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II.. OOvveerrvviieeww 

We are all too familiar with today’s portrayal of teenagers– rebellious, difficult, and driven by peer 

pressure. However, what we don’t see is that kids often start making good or bad choices before 

their teen years. Often referred to as the tween years, children between 9–13 years of age 

(grades 4–8) are straddling the fence between childhood and choice. On the one hand, they are 

beginning to branch out in their lives, looking to new horizons, taking on new responsibilities. Yet, 

as children, they still look to their parents to guide them about what is right and what is wrong; 

they still longingly seek for approval and support from the adults who surround them. Tweens are 

facing life’s first great crossroad: the decisions they make today will last a lifetime. If we reach 

them now, we can help them grow into healthier adults. 

Today’s tween is growing up in a different world than did his parents, or even his older brother. 

The family dynamic has changed, and parents are encouraging their children—even the very 

young ones—to make their own “little choices” in life about what to wear, what to eat, where to 

shop and what to buy. Based on current media usage estimates, tweens are exposed to more 

than 500 commercials per week; totaling more than 234,000 by the time they reach 18. They 

navigate technology with far more competence than their parents, manage and spend their own 

money, look after their younger siblings, and participate in traditionally parent-led activities, such 

as meal planning, cooking, and grocery shopping. Marketers spend hundreds of millions of 

dollars every year to reach this valuable target– and they succeed. 

For all their adult sophistication in making the “little choices,” today’s tweens still need direction 

on the “big choices” that will lead them to a long-term, healthy life. This means not only protecting 

them from the dangers of drug and alcohol abuse but also instilling in them behaviors that will 

protect them from cardiovascular disease and other long-term threats to their health. Without that 

direction, the implications are grave. Tween diets are not protective, with fewer than 25% eating 

enough fruits and vegetables, and 16% at risk for becoming seriously overweight—an all-time 

high. Tweens are also becoming more passive, watching 4.8 hours of television per day—versus 

2-3 hours in 1960– in addition to hours spent on the Internet or playing video games. Physical 

education is fading from school requirements, and 75% of kids hop in the car for trips of less than 

a mile—versus 1% on a bicycle. This lack of good habits is compounded by a formation of bad 

ones. The Centers for Disease Control and Prevention (CDC) has found that many kids have 

tried smoking as early as the fifth grade. In another study by the University of Maryland (1998), 

29% of 8th graders were found to have tried at least one illegal drug, and more than 50% have 

experimented with alcohol in the last month, 35% of 12th graders had smoked in the last month, 

and 80% of kids are sexually active before they leave their teens—nearly half by the age of 16. 
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The bottom line? There’s little doubt that today’s kids are more “savvy” than ever before—but 

information in no way equals insight. William Damon, Director of the Stanford University Center 

for Adolescence, calls it a  “superficial sophistication,” where kids have lots of information, but no 

framework for understanding it; where kids are schooled beyond their years in image, but falling 

steadily behind in substance. He notes that for all the increase in choices, there has been “no 

increase in the values that help a kid get through the confusion of life in a steady, productive 

way.”  

It is easy for adult public health advocates to say, as the saying goes, “What’s the matter with 

kids today?”  But, as the kids themselves will tell us, their lives are not that simple. If we want to 

impact the lives of youth, the first step is to understand youth themselves, and the lives they lead 

every day. If we understand what influences their choices, we have a better chance of guiding 

them to a more healthy life—one that incorporates physical activity, good nutrition, and restraint 

from smoking and other destructive behaviors.  

In this paper, we will take an in-depth look at the world of today’s tween. We will examine their 

attitudes, perceptions, beliefs and fears regarding the world around them. Health behaviors in six 

key areas are examined next:  unintentional and intentional injury, alcohol and other drug use, 

sexual behavior, tobacco use, dietary patterns, and decreased participation in physical activity. 

We will explore how increased productive activity (including physical activity) can help protect 

youth from an entire range of unhealthy behaviors. And since tweens do not live in a vacuum, we 

will explore the influence of media, friends, and family in shaping their decisions and behavior. 
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IIII.. IInnssiiddee tthhee WWoorrlldd ooff TTwweeeennss

A. Tween Life: An Overview 

It is easy to forget how many physical, environmental, and social changes barrage kids as they 

pass from the relatively safe and secure world of elementary school to the great unknown of 

middle school. Adult observers often think of high school as being the time when these transitions 

are most pronounced. But it is day one of middle school where the world becomes unglued for 

most tweens. Here are a few of the changes experienced by youth at this juncture: 

•	 Weakening of the safety net of parental love and support:  It’s not that parental support 

vanishes for most kids. It’s just that in this new, transitional world, the support system has 

changed: media and friends become additional influences that contributed to the child’s point 

of view. 

•	 A plummet from the top to the bottom of the social ladder: As kids make the transition from 

elementary to middle school, they go from an environment in which they are the oldest, 

wisest, and most respected kids in their school to being back at the starting gate. 

•	 A new and previously unknown pressure to perform and succeed: Academic success 

becomes important, with the new idea of college and jobs looming in the future. Poor athletic 

performance begins translating to diminished social status and desirability off the playing 

field. 

•	 Dramatically increased media freedom:  Most parents report a marked decrease in their 

tendency to regulate their kids’ media usage habits when they reach the middle school years 

(for instance, more than half of children over age 8 have a TV in their bedroom for private 

use). By mid-adolescence, children have watched about 15,000 hours of TV (more time than 

they have spent with their parents or friends), opening up a whole new world of ideas and 

viewpoints from which to choose. Much of what they see suggests that unhealthy behaviors 

(e.g., drug use, violent tendency, and sexual experimentation), if not actually desirable, are a 

normal and expected feature of adult life. 

•	 Puberty: Kids’ bodies begin changing in ways they don’t completely understand, and most 

parents don’t have or take the time to explain the meaning and impact of these changes. 
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•	 Exposure to and existence in an increasingly tough and unforgiving world: America’s children 

are being exposed to violence at a level never before known in this country: 40% of teens in 

the United States know someone who has been shot in the last five years, and 10% of teens 

say they’ve been in four or more physical fights in the past year. In addition, AIDS has been a 

reality for these children since they were born. 

The result of these changes is a hodgepodge of values, norm, and expectations symptomatic of a 

population with one foot in the world of childhood and another in the world of adults. Ask tweens 

whom they respect most in life, and they reply  “my parents” and “Michael Jordan.”  Ask them to 

name their favorite TV show and you will get a list that ranges from Bugs Bunny and Rugrats to 

Dawson’s Creek and South Park. Ask them what they spend their money on and the response 

will not be candy and toys (as it was in elementary school) but CDs and clothing. Ask older 

tweens what they want to be in life and you will get the following list: 

Tween Aspirations 
11–12–Year–Olds Say They Daydream About: 

Being rich 80% Being a sports star 63% 

Helping others 78% Being older 59% 

Traveling around the World 77% Being a parent 55% 

Being smarter 76% Being a famous actor 46% 

Being popular 74% Being an astronaut 24% 

Being famous 69% Being President 13% 

Being beautiful 66% 

 Source: Just Kid Inc. Global Kids Study, 1999 

Perhaps most sobering of all, ask tweens what they are most worried about, and they will tell you 

the following: 

Tween Fears 
11–12–Year–Olds Say They Worry a Lot About: 

Getting bad grades 50% Your appearance  27% 

My parents separating 40% Not having enough money 26% 

The future 39% Getting hurt at school  26% 

Dying 39% Being fat 22% 

Getting AIDS 37% Getting a girl pregnant  22% 
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Getting arrested 30% What your friends think  20% 

Drugs 29% Getting/losing a boyfriend/girlfriend 20% 

      Source: Just Kid Inc. 1999 Kid Id Study 

So tweens deal with a lot. They must negotiate a period of enormous uncertainty that leads to 

intense information seeking, media use and experimentation. Peers emerge as critical influences, 

and, for some, unhealthy behaviors (e.g., drug use, smoking, sexual promiscuity, etc.) are 

passports to acceptance into elite groups. For other kids, the stress and uncertainty of these 

years trigger other bad habits such as overeating, under-eating and poor coping mechanisms 

(e.g., smoking, drinking, violence) for resolving seemingly irresolvable problems. 

Nickelodeon’s Big Help: Who Says Kids Don’t Care? It’s a myth to think that 
tweens are a population of “me-first, everyone-else-second” egocentrics. Every year 
Nickelodeon and a select group of partnering organizations invite kids to get involved 
in a pro-social cause. The Big Help promotion offers no incentives, no rewards, and no 
grand prizes – only the feeling of satisfaction the kids get in doing something for 
someone else. Last year, the “Park-It” theme involved hundreds of thousands of kids 
improving the parks in their community.  The message? Despite living in an 
environment which increasingly rewards personal success and a society which does 
not always display a clear sense of the difference between right and wrong, kids want 
to help. They want to contribute. They know right from wrong, and given the 
opportunity and proper guidance, they want to do right. 

B. Choices That Last a Lifetime 

Given the increasing autonomy and spending power (combined $10 billion annually) of today’s 

tween, it is no wonder that tweens have become the target audience of choice for marketers of 

every imaginable description. Corporations such as Toyota, Mattel, and Frito-Lay are making 

massive investments in reaching this audience with their message. In the public health realm, the 

Office of National Drug Control Policy and the American Legacy Foundation are two groups that 

are using more than public service announcements to reach this age group. 

The following characteristics contribute to making tweens such an irresistible communications 

target: 
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•	 Tweens are open to new ideas: Although they still Pepsi: Reaching Out in Every Way 
understand and generally embrace the values and 	 The tens of millions they spend in 

television advertising is just the start of habits of their parents, they also are beginning to Pepsi’s work in reaching out to tweens. 
look for ways of defining and distinguishing They also purchase kid print, radio, 

outdoor, and Internet advertising. Plus,themselves as individuals. This includes the they sponsor musical concerts, 
commercial brands they will purchase and circuses, road shows, and professional 

consume (e.g., Coke vs. Pepsi; Reebok vs. Nike), 	 sports teams—ensuring outreach to a 
wide range of communities, including 

as well as more fundamental issues such as the black and Hispanic markets. And every 
kind of dietary habits they will acquire and the kind	 year Pepsi runs at least six major 

consumer promotions. Not to mention 
of problem solving skills they will use to deal with Pepsi signage on each of the million 
life’s challenges. plus vending machines strategically 

placed in malls, schools, and other 
locations around the country. The 

•	 Tweens are easily accessible:  Tweens consume a effect?  The average tween, no matter 
what his viewing habits are, cannot go 

lot of media in a highly predictable fashion. This, through the day without encountering 
combined with their own spending ($600 per 	 the Pepsi message in one place or 

another. 
annum, on average) and growing influence over 

their parents’ spending, has led the nation’s media companies to create a wide assortment of 

highly efficient, tween-targeted media vehicles. Television networks, record labels, radio 

networks, and Internet sites are developed to feed the tastes and interests of today’s tweens. 

•	 Today’s tweens are tomorrow’s loyal consumers: For most commercial marketers, the 

immense spending power and parental purchase influence is only one of several reasons to 

target tweens. The second is the knowledge that brand affinities, lifestyle habits, and 

consumer patterns tweens establish now will, in many cases, stay with them for a lifetime. 

For instance, numerous studies have confirmed that kids who become loyal to the Pepsi 

brand at the age of twelve will probably stay loyal to Pepsi in their teen and adult years. So, in 

addition to representing an important immediate target audience, effectively selling tweens on 

a marketer’s message now can produce many years of future dividends.  

C. Anything but a Homogeneous Unit 

Up until now, we have been talking about tweens as a single block of the population but it is 

important to point out that significant differences exist in the demographic, psychographic, and 

health-related landscape of tweens. Although the structure and dynamics of all families in 

America today have undergone a process of intense change over the last couple of decades, 

none have been more severe than for African Americans and Hispanics. Whereas most tweens in 

the white community live with both their mother and father, have a father that works full time, and 
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only see grandparents on special occasions, tweens in the black community live in more diverse 

family structures: 

African-American Households 
Tweens Living With: 

Mother present 83% 

Father present 36% 

Other adult present (grandparent, stepfather, etc.) 44% 

Father works full-time 55% 

Mother works full-time 59% 

       Source: 1999 Kid Id Study 

Even more important are the differences in how the ethnicity of a tween affects their view of the 

world and themselves. Hispanic kids are almost twice as likely to say they worry a lot about 

getting AIDS than White kids. African American kids are more than twice as likely to say they 

worry a lot about the future than white kids. White kids are significantly more likely than African 

American or Hispanic children to participate regularly in strenuous or moderate physical activity, 

and African American girls are the least physically active of all ethnic or sex groups. From a 

dietary standpoint, both African American and Hispanic kids are significantly more likely than 

white kids to agree with the statement “I love to eat junk food, no matter how many fat and 

calories it has.”   

Sadly, these attitudes are also being put into practice. Whether it is eating in a fast food 

restaurant, consuming high fat snacks, or guzzling high-sugar beverages like soft drinks, minority 

tweens are far more likely than white tweens to be heavy consumers of unhealthy foods. 

None of this should suggest that tweens from one ethnic background share nothing with tweens 

from another. On the contrary, there is far more that unifies tweens across racial lines than 

divides them. But creating an effective communication plan for the tween audience means 

understanding these differences and building them into the program’s strategies and executions. 
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III. Tweens and Health: The Time to Act 

Just as commercial marketers have recognized that tweens are ripe for their products, health 

marketers are turning their attention to this large and important audience. As tweens become 

more independent from parents and susceptible to peer influences, they take on many decisions 

that were previously made for them, for example, what and where they will eat and how they’ll 

spend their free time. In making these decisions, tweens develop behaviors that will last a 

lifetime. Many studies have documented the health status of youth in the United States, 

concluding that the main threats to adolescents are the health-risk behaviors and choices they 

make (Resnick et al., 1997). Already, many tweens and teens engage in health behaviors that 

place them at risk for illness and injury in the short-term and for chronic disease as adults.  

This said, tweens are an important target population for prevention efforts since their unhealthy 

behaviors may not be fully established and may be less resistant to change than the behaviors of 

adults (Lowry et al., 1996). Research suggests that behavior-change interventions should begin 

prior to sixth grade. Smoking behavior, for example, rare among sixth graders, shows rapid yearly 

onset up to tenth grade, and students who smoke are increasingly unlikely to quit as they get 

older. The data suggest that once students become weekly smokers, they are unlikely to give up 

cigarettes (Kelder et al., 1994).  

Intervening at this stage provides the opportunity to prevent children and adolescents from 

developing poor health behaviors that may follow them into adulthood and to prevent the burden 

of morbidity and mortality associated with lifestyle-related diseases.  

A. Today’s Tweens: Population at Risk 

The health of tweens must be considered in light of current and future risk issues that pose an 

immediate threat to tween health and behaviors, factors that contribute to the chronic diseases, 

and can affect tweens as they age. Three types of behavior– those that result in injuries, alcohol 

and drug use, and sexual activity—contribute to leading causes of mortality and morbidity among 

10–24–year–olds. In this age group, four basic causes contribute to 72% of all deaths: motor 

vehicle crashes (31%, nearly half alcohol-associated), homicide (18%), suicide (12%) and 

unintentional injuries (11%). Every year, nearly 25% of all new HIV infections, one quarter of all 

new infections with other sexually transmitted diseases, and one million pregnancies occur 

among U.S. teenagers.  

Page 10 of 32 



Those are the short-term dangers, but they are by no means the only ones. According to the 

CDC, about two-thirds of all mortality and a great amount of morbidity, suffering, and rising health 

care costs among adults result from only three causes: heart disease, cancer, and stroke. Three 

behaviors contribute to these diseases: tobacco use, poor dietary patterns, and physical activity 

(CDC, 1999a). And here is where today’s children are most at risk. For while tweens who smoke 

marijuana and have sex may be in the minority, the majority of children are indulging in practices 

that place them at risk for long-term diseases. As previously noted, 10% of students are 

overweight, and another 16% are at risk for becoming overweight. Less than a third are eating the 

proper amount of fruits and vegetables, and only 50% attend any physical education class by age 

17 (CDC, 1999a). As a result, more and more children are experiencing signs of adult-onset 

diabetes and even warning signs for cardiovascular disease. 

In the discussion below, we provide an overview of tween/teen health status as it relates to the 

six risk factors introduced above. Where pertinent, data are included that demonstrate 

disproportionate risk by ethnicity or socioeconomic status. 

CDC’s Youth Risk Behavior Surveillance System (YRBSS) 
Unless noted otherwise, the following discussion of risk factors draws on findings from 
CDC’s 1997 YRBSS. The YRBSS, conducted semi-annually, assesses the prevalence of the 
six categories of behaviors that contribute to the leading causes of morbidity and mortality 
in the United States. Developed by CDC in collaboration with federal, state and private 
sector partners, this voluntary system includes a national survey and surveys conducted 
by state and local partners.  The 1997 study, a school-based survey, employed a three-
stage cluster sample design to produce a nationally representative sample of students in 
grades 9–12, including high samplings of black and Hispanic students to ensure 
representation of those demographic groups. 

Short-Term Risk Factors 

• Unintentional and intentional injury  

• Alcohol and other drug use 

• Sexual behaviors 

Long-Term Risk Factors 

• Tobacco use 

• Dietary patterns 

• Decreased participation in physical activity 

Risk Factor #1: Unintentional and Intentional Injury 
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A myriad of behaviors effect tween/teen risk for unintentional injury, including the use of seat 

belts, motorcycle helmets, and bicycle helmets. Nationwide, 19.3% of students rarely or never 

used seat belts when riding in a vehicle driven by someone else, with male students nearly twice 

as likely as female students not to wear seat belts. Of those who had ridden a motorcycle in the 

past year, 36.2% had rarely or never worn a motorcycle helmet (including 44.5% of males), with 

Hispanic students significantly more likely than white students to have rarely or never worn a 

helmet. Among bicycle riders, 88.4% had rarely or never worn a helmet. Black students were 

significantly more likely than white students to have rarely or never worn a bicycle helmet.  

A recent study by the Pacific Institute places the cost 

of youth involvement in alcohol-related traffic crashes Supporting documentation from 
Healthy People 2010 (HP 2010)

at more than $18 billion. CDC’s 1997 YRBSS 

indicates that 36.6% of high school students had HP 2010 Leading Health Indicators 

ridden one or more times with a drinking driver within 15-15. Reduce deaths caused by 
motor vehicle crashes.  

the past month, with Hispanic students significantly 

more likely than white students to have done so. And 15–32. Reduce homicides. 

17% of students indicated that they themselves had HP 2010 Relevant Objectives 

driven a vehicle one or more times after drinking 7-2b, 7-2c, 7-2d, 15-38, 15-39, 18-2 
alcohol. White and Hispanic students were 
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significantly more likely than black students to have driven after drinking. 

The above factors speak to behaviors that put children at risk through negligence, and together 

account for about 44% of mortality. But what about intentional behaviors that result in injury or 

death—such as violence, homicide or suicide?  In today’s world, violence is a particularly virulent 

issue among our youth. Youth aged 12 to 17 are nearly three times more likely than adults to be 

victims of serious violent crimes (Forum on Child and Family Statistics, 1999). An analysis of data 

from the National Longitudinal Study of Adolescent Health found that 24.1% of young people 

indicated that they had been the victim of violent behavior (Resnick et al., 1997). In addition to the 

direct physical harm suffered by victims of serious violence, violence can adversely affect victims’ 

mental health and development, and increase the likelihood that they themselves will commit acts 

of serious violence. Among all students surveyed, males are more at risk than females in 

violence-related behaviors, while females are more at risk for depression and suicide behaviors. 

In all areas, Hispanic students (male and female) are at greater risk overall than black or white 

students. 

YRBSS data show that in the thirty days preceding the study, 18.3% of students had carried a 

weapon one or more times and 5.9% had carried a gun. Hispanic students were significantly 

more likely than white students to have carried a weapon, and both Hispanic and black students 

were significantly more likely to have carried a gun. More than 36% of students had engaged in a 

physical fight one or more times during the 12 months preceding the survey, with Hispanic 

students significantly more likely than white students to have done so. Despite these alarming 

statistics, the percentage of students who participated or were injured in a physical fight and who 

carried a weapon decreased between 1991 and 1997, consistent with declines in homicide, 

nonfatal victimization, and school crime rates (Brener et al., 1999). 

Due to the tragic events of recent years, school-related violence has taken center stage in the 

national discussion of violence prevention. The YRBSS found that 4% of students had missed 

one or more days of school during the month preceding the survey because they felt unsafe, with 

Hispanic and black students significantly more likely than white students to have missed school 

for that reason. Nationwide, 8% of students had carried a weapon on school property; Hispanic 

students were significantly more likely to have done so than black or white students. More than 

7% of students report, having been threatened or injured with a weapon on school property. 

Hispanic students were more likely to have had such an experience. Furthermore, though not 

surprising, it is worth noting that on all of the measures discussed above, male students were at 

considerably more risk than female students—in most cases, nearly double. 
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Statistics on youth suicide are also troubling. According to YRBSS data, more than 20% of 

students had seriously considered attempting suicide, and 15.7% had made a specific plan to 

attempt suicide. Adolescent girls report alarmingly high rates of suicidal thinking, with one in three 

high school girls reporting they had thought about suicide in the past two weeks (Commonwealth 

Fund, 1997). Hispanic students were significantly more likely than black students to have 

considered attempting suicide and were more likely than either African American or White 

students to have made a suicide plan. More than 7% of students had attempted suicide, with 

Hispanic students significantly more likely than white students to have made an attempt.  

Risk Factor # 2: Alcohol and Other Drug Use 

Underage drinking is the nation’s largest youth drug 

problem, killing 6.5 times more young people than all 

other illicit drugs combined (Mothers Against Drunk 

Driving [MADD], 1999). Alcohol use is associated with 

motor vehicle crashes, injuries, and deaths, with 

problems in school and in the workplace, and with 

fighting, crime, and other serious consequences 

(Forum on Child and Family Statistics, 1999). Unlike 

the progress that has been made in reducing the use 

of illicit drugs by young people, there have been no 

statistically significant changes in the rates of underage drinking since 1994. Although 

consumption of alcoholic beverages is illegal for those under 21 years of age, 10.5 million current 

drinkers were aged 12–20 in 1998. Of this group, 5.1 million engaged in binge drinking, including 

Supporting documentation from 
Healthy People 2010 (HP 2010) 

HP 2010 Leading Health Indicator 

26-10a. Increase the proportion of 
adolescents not using alcohol or any 
illicit drugs in the last thirty days. 

HP 2010 Relevant Objectives 

7-2f, 26-9, 26-10b, 26-11d, 26-14, 
26-15, 26-16, 26-17 

2.3 million who would also be classified as heavy drinkers (Substance Abuse and Mental Health 

Services Administration [SAMHSA], 1999). According to the YRBSS, 79.1% of high school 

students had ever had a drink of alcohol, half had at least one drink of alcohol on one or more of 

the 30 days preceding the survey, and 33.4% had five or more drinks of alcohol. White and 

Hispanic students were significantly more likely than African American students to have ever had 

a drink of alcohol, at least one drink in the month preceding the survey, and five or more drinks 

within the past month. This data is consistent with other research showing that Hispanic and 

White students are more likely than African American students to report heavy drinking (Forum on 

Child and Family Statistics, 1999). 

Drug use by adolescents can have immediate and long-term health and social consequences 

(Forum on Child and Family Statistics, 1999). According to the National Institute on Drug Abuse 

(NIDA, 1998), results from the 24th Annual Monitoring the Future Survey show the first real 
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slowdown in illicit drug use among teenagers after years of dramatic increases. In particular, use 

of marijuana, the illicit drug most widely used by teens, appears to be leveling off.  

However, while the percentage of 8th graders reporting perceived risk in trying marijuana 

increased, rates of marijuana use remained stable among the youngest students surveyed (while 

use dropped among 10th graders and remained stable among 12th graders) (NIDA, 1998). The 

rate of marijuana use among 8th grade girls tripled between 1975-1996 (Johnston, O’Malley, and 

Bachman, 1998). And despite statistics that show overall, downward trends in youth drug use in 

the 1990s, 9.9% of youths aged 12–17 reported being current users of illicit drugs in 1998 and 

illicit drug use among the overall population remained level (SAMHSA, 1999). An estimated 1.1 

million youths aged 12–17 met diagnostic criteria for dependence on illicit drugs in 1997 and 

1998, and the rate of first time use among youth for heroin, cocaine, and hallucinogens are on the 

rise (SAMHSA, 1999).  

YRBSS data show white students were significantly more likely than black students to have ever 

used cocaine and crack and to report current cocaine use. Hispanic students were significantly 

more likely than white students to have tried marijuana before 13 years of age and more likely 

than black students to have tried cocaine at a young age (CDC, 1998). 

Risk Factor #3: Sexual Behaviors 

While teenage sexual intercourse rates are steady, some statistics do indicate children are 

initiating intercourse at younger ages. Specifically, a report by the National Center on Addiction 

and Substance Abuse (CASA) at Columbia University (CASA, 1999) noted the growing proportion 

of 15-year-olds having sex. In 1997, 38% of 15–year–old and 45% of 15–year–old boys reported 

engaging in sex. In comparison, national surveys in 1970 and 1972 showed that less than 5% of 

15–year–old girls and, 20% of 15-year-old boys had engaged in sex respectively.  

