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Articles

t’s What You Do!
eflections on the VERB™ Campaign

aye L. Wong, MPH, Michael Greenwell, BA, Suzanne Gates, MPH, Judy M. Berkowitz, PhD

bstract: This article shares the first-hand experiences of the CDC’s VERB™ team in planning,
executing, and evaluating a campaign that used social marketing principles, which involved
paid media advertising, promotions, and national and community partnerships to increase
physical activity among children aged 9–13 years (tweens). VERB staff gained valuable
experience in applying commercial marketing techniques to a public health issue. This
article describes how marketing, partnership, and evaluation activities were implemented
to reach a tween audience. In doing so, fundamental differences in marketing between
public health and the private sector were revealed.
(Am J Prev Med 2008;34(6S):S175–S182) © 2008 American Journal of Preventive Medicine
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ntroduction

he VERB™ campaign began because the U.S.
Congress was concerned about childhood obe-
sity and children’s poor lifestyle habits (e.g.,

eing physically inactive), and they believed that it was
mportant to reach children with health messages early
n life using commercial marketing strategies.1

When we first heard that Congressional funding
ould be coming to CDC for a campaign to reach
hildren with health messages through the media, we
ecognized that CDC stood on the threshold of a
nique opportunity. It was unprecedented for Congress
o fund a public health campaign that targeted chil-
ren aged 9–13 years (tweens) directly and to provide
125 million for the first year alone. With this oppor-
unity also came the challenge of bringing together the
est practices of the commercial marketing, social
arketing, evaluation, and public health fields. So, it
as with excitement that we embarked on the path of
ringing these worlds together to improve children’s
ealth.
The papers in this supplement2–11 to the American

ournal of Preventive Medicine give readers a glimpse into
he issues, ideas, and experiences we gained in bringing
ommercial and social marketing techniques to a pub-
ic health issue. Along the journey, we learned how to
rand a health behavior, reach tweens in an ever-
hanging media environment, and leverage the cam-

rom the National Center for Chronic Disease Prevention and
ealth Promotion, CDC (Wong, Berkowitz), Atlanta, Georgia; the
ational Center for Health Marketing, CDC (Gates), Atlanta, Geor-
ia; and Fleishman Hillard International Communications (Green-
ell), Atlanta, Georgia
Address correspondence and reprint requests to: Faye L. Wong,
a
PH, CDC Division of Cancer Prevention and Control, 4770 Buford
ighway NE, MS K-57, Atlanta GA 30341-3717. E-mail: fwong@cdc.gov.
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aign’s nonmonetary assets to engage communities in
he campaign.

Other articles in this supplement describe the cam-
aign components, present the methodology for the
valuation, and use evaluation data to address several
esearch questions. In this introduction, we reflect on
ur experiences directing CDC’s Youth Media Cam-
aign (VERB™ It’s what you do!) and offer anecdotal
vidence using the strategies and tactics to illustrate our
nsights. In addition, we point to the other articles in
his supplement to describe how we rose to the chal-
enge to create the VERB™ It’s what you do! campaign
nd inspired tweens to increase their levels of physical
ctivity. As of this writing, two descriptive papers12,13

nd two outcome papers14,15 about the VERB campaign
ave been published elsewhere. The papers in this
upplement build upon those papers.

unding for VERB

n fiscal year (FY) 2001, Congress appropriated $125
illion and directed CDC to coordinate an effort to

lan, implement, and evaluate a campaign designed to
learly communicate messages that will help kids de-
elop habits that foster good health over a lifetime . . .
using] the same communication tactics that are em-
loyed by the best kids’ marketers.1

To fulfill Congress’s mandate, CDC created VERB, a
ampaign based on social marketing principles that
nvolved paid media advertising, promotions, and na-
ional and community partnerships to encourage phys-
cal activity among tweens.1,12,13 Congressional appro-
riations in subsequent years were $68.4 million in FY
002,16 $51.3 million in FY 2003,17 $36 million in FY
004,18 and $59 million in FY 2005.19 This funding
llowed us to purchase media time and create in-school

nd community promotions to reach the audience and

S1750749-3797/08/$–see front matter
Elsevier Inc. doi:10.1016/j.amepre.2008.03.003
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o compete on an even playing field with commercial
arketers who were also advertising to tweens.

