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Abstract

Background Due to the lower prevalence of adolescents meeting the physical activity guidelines, Santé Publique
France launched a social marketing campaign aimed at their parents in September 2022. This campaign aimed to
increase parental support and ultimately, adolescents’ physical activity.

The objectives of this study were to evaluate the variations in 1) the determinants of parental support, 2) parental
support, and 3) adolescents’ physical activity reported by parents between before and after campaign.

Methods A prospective study was conducted on the Internet. A representative sample of 4,005 French parents
(69.7% of women, 53% less than 45y old) was recruited and questioned before the campaign (T0), just after its end
(T1),and 9 months later (T2). Analyses were conducted at T1 and T2, with 2,808 and 2,173 parents responding,
respectively. The association between changes in the indicators and recollection of the campaign was assessed
using adjusted generalized estimation equation models. Data were weighted according to the socio-demographic
distribution of the French population.

Results Overall, parents who recalled the campaign increase more their self-efficacy for helping their adolescent

find an enjoyable sport w at T1 (p <0.05), especially among the parents of girls (3=0.06, p=0.03) and from a low
socio-professional category (3=0.06, p=0.02). Parents who recalled the campaign gave more encouragement to their
adolescent (3=0.04, p=0.04).

Among parents with a low level of different indicators at T0, recalled of the campaign was associated with more
positive attitude by encouraging their adolescent to be physically active at T1 (p=0.04) and T2 (p=0.0008) and

by taking part in physical activity with their adolescent at T1 (p=0.0009); practice of physical activity with their
adolescent more frequent at T1 (p=0.0003). and high physical activity for its teenager (p <0.05).
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Conclusions This evaluation showed positive and encouraging results, with some even maintained over the long
term. Given these promising results, the campaign has been rebroadcast. Its effectiveness will be investigated with

the same cohort of parents.

Keywords Physical activity, Adolescents, Parents, Social marketing, Parental support

Background

In children and youths, physical activity confers positive
benefits on physical, mental, psychological, cognitive,
and social health, not to mention academic achievement
[1, 2]. International guidelines recommend that they
should do at least an average of 60 min per day of mod-
erate to vigorous physical activity across the week [1, 3].
Unfortunately, as mentioned by the 2022 Report Cards
from 57 countries [4], the prevalence of children meet-
ing the physical activity guidelines decreases with age. In
France, the Esteban study observed a decrease in physical
activity among 11-14 year-olds, with only 33% of boys
and 20% of girls deemed to reach the physical activity
guidelines [5]. In this context, and because physical activ-
ity practiced during childhood is a predictor of physical
activity practiced during adulthood [6], promoting physi-
cal activity among adolescents is a major public health
issue in France [7].

Several reviews identified the determinants of physi-
cal activity in adolescents, including individual, inter-
personal, social, and environmental factors [8—10]. An
important and modifiable interpersonal determinant
identified in these reviews is parental support which cor-
responds to behaviors with its core components being
encouragement (e.g., encouraging an active lifestyle),
logistical support (e.g., facilitating physical activity,
enrolling children in sport), and co-activity (e.g., jointly
engaging in physical activity) [11]. A recent qualitative
study conducted in Slovakia on a sample of 24 adoles-
cents with the aim to identify barriers and enablers for
adolescents’ physical activity from their own point of
view identified also the importance of parental support
[12]. In a Canadian study, Doggui et al. [13] found that
parental support provided to children or adolescents
was associated with higher levels of physical activity in
the long term. Given their important role in encourag-
ing physical activity among adolescents, parents’ involve-
ment in interventions aimed at promoting physical
activity would seemingly increase its effectiveness. inter-
ventions for adolescents could have a greater impact if
they also involved the family.

The effect of mass-media campaigns to increase PA has
been extensively studied over the past decades and sum-
marized in various reviews [14]. Several impacts have
been observed, including changes in individual psycho-
logical determinants related to PA (e.g., intentions, atti-
tudes and knowledge) as well as changes in PA behaviors
[14]. Because parents are a key determinant to increase

the physical activity for their children, and in regard to
the conclusion of the Physical Activity Guidelines Advi-
sory Committee [15] which concluded that intervention
including family have greater impact on adolescents’
physical activity; mass media campaign promoting physi-
cal activity adolescents should include their parents
[15, 16]. To our knowledge, only two other mass media
campaigns have been developed to increase adolescents’
physical activity by promoting parental support: nota-
bly, the Verb campaign [17] and the “Think Again” cam-
paign. In the Verb campaign, launched in the US in the
early 2000s, parents were asked to support, recognize,
and praise their children for being active; to encourage
them to try new activities; and to be physically active
as a family or group. In the “Think Again” campaign
[18], launched in Canada in 2011 by the ParticipAction
organization, the aim was to draw parents’ (and specifi-
cally mothers’) attention to the amount of physical activ-
ity undertaken by their children relative to the national
guidelines. However, these two campaigns did not target
specific determinants of parental support, although the
scientific literature has highlighted determinants from
the theory of planned behavior [19].

The Canadian authors Rhodes et al. [11] examined the
predictors of parental support and adolescents’ physi-
cal activity based on the theory of planned behavior
[19] using structural equation modeling. The theory of
planned behavior included the attitude toward ado-
lescents’ physical activity (evaluation of the perceived
impact of adolescents’ physical activity) attitude toward
parental support (evaluation of the perceived impact of
parental support), and perceived self-efficacy regarding
parental support (ease/difficulty of performing parental
support) as determinants of parental support, which was
itself the determinant of adolescents’ physical activity.
The authors concluded that the only determinant associ-
ated with both parental support and adolescent’s physi-
cal activity was perceived self-efficacy regarding parental
support. This study also showed that the parents already
had a high level of positive attitude toward adolescents’
physical activity and toward parental support, whereas
the level of self-efficacy had a potential for improve-
ment. Interventions aimed at parents should therefore
focus on improving their perceived self-efficacy in order
to increase parental support and ultimately, adolescents’
physical activity.