According to the YRBSS, 7.2% of students had initiated sexual intercourse before 13 years of 

age, with black students significantly more likely than white and Hispanic students to have 

initiated sex at a young age (CDC, 1998). An analysis of data from the National Longitudinal 

Study of Adolescent Health found that 

approximately 17% of 7th and 8th graders 

indicated that they had ever had sexual 

intercourse (Resnick et al., 1997).  

Supporting documentation from 
Healthy People 2010 (HP 2010) 

HP 2010 Leading Health Indicator 

25-11. Increase the proportion of 
adolescents who abstain from sexual 
intercourse or use condoms if currently 
sexually active. 

HP 2010 Relevant Objectives 

7-2g, 25-12 



The 1997 YRBSS found that 48.4% of high school students had ever had sexual intercourse, 

16% had ever had four or more sexual partners, and 38.4% had sexual intercourse during the 

three months preceding the survey (CDC, 1998). Among currently sexually active students, 

56.8% reported that either they or their partner had used a condom, and 16.6% used birth control 

pills when they last had sexual intercourse (CDC, 1998).  

Black students and Hispanic students were significantly more likely than white students to have 

had sexual intercourse. Black students were significantly more likely than Hispanic students and 

white students to have had four or more sex partners and to be currently sexually active. They 

are also more likely to report condom use, while white students were more likely to report birth 

control pill use (CDC, 1998). 

Risk Factor #4: Tobacco Use 

Kids are experimenting with cigarette 

smoking as early as the 5th grade. Since 

cigarette smoking is highly correlated 

with heart disease, stroke, cancer, and 

causing more premature deaths in the 

United States than any other preventable 

risk, tweens need to understand that 

tobacco causes more than bad breathe— 

it can kill them. Of all people under 18 

years old in 1995, an estimated 5 million 

will eventually die prematurely from smoking-related illnesses (CDC, 1994), and 89% of persons 

who ever smoked daily first tried a cigarette at or before age 18 (CDC, 1999).  

Supporting documentation from Healthy 
People 2010 (HP 2010) 

HP 2010 Leading Health Indicators 

27-3b. Reduce cigarette smoking by 
adolescents.  

27-10. Reduce the proportion of nonsmokers 
exposed to environmental tobacco smoke. 

HP 2010 Relevant Objectives 

7-2e, 27-2, 27-3, 27-4, 27-7, 27-9, 27-17 

While the adult cigarette-smoking trend has been stable since 1995, there has been a dramatic 

increase in student smoking. Sampling cigarettes is a common part of childhood—nationwide, 

71% of students reported having tried cigarette smoking. One-quarter of students reported 

smoking at least one cigarette a day, and a third of students reported having smoked more than 

one cigarette in the previous 30 days.  

Rates of smoking differ substantially between racial and ethnic groups (Forum on Child and 

Family Statistics, 1999). White and Hispanic students were significantly more likely than black 

students to have smoked a cigarette before age 13 (CDC, 1998). Socioeconomic factors also 
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impact teen smoking behavior. As, educational level of the responsible adult and family income 

increased cigarette smoking was less likely among adolescents (Lowry et al., 1996). 

Risk Factor #5: Dietary Patterns 

Today’s tweens are developing unhealthy eating habits that are following them into their adult 

lives. More than one in five American children is overweight (Troianoet al., 1995), and body size 

and systolic blood pressure are rising among school children (Luepker, Jacobs, Prineas, and 

Sinaiko, 1999).  

Unhealthy eating practices that contribute to 

chronic disease are established early in life, and 

young persons having unhealthy eating habits 

tend to maintain them as they age (Kelder et al., 

1994). And today, tween/teen diets are falling far 

short of the goals outlined by the Dietary 

Guidelines for Americans, established by CDC. 

Only about 1% of tweens/teens meet national 

recommendations for food group intake—and less than 30% meet recommendations for fruit, 

grain, meat, and dairy and 36% meet the recommendations for vegetables (Munoz et al., 1997). 

The YRBSS found that only 29.3% of students had eaten five or more servings of fruits and 

vegetables during the day preceding the survey. Another study found that fully half of all children 

aged 2 to 18 years of age consumed less than a serving of fruit per day (Krebs-Smith et al., 

1996). An examination of the relationship between socioeconomic status and health risk found 

that insufficient consumption of fruits and vegetables was inversely related to the educational 

level of the responsible adult (Lowry et al., 1996). 

Supporting documentation from 
Healthy People 2010 (HP 2010) 

HP 2010 Leading Health Indicator 

19-3c. Reduce the proportion of children 
and adolescents who are overweight or 
obese. 

GP 2010 Relevant Objectives 

7-2h, 19-5, 19-6, 19-7, 19-8, 19-9, 19-10, 

Children and adolescents obtain 30%-35% of their calories from fat and 12% -13% from saturated 

fat, which is above the recommended 30% and 10% respectively (CDC, 1996). In addition, the 

average diet of U.S. children exceeds the recommendations for sodium. This excess can be 

attributed to the changing dietary patterns of children and foods consumed. Children are eating 

more frequently and obtaining a greater proportion of their nutrient intake from snacks, soda, and 

fast food—which are now readily available in schools. In addition, children are eating a greater 

proportion of their meals away from home, and meals that are served at home increasingly 

originate at “take away” vendors (Kennedy and Goldberg, 1995). These sources are more likely 

to provide meals and snacks that are high in fat, sugar, and sodium. 
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As a result of these practices, diet-related risk factors for cardiovascular disease and diabetes, 

such as obesity, are already issues for our children. A comparison of weight measures in three 

surveys between 1960 and 1980 show a 30% increase in obesity and a 64% increase in very 

pronounced obesity among adolescents 10–18–year–old (Meredith and Dwyer, 1991).  

An analysis of the National Health and Nutrition Examination Surveys showed that among girls, 

blacks had the highest prevalence of overweight. For female children and adolescents, 

differences in overweight prevalence by race or ethnicity were similar to the findings for adults: 

non-Hispanic Blacks and Hispanics had higher prevalence of overweight than did non-Hispanic 

Whites (Troiano et al., 1995). YRBSS data indicates that Hispanic students are most likely to be 

trying to lose weight. 

Risk #6: Decreased Participation in Physical Activity 

While children and adolescents are 

more physically active than adults are, 

many young people are not meeting 

the minimum recommendations for 

physical activity. The International 

Consensus Conference on Physical 

Activity Guidelines for Adolescents 

recommends that all adolescents 

participate in some type of physical 

recreation, physical education or planned exercise, in the context of family, school, and 

community activities.  

What’s even more alarming is that the YRBSS showed a downward trend in participation in 

vigorous physical activity and daily physical education classes (CDC, 1998). Participation in 

physical education classes declines from about 98% at age 10 to about 50% at age 17, and 

spontaneous activity decreases about 50% from age 12 to age 18, with boys being consistently 

more active than girls (Meredith and Dwyer, 1991). Although girls overwhelmingly indicate that 

they know exercise is important to health, by the time they reach high school, only 67% of girls 

exercise three times a week or more, compared with 80% of boys. The prevalence of inactivity in 

the week previous to the survey is 13.7% and is higher among females than males (U.S. 

Department of Health and Human Services, 1996). In fact, 15% of high school girls say they 

activity every day, or nearly every day, as part of play, games, sports, work, transportation, 

Supporting documentation from Healthy People 
2010 (HP 2010) 

HP 2010 Shared Priority 

22-7. Increase the proportion of adolescents who 
engage in vigorous activity that promotes cardio-
respiratory fitness 3 or more days per week for 20 or 
more minutes per occasion. 

HP 2010 Relevant Objectives 

22-6, 22-8, 22-9, 22-10, 22-12, 22-14, 22-15 
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exercise less than once or twice a week (Commonwealth Fund, 1997), and, for the girls who do 

participate in school physical education classes, only 20% of the time is devoted to moderate or 

vigorous activity, with more time focused on competitive sports rather than activities and 

exercises that can be carried over to later years (Meredith and Dwyer, 1991). 

Black students and Hispanic students were significantly more likely than white students to have 

participated in moderate physical activity, while white students were significantly more likely to 

have participated in vigorous physical activity (CDC, 1998). With regard to socioeconomic status, 

sedentary lifestyle is inversely related to both the educational level of the responsible adult and, 

family income (Lowry et al., 1996). 

B. Interrelated Risk Factors 

While addressing each of the above risk factors is important in and of itself, these behaviors are 

interrelated, and some have been shown to correlate with other health-compromising behaviors. 

For example, youth engaging in a wide range of health-compromising behaviors are at risk for 

unhealthy eating (Neumark-Sztainer et al., 1997); binge eating, substance abuse, and past 

suicide attempts are correlated with inadequate fruit and vegetable intake (Neumark-Sztainer et 

al., 1996). 

Adolescent tobacco use is associated with fighting, carrying weapons, and engaging in higher-

risk sexual behavior (CDC, 1994a), while low physical activity participation has been associated 

with cigarette smoking, marijuana use, lower fruit and vegetable consumption, greater television 

watching, and failure to wear a seat belt (Pate et al., 1996). Youths aged 12–17 who currently 

smoked cigarettes were 11.4 times more likely to use illicit drugs and 16 times more likely to drink 

heavily than nonsmoking youths (SAMHSA, 1999). 

According to a recent study by CASA (1999), teens who drink or use drugs are much more likely 

to have sex, initiate it at younger ages, and have multiple partners, placing them at higher risk for 

sexually-transmitted diseases, AIDS, and unplanned pregnancies. Teens aged 14 and younger 

who use alcohol are twice as likely, and those who use drugs are four times as likely, to have sex 

than those who do not. The study also showed alcohol and violence to be heavily interrelated, 

with alcohol being implicated in more incidents of sexual violence than any single drug. For 

instance, alcohol use—by the victim, the perpetrator, or both—is implicated in 46% to 75% of 

date rapes of college students. 
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Tween/teen media habits also impact their health status. Clinical data illustrate the relationship 

between television viewing and obesity among adolescents. Two explanations may account for 

this: the time adolescents spend watching television are hours not spent in more energy-intensive 

activities, and television is often associated with snacking (Dietz, 1990). In addition, the number 

of unhealthy food messages found on television, in both commercials and entertainment 

programming, may also influence children’s choice of foods, particularly snacks and favorite 

restaurants (Signorelli and Staples, 1997). Studies have shown a positive relationship between 

watching television and expressing preferences for more unhealthy foods. In one study, the more 

television children watched, the more likely they were to select an unhealthy food when choosing 

which foods they would rather eat. In addition, there was a positive relationship between watching 

more television and saying that the unhealthy food choice is healthier (Signorelli and Staples, 

1997). 

This interrelationship among health risk behaviors suggests that successful interventions might 

seek to promote one behavior (or group of behaviors) in an effort to prevent another. For 

instance, participation in sports has been found to have a profound effect on the delay of girls’ 

sexual activity (Women’s Sports Foundation, 1998). 

The promotion of alternative activities, including physical activity, is already underway in the 

substance abuse, obesity, tobacco and violence prevention fields. Studies have shown that 

engaging in positive activity is a protective behavior, resulting in decreased gang involvement, 

levels of substance use, and delinquency incidents (SAMHSA, 1999). 
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IV. Key Influences in Tweens’ Lives 

So how do tweens wade through this enormously broad constellation of issues, worries, and 

uncertainties?  What sources of guidance do they value and turn to most often to help make both 

the trivial and vital decisions that will determine what kind of person they will become in life?  The 

answer to this question is as varied as the individuals that make up the tween population. But at 

macro level, most kids this age rely on a mix of the following three sources of guidance: media, 

friends, and family. 

A. Media 

Tweens have a seemingly unquenchable appetite for media products of all kinds. In fact, the 

average child aged 8–18 spends the equivalent of a full-time workweek using media— 

approximately six and three-quarter hours per day, every day. This includes not only television, 

but Internet, radio, video games, compact discs, newspapers and magazines—often more than 

one at a time. Kids are literally surrounded by voices: the average child’s home has three 

televisions (65% have one in their own bedroom), three tape players, three radios, two VCRs, two 

CD players, one video game player, and one computer (Kaiser Family Foundation, 1999). 

Beyond this, there are dozens of magazines specifically targeted to tweens, and the Internet has 

opened up yet another set of tween access possibilities. Small wonder that recent studies 

indicate that the average child sees 500 ads on any given day. 

Most kids will tell you that they view these ads with extreme skepticism. By the time they reach 

the age of ten, they have been disappointed by numerous products that failed to live up to the 

advertising’s promise. Yet they still pay close attention to them. Advertising and the programming 

that surrounds them is a vital source of information about what is cool, new and “in.”  The kid who 

does not know about the latest style of Nike’s or the latest development in South Park will feel the 

repercussions among his friends, and the media is a key source for this information. (Source: Just 

Kid Inc., 1999) 

B. Friends 

Friends become a key source of support in early childhood, but during the tumultuous tween 

years, their role and importance increases dramatically. With all the hype in the press about the 

skyrocketing usage of the Internet and video games, one might come to the conclusion that kids 

would rather be in the company of a video screen than a kid their own age. This is absolutely 

untrue. Given a long list of recreations to choose from in a recent research study among tweens 
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(including playing video games and surfing the Net) the winner for tweens is “hanging out with my 

friends” (Source: Just Kid Inc., 1999 Kid Id study). While tweens still rely heavily (even primarily) 

on their parents for advice, as discussed below, there can be no question that their friends play a 

key role in who they are and how they see themselves. 

Friends as a Support System 
Tweens Who Strongly Agree: 

“My friends would stand up for me in a tough situation” 78% 

“I can turn to my friends for help when I have problems” 83% 

       Source: 1999 Kid Id Study 

The Florida “Truth” Campaign: With a Little Help From My Friends Teens 
listen to other teens, and the State of Florida program gave teenagers a leadership 
role in the cutting-edge “Truth” campaign to fight tobacco use. Kids working 
together created the major advertising theme, established a youth advocacy group 
(Students Working Against Tobacco, or SWAT) and refined an enforcement strategy 
against underage tobacco sales.  SWAT members traveled around the state during 
the summer of 1998, training their peers in advocacy and media relations, and 
empowering children to join the movement against the tobacco industry. In their 
Big Tobacco on the Run activity, over 10,000 teens cut out cigarette ads from 
magazines, stamped them with a “Rejected, Rebuffed, Returned!” sticker and 
mailed them back to company CEOs. As an indication of the teens’ success in 
getting their voices heard, the Brown and Williamson Tobacco Corporation met 
with the SWAT board of directors to discuss marketing practices. 

C. Family 

The perspective that parents don’t matter has received considerable media attention, leading 

some to believe that adolescent behavior is determined by genetic makeup and peer influence. 

However, the literature evaluating parenting programs, longitudinal studies of adolescent 

development, and direct-observation studies of family interactions clearly show that some specific 

parenting practices are highly effective in the prevention of problem behaviors. These practices 

are particularly beneficial when put in place by the time children enter early adolescence. 

While it is certainly true that many kids begin to enter the rebellious stage during the tween years, 

it is equally true that they retain a profound need for unquestioning love, support, and guidance 

from their families. When asked to choose the person they respect most in the world from a list 
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that includes everyone from Michael Jordan to the lead singers from ‘N Sync, the great majority of 

tweens named their mother or father as the person they respect the most. And when asked 

whether their friends or family were more important to them in life, only about 5% named their 

friends. The bottom line: despite the changes in tweens’ family lives, no one is more loved, more 

respected, and more earnestly consulted by tweens for guidance on life than their parents. 

An analysis of data from the National Longitudinal Study of Adolescent Health found that across 

risk factors—including suicidal thoughts and behaviors; violence; use of cigarettes, alcohol, and 

marijuana; age of sexual experimentation; and pregnancy history—the role of parents and family 

in shaping health is strong. The protective role that perceived parental expectations play 

regarding adolescents’ school attainment emerges as an important recurring correlate of healthy 

behavior. Likewise, the presence of a parent in the home at key times reduces risk-taking 

behaviors (Resnick et al., 1997). 

The Power of Parents  

Parents know the health messages that 	 ONDCP Anti-Drug Campaign: Parents’ 
Contributions Count Recognizing the 

they need to send to kids, and they try to important role that parents and other 
do the right thing, in fact, 90% of all parents 	 influential adults can and should play in 

children’s decisions about the use of illicit 
report having spoken with their children drugs, the National Youth Anti-Drug Media 
about at least one health issue. Yet, Campaign, conducted by the Office of National 

Drug Control Policy (ONDCP), adopted a two-
perhaps overwhelmed by the size of the audience strategy focusing both on tweens and 
problems their children face, many parents their parents. A primary theme of the Media 

Campaign’s messages to these adults is 
lack confidence in their ability to make a 	 encouraging effective parenting practices, 
difference with their child. According to 	 including praising and rewarding appropriate 

behavior, monitoring children’s activities, 
findings from the Scientific Foundations for 	 making and calmly enforcing clear rules, and 
Parenting, many parents feel powerless to 	 remaining positively involved with their 

children. The parent-targeted messages prompt affect their children’s lives, and in parents to seek more information, model 
particular, their children’s tobacco, drug recommended behavior, and avoid the modeling 

of negative behavior. Findings on the and alcohol use. In fact, 29% of parents effectiveness of the initial nationwide 
interviewed in the 1997 Parents Attitude advertising phase of the program indicated that 

Tracking Survey (PATS) believe that what parents were a key information source about 
the risks of drugs for both youth and teens and 

they say “will have little influence on that the views of parents matter to teens and 
whether my child tries marijuana.”  	 influence them.  

Parents may think that they can have no impact on their children—but in fact, they have more 

power than they know. PATS research found that two-thirds of 4th graders and nearly half 7th 
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graders polled said that they wished their parents would talk with them more about drugs. 

According to the Center for the Advancement of Health, kids are particularly likely to model their 

behavior after their parents in the areas of eating, smoking, and practicing healthy and unhealthy 

lifestyle habits. In fact, PATS research learned that the crucial decision for children when deciding 

whether or not to use alcohol, tobacco or other drugs is “What will my parents think?”  The youth 

who learned about the risks of drugs from their parents were 43% less likely to use marijuana 

than teens that said they’ve learned nothing about drugs from their parents. Programs in public 

school systems have also demonstrated the effects of parental involvement in a child’s education. 

Regardless of their socioeconomic status, students whose families are involved with their learning 

have higher academic achievement and children who are behind make great improvements.  

As with much else in life, timing is everything, and the tween years are the time to act. The 

transition from elementary to middle school marks a major increase in the rate of risk-taking 

behaviors. PATS research shows that the most effective parenting practices are put in place 

before children enter their teenage years—more specifically during the tween years. And despite 

parents’ fears that they cannot influence their children’s behavior, a study published by the 

Journal of the American Medical Association in 1997 found that teens who reported feeling close 

with their families were the least likely to drink, smoke, or use drugs. 

Other Key Influencers 

While parents may be the most profound voice of authority in a child’s life—and their attention is, 

in many respects, irreplaceable—there are a myriad of other opportunities for adults and 

organizations to have a positive impact on tweens. Tweens report listening to teachers, coaches, 

and religious leaders for their guidance, for instance. In minority communities, the church plays a 

critical role in a child’s development. And we can never overlook the classroom, where children 

spend much of their days. 
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Appendix II: Related National Public and Private Sector Campaigns 
Sexual 

Tobacco 
Use 

Behavior/ 
STDs Nutrition 

Physical 
Activity 

Alcohol and 
Drug Use 

Violence/ 
Injury 

Advocates for Youth/Kaiser Family Foundation • 
The Media Project 
American Legacy Foundation • • • • 
CDC: Media Sharp • • 
CDC: SafeUSA 
CDC: Tobacco Efforts—National and State • • • 
CDC: Interagency Bone Health • 
U.S. Department of Health and Human • • • • • 
Services: Girl Power 
Department of Justice (DOJ)/Department of • 
Education (DOE)/MTV 
DOJ/Mothers Against Drunk Driving • • 
DOJ/Drug Abuse Resistance Education • • • 
DOJ: Safe and Drug Free Schools Program • • 
Girls Inc.: Friendly PEERsuasion • • 
Girls Inc.: Preventing Adolescent Pregnancy • 

Girls Inc.: Sporting Chance • 

Health Resources and Services Administration: • 
Girl Neighborhood Power 
Kaiser Family Foundation/Children Now:  • • • 
Talking with Kids About Tough Issues 
National Cancer Institute (NCI)/National Heart, • • 
Lung, and Blood Institute (NHLBI): Hearts and 
Parks 
NCI/National Institute of Child Health and • 
Human Development (NICHD): Milk Matters 
Office of National Drug Control Policy • 
Safe America Foundation • 
Substance Abuse and Mental Health Services • • • • • 
Administration (SAMHSA): Girl Power 
SAMHSA/Center for Mental Health Services: • 
School Violence Initiative 
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Tobacco 
Use 

Sexual 
Behavior/ 

STDs Nutrition 
Physical 
Activity 

Alcohol and 
Drug Use 

Violence/ 
Injury 

SAMHSA/Center for Substance Abuse  
Prevention: Project Know 

• • 

SAMHSA: Reality Check • • 
SAMHSA: Your Time, Their Future • 
United States Department of Agriculture: Team 
Nutrition 

• 

White House Initiative on Violence • 

Page 30 of 32 



Appendix III: Key Learning From The Private Sector 

We all know that the marketers of a wide variety of healthy and not-so-healthy kid products (e.g., 
foods high in calories and fat, violent video games, and inappropriate music and entertainment 
media products) have made an art of effectively selling to kids through the media. How do they do 
it? What are the strategies and tactics they employ that so effectively drive kid attitudes and 
behaviors in a desired way?  Although numerous organizations are just beginning to realize the 
importance of the tween audience, others have understood it for a long time, and the aspiring 
tween marketer stands to learn a great deal by studying the marketing strategies and tactics of 
these kid-marketing veterans. Here are eight principles that emerge from a cross-category 
analysis of “best in class” tween marketers.  

•	 Start With the Tween, Not the Parent:  To an ever-increasing point, tweens are calling the 
shots in their lives not their parents. Whether it is a matter of what they eat, what they wear, 
or how they amuse themselves, the final arbiter on virtually all of these decisions is tweens 
themselves. It is for this reason that all knowledgeable tween marketers start by getting their 
message across to tweens (though not excluding parents).  

•	 Persuade Using Tangible Benefits, Not Image and Tone: Today’s savvy tween will not buy a 
product based on over-generalized messages, such as “this is cool” or “you’ll like this.”  In 
fact, they react negatively to any product that tries too hard to be “in” for tweens. They 
respond best to advertising that celebrates tangible product features, makes realistic claims, 
and gives them the facts they need to make up their minds.  

•	 Constantly Refresh Messages:  Tweens have a short attention span. What was cool and in 
yesterday, will in all probability be old news and on the way out today. So it is vital program to 
constantly refresh a tween-directed communication. This does not mean changing the core 
strategies every day, but it does mean constantly looking for new way of executing those 
strategies, and new ways of delivering the strategies to the tween audience. 

•	 Give Serious Consideration to a Spokescharacter:  There are those who will say that using 
an ongoing spokes characters (e.g., Tony the Tiger) is an old fashioned, out-of-date tween 
marketing approach. Nothing could be farther from the truth. In fact, there is an ongoing 
spokes character at the heart of virtually every successful kid communication program on the 
air today, from Butterfinger’s use of Bart Simpson to the Keebler Elves. Finding a spokes 
character whose identity reinforces your core message can provide numerous benefits, not 
the least of which is creating an icon which conveys your key message…whether kids see it 
in a TV commercial, on the shelf of a grocery store, or in promotional materials.  

•	 Don’t Rely on a Single Communication Vehicle:  Most of the best tween marketers try to 
surround the audience with their message. They recognize that tweens consume a variety of 
different media types and that the competitive clutter they face borders on being 
overwhelming. So marketers know that unless their product and message reaches tweens in 
a number of different ways, they just won’t be heard. 

•	 Vertically Integrate Message:  Being in multiple vehicles will not guarantee that tweens will 
hear your message. Messages have to be consistent and repeated to break through the 
clutter. So whether it is on television, over the Internet, on the back of the box, or in 
promotions, the advertising from a brand like Frosted Flakes will always incorporate a 
consistent strategy and unifying execution techniques. Creating these consistencies is 
referred to in kid marketing circles as “vertical integration.” 

•	 Don’t Talk Down:  All too often, aspiring kids marketers assume that because they are talking 
to such a youthful audience, they need to simplify their message to the point of dumbing it 
down. Nothing could turn off tweens faster. While it is true that sophisticated communication 

Page 31 of 32 



devices like the use of satire or complicated metaphor can lose a tween viewer, they 
positively expect and demand genuine creativity in a communication programs. The best kid 
advertisements find that delicate balance between genuine creativity and a sophistication 
level of that won’t be lose a twelve-year-old. 

•	 Establish an Ongoing Dialogue With Tweens and Conduct Research That Goes Beyond 
Behavior:  All of the best kid-directed communication programs involve kids from the 
beginning to end of their development. Kids should be involved in the both strategy 
development and the execution development—without exceptions. When doing this, the 
creative development process will be greatly enhanced through the use of research that goes 
beyond the measurement of simple, superficial issues like what, when, and how often. The 
best kid communication programs are those that tap into a powerful, emotional need, want, or 
wish. Consequently, market research that provides a portrait of the inner psychological and 
emotional needs of kids can be far more beneficial to the creative developmental process 
than that which measures external behaviors.  