arketing to Tweens

he VERB campaign was a complex, multi-component
ne, staffed by a team spread across the U.S. and
perated in the fast-paced world of advertising and
arketing. The team included CDC staff; advertising

nd public relations agencies (including four agencies
hat each specialized in reaching a specific ethnic
udience); and an independent contractor to evaluate
he campaign’s effectiveness (Table 1). The campaign’s
xtended team included numerous media organization
artners (e.g., Nickelodeon, ABC Disney); it was

aunched nationally in mid-June 2002 and ended on
eptember 30, 2006.
The decision to brand physical activity was a direct

esult of the Congressional mandate, which said that we
hould use the same communication tactics that are employed
y the best kids’ marketers.1 We live in an enormously
rowded media environment where advertising mes-
ages abound. In 2001, Kunkel20 estimated that on
verage each child views more than 40,000 television
ommercials each year, double the number children
aw in the 1970s. Advertising of foods and beverages
lone cost more than $11 billion in 2004, with $5 billion
pent on television advertising.21 Indeed, the nation’s
outh are savvy consumers in a quickly evolving world
lled with a myriad of media options, and they are
ore technologically advanced than any previous

eneration.22

Any new public health program that tries to reach
weens must compete within this crowded media mar-
etplace. VERB was no exception. Therefore, we hired
rofessionals with commercial marketing experience in
dvertising, public relations, branding, and marketing

able 1. Agencies that VERB contracted with for advertising

gency Location

eneral-market creative agencies
Frankel, an Arc Worldwide company Chicago IL
Saatchi & Saatchi New Yorka New York NY
Publicis Dialogb Chicago IL
Manning, Selvage & Leec Washington DC an
Leo Burnettd Chicago IL

thnic audiences creative agencies
APartnership New York NY
PFI Marketing New York NY
G&G Advertising Albuquerque NM a
Garcia 360° San Antonio TX

valuation agency
Westat Rockville MD

Campaign Years 1–3
Campaign Years 1–2
Campaign Years 3–4
Campaign Year 4
o youth for CDC’s internal campaign staff. They be- t

176 American Journal of Preventive Medicine, Volume 34, Num
ame VERB’s creative team within CDC. We also con-
racted with agencies with proven track records in

arketing to youth, contracting separately for market-
ng to the tween population as a whole (i.e., the general

arket) and for marketing to each of four minority
thnic audiences (i.e., African Americans, Asian Amer-
cans, American Indians, and Hispanics). We believed
hat targeting messages specifically for each of these
udiences was important for ensuring that all of the
ation’s youth would be reached by the campaign.
uhman et al.4 describe the marketing tactics of each

thnic agency.
The CDC’s creative team propelled us rapidly for-

ard in developing the brand, initial marketing strate-
ies, and advertising products. The team members
nderstood the operations of advertising and market-

ng agencies and were familiar with the high costs
ssociated with a paid media campaign. However, they
nd the contracting agencies had to learn public
ealth, government rules for doing business, and the
est way to work with CDC and the USDHHS. In
ontrast, CDC’s public health staff had to learn com-
ercial advertising and marketing to youth.
By the end of the campaign, the strategies employed

nd products developed garnered over 50 industry
wards. Recognition from peers in the advertising and
arketing industry provide an indirect measure of the

egree to which this campaign was able to employ
nnovative commercial marketing strategies and com-
ete within the tween media market.

arketing Physical Activity to Kids

e used the commercial marketing techniques com-
only used by U.S. manufacturers and businesses.
arketing management is the art and science of choosing

arget markets and building profitable relationships with

keting, public relations, and evaluation services

Agency type Target audience

Marketing General public
Advertising General public
Public relations General public

w York NY Public relations General public
Advertising General public

Marketing Asian Americans
Marketing African Americans

illings MT Marketing American Indians
Marketing Hispanics/Latinos

Research and evaluation Not applicable
, mar

d Ne

nd B
hem.23 We followed standard industry practices: seg-

ber 6S www.ajpm-online.net
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enting the market, selecting a target audience, defin-
ng and positioning the product, selecting a marketing

