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The Best Laid Schemes

of Mice and Men...

ParticipACTION's Legacy and the Future of
Physical Activity Promotion in Canada

Irving Rootman

Peggy Edwards

The best laid schemes of mice and men,
Go oft astray,

And leave us naught but grief and pain,
1o rend our day. ...

Robert Burns in “I'o a Mouse™!

obert Burns wrote “I'o a Mouse” after he had inadvertently destroyed the mousc’s
home while plowing in his field. But unlike the cxpcricncc of the field mouse,
ParticipACTIONs closing leaves us far more than grief and pain. The agency

leaves a rich legacy to build on in the future promotion of physical activity in Canada.
It is clear from the other articles in this supplement that ParticipACTION was indeed a
“mouse that roared”. But now the mouse is silent. Should we try to revive the mouse, find

another mouse that roars, or teach others to roar? What do we take from the legacy of

ParticipACTION and what future do we create for the promotion of physical activity in
Canada, and for health communications and social marketing in general? To help us
address these questions, the authors of this paper canvassed several experts in physical
activity promotion and health communications. (Sce Acknowledgements in this article.)
Specifically, we asked them: 1) What legacy does ParticipACTION leave the ficeld?

2) What is the future of promoting active living in Canada? and 3) What is the future of

health communications and social marketing as health promotion strategies? This paper
will reflect their views as well as our own.

ParticipACTION's legacy

What legacy does ParticipACTION leave? First, it leaves us with a compelling model and
story — a uniquely Canadian adventure of which we can be proud. Gerry Glassford, a dis-
tinguished scholar in the field of active living, says: “ParticipACTION left Canada with a
very positive reputation among other countries that are sccking ways to countervail the
high costs of an inactive population.”

Second, ParticipACTION remains in the minds of several generations as a force encour-
aging us to be active. Cora Lynn Craig, President and CEO of the Canadian Fitness and
Lifestyle Rescarch Institute, says: “ParticipACTION developed a brand that permeated
Canadians’ consciousness, making ‘participating’ synonymous with ‘participACTING’. Tt
had a major impact that regretfully is difficult to measure. In 1981, vircually cvery
Canadian knew of ParticipACTTON and by 1995, Canadians were aware of and held posi-
tive beliefs about the health benefits of physical activity. Much of this can be ateributed to
the work of ParticipACTION during the 1970s and "80s.”

Irving Rootman is a Professor at the University of Victoria and Distinguished Scholar, Michael Smith
Foundation for Health Research.
Peggy Edwards is a health promotion consultant with The Alder Group Inc. and a former writer for

ParticipACTION.
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Third, while the growth of the fitness
movement was mainly duc to the hard
work of organizations, service providers,
educators and leaders across Canada, there
is lictle doube chat ParticipACTTON s high
profile helped sct the stage. “Thirty years
ago it was rarc to sce bicycle paths, fitness
trails, fitness clubs in shopping centres and
exercise facilities in office buildings and
workplaces,” says Glassford. “T'he aware-
ness programs generated by Particip-
ACTION helped to make these common-
place. And while ParticipACTION cannot
be given full credit for gaining the support
of kcy opinion {caders, it ccl'l’;\inly was a
major player in enhancing the readiness o
support the field. ParticipACTION s
President was so highly regarded and the
ParticipACTION messages so frequently
heard that he could ‘gain the car’ of senior
officials across the nation. T'his made it
casier for others to follow in his path.”

Jim Struchers, a former media exccutive
from Saskatoon who chaired che
ParcicipACTION Board in the carly
1980s, believes that ParticipACTIONs
greatest legacy is community mobilization.
“Saskatoon was the ParticipACTION pilot
site for all kinds of community activitics.
In the process, the communicy learned
how to mobilize and usc its power. We are
a living legacy of the empowered commu-
nity that was forged in partnership witch
ParticipACTTON.” Other board members
and stalf concur. “Nobody clse could
mobilize the community from the ground
up like ParticipACTTION did,” says Dick
Oland, a m;lrl(cling expert from Saint
John who chaired ParticipACTION from
1986 to 1993. “livents like the Crownl.ife
ParticipACTION Challenge and the 1988
Olympic Torch Relay galvanized commu-
nities all across Canada. It was fitness for
all, not clicism. The number of volunteers
who helped with these events was extraor-
dinary. In fact, part of the organization’s
legacy is its role modcling of the power of
voluntarism and not-for-profic organiza-
tons o engage ordinary people.”