General Mills Gets Kids To Eat Right For many years the marketing community 
thought that you could never get a tween to voluntarily eat a healthy snack. Unless 
it is loaded up with sugar, fat, and/or salt, the conventional wisdom went, you will 
have to rely on parents to get more wholesome foods into kids’ diets. General Mills 
turned this thinking on its head with the introduction of a new portable yogurt 
product called Go-Gurt. By following many of the principles outlined in the 
foregoing section typically applied to unhealthy snacks (e.g. targeting kids not 
parents, finding tangible benefits kids care about vs., image and tone, constantly 
refreshing the message with news) they created a kid-driven, $100 million dollar 
business around an extremely healthy food. 
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The primary objective of this research was to uncover the story that the CDC’s Youth 

Media Campaign can own as a brand—to understand the motivations, images, and language that 

will connect with both tweens and their families. The ultimate aim of the Campaign is to 

encourage healthy lifestyles among young people by emphasizing involvement in positive 

activities (and support from parents and influencers)⎯both physical and prosocial.  

PortiCo Research conducted a total of 25 in-home immersion interviews with tweens and 

their parents and with 12 influencers in Philadelphia, Chicago, St. Louis, Los Angeles, New 

Orleans, Washington, DC, San Francisco, and Phoenix. The youth recruited for this multicultural 

component of the brand research comprise “general market” tweens, representing a broad range 

of demographics, including age, sex, ethnicity, geography, urbanization, and activity level.  In 

each market we videotaped interviews with tweens and their parents, with their permission, as 

well as tween influencers (teachers, coaches, youth organizers, and so on).  These interviews 

elicited the following themes from tweens, parents, and influencers.   

“My Kid Just Took to It”: The Story Parents Tell Themselves 

Parents, whether highly involved or passive, attribute their kids’ level of interest and success in 

activities to a natural tendency or talent. They want to believe that their child’s interests develop 

freely and independently. They do not want to acknowledge the degree to which their own input 

affects their child’s involvement. Parental and familial passions, physical involvement, 

emotional support, motivation, and facilitation are, in fact, key to a child’s engagement 
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Reaching At-Risk Kids: Sparking Kids’ Interest and Parental Attention 

Tweens rely heavily on their parents for support and motivation. Getting kids involved in 

activities means both sparking their interest directly and getting parents more involved in their 

kids’ interests.  

Tweens Are Changing 

Tweens’ interests and abilities change from day to day, a situation that results in some setbacks 

but also opens new possibilities. They need guidance in exploring these interests and sticking 

with activities until their skills improve.  

Communicating with Kids: Asking, Listening, and Facilitating 

Parents need to maintain open communications with their kids. They must keep asking questions 

and listening for cues about what is capturing their imaginations. They must show an interest in 

the things that stimulate their kids, helping them to find, sign up for, and attend activities. 

Offering Praise and Recognition 

Tweens crave recognition of their achievements, including the baby steps along the way to 

mastery. They want verbal praise, but especially respond to visual cues (eg, a parent’s attentive 

regard or certificates of achievement). Recognition is directly connected with their self-esteem. 

Motivating Kids and Achieving the Joys of Success 

Tweens do not always have the staying power to stick with an activity long enough to see their 

skills improve and experience the joy of success. Thus, parents need to encourage and motivate 

their kids, helping them balance exploration with discipline and commitment. 
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Dreaming and Finding One’s “Thing” 

For tweens, finding their “thing”—an activity that they enjoy and that makes them feel good— 

begins with dreaming. They must be encouraged to imagine the possibilities and then to take the 

first step toward turning their dreams into realities. 

The Spark of Adventure: Discovery, Challenge, and Exploration 

Tweens get excited by the idea of adventure. They are curious and stimulated by a sense of 

discovery, challenge, and exploration. 

Connecting with Others and Social Interaction 

For tweens the social aspect associated with an activity can be just as important as the activity 

itself. Sharing an activity with friends adds to the fun and offers opportunities for peer 

recognition. Participating in an activity with friends is particularly important for girls.  

The Rewards of Doing: Fun and Feeling Good 

Tweens need to experience the in-the-moment joy of being involved in after-school and 

downtime activities. Kids who are not particularly good at athletics need to engage in the activity 

for the fun of it, not to be the best at it. Even if they are not the best, they can experience the star 

power of feeling good about something. They need this short-term motivation to potentially 

reach a long-term goal of internalizing the activity. 



Executive Summary of the African American Formative Immersion Research To Support 

Brand Development For the Youth Media Campaign 

In 2000, the U.S. Congress charged the Department of Health and Human Services’ 

Centers for Disease Control and Prevention (CDC) with the task of planning, implementing, and 

evaluating a national Youth Media Campaign (YMC) to change children’s health behavior. The 

objective of the YMC is to help youth develop lifetime habits that foster good health; these 

habits include appropriate behaviors relating to diet, physical activity, and avoidance of illicit 

drugs, tobacco, and alcohol. The CDC has the responsibility of designing and testing messages 

with various youth audiences, involving young people in campaign planning and 

implementation, using tactics employed by today’s best youth marketers, and enlisting the 

involvement and support of parents and other role models. 

Children aged 9 to 13 years, or tweens, constitute the youth audience particular to this 

report. The study necessarily extends its focus to parents and other adult influencers, thereby 

making its goal the articulation of the attitudes, motivations, and behaviors of tweens and 

parents with regard to physical and other positive activities. 

In mid-November 2000, the CDC selected Aeffect, a strategic marketing and 

communications-planning firm, to provide research and consulting services to facilitate the 

YMC. The Aeffect research consultants and communications strategists have expertise in 

assisting organizations by gathering insights from determined target markets and leveraging 

these insights into effective communications. In September 2001, the CDC chose Frankel as the 

general market agency for their mainstream YMC efforts. Frankel in turn hired Portico Research 

to engage in an ethnographic study of mainstream tweens. 



Inasmuch as the YMC will be a comprehensive nationwide effort, the CDC included 

several ethnic market segments to ensure the Campaign’s overall success. In this context, in 

mid-September 2001, the CDC selected A Partnership to develop ethnic overlay research 

focused on the Asian American and African American populations. A Partnership subcontracted 

PFI Advertising, an African American firm from New York City, to ensure that the African 

American population was represented in all marketing efforts. PFI Advertising selected the K 

Group to develop the ethnic overlay research focused on the African American population. 

The primary objective of this research was to understand the African American audience 

of the Youth Media Campaign who were not covered by general market formative research. 

Integrated with the general market formative research, this research project focused on 

uncovering the habits, practices, and attitudes of this particular African American audience 

segment regarding health, particularly prosocial and physical activities. 

The respondents included African American tweens (from sixth and seventh grades) and 

parents from predominately minority-populated urban areas. The respondents were primarily 

inner-city residents, typically living and going to school in economically challenged areas. The 

tween respondents typically lived with at least one parent and at least one sibling. A mix of 

“somewhat” to “very active” tweens were recruited. The parent respondents were typically 

lower-income persons working full-time in blue-collar occupations. The parent respondents had 

at least one child aged 11 to 13 years and enrolled full-time in the sixth or seventh grade of a 

public school. 

Altogether, eight 90-minute focus groups were conducted with male and female tweens 

in New York City and Los Angeles. Additionally, four 90-minute panels of male and female 

parents were conducted in these cities. Each group or panel consisted of seven to nine 



respondents of the same sex. None of the parent or tween respondents were related to the other 

respondents. 

Key Findings 

Positive Activity 

Neither the tweens nor their parents were overtly concerned about the lack of physical activity in 

this age group. Parents came believing that their kids were active; however, upon deeper 

examination of the meaning of the term, many realized that their children lacked the requisite 

amounts of physical activity. They were, however, explicitly concerned about the excessive time 

spent watching television and playing video games. 

“I ride the bike or go to a friend’s house or mess with the girls or go on the Play Station.”—Boy 

Barriers to Positive Activity 

At least two types of barriers appear to deter or inhibit physical activity: those driven by the 

children and those that originate with the parents. The community and social structure of the 

African American community play a role as well. For the tweens, their somewhat fragile and 

sensitive egos frequently mean short trials of and early exits from programs and activities. Other 

barriers include the children’s preference for safe, noncompetitive, escapist activities that 

provide instant gratification. Transportation, community safety issues, and limited availability of 

programs are also barriers faced by the tweens. 

The burden of day-to-day living creates an atmosphere conducive to parents’ succumbing to their 

children’s inactivity, rather than pushing them to participate. Time is a major issue for parents 

juggling the many demands of a modern household. If married, the respondents typically worked 



a different schedule from their spouse, making support for outside activities more problematic. In 

the African American community, physical activity has a lower priority than academic, human 

development, and basic survival needs. Financial concerns, limited access to programs or 

activities, and concern for violence are other barriers faced by parents. 

“They have a Play Station and go on the net. Play games on the net. Watch DVD. The 

neighborhood isn’t that safe. Keeps them out of trouble. We all have to rely on video and 

TV to baby sit.”—Mother 

Perceived Benefits of Positive Activity 

The most meaningful benefits to parents are the sociopsychological benefits: building self-

esteem, offering healthy interaction, promoting discipline, promoting independent thinking, 

promoting positive thinking, and overall empowerment. 

“We need to help them to dream … to be aware of what they can achieve … build self-

esteem.” —Father 

Regional Issues 

Few issues were solely the domain of one region, with one major exception. Parents and tweens 

in the Los Angeles groups had considerably higher concerns about gangs, danger, and violence. 

“It’s a given. The gang-bangers and the dope. We live with it every day.”—Father 

Gender Issues 

As might be expected, female tweens were less physically active than their male counterparts, 

and this research suggests they were much less active. 



“I have chores. Laundry and take out the garbage.”—Girl 


“I do homework first, then skateboard. Go to the center for basketball two times a 


week.”—Boy 




Executive Summary of the American Indian Formative Immersion Research 


To Support Brand Development For the Youth Media Campaign


In 2000, the U.S. Congress charged the Department of Health and Human 

Services’ Centers for Disease Control and Prevention (CDC) with the task of planning, 

implementing, and evaluating a national Youth Media Campaign (YMC) to change 

children’s health behavior. The objective of the YMC is to help youth develop lifetime 

habits that foster good health; these habits include appropriate behaviors relating to diet, 

physical activity, and avoidance of illicit drugs, tobacco, and alcohol. The CDC has the 

responsibility of designing and testing messages with various youth audiences, involving 

young people in campaign planning and implementation, using tactics employed by 

today’s best youth marketers, and enlisting the involvement and support of parents and 

other role models. 

Children aged 9 to 13 years, or tweens, constitute the youth audience particular to 

this report. The study necessarily extends its focus to parents and other adult influencers, 

thereby making its goal the articulation of the attitudes, motivations, and behaviors of 

tweens and parents with regard to physical and other positive activities. 

In mid-November 2000, the CDC selected Aeffect, a strategic marketing and 

communications planning firm, to provide research and consulting services to facilitate 

the YMC. The Aeffect research consultants and communications strategists have 

expertise in assisting organizations by gathering insights from determined target markets 

and leveraging these insights into effective communications. In September 2001, the 

CDC chose Frankel as the general market agency for their mainstream YMC efforts. 



Frankel in turn hired Portico Research to engage in an ethnographic study of mainstream 

tweens. This ethnographic study is called the core study in this report. 

Inasmuch as the YMC will be a comprehensive nationwide effort, the CDC 

included several ethnic market segments to ensure the Campaign’s overall success. In this 

context, in mid-September 2001, the CDC selected Garcia 360° to develop ethnic overlay 

research focused on the Hispanic/Latino and American Indian populations. Garcia 360° 

in turn subcontracted G&G Advertising, an American Indian firm from Albuquerque, to 

ensure that the American Indian population was represented in all marketing efforts.  

In November 2001, Garcia 360° and G&G Advertising selected the Brain Group 

to develop the ethnic overlay research focused on the Hispanic/Latino and American 

Indian populations. The Brain Group’s unique expertise in international youth markets 

qualified that organization to gain deep insight into the cultural and communication 

dynamics of US Hispanic/Latinos and American Indians. Together, the three firms are 

referred to herein as the “overlay team.” Moreover, the overlay team contracted with 

InnerFocus for immersion interviews within the American Indian audience.  

The primary objective of this research was to obtain the point of view of American Indian 

tweens, parents, and influencers with regard to health and to physical and prosocial 

activity. The participants consisted of American Indians from various economic strata, 

living in rural and urban environments. Consideration was given to speaking with 

members representative of multiple tribes to gain a broader insight; however, participants 

were not identified by tribe.  

A total of 16 immersion in-depth interviews were conducted in Pierre, South 

Dakota, and Albuquerque, New Mexico. The research methodology consisted of one-on



one and dyad videotaped interviews with prescreened participants. Some immersion 

interviews were conducted in the home because a comfortable, familiar environment is a 

critical factor in eliciting information on lifestyle, attitudes, motivations, behaviors, and 

predispositions. Interviews were also conducted in schools and at leisure sites.  For both 

research teams (working in Pierre, South Dakota and in Albuquerque, New Mexico) the 

interview environment was important to maximize the information gained and thus for 

determining whether and how positive activities are integrated into these tweens’ lives. 

In Pierre, the following interviews were conducted: four one-on-one interviews 

with tweens aged 9–13 years (one active boy and girl, one inactive boy and girl); two 

one-on-one interviews with educators from a rural school; two one-on-one interviews 

with mothers of tweens (not related to the tweens interviewed).  

In Albuquerque, the following interviews were conducted: four one-on-one 

interviews with tweens aged 9–10 years (one active boy and girl, one inactive boy and 

girl); two one-on-one interviews with educators from a middle school; two one-on-one 

interviews with caretakers or parents (not related to the tweens interviewed). 

Key Findings 

Poverty and inadequate resources continue to be among the biggest problems 

faced by many urban and rural American Indians. Numerous parents noted a high level of 

stress concerning economic, marital, and disease issues. Low self-esteem and conflicts 

with their cultural identity were also mentioned. The idea of fitness and “ideal” health 

seemed less urgent to them than meeting immediate needs.  

“Their problems with growing up . . . [here] is a lack of everything, lack of jobs, 

lack of money, lack of entertainment, everything.”—Influencer 



American Indian tweens showed tendencies to dream; however, they believe their dreams are limited 

given the economic constraints and lack of opportunities in their daily lives.  

Parents in this population define health primarily as having enough to eat and 

avoiding harmful substances such as tobacco, drugs, and alcohol. Educators perceive 

much to be concerned about in “Indian Country,” including disease, bad nutrition, lack of 

physical activity, and substance abuse.  

“Life is a struggle here, we get involved with alcohol, drugs, and that's to ease the 

pain.”—Influencer 

Physical activity and group participation were seen as valuable by parents when presented as a 

way to help American Indian tweens “balance their life.” The concept of being balanced appeals to 

cultural priorities and is a potential communication strategy for promoting positive activity to the 

American Indian population.  

“I guess I'm looking for life-time skills, not for just something for now for them to do, something 

to keep them healthy in the future.”—Influencer

 American Indian culture, geography, and mistrust of government contribute to 

this population’s tendency to isolate themselves from messages they do not relate to or 

trust. This isolation magnifies the potential influence of unhealthy lifestyles.  



Executive Summary of the Asian American Formative Immersion Research To 

Support Brand Development For the Youth Media Campaign 

The primary objective of this research was to understand the Asian American 

audience segment of the CDC’s Youth Media Campaign that was not covered by general 

market formative research. 

The focus of this research project was to uncover the habits, practices, and 

attitudes of this audience segment regarding health, particularly prosocial and physical 

activities to inform development of a Campaign brand platform. Based on extensive 

experience in kid marketing, the Campaign’s advertising agencies determined that the 

Campaign would benefit from having a strong “brand,” so that children would associate 

the Campaign’s brand with qualities they find favorable. 

The respondents for this research project included bicultural Asian tweens, aged 

11–13 years, from urban and suburban areas and diverse socioeconomic backgrounds, 

with either one or both parents working. These tweens’ parents are first-generation 

immigrants, and the tweens themselves have lived in the United States for at least 5 

years. Although the tweens are quite Americanized outside of their home environment, 

the participants enjoy music and movies of both cultures and speak their family’s native 

language at home. The tweens were enrolled in public school full time and attended sixth 

or seventh grades. The research included tweens ranging from very active to inactive in 

positive activities (prosocial and physical). 



The parents recruited for this study were unassimilated Asian parents. They are 

first-generation immigrants, whose length of residence in the United States did not 

exceed 10 years. The parents had at least one tween (aged 11–13) currently attending 

public school and living at home with them. No criteria were set on income and education 

level. 

Altogether, four 90-minute focus groups were conducted with both male and 

female tweens in Los Angeles from January 31 to February 1, 2002. The focus groups 

consisted of persons of various Asian origins, including Chinese, Korean, Vietnamese, 

Filipino, and Asian Indians. Additionally, four 90-minute dyad interviews and one 90-

minute individual interview were conducted with parents in Los Angeles. Dyad 

interviews were conducted with Chinese mothers, Vietnamese mothers, Filipino mothers 

and a separate dyad interview was conducted with Korean fathers. An individual 

interview was conducted with an Asian Indian mother. 

Key Findings 

Results of this study show that the CDC’s Youth Media Campaign will be 

welcomed by tweens because these Asian tweens engage in a variety of extracurricular 

activities, the majority of which are educational in nature. The respondents in this study 

were interested in participating in prosocial physical activities because they are “fun,” 

make the tweens feel good about themselves, and offer opportunities to socialize with 

friends. 



“I don’t like to go to language school (after normal school hours) but my mom 

makes me because there is no one home. I would rather see my friends and 

play.”—Chinese girl 

“They always say,’Don’t do this, don’t do that.’ They always tell me not to go 

here not to go there. . . so I don’t think they’ll let me go with my friends.”—Boy 

Although the tweens are motivated to participate, availability, accessibility, and 

parental approval are barriers to their doing so. With such parental influence, many of the 

tween respondents had experienced “fun” activities (such as horseback riding, swimming, 

skateboarding) only a few times. As tweens become older (especially girls), scheduled 

cultural and physical activities become less a part of their lives. 

Low priority is given to physical activities among the parent respondents because 

education, cultural bonding, and discipline training at home come first. The dependence 

of tweens on their parents for transportation acts as a strong disincentive for parents to 

commit their tweens to any long-term external activities. 

For both the tweens and parents in this study, health is a concept associated more 

with mental and physical health than with physical strength. Freedom from illness, a 

normal physique, and avoidance of health-damaging habits such as drinking, smoking, 

drug abuse, and fast-food consumption are considered basic standards of health. 

“I believe my child is healthy because she doesn’t get sick all the time and she 

seems to be happy and pleasant emotionally.”—Mother 

“(A healthy person is) someone who doesn’t smoke, drink, or do drugs. . . . 

someone who is clean inside.”—Boy 

“As long as my girl has some waist, she is not fat.”—Mother 



Parents in this study strongly believe that their children are both mentally and 

physically healthy and there is little need for increasing their kids’ physical activity. 

Social activities were perceived as requiring too much of a time commitment from the 

parents. Strong parental control on tweens’ activities means that parents must be 

convinced of the value of prosocial physical activities before they will actively support 

them and encourage their children to participate. 

“My parents are the most important people to me because they provide for me, 

send me to school, teach me a lot of things, so I do what they tell me to do.”—Girl 

“My mother tells me not to do this and not to do that. . . . I (listen to her because) 

I only want her to be happy.”—Boy 



Executive Summary of the Hispanic/Latino Formative Immersion Research To 

Support Brand Development for the Youth Media Campaign 

In 2000, the U.S. Congress charged the Department of Health and Human 

Services’ Centers for Disease Control and Prevention (CDC) with the task of planning, 

implementing, and evaluating a national Youth Media Campaign (YMC) to change 

children’s health behavior. The objective of the YMC is to help youth develop lifetime 

habits that foster good health; these habits include appropriate behaviors relating to diet, 

physical activity, and avoidance of illicit drugs, tobacco, and alcohol. The CDC has the 

responsibility of designing and testing messages with various youth audiences, involving 

young people in campaign planning and implementation, using tactics employed by 

today’s best youth marketers, and enlisting the involvement and support of parents and 

other role models. 

Children aged 9 to 13 years, or “tweens,” constitute the youth audience particular 

to this report. In September 2001, the CDC chose Frankel as the general market agency 

for their mainstream YMC efforts. Frankel in turn hired Portico Research to engage in an 

ethnographic study of mainstream tweens.   

Inasmuch as the YMC will be a comprehensive nationwide effort, the CDC 

included several ethnic market segments to ensure the Campaign’s overall success. In this 

context, in mid-September 2001, the CDC selected Garcia 360° to develop ethnic overlay 

research focused on the Hispanic/Latino and American Indian populations.  

In November 2001, Garcia 360° selected the Brain Group to develop the ethnic 

overlay research focused on the Hispanic/Latino and American Indian populations. The 



Brain Group’s unique expertise in international youth markets qualified that organization 

to gain deep insight into the cultural and communication dynamics of U.S. 

Hispanic/Latinos and American Indians. Together, the three firms are referred to herein 

as the “overlay team.” Moreover, the overlay team contracted with InnerFocus for 

immersion interviews within the Hispanic/Latino audience.  

The primary objective of this research was to obtain the perspectives of lower-

income and foreign-born Hispanic/Latino tweens, parents, and influencers with regard to 

health, physical, and pro-social activity. The participants consisted of low-income 

Hispanic/Latinos, who were mostly Spanish-dominant, and included migrant families and 

new immigrants. Consideration was given to representing those of Mexican, Cuban, and 

Caribbean (Puerto Rican, etc.) origin. 

Altogether, 16 immersion interviews were conducted in Chicago, Illinois, and 

Santa Ana, California. The research methodology consisted of one-on-one and dyad 

videotaped interviews with prescreened participants, with their permission. Some 

interviews were conducted in the home, in recognition that this environment is a critical 

factor in determining lifestyle, attitudes, motivations, behaviors, and predispositions. 

Interviews were also conducted in schools and at leisure sites. The interview environment 

was important for understanding whether and how positive activities are integrated into 

these tweens’ lives. 

In Chicago the following interviews were conducted: two dyads with boys ages 

12–13 years, one with active boys and the other with inactive boys; one dyad with active 

girls ages 11–12; two one-on-one interviews with 11-year-old inactive girls; two one-on

one interviews with educators; and two one-on-one interviews with mothers who had 



been in the United States for several years. (These mothers were not related to the tweens 

interviewed.)  

In Santa Ana the following interviews were conducted: a one-on-one interview 

with an inactive girl aged 8, a one-on-one interview with a low activity girl aged 12, a 

one-on-one interview with a low activity boy aged 11, a one-on-one interview with an 

inactive boy aged 13, a one-on-one interview with a religious educator, a dyad with 

educators/influencers, and one-on-one interviews with two mothers, one a recent 

immigrant and one more acculturated. (These mothers were not related to the tweens 

interviewed.) 

Key Findings 

 Hispanic/Latino tweens are encouraged to put family needs above their own, and 

so activity for personal benefit is often secondary or not allowed. Household chores and 

baby-sitting younger siblings after school while parents work are regular barriers to 

participation in activities (mostly for girls).  

“ In most families around here, both parents work and can’t dedicate enough time 

to their kids.” —HL Influencer, Santa Ana 

The realities of limited finances also affect the opportunity for these lower- to middle-

income Hispanic/Latino tweens to participate in organized activities.  

“There are classes where you need to pay and not all parents can afford to⎯like 

ballet. I would love to enroll my daughter but it costs so much.”—HL Mother, 

Chicago 



When asked about physical activity, many respondents defined it merely as 

playing and a distraction. There was no connection drawn between physical activity and 

health benefits or recognition that group involvement is beneficial to self-esteem. 

Parents’ definitions of good health center on their being able to fill their children’s 

stomachs and have their kids not be sick.  

“I keep my kids well fed. They sleep well. They never get sick on me.”—HL 

Mother, Santa Ana 

New immigrant, Spanish-dominant parents impose a kind of isolation on 

themselves and their family. Being language-dependent excludes them from opportunities 

in the general market, because they either don’t understand what those opportunities are 

or are unaware of them. Parents showed reluctance to involve their kids in programs that 

didn’t seem culturally relevant or at least sanctioned by cultural authority figures they 

trust. 

“We just got here to the U.S. and I don’t know how things work. We also don’t 

make enough money to give our kids the best yet.”—HL Mother, Santa Ana 



VERB’s Formative Research Process 

The development of effective messaging depends on a deep understanding of the 
audience. VERB™ uses a qualitative inquiry process consisting of individual and small 
group interviews with the target audience in order to develop, test, and refine advertising 
messages.  The first step in the process is exploratory research, which helps define a 
general communication strategy and is the basis for the development of creative briefs 
that articulate the advertising strategy and its themes.  For the second step, we use the 
creative briefs to develop concepts that put the strategy into words and images that 
convey the core themes.  These concepts are then tested, a process referred to as “concept 
testing.” Concept testing validates the communication strategy and aids in the selection 
of concepts that resonate strongly with the target audience, are acceptable, 
understandable, culturally appropriate, and motivating.  Once the concepts are selected, 
rough versions of the ads are produced and tested in the third step, called “message 
testing” or “communication checks.”  This final step confirms that the specific ad still 
resonates with the audience and identifies anything confusing or controversial in the ad.  

