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Objectives of Today

= Challenges In evaluation of health promotion
or education Initiatives

= How one Initiative—the VERB. It's what you do.
campaign addressed the challenges

= Qutcomes of the VERB campaign
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It's what you do.

VERB Is a national mass media
campaign guided by social marketing
to encourage children 9 -13 years old

to be physically active everyday.
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Overview
2002 - 2006

Targeted all US tweens

ndividual level focus—lncreasmg and
maintaining PA | —

Parents were
secondary audience

= Well-funded $339M
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TV ad “Bounce”
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VERB Evaluation Overview

= National, longitudinal random-digit dial survey
of children 9-13 years old and parents

= Measured children’s beliefs, behaviors, and
awareness and understanding of VERB

= Data collected prior to campaign launch (2002)
and each subsequent year (2003 — 2006)

= Analyzed for annual effects and trends after
adjusting for confounders
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General Evaluation Planning

= \Who are your stakeholders?

= How much to spend on evaluation?
= Matching the evaluation to the intervention
= Support outcomes with other tools

* Process evaluation
* Theory
* A priori hunches
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Evaluation Minefield
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Mines In the Field

= Grounded in theory

* Logic model for VERB™!

0 Linked intervention mmm) attitudes, beliefs mm) behavior
0 Measures matched logic model boxes

1 Huhman M, Heitzler C, Wong F. The VERB campaign logic model: a tool for planning and evaluation. Preventing Chronic
Disease [serial online]. July 2004. Available at: http://www.cdc.gov/pcd/issues/2004/jul/toc.htm
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VERB Campaign Logic Model

Short-Term and Mid-Term Outcomes Long-Term Outcomes

Positive buzz for
physical activity

Buzz about among tweens

the campaign

and brand T h -

Advertising messages o vgeoecr:acl i?]r;lgueesnlgés Tweens intend

s . todo physical
utcome expectations activity

L]
Tweens are : Self-efficacy

P ti aware of and Eer:(;s/liv ?’gl ntrol RedL_lction
romotions understand ehavioral contro in-
the campaign chronic

and brand - Tweens Tweens diseases
messages Tweesr:js e(r)lrltlstlng engage in maintain
pp physical physical

activity activity

Community Reduction
Infrastructure
Parents support of

tweens’
A unhealthy,
Parents are participation in Y

aware of and Parent changes in: physical activity risky
Public understand o Knowledge behaviors
Relations the campaign  Beliefs

and brand * Expectations
messages P Parents and Availability of

influencers and access to
mobilize and organized and
advocate for non-organized

physical activity settings for
i pphysical activity

Consultants

Research &
Evaluation
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Mines In the Field

= \easurement

* Measures linked to logic model outcomes
* Telephone survey of children and parent dyads

* Reliability and validity study of the survey (Youth Media
Campaign Longitudinal Survey)

1 Huhman M, Heitzler C, Wong F. The VERB campaign logic model: a tool for planning and evaluation. Preventing Chronic
Disease [serial online]. July 2004. Available at: http://www.cdc.gov/pcd/issues/2004/jul/toc.htm
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VERB Measures

= Awareness or recall of VERB
= Understanding of the message
= Attitude and belief scales

* Qutcome expectations of being physically active

* Self-efficacy to be physically active
* Social norms

= Physical activity behaviors
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Mines in the Field—Sample Size

= Sufficient sample size to find effects

* VERB began with n = 3,000 child/parent dyads
* Attrition of 15% per year

* Used cash incentives
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Mines In the Field: Confounder Control

= Confounder: variables that are present prior to the
Intervention and associated with both treatment
and outcome

= Confounders mean can't determine If outcomes
are due to intervention or to prior conditions

= VERB's longitudinal research design was key
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Longitudinal Surveys

= | ower the cost of surveying rare populations

= Allowed us to examine the temporal nature
of effects

* |nstant or delayed
* Persistent or temporary

= \When evaluating an on-going intervention,
e.g., a media campaign, a longitudinal survey
provides the opportunity to assess the effects
of cumulative or incremental exposure
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Analytic Method
Propensity Scoring

= Observational studies when have many variables
= Uses predictive modeling and weighting

= Baseline measures used to control for
confounders at follow-up

= Assoclations between exposure to VERB anad
outcomes are practically free of the confounding
effects of measured covariates
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VERB Evaluation Strategies Review

= Basics: Theory guided logic model, message

content, measurement

Process evaluation: Determ
ntervention

—ormative evaluation guided advertising execution
ined fidelity of the

= Qutcome evaluation: Quasi-experimental, but

rigorous
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Results
Tween’'s Awareness of VERB

Percentage
gl
o

..... »
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0 | | |
2003 2004 2005 2006
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Understanding of VERB

In each year studied,
more than 90% of tweens aware of VERB
could report at least one of the
key messages of the campaign.
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VERB Campaign Outcome Results

= Year 1 (2003): effects on behavioral outcomes
were detected for population subgroups--girls
and younger tweens.

= Year 2 (2004): positive effects were detected
on 6 of 7 outcomes for the entire target
population.
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Results, continued

= 6 outcomes positively affected by VERB:

* Sessions of free-time activity in past 7 days

* Percent physically active on day prior to survey
* Total physical activity sessions In past 7 days

* Expected benefits of being physically active

* Social norms about physical activity

* Social influences on physical activity
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VERB Evaluation Results--2004

= |[n 2004, more exposure to VERB, more physically
active they were in their free-time (dose-response)

2004 Dose-response effect —
Weekly median free-time sessions of physical act|V|ty

4.20 4.06

No campaign Exposed less Exposed about Exposed several Exposed
exposure or no than once per once per week times per week everyday
understanding week

Median sessions/week
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Change Analysis

for Free-time Physical Activity

Children exposed to VERB declined slightly in weekly free-time
PA sessions; those unexposed declined .9 session.

Change in Outcome, 2002 - 2004
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Conclusion: The VERB campaign
was a success

= Most US tweens recognized and understood
the campaign

= VERB positively influenced tweens’ physical
activity attitudes and behaviors
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More Information. . .

Evaluation outcome publications

= Huhman M, Potter LD, Wong FL, Banspach SW, Duke JC, Heitzler CD.
Effects of a mass media campaign to increase physical activity among
children: year-1 results of the VERB campaign. Pediatrics 2005;
116(2).e277-e284.

Huhman ME, Potter LD, Duke JC, Judkins DR, Heitzler CD, Wong FL.

Evaluation of a National Physical Activity Intervention for Children:
VERB Campaign, 2002-2004. Am J Prev Med; 2007; 32 (1): 38-42.

VERB Campaign Special Issue

= American Journal of Preventive Medicine ((10-12 papers drafted to be
published in 2007)

Other Resources: www.cdc.gov/verh
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