[image: image1.png]T H
cCu

THE HE

ON UNIT

at the Centre for Health Promotion
University of Toronto





THCU Literature Search
Marketing Physical Activity to Children (6-12)
Search conducted February 2004
INTERNET
Use of the Delphi method and nominal group technique in front-end market segmentation.
American Journal of Health Studies, Summer, 2001, by Brad L. Neiger, Michael D. Barnes, Rosemary Thackeray, Natalie Lindman
Turning Words into Action: Tailoring SummerActive 2003 Messaging for Children and Youth
http://www.summeractive.canoe.ca/SummerActive/leaders_youth.html
Eat Smart : Play Hard
http://www.fns.usda.gov/eatsmartplayhard/
Physical activity task force : communications strategy : 2002-2011

http://www.patf.dpc.wa.gov.au/publications/Comms_Strategy.pdf
Physical activity interventions: evidence and implications
http://www.lin.ca/resource/html/physical.htm
Hagger, M. S.; Chatzisarantis, N. L. D.; & Biddle, S. J. H. (2002). A meta-analytic review of the theories of reasoned action and planned behavior in physical activity: predictive validity and the contribution of additional variables. Journal of Sport and Exercise Psychology, 24 (1), 3-32.

Mummery, W. K.; Spence, J. C.; & Hudec, J. C. (2000). Understanding physical activity intention in Canadian school children and youth: an application of the theory of planned behavior. Research Quarterly for Exercise and Sport, 71 (2), 116-124.

US Department of Health and Human Services

http://www.hhs.gov/news/press/2002pres/20020717b.html
VERB: It’s What you do : Multicultural outreach

http://www.hhs.gov/news/press/2002pres/20020717.html
Arresting the slide of childhood obesity

http://www.unisa.edu.au/mdu/unisanews_mar2001/forstaff_uninwsmar2001_arresting.htm
Childhood Nutrition and Physical Activity

Update on our Childhood Overweight Prevention work with Foodplay Productions January 2004

http://www.mphaweb.org/pol_child.html
Guidelines for Promoting Physical Activity and Nutrition
http://www.astphnd.org/programs/guidelines.htm
WellSpring – Fall 2001

http://www.centre4activeliving.ca/Publications/WellSpring/2001/FallPage6.pdf
Lambton Community Health Services Department
http://www.lambtonhealth.on.ca/activity/TVOff.asp
TV-Turn Off Week
http://www.region.halton.on.ca/health/programs/hearthealth/physical_activity/tv-turnoff.htm
Central West Ontario TV-TurnOff Week – Final Report (2002)

http://www.region.halton.on.ca/health/programs/hearthealth/hearthealth_PDFs/physical_activity/TV_Turnoff.pdf
Turn off the TV -- and Turn on to Physical Activity!

http://www.familymoviereview.com/children-and-television.htm
Turn off the TV and get active (Region of Niagara)
http://www.regional.niagara.on.ca/news/2003/apr01-03.aspx
SPORT DISCUS
TI: Social marketing for physical activity health promotion: sports marketing -   abstract

AU: Scholfield,-G; Mummery,-K

PB: In, Book of abstracts: 8th Annual Sport Management Association of Australia   & New Zealand Conference, Rockhampton, Qld. Central Queensland University,   School of Health and Human Performance 2002, p. 33, Total No. of Pages: 1 CN: Sport Management Association of Australia. Conference (8th : 2002 :   Rockhampton, Qld.)

PY: 2002

AN: S-865069

TI: Social marketing of physical activity: a call to arms for sports marketing -   abstract

AU: Mummery,-K

PB: In, Book of abstracts: 8th Annual Sport Management Association of Australia   & New Zealand Conference, Rockhampton, Qld. Central Queensland University,   School of Health and Human Performance 2002, p. 2, Total No. of Pages: 1 CN: Sport Management Association of  Australia. Conference (8th : 2002 :   Rockhampton, Qld.)

PY: 2002

AN: S-864989

TI: The delivery of fitness programmes in Canada: a social marketing perspective

AU: Olafson,-G-A

PB: In, Duffy, P. and Dugdale, L. (eds.), HPER-moving toward the 21st century,   Champaign, Ill., Human Kinetics Publishers, Inc., 1994, p. 37-46 PY: 1994

CL: GV205 #31317

AN: 358654

SX: This document is available via SIRCExpress Order Number 358654,   https://secure.sportquest.com/su.cfm?articleno=358654&title=358654
PHYSICAL EDUCATION INDEX
DN: Database Name

Physical Education Index

TI: Title

Market segmentation to establish priorities for physical activity:  use of qualitative methods

AU: Author

Lindman, NT

SO: Source

Microform Publications Bulletin: Health, Physical Education and Recreation. Exercise and Sport Sciences. Vol. 13, no. 1, [np]. 2000.