 This type of audience testing has been a critical component of the VERB™ 
campaign’s development, driving the content, tone, and implementation of VERB ads 
and promotions.  After each step in the process, the agency conducting the inquiry writes 
a report for the VERB team.  Some of the reports of the first step have been posted on the 
campaign Web site (http://www.cdc.gov/youthcampaign/research/resources.htm). Here, 
we have assembled themes and materials from the second and third steps.  This report 
describes our recruitment methodology and offers sample screening questionnaires and 
moderator guides used for testing with tweens, parents, and other adult influencers.  
Health communication practitioners can adapt these tools to assist them in developing 
more effective, culturally competent, and appropriate messages that encourage physical 
activity among youth.   

Please Note:  Qualitative investigation techniques have certain limitations.  These 
investigations are exploratory in nature; that is, they are used to stimulate dialogue, elicit 
a range of responses, generate ideas, and drive message development.  Because of the 
limited number of participants, unstructured questioning procedures, and the potential for 
one respondent's opinions to influence those of others, the formative testing findings 
reported here should not be considered conclusive or generalizeable.  The tools provided 
in this report were used to assist in the development of the VERB™ campaign.  When 
using them within your community and situation, the tools should be viewed within the 
context of their limitations. 

The Distinction between Concept Testing and Message Testing 

Throughout the phases of the VERB campaign, campaign planners used 
qualitative methods (e.g., focus groups, dyadic interviews, triadic interviews) to identify 
the concepts and messages that would resonate most strongly with the target audience 
and best promote physical activity. In concept testing, participants were presented with 
up to three different ideas for an ad campaign and asked to respond to a set of questions 

(http://www.cdc.gov/youthcampaign/research/resources.htm)


about the ads themselves.  Within each focus group or interview, the concepts presented 
and the ads within each concept were rotated to reduce order effect biases.   

Campaign planners used the information gathered in the concept testing to assist 
in determining which concept to choose to produce for that phase of the campaign.  Once 
produced, rough-cut versions were used in the message-testing stage.  Message testing 
focused on assessing whether the audience interpreted the main message about physical 
activity as intended and identifying ways to improve the final version of the 
advertisement. 

Recruitment 

For each round of qualitative testing, campaign planners considered which 
segments of the target audience were most appropriate to provide feedback.  Once 
segmented, screening questionnaires were developed to facilitate recruitment for the 
qualitative investigation. Tween groups were typically segmented by sex (male, female) 
and age (9–10; 11–13). Parent groups were typically segmented by sex (male, female).  
Materials developed for specific racial and ethnic groups were tested with individuals in 
those groups. For example, materials designed for African American parents were tested 
among African American mothers and fathers.   

Appendix A contains sample screening questionnaires (a sample screener for tweens is 
presented). Sample screeners for American Indian, Asian, and Hispanic or Latino parents 
and African American adult influencers of children are also presented.  They are provided 
as an example of how segmentation criteria were operationalized.  These questionnaires 
should be adapted to each user’s situation and audience.  

Moderator Guides 

The moderator guides for concept and message testing were designed to elicit 
feedback about the specific concepts and ads under consideration.  Each guide gauged 
participants’ initial reactions, likes and dislikes, perceived relevance of the main message, 
and perceptions of the ad’s ability to motivate physical activity.  Appendix B contains 
two sample moderator guides intended to demonstrate the typical process and questions 
used for concept and message testing by VERB™ in developing messages.  One guide is 
specifically for tweens, and the other is specifically for parents.  Each guide was 
developed based on principles of focus group practice.1  Each section of the guide 
presents a question to address the underlying topic (e.g., “Overall reaction and message”) 
with suggested question wording and probes. Moderators were given the flexibility to 
adapt questions to match the vernacular of participants in each focus group or interview, 
respond appropriately to the group dynamics, and add to the depth of information 
gathered through the process.  Although this guide may be adapted, consideration needs 
to be given to its suitability as an instrument relative to the overall goals and research 
questions of projects for which it is being adapted. 

1 For example, see David L. Morgan. The Focus Group Guidebook. Thousand Oaks, CA: Sage; 1998. 



 Of note, materials that had been developed in languages other than English were 
tested in these languages. For example, materials developed for Korean parents were 
tested in Korean.  The moderator guide was translated accordingly. 
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Sample Screening Questionnaire 
Tween General Market – Friendship Pairs 
Not intended for use without modification 

Below is a sample screening questionnaire used to recruit tweens to participate in concept testing 
of materials for the general market ad campaign.  For this testing, we sought to identify tweens 
between ages 10 and 13, along with one of their friends, to participate in a 1-hour dyadic 
interview.  Because the campaign would air in English, participants needed to be fluent English 
speakers.  Although the questions in this screening questionnaire may be used, it is advisable to 
adapt the questions and termination criteria based on the specific needs of your project. 

VERB™


SCREENING QUESTIONNAIRE FOR TWEENS 

FRIENDSHIP PAIRS 


NAME OF CHILD: ________________________________________ 


NAME OF PARENT: ____________________________PHONE:___________________ 


ADDRESS: ____________________________________CITY:______________________ 


ASK TO SPEAK TO PARENT OF CHILD IN HOUSEHOLD WHO IS CURRENTLY IN GRADES 
5, 6, 7, OR 8. CHILDREN AGED 10–13 ARE TO BE PAIRED WITH A FRIEND. 

Hello, my name is __ from __.  We are a consumer market research company interested in 
speaking to families who have children that are between the ages of 10 and 13 and who are 
currently in grades 5, 6, 7, or 8.  Our topic is about what children like to do for fun.  If you have a 
few minutes, we would like to talk to you and see whether your child might be interested in 
participating.  We also have a few questions to ask your child after we talk with you. 

May I speak to the child's mother, please?  First, I have some general questions for you that 
should take just a few minutes.  For my records, may I please have your name?  [RECORD 
PARENT’S NAME ABOVE] 

1. 	 First of all, what is the preferred language spoken in your household?   

______________________________________  [TERMINATE IF NOT ENGLISH] 

2. 	 This project will involve the opinions of your child.  How many, if any, sons/daughters do you 
have that are between the ages of 10– and 13, are in grades 5, 6, 7, or 8, and are currently 
living with you at home? 

NUMBER: _________  [TERMINATE IF NONE] 
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_______________________________________________________ 

Sample Screening Questionnaire 
Tween General Market – Friendship Pairs 
Not intended for use without modification 

3. 	 Previous research has shown that people who work in particular fields may have different 
attitudes or feelings toward certain products, ideas, or concepts than people working in other 
fields.  For this reason, for each income earner in your household, please tell me what type 
of company they work for (DO NOT NEED COMPANY NAME) and exactly what they do for 
that company.  [DO NOT READ LIST] 

Type of Business Job/Duties 

Respondent:   _____________________ ________________ 

Spouse/partner:   _____________________ ________________ 

Other:    _____________________ ________________ 

DO NOT RECRUIT ANYONE FROM THE FOLLOWING LIST: 

 Advertising agency. 

Market research firm. 

Marketing department of a firm. 

Public relations or promotions firm. 

Radio, television, newspaper or other media. 

Law, medical, or health care professional. 

Government agency or department (local, state, or federal). 

Schoolteacher or coach. 


NOTE:  IF A GOVERNMENT AGENCY, ASK Q. 4. 
OTHERWISE, SKIP TO Q. 5. 

4. 	 You mentioned that you/other household member works for a government agency.  Please 
tell me which agency and the type of work you/ he or she does? 

[TERMINATE IF RESPONDENT WORKS FOR A PUBLIC HEALTH DEPARTMENT OR A 
HEALTH-RELATED AGENCY.] 
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Sample Screening Questionnaire 
Tween General Market – Friendship Pairs 
Not intended for use without modification 

5. 	 ASK OF ALL:  When market research studies are conducted, it is sometimes important for 
us to talk with people who have already participated in a research study because they have 
experience talking about certain topics.  Other times, it is important that we speak to people 
who haven't participated in any market research study. 

When, if ever, was the last time your (CHILD OR CHILDREN AGES 10 – 13 participated in a 
market research study, such as a consumer interview or a group discussion, with us or with 
any other research company?  [DO NOT READ LIST]

    Child 1  Child 2  Child 3 

 Within past 6 months [ ] [ ]  [ ] – [TERMINATE] 
 More than 6 months ago  [ ] [ ] [ ] – [CONTINUE] 
Never [ ] [ ]  [ ] – [SKIP TO Q. 7] 

[NOTE:  NO PREVIOUS PARTICIPATION FOR CHILD WITHIN PAST 6 MONTHS.] 

6. 	 What were the topics of the market research studies in which your (CHILD OR CHILDREN) 
have been involved?  [RECORD BELOW FOR EACH CHILD IN AGE GROUP] 

CHILD 1:_____________________________________Anything else? ______________ 

CHILD 2:_____________________________________Anything else? ______________ 

CHILD 3:_____________________________________Anything else? ______________ 

[TERMINATE IF RESPONDENT IS UNABLE TO RECALL TOPIC(S) OR IF PREVIOUS 
PARTICIPATION IS ANYTHING RELATED TO ADVERTISING, HEALTH, OR CHILDREN’S 
ACTIVITIES/SPORTS/EXERCISE.]    

7. 	 ASK OF ALL:  I am going to read you several age categories.  Please stop me when I reach 
the one in which your current age falls: 

[ ] Younger than 30 – [TERMINATE] 

[ ] 30–39 

[ ] 40–54 


[ ] 55 or older [TERMINATE]
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Sample Screening Questionnaire 
Tween General Market – Friendship Pairs 
Not intended for use without modification 

8. 	 Which of the following best describes your child’s heritage or ethnic background?  [READ 
LIST AND RECORD BELOW] 

[ ] Caucasian 

[ ] African American 

[ ] Hispanic/Latino 

[ ] Asian American

[ ] Native American 

[ ] Other 


[QUOTA: RECRUIT A MIX] 

9. 	 Would you say that you are first, second or third generation or more living in the United 
States? 

_______________________________________ [TERMINATE IF FIRST GENERATION] 

[SKIP IF THIRD GENERATION OR LONGER TO Q.13] 

10. [ASK ONLY OF SECOND GENERATION]  How long have you lived in the United States? 

_________ Years – [TERMINATE IF LESS THAN 15 YEARS] 

11. How often do you do any of the following activities?  	Would you say you … [READ ITEMS 
BELOW] … very often, somewhat often, not often, or not at all? 

VERY SOMEWHAT NOT NOT AT 
OFTEN OFTEN OFTEN ALL 

Listen to music in your native [ ] [ ] [ ] [ ] 
language 

Read newspapers, books, or [ ] [ ] [ ] [ ] 
magazines in your native language  

Watch television in your native [ ] [ ] [ ] [ ] 
language 

NOTE:  INTERVIEWEE MUST RESPOND “NOT OFTEN” OR “NOT AT ALL” TO AT LEAST 
ONE ACTIVITY ABOVE TO CONTINUE SURVEY. 

12. How often do you speak your native language at home with your family?   

[ ] Very often [TERMINATE] 

[ ] Somewhat often [TERMINATE] 

[ ] Not often 

[ ] Not at all 
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Sample Screening Questionnaire 
Tween General Market – Friendship Pairs 
Not intended for use without modification 

13. ASK OF ALL:    What is your total annual household income from all sources before taxes?   

 [ ] < $25,000 [TERMINATE] 
[ ] $25,000 - 34,999 
[ ] $35,000 - 54,999 
[ ] $55,000 - 74,999 [TRY FOR A RANGE] 
[ ] $75,000 - 99,999 
[ ] $100,000 - 149,999 

 [ ] ≥ $150,000 

14.  What was the last level of school completed by each adult in your household? 

Mom Dad 

LESS THAN HIGH SCHOOL 
 HIGH SCHOOL 
 SOME COLLEGE/TECHNICAL SCH
 COLLEGE GRADUATE

POST GRADUATE 

OOL 

[ ] 
    [ ]

[ ] 
   [ ]

  [ ]  

[ ] 
 [ ] 

[ ]
 [ ] 

   [ ] 

[TERMINATE]

– [TERMINATE ALL 
EXCEPT ASIAN] 

15. Which of the following describes where you and your child currently live? 

[ ] City of Chicago/New York
     [TRY  FOR  A  MIX]  

[ ] Suburb 

16. Please tell me the first name, gender, age, grade, and school name of each of your children 
that are currently in grades 5, 6, 7, or 8.  [RECORD RESPONSES BELOW] 

CHILD 1 CHILD 2 CHILD 3 
FIRST NAME _______ _______ _______ 
GENDER    _______ _______ _______ 
AGE    _______ _______ _______ 
GRADE    _______ _______ _______ 
SCHOOL    _______ _______ _______ 

[PLEASE TERMINATE IF YOUNGER THAN AGE 9.  OLDER THAN AGE 13, OR HOME-
SCHOOLED.] 

NOTE: PLEASE DETERMINE AT THIS TIME WHICH CHILD WILL BE THE FOCUS OF THE 
SCREENING, AND REFER TO THAT CHILD BY NAME FROM THIS POINT ONWARDS. 
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______________________________________________ 

______________________________________________ 

______________________________________________ 

_____________________________________________ 

_____________________________________________ 

Sample Screening Questionnaire 
Tween General Market – Friendship Pairs 
Not intended for use without modification 

17. I am going to read you a list of items.  	Please tell me which, if any, of the following you and 
your family own and use on a regular basis. 

[ ] Television – [TERMINATE IF NO TV] 

[ ] DVD Player 

[ ] Computer with Internet access 

[ ] DSL or cable modem  

18. FOR SELECTED CHILD, ASK:  What, if any, sport or team is (CHILD) a part of during or 
outside of the school year? 

19. How often does (he or she) participate? 

20. What, if any, type of physical activity lessons, such as karate, dance, gymnastics, golf, or 
tennis, does (CHILD) participate in during the school year? 

21. How often does (CHILD) have lessons in each? 

22. How many days during the last week did (CHILD) participate in free-time physical activity, 
such as roller blading, riding bikes, playing ball (not as part of an organized team), and 
swimming, skating, or running? 

23. Thinking about (CHILD) would you say that (he or she) would be comfortable discussing (his 
or her) opinions in a market research interview? 

[ ] Yes, would be comfortable  

[ ] No, would be too shy – [TERMINATE]
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__________  

__________ 

__________________________________________ 

_________________________________________ 

_______________ 

Sample Screening Questionnaire 
Tween General Market – Friendship Pairs 
Not intended for use without modification 

24. At this point, I would like to talk with (CHILD) and ask (him or her) a few questions. 

RECRUITER:  PLEASE ASK THE FOLLOWING QUESTIONS TO DETERMINE HOW 
TALKATIVE AND ARTICULATE THE CHILD IS. IT IS CRITICAL THAT WE SPEAK WITH KIDS 
WHO ARE COMFORTABLE EXPRESSING THEMSELVES WITH SOMEONE THEY ARE 
MEETING FOR THE FIRST TIME. PLEASE USE YOUR BEST JUDGMENT HERE AND 
RECRUIT ONLY KIDS THAT ARE THOUGHTFUL AND FREELY EXPRESS THEMSELVES IN A 
MANNER THAT IS RELEVANT TO THE TOPIC BEING DISCUSSED. 

WHEN CHILD IS ON THE PHONE, PLEASE INTRODUCE YOURSELF AND SAY: 

Hi! I was talking with your (PARENT) about some different kinds of things that kids your age 
sometimes like to do and now I'd like to ask you a few questions.  There is no right or wrong 
answers to my questions. These are just some questions about your favorite things you like to do.  
So, please be very honest in your answers.  If you are ready, let's begin. 

25. My first question is how old are you?   

26. What grade will you be in next fall? 

27. What, if any, sports teams are you a part of during the school year? 

28. What, if any, type of physical activity lessons, such as karate, dance, gymnastics, golf, tennis, 
or swimming, are you part of during the school year? 

29. How many days during the last week did you participate in physical activity during your free 
time, such as roller blading, riding bikes, playing ball (not as part of a team), swimming, or 
skating? 

30. Now, I'd like you to think about something different for a few moments.  	What would you say 
is your most favorite way to spend a day—either during the school year or when you are on 
vacation? 

NOTE:  WE ARE LOOKING FOR ARTICULATE KIDS.  PLEASE USE YOUR JUDGMENT IN 
CONSIDERING THE CHILD'S ANSWERS.  IF THE CHILD CANNOT ANSWER THE QUESTION 
NOR HAS DIFFICULTY IN COMMUNICATING, PLEASE TERMINATE. 
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Sample Screening Questionnaire 
Tween General Market – Friendship Pairs 
Not intended for use without modification 

ASK TO SPEAK TO PARENT AGAIN AND READ INVITATION: 

We would like to invite (CHILD) to participate in a market research project that will take place at 
our location/facility. 

The discussion will last approximately 60 minutes and will be held on (day, date, time). 

Your child's opinion is very important to us and to thank (him or her) for participating, we would 
like to give (him or her) (insert incentive) at the end of the session. 

To make (CHILD) more comfortable, we would like to invite a friend of your child's to participate 
with (him or her).  Is there a friend you can refer me to who would like to do the study with your 
child?  [PROBE FOR NAME AND PHONE NUMBER OF FRIEND. FRIEND MUST BE OF SAME 
GENDER.] 

NAME: _________________________________PHONE:______________________________ 

ADVISE PARENT OF THE FOLLOWING: 

•	 Parent or guardian will be required to sign facility consent form allowing child's 
participation. 

•	 Parent, ideally, will stay at facility while child participates in the discussion.  
However, if parent leaves, he or she must be reachable by cell phone or pager. 

•	 Please ask respondent to arrive 10–15 minutes ahead of time. 
•	 Explain that participants who arrive after their scheduled time will not be paid. 
•	 Give location/directions. 
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____________________________________________ 

Sample Screening Questionnaire 
American Indian Parents – Telephone Focus Groups 
Not intended for use without modification 

Below is a sample screening questionnaire used to recruit American Indian parents of children aged 9–13 
years old to participate in message testing of materials for the American Indian–focused ad campaign.  
For this testing, we sought to identify American Indian parents of children aged 9–13 to participate in a 
30-minute telephone focus group interview. Although the questions in this screening questionnaire may 
be used, it is advisable to adapt the questions and termination criteria based on the specific needs of your 
project. 

VERB™ 

SCREENING QUESTIONNAIRE FOR AMERICAN INDIAN PARENTS 

TELEPHONE FOCUS GROUPS 

RESEARCH PURPOSE 
The purpose of the VERB campaign is to get children (ages 9–13) to participate in positive, healthy 
activities instead of being sedentary, which could have negative physical repercussions (e.g., obesity, 
diabetes).  The ads to be reviewed or discussed target American Indian parents and encourage them to 
get their children to become more physically active.  This is one segment of a 5-year effort that includes 
American Indian, white, African American, Hispanic, and Asian American parents and children. 

TELEPHONE DISCUSSION SCHEDULE 

SAMPLE GREETING: 

Hello, this is _______.  I am calling today to invite you to participate in a telephone discussion with other parents 
in the area. We are talking with moms and dads who have children between the ages of 9 and 13.  The topic is 
about children’s participation in activities such as team sports, clubs, and scouting as well as the various hobbies 
that children in these grades might have.  Do you have a few minutes to answer some questions and see if you 
might be interested in participating?  

RECRUITING QUESTIONS: 

1. 	 What is your occupation? _____________________________________ 

What is the occupation of any other adults who live in your household and who work outside the home 

[NOTE: PLEASE DO NOT RECRUIT PARENTS WHO WORK IN FIELDS RELATED TO ADVERTISING, 
MARKETING, PUBLIC RELATIONS, MEDIA, LAW, MEDICINE, OR HEALTH CARE OR WHO ARE 
SCHOOL TEACHERS OR COACHES.  IT IS OKAY TO RECRUIT PEOPLE WHO WORK FOR A 
GOVERNMENT AGENCY, BUT THEY SHOULD NOT WORK FOR THE INDIAN HEALTH SERVICE OR 
ANOTHER HEALTH DEPARTMENT.]  

2. 	 Do you have any children between the ages of 9 and 13 currently living at home? 
Yes [ ] 
No [ ] [NOT ELIGIBLE] 
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Sample Screening Questionnaire 
American Indian Parents – Telephone Focus Groups 
Not intended for use without modification 

3. 	 Are you the primary caregiver for that child? 

Yes [ ] 

No [ ] [NOT ELIGIBLE] 


[PARTICIPANT MUST BE PRIMARY CAREGIVER. 

GRANDMOTHERS/GRANDFATHERS AND OTHER FEMALE/MALE 

RELATIVES WHO ARE THE CHILD’S PRIMARY CAREGIVERS ARE 

OKAY.] 


4. 	 Please tell me the first name, gender, age, and grade of each of your 
children ages 9 to 13.  Also please tell me if they attend public or 
private school.  

Child 1 Child 2 
First name  _________  __________ 
Gender        ________  __________ 
Age  _________  __________ 
Grade  _________  __________ 
Public or private?  _________  __________ 

[PLEASE DO NOT RECRUIT PARENTS WHO HAVE ENROLLED 
THEIR CHILDREN IN PRIVATE SCHOOL OR WHO HOME SCHOOL 
THEIR CHILD.] 

5A. 	 Is (CHILD) on a sports team during the school year or during the 
summer? 

Yes [ ] [NOT ELIGIBLE] 
No [ ] 

5B. 	 How many physical activity lessons, such as karate, dance, gymnastics, 
or golf, is (CHILD) a part of during the school year or during the 
summer? 
0—1 [ ] 
> 1 [ ] [NOT ELIGIBLE] 

5C. 	 How many days during the past week did (CHILD) participate in free-
time physical activity, such as roller blading, riding bikes, or playing 
basketball in the driveway? 
0—5 [ ] 
> 5 [ ] [NOT ELIGIBLE] 

6. 	 Are you currently an enrolled member of a tribal community? 
Yes [ ] 
No [ ] [NOT ELIGIBLE] 
Name of tribe(s): __________________________________________ 

 (Parent must be enrolled member of tribal community.) 
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Sample Screening Questionnaire 
American Indian Parents – Telephone Focus Groups 
Not intended for use without modification 

7. 	 What was the last level of school completed by each adult in your household?  
Less than high school [ ] 
High school [ ] 
Some college/technical school [ ] 
College graduate [ ] 
Post graduate [ ] [NOT ELIGIBLE] 

8. 	 Is your total household income lower or higher than $45,000?  
Lower [ ] 
Higher [ ] [NOT ELIGIBLE] 

9. 	 I’m going to read you several age categories.  Please stop me when I reach the one into which your 
current age falls. 

29 or younger 	 [ ] [NOT ELIGIBLE] 
30–39 [ ] 

40–49 [ ] 

50 or older [ ] 


**GROUP INVITATION ** 
IF NOT ELIGIBLE: Thank you for answering these questions.  At this time, we have already recruited the 
participants we need for this study who fit your criteria.  If anyone cancels or is unable to participate, we 
will recontact you to see if you are still interested.  

IF ELIGIBLE: Thank you for answering these questions.  You are eligible and we would like to invite you 
to participate in this telephone discussion.   

The discussion will last approximately 30 minutes and will be held on (DATE) at (TIME). There will be two 
other (MOMS/DADS) also participating in the discussion.  The discussion will be conducted by telephone 
and an operator will call to connect you to the discussion.  The discussion will be recorded so that the 
discussion leader does not have to take notes during the call, but all of your responses will be confidential. 

Your opinions are very important to us.  To thank you for your time, we would like to give you $50, which 
will be mailed to you after participating in the discussion. 

Would you be interested in participating?  [RECORD BELOW] 

Yes	 [ ] 

No 	 [ ] [NOT ELIGIBLE] 
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Sample Screening Questionnaire 
American Indian Parents – Telephone Focus Groups 
Not intended for use without modification 

INFORMATION FOR PARENTS: Prior to the group discussion, you will be mailed materials to be 
reviewed during the telephone discussion.  You do not need to review these materials beforehand. 

RECRUITER: If the parent agrees to participate, obtain the telephone number where he or she would like 
to be reached for the group discussion the address where the materials can be sent.  Please note:  
Materials will be sent by Federal Express and cannot be sent to a P.O. box address. 

Name: __________________________________________________ 

Address: ________________________________________________ 

 ________________________________________________ 


Phone: _________________________________________________
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Sample Screening Questionnaire 
Asian American Parents – Telephone Focus Groups 
Not intended for use without modification 

Below is a sample screening questionnaire used to recruit Asian American parents of children aged 9–13 
to participate in concept or message testing for materials for the Asian American-focused ad campaign.  
For this testing, we sought to identify Asian American parents of children aged 9–13 to participate in a 1 
hour telephone focus group interview.  Because campaign ads would air in Korean, Vietnamese, 
Mandarin, and Cantonese, screening questionnaires and focus group interviews were conducted in these 
languages.  Although the questions in this screening questionnaire may be used, it is advisable to adapt 
the questions and termination criteria based on the specific needs of your project. 