Last, ParticipACTION leaves us with
some specilic lessons, which are caprured
throughout this supplement. A brief sum-
mary and some discussion of the main
observations follow.

Bauman, Madill, Craig and Salmon?
point to the importance of investing in
cvaluation with an emphasis on proximal
measures for media campaigns in the short

CANADIAN JOURNAL OF PUBLIC FIEALTH S37

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



FHE BEST EAID SCHEMES OF MICE AND MENL..

term, and influence on social climate in the
long term. Their exploradon of the use of
“social marketing” versus “health commu-
nications” suggests that how we do it is
more important than whae we call i Tois
well known that health promotion efforts
need a comprehensive and balanced
approach that addresses the environments
around people as well as personal behav-
iour change. What is less clear is the role of
social marketing or healch communications
agencices in this cffort. Some cridics claim
that ParticipACTION crossed boundaries
and the mandates of other agencies by
becoming involved in direct program
delivery (e.g., workplace programs or the
Ambassadors program) in their clfores (o
create positive environments for physical
activity. Ochers say the opposite: chat
ParticipACTION did not get involved
cnough in advocacy efforts designed to
influcnce policies and environments.
Defenders of this stance suggest that an
ageney that relies on the good will of the
media must remain neurral and be associ-
ated with a broad positive message.

I is likely that confusion about roles and
pereeived boundaries contributed o the
()1‘g:mi'/.;1li(m‘s demise. Therefore, 1t is
essential in the future o be clear about the
various partners’ mandates in a compre-
hensive strategy 1o promote physical activi-
Ly, and o ensure ongoing communication
about who does what, Whether or not a
COMMUNICAUIONS agency engages in active
advocacy, there is a need to consciously
frame the physical activity message as more
than an individual decision, and o usc
deliberate strategies for social change that
create supportive environments for
Canadians who are inactive.

Rob

Cormana Group, believes that the enthusi-

Petch, Creative Dircecror of
astic acceptance of ParticipACTION in
Quebece was a key factor in their success.
Irangois Lagarde suggests that agencics
working in bi- or muldlingual and bi- or
multicultural scttings need to make a clear
commitment to working in cthis capacity
from stare to finish, and recin staft and
creative agencies that have the interperson-
al skills 1o convey nuances within diverse
cultures.

In his article, “'T'he Mouse Under the
Microscope: Keys o ParticipACTION s
3

Success™, " Lagarde deseribes success factors

related to ways of working and the princi-
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ples of good messaging. He also suggests
some of ParticipACTION’s weaknesses.
Onc relates to the agency’s limitations in
addressing scgments of the population who
were not ready to take action. Glassford
supports this view: “We stll do not know
what it will take to shift the inactive group
to a hcalth-enhancing lifestyle. Clearly,
there is no single social marketing strategy
thac will posicively influence every
Canadian.” This dilemma suggests that
understanding the barriers faced by inac-
tive Canadians (who are most likely to
have low incomes) is key to messaging for
these audiences and the institutions that
can help reduce disparities.

The other weakness raised by Lagarde
relates to the agency’s slowness in later
years to adapt to a new media landscape,
especially at a time when they were experi-
encing inadequate funding. Mark Sarner,
President of Manifest Communications
Inc., believes thae ParticipACTION had
two major strengths in terms of leveraging
public service advertising: innovative mar-
keting combined with an obsession for cre-
ativity, and a proven approach to building

PARTICIPALTION ) %

personal relationships with the media.
“ParticipACTION had engaging people on
the road all the time, visiting individual
media outlets and giving them top quality
creative. 'They recognized thae the media,
not the public, was their primary audience.
At a certain point, they lost chis focus. The
quality of creative productions dropped
and staff were not constantly visiting the
media. They lost their edge just at the time
that competition for public service adver-
tising was dramatically increasing.”