AB: Abstract

 SEQ CHAPTER \h \r 1While the benefits of physical activity are well documented, actual physical activity levels across the United States are relatively low. One contributing factor is the lack of systematic segmentation efforts that target appropriate population segments. The purpose of this study was to identify the most appropriate population segment for physical activity programming in Utah. A three-round Delphi survey was conducted among 48 physical activity professionals in the state. The Delphi instrument consisted of seven demographic variables composed of 32 items. All items were ranked using two criteria: justifiable, which included an assessment of the least active population segment, the segment most susceptible to health problems related to physical inactivity, and the total number of people affected; and probable, which was defined as the likelihood that the identified segment would increase its level of physical activity. Analysis involved the use of mean score ranks and confidence intervals (95%). A nominal group procedure was also conducted among seven physical education curriculum directors, representing 61 percent of all students enrolled in public schools statewide. Results of qualitative methods revealed that children from middle income families should be targeted in school settings. Though Delphi results were inconclusive between children and adolescents, the nominal group procedure identified children as the appropriate population segment.
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TI: Title

The commercialization of childhood: Understanding the problem and finding solutions

AU: Author

Levin, Diane E; Linn, Susan

SO: Source

Kasser, Tim (Ed); Kanner, Allen D. (Ed). (2004). Psychology and consumer culture: The struggle for a good life in a materialistic world (pp. 213-232). Washington, DC, US: American Psychological Association. xi, 297 pp.

AB: Abstract

(From the chapter) In this chapter the authors address the following questions: How have children become such an important consumer group? Why are children so vulnerable to arketing, and how do marketers explore this vulnerability? What price do children pay for this exploitation? Is marketing to children ethical, and should psychologists be involved in this practice? What if anything should be done to protect them? (PsycINFO Database Record (c) 2003 APA, all rights reserved)
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TI: Title
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AU: Author
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SO: Source

Palmer, Edward L. (Ed); Young, Brian M. (Ed). (2003). The faces of televisual media: Teaching, violence, selling to children (2nd ed.) (pp. 287-300). Mahwah, NJ, US: Lawrence Erlbaum Associates, Publishers. xi, 401 pp.

AB: Abstract

(From the chapter) This chapter looks at the nature and extent of advertising messages directed to children, focusing primarily on television content, and examining first the overall amount of

children's advertising exposure, then surveying the key elements of the content of advertisements targeting children. The authors review the limits and controls that directly impact the content of

advertising to children and consider the implications of recent innovations in marketing to children, which include commercialization in the schools and advertising on Web sites. (PsycINFO Database Record (c) 2003 APA, all rights reserved)
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AU: Author

Calvert, Sandra L

SO: Source

Palmer, Edward L. (Ed); Young, Brian M. (Ed). (2003). The faces of televisual media: Teaching, violence, selling to children (2nd ed.) (pp. 347-357). Mahwah, NJ, US: Lawrence Erlbaum Associates, Publishers. xi, 401 pp.

AB: Abstract

(From the chapter) This chapter focuses on future ways of selling to children, and examines children as a market, past and emerging advertising practices, the cognitive skills that children bring to understanding media advertisements, and policy issues and practices in the advertising arena. The author describes "children as a market", discussing how children influence purchasing power  by buying or requesting products specifically designed for them and for their family, and considers how interactive media, including Internet and digital TV, promises new ways of

experiencing content and new ways of being addressed by advertisers. The chapter also discusses social policy directions that raises up flags concerning challenges that new technologies

pose, and suggests that how well children use the vast world of products and information that is at their fingertips depend on who we they are taught to become educated consumers who understand advertising practices, as well as on the kinds of policies and laws put in place to protect children from deception and potential exploitation. (PsycINFO Database Record (c) 2003 APA, all rights reserved)
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TI: Title

Family-Based Interventions for Substance Use and Misuse Prevention

AU: Author

Kumpfer, Karol L; Alvarado, Rose; Whiteside, Henry O

SO: Source

Substance Use & Misuse. Special Issue: The Middle Eastern Mediterranean Summer Institute on Drug Use Proceedings: 2002. Vol 38(11-13), 2003, pp. 1759-1787