ix, and managing the efforts. Through this process,
e developed a relationship between tweens and our
roduct. We believed that what we were selling—
hysical activity as a fun and cool way to spend time—
as something tweens would buy.
A key decision was to brand our product (physical

ctivity). Branding is a common approach of commer-
ial marketers to reach their target audience, but one
hat is seldom used by public health agencies. To brand
hysical activity as “fun” and “cool,” we first had to create
name and logo that would convey the desired image of

he product to the target audience and that would also
enerate a positive attitude toward physical activity among
weens. Asbury et al.,2 in this issue, provide an overview of
he branding methods and the way in which we applied
hem; they also describe the research findings that led to
he development of the brand itself and the concepts
nderlying the development of the brand strategy.
hrough a research-informed process with tweens, par-
nts, and influencers, we chose the name VERB™ and the
agline It’s what you do! 2,6 The brand connotes children
aving fun while being physically active.
A vital component of any branding strategy is to

nsure that all messages about the brand reflect the
rand’s core attributes.2,24 The core attributes of the
ERB brand of physical activity were that it was fun,
rovided opportunities for exploration and discovery,
nd gave children many ways to socialize with friends.2

veryone involved with the campaign, including private
nd public partners, had to incorporate these attributes
nto whatever VERB activities they implemented. This
rought consistency to all campaign messages and
ctivities while allowing each creative agency, media
rganization partner, and national or community part-
er to create original materials that used the VERB

ogo and the brand’s core attributes. For communities
n particular, this allowed them to leverage VERB’s
opular appeal to tweens, apply it to local programs,
nd achieve a more successful result than they could
ave achieved without VERB.5 The expectation that

hese attributes would be incorporated into all VERB-
elated programs was communicated to everyone in-
olved in the campaign so that messages delivered to
weens were “on brand.”

The initial campaign strategy was not without the
eed for corrections. In the beginning, VERB delivered
road social messages to tweens, messages that encour-
ged tweens to be physically active and to be socially
nvolved (e.g., take dance lessons with other kids, join
he orchestra or debate club). However, experts at a

eeting convened by CDC about 6 months after the
ampaign was launched observed that combining phys-
cal activity and pro-social messages was confusing; we
ere, in fact, sending a mixed message to tweens to be

oth physically active and sedentary. We were advised D

une 2008
o focus on only one outcome objective. From that
oint on, the campaign’s message was focused squarely
nd solely on getting tweens to be physically active.

egmenting the Audience and Targeting Tweens

he campaign messages were delivered to tweens di-
ectly, not through their parents or teachers. Tweens
children aged 9 to 13) are at a pivotal age: They are
ctively exploring the world around them, increasingly
aking their own decisions, emerging from childhood,

nd becoming independent of their parents.22 Target-
ng this age group allowed us to address a population at

critical time in their lives, when the foundation for
ifelong behaviors is being established. The advertise-

ents and messages were designed for, and tested with,
his population.2,4,6 Berkowitz et al.6 describe the audi-
nce research process. Having the campaign team talk
ith tweens through formative research was critical.
ot asking tweens’ opinions or not listening to tweens

ould have resulted in pricey mistakes. Advertising
roduction costs, especially for television, are expensive
nd neither funds nor time were available to start over.
herefore, we took the messages directly to tweens
sing kid language and through kid media channels,
hannels that kids valued (e.g., Nickelodeon, Cartoon
etwork, ABC Disney, Sports Illustrated for Kids, Teen
eople). VERB was a true for-kids-by-kids brand and
ampaign. Tweens talked. We listened and acted on
hat they said.
The parents of tweens and adults who influence

hem (e.g., teachers, youth leaders) were VERB’s sec-
ndary audience.11–13 Instead of asking adults to be
essengers for VERB, we asked parents and influencers

o encourage, support, recognize, and reward tweens
or being physically active. However, a tradeoff to
reating a kid-owned campaign delivered through kid–
opular channels was lower recognition and under-
tanding of VERB among adults because they were less
xposed and less directly involved with the brand. Price
t al.11 detail the efforts to reach parents. Their article
lso discusses parental awareness of VERB and parents’
ttitudes and beliefs about physical activity.