In “Spreading the Message Through
Community Mobilization, liducation and
Leadership: A Magnanimounse 1ask”,’
Christa Costas-Bradstreet suggests a number
of key learnings related to communicy
mobilization and educational information as
complementary strategics to mass media
campaigns. They include listening well,
valuing volunteerism, respecting grassroots
leaders, using a community-driven
approach, and providing high quality sup-
port materials and access to media coverage.

I'he Mouscketeers®: People Make

«r

In
the Difference”,® Peggy Ldwards draws
from  the

several conclusions
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ParticipACTION experience. To be suc-

cessful, non-profit agencies need to: pick a
leader who is committed, tenacious, vision-
ary and likeable; choose board members
who are personally committed and profes-
sionally connected in a variety of influen-
tial arcas; surround themselves with bilin-
gual stafl who are passionate about the
cause; hire committed and creative suppli-
ers who work for more than money; and
find ways to involve and build loyalty
among private sector sponsors, media rep-
resentatives, senior officials in govern-
ments, and leaders in the community. This
article also contains suggestions from the
experts for organizations wanting to repli-
cate the ParticipACTION experience.

Sustainability, branding and leverage
Three key concepts — sustainability, brand-
ing and leverage — ran through the analy-
ses and opinions expressed by all of the
authors, as well as the experts we inter-
viewed. Mark Sarner says: “Capturing the
kind of impact that ParticipACTION
achieved in today’s environment will
require substantial resources in the short
term and scrious commitment over the
long term.” Thus, the crucial rask for those
working in the ficld of physical activity
promotion — including governments at all
levels, non-governmental organizations,
researchers, educators, service providers,
local groups and citizens — is to find cre-
ative ways to work together in support of a
sustained physical activity promotion effort
for three to five decades to come.

[n the first article in this issue, “No
Country Mouse: Thirty Years of Effective
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Marketing and Health Communications”,”

Edwards describes how identity building

and branding were key clements of

ParticipACTION’s success. This can only
be achieved over the long term. Insiders
suggest that while ParticipACTION’s
branding was a success from an awareness
point of view, the agency could have been
stronger in articulating what the brand
meant. Unless an organization maintains a
consistent and insistent brand stewardship,
it is vulnerable to misinterpretation by
mulrtiple suppliers and piece-meal projects.
This might have been part of the problem
in later years when some people observed a
decline in focus and creativity.

“No Country Mousc” gives practical
examples of the effective leveraging that was
key to ParticipACTION's strength. Larry
Hershfield, Manager of the Health
Communication Unit (THCU) at the
University of T'oronto, suggests that
ParticipACTION provides a model of how
to nurture, leverage and appreciate in-kind
contributions from both the corporate and
non-profit sectors. Nancy Dubois, a con-
sultant with THCU, reminds us that build-
ing these kinds of partnerships takes a lot
more time and energy than one would sus-
pect.

Promoting active living: The future

At present, there is considerable activity in
Canada bearing on the promotion of phys-
ical activity, spurred on in many cases by
concerns about increasing rates of over-
weight and obesity. Key coalitions at the
national level include the Coalition for
Active Living, the Chronic Discase
Prevention Alliance of Canada and the
Integrated Pan-Canadian Healthy Living
Strategy (which includes the federal,
provincial and territorial governments).
Several provinces already have full-scale
promotion campaigns for physical activity
on its own or as part of a broader healthy
living campaign. Tradidonal scrvice
providers such as municipal recreation
departments, sport associations and the
YMCA and YWCA continue to promote
and support physical activity among
Canadians. Finally, organizations ac the
provincial level such as the Ontario
Physical and Hecalth  Education
Association, as well as at local levels such as
the Saskatoon Health District, have
increased cheir efforts to promote physical

THE BEST LAID SCHEMES OF MICE AND MEN. ..

activity recently, as part of a focus on
improved health.