AB: Abstract

Because "substance abuse" is a family disease of lifestyle, including both genetic and family environmental causes, effective family strengthening prevention programs should be included in all comprehensive substance abuse prevention activities. This article presents reviews of causal models of substance use and evidence-based practices. National searches by the authors suggest

that there is sufficient research evidence to support broad dissemination of five highly effective family strengthening approaches (e.g., behavioral parent training, family skills training, in-home family support, brief family therapy, and family education). Additionally, family approaches have average effect sizes two to nine time larger than child-only prevention approaches. Comprehensive prevention programs combining both approaches produced much larger effect sizes. The Strengthening Families Program (SFP) is the only one of these programs that has

been replicated with positive results by independent researchers with different cultural groups and with different ages of children. Overall, research on ways to improve dissemination,

marketing, training, and funding is needed to improve adoption of effective prevention programs. (PsycINFO Database Record (c) 2003 APA, all rights reserved)

DN: Database Name

PsycINFO (1840-Current)

TI: Title

The development of a child into a consumer

AU: Author

Valkenburg, Patti M; Cantor, Joanne

SO: Source

Calvert, Sandra L. (Ed); Jordan, Amy B. (Ed); et al. (2002). Children in the digital age: Influences of electronic media on development (pp. 201-214). Westport, CT, US: Praeger

Publishers/Greenwood Publishing Group, Inc. xv, 260 pp. 
AB: Abstract

(From the chapter) This reprinted chapter originally appeared in (Journal of Applied Developmental Psychology, 2001, Vol 22[1], 61-72). This chapter discussed the phases during which the different characteristics of consumer behavior develop in children, and why they occur at particular ages. The authors draw together a number of theories and ideas currently in the

literature that may increase our understanding of the development of children's consumer behavior. The discussion relies on existing cognitive developmental theories, as well as developmental theories of parent-child interaction, marketing models, and theories of children's likes and dislikes of toys and entertainment. (PsycINFO Database Record (c) 2003 APA, all rights reserved)

DN: Database Name

PsycINFO (1840-Current)

TI: Title

Promotion in children's programming

AU: Author

Gantz, Walter; Schwartz, Nancy C

AF: Author Affiliation

Indiana U, Dept of Telecommunications, Bloomington, IN, US [Gantz]

SO: Source

Eastman, Susan Tyler (Ed). (2000). Research in media promotion. LEA's communication series (pp. 163-201). Mahwah, NJ, US: Lawrence Erlbaum Associates, Publishers. xiii, 365 pp.

MT: Monograph Title

Research in media promotion.

IB: ISBN

080583382X (hardcover)

PB: Publisher

Mahwah, NJ, US: Lawrence Erlbaum Associates, Publishers

AB: Abstract

(From the book) The authors explore promotion within and about children's programs, detailing the unique aspects of children as a television audience. After a comprehensive review of the existing literatures on cognitive processing and advertising as they relate to promotional message reception processing, they detail an exhaustive descriptive study of promotion to children. Their study provides a baseline for future extensions of research in this area, and their suggestions for future studies outline as yet unexplored questions in cognitive processing, children's special

susceptibility to media messages, and the particular effectiveness of the Internet as a tool both for captivating children and for investigating their motivations and behaviors. (PsycINFO Database

Record (c) 2003 APA, all rights reserved)
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AB: Abstract

Children have to acquire appropriate consumer-related skills, behavior orientations, knowledge, and attitudes to participate effectively in the marketplace of adults. Preadult consumer

socialization is also necessary for children to deal with practical problems in their childhood market. Research on consumer socialization has been carried out mainly from a psychological

perspective or a marketing perspective. Both approaches have inherent faults in terms of their ability to provide a full picture of children's consumer socialization, particularly with

respect to children's cultural milieu. The authors sketch an integration of these perspectives that addresses some of their shortcomings. At the core of their "scaffolding" approach are 3

consumption-related concepts that provide children with a mental scaffold for interpreting consumption experiences: ownership, money as a medium of exchange, and price. These concepts, once grasped, provide the mental scaffold for integrating consumption experience and for negotiating its meaning in a culturally appropriate and acceptable way. These scaffolding blocks are discussed. The role of the family as a primary context for children's consumer socialization is examined. (PsycINFO Database Record (c) 2003 APA, all rights reserved)
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AB: Abstract

Examined positive and negative factors that influence vegetable and fruit consumption and ideas for promoting their consumption. Nine focus-group interviews were conducted with 78 parents (aged 20-45 yrs) with children aged 12 yrs or less and analyzed for common themes. The following themes were identified: price and season, food selection and preparation skills, convenience/time, family influences, experimentation, taste and sensory factors,

perishability, vitamins and health effects, and origin. Suggested promotional strategies were media and marketing, food skill development and convenient recipes, introduction to the taste of

different vegetables and fruit, and education. It is concluded that many of the factors can be changed through public health programming and retail promotion. (PsycINFO Database Record (c) 2003 APA, all rights reserved)
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AB: Abstract