VERB™ 


SCREENING QUESTIONNAIRE FOR ASIAN AMERICAN PARENTS 


FOCUS GROUPS 


ASIAN RESEARCH – QUALITATIVE SCREENER 
CONDUCTED IN KOREAN, VIETNAMESE, CANTONESE, OR MANDARIN 

PARENT NAME:  
ADDRESS: 

STATE: 	 ZIP: E-MAIL: 


PHONE (DAY):  (EVENING): 

***ASK TO SPEAK TO MOM/DAD OF CHILD LIVING IN THE HOUSEHOLD WHO IS BETWEEN THE AGES 
OF 9 AND 13 AND WHO IS CURRENTLY IN GRADE 4, 5, 6, OR 7.*** 

FOR KOREAN GROUPS, MUST SPEAK WITH DAD.   
FOR ALL OTHER GROUPS, MUST SPEAK WITH MOM. 

Hello, I'm ______from ______ We are talking with families who have children that are between the ages of 9 and 
13 and are currently in grades 4, 5, 6, or 7.  Our topic is about the children’s participation in activities such as 
team sports, clubs, and scouting as well as the various hobbies that children in these grades have.  If you have a 
few minutes, we’d like to talk with you and see if you might be interested in participating.  

I have some general questions for you that should take just a few minutes.  Let’s get started with these 
questions. 

For my record, may I please have your name?   
[RECORD PARENT’S NAME] 

 RECORD IF SPEAKING TO . . . 	 Male [ ] [OK FOR KOREAN GROUPS ONLY] 
Female [ ]  [OK FOR ALL EXCEPT KOREAN GROUPS] 
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Sample Screening Questionnaire 
Asian American Parents – Telephone Focus Groups 
Not intended for use without modification 

1A. 	 Previous research has shown that people who work in particular fields may have different attitudes or 
feelings toward certain products, ideas, or concepts than people working in other fields.  For this reason, 
for each income earner in your household, please tell me what type of company they work for [DO NOT 
NEED COMPANY NAME] and what exactly they do for that company.  [RECORD RESPONSES 
BELOW. DO NOT READ LIST. ] 

[IF YOU HAVE QUESTIONS ABOUT OCCUPATION, PLEASE CALL THOMAS TSENG.  NOTE: IF 
RESPONDENT CHOOSES NOT TO GIVE NAME OF COMPANY THAT IS FINE AS LONG AS WE 
KNOW THE “TYPE OF BUSINESS” IT IS AND WHAT THE RESPONDENT DOES.] 

Type of Business Job Duties


 Respondent 


 Spouse/partner 


Other 


INTERVIEWER: DO NOT RECRUIT ANYONE FROM THE FOLLOWING LIST: 
• Advertising agency. 
• Marketing or marketing research firm or department. 
• Public relations or promotions firm. 
• Radio, television, newspaper, or other media. 
• Law, medical, or health care professional. 
• Government agency or department (local, state, or federal). 
• Schoolteacher or coach. 

[NOTE: IF GOVERNMENT AGENCY Æ ASK Q. 1B] 

1B. 	 You mentioned that you/other work for a government agency.  Please tell me which agency/type of work 
that you/they do?  [RECORD BELOW] 

[TERMINATE IF WORKING FOR A PUBLIC HEALTH DEPARTMENT OR HEALTH-RELATED 
AGENCY.] 

2A. Do you have children who are currently in grades 4, 5, 6, or 7 currently living at home?    
Yes [ ] 
No [ ] [TERMINATE] 

2B. Are any of these children between the ages of 9 and 13?    
Yes [ ] 
No [ ] [TERMINATE] 
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Sample Screening Questionnaire 
Asian American Parents – Telephone Focus Groups 
Not intended for use without modification 

3. 	 Please tell me the first name, gender, age, grade and school name of each of your children who are 
currently in grades 4, 5, 6, or 7.  [RECORD RESPONSES BELOW] 

First name: 
Child 1 Child 2 Child 3 Child 4 

Gender 
Age 
Grade 
School 

•	 MUST HAVE CHILD BETWEEN THE AGES OF 9- AND 13 WHO IS CURRENTLY IN GRADE 4, 5, 
6, OR 7. 

•	 IF POSSIBLE, NO SAME SCHOOLS; OTHERWISE, NO MORE THAN TWO PARENTS WITH 
CHILDREN IN THE SAME SCHOOLS PER GROUP; NO HOME-SCHOOL RESPONDENTS; NO 
RELATIVES/FRIENDS. 

•	 RECRUIT A MIX OF PARENTS OF BOYS AND GIRLS. 
•	 DETERMINE WHICH CHILD WILL BE THE FOCUS OF SCREENING FROM THIS POINT AND 

REFER TO THAT CHILD BY NAME FOR REMAINING SCREENING PROCESS.  RECORD NAME, 
GENDER, AND GRADE OF SELECTED CHILD.  

FOR SELECTED CHILD BETWEEN THE AGES OF 9AND 13 IN Q. 3, ASK: 
4A. 	 What, if any, sports team(s) is (CHILD) a part of during the school year?  During the summer? 

[RECORD BELOW] 

School year: 
Summer: 

[TERMINATE IF CHILD IS ON ANY SPORTS TEAM EITHER DURING THE SCHOOL YEAR OR 
DURING THE SUMMER. SEE QUOTAS BELOW FOR LOW-ACTIVITY KIDS.] 

4B. 	 What, if any, type of physical activity lessons, such as karate, dance, gymnastics, or golf is 
(CHILD) a part of during the school year? During the summer?  [RECORD BELOW] 

School year: 
Summer: 

4C. 	 How many days during the last week did your (son or daughter) participate in free-time physical 
activity, such as rollerblading, riding bikes, or playing basketball in the driveway? [RECORD 
BELOW] 

Number of Days; 

[RECRUIT A MIX OF ACTIVITY LEVELS] 
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Sample Screening Questionnaire 
Asian American Parents – Telephone Focus Groups 
Not intended for use without modification 

[RECRUITER: CONFIRM WITH PARENT CHILD’S LEVEL OF PARTICIPATION IN SPORTS TEAMS, 
LESSONS, AND FREE- TIME PHYSICAL ACTIVITY AS STATED ABOVE.] 

SAY: Just so I have everything correct, your (SON/DAUGHTER)  
� ( IS OR IS NOT) on a sports team  [REFER TO Q. 4A] 
� Participates in X lessons/other activities [REFER TO Q. 4B] 
� Spent X days in free-time physical activity [REFER TO Q. 4C] 

5A. 	 When market research studies are conducted, it is sometimes important for us to talk with individuals 
who have already participated in a prior research study because they have experience talking about 
certain topics.  Other times it is important that we talk with individuals who haven’t participated in a 
marketing research study. 

When, if ever, was the last time you participated in a marketing research study, such as a consumer 
interview or a group discussion, either with us or with any other research company?  [DO NOT READ 
LIST] 

PARENT 


Within the past  6 months [ ] [TERMINATE]

More than 6 months ago [ ] [ASK Q. 5B]

Never [ ] [SKIP TO Q. 6]


[QUOTA: NO PREVIOUS PARTICIPATION WITHIN PAST 6+ MONTHS OR NEVER.] 

5B. 	 What were the topics of the market research studies in which you have been involved?   
[RECORD BELOW] 

 What else? 

[TERMINATE IF RESPONDENT IS UNABLE TO RECALL TOPIC(S) OR IF PREVIOUS 
PARTICIPATION IS ANYTHING RELATED TO ADVERTISING, HEALTH, OR CHILDREN’S 
ACTIVITIES/SPORTS/EXERCISE.]   

6. 	 I’m going to read you several age categories.  Please stop me when I reach the one into which your 
current age falls.  [READ LIST AND RECORD BELOW] 

20 or younger [ ] [TERMINATE] 

21–29 [ ]  [TERMINATE] 

30–39 [ ] 

40–49 [ ] 

50–59 [ ]  [TERMINATE]  

60 or older [ ] [TERMINATE] 


 [QUOTA: RECRUIT A MIX OF PARENTS BETWEEN THE AGES OF 30 AND 49.] 
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Sample Screening Questionnaire 
Asian American Parents – Telephone Focus Groups 
Not intended for use without modification 

7A. Which of the following best describes your heritage or ethnic background? [READ LIST AND RECORD 
BELOW] 

Parent Ethnicity 
Chinese, speaks Mandarin  [ ] [GO TO Q. 7B] 
Chinese, speaks Cantonese  [ ] [GO TO Q. 7D] 
Korean [ ]  [SKIP TO Q. 8] 
Vietnamese [ ]  [SKIP TO Q. 8] 
Other: [ ] [TERMINATE] 

NOTE: USE THIS QUESTION TO DETERMINE THE APPROPRIATE ETHNIC GROUP (SEE 
SCHEDULE).  FOR MANDARIN-SPEAKING CHINESE, CONTINUE TO Q. 7B.  FOR CANTONESE-
SPEAKING CHINESE, GO TO Q. 7D. ALL OTHERS SKIP TO Q. 8. 

7B. ASK MANDARIN-SPEAKING CHINESE MOMS: In which country were you born? [RECORD BELOW] 
Taiwan [ ] [KEEP FOR MANDARIN-SPEAKING GROUP, SKIP TO Q. 8] 
China [ ] [ASK Q. 7C] 
Other: [ ] [TERMINATE] 

7C.  Is Mandarin your mother-tongue?  [RECORD BELOW] 
Yes [ ] [KEEP FOR MANDARIN-SPEAKING GROUP, GO TO Q. 8] 
No [ ] [TERMINATE] 

7D. ASK CANTONESE-SPEAKING CHINESE MOMS: In which country were you born? [RECORD BELOW] 
Hong Kong [ ] > KEEP FOR CANTONESE-SPEAKING GROUP, SKIP TO Q. 8 
China [ ] > ASK Q. 7D 
Other: [ ] > TERMINATE 

7E. Is Cantonese your mother-tongue?  [RECORD BELOW] 
Yes [ ]  [FOR CANTONESE-SPEAKING GROUP, GO TO Q. 8] 
No [ ] [TERMINATE] 
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Sample Screening Questionnaire 
Asian American Parents – Telephone Focus Groups 
Not intended for use without modification 

8A. 	 How long have you lived in the United States? 

[IF ≥ 15 YEARS,  TERMINATE] 

8B. 	 How often do you do the following activities?  Would you say, “Very often,” “Somewhat often,” “Not 
often,” or “Not at all”?  [READ LIST AND RECORD BELOW]  

Listen to music in your native language or culture 
Watch television programs in your native language or culture 
Read newspapers, magazines, or books in your native 
language or culture 

Very 
Often 

Somewhat 
Often 

Not 
Often 

Not At 
All 

[QUOTA:  MUST SAY “SOMEWHAT OFTEN” OR “VERY OFTEN” TO AT LEAST ONE ACTIVITY TO 
CONTINUE.] 

8C. 	 FOR CHINESE, KOREAN, AND VIETNAMESE PARENTS: 
How often do you speak your native language at home with your family? [RECORD BELOW]  

Very often [ ]  [CONTINUE]

Somewhat often [ ] [TERMINATE] 

Not often [ ] [TERMINATE] 

Not at all [ ] [TERMINATE] 


9A. 	 Which of the following grouping includes your total household income? [READ LIST AND RECORD 
BELOW] 

< $35,000 [ ] 

$35,000 to $54,999 [ ] 

$55,000 to $74,999 [ ] 

$75,000 to $89,999 [ ] 

≥ $90,000  [ ] [TERMINATE]


[QUOTA: RECRUIT A MIX OF INCOMES OF LESS THAN $90,000.] 
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Sample Screening Questionnaire 
Asian American Parents – Telephone Focus Groups 
Not intended for use without modification 

9B. What was the highest level of school you completed?  [READ LIST AND RECORD BELOW] 

Parent 
Less than high school [ ] [TERMINATE] 
High school [ ] [PARTICIPANT MUST SAY HIGH SCHOOL OR 
Some college/technical School [ ] HIGHER] 

College graduate [ ] 
Post graduate [ ] 

[QUOTA: RECRUIT A MIX OF EDUCATION LEVELS.] 

10. 	 Now let’s think about something entirely different for a few minutes.  If you could invite anyone, either 
living or not living, to dinner, who would you invite and why? [RECORD BELOW] 

What would you talk about? 

NOTE:  WE ARE LOOKING FOR ARTICULATE RESPONDENTS.  PLEASE USE YOUR JUDGMENT IN 
CONSIDERING RESPONDENT’S ANSWERS.  IF RESPONDENT CANNOT ANSWER THE QUESTION, 
HAS TROUBLE ANSWERING THE QUESTION, OR HAS DIFFICULTY IN COMMUNICATING, PLEASE 
TERMINATE. 

** GROUP INVITATION ** 
We would like to invite you to participate in a market research project that will take place at our 
location/facility. 

The discussion will last approximately 60 minutes and will be held on [INSERT DATE] at [INSERT TIME]. 
There will be three other MOMS/DADS (Dads for Korean groups only) also participating in the discussion. 

Your opinions are very important to us.  To thank you for participating, we would like to give you [INSERT 
$ AMOUNT]. 

Would you be interested in participating in this study?  [RECORD BELOW] 
Yes [ ] 
No [ ] [TERMINATE] 

Can we count on your attendance?  [RECORD BELOW] 
Yes [ ] 
No [ ] [TERMINATE] 
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Sample Screening Questionnaire 
Asian American Parents – Telephone Focus Groups 
Not intended for use without modification 

ADVISE PARENT OF THE FOLLOWING: 

�	 Respondent must arrive 10–15 minutes before the session time to check in. 

�	 EXPLAIN INCENTIVE: Any arrivals after scheduled time WILL NOT BE PAID. 

�	 Children may NOT be left in waiting area unattended/children are not allowed in focus group 
discussion. 
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Sample Screening Questionnaire 
Hispanic or Latino Parents – Focus Groups 
Not intended for use without modification 

Below is a sample screening questionnaire used to recruit Hispanic/Latino parents of children aged 9–13 
to participate in concept or message testing for materials for the Hispanic-/Latino-focused ad campaign.  
For this testing, we sought to identify Hispanic or Latino parents of children aged 9–13 to participate in a 1 
hour and 15 minute telephone focus group interview.  Because campaign ads would air in Spanish 
screening questionnaires and focus group interviews were conducted in Spanish.  Although the questions 
in this screening questionnaire may be used, it is advisable to adapt the questions and termination criteria 
based on the specific needs of your project. 

VERB™ 


SCREENING QUESTIONNAIRE FOR HISPANIC/LATINO PARENTS 


FOCUS GROUPS 


HISPANIC/LATINO YOUTH MEDIA – QUALITATIVE SCREENER 
CONDUCTED IN SPANISH 

PARENT NAME:  
ADDRESS: 

STATE: 	 ZIP: E-MAIL: 


PHONE (DAY):  (EVENING): 

***ASK TO SPEAK TO MOM/DAD OF CHILD BETWEEN THE AGES OF 9AND 13 WHO IS CURRENTLY IN 
GRADE 4, 5, 6, OR 7.*** 

Hello, I'm ______from ______. We are talking with families who have children that are between the ages of  
9 and 13 and are currently in grades 4, 5, 6, or 7.  Our topic is about the children’s participation in activities such 
as team sports, clubs, and scouting as well as the various hobbies that children in these grades have.  If you 
have a few minutes, we’d like to talk with you and see if you might be interested in participating. 

I have some general questions for you that should take just a few minutes.  Let’s get started with these 
questions. 

For my record, may I please have your name?  

[RECORD PARENT’S FULL NAME]  

 RECORD IF SPEAKING TO  . . . 	 Male [ ]  [FOR DAD GROUPS, MUST SPEAK WITH DAD] 
Female [ ]  [FOR MOM GROUPS, MUST SPEAK WITH MOM 

NOTE: IF MOM/DAD DOES NOT QUALIFY FOR GROUP AT SOME POINT DURING THE SCREENER, 
CHECK TO SEE IF THE OTHER PARENT WILL QUALIFY AND START SCREENER AGAIN WITH 
OTHER PARENT.] 

1A. What is the preferred language spoken in your household?  [RECORD BELOW] 
English [ ] [TERMINATE] 
Spanish [ ]  [CONTINUE] 
Both [ ]  [CONTINUE] 
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Sample Screening Questionnaire 
Hispanic or Latino Parents – Focus Groups 
Not intended for use without modification 

1B. 	 Previous research has shown that people who work in particular fields may have different attitudes or 
feelings toward certain products, ideas, or concepts than people working in other fields.  For this reason, 
for each income earner in your household, please tell me what type of company they work for [DO NOT 
NEED COMPANY NAME] and what exactly they do for that company. [RECORD RESPONSES BELOW.  
DO NOT READ LIST BELOW.] 

[IF YOU HAVE QUESTIONS ABOUT OCCUPATION, PLEASE CALL WESTAT.  NOTE: IF 
RESPONDENT CHOOSES NOT TO GIVE NAME OF COMPANY THAT IS FINE AS LONG AS WE 
KNOW THE “TYPE OF BUSINESS” IT IS AND WHAT THE RESPONDENT DOES.] 

Type of Business Job Duties

 Respondent:

 Spouse/partner: 


Other: 


INTERVIEWER: DO NOT RECRUIT ANYONE FROM THE FOLLOWING LIST: 
• Advertising agency. 
• Marketing or marketing research firm or department. 
• Public relations or promotions firm. 
• Radio, television, newspaper, or  other media. 
• Law, medical, or health care professional. 
• Government agency or department (local, state, or federal). 
• Schoolteacher or coach. 

[NOTE: IF GOVERNMENT AGENCY Æ ASK Q. 1C] 

1C. 	 You mentioned that you/other work for a government agency.  Please tell me which agency/type of work 
that you/they do?    

 [RECORD] 

[TERMINATE IF WORKING FOR A PUBLIC HEALTH DEPARTMENT OR HEALTH-RELATED 
AGENCY.] 

2A. Do you have children who are in grades 4, 5, 6, or 7 and currently living at home? 
Yes [ ] 
No [ ] [TERMINATE] 

2B. Are any of these children between the ages of 9 and 13?   
Yes [ ] 
No [ ] [TERMINATE] 
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Sample Screening Questionnaire 
Hispanic or Latino Parents – Focus Groups 
Not intended for use without modification 

3. 	 In what language do you feel most comfortable speaking to them?    
English  [ ] [TERMINATE] 
Spanish [ ]  [CONTINUE] 
Both [ ]  [CONTINUE] 

4. 	 Please tell me the first name, gender, age, grade and school name of each of your children who are 
currently in grades 4, 5, 6, or 7.  [RECORD RESPONSES BELOW] 

Child 1 Child 2 Child 3 Child 4 
First name: 
Gender: 
Age 
Grade: 
School: 
Public/private: 
Length of time 
child has lived in 
U.S.: 

− MUST HAVE CHILD BETWEEN THE AGES OF 9 AND 13 WHO IS CURRENTLY IN GRADE 4, 5, 6, 
OR 7. 

− DETERMINE WHICH CHILD WILL BE THE FOCUS OF SCREENING FROM THIS POINT, AND 
REFER TO THAT CHILD BY NAME FOR REMAINING SCREENING PROCESS. 

− NO PRIVATE SCHOOL, NO SAME SCHOOLS PER GROUP, NO HOME-SCHOOL 
RESPONDENTS, AND NO RELATIVES/FRIENDS. 

FOR SELECTED CHILD BETWEEN  THE AGES OF 9 AND 13 IN Q. 4, ASK:  

5A.. 	 What, if any, sports team(s) is (CHILD) a part of during the school year?  During the summer? 
[RECORD BELOW] 

School year: 
Summer: 

[TERMINATE IF CHILD IS ON ANY SPORTS TEAM EITHER DURING THE SCHOOL YEAR OR 
DURING THE SUMMER. SEE QUOTAS BELOW FOR LOW-ACTIVITY KIDS.] 

5B. 	 What, if any, type of physical activity lessons, such as karate, dance, gymnastics, or golf is 
(CHILD) a part of during the school year? During the summer?  [RECORD BELOW] 

School year: 
Summer: 

5C. 	 How many days during the last week did your (son or daughter) participate in free-time physical 
activity, such as rollerblading, riding bikes, or playing basketball in the driveway? [RECORD 
BELOW] 

Number of Days; 

[RECRUIT A MIX OF ACTIVITY LEVELS] 
RECRUITER: CONFIRM WITH PARENT CHILD’S LEVEL OF PARTICIPATION IN SPORTS 
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Sample Screening Questionnaire 
Hispanic or Latino Parents – Focus Groups 
Not intended for use without modification 

TEAMS, LESSONS, AND FREE-TIME PHYSICAL ACTIVITY AS STATED ABOVE. SAY: 

Just so I have everything correct, your (SON/DAUGHTER)  
� Is or is not on a sports team  [REFER TO Q. 5A]
� Participates in X lessons/other activities [REFER TO Q. 5B] 
� Spent X days in free-time physical activity [REFER TO Q. 5C] 

6A. 	 When market research studies are conducted, it is sometimes important for us to talk with individuals 
who have already participated in a prior research study, because they have experience talking about 
certain topics.  Other times it is important that we talk with individuals who haven’t participated in a 
marketing research study. 

When, if ever, was the last time you participated in a marketing research study, such as a consumer 
interview or a group discussion, either with us or with any other research company?  [DO NOT READ 
LIST] 

Within the past  6 months [ ] [TERMINATE] 
More than 6 months ago [ ]   [ASK Q. 6B] 
Never [ ]   [SKIP TO Q. 7] 

[QUOTA: NO PAST PARTICIPATION WITHIN PAST 6+ MONTHS OR NEVER] 

6B. 	 What were the topics of the market research studies in which you have been involved?  [RECORD 
BELOW] 

What else? 

[TERMINATE IF RESPONDENT IS UNABLE TO RECALL TOPIC(S) OR IF PREVIOUS 
PARTICIPATION IS ANYTHING RELATED TO ADVERTISING, HEALTH, OR CHILDREN’S 
ACTIVITIES/SPORTS/EXERCISE.]   

7. I’m going to read you several age categories.  Please stop me when I reach the one into which your 
current age falls.  [READ LIST AND RECORD BELOW] 

20 or younger [ ] 
21–29 [ ] 

[TERMINATE] 
[TERMINATE] 

30–39 [ ] 
40–49 [ ] 
50–59 [ ] [TERMINATE] 
60 or older [ ] [TERMINATE] 

[QUOTA: TERMINATE IF 29 OR YOUNGER OR 50 OR OLDER.]    

8A. Was (CHILD’S NAME) born in the U.S.?  [RECORD BELOW] 
Yes [ ] 
No, [ ] in what country?  ____________________________ 

8B. How long have you PERSONALLY been living in the U.S.?  [RECORD BELOW] 
Ever since you were born [ ] 
Less than 5 years [ ]  [TERMINATE] 
5 to 10 years [ ] 
More than 10 years [ ] 
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Sample Screening Questionnaire 
Hispanic or Latino Parents – Focus Groups 
Not intended for use without modification 

[ONLY ASK Q. 8C IF PARENT WAS NOT BORN IN U.S.] 

8C. Where were you born? In what country? ____________________________________________________ 

[ONLY ASK Q. 8D IF PARENT WAS BORN IN U.S.] 

8D. Tell me where your parents were born.  [RECORD BELOW] 

U.S. 
Other country? Which one?  _________________ 

[ ] (2nd generation parent) 
[ ] (1st generation parent) 

8E. What is (YOUR/YOUR CHILD’S) ethnic background?   [READ LIST AND RECORD BELOW] 
PARENT CHILD 

Mexican [ ] [ ] 
Puerto Rican [ ] [ ] 
Cuban [ ] [ ] 
South American [ ] [ ] 
Central American [ ] [ ] 
Other ethnicity  ____________________________ [ ] [ ] 
[QUOTA: GET A MIX OF NATIONALITIES] 

9. How often do you do the following activities?  Would you say, “Very often,” “Somewhat often,” “Not often,” 
or “Not at all”? [READ LIST AND RECORD BELOW]  

Listen to music in Spanish 
Watch television programs in Spanish 
Read newspapers, magazines or books in Spanish 

Very 
Often 

Somewh 
at Often 

Not 
Often 

Not At 
All 

[QUOTA: MUST SAY “SOMEWHAT OFTEN” OR “VERY OFTEN” TO “READ NEWSPAPERS, 
MAGAZINES, OR BOOKS IN SPANISH” AND AT LEAST ONE OTHER ACTIVITY TO CONTINUE.  IF 
NOT, TERMINATE.  IF THIS REQUIREMENT IS TOO RESTRICTIVE AND WE ARE NOT LOCATING A 
SUFFICIENT NUMBER OF ELIGIBLE PARENTS, PLEASE CONTACT CLIENT IMMEDIATELY.] 
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Sample Screening Questionnaire 
Hispanic or Latino Parents – Focus Groups 
Not intended for use without modification 

10A. 	 Which of the following best describes your employment status? [READ LIST AND RECORD 
BELOW] 


Working full-time [ ] [SKIP TO Q. 11] 

Working part-time [ ] [SKIP TO Q. 11] 

Non-working/stay at home [ ] [ASK Q. 10B]


10B. 	 If not working, do you have a spouse working full- or part-time? [READ LIST AND RECORD 
BELOW] 


Yes [ ] 

No [ ] [TERMINATE] 


11. 	 Which of the following grouping includes your total household income? [READ LIST AND RECORD 
BELOW] 

<  $25,000 [ ] [TERMINATE] 

$25,000 to $30,999 [ ]  [CONTINUE]

$31,000 to $34,999 [ ]  [CONTINUE]

$35,000 to $39,999 [ ]  [CONTINUE]

$40,000 to $44,999 [ ]  [CONTINUE]

$45,000 to $49,999 [ ]  [CONTINUE]

$50,000 to $59,999 [ ]  [CONTINUE]

≥ $60,000  [ ] [TERMINATE]


[QUOTA: 	 RECRUIT A MIX OF INCOMES BETWEEN $25,000 AND $59,999 PER EACH 
SESSION] 

12. 	 What was the last level of school that you completed? [READ LIST AND RECORD BELOW]  
Less than high school [ ] [CONTINUE] 
High school [ ]  ]CONTINUE] 
Some college/technical school/associates degree [ ]  [CONTINUE] 
College graduate [ ]  [TERMINATE] 
Post graduate [ ]  [TERMINATE] 

[QUOTA: RECRUIT A MIX OF EDUCATIONAL BACKGROUNDS] 

13. 	 Describing your personality, would you say you are…  [READ LIST AND RECORD BELOW] 
Very outgoing/social [ ] [CONTINUE] 
Somewhat outgoing/social [ ] [CONTINUE] 
Not very outgoing/social [ ] [TERMINATE] 

14. 	 Now I’d like you to think about something entirely different for a moment.  What dreams do you have for 
your children’s future? [RECORD BELOW] 

NOTE:  WE ARE LOOKING FOR ARTICULATE RESPONDENTS.  PLEASE USE YOUR JUDGMENT IN 
CONSIDERING RESPONDENT’S ANSWERS. IF RESPONDENT CANNOT ANSWER THE QUESTION, 
HAS TROUBLE ANSWERING THE QUESTION, OR HAS DIFFICULTY IN COMMUNICATING, PLEASE 
TERMINATE. 