Another contributing factor to lower recognition was
he position we took initially in being highly protective
f VERB as a for-kids-by-kids campaign. The result was
delay in building support for VERB among partner

rganizations and professional colleagues. In retro-
pect, a public relations strategy to inform and establish
n understanding of VERB as a kids’ marketing cam-
aign and how they could support the campaign’s goals
ight have been helpful. We did this internally within
DC; however, in our attempt to protect the “coolness”
f VERB for tweens, we overlooked the importance of
imely outreach to adults to gain their early buy-in.

oing so may have allowed us to more easily build

Am J Prev Med 2008;34(6S) S177
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rassroots and community support for the campaign,
nd do it sooner.

ositioning the Product:
e Sold the Pleasure, Not the Pain

o sell a product (physical activity or anything else), it
s important to understand everything about the prod-
ct. Figure 1 illustrates the many dimensions of physical
ctivity to tweens. To tweens, physical activity is not just
bout being physically active—it is also about making
ocial connections, increasing self-esteem, acquiring
xpertise, being inspired, having fun, being creative,
nd being in control. The promises of these attributes
ere all important motivators for us to use when selling
hysical activity to tweens.
In contrast to many health messages delivered to

hildren, including those about physical activity, VERB
essages were positive and can-do, not negative and

on’t do.2 With positive messages, the campaign could
mpower children to make their own choices and
ncrease the likelihood that VERB would inspire tweens
o engage in physical activity. After all, at their age,
weens are looking to assert control over their own

igure 1. The many dimensions of physical activity for tween
ehavior and lives.22 f

178 American Journal of Preventive Medicine, Volume 34, Num
he Right Media Mix: We Controlled Where
nd How Frequently Advertisements Were Placed

t helps to have money. For 5 years, the VERB campaign
ad dedicated Congressional funding to formative re-
earch and brand creation to purchase television, radio,
rint, Internet, and out-of-home (theater, billboard)
dvertising. In contrast to PSA campaigns, which rely
n donated media time, VERB controlled where, when,
nd how frequently the VERB advertisements appeared
nd we did not need to compete with other PSAs for
imited free advertising time. The resources also al-
owed us to create new advertising materials across a
ariety of channels on a regular basis, allowing us to
apture attention with novel messages and avoid wear
ut or boredom with the advertisements. This control
uaranteed that VERB’s physical activity messages
ould reach tweens with sufficient frequency to be
emembered and to motivate them to follow through
n VERB’s call to action—to get out and go play.
Another important way VERB stood out was in how
essages were delivered to audiences. Heitzler et al.3

iscuss how we used experiential marketing tactics to
reate opportunities for tweens to experience having

urce: Frankel, an Arc Worldwide Company.
un being physically active and to be excited by it. We

ber 6S www.ajpm-online.net
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lso took advantage of the technologic and digital
dvancements that are transforming the way messages
re delivered. Youth are comfortable using multiple
ommunication media simultaneously and, increas-
ngly, use personal media devices to communicate with
ach other. With that knowledge in mind, we designed
n interactive website for tweens and created content
or it that was refreshed regularly. However, designing

website that resonated positively with tweens took
ome time. Web-usage data during the first 6 months
uggested that some parts of the website were not
rabbing tweens’ attention. Thus, we redesigned it to
nclude more activities and game-oriented material,
nd prior to its launch, evaluated the usability of the
ite and tweens reaction to the redesign.

Over time, we learned how to integrate and leverage
he advertising, marketing, and website activities to
ffectively reach tweens. For example, for “Yellowball,”
he VERB campaign’s final national activity promotion,
e distributed 500,000 large yellow balls printed with the
ERB logo to tweens throughout the country; encour-
ged them to play with the balls; go to VERB’s tween
ebsite to blog about how they played; and then pass the
alls on to friends or family members to encourage other
hildren to play. At the VERB website, the tweens could
lso create a video of kids playing with the VERB-branded
ellow balls and e-mail it to their friends. This provided a
irtual experience, especially for tweens who had not
irectly received a VERB yellow ball.
In addition, with the permission of parents, VERB

ent text messages to tweens’ cell phones or computers
eminding them to play. For example, during a
-month promotion in summer 2005, 19,486 tweens
igned up to have a text message sent to their cell
hone reminding them about fun activities to get out
nd play. This created opportunities for tweens to
iscover VERB right in their own world.