Reports on a 1-yr evaluation of a campaign conducted with 3,966 3rd-6th grade students in 49 schools in 3 school communities. Within a school health education framework, the Power Play!

campaign promoted changes in children's fruit and vegetable consumption. One community conducted intervention activities in the schools (T1), one conducted activities in school and community channels (T2), and the 3rd served as a control. The intervention involved participation in 14 of 65 activities, not designed as a curriculum, that engaged students through independent school work, in small groups, within their classroom, their families, the

cafeteria, the entire school environment, or in community settings. Behavioral and attitudinal changes were based on 1-day food diaries administered before and after the intervention.

Results of data on 2,684 students show that fruit and vegetable consumption rose in Tl (7%) and T2 (14%), while dropping 12% in the control group. Students in both T1 and T2 showed significant increases in the belief that they should eat 5 or more servings of fruits and vegetables each day. Which activities or modes of delivery were most responsible for increased consumption were not identified; rather, there appeared to be an overall intervention effect. (PsycINFO Database Record (c) 2003 APA, all rights reserved)
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(From the chapter) This chapter is written within the spirit and the basic tenets of community psychology and public health. The emphasis throughout the chapter is on children and families, a

focus with a long history in public health. The chapter goes on to discuss the needs of the population being served by such a prevention program and the concepts and stances involved. The chapter argues for basing prevention in mental health on community psychology and public health paradigms. Some of the problems in modeling mental health after public health are discussed, leading to different perspectives on how prevention should be mounted for 
mental health. Additional topics include: the debate and resolutions; concepts and strategies; lessons from community health promotion; the proactive-developmental ecological

prevention paradigm; work and family life: an exemplar; and a comprehensive approach based on social marketing. (PsycINFO Database Record (c) 2003 APA, all rights reserved)
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This article is based on results of several surveys carried out by the Centro de Investigaciones Sociologicas on TV-viewing habits, particularly the May 2000 survey on "Television & Children: Habits & Conduct," in which 1,800 interviews were conducted. This survey

includes important information on the actual conduct of the children & on the relationship between the parents (or guardians as the case may be) & their young & adolescent children relative to TV. The comment does not focus on researching audience activity in relation to TV-viewing consumption, as this work has already been done under the sponsorship of the CIS, but aims at drawing up some hypotheses on the meaning of certain relevant statistical data. Adapted from the source document. 
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This article discusses the effectiveness of the SmokeFree Soccer program created to encourage young girls in particular to become fit & to avoid smoking. The article discusses various ways the program was marketed & targeted against the competing tobacco campaigns. 9 References. E. Miller.
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To analyze current trends in TV advertising targeted toward children in light of a historical perspective on the last 25 years, 16 videotaped hours of Saturday morning children's programming on four network channels were evaluated for commercial content based on Food Guide Pyramid & US Dept of Agriculture child nutrition criteria. Of 353 commercials analyzed, 63% were for food products. The overall nutritional quality of the advertised foods remains poor, promoting a high-fat, low-fiber diet. Children's TV food advertising continues to send  inappropriate nutrition messages, with no improvement noted in 25 years. Because this situation is unlikely to change, health educators are challenged to involve parents in helping their children become more educated consumers. 3 Tables, 28 References. Adapted from the source

document.
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AB: Abstract

The physical fitness status of children ages 6-12 is the topic of discussion in this monograph. The publication is organized into 4 major sections and 17 chapters. The first section, "An

Introduction to Childhood Fitness," includes 3 chapters: (1) Status of Physical Fitness in U.S. Children; (2) The Public Health Perspective: Implications for the Elementary Physical Education

Curriculum; and (3) Understanding Children's Physical Activity Participation and Physical Fitness: The Motivation Factor. Section Two, "Fitness Education and Programming," presents the following chapters: (4) Trainability of Prepubescent Children: Current Theories and Training Considerations; (5) Fitness Activities for Children with Disabilities; (6) Weight Control and Obesity; (7) Fitness Education: A Comprehensive Multidisciplinary Approach; and (8) Family and School Partnerships in Fitness. The third section, "Fitness Assessment," includes 4 chapters: (9) Physical Fitness Assessment; (10) Motor Fitness: A Precursor to Physical Fitness; (11) Fitness Testing for Children with Disabilities; and (12) The Evaluation of Children's Growth and Its Impact upon Health-related Fitness. The final section, "Fitness Applications for the Practitioner," is composed of 5 chapters: (13) Energizing Strategies for Motivating Children toward Fitness; (14) Academic and Physical: A Model for Integration of Fitness Concepts; (15)

Teaching Fitness Concepts; (16) Game Boards That Promote Participation in Fitness Activities and the Learning of Basic Fitness Concepts; and (17) A Practitioner's Guide for Marketing Children's Fitness Programs. The document concludes with figures, tables, and an extensive bibliography. (LL) 
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Motivating Children to Change Their Eating and Activity Habits.