In contrast to previous campaigns, many
of these efforts are tied to the prevention of
chronic discases. Cora Craig says: “If the
current trend persists, physical activity pro-
motion will be transformed into the pro-
motion of non-communicable discase risk
factors. This appears to be the direction of
the federal government wich its focus on a
healchy living strategy (an umbrella for
physical activity, nutrition, tobacco and
other risk facrors), and its support for the
creation of the Chronic Discase Alliance.
Although warranted, this was matched by a
decrease in focus on physical activity pro-
motion, and a decrease in funding for its
physical activity unit (roughly 25% of
whar it was a decade ago).”

There are limitations to absorbing physi-
cal activity promotion within chronic dis-
ease promotion. Craig says: “The risk-
factor specific approach is still necessary
because the messaging across risk factors
may not lead to clear messaging for any
one risk factor, the target groups for specif-
ic risk factors (c.g., nutrition and physical
activity) are not identical, and the sectors
that need to be engaged in developing
solutions are not the same.” This view is
supported by the analysis presented in this
supplement and from literature” suggesting
that it is more cffective to “promote a sin-
gle, doable behaviour, explained in simple
and clear terms.” Adding negative risk fac-
tors, such as smoking in particular, may
muddy the waters. Morcover, focussing on
other risk factors at the same time may
undermine the positive motivational
potential of physical activity to build sclf-
esteem, socialize and have fun.

Ebbe Marquardsen, who worked with
ParticipACTION in the carly years,
believes that a clear focussed mission was
key to their success. “Farly on, it was a
tough scll. People looked at us with blank
expressions on their faces when we
described who we were. But I had a clear
mission — to promote personal ficness.
[ knew what that meant and I knew how
to sell that idea. People responded.”

On the other hand, combining forces is
not necessarily incompatible. There is a
particularly strong synergy between physi-
cal activity and healthy cating, and Canada
and other countries can build upon the
current World Health Organization work
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on a Global Strategy on Dict, Physical
Activity and Health.® While physical activ-
ity and healthy cating sull require separate
campaign cfforts, combining the efforts of
these two networks makes a lot of sense. In
this regard, it is encouraging to note that
physical activity is being taken seriously in
at least some of the current chronic discase
work in Canada. Nancy Dubois, who rep-
resents the Coalition for Active Living in
the Chronic Discase Prevention Alliance
meetings, says: “Physical activity is really
coming into its own — as a truc partner at
the table.”

Ilaving said this, the authors of this arti-
cle are concerned chat the current emphasis
on risk factors and discase medicalizes phys-
ical activity and represents a throwback to
the days betore che birth of the Ottawa
Charter for lealth Promotion.” In so doing,
it loses the focus on personal and commu-
nity empowerment that is the essence of
healeh promotion. It also chreatens to push
away important partners in the recreation
and sport communitics. Millions of chil-
dren play basketball, soccer and hockey,
not becausc it prevents diabetes bur because
it is fun, challenging and rewarding. Most
Canadians who camp, hike and swim do so
for the enjoyment of recreating in nature,
not because it helps control their blood
pressure. Municipal recreation departments
Pl'()VidC Pl'()gl"‘ll]]S f:()l' SCni()]'S ilnd
Canadians with disabilities, not in the
interest of improving health (although this
1s rcu)gni'/,cd as an important by—produc[),
but because they believe thac all citizens
have the right to enjoy the holistic benefits
of active recreation in their community.

Currently, there are many organizations
and scveral coalitions that are well placed
to improve aceess and provide leadership
in the ficld of physical activity. The
Coalition for Active Living is ideally suited
to provide the leadership we need to
achicve the six-point plan the Coalition
promotes.'” The recent focus on develop-
ing physical activity guidelines and sup-
porting national organizations that are try-
ing to influence the environment for physi-
cal activity is laudable and essential. But
there is a gaping hole in the serategy. There
is no long-term commitment to support a
program dedicated to the use of social mar-
keting/health communications to increase
awarcness, knowledge, motivation and net-
works among the broad population and
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subgroups, and to reinforce a social climate
that makes active living the norm in
Canada.

