to have same time (libraries, after school

= High school students and rnwbm of your youth board can be trained
as interviewers and moderators. Thrrnpps:aﬂ between older teens and
tween ressarch participants may elicit more useful information far yeur

for tweans to track thair time spant
being physically active.

Consider designing and producing
your YERB Scorecard to reduce the
chance that the card will be lost.
Previous VERB Scorecard sites
perforated the VERE Scorecard —
saparating the tracking squares from
the other nformation, and enabling
tweens to keep i in their pocket or
wallet, Other possibilities include
putting it on a lanyard or a ring to
hang from a backpack.

Graphic Designs and ldeas

Uge the VERE Scorecard Campaign
CD-ROM for creative graphic ideas
and designs for your VERB Scorecard
and other materials,

* VERB Scorecard production:
How many VERB Scorecards will
you need to produce?

If the buddget allews, print twice the
number of the target auchence {i.a.,
if there are 5 000 tweeans in your
l:-l:l-'ITII'I'II..-lFIi".'_'f.- print 'IH.DUO l;-i"'ds]'
Tweens are like other consumers
who have to see somathing saveral
times before acting. And, despite
how wall you designed to prevent i,
same YERE Scorecards wil| get lost.




LAUNCHING YOUR VERB
SCORECARD CAMPAIGN

You've planned and preparad,
El-.:sigﬁ:r:l and pre-tested = now,
you're ready to launch your VERB
Scorecard campaign.

¥ Distribute VEREB Scorecards.

If wou have designed & community-
wide campaign, distribute the VERB
Seorecarcs widely throughout your
community: at your partnar/vendor
Iocations as well as through sachools,
aftar school programs and other
youth clubs. You can also distribute
the WERE Scorecards at businesses
that tweens regularly gather, such as
fast focd restaurants, movie theaters,
ete, Consjder putting the VERB
Scorecards in upright Flexglas®
cantameaers to be displaved on the
countertops of business partners,

i wou will mplement your campaign
thraugh existing groups to which you
hanvee regular access, distribution is
ey just pass them out when the
twaens am gathersd n their group,

i you have a web site, post your
VERB Seoracard so that twesens can
download it Get othar teesan wak
sites to link to your VERB Scorecard
wita,

Saveral VERB Scorecard sites hald
schoolwide assemblies at
slamantary and middle schools with
high school athletes as the hosts to
craate excitemeant about the
carmpaign and distribute the WVERB
Scorecards,

Physical education and health classes
in schools are great distribution
channals. Including private schools
and home-school associations
ansures broader participation. Makes
it 2asy for the teachers by packing
the cards neathy and delvering them
in bundles. Gving teachers a amall
prize or incentive for their help newer
hurts, Lexington, Kemntucky offered 5
5500 incentive for the school that
had the highest pereentage of VERB
Scorecard participants.

—
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F PFromote the VERB Scorecard

Campaign.
Gio whers tweens go. Be creative.

Think cutsicle the bax,

if wvou designed a long campaign, the
promaotion will need to be refreshed to
gustain it ower the time frame. if the

Use a Variety of
Promotional Channels

*  Windew clings, barners, flyers
and/or posters in schools, youth
clubs, businesses and VERB
Scoracar partnars/vendars

* Kick-off assemblies and intercom
announcements at middle and
elementary schools

* \Video clips played in schoals,
wherever VERB Scorecards are
distributed, in group sattings
wihere kh:h.nﬂ! inclined 1o view a
M Ator

= Viral marketing — ask tweens to
e-miail and |M their friesnds

= WERB Scorecard websites — links
and ads on partners'/vendors’

bisites

Wi
=  Eaature VERB Scorecard events in
schoal planners, calendars and

Marguises

*  Planning tearm partners” and other
organizations’ prnt and or-lne
e ot ik

- prmu'ht:ln rough pay
envelopes, utility bills, company
picnics, e<malls and employes
wellness pragrams

= Tulimmmtm

ips, PSAs, news.

stories and calsndar
murﬂm

= Covarage on local meming, neon
ard au-aning television
pregramming {cable channels and
s fis i el e RO

. releases, artic
calendar announcements, and
community page or front page
Post-it note acs

» Radio FSAs, remote broadoasts:
and talk shoas

= Billboards and alectronic
billboards

= Ads played in the theater before
the movie starts




campaign desion s commumiity-
wide, the promotion will need w be
cnrrn'nﬂn'rt}l-widt. |'r'| Lirgnr CCMTUTIL=
nities, thare may be so many com-
peting messages and o much
information noise that it's hard 1o
braak through the clutter to show
U on tweens' radar screens. In
thess nstances, ereative and eom-
prehensive promotion s a must.
Targeting sstablished groups of
tweens may help to narmow the
promotion channels that you use.