Journal of the American Dietetic Association, April, 2001

Many children do not eat the food and get the exercise they need to combat nutrition and activity related to chronic diseases and to promote lifelong health. Children eat less than the recommended number of daily servings of fruits and vegetables. [1] A majority of children in this country eat too much fat, especially saturated fat. [2] Only about half of young people regularly participate in vigorous physical activity. [3] One in four children in the United States is overweight. [4] Children do not always have the chance to reap the benefits of a lifestyle marked by a good diet and adequate physical activity.  Children spend more time watching television in a year than they spend in school [5], many school systems are limiting or eliminating physical education [6], and food industry advertising may influence children to choose foods high in fat and/or sugar. [7][8]  A program design that is driven by theories that assume the importance of both individual and school-level change enhances program success. These theories include social cognitive theory, interdisciplinary approach, behavior choice theory, and social marketing. The social marketing model is highly applicable to programs developed for elementary schools. Social marketing has been defined as the analysis, planning, implementation, and evaluation of programs that seek to increase the acceptability of a social ideal or cause in the target audience. [9] Social marketing calls for market research to identify the needs of the target audience and to determine the most effective ways to reach that audience.  "Eat Well & Keep Moving" applied all the theories mentioned above in the development of a program to improve the nutrition status and health of children.

EAT WELL AND KEEP MOVING

GOALS AND OBJECTIVES

The goals of the research phase of "Eat Well & Keep Moving" were to decrease students" consumption of total and saturated fat, to increase intake of fruits and vegetables, to reduce television viewing, and to increase moderate and vigorous physical activity.

TARGET AUDIENCE

The target audience was 479 fourth and fifth grade students in six intervention and eight matched control elementary schools in Baltimore. Eighty-five percent of participating students received free/reduced-price school lunch; over 90 percent were African American.

RATIONALE FOR THE INTERVENTION

Unlike traditional health curricula, "Eat Well & Keep Moving" was a multifaceted program encompassing all aspects of the learning environment from the classroom, cafeteria, and gymnasium to the school hallways, the home, and even community centers. This varied approach helped reinforce important messages about nutrition and physical activity, and increased the chance that students would eat well and keep moving throughout their lives.

METHODOLOGY

This research phase of "Eat Well & Keep Moving" was conducted in collaboration with the Baltimore City Department of Education. It was taught by classroom teachers over the course of two years, beginning in the fall of 1995. Using the interdisciplinary approach, the curriculum was integrated into the core subjects of math, science, language arts, and social studies. Thirteen lessons on nutrition and health-related fitness concepts were taught each year. Four of the classroom lessons involved children practicing a "safe workout" routine while learning nutrition and physical activity concepts. To further integrate nutrition and physical activity, five supplementary physical education lessons were taught using nutrition and food as the themes of the activities. Modules that were developed as extensions of classroom lessons provided opportunities for students to participate in activities related to program goals: Freeze My TV for reducing television viewing, 3 At School and Five A Day to promote consumption of f ruits and vegetables, and Walking Clubs. Educational materials established links to school food service using the cafeteria as a learning laboratory for nutrition. To reinforce concepts at home, families received nutrition and fitness information through newsletters and other vehicles. Teachers were motivated through a wellness session that was part of their teacher training.

RESULTS

Fourteen Baltimore elementary schools successfully participated in the four-year demonstration program. Students rated the lessons and activities highly, and 100 percent of responding teachers said that they would utilize the program again.  Diet was evaluated with 24-hour recall measures. Longitudinal data collected from 479 students demonstrated significant decreases in percent of total calories from fat (P=0.04) and saturated fat (P=0.05), a significant increase in fruit and vegetable consumption (P=0.01), and a marginal reduction in television viewing (P=0.06). Student knowledge on nutrition and healthy activity also increased significantly (P=0.01; P=0.003).  Since September 1997, schools involved in the study and the Baltimore Department of Education have sustained "Eat Well & Keep Moving" on their own. To date, personnel in 65 Baltimore elementary schools have been trained and 40 schools have been implementing the program. The program will be available nationally in January 2001 through Human Kinetics.

Motivating Children to Change Their Eating and Activity Habits
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