Art Salmon, an ex-staff member who
currently works with the Ontario Ministry
of Tourism and Recreation, says: “While
there is a lot going on in physical activity
at the professional level, the average
Canadian is missing a viable icon for phys-
ical activity. Canadians saw Parcicip-
ACTION as the national consciousness for
fitness. There is a sense that we have lost a
beacon at the street level.”

Many Canadians are incredulous that
support for ParticipACTION or a replace-
ment program is not in place at the very
time that levels of obesity and chronic dis-
case are rising. There is particular concern
that Canadian children, who live increas-
ingly scdcnt;u'y lives, are growing up with-
out the ParticipACTION message. Charlie
Caty, a financial expert and former chair of
the ParticipACTION Board, is also con-
cerned about the cost to our health care sys-
tem. “Research has increasingly shown that
keeping Canadians active will save money,
as well as increasing personal well-being.”

Social marketing can make an important
contribution to the effectiveness of
community-based interventions when
combined with multiple strategics, such as
those that are reccommended by the CDC
'ask Force on Community Preventive
The ParticipACTION experi-

ence suggests that social marketing pro-

Services.!

grams are best sustained outside of govern-
ment through an organization that can
draw on the good will of the media and
private sponsors without political encum-
brances. “An association with government
is important for credibility and an
enhanced image with corporate support-
ers,” says Rob Petch, “but it is not possible
for governments to get the kind of leverage
ParticipACTION garnered. Media expect
governments to pay for their advertising.”
Marilyn Knox, who scrved on the
ParticipACTION Board for 10 years, says:
“Without political will and the support of
government managers, you lose the balance
between public and private funding and arc
forced to work in survival mode, as we were
at the end of ParticipACTION’s time. The
funding for this cannot come from the
already under-funded Physical Activity Unit
in Health Canada, or from the monies that
flow to other groups working in physical

PARTICIPALTION ,
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The movement for active, healthy living

activity. It must come from a commitment
at the political level to support a compre-
hensive national social marketing effore that
promotes and enables physical activity.”

A wise sage once said chat “an clephant
is a mouse built to government specifica-
tions”, and it makes sense to have an arms-
length, small organization that is able to
move quickly and even make fun of politi-
cal correctness, as ParticipACTION did in
their carly days. [n the face of competing
and shifting priorities, it is difficult for
governments to sustain a specific social
marketing program over many ycars (the
exception in Canada is tobacco). It is also
challenging for governments to fund an
outside agency over the long term unless
they have support, cooperation and pres-
surc from six essential groups: elected offi-
cials at the highest levels, key opinion lead-
ers in the media and corporate sectors,
government bureaucrats, and leaders in
provincial/territorial and local govern-
ments, the non-governmental sector and
grassroots organizations. Elected officials
and senior burcaucrats in a variety of
departments want clear evidence of the
benefits of investing in the promotion of
physical activity from cconomic, environ-
mental and social perspectives as well as
health. They need to know that the lessons
fcarned from ParticipACTION and others
will be well applied. Managers within gov-
ernment need assurance thac their own
111(1”("21[’(‘§ ﬂn({ Pl'(\gl'ﬂ”’]s are Vﬂll](‘d ilnd to
become comfortable with being a hands-
off parter that does not feel in competi-
tion with a dynamic organization such as
ParticipACTION.
touched

They also need to be

personally by the cause.
Sometimes, storics arc far more cffective
than statistics.

Bob Duck, who worked with

ACTION and the Y for many years, sug-

Particip-
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gests that future cfforts to promote physi-
cal activity in Canada will nced to pay
more attention to the diversity of Canada’s
population. “Different culeures look at
physical activity in different ways and pro-
motional efforts will need to explicidy
address cultural values, belicfs and prac-
tices.”

Medhat Mahdy, Senior Vice-President,
YMCA Canada, suggests that future efforts
to promote physical activity will need to
pay more attention to the family unit.

I'he field tends to promote active living
for children and adules separately and to
forget the importance of the family unit
being active together. At the Y, we sce how
children take their cues from their par-
ents.” Mahdy also belicves that we need
put more emphasis on ‘staying’ with physi-
cal activity, as well as on starting.
“Recidivism rates are always high. You
need different strategies and messages to
keep people active.”