** GO TO INVITATION **

** PARENT GROUPS INVITATION ** 
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Sample Screening Questionnaire 
Hispanic or Latino Parents – Focus Groups 
Not intended for use without modification 

We would like to invite you to participate in a market research project that will take place at our 
location/facility. 

The discussion will last approximately 75 minutes and will be held on [INSERT DATE] at [INSERT TIME]. 

There will be 5-6 other moms/dads also participating in the discussion. 

Your opinions are very important to us.  To thank you for participating, we would like to give you [INSERT 
$ AMOUNT]. 

Would you be interested in participating in this study?  [RECORD BELOW] 
Yes [ ] 
No [ ] [TERMINATE] 

Can we count on your attendance?  [RECORD BELOW] 
Yes [ ] 
No [ ] [TERMINATE] 

ADVISE PARENT OF THE FOLLOWING: 
•	 Respondent must arrive 10–15 minutes  before  the session time to check in. 
•	 EXPLAIN INCENTIVE: Any arrival after scheduled time of group WILL NOT BE PAID. 
•	 Children may NOT be left in waiting area unattended/children are not allowed in parent focus group 

discussion. 
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Sample Screening Questionnaire 
African American Fathers or Male Adult Influencers – Focus Groups 
Not intended for use without modification 

Below is a sample screening questionnaire used to recruit African American men to participate in 
message testing for materials for the African American–focused ad campaign.  For this testing, 
we sought to identify African American men who were fathers of children aged 9–13 or who 
volunteered with children in this age group to participate in a 1 hour  focus group interview.  
Although the questions in this screening questionnaire may be used, it is advisable to adapt the 
questions and termination criteria based on the specific needs of your project. 

VERB™ 


SCREENING QUESTIONNAIRE FOR AFRICAN AMERICAN FATHERS OR ADULT 

INFLUENCERS 


FOCUS GROUPS 


AFRICAN AMERICAN YOUTH MEDIA – QUALITATIVE SCREENER – MALE INFLUENCERS 

PARENT NAME:  
ADDRESS: 

STATE: ZIP: E-MAIL: 


PHONE (DAY):  (EVENING): 

***ASK TO SPEAK TO MALE IN HOUSEHOLD WHO VOLUNTEERS WITH CHILDREN BETWEEN THE

AGES OF 9 AND 13 WHO ARE CURRENTLY IN GRADES 4, 5, 6, OR 7.***


Hello, I'm ______from ______ We are talking with people who volunteer with children that are between the ages 
of 9 and 13 and are currently in grades 4, 5, 6, or 7.  Our topic is about the children’s participation in activities 
such as team sports, clubs, and scouting as well as the various hobbies that children in these grades have.  If 
you have a few minutes, we’d like to talk with you and see if you might be interested in participating.   

I have some general questions for you that should take just a few minutes.  Let’s get started with these 
questions. 

1. For my record, may I please have your name?  

[RECORD PARENT’S FULL NAME]  


 RECORD IF SPEAKING TO  . . . Male [ ]  [CONTINUE]] 
Female [ ]  [TERMINATE OR ASK TO SPEAK WITH MALE IN 

HOUSEHOLD WHO VOLUNTEERS WITH 
CHILDREN BETWEEN THE AGES OF 9 AND 13 
OR SET UP TIME TO CALL BACK. ONCE 
SPEAKING TO MALE, INTRODUCE YOURSELF 
AND START SCREENER OVER.] 

1A. What is the preferred language spoken in your household?  [RECORD BELOW] 
[MUST SAY “ENGLISH TO CONTINUE] 
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Sample Screening Questionnaire 
African American Fathers or Male Adult Influencers – Focus Groups 
Not intended for use without modification 

2A. 	 Do you do any volunteer work related to physical activity with children between the ages of 9 and 13 who 
are in grades 4, 5, 6, or 7?  [RECORD BELOW] 

Yes [ ]  [CONTINUE WITH Q. 2B]

No [ ] [TERMINATE] 


NOTE: WE WANT TO RECRUIT PARTICIPANTS THAT INFLUENCE CHILDREN’S PHYSICAL 
ACTIVITY PRIMARILY AS VOLUNTEERS.  WE DO NOT WANT PROFESSIONAL COACHES OR 
RECREATION LEADERS.  IF YOU HAVE ANY QUESTIONS ABOUT QUALIFICATIONS, PLEASE 
CALL ____________________ 

2B. In what way are you involved with these children?  [RECORD BELOW] 

NOTE:  KEEP IF PARTICIPANT PROVIDES PHYSICAL ACTIVITY OPPORTUNITIES OR ADVOCATES 
FOR PHYSICAL ACTIVITY, SUCH AS A COACH, TEACHER, YOUTH LEADER, OR PROGRAM 
ADMINISTRATOR. OTHERWISE, TERMINATE.  IF YOU HAVE ANY QUESTIONS ABOUT 
QUALIFICATIONS, PLEASE CALL ________________. 

2C. Do you volunteer with boys or girls?  [RECORD BELOW] 

Boys [ ] [RECRUIT A MIX OF PARTICIPANTS THAT WORK WITH BOYS AND 

Girls [ ] GIRLS] 

Both [ ] 


3A. 	 Previous research has shown that people who work in particular fields may have different attitudes or 
feelings toward certain products, ideas, or concepts than people who work in other fields.  For this 
reason, for each income earner in your household, please tell what type of company they work for [DO 
NOT NEED COMPANY NAME] and what exactly they do for that company.  [RECORD RESPONSES 
BELOW. DO NOT READ LIST. ] 

[IF YOU HAVE QUESTIONS ABOUT OCCUPATION, PLEASE CALL ______________.  NOTE: IF 
RESPONDENT CHOOSES NOT TO GIVE NAME OF COMPANYTHAT IS FINE AS LONG AS WE 
KNOW THE “TYPE OF BUSINESS” IT IS AND WHAT THE RESPONDENT DOES.] 

Type of Business	 Job Duties

 Respondent:
 Spouse/Partner: 

Other: 
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African American Fathers or Male Adult Influencers – Focus Groups 
Not intended for use without modification 

INTERVIEWER: DO NOT RECRUIT ANYONE FROM THE FOLLOWING LIST: 
• Advertising agency. 
• Marketing or marketing research firm or department. 
• Public relations or promotions firm. 
• Radio, television, newspaper, or other media. 
• Law, medical, or health care professional. 
• Government agency or department (local, state, or federal). 
• Schoolteacher or coach. 

[NOTE: IF GOVERNMENT AGENCY Æ ASK Q. 1C] 

3B. 	 You mentioned that you/other work for a government agency.  Please tell me which agency/type of work 
that you/they do?  [RECORD BELOW] 

[TERMINATE IF WORKING FOR A PUBLIC HEALTH DEPARTMENT OR HEALTH-RELATED 
AGENCY.] 

4. 	 What is your heritage or ethnic background?  [DO NOT READ LIST.  RECORD BELOW] 
African American or Black [ ] 
Other: [ ] [TERMINATE] 

 [QUOTA: MUST BE AFRICAN AMERICAN OR BLACK TO CONTINUE.  FIRST GENERATION 
CARIBBEAN OR AFRICAN IMMIGRANTS ALSO QUALIFY.] 

5. 	 Do you have any children between the ages of 9 and 13 in grades 4, 5, 6, or 7 currently living at home?   
[RECORD BELOW] 


Yes [ ] 

No [ ] 


6A. 	 When market research studies are conducted, it is sometimes important for us to talk with individuals 
who have already participated in a prior research study, because they have experience talking about 
certain topics.  Other times it is important that we talk with individuals who haven’t participated in a 
marketing research study. 

When, if ever, was the last time you participated in a marketing research study, such as a consumer 
interview or a group discussion, either with us or with any other research company?  [DO NOT READ 
LIST] 

Within the past six months [ ] [TERMINATE] 

More than 6 months ago [ ] [ASK Q. 6B] 

Never [ ] [SKIP TO Q. 7] 


[QUOTA: 	 NO PREVIOUS PARTICIPATION WITHIN PAST 6+ MONTHS OR NEVER] 
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Sample Screening Questionnaire 
African American Fathers or Male Adult Influencers – Focus Groups 
Not intended for use without modification 

6B. 	 What were the topics of the market research studies in which you have been involved?   
[RECORD BELOW] 

 What else? 

[TERMINATE IF RESPONDENT IS UNABLE TO RECALL TOPIC(S) OR IF PREVIOUS 
PARTICIPATION IS ANYTHING RELATED TO ADVERTISING, HEALTH, OR CHILDREN’S 
ACTIVITIES/SPORTS/EXERCISE.]    

7. 	 I’m going to read you several age categories.  Please stop me when I reach the one into which your 
current age falls.  [READ LIST AND RECORD BELOW] 

24 or younger [ ] [TERMINATE]

25–29 [ ] 

30–39 [ ] 

40–49 [ ] 

50–59 [ ] 

60 or older [ ] [TERMINATE]


[QUOTA: RECRUIT A MIX OF PARTICPANTS BETWEEN THE AGES OF 25 AND 59.] 

8. 	 Which of the following includes your total household income? [READ LIST AND RECORD BELOW]  

< $25,000 [ ] [TERMINATE]

$25,000 to $39,999 [ ] 

$40,000 to $59,999 [ ] 

$60,000 to $74,999 [ ] 

≥ $75,000  [ ] 


[QUOTA: RECRUIT A MIX OF INCOMES GREATER THAN $25,000.] 

9. 	 Now let’s think about something entirely different for a few minutes.  If you could invite anyone, either 
living or not living, to dinner, who would you invite and why? [RECORD BELOW] 

What would you talk about? 

NOTE:  WE ARE LOOKING FOR ARTICULATE RESPONDENTS.  PLEASE USE YOUR JUDGMENT IN 
CONSIDERING RESPONDENT’S ANSWERS. IF RESPONDENT CANNOT ANSWER THE QUESTION, 
HAS TROUBLE ANSWERING THE QUESTION, OR HAS DIFFICULTY IN COMMUNICATING, PLEASE 
TERMINATE. 
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African American Fathers or Male Adult Influencers – Focus Groups 
Not intended for use without modification 

** GO TO INVITATION PAGE ** 

** INFLUENCER GROUP INVITATION **


We would like to invite you to participate in a market research project that will take place at our 
location/facility. 

The discussion will last approximately 60 minutes and will be held on [INSERT DATE] at [INSERT TIME]. 
There will be 3 other people also participating in the discussion. 

Your opinions are very important to us.  To thank you for participating, we would like to give you [INSERT 
$ AMOUNT]. 

Would you be interested in participating in this study?  [RECORD BELOW] 

Yes [ ] 

No [ ] [TERMINATE] 


Can we count on your attendance?  [RECORD BELOW] 

Yes [ ] 

No [ ] [TERMINATE] 


ADVISE PARTICIPANT OF THE FOLLOWING: 
� Respondent must arrive 10–15 minutes before the session time to check in. 

� EXPLAIN INCENTIVE: Any arrival after scheduled time of group WILL NOT BE PAID. 

� Children may NOT be left in waiting area unattended/children are not allowed in mom focus group discussion. 
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Parent moderator guide 
Sample 
Not intended for use without modification 

VERB™ 

Sample Moderator Guide for Concept and Message Testing  


For Tween Materials 


This moderator guide is intended as a sample to demonstrate the typical process and questions 
used for concept and message testing by VERB™ in developing messages specifically for 
tweens.  The guide was developed based on principles of focus group practice (see David L. 
Morgan (1998) The Focus Group Guidebook.  Thousand Oaks, CA:  Sage.). Each section of this 
guide presents a question to address the underlying topic (e.g., “Overall reaction and message”) 
with suggested question wording and probes.  Moderators were given the flexibility to adapt 
questions to match the vernacular of participants in each focus group or interview, to respond 
appropriately to the group dynamics, and to add to the depth of information gathered through the 
process.  This guide is provided as a sample.  Although this guide may be adapted, consideration 
needs to be given to the suitability of this instrument relative to the overall goals and research 
questions of projects for which it is being adapted. 

1. INTRODUCTION AND WARM-UP  

•	 Welcome:  Explain that the purpose of the research is to talk about new advertising ideas 
and to get participants’ reactions to them.  We want to see what they think about different 
ads. Assure them that there are no right or wrong answers.  We need to hear opinions from 
everybody, but they are always able to skip questions.  All answers will be kept confidential.  
Some people who are interested in ideas that you have will be  listening in on the other side 
of the mirror.  [Ensure that consent procedures meet Human Subjects Committee 
requirements.] 

•	 Respondent introduction:  Your first name, things you like to do after school/Saturdays or 
another short, easy task to help get the participant comfortable talking to the group. 

2. Ad ideas 

Explain process: I am going to show you some ideas for TV, radio, and print 
advertisements. They are not “finished” yet and may still have some changes made before 
they are made into commercials for TV or the radio or magazines – that’s where you come in!  
I need to get your opinions about three different ads, but we’ll look at them one at a time.  

•	 Rotate presentation of  ad ideas across groups. 

•	 Present each television or radio ad twice before beginning discussion for each ad. 

For each ad idea: 
Ask participant to write responses to the first questions about initial reactions. 

•	 Overall reaction and message: 

•	 What do you think is the main message or idea in this ad?  

•	 What gave you that idea?  

•	 What do you think of that message?  

•	 Are there any other messages you get from this ad?  

•	 Are these messages important to you?  
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•	 Why? If not, why is/are the message(s) not important to you? (Probe: top-of-mind 
impressions and overall appeal) 

•	 Likes: 

•	 What do you like about the ad? Why?  

•	 What is the best part of it?  

•	 Are there any words or phrases that you especially liked?  

•	 What, if anything, should they definitely keep in the ad? 

•	 Dislikes: 

•	 What, if anything, do you not like about the ad?   

•	 Is there anything confusing or hard to understand?   

•	 What could they do to improve this ad? 

•	 Relevance: 

•	 Who do you think this commercial is meant for?   

•	 Who is it talking to? (Probe: You? Other types of kids?) 

•	 Did it include activities that you do or would like to do?  If not, what types of activities 
would you like to see included? 

•	 Motivation: 

•	 Does this ad make you want to do anything?  If yes, what does it make you want to do?   

•	 What is it in the ad that makes you feel that way? 

•	 Uniqueness: 

•	 Does this ad remind you of other commercials/ads that you have seen before? 

GO BACK AND REPEAT QUESTIONS FOR OTHER AD IDEAS. 

•	 Preference:  Ask each participant to vote on which ad they liked best.  Recap each of 
the concepts/ad ideas VERY BRIEFLY, if needed.  

•	 Overall did you like these ideas/ads the same, or was there one that you liked better than 
the others? (Explore reasons why.)   

CHECK WITH OBSERVERS/STAFF FOR ADDITIONAL QUESTIONS. 

THANK PARTICIPANTS FOR THEIR HELP AND CLOSE GROUP. 
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VERB™ 
Sample Moderator Guide for Focus Groups with Parents 

This moderator guide is intended as a sample to demonstrate the typical process and questions used 
for concept and message testing by VERB™ in developing messages specifically for parents of 
tweens.  The guide was developed based on principles of focus group practice (see David L. Morgan 
(1998) The Focus Group Guidebook.  Thousand Oaks, CA:  Sage.).  Each section of this guide 
presents a question to address the underlying topic (e.g., “Overall reaction and message”) with 
suggested question wording and probes.  Moderators were given the flexibility to adapt questions to 
match the vernacular of participants in each focus group or interview, to respond appropriately to the 
group dynamics, and to add to the depth of information gathered through the process.  This guide is 
provided as a sample.  Although this guide may be adapted, consideration needs to be given to the 
suitability of this instrument relative to the overall goals and research questions of projects for which it 
is being adapted. 

1. INTRODUCTION AND WARM-UP  


• Welcome: The purpose of this study is to talk about new advertising ideas directed to parents like 
you who have kids in grades 4 through 7.  We are interested in hearing what you think of these 
ideas.  It is important for us to discuss your impression as a parent.  There are no right or wrong 
answers.  Know that your answers are confidential.  We want to hear everyone’s opinion, but you 
don’t have to answer a question if you don’t want to.  There are some people on the other side of 
the mirror who are interested in hearing your ideas.  They are helping me by taking notes so that I 
don’t forget the important things you tell me. [Include all elements as required for Human Subjects 
approval.] 

• Respondent introduction: Your name, occupation, favorite hobby, ages of your kids. [After 
introductions, remind parents that for this group, we are interested in hearing their impressions as 
parents of 9- to 13[year olds.] 

2. PARENT AD IDEAS 

Explain process: I am going to show you some television, radio, and print concepts directed at 
parents.  They are ideas that are not “finished” yet and may still have some changes made before 
being made into radio or print ads—that’s where you come in! I need to hear what your 
impressions are as a parent of a 9- to 13-year-old.  To finish the commercial, we will need to 
reproduce it with real actors.  

Rotation: For each group, rotate the order of the television, radio, and print ad ideas.  There may 
be multiple ad ideas per concept.  Rotate the concepts and ad ideas within concepts for each 
focus group.   

Note: It is most important that we understand whether participants understand the message, think 
it is relevant to them, and are motivated to encourage their children to be more physically active.  
Less time can be spent probing on likes and dislikes for each ad idea since this information 
usually comes up in other parts of the discussion. 
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3. 	 FOR EACH AD IDEA: 

SHOW FIRST AD IDEA AND ASK: 

•	 Initial reactions: 

•	 What do you think?  

•	 What is your first reaction? 

•	 What went through your mind as you were listening to this ad? (Probe: top-of-mind 
impressions and overall appeal) 

•	 Communication: 

•	 What is the main message in this ad? 

•	 What gave you that idea?  

•	 How do you feel about that message?  

•	 What is the ad telling you as a parent?  

•	 Are there any other messages?  

•	 Did the message grab your attention?  Why or why not? 

•	 Likes: 

•	 What, if anything, do you like about the ad?   

•	 How does it make you feel as a parent? 

•	 Dislikes: 

•	 What, if anything, do you not like about the ad?   

•	 Is there anything confusing or hard to understand?  

•	 Is there anything about this idea that turns you off, or upsets you, as a parent? 

Now we are going to see another radio ad that is similar to the one you just saw.   

SHOW EACH SUBSEQUENT AD IDEA AND ASK: 

•	 Initial reactions: 

•	 What do you think?  

•	 What is your first reaction? 

•	 What went through your mind as you were listening to this ad? (Probe: top-of-mind 
impressions and overall appeal) 

•	 Communication: 

•	 What is the main message in this ad? 

•	 What gave you that idea?  

•	 How do you feel about that message?  

•	 What is the ad telling you as a parent?  

•	 Are there any other messages?  

•	 Did the message grab your attention?  Why or why not? 
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REPEAT UNTIL ALL AD IDEAS FOR THAT CONCEPT HAVE BEEN SHOWN. 

ONCE ALL AD IDEAS HAVE BEEN SHOWN, ASK PARTICIPANTS TO THINK ABOUT ALL AD 
IDEAS TOGETHER AND ASK: 

•	 Relevance: 

•	 Whom do you think this ad is meant for?   

•	 Whom is it talking to? (Probe: You?  A particular type of parent?  Families with certain 
types of kids?) 

•	 Motivation: 

•	 After listening to this ad, what ideas does it give you for ways that parents/guardians can 
influence their kids?   

•	 What is it in the ad that makes you say that/feel that way?   

•	 Are these new ideas or do they reinforce things you are already doing? (Probe: Is this ad 
asking for you to be more active WITH your child, or is it asking for your child to be more 
active, or both?) 

• 

REPEAT FOR EACH CONCEPT. 

3. 	Summary 

•	 Ask each participant to vote on which ad they liked best.  Recap each of the concepts VERY 
BRIEFLY, if needed. 

•	 Overall, did you like each idea the same or was there one you liked better than the other? 
(Explore for reason(s) why) 

CHECK WITH OBSERVERS/STAFF FOR ADDITIONAL QUESTIONS. 

THANK PARENTS FOR THEIR HELP AND CLOSE GROUP. 
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Lessons Learned from VERB™: 

Findings for General Market Tweens and their Parents 

Formative audience testing has been a critical component of the VERB™ 
campaign’s development, driving the content, tone, and implementation of VERB. Before 
new advertising is launched, concept testing is conducted to validate the communication 
strategy and aid in the selecting concepts that resonate strongly with the target audience 
and ensure messages are acceptable, understandable, culturally appropriate, and 
motivating. After an advertising concept is produced, message testing is conducted to 
explore the target audience’s reactions to specific concepts; to determine which messages 
the target audience finds understandable, relevant, appealing, unique, and motivating; and 
to identify anything that is confusing or controversial.  Though much of this information 
gleaned from the testing is specific to each ad, these data contain a wealth of valuable 
information about key target audiences — tweens and parents — that can be used to help 
shape other health communication efforts on physical activity.     

Two reviewers from the VERB evaluation team independently analyzed 
qualitative investigation reports from the concept and message testing to identify 
recurrent themes and recommendations within each audience segment.  In this report, 
findings will be presented for the general market campaign targeting tweens and their 
parents. Health communication practitioners can use these findings to assist them in 
developing more effective and appropriate messages that encourage physical activity 
among youth.   

Findings for General Market Tweens and their Parents 

The following thematic summary is generated from focus groups, dyadic 
interviews, and individual interviews with children aged 9–13 years and their parents.  
The interviews were conducted as part of the message development of the VERB 
campaign.  These themes were derived from the reports from 17 rounds of qualitative 
data collection conducted between June 2002 and September 2005.  The reports covered 
both concept and message testing for ads and promotions promoting physical activity 
among tweens (children aged 9–13 years) and their parents and from consumer testing to 
develop the campaign’s tween-targeted Web site.  Table 1 summarizes participant 
characteristics and methods for each investigation. Participants took part in focus groups 
or in-depth interviews in which they shared their responses to television, print and radio 
ads, promotional ideas, or the Web site. These reports were analyzed for their 
overarching themes and concepts and are presented here.  It is our hope that these 
findings can be used to develop concepts and messages that promote physical activity 
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among tweens and their parents, leading to more tween-centric messaging and effective 
physical activity promotion. 

Please Note:  Qualitative techniques have certain limitations.  These investigations are 
exploratory in nature; that is, they are used to stimulate dialogue, elicit a range of 
responses, generate ideas, and drive message development.  Because of the limited 
number of participants, unstructured questioning procedures, and the potential for one 
respondent's opinions to influence those of others, the formative investigation findings 
reported here should not be considered conclusive or generalizeable.  The findings 
contained in this report represent insights gleaned from four years of qualitative 
investigations for developing physical activity campaign messages.  When applying them 
within your community and situation, the findings should be viewed within the context of 
their limitations. 