e Invested in Evaluation

he importance of evaluating programs is well ac-
epted; however, for a variety of reasons, it is frequently
ot done or not done well. Most often, the reasons are
limited program budget, diversity in the interven-

ions, or difficulties measuring the outcomes or in
aking causal claims. Following CDC’s evaluation

uidelines,25 we developed a logic model that drew on
ehavioral science theory, physical activity literature,
nd public health practice to show the outcome goals
nd various pathways to achieve them.12 It was the
oundation for strategic planning and message devel-
pment. The logic model guided CDC’s funding deci-
ions to ensure that reaching tweens was not compro-
ised when we faced reduced Congressional

ppropriations. The evaluation activities included for-
ative, process, and outcome measures. Berkowitz et
l.6 discuss the evaluation process in detail. h

une 2008
From the outset, our commitment to invest in evalu-
tion put us in a unique position to describe the
ampaign’s effectiveness. We were able to collect base-
ine data as a point of reference for outcome evalua-
ion, an advantage many campaigns do not have.14

otter et al.7 describe the importance of these data and
ow we used propensity score analysis to examine the
ampaign’s effectiveness. Huhman et al.8 discuss the
ampaign’s short-term effect on tweens’ awareness of
ERB and how we used the data on awareness to refine
ampaign activities. As Congressional funding for the
ampaign decreased, we continued to give funding
riority to protecting the integrity of the longitudinal
valuation design.14 As of this writing, two outcome
apers have been published14,15 and a summative out-
ome evaluation paper is in preparation.

Because of CDC’s strong commitment to evaluate the
ampaign rigorously, the evaluation findings add to a
rowing body of evidence that a well-planned and
xecuted paid media campaign can be an effective
ublic health intervention.10,14,15 Berkowitz et al.10

emonstrated that increasing the amount of marketing
an increase levels of awareness and levels of physical
ctivity. In addition, analytical methods for evaluating
ational media campaigns were advanced.7,26 Bauman
t al.9 were also able to add to our understanding of how
edia campaigns affect behavior by testing McGuire’s

ierarchy-of-effects model27 and examining the mecha-
isms through which media effects occurred.9

e Worked Upstream; We Worked Downstream

ndreasen argued that for social marketing efforts to be
ffective, they must focus not only downstream on bring-
ng about individual behavior change, but also upstream
n the structures and processes that bring about societal
hange.28,29 Focusing upstream allows the campaigner to
ddress environmental barriers that impede individual
ehavior change. From the outset, VERB looked at both

ndividual and structural changes. The advertisements
argeted individual behaviors. Yet, we believed that for
ehavior change to be sustainable, we needed to have
ommunities remove environmental and structural barri-
rs that inhibit physical activity.5 Therefore, we created a
DC partnership team charged with working upstream to

oster relationships with communities and organizations
hat serve youth. Bretthauer-Mueller et al.5 detail how we
rovided resources and technical assistance to national
nd community partners to create or improve supportive
nvironments for physical activity and thus provide oppor-
unities for children to be physically active.5

oing Upstream and
ownstream Created Waves

il and water don’t mix. At times, this adage described

ow the commercial marketing and public health

Am J Prev Med 2008;34(6S) S179
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orlds related to one another during the VERB cam-
aign. Views between the two worlds diverged (Table
), in particular their views with regard to return on
nvestment (ROI) and on the role of community in-
olvement in a national campaign. It took time and
ersistence for the VERB staff to learn how to bring the
wo worlds together for a win–win outcome.