Michael Weil, President and CLEQO,
YMCA Canada, says: *
lot of time talking theory and organizing

We are spending a
¢

coalitions. Meanwhile, our young people
are not developing the habit of physical
activity. Grassroots organizations like the
YMCA are working hard to increase access
for everyone. Community action is key,
but we need policy incentives and organi-
zations like ParticipACTION to support
the grassroots.”

Finally, it is important to note the grow-
ing interest in health promotion in an cco-
logical approach building on concepts
from social ccology and urban studies.'!?
This approach, which attempts to integrate
theoretical perspectives that allow an analy-
sis of the relationships between personal-
level and broader-level environmental fac-
tors has in fact recently been applied to the
promotion of physical activity." 1t is likely

THE BEST LAID SCHEMES OF MICE AND MEN, ..

that as it gains strength through further
research, v will strongly influence the

future of physical activity promotion.

The future of health communications
and social marketing

It is increasingly apparent thae health com-
munications and social marketing cfforts
need o be viewed as a component of com-
prehensive strategics to promote personal
and social change rather than the only, or
even the primary approach. It is also
important to recognize that the field
changing rapidly, largely as a resule of tech-
nological and commercial developments.
“It is a different world today and
ParticipACTION sct the bar high,” says
Jeannette Hanna, Vice-President of Brand
Strategy at Spencer lrancey Peters. It is
more difficult to get noticed, there is more
skepticism and more competition for
donor dollars.”

Rob Petch, who worked as a producer at
CBC television, says: “In che "70s, you had
a chance of reaching almost 50% of
Canadians if you got on onc of only two
television networks. An audicence of 2.5
million was considered big. Now with
multiple networks and hundreds of chan-
nels, it’s considered a success if you reach
700,000 to 800,000 viewers. We also do
TV differendy. Lvery three months, there
is a new technology to plug into. Welve
moved from broadeasting to narrow-
casting to micro-casting.”

Tom MacMillan, Senior Vice-President
of a public relations firm, agrees thac the
communications cnvironment of 2004 is
far more complex than it was during the
time he worked with ParticipACTION.
“On che other hand, dhere has never been
more media available. Convergence also
means that it is now possible to be really
cfficient, for example to engage many
newspapers across the country through one
corporate owner. Organizations who are
willing to learn and adapt have a good
(‘hﬂn(‘(‘ ()“ lji'ing S”(‘("(‘HS{"“I.“

Some social markceers are starting o
question the cffectiveness of public service
advertising (PSAs). A new study by the
Kaiser Family Foundation found that in
the US, broadcast and cable stations pro-
vide an average of 15 seconds every hour to
PSAs (just under one half of 1% of all tele-
vision airtime).

The study also found that

Pareners for a Drug-Free America was buy-
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ing about 9 scconds an hour for their
“public service messages” because most
networks were showing their messages at
3:00 a.m. or could only give the agency
10-sccond spots. On the positive side, new
style PSAs that feature a network’s own
stars — and therefore promote the network
at che same tme as the social cause — were
getting prime-time exposure.'”

Petch believes thar non-governmental
agencies need not abandon PSAs nor televi-
sion. “It does mean that they need to be
realistic abour what a PSA can do, and
make television one of several delivery
mechanisms. For example, reduce your costs
per unit and make your creative suitable for
dclivery on the web as well as on T'V.”

[t may also be time to revisit the rules
about how much time broadcasters in
Canada are required and encouraged to
donate to public service advertising, and
whether or not there should be stipulations
on how much of that space should be in
prime time.

Larry Hershfield suggests that “more
participatory, personal approaches such as
‘blogging’ and ‘chats’ now dominate the
information cnvironment, particularly
among the young.” In addition, “there are
more commercial incrusions into the over-
all healeh information environment,
including nutraceuticals, advertising, med-
icalization and the invention of syn-
dromes.” These developments provide
both challenges and opportunities for
health communications and soctal markee-
ing cfforts to promote personal and social
change.