Table 1.  Methods & Participant Characteristics 

Location & Date Method* 

Number of 
Interviews or 

Groups 
Conducted 

Target 
Audience 

Length of 
Interview/focus 

group 
Englewood, NJ 

Atlanta, GA 

June 2002 

Friendship 
pair in-depth 
interview 

35 pairs 4th – 7th grade 
girls & boys 

60 minutes 

Recruited from 
across the US 

June 2002 

Telephone 
focus group 

11 Moms of 4th – 
7th grade girls 
& boys 

60 minutes 

Recruited from 
across the US 

June 2002 

Telephone 
focus group 

11 Moms of 4th – 
7th grade girls 
& boys 

60 minutes 

Oak Park, IL 

September 2002 

In-depth 
Interview 

15 6th & 7th grade 
boys & girls 

60 minutes 

Focus group 9 4th – 7th grade 
girls & boys 

60 minutes 
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Location & Date Method* 

Number of 
Interviews or 

Groups 
Conducted 

Target 
Audience 

Length of 
Interview/focus 

group 
Oak Park, 

IL 
In-depth 
interview 

12 6th & 7th grade 
girls & boys 

45 minutes 

October 2002 
Focus group 12 4th – 7th grade 

girls & boys 
60 minutes 

Atlanta, GA 

December 2002 

In-depth 
interview 

11 6th & 7th grade 
girls & boys 

45 minutes 

Focus group 9 4th – 7th grade 
girls & boys 

60 minutes 

Focus Group 4 Moms of 4th – 
7th grade girls 
& boys 

60 minutes 

Houston, TX 
Los Angeles, CA 

April 2003 

In-depth 
interviews/ 
ethnographies 

11 4th – 7th grade 
girls & boys 

2 hours 

Mini focus 
group 

5 4th – 7th grade 
girls & boys 

90 minutes 

Chicago, IL 
New York, NY 

April 2003 

Mini focus 
group 

6 

~40 

~40 

4th – 7th grade 
girls & boys 

4th – 7th grade 
girls & boys 

Parents of girls 
& boys in 
grades 4 - 7 

90 minutes 

Varied 

Varied 

San Francisco, 
CA 

In-depth 
interview 

4 6th & 7th grade 
girls & boys 

60 minute 

April-May 2003 
Mini focus 
group 

10 4th – 7th grade 
girls & boys 

60 minutes 

Mini focus 
group 

4 Moms of 4th – 
7th grade girls 
& boys 

60 minutes 
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Location & Date Method* 

Number of 
Interviews or 

Groups 
Conducted 

Target 
Audience 

Length of 
Interview/focus 

group 

Chicago, IL 

August 2003 

In-depth 
interview 

18 6th & 7th grade 
girls & boys 

60 minutes 

Chicago, IL 

July 2003 

In-depth 
interview 

8 6th & 7th grade 
girls & boys 

60 minutes 

Mini focus 
group 

12 4th – 7th grade 
girls & boys 

60 minutes 

Mini focus 
group 

8 Moms of 4th – 
7th grade girls 
& boys 

60 minutes 

Oak Park, IL 

February 2004 

Mini focus 
group 

6 4th – 8th grade 
girls & boys 

75 minutes 

Oak Park, IL 

February 2004 

In-depth 
interview 

12 4th – 7th grade 
girls & boys 

45 minutes 

Triad 
interviews 

4 4th – 7th grade 
girls & boys 

60 minutes 

Chicago, IL 

April 2004 

Focus group 6 5th – 8th grader 
girls & boys 

60 minutes 

Chicago, IL 
New York, NY 

July 2005 

Friendship 
pair in-depth 
interview 

14 4th – 7th grade 
girls & boys 

60 minutes 

Chicago, IL 

August 2005 

Mini focus 
group 

8 4th – 8th grade 
girls & boys 

75 minutes 
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Location & Date Method* 

Number of 
Interviews or 

Groups 
Conducted 

Target 
Audience 

Length of 
Interview/focus 

group 

Chicago, IL 

September 2005 

Focus group 4 6th & 7th grade 
girls & boys 

60 minutes 

* Focus groups comprised at least 6 participants; mini-focus groups comprised 4 
participants; and in-depth interviews were conducted one-on-one, or in pairs or triads.  

Thematic Summary of General Market Tweens and Their 
Parents Findings 

9	 Physical Activity messages should generate feelings of happiness, fun, and 
the excitement of being active. 

Messages should appeal to a broad range of youth, including low active and high 
or moderately active youth.  Messages should promote the behaviors sought by a 
physical activity campaign for youth and use images and audio cues that convey 
happiness, excitement, and fun about being physically active.  Mothers responded 
favorably to messages about physical activity’s contribution to a child’s success 
in other areas of life. 

9	 Ads should feature a mixture of friendly competitive sports and individual 
physical activities. 

Showing just competitive sports leaves low active youth feeling that physical 
activity is not for them.  Friendly neighborhood pick-up games appeal to all 
youth. Depicting innovative activities or creating new activities entices tweens to 
try being physically active.  Showing a variety of physical activities allows 
children to express their own personalities and creativity through physical 
activity. Parents of tweens were especially supportive of the concept of “try new 
activities” so that their children don’t resort to sedentary indoor activities if they 
get bored with one or two outdoor activities.  Ads also should depict activities that 
have year-round appeal. 

9 Include in messages the range of benefits that physical activity provides. 
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Mothers responded favorably to ads that demonstrated the relationship between 
physical activity and the child’s future success and its positive impact on the 
physical, mental, academic, social, and moral development of youth.  Moms 
responded favorably to messages which noted that physical activity helps builds 
self-esteem and leadership skills.   

9	 Ads should create a feeling of inclusion. 

Showing tweens of different races, genders, body types, and of different abilities, 
including people with disabilities, conveys that being physically active is fun for 
everyone. Moms of tweens preferred ads that showed parents and families being 
active together, if one of the campaign’s goals is to get parents to be active with 
their children. Moms preferred ads which included fathers as well as mothers, to 
indicate their belief that getting tweens physically active is the responsibility of 
both parents. Moms suggested that depicting being active together as a family 
reinforces and supports increased tween physical activity by role modeling and 
making this a family priority that everyone is part of.  They also pointed out that 
everyone benefits from this strategy in terms of improved communications, 
family dynamics, and physical health.  

9	 Be careful to avoid gender bias. 

Ads that show both boys and girls actively playing together are more likely to 
appeal to both genders. Avoid depicting physical activities generally associated 
with boys by using only male actors in the ads; similarly, avoid depicting physical 
activities typically associated with girls using only female actors.  For team 
sports, show friendly neighborhood co-ed teams playing.  Even a perception of 
gender bias may distract the audience from the intended message.  Differences do 
exist between tween girls and boys, and these differences are reflected in their 
preferences for words, images, and activities.  It is important to understand these 
differences and to seek a middle ground whenever possible. 

9	 For an ad to be effective, all characteristics and elements of the ad must 
reinforce the intended message and behaviors.  

As physical activity is fun, the narrative, images, logo, music, and colors should 
all be positive, upbeat, and bright. Tweens responded well to a positive message 
(try this) and less well to a negative message (don’t do this).  Show kids that are 
happy and having fun. Tweens also responded well to ads that showed different 
high energy level activities. Tweens want to hear real kids speaking, not just 
adults. The voiceover should convey high energy and excitement, matching the 
ad’s visual cues. 
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9	 Tweens and parents are comforted when they are made aware that they are 
“not alone.” 

Tweens and parents responded favorably to ads that showed other people 
experiencing similar barriers to being physically active, such as fatigue, guilt, or 
feeling unsure of themselves.  Tweens and parents believed they were more likely 
to try a new physical activity if they knew that there are others who felt as they 
have, and have succeeded in having fun by trying something that is physically 
active and fun. 

9	 Messages should convey a single unified thought. 

Materials that promote physical activity should clearly communicate the intended 
message, without bearing resemblance or alluding to other messages.  Instead 
messages should be singular, presenting a unified thought supported by images 
and sounds. 

9	 An ounce of guilt can be a powerful motivator for parents. 

Parents want to do what is best for their children.  Moms expressed that ads that 
introduce a bit of guilt (e.g., Should I being doing more for my child?) motivate 
them into action.  Too much guilt, however, is  counterproductive. 

9	 The choice of words and names is extremely important to tweens and moms. 

Words and names should capture present day popular youth culture.  Ads should 
be current and in-the-know, and thus are more likely to be heard, even at the risk 
of becoming dated within 6–12 months.  The language used should be realistic for 
how moms speak to kids, and how tweens speak to other tweens.  Make sure that 
words in the ads are easy to read (large enough, clear), and that there aren’t too 
many words.  Kids may not notice or read the tagline on an ad; so the visual 
images in the ads must speak for themselves. 

9	 Make ads edgy, but not over-the-top. 

Tweens, especially boys, like ads, Web sites, and videos that are edgy.  Tween 
boys respond best to things that they think  would be considered edgy among  
children 2–3 years older than themselves.  Tween girls and moms are offended by 
things that are too irreverent—rude, unsportsmanlike, dangerous looking, trash 
talk, being mean, showing disregard for public property, being disrespectful  or 
vulgar. Because campaign ads need to address tween boys and girls, and 
sometimes moms, ads must be edgy, but not too edgy! 
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9	 Tweens and moms enjoy seeing kids play unsupervised or just for the fun of 
it. 

This appeals to mom’s nostalgia that they could raise their children during the 
more carefree, innocent days of their youth. 

Tweens respond very positively to playing just for the fun of it. 

9	 Tween girls and boys, and their moms, want ads to be inspiring. 

Kids respond favorably when ads suggest to them “try your hardest,” “believe in 
yourself” and “never give up.” Empowering children and challenging them to 
visualize their own situations helps tweens, especially low-active tweens, to 
overcome feeling intimidated by an activity and to try it. 

Trying a new activity makes kids feel like they’ve accomplished something, 
building confidence and the willingness to keep on trying other things. 

Tweens and their moms want to be made to feel like they can do more, reach 
higher, be more, and try something new.  One mom shared that “I’ve learned to 
say yes (to my kids), just encouraging them to try new things until they find one 
that they like.” 

Tweens also responded positively to ads that showed kids playing and feeling 
“pumped.”  Tweens responded favorably to ads that empowered them to visualize 
their own situations on their own terms. Tweens also responded favorably to ads 
that suggested that they wouldn’t be judged by others and that encouraged self-
discovery and their own individuality. 

9	 Help moms to avoid over-programming tweens and to overcome barriers. 

Moms are concerned about their children being over-programmed, which taxes 
tweens and moms, adding to everyone’s stress and sense of fatigue.  Moms 
responded favorably to ads that showed flexibility and a range of activities that 
can be done locally. Moms welcomed information about local activities that were 
free or at a very low cost. 

9	 Ads should show tweens using good judgment. 

Moms responded favorably to ads that depicted tweens using good judgment in 
dress, playing in safe areas, and respecting property and those around them.  
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Moms responded negatively to ads that showed activities that tweens might want 
to imitate that could be dangerous or lead to injury.   

9 Show “real kids,” not child actors nor drawings of kids. 

Tweens see themselves best in situations where ads that are done with “real kids,” 
not child actors. Seeing “real kids” having fun being active communicates to 
tweens that these activities are achievable. Tweens also preferred drawings that 
looked realistic. 

9 Celebrities interacting with real kids strengthens ads. 

Tweens liked ads showing celebrities interacting with tweens and depicting 
physical activity as an integral part of their own lives.  Celebrities that come 
across as genuinely liking and being interested in real kids are a value added to 
ads. Celebrities talking at tweens (talking heads, or lecturing) are not well 
received by tweens or moms.   

9 Avoid ads that appear babyish. 

Tweens are transitioning from childhood into becoming teenagers and young 
adults. Ads perceived as being babyish do not appeal to tweens.  Be careful to 
select tweens who do not have babyish voices or appearances for campaign ads.  
It is better to err on the side of more maturity. 

9 Safety first! 

Showing activities performed safely is important for tween girls and tweens’ 
moms.  Depicting an activity that looks dangerous, like skating on cement without 
helmets or other safety equipment did not appeal to tween girls and the moms of 
tween boys and girls. 

9 Humor can be a powerful aid in selling the message to tweens. 

Tweens respond very positively to humor, especially if it has an imaginative twist 
or is a bit quirky. Incorporating humor into ads reinforces the message that 
physical activity is fun. 

9 Help moms overcome obstacles to their kids being more active. 

Moms identified four obstacles making it difficult for their tweens to be more 
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active: safety concerns, income constraints, children’s feelings of self-doubt (“I 
can’t do it as well as others”), and moms’ lack of time and energy.   

9	 A tween-friendly Web site can be a powerful tool for recruiting and engaging 
tweens, for reinforcing messages and for adopting desired behaviors.  

Encourage kids to let their parents know that they’re going to visit your Web site.  
If done somewhat casually, it will be appreciated by parents as supporting their 
desire to know where their kids are going on the Web site, while not challenging 
tweens’ desire for independence. 

It is very important to make the Web site “sticky” without getting tweens glued to 
it, as that would be counterproductive to the goals of physical activity programs.  
For a Web site to be “sticky” (grab and keep the attention of tweens), boys are 
looking for a cool looking and edgy site. Girls want a site to be orderly, neat, and 
easy to get around as well as cool looking.  Be sure to use exciting colors and 
graphics that have movement and surprises.  A Web site needs to have current, 
upbeat music; have video clips and sound effects; and needs to be updated 
frequently to keep it fresh and “sticky.” Tweens love to personalize things on the 
Web site, making it take on their own personalities. Always keep in mind that 
tweens tend to focus on larger visuals in the middle of the screen. 

To make Web sites easy to navigate, use standard web conventions like “back” 
and “forward” buttons, scrolling, and a site map.  Adhere to the heuristic that with 
three clicks, tweens can get anywhere they want to go on the Web site.  Provide 
quick links and downloads. Tweens’ attention span is short—if they can’t get to 
the stuff they’re interested in quickly, they will go elsewhere. 

Use simple, to-the-point descriptors in labeling or naming things (not program 
jargon). If you use jargon, you have to provide definitions or descriptions for new 
users, and this makes a site less “sticky.” Too much narrative will also drive 
tweens away. 

What tweens seek out first and most frequently are games.  Consider building 
messages and content into games to maximize tweens’ exposure.  Tweens also 
respond positively to likeable characters; upbeat music and video clips, especially 
with celebrities; quizzes and polls; fun facts; ideas about physical activity that will 
stimulate their own creativity; and features of the month.  Tweens respond very 
positively to challenges, competitions, incentives, and prizes.   

Tweens appreciate being able to find things to do locally through the Web site.  
Their moms really appreciate being able to find information about what is 
available locally that is either free or low cost, and how to get there. 
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9	 Incentives and prizes can accelerate market penetration and the intensity 
with which tweens engage in a campaign or program. 

Prizes or rewards should reinforce the message and new desired behaviors.  Both 
tween girls and boys are really motivated if they have a choice of prizes, and can 
make a decision about which prize to seek.  Small prizes are sufficient to get 
tween girls’ attention. Tween boys are often looking for larger prizes that “make 
it worth my while.”  Tweens were concerned that others will “cheat the system,” 
and over time cheating can demoralize those that play it straight.  Providing rules 
that make it hard to cheat and make the contest appear more honest appeals to 
tweens. 
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Synthesis of Learning across 3 Years of Concept and Message 
Testing among African American Tweens and Parents 

Formative audience testing has been a critical component of the VERB™ 
campaign’s development, driving its content, tone, and implementation. Before new 
advertising is launched, concept testing is conducted to validate the communication 
strategy and aid in the selection of concepts that resonate strongly with the target 
audience; are acceptable, understandable, culturally appropriate, and motivating; and 
have few unintended effects. After an advertising concept is produced, message testing is 
conducted to explore the target audience’s reactions to specific concepts; to determine 
which messages the target audience finds understandable, relevant, appealing, unique, 
and motivating; and to identify anything that is confusing or controversial.  Though much 
of this information gleaned from the testing is specific to each ad idea, these data contain 
a wealth of valuable information about key target audiences— tweens and parents— that 
can be used to help shape other health communication efforts on physical activity.     

Two reviewers from the VERB evaluation team independently analyzed 
qualitative investigation reports from both the concept and message testing to identify 
recurrent themes and recommendations among each audience segment.  In this report, 
findings are presented for African American, Hispanic/Latino, Asian American, and 
American Indian tweens, their parents, and other adult influencers.  Health 
communication practitioners can utilize these findings to assist them in developing more 
effective, culturally competent, and appropriate messages that encourage physical activity 
among youth.   

Findings for African American Audiences 

The following thematic summary is generated from focus groups and individual 
interviews with African American children and their parents that were conducted as part 
of the VERB campaign’s message development process.  These themes  were derived 
from the reports that were generated from five rounds of qualitative data collection 
conducted between September 2002 and May 2004.  The reports covered both concept 
and message testing for ads promoting physical activity among tweens (children aged 9–3 
years) and their parents/influencers. Table 1 summarizes participant characteristics and 
methods for each investigation. Participants took part in focus groups or in-depth 
interviews in which they shared their responses to the ideas for each television, print, and 
radio ad. The resulting reports were then analyzed for their overarching themes and 
concepts, which are presented here.  It is our hope that these findings can be used to 
support and inform the development of concepts and messages that promote physical 
activity among African American tweens and encouragement from their parents to be 
physically active, leading to more culturally sensitive messaging and effective physical 
activity promotion for this audience. 
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Please note:  Qualitative techniques have certain limitations.  These investigations are 
exploratory in nature; that is, they are used to stimulate dialogue, elicit a range of 
responses, generate ideas, and drive message development.  Because of the limited 
number of participants, unstructured questioning procedures, and the potential for one 
respondent's opinions to influence those of other respondents, the formative investigation 
findings reported here should not be considered conclusive or generalizeable.  The 
findings contained in this report represent insights gleaned from 3 years of qualitative 
investigations for the development of messages for a physical activity campaign.  When 
applying these findings within your community and situation, they should be viewed 
within the context of their limitations. 

Table 1. Methods and Participant Characteristics 

Location and 
Date 

Method* Number 
Conducted 

Target 
Audience 

Length of 
Interview/Focus 

Group 

Philadelphia, 
PA 

September 
2002 

In-depth 
interview 

9 4th - 7th grade 
girls and boys 

20 minutes 

Mini focus 
group 

2 Mothers of 
4th–7th grade 
girls and boys 

30 minutes 

Focus group 2 Mothers of 
4th–7th grade 
girls and boys 

30 minutes 

Atlanta, GA 

July 2002 

Focus group 4 6th and 7th 
grade girls 
and boys 

90 minutes 

In-depth 
interview 

8 6th – and 7th 
grade girls 
and boys 

45 minutes 

Telephone 
Focus group 

3 Mothers of 
children ages 
9–12 years 

75 minutes 

Chicago, IL Mini focus 
group 

12 6th -7th grade 
girls and boys 

1 hour 

June 2003 Mini focus 
group 

4 Mothers of 4th 
- 7th grade 
girls and boys 

1 hour 
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Los Angeles, 
CA 

August 2003 

In-depth 
interview 

10 4th - 7th grade 
girls and boys 

30 minutes 

Mini focus 
group 

4 Mothers of 
4th–7th grade 
girls and boys 

30 minutes 

Los Angeles, 
CA 

Focus group 2 Mothers of 
4th–7th grade 
girls and boys 

1.25 hours 

March 2004 
Focus group 2 Male adult 

influencers 
1.25 hours 

Los Angeles, 
CA 

May 2004 

Focus group 1 Mothers of 
female tweens 

1 hour 

Focus group 1 Mothers of 
male tweens 

1 hour 

Focus group 1 Male adult 
influencers 

1 hour 

Focus group 1 Male adult 
influencers 

1 hour 

* Focus groups comprised at least six participants; mini focus groups comprised four 
participants; and in-depth interviews were conducted one-on-one.  
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Thematic Summary of African American Findings 

9 Use audio and visual cues that convey an upbeat, positive tone. 

African American tweens and parents responded favorably to ads that generated feelings 
of happiness, fun, and the excitement of being active!  Tweens cited physical activity as a 
way to combat boredom and requested that ads featuring children show them smiling, 
laughing, and with a carefree demeanor.  Parents were also attracted to the sight and 
sound of happy children. Tween audiences were inspired the most by ads with upbeat 
music (e.g., rap music) and print ads with bold, bright colors.  Parents also mentioned that 
ads should use bright, “vibrant” colors as a way of reinforcing a positive tone, adding that 
dull colors do not match the positive message of being physically active.     

9 Messages should be clear and easy to understand. 

Messages that resonated strongest with African American tweens and their parents were 
those that achieved a certain degree of clarity and simplicity that made it easy to interpret 
their meanings.  To reach this level of clarity, ads promoting physical activity should 
clearly display activities so that audiences can identify the activity and how it is 
performed. Audio cues should support video cues so that they work together to portray 
the main message of the ad.  Messages should be singular, presenting a unified thought 
supported by images and sounds.  Additionally, narrators should speak slow enough to be 
understood, but without using a dull, boring tone.   

9 Advertisements are more effective when audiences can personally identify 
with them. 

It is important for African American tweens to be able to identify with the activities and 
environments depicted in ads.  Tweens identified best with ads that demonstrated 
activities they could actually do.  They enjoyed seeing new activities and activities that 
were familiar, such as those they might do on a daily basis.  However, tween audiences 
emphasized a preference for seeing new activities that were realistic, particularly with the 
imagery used.  For example, one respondent asked, “How can you twist and run at the 
same time?”  Tweens also pointed out when parks or playgrounds in ads did not look 
typical of those in their neighborhoods.  Similarly, parent audiences believed that ads 
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should be capable of making them imagine their children doing what the children in the 
ads do. Like tween respondents, they also expressed the need to see communities like 
their own featured in ads. However, parents responded negatively to ads that perpetuated 
stereotypes by portraying African American communities as low income or poverty 
stricken. 

9 Avoid messages that may lead to violence. 

Troubleshoot all ads that may contain images or situations that could potentially lead to 
violence or injury among tween audiences.  African American tween respondents who 
viewed print ads observed several subtle actions and situations that they indicated could 
motivate their peers to fight or become otherwise violent.  This was most apparent when 
tweens believed that one’s personal space was somehow being violated.  For example, 
they quickly identified a child tapping another child on the shoulder and on the head as 
potentially leading to a fight. Another ad that demonstrated an alternative use of a 
neighborhood basketball court also generated a negative response, because tweens often 
have to compete with older youth and adults for space on courts.  Alternatively, tweens 
had an overwhelmingly positive response to ads that showed groups of children playing 
together peacefully. 

9 Avoid physical activities that appear dangerous. 

African American parents and tweens were both concerned with ads that depicted 
dangerous activities, such as break-dancing on concrete. Several tweens responded 
negatively to ads that promoted swimming:  some of the tweens feared drowning  or 
holding their breath; whereas others thought that swimming required too much skill. It is 
unknown whether the children who participated in this focus group had not learned to 
swim or did not consider themselves to be strong swimmers.  Parents also responded 
unfavorably to ads that depicted dangerous situations, such as going to the park alone, but 
they appreciated ads that showed children being supervised by an adult.   

9 Messages should promote individuality. 

African American tweens liked ads that inspired their freedom of choice and preserved 
their individuality. Ads that used a variety of physical activities in which tweens were 
encouraged to pick their own games produced positive responses from tween participants.  

5 



They liked games that let them have their own unique style.  In addition, tweens felt 
empowered by these activities, contrasting them with games that required them to be told 
what to do, such as “Simon Says.”   

9 Guilt as a motivator for encouraging physically active? 

Ads that used guilt to motivate parents to encourage their children to be physically active 
generated two types of responses. For some parents, it was a positive motivator, letting 
them know that just because they may have been unsuccessful in the past in getting their 
children active, they should try again and not give up. Other parents, however, felt like 
they had to defend their level of involvement with their children.  Several participating 
parents responded favorably to messages that stimulated self-reflection.    

9 Make sure that ads are age and gender appropriate. 

Ads developed for tween audiences should appeal to both girls and boys. African 
American tween respondents distinguished between girl and boy activities and games. 
Tweens and parents responded negatively when ads used language or depicted activities 
that were not age appropriate.  For example, “crawling” and “sliding” received a negative 
response from tweens and were viewed as activities for little children.  Parents were 
concerned by ads promoting activities that they believed were too mature for their 
children or were potentially sexually explicit.  African American moms were especially 
apprehensive about ads that promoted certain dances and movements that might lead to 
“dirty dancing” or have negative sexual implications, particularly for girls.   
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Synthesis of Learning across 3 Years of Concept and Message 
Testing among American Indian Tweens and Parents 

Formative audience testing has been a critical component of the VERB™ 
campaign’s development, driving its content, tone, and implementation. Before new 
advertising is launched, concept testing is conducted to validate the communication 
strategy and aid in the selection of concepts that resonate strongly with the target 
audience; are acceptable, understandable, culturally appropriate, and motivating; and 
have few unintended effects. After an advertising concept is produced, message testing is 
conducted to explore the target audience’s reactions to specific concepts; to determine 
which messages the target audience finds understandable, relevant, appealing, unique, 
and motivating; and to identify anything that is confusing or controversial.  Though much 
of this information gleaned from the testing is specific to each ad, these data contain a 
wealth of valuable information about key target audiences—tweens and parents— that 
can be used to help shape other health communication efforts on physical activity.   

Two reviewers from the VERB evaluation team independently analyzed 
qualitative investigation reports from both the concept and message testing to identify 
recurrent themes and recommendations among each audience segment.  In this report, 
findings are presented for the African American, Hispanic/Latino, Asian American, and 
American Indian tweens, their parents, and other adult influencers.  Health 
communication practitioners can utilize these findings to assist them in developing more 
effective, culturally competent, and appropriate messages that encourage physical activity 
among youth.   