eturn on Investment

he VERB campaign was government-funded, but the
ommercial advertising world in which VERB existed is
or-profit and driven by a desire for short-term ROI.
roducing a good ROI meant, first, creating break-
hrough or attention-grabbing advertising concepts
nd cutting-edge marketing strategies and products
nd then delivering them to as many tweens as possible
sing as little time, resources, and effort as possi-
le.23,24,30,31 The marketing and advertising agencies
pproached CDC and the VERB campaign in the same
ay they approach a commercial client. Their goal was

o increase physical activity by the most tweens they
ould reach in the most cost-effective manner. Com-
ercial advertisers and marketers do not expect, nor

o they try, to reach every single consumer and have
veryone as a customer. Often the income derived from
eaching the last segments of a group of potential
onsumers is outweighed by the costs of reaching them.
herefore, the return on the additional investment
ould be relatively low, causing the marketer not to
ursue those difficult-to-reach consumers. Yet, for a
ublic health agency, the most-difficult-to reach seg-
ent may be the segment at greatest risk for disease

nd is the segment that public health desires the

able 2. Comparison between the characteristics of public h

haracteristic Public health

ain goal To persuade people to adopt healthy
lifestyle behaviors

unction To conduct scientific research, translat
research into practice, design and
implement evidence-based interventi
and base messages on scientific evide

pprovals Follow government and agency policie
rules, and comply with agency cleara
procedures (can be lengthy)

ertinent laws Comply with child protection laws
tyle for messages Fact-based information clearly stated

ace Generally slow: government agencies a
complex, can involve multiple layers
vetting, and priority is on being incl

ocus On long-term lifestyle behavioral outco
valuation Carefully designed and scientifically rig

evaluation
ost to reach. Although public health and commer- s

180 American Journal of Preventive Medicine, Volume 34, Num
ial marketers both seek a good ROI, the ROI for
ublic health is often measured much further into

he future than the ROI for commercial marketers.
ublic health wants long-term behavior changes (or
rofits); commercial marketers want or need only
ore-immediate profits. It takes time to achieve the

ublic health goals of health behavior change or
mproved health outcomes, but the potential long-
erm payoff of investing in helping people in com-

unities throughout the U.S. to prevent disease and
ive healthy lifestyles (including being physically ac-
ive) could be substantial.

artnering with Community Organizations

he campaign struggled particularly with defining the
ole of community partners in a national marketing
ampaign during the first year. As a public health
gency, we wanted to engage communities as campaign
artners. Public health actively builds the capacity and
ngages communities in addressing their own needs.
oreover, individual communities want ownership and
voice in what happens in their own backyard, which

ften isn’t practical or efficient in the private sector.
he creative agencies and media organization partners
ere unfamiliar with working with individual commu-
ities as partners. Inviting community input on busi-
ess decisions or customizing campaign activities and
chedules for individual communities, although ex-
ected initially by the community partners, was difficult
o accommodate. Additionally, for in-market activity
romotions that were owned by VERB’s media organi-
ation partners, community partners did not under-

and marketing

Marketing

To sell products and services and earn profits

To devise psychosocial, ethnographic, and market-
based messages and strategies to encourage people
to buy products and services; to be creative and
devise new strategies and tactics to reach audiences

Follow copyright, trademark, and, contest and
sweepstakes rules, campaign brand guidelines, and
media organization partner policies and guidelines.
Attention to timely approval process

Comply with child protection laws
Create fun, cool, edgy brand with emotional

connection to targeted consumers and cutting edge
strategies and tactics.

Generally faster: efficiency is important; time is
money and delays increase costs

On short- or medium-term outcomes
s Quick assessment of the short- and medium-term

return-on-investment
ealth

e

ons,
nce

s and
nce

re
of

usive
mes
orou
tand that the media partners controlled the decisions
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ffecting their own programs, not the creative agencies
r CDC.
These community partners were also unfamiliar with

randing and the need to protect the brand, especially
new, not-yet-established brand. One key element of a
randing approach is ensuring that all communications
o the target audience are “on brand,” remaining true
o the brand personality and contributing positively to
ts equity.23,24,30,31 The CDC creative team and the
reative agencies ferociously protected the VERB brand
s they would any valued commercial brand, especially
n its infancy. Creativity, efficiency, and quality were
chieved by having direct control over the planning,
roduction, and execution of advertising and in-market
rograms and activities. Tactics and activities that might
iminish positive perceptions of the brand by tweens
ere avoided. Moreover, although communities wanted

o create their own marketing and other materials for
weens, our need to protect the brand won out in the
nitial years of the campaign. This was a source of
ension for all involved.