On the challenges side, serious health
communications and social marketing
ctfores will have to compete with well-
funded commercial efforts and cach other
in an increasingly chaotic information
environment. This will require ongoing
rescarch with an increased emphasis on the
use of psychographics to segment audi-
ences, focussed strategic and operational
planning, the creative use of resources,
cffective partnerships, and the use of event
marketing and new media approaches in
addition to (or instead of) advertising. The
goal must be to create and sustain support
for social movements such as the once that
ParticipACTTON spearheaded.

On the opportunities side, the specificity
of the increased number of media channels
allows for more targeted messages to spe-
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cific audiences. New information tech-
nologies and increasing access to the world
wide web create unprecedented opportuni-
ties for ordinary people to access health
information that is specific to their needs.
Hecalth communications and social market-
ing efforts can exploit these opportunitics
to spread the word more cfticiently than
has been the case in the past. Morcover,
according to Frangois Lagarde, “social mar-
keting could be optimized if social mar-
keters go the whole way in addressing
product, price and place issues and consid-
cr taking the lead on advocating changes to
the physical, social and cconomic environ-
ments that are conducive to the adoption
of physical activity.”

T'hus, on balance, the future of health
communications and social marketing is
secure, at least in part, because of the pio-
neering cfforts of ParticipACTION — the

“mouse that roared”.
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Appendix

Historical Milestones for ParticipACTION

ParticipACTION’s First Decade:
Creating Awareness and Changing Attitudes

1971

* Sport Participation Canada (later renamed ParticipACTION),
a not-for-profit private company is formed on July 12.
Re. Hon. Lester B. Pearson is Chairman and Mr. Philippe de
Gaspé Beaubien is President.

1972

¢ “ParticipACTION?” is selected as the bilingual brand name
and a logo is designed.

* A communication strategy is developed and initial TV and
radio PSAs are launched in both official languages.

* ParticipACTION Saskatoon begins as the first pilot community.

1973

* The 60-year-old Swede television ad shakes up the country.

1974
¢ ParticipACTION launches newspaper (daily and weekly) PSA

messages.

1976

» Sun Life Assurance Company and the Kinsmen Clubs of

Canada work with ParticipACTION to build activity trails
called “ParticiParks” in over 100 communities across Canada.

1979

* ParticipACTION and the Canadian Association for Health,
Physical Education and Recreation (CAHPER) publish Whar’s
the Matter With Kids Today, an engaging booklet about chil-
dren’s lack of fitness and growing problems with overweight.

1980-81

o ParticipACTION reaches 100,000 employees and their families
with FIT'NESS: 'THE FACTS, a comprehensive information
campaign on employee fitness.

* Media support for ParticipACTION campaigns (not including
in-kind) valued at $8M.
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ParticipACTION’s Second Decade:
Building Involvement and Motivation

1982
* ParticipACTION Saskatoon conducts “Grear Canadian
ParticipACTION Challenge,” involving 50 communities across

Canada.

1983

e The CrownLife ParticipACTTION Challenge begins and con-
tinues annually for 11 years. For many years, the Challenge
involves an annual “community donation” of some 800 paid
pcrsonncl, more than 22,000 volunteer leaders and over
4,000,000 registered participants.

1984

* ParticipACTION, Fitness Ontario and the Ontario Milk
Marketing Board create APLEX (Action Program on Eating and
Exercise) for use in Ontario clementary schools.

1984-86

¢ The ParticipACTION Newwork is created in partnership with
Fitness Canada, including a membership-based information
magazine with sections targeting fitness/health leaders and the
public.

1985

¢ ParticipACTION begins work with the Department of
National Defence to dcvc]op training, exercise prescription and
promotional materials for military staff and physical education
instructors.

o The “Health Saver” educational pamphlers program is
launched in cooperation with the College of Family Physicians
of Canada and the financial support of the H. J. Heinz
Company of Canada. Eventually, 2.5 million information
picces are distributed by family physicians.

e ParticipACTION adapts healeh education booklets produced
by Krames Communications for sale to workplaces in Canada
under the ParticipACTION brand. "This continues into the

mid-1990s.