Campaign spokespersans can
increase campaign visibility and sdd
excitement. Ask therm to make
PSAs or emces special events.
Choose people that tweens in your
D:i-rnrndn-i‘l}r ook up 1o and think are
cocl calebrities, athlates, mdio ar
television personalities. Dignitaries
and elected officials add visibility
and halp you reach parents and
adult influencers, but be cautious
using thess spokesperaons to reach
e s,

Recruit eansrgetic, enthusiastic and
healthy high school or college
students as buzz agents, Streat
Ieamz and voluntesrs tor special
events. Huzz agents are i:a.rnpalgn
ambassadors who promote your
carmpaign through their cwn e-mail
contacts, blogs and circle of friends,
Street Teams are an organized
group of campaign ambassadors.

They drap-in at malls, vides arcaces,

school aﬁ:uml:ihns_ after school
clubs, etc, to engage tweens in
short and fun physical activity and
promote the VEREB Scorecard cam-
paigrn at the same time,

Leximetan, Kentucky's televisian
partner and co-sponsor produced
and regularly aired a PSA 1o
announces special events. The PSA
featuired a Flrl:viﬂus 'u'rERE S'-n:rl!mrcl
parbcipant. Sarascta, Flonda hired a
marketing liaison to keep their
carmpaigns in the news.

F Overcome the transportation
barrier for tweans.
Pravious VEREB Scorecard sites

have creatively addressed transpor-
tation concermns and barriers. CHfer
events and activities at the Fll:ln:u:ﬂ
tweans naturally convena (after
school programs, camps, youth
groups, neighborhoods) or that are
easily accessible. Recrunt community
canmters and faith-based groups 1o
transport bweens o activities and
events. Offer events after parents’
work hours.  Lexington, Kentucky
developad a partnership with their
mass transit agency to allow the
YERB Scorecard to double as a
busftrolley pass.

* Monitor the campaign.
Oince the l:a'rnpaign starts, t's |rr||:|crr-
tant to check-in with your VERE
Seorecard partnera’vendors To ensune
that the campaign s running as
planned, Gring your partnersiwandors
a clearly written, one-page how-to
may minimize problems, Campaign
monitanng formms and partner surveys
on the VERB Scorecard Campaign
CO-ROM can e used to syatemati-
c.:l||}r check to sae where i!lEliL'IEI:I‘I'I-IErI-f_'I-
need to be madsa,

Previous VERE Scorecard campaign

planning teams found a few

problems as they monitored

campaign implementation:

= Posters taped on a garbage can
at a fast food restauvrant
distribution site

# Classss listed on VERB
Scorecard cancelled without
notification

= WERB Scorecard countertop
dizplay and poster kept uncher
tha counter

They also found good things such as:

=  Busifess owners uxpl:ining the
campaign to twaens

= Tweens finding new YERBs by
usirng their VERE Scorecards

= Parents committed to helping
their children complets the
VERB Scorecard

Promotional Ideas and Materials

Use the VERB Scorecard Campaign
CD-ROM for creative prometional
'Iduan. graphics, video Iﬂ[pﬁ and other



EVALUATING YOUR VERB
SCORECARD CAMPAIGN

Az with all campaigns, the
evaluation of your VERB Scorecard
campaign should e built in from
the beginning. Your planning team
will need to demonstrate the value
of your campaign and its
effectivensos influencing wour
target audience to interestad
stakeholders, such as your

campalgn funders and partners.

Pre- and post-surveys provice your
planning and evaluation tearms with
guantitative data that will halp you
assess the overall progress toward
your campaign objectives. Collect
baseline data from tweens (and
parents, if a part of yvour evaluation
design) just before the campaign
etarts, and collect post-campaign
data immediatehy after the cam-
paign concludes. Long dalays
between the conclusion of your
campalgn and the collection of
post-campaign data will dilute this
measurament of the behavioral

impact of your campakgn.

If a grand finale iz held, post-
campalgn surveys can ke adminis-
terad with tweens and parents
on-site in exchange for a small
incentive. Follow-up surveys can
also be administered with tweens in
classroomas, after school programs,
etc. and with parents via telephone.
our planning team can gain useful
information from partner/vandor

SUMVEYE.