Findings for American Indian Audiences 

The following thematic summary is generated from focus groups and individual 
interviews with American Indian tweens and their parents that were conducted as part of 
the VERB campaign’s message development process. These themes were derived from 
the reports that were generated from five rounds of qualitative data collection conducted 
between August 2002 and September 2004. The reports covered both concept and 
message testing for ads promoting physical activity among tweens (children aged 9–13 
years) and their parents. Table 1 summarizes participant characteristics and methods for 
each investigation. Participants took part in focus groups or in-depth interviews in which 
they shared their responses to television, print, and radio ads.  The resulting reports were 
then analyzed for their overarching themes and concepts and are presented here.  It is our 
hope that these findings can be used to support and inform the development of concepts 
and messages that promote physical activity among American Indian tweens and 
encouragement from their parents to be physically active, leading to more culturally 
sensitive messaging and effective physical activity promotion for this audience.     

Please note:  Qualitative techniques have certain limitations.  These investigations are 
exploratory in nature; that is, they are used to stimulate dialogue, elicit a range of 
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responses, generate ideas, and drive message development.  Because of the limited 
number of participants, unstructured questioning procedures, and the potential for one 
respondent's opinions to influence those of other respondents, the formative investigation 
findings reported here should not be considered conclusive or generalizeable.  The 
findings contained in this report represent insights gleaned from 3 years of qualitative 
investigations for the development of messages for a physical activity campaign.  When 
applying these within your community and situation, they should be viewed within the 
context of their limitations. 

Table 1. Methods and Participant Characteristics 

Location and 
Date 

Method Number 
Conducted 

Target 
Audience 

Length of 
Interview/Focus 

Group 

Billings, MT Focus group 2 (1 in each 
city) 

6th and 7th 
grade girls 

45 minutes 

August 2002; Focus group 2 (1 in each 
city) 

6th and 7th 
grade boys 

45 minutes 

In-depth 
interview 

4 (all in 
Billings) 

6th and 7th 
grade girls 

30 minutes 

Albuquerque, 
NM 

August 2002 

In-depth 
interview 

6 (3 in each 
city) 

6th and 7th 
grade boys 

30 minutes 

Focus group 3 (2 in 
Albuquerque; 
1 in Billings) 

Parents of at 
least  1 low-

activity tween 

90 minutes 

Telephone 
Focus group 

1 Moms of at 
least  1 low-

activity tween 

60 minutes 

Greenbay, 
WI 

October 2002 

In-depth 
interview 

4 6th and 7th 
grade girls 

30 minutes 

In-depth 
interview 

1 6th and 7th 
grade boys 

30 minutes 

In-depth 
interview 

2 4th and 5th 
grade boys 

30 minutes 

In-depth 
interview 

2 4th and 5th 
grade girls 

30 minutes 

Focus group 3 Parents 1 hour 

2 



Tulsa, Ok 
June 2003; 

Seattle, WA 

June 2003 

In-depth 
interview 

4 6th and 7th 
grade girls 

30 minutes 

In-depth 
interview 

1 6th and 7th 
grade girls 

30 minutes 

In-depth 
interview 

4 4th and 5th 
grade boys 

30 minutes 

In-depth 
interview 

4 4th and 5th 
grade girls 

30 minutes 

In-depth 
interview 

5 6th and 7th 
grade boys 

30 minutes 

In-depth 
interview 

4 6th and 7th 
grade girls 

30 minutes 

Focus group 9 groups Parents: 30 minutes 

Leech Lake, 
MN 

July 2004 

Focus group 4 3 groups of 
mothers 

1.5 hours 

Focus group 4 1 group of 
fathers 

1.5 hours 

Cass Lake/ 
Bemidji, MN 

Mini focus 
group 

(telephone) 

2 Parents 30 minutes 
groups 

September 
2004 

In-depth 
interview 

(telephone) 

1 Parents 30 minutes 
groups 

* Focus groups comprised at least six participants; mini focus groups comprised four 
participants; and in-depth interviews were conducted one-on-one.  
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Thematic Summary of American Indian Findings 

 Use action to promote physical activity. 

American Indian parents and tweens responded more favorably to ads that used sounds 
and images that projected action.  Sounds of children laughing and playing were easily 
understood. The tweens especially enjoyed seeing other children having fun being active.  
Alternatively, respondents were often confused when ads used spokespeople and 
characters that were merely talking or standing still to promote the concept of being 
active. Participants were also sensitive to narrator attributes, noting, for example, when 
narrators sounded bored. Narrators should use words that express action and speak with 
an upbeat tone that projects the excitement of being active. 

 Cultural elements help to target the message to the audience. 

Both parents and tweens responded favorably to sights and sounds that highlighted 
American Indian culture. Several respondents believed that most ads they see tend to 
target other ethnic groups and not address American Indians. Respondents appreciated 
ads containing American Indian imagery and cultural elements. Parents and tweens liked 
the sound of American Indian-style drumming heard in the background of audio ads. 
Tweens responding to radio ads preferred narrators who sounded American Indian and, 
for print ads, liked seeing shawl dancing and pow wows, traditional American Indian 
activities – included in the variety of activity ideas displayed in print ads. These cultural 
elements helped them understand that ads were made specifically for American Indian 
audiences. 

 Avoid being stereotypical. 

While American Indian cultural elements are appreciated, ads should be balanced so as 
not to be perceived as promoting American Indian stereotypes.  Respondents appreciated 
seeing American Indians in both traditional and modern dress.  They were also 
particularly averse to ads that strongly associated American Indians with negative 
characteristics, such as being obese. Ads that are overly aggressive in targeting 
American Indians can be interpreted as threatening.    
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 Family togetherness strengthens the message.

 Parents praised ads depicting strong family interactions.  They also enjoyed ads having a 
parental presence because these images reinforced the idea that American Indian parents 
have an influence on their children’s daily lives.  Multigenerational images, such as an 
elder training a child in traditional American Indian physical activities, were also highly 
admired.  Such images evoked a sense of nostalgia among parents, reminding them of 
childhood moments with their families.  Although images of family togetherness may 
motivate parents to encourage their children to be physically active, ads intended for 
children that feature adults might mistakenly be interpreted as targeting adult audiences.    

 Many parents enjoy images of nature. 

Parents responded positively to ads featuring images of nature, such as mesas and 
mountains. These images grabbed their attention and generated a calming effect.  Words 
used to describe landscape images and images of nature included “relaxing,” “quiet,” and 
“calm.” However, this calming effect did not necessarily motivate parents to encourage 
their children to be physically active. 

 Messages should convey a single unified thought. 

Materials that promote physical activity should clearly communicate the intended 
message, without resembling or alluding to other messages.  For instance, several parents 
and tweens interpreted physical activity ads as “Say no to drugs” messages.  Instead, 
messages should be singular, presenting a unified thought supported by images and 
sounds. Special vigilance should also be given to images or concepts that could be 
interpreted negatively, especially those that resemble images associated with historical 
oppression and other assaults on American Indian culture. 

 Colors are attractive! 

Both parents and tween respondents preferred images containing bright colors, colors 
found in nature (e.g., “sky blue”), and shades common in American Indian culture, such 
as indigo. Tweens were particularly attracted to bright colors like neon blue.  Parents 
also enjoyed these colors, but were more attracted to warm colors and colors that 
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reminded them of nature.  For example, parents often said that yellow reminded them of a 
warm sunrise or sunset.   

Show a variety of activities! 

Parents and tweens responded favorably to ads that showed a variety of sports and other 
physical activities. They liked both conventional activities, such as playing basketball 
and bike riding, but also liked depiction of activities evoking American Indian traditions, 
including fishing, dancing, and playing games such as stick and hoop.  Tweens also liked 
seeing new games that they never thought to try and activities that they already like to do.  
Parents appreciated ads that gave new ideas for activities that they could encourage their 
children to do, as well physical activities that they could do as a family.   
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Synthesis of Learning across 3 Years of Concept and Message 
Testing among Asian American Tweens and Parents 

Formative audience testing has been a critical component of the VERB™ 
campaign’s development, driving its content, tone, and implementation.  Before new 
advertising is launched, concept testing is conducted to validate the communication 
strategy and aid in the selection of concepts that resonate strongly with the target 
audience; are acceptable, understandable, culturally appropriate, and motivating; and that 
have few unintended effects. After an advertising concept is produced, message testing is 
conducted to explore the target audience’s reactions to specific concepts; to determine 
which messages the target audience finds understandable, relevant, appealing, unique, 
and motivating; and to identify anything that is confusing or controversial.  Though much 
of this information gleaned from the testing is specific to each ad, these data contain a 
wealth of valuable information about key target audiences—tweens and parents—that can 
be used to help shape other health communication efforts on physical activity.   

Two reviewers from the VERB evaluation team independently analyzed 
qualitative investigation reports from both the concept and message testing to identify 
recurrent themes and recommendations among each audience segment.  In this report, 
findings are presented for the African American, Hispanic/Latino, Asian American, and 
American Indian tweens, their parents, and other adult influencers.  Health 
communication practitioners can utilize these findings to assist them in developing more 
effective, culturally competent, and appropriate messages that encourage physical activity 
among youth.   

Findings for Asian American Audiences 

The following thematic summary is generated from focus groups and individual 
interviews with Asian American tweens and their parents that were conducted as part of 
the VERB campaign’s message development process. These themes were derived from 
the reports that were generated from five rounds of data collection conducted between 
July 2002 and May 2004. The reports covered both concept and message testing for ads 
promoting physical activity among tweens (children aged 9–13 years) and their parents.  
Table 1 summarizes participant characteristics and methods for each investigation. 
Participants took part in focus groups or in-depth interviews in which they shared their 
responses to television, print, and radio ads.  The resulting reports were then analyzed for 
their overarching themes and concepts, which are presented here.  It is our hope that these 
findings can be used to support and inform the development of concepts and messages 
that promote physical activity among Asian American tweens and encouragement from 
their parents to be physically active, leading to more culturally sensitive messaging and 
effective physical activity promotion for this audience.     

Please note:  Qualitative techniques have certain limitations.  These investigations are 
exploratory in nature; that is, they are used to stimulate dialogue, elicit a range of 
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responses, generate ideas, and drive message development.  Because of the limited 
number of participants, unstructured questioning procedures, and the potential for one 
respondent's opinions to influence those of other respondents, the formative investigation 
findings reported here should not be considered conclusive or generalizable.  The 
findings contained in this report represent insights gleaned from 3 years of qualitative 
investigations for the development of messages for a physical activity campaign.  When 
applying these findings within your community and situation, they should be viewed 
within the context of their limitations. 

Table 1. Methods and Participant Characteristics 

Location and 
Date 

Method Number 
Conducted 

Target 
Audience 

Length of 
Interview/Focus 

Group 

Los 
Angeles, 

CA 

Focus group 1 4th and 5th 
grade boys 

75 minutes 

Focus group 2 6th and 7th 
grade boys 

75 minutes 

Focus group 1 4th and 5th 
grade girls 

75 minutes 

July 2002 
Focus group 2 6th and 7th 

grade girls 
75 minutes 

Focus group 1 Asian Indian 
mothers (in 
English) 

1 hour 

Focus group 1 Filipino 
mothers (in 
English) 

1 hour 

Focus group 1 Vietnamese 
mothers (in 
English) 

1 hour 

Focus group 1 Chinese 
mothers (in 
Mandarin) 

1 hour 

Focus group 1 Korean fathers 
(in Korean) 

1 hour 

Pasadena, In-depth 
interview 

2 6th and 7th 
grade girls 

20 minutes 
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CA In-depth 
interview 

3 6th and 7th 
grade boys 

20 minutes 

In-depth 
interview 

2 4th and 5th 
grade boys 

20 minutes 

September-
October 

2002 

In-depth 
interview 

3 4th and 5th 
grade girls 

20 minutes 

Focus group 1 Filipino 
mothers (in 
English) 

45 minutes 

Focus group 1 Vietnamese 
mothers (in 
English) 

45 minutes 

Focus group 1 Chinese 
mothers (in 
Mandarin) 

45 minutes 

Focus group 1 Korean fathers 
(in Korean) 

45 minutes 

Los 
Angeles, 

CA 

Focus group 2 Filipino/Asian 
Indian mothers 
(in English) 

1 hour 

Focus group 2 Chinese 
mothers (in 
Mandarin) 

1 hour 

June 2003 
Focus group 2 Vietnamese 

mothers (in 
English) 

1 hour 

Focus group 2 Chinese 
mothers (in 
Cantonese) 

1 hour 

Focus group 2 Korean fathers 
(in Korean)  

1 hour 
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Los 
Angeles, 

CA 

Focus group 1 Filipino/Asian 
Indian mothers 
(in English) 

1 hour 

Focus group 1 Chinese 
mothers (in 
Mandarin) 

1 hour 

March 
2004 

Focus group 1 Vietnamese 
mothers (in 
Vietnamese)  

1 hour 

Focus group 1 Chinese 
mothers (in 
Cantonese) n = 
6 

1 hour 

Focus group 1 Korean fathers 1 hour 

Los 
Angeles, 

CA 

Focus group 1 Chinese 
mothers (in 
Mandarin) 

1 hour 

Focus group 1 Vietnamese 
mothers (in 
Vietnamese)  

1 hour 

May 2004 
Focus group 1 Chinese 

mothers (in 
Cantonese) 

1 hour 

Focus group 1 Korean fathers 1 hour 

* Focus groups comprised at least six participants, mini focus groups comprised four 
participants, and in-depth interviews were conducted one-on-one.  
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Thematic Summary of Asian American Findings 

 Use Action to Promote Physical Activity. 

Asian American parents and tweens responded more favorably to ads that used sounds 
and images to project action.  Sounds of children laughing and playing were easily 
understood. Children especially enjoyed seeing other children having fun being active.  
Alternatively, respondents were often confused when ads used spokespeople and 
characters that were merely talking or standing still wearing sports equipment to promote 
the concept of being active. Audio cues should project the excitement of being active! 

 Use audio and visual cues that convey a positive tone. 

Asian American tweens responded favorably to ads that featured upbeat music.  Most 
preferred ads with fast-paced, contemporary music.  However, some tweens were averse 
to music reflecting pop culture, noting that they did not want to conform to the social 
image such music often projects.  Parents also liked upbeat music, describing it as 
“adding energy” to the message.  They reacted positively to ads that conveyed an overall 
positive tone.  Asian American parents appreciated the sound of children laughing and 
ads reflecting “warmth” and “happiness.”  Print ads that used bright colors were most 
successful in expressing this tone, whereas ads that used dark colors received a negative 
response from parents. 

 Healthy bodies make healthy minds! 

Asian American parents demonstrated a consistent interest and tendency to relate 
physical activity and having a healthy body to having a healthy mind. Messages that 
emphasized this connection generated an overwhelmingly positive response across ethnic 
subgroups. This audience valued scholastic achievement very highly and preferred ads 
that balanced physical activity with academics and the arts, such as learning to play an 
instrument.  Parents were also enthusiastic about ads that related physical activity to 
future success. Ads that emphasize the importance of scholastic achievement, academics, 
and the arts should be carefully balanced to ensure that these elements do not distract the 
viewer from the intended physical activity message.   
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 Messages should be consistent with Asian values. 

Asian American parents responded negatively to ads that showed children talking out of 
turn, especially interrupting adults; being noisy; and running indoors.  These were 
interpreted as rude behaviors and distracted parents from grasping the intended message.   
Physical activity messages should align with traditional Asian values that promote 
respect for ones’ elders, family togetherness, parental involvement, and parental 
responsibility for their children’s development.    

 Realistic ads target the message to the audience. 

It was important for children to be able to imagine themselves doing the activities 
demonstrated in the ads. Tweens responded favorably to ads that showed other children 
participating in exciting physical activities that they enjoyed doing themselves as well as 
in new activities that they had never tried. However, both the tweens and their parents 
requested more realistic ads in response to ads that featured activities that exceeded their 
abilities or reach. For example, tweens mentioned ads depicting “unrealistic sports,” 
such as motorcycling, which they viewed as both dangerous and mature for their age 
group. Similarly, parents responded negatively to activities that were too expensive and 
unachievable in their community/environment, such as skiing.   

 Put safety first! 

Asian American parents responded negatively to ads that displayed unsafe environments.  
Parents were particularly alarmed by images depicting desertion or isolation, such as 
children biking alone. These scenes were interpreted as threatening and reminded 
parents of the importance of supervising their children.  While tweens enjoyed ads that 
encouraged outdoor activities, most of the parents did not allow their children, especially 
their daughters, to engage in outdoor physical activity.  Mothers also responded 
negatively to ads that showed sports that could be dangerous, such as hockey.  
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 Messages should be clear enough to reach diverse audiences. 

The diversity of Asian languages, dialects, and cultural practices makes it difficult to 
develop in-language ads capable of reaching all segments of the Asian American 
audience. Recognize that not all Asian nationalities will interpret and respond to 
materials in the same way.  For example, in response to one ad, Filipino/Asian Indian 
parents understood the intended message as “encouraging” them to get their children 
active, whereas Vietnamese parents interpreted the same message as motivating them to 
“allow” their children to be more active.   The different interpretations of the same 
message could reflect translation inconsistencies, differences in parenting styles, or other 
cultural ethos. To assure that intended messages are clearly understood by target 
audiences, conduct audience testing in the language of the final ad.  It is insufficient to 
present an English copy to a non-English-speaking audience using an interpreter to 
translate the advertisements.   

 Avoid gender biases! 

Many Asian American mothers were touched by the image of a father running after his 
children in a park.  Some mothers (Chinese and Filipino), however, pointed out that the 
ads tended to be male-centered.  In their perception, the ads exaggerated the level of 
involvement of fathers in their children’s lives, making the role of mothers seem less 
significant. They believed that mothers have the strongest influence on their children’s 
lives, but that it is most important for concepts to promote equity when depicting parent’s 
involvement in their children’s activities.  These responses were more pronounced among 
the Chinese and Filipino single mothers and were less acute among Korean fathers and 
Vietnamese mothers, who overall regarded the father as the central figure of the family.   
Similar parental reactions occurred when ads focused on male, but not female, tweens.   

 Pro-social messages are inspiring. 

Parents responded favorably to messages that instilled a sense of self-confidence in 
children. They recommended messages that encourage their children to get involved in 
group activities. Tweens also preferred messages that promoted a sense of inclusion. 
They appreciated ads that included children from diverse ethnic backgrounds and with 
varying levels of physical ability. Some tweens requested that print ads display children 
with physical disabilities alongside children without physical challenges.  Tweens 
enjoyed activities in which all children could participate.    
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Synthesis of Learning across 3 Years of Concept and Message 
Testing among Hispanic/Latino Tweens and Parents 

Formative audience testing has been a critical component of the VERB™ 
campaign’s development, driving its content, tone, and implementation. Before new 
advertising is launched, concept testing is conducted to validate the communication 
strategy and aid in the selection of concepts that resonate strongly with the target 
audience; are acceptable, understandable, culturally appropriate, and motivating; and 
have few unintended effects. After an advertising concept is produced, message testing is 
conducted to explore the target audience’s reactions to specific concepts; to determine 
which messages the target audience finds understandable, relevant, appealing, unique, 
and motivating; and to identify anything that is confusing or controversial.  Though much 
of this information gleaned from the testing is specific to each ad, these data contain a 
wealth of valuable information about key target audiences—tweens and parents—that can 
be used to help shape other health communication efforts on physical activity.   

Two reviewers from the VERB evaluation team independently analyzed 
qualitative investigation reports from both the concept and message testing to identify 
recurrent themes and recommendations for each audience segment.  In this report, 
findings are presented for the African American, Hispanic/Latino, Asian, and American 
Indian tweens, their parents, and other adult influencers.  Health communication 
practitioners can utilize these findings to assist them in developing more effective, 
culturally competent, and appropriate messages that encourage physical activity among 
youth. 

Findings for Hispanic/Latino Audiences 

The following thematic summary is generated from focus groups and individual 
interviews with Hispanic/ Latino children and their parents that were conducted as part of 
the VERB’s campaign message development process.  These themes were derived from 
the reports that were generated from five rounds of qualitative data collection conducted 
between August 2002 and June 2004. The reports covered both concept and message 
testing for ads promoting physical activity among tweens (children aged 9–13 years) and 
their parents.  Table 1 summarizes participant characteristics and methods for each 
investigation. Participants took part in focus groups or in-depth interviews in which they 
shared their responses to television, print, and radio ads.  The resulting reports were then 
analyzed for their overarching themes and concepts, which are presented here.  It is our 
hope that these findings can be used to support and inform the development of concepts 
and messages that promote physical activity among Hispanic/Latino tweens and 
encouragement from their parents to be physically active, leading to more culturally 
sensitive messaging and effective physical activity promotion  for this audience. 

Please note:  Qualitative techniques have certain limitations.  These investigations are 
exploratory in nature; that is, they are used to stimulate dialogue, elicit a range of 
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responses, generate ideas, and drive message development.  Because of the limited 
number of participants, unstructured questioning procedures, and the potential for one 
respondent's opinions to influence those of other respondents, the formative investigation 
findings reported here should not be considered conclusive or generalizeable.  The 
findings contained in this report represent insights gleaned from 3 years of qualitative 
investigation for the development of messages for a physical activity campaign.  When 
applying these findings within your community and situation, they should be viewed 
within the context of their limitations. 

Table 1. Methods and Participant Characteristics 

Location and Method Number Target Length of 
Date Conducted Audience Interview/Focus 

Group 

Chicago, IL Focus group 6 4th 7th grade 
girls and boys 

75 minutes 

August 

2002 

Focus group 4 Mothers of 4th 

and 7th grade 
girls and boys 

90 minutes 

Chicago, IL In-depth 
interview 

4 4th and 5th 
grade girls 

60 minutes 

September 

2002 

and boys 
In-depth 
interview 

6 6th  and 7th 
grade girls 
and boys 

30 minutes 

Focus group 2 Mothers of 
children ages 
9–12 years 

75 minutes 

Chicago, IL 

June 2003 

Mini focus 
group 

12 6th  and 7th 
grade girls 
and boys 

45–60 minutes  

Mini focus 4 Mothers of 4th 1 hour 
group and 7th grade 

girls and boys 
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Chicago, IL In-depth 
interview 

9 4th–7th grade 
girls and boys 

30 minutes 

July 2003 Mini focus 
group 

4 Mothers of 
4th–7th grade 
girls and boys 

30 minutes 

Chicago, IL 

April 2004 

Focus group 3 Mothers of 
4th–7th grade 
girls and boys 

1.25 hours 

Focus group 3 Male adult 
influencers 

1.25 hours 

Chicago, IL Focus group 1 Mothers of 
female tweens 

1 hour 

May 2004 Focus group 1 Mothers of 
male tweens 

1 hour 

Focus group 1 Male adult 
influencers of 
boys 

1 hour 

Focus group 1 Male adult 
influencers of 
girls 

1 hour 

* Focus groups comprised at least six participants, mini focus groups comprised four 
participants, and in-depth interviews were conducted one-on-one.  
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Thematic Summary of Hispanic/Latino Findings 

 Use audio and visual cues that convey positive tone. 

Hispanic/Latino mothers responded favorably to ads that generated the excitement of 
being active! The body language and facial expressions of individuals featured in ads 
should support the positive tone of the ad and the message of becoming physically active.  
Conveying a sense of irony through extreme changes in the tone or emotion was 
sometimes distracting, especially when transitions were too extreme.   

 Use Action to Promote Physical Activity. 

Parents and children responded more favorably to ads that used sounds and images that 
projected action, especially those that included music with a lively tone and scenes with 
continuous motion. Sounds associated with activity—like a ball bouncing—were easily 
understood. Children especially enjoyed seeing other children being active.  In addition, 
parents responded favorably to slogans that associated energy with physical activity. 

 Family unity supports physical activity messages. 

Hispanic/Latino mothers responded positively to messages that encouraged parents and 
families to take an active role in supporting their children.  They valued the concept of 
family unity and togetherness and liked ads that reminded them of their responsibility to 
support their children’s involvement in physical activity.  Several mothers suggested that 
family support should not be limited to mothers and fathers, and that including extended 
family (aunts, uncles, and cousins) would give the message a stronger impact.  Mothers 
also liked the concept of taking pride in their children’s accomplishments, no matter how 
small they might seem.  Mothers also reacted negatively to ads that appeared to exclude 
children from engaging in physical active because of a physical deficit and requested that 
ads be inclusive. 
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 Messages should convey a single unified thought. 

Materials that promote physical activity should clearly communicate the intended 
message without bearing resemblance or alluding to other messages.  Ad messages 
should present a unified thought supported by images/sounds.    

 Activities should be realistic yet imaginative. 

Realism should be balanced with imagination.  Mothers liked the idea of children using 
their imagination, but the activities should also be grounded in reality.  Ads that depicted 
people and situations that parents and tweens could relate to spurred their thoughts.  
Tweens preferred ads that showed activities in which they enjoyed participating.  Parents 
and tweens preferred depictions that showed “safe” activities.  For instance, tweens 
responded negatively if the activity depicted could lead to someone being injured or was 
potentially dangerous. For example, tweens viewed a depiction of someone walking 
home alone from school as potentially dangerous. 

 Choose your words carefully. 

Words in Spanish may mean different things to different people depending on the country 
they are from and the part of the country they live in. In developing messages, care 
should be taken to ensure that the meaning of the words do not have negative denotations.  
Recognize that not all Hispanic or Latino audience members will interpret and respond to 
the same word in the same way. 
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