1988

* Through the Olympic Torch Relay and Celebration 88,
ParticipACTION mobilizes 1,730 communities in partnership
with Petro-Canada and the Canadian government.

* ParticipACTION publishes Expres: 1he Exercise Prescription, an
adaptation for the public of the exercise program developed for
the Department of National Defence.
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1989

o ParticipACTTON designs and implements the Vitality aware-
ness campaign in partnership with Health Canada and Fieness
Canada, in response to the healthy weights initative.

* ParticipACTION hosts the TRIM and Fitness International
Sport for All conference (FAFISA) with 48 participating coun-
trics.

* The CrownlLife ParticipACTION Challenge program is adopt-
ed internacionally by TAFISA as “Challenge Day”, eventually
attracting 25 million participants annually.

* The television campaign “Body Break With ParticipACTION”

is launched and Canadians meer Hal and Joanne.

1990

* Iitness  Ontario  supports  the development  of
“InformACTION”, a computer-based healch communication

resource for workplaces.

1991

* The Canadian Public Health Association presents
ParticipACTION with the Ortho Award for “outstanding con-
tribution to health in Canada”.

* Media support for ongoing campaigns and Vitality calculated
to be $15M.

ParticipACTION’s Third Decade:
Enhancing Partnerships and Community Mobilization

1992

e ParticipACTION dcvcl()ps and distributes o 20,000 leaders of
older adult programs, health information kits called Live 1r Up!
in partnership with Merck Frosst Canada Ine. and six major
health organizations, including CPHA. Over one million infor-
mation picees are hand-delivered to the target audience.

* Through a tcam of S0 community animation specialists and
over one million focal volunteer leaders, ParticipACTION
stimulates over 20,000 community active living initiatives and
extensive coverage for the Canada 125 campaign.

* ParticipACTION, with the support of many organizations and
in collaboration with Fitness Canada, is contracted to expand
and promote Summer Active and Winter Active campaigns.

« With the support of che Onrtario government,
ParticipACTION launches the Onrtario Community Active
Living Programme (OQCALP). Four community animators
mobilize individuals and organizations to build active living
coalitions, and support physical activity in communities across
Ontario,
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1993

* In partnership with Crown Life Insurance Company,
ParticipACTION develops and distributes a quarterly, bilin-
gual, health newsletter called Quality of Life that goes to some
80,000 employees in some 1,000 small businesses and institu-
tions across the country. This continues until 1997.

1994

* Niclsen media report shows that between February 1993 and
January 1994, ParticipACTION gained a median monthly
media exposure valued at $230,000 (ranging from $167,000 to
$538,000).

1995

* 'T'he Canadian Cardiovascular Socicty awards ParticipACTION
the Doctor Harold N. Segall Award of Merit “in recognition of
notable contributions to the prevention of cardiovascular dis-
eases and the promotion of cardiovascular health in
Canadians.”

* In partership with Health Alliance (Astra Pharma Inc., now
AstraZeneca) and the Government of New Brunswick,
ParticipACTION works with a seniors group called Atné(e)s en
marche—Go Abead Seniors! to develop and promote a bilingual,
peer-assisted health information program for seniors.

1998

* ParticipACTION builds and launches an ambitious interactive
website in both official languages.

* ParticipACTION promotes Physical Activity Guide to Healthy
Active Living developed by Health Canada.

1999

* ParticipACTION is one of the founding members of the
Coalition for Active Living. It is made up of hundreds of
groups, organizations and individuals committed to “making
sure that the environments where we live, learn, work and play
support regular physical activity.”

* ParticipACTION stops producing new national public service
announcement campaign material.

2000

* ParticipACTTON mobilizes over 800 communities to support
Canada’s largest millennium project, “The Trans Canada Trail
Relay 20007,

* ParticipACTION works with the Department of National
Defence (DND) to produce training resources for Land lorce
Command and special programs for DND firefighters, special
forces and pregnant soldiers.

* The ParticipACTION Board decides to cease operations.

2001
* ParticipACTION officially closes in January.
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