Tha demograghic information on
the hack of completed VERB
Scorecands can give your evaluation
_ team the information to identify
. t'u trends in Zip codes, ages, genders,
1 the most and least popular physical
v activities, participation and
| attendance at partner/vendor
" facilities and events.

. -
-

e

Including a guestion N your survays
or an the back of the VERB
Scorecard about whers participants
hieard about the campaign can
suggest which promotional efforts
were maore effective. In Bowling
Grean, Kentucky, the public by
wiere by far the most popular
Scorecard distribution site, followsd
by the a local skating center and the
parks and recreation department,

The combined numbser of hours on
all completed VERB Scorecard can
be usad to calculate the cost of tha
campaign per hour of physical
activity that resulted, Lsxington,
Kentucky determined that their
campaign cost $3.52 per physical
activity hour in 2004, and 5067 per
physical actrity howr in 2005 (the

Research and Evaluation Tools

for logc models, survey instrumants and
other rescurces,.

total possible hours on a completed
WEREB Secorecard multiplied by
number of completed and
redeemed VERB Scorecards dividedd
by the total budget),

The previous campaign sites have
been challenged to guantify
anecdotal reports from community
marmbers that many tweens
participated 0 the campaign, but
dicdn't totally complete the VERE
Scoracard or completed i, but didn't
redeam it for prizes. A survey of all
campagn participants to assess the
extent of their participation hasnt
yat shown to be practical,

Share your evaluation findings with
wour entire planning team, your
partnarsfvandors, the media and
ather interested stskeholders o
bagin cultivating support for your
Rt Campaign.




Special Event Ideas from Previous Campaign Sites

Sarasota, Florida launched thair campaign with a wall-attendesd dance attha publiz
library, )

A mamber of the Bowling Green, Kentucky eoalition provided his roller skating rink at
no charge to host their campaign kick-off. This same coalition hosted a special event
for a group of twaeens n their own neighborhood.

Hendarson, Kentucky held an Amazing Race event in partnership with their State Park
Aggociation. Twesens were divided into teams and used clues, canoes and trails to race
to the finish line. This campaign site also tied-in their grand finale to an existing annual
event in the community.

Winchester, Kentucky implementad a less labor intensive grand finale event. VERB
Seorecard holders and their families were treat=d to a free swimming party after
regular pool hours, The prize drawing was held at the end. Twesns gave this grand
finale swim high marks for fun.

SPECIAL EVENTS

Keep tweesns excited about the
WVERE Scorecard campaign by
offering a varnety of specal events,
Your partners/vendors can host
smaller scale special svents at thair
facilities or businesses just for VERB
Seorecard holders, such as special
hiaurs just for beweens, twesn dances
and other sxelusive perks,

Omn a grander scale,
communty-wida spacial events ars
great opportunities for tweens, and
can Increase awareness of the
issues among parents and other
adult influencers, Design special
events to keep tweerns and parents
thinking about physical activity well
after your VERB Scorecard
campaign. Rotate tweens through
fun and cool :.\‘|:'|:|r|.rit3|I statinns_ wubiile
parsnts can sign-up thaw children
for physical activity classes, taams,
programs and camps at separate
registration tables staffed by your
partnersvendors.

Hensrewver, cormmunity-wide special
avants are labor intensive and should
anly be underaken if you have
sufficiant staff and partnar support,
and can assure a good crowe by
haolding the event where twaens
naturally convenes, having programs
that serve youth transport large
numbers of twesns to the event or
having sufficient promotion to draw
large numbers.

Some previous camipaign comimuni-
ties have piggy-backed their VERB
Scorecard evant with an existing
community avent to simplify the
arganizing process. Be sure that
there is a natural relationshp and
camplementary goals with any event
with which yvou collaborate. With
this approach, the workload for your
p'anning team may be |ig|1t=r: ot
up & table ancfor tent, collect VERB
Scorscards, distribute srall prizes
and hold the grand prize drawing




* Salsa and hip hop dancing
Jump rope and hula hoop
contests

Frea play

Whiffle ball

@ & m & % N
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i

L] .Agmhlﬁ classes

Hewewer, your planning team's
abilty to draw large numbers of
tweens relies absolutely on the
other avent crganizers’ ability to
markel the avent and draw &
crovwd, Also, a tie-in with anothar
event could lessen the brand
identity of your campaign among
your target audience {i.e, your
VERE Scorecard campaign could ba
percsived as The Cither Event’s
Scorecard campaign).

b Kick-Off Events
A rousing kick-off event = a great
way to launch your campaign,
distribute YERE Scorecards, create
buzz among youth and generata
media attention for the campaign.
Multiply the effect with several
kick-off events held throughout
WL CORMImUn ity

P Grand Finale

Motivere and inspire tweeans with a
:.]:l-:tn:l‘.zll:ulnl' EII_-II"IIEI ﬁn:lh: L5 T
designed just for them. Tweens can
redeam their completed VERB
Scorecards, pick up their small
prizes and anticipate winning big in
the grand prize drawing.