In retrospect, VERB was experiencing the same cart-
efore-the-horse reality that many new programs en-
ounter, adding to the challenge of bridging the gap
etween brand protection and community partner-
hips. Community partnerships were started simulta-
eously with planning and creating the campaign—
efore the brand creation was complete and initial
ampaign strategies and products developed. In es-
ence, we had community partners but little to share
ith them because the VERB brand and campaign itself
as still being defined.

inding Ways to Engage Communities

he initial strategy to engage communities was to ask
hem to “supply” or bring children to VERB-sponsored
vents. An early in-market campaign strategy was for
he VERB campaign to associate itself with kid-popular
rands; thus, we sponsored Nickelodeon’s Wild & Crazy
ids TV show and mobile tour. We brought the mobile

our to targeted communities and relied on community
artners to identify and transport tweens to VERB-
ponsored events scheduled on specific days and
imes.5,10 We learned through this experience that
ransporting hundreds of tweens to scheduled VERB
vents was difficult, costly, and resource-intensive for
ommunity partners. It involved having community
artners pay for buses and bus drivers, arrange for
haperones and lunch, and obtain parent permission
or the participating tweens. The experience led the
reative team and creative agencies to change strategies
nd provide national VERB activity promotions, mobile
ours, and guerilla tours3 instead of in-market events.
he change in strategy brought VERB to tweens instead

f tweens to VERB. f

une 2008
Over time, the campaign developed nonmonetary
ssets that could be shared with communities, although
eceiving dollars would always have been welcomed by
ommunities. One of the brand’s best assets was that it
as highly recognized nationally and popular among

weens.2,8 In addition, since the VERB brand had
ecome well established among tweens, and key com-
unity partners had time to learn about the campaign

nd the importance of brand protection, the creative
eam and creative agencies were more willing to accept
he use of the VERB logo on locally-developed prod-
cts. Community partners capitalized on this brand asset
nd leveraged it to support local initiatives. Indeed, com-
unity leaders were enthusiastic about bringing VERB

nto their local community—and being a part of this
arger campaign themselves. The national advertising and

arketing activities inspired tweens to be physically active.
ocal communities provided the places for kids to play.
ecause the campaign generated awareness and interest

n physical activity among tweens, communities utilized
heir limited resources to ensure that opportunities for
weens to be active in their own neighborhoods were
lentiful. See Bretthauer-Mueller et al.5 in this supple-
ent for examples of these activities.
By using these nonmonetary assets, communities

ould bring the campaign home and create ownership
f supporting local tweens to be physically active.
ommunities, in turn, could create an atmosphere and
nvironment conducive to sustained tween physical
ctivity that a national media campaign could not do
lone.

onclusion

his article reflects on the challenges associated with
irecting the VERB campaign. These insights are the
ulmination of 5 years of lessons learned from first-
and experiences, trial-and-error, mistakes made and
orrected, partner and stakeholder feedback, and cam-
aign evaluation findings. The VERB team’s commit-
ent to rise to every campaign opportunity and over-

ome every challenge was fueled by a passion for
aking children healthier.
Congressional funding meant that we had the luxury

f a paid media campaign and a robust intervention,
hich allowed us to buy media time and space during

he times when tweens were most likely to see the VERB
dvertisements. Most public health campaigns without
uch funding rely on donated media time and space,
hich means airtime during the hours when the in-

ended audience is unlikely to be watching or listening.
The need for a bridge between the public health’s

nd private agencies’ view of the world was paramount.
he need to involve communities while protecting the
rand challenged our thinking and was often a source
f conflict. Yet, finding a solution was a necessary step

or a public health agency using commercial marketing
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ractices to reach tweens and deliver messages in a
y-kids-for-kids campaign.
The VERB campaign was a champion for a move-
ent to get tweens to be active, play, and have fun. In

he long term, a nation of active tweens could help
ower the prevalence of childhood and adult obesity.
ommunities can ride the momentum of the VERB
ovement and offer tweens inspiring and creative

pportunities to be physically active every day right in
heir own neighborhoods.
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