More Activity Ideas for Your Promotional Events

Volleyball
Frisbes®™ golf
Miniature golf
Foothall TlrgutThrnw
Saftball Throw

h',_l-:h:hﬂl

Tag games

Relay races

Parachute activities -

“Test drive” fitnass nqurprmmt
Hydration station (free bottled
watar)

haks the grand prize drawing the
pinnache of the exhilarating event,
Lacal celebrities, athletes and
radio/televizion personalities that are
coal to the tweesns add intersst to
the grand prize dravwing. Make sure
your amoes is experienced and
comiortable on the microphone and
keeping the crowd engaged. Radio
personalities and sports announcers
have warked well for previeus
campaign sites. Keeping this part of
the event short works well for
energetic tweens. Fimsh with active
fanfare like letting tweens run the
bases of a baseball diamond, swim a
lap, do the wave or high-five the
calabrities.

P Promotional Concepts and Ideas

Borrow promotional concepits and
idaas on the YERE Scorecard
Campaign CO-ROM to host special
events throsghout your campaign.
Use a promotional concept to
coordinate your kick-off or grand
finale avenls, or mix special
promotions throughout your
campaign schadula. And,
participation in these evants can
count toward VERB Scormecard
completion,
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LOMNGEST DAY OF PLAY

The Longest Day of Play (LDOP)
calebrates the Summear Sclstice
{usually around June 2718t as not
only the longest day of the year, but
the longest day of play. Take
advantage of the daylight and have
activities for tweens late inta the
c\fﬂning, Ei\rh‘ng the event a 5|:hl:-|;i;1|:
feel.

In one previous campaign
communty, three diferent LDOP
events wers offered; one at a
church, one at a community centar
and another at a YMCA, Each
LDGP event was held in a different
part of tewn with a different
f.l!lgmﬂnt of the -|:|-|:||:|n|.|Ln'|:i|:|--nIl and was
organized by a different partner 1o
distrilbute the warkload.

MAKE IT LIP

Make it Up promotions devalop a
child's imagination as they
participate in physical actvities, The
VERB Scorecard Campaign
CO-ROM has game ideas to get vou
started, but don't stop with thess

APPENDIX

VERB SCORECARD CAMPAIGN COMMUNITIES

Ashland, Kentucky

Boawling Greean, Keptucky

Clay County, Kertucky
Grealey, Colorado
Hazard, Kantucky

Henderson County, Kentucky

Laxington, Kentucky

Mebraska Health and Hurman Services System

Sarasota, Florida
Sebsing, Florida
Somarset, Kentucky
Story County, lowa
Tampa, Florida
Winchester, Kentucky
Wolte County, Kentucky

games! Challenge your kids to come
up with their own games anc
activitieg,

ANYTIME/DOUBLETIME

Taks 2 YERBs, Makes 1 Game and GO
That's the idea behind
Anytime/Doubletime. Play
VolleyHackey: tweens kick a footbag
{HackevSack™ over a lowerad
volleylall net or limbo stick 1o score
points just like a volleyball game. Try
BirdieBall: Dial up the fun on the
diamond by replacing the baseball
with a birdie, and the gloves and bats
with badmimton rackets,

AMNYTOUR

Be active, anywhere, anvtme, with
anything = that's the message you can
convay with your own Anytour,
Vanous activity stations, staffed with
anergetic and enthusastic high school
or college students, give tweans a
chance to move In creative ways; Play
trashcan ball or use sockballs for
tootbags (HackeySack™), h's amazng
how lavndry baskets, brooms ancd
duct tape balls can keap tweans
active for an extended time pariod,
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APPENDIX

A FEW LAST WORDS ...

We hope that you find these materals useful as you encourage children to be
active threughout thair lves and insprre thermn to find the fun n all types of new
activities. Tour continued efforts and enthusiasm can help lead todays youth
imto long, healthy, active lives, Keep the ball miling = and tham chasing it

Anita H. Courtney

Lexington Fayette County Health Department
Florida Prevention Ressarch Center at the University of South Florida
WERB. Partnership Team
April 2004

VERE SCORECARD CAMPAIGN CD-ROM TABLE OF CONTENTS
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