Interventions should also pay attention to girls and
adolescents of parents with a low socio-professional
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status, education level or physical activity level, as these
adolescents have been shown to have lower levels of
physical activity [5, 20]. Indeed, the French representative
ESTEBAN study observed that girls practiced less physi-
cal activity than boys (34% of boys attained the physical
activity guidelines vs 20% of girl). In this report, adoles-
cents with parents of high educational level practiced
more frequently sport in a club than adolescents with
parents of low educational level (86% vs 75% for boys and
87% vs 65% for girls filles).

To increase adolescents’ physical activity, Santé pub-
lique France — the French public health agency — imple-
mented a social marketing campaign in 2022. Briefly,
social marketing consists of using commercial market-
ing techniques to encourage healthy behaviors [21]. This
campaign had two components:

+ One part directly targeted adolescents, with the
specific aim to increase their desire to be more
active through regular solicitations via a playful
app designed to spark their immediate interest in
engaging in physical activity through challenges and
a reward system.

The campaign’s other part targeted the adolescents’
parents, aiming to encourage them to actively
support their children in engaging in physical activity
by strengthening their sense of self-efficacy. This
study will focus on this second part in direction to
adolescents’ parents.

The objectives of this study were therefore to evaluate the
effect of the campaign recall, that targeted parents with
regard to variations in 1) the determinants of parental
support (i.e., attitude toward adolescent’s physical activ-
ity, attitude toward parental support, and perceived self-
efficacy regarding parental support), 2) parental support,
and 3) adolescents’ level of physical activity between
before and after the campaign. It also investigates
whether the effect differs with respect to the adolescents’
sex or the parents’ socio-professional status, education
level, and physical activity was also investigated.

Methods

French media campaign “Faire bouger les ados”

A new national social marketing campaign was launched
on September 1, 2022, by Santé publique France. The
1-month campaign called “Faire bouger les ados” (in Eng-
lish “Get teens moving”) included several communication
tools that were broadcast throughout the campaign. The
theory of planned behavior was the theoretical model
that guided the development of this campaign, comple-
mented by the findings of Rhodes et al., which highlight
the need to focus on parental self-efficacy in relation to
parental support [11].
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One 30-s TV spot (adapted as a 15-s spot for social media)
This TV spot emphasized a key form of parental sup-
port: offering encouragement. A recent study concluded
that encouragement was the type of parental support
most associated with adolescents’ physical activity [13].
The objective of the TV spot was to motivate parents to
encourage their adolescents to be more active, even when
it feels challenging.

Three 25-s radio spots
To help design the campaign, a qualitative exploratory
study was conducted among 60 parents of adolescents
and 45 adolescents. This unpublished study revealed that
many people lack a clear understanding of what con-
stitutes physical activity. Therefore, the first radio spot
explained what is meant by physical activity (e.g., active
travel, informal sports games), and recalled the recom-
mended physical activity guidelines for adolescents: at
least 1 h of physical activity per day.

The two other spots focused on two forms of parental
support: helping adolescents to find an enjoyable sport
and practicing physical activities with them.

Seven internet banners

The qualitative exploratory study also highlighted par-
ents’ need for practical advice to increase the physical
activity of their adolescents. Three Internet banners thus
provided practical tips for parents to encourage their
adolescents to be more active such as dedicating an hour
per week to family physical activity, challenging their
child to a jump skipping rope challenge, or participating
in a photo challenge. Banners were linked to the manger-
bouger.fr website for additional guidance.

Another two banners outlined the guidelines of physi-
cal activity and screen use for adolescents. These banners
were linked to relevant articles on the mangerbouger.fr
website.

Finally, two further banners encouraged parents to
evaluate their adolescents’ physical activity level using
a test available on the mangerbouger.fr website. In the
qualitative exploratory study, as in a Canadian study, the
majority of parents wrongly believed their children were
sufficiently active [22].

Study design

To assess the effect of this campaign, a 1-year prospective
study was conducted from July 2022 to July 2023. A sam-
ple of 4,005 parents of adolescents aged 11 to 15 years
was recruited in an access panel by a French market
research company (BVA) and asked to complete a ques-
tionnaire on an Internet platform. The questionnaire was
specifically develop for this study (Appendix 1 in Supple-
mentary Material). The sample was selected according to
quotas of sex, age, occupation, size of area of residence,
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and region, thus reflecting a representative sample of
French parents of adolescents. Parents were first inter-
viewed before the media campaign (T0). All parents were
contacted just after the end of the campaign (T1) and
9 months later (T2).

Study population

As presented in the Fig. 1, among the 4,005 participants
interviewed at T0, 2,808 (70%) responded at T1 and were
considered in the present analysis. Of them, 2,173 also
answered at T2, which represents 54% of the population
initially interviewed at TO.

Data were weighted according to the French socio-
demographic distribution in 2022 in terms of sex, age,
socio-professional category, region, and size of area of
residence.

Campaign recall assessment

Recalling the social marketing campaign was measured
using the self-reported campaign recall at T1 by con-
secutively showing participants the different communica-
tion assets used throughout the campaign (one TV spot,
one of the three radio spots selected at random, one of
seven Internet advertising banners selected at random).
For each asset, parents were asked the following: “Here is
an advertisement broadcast on television/radio/Internet.
Please indicate whether you remember seeing it” Parents
were considered to recall the campaign if they reported
seeing at least one of the campaign’s communication
assets.

Parental support
Three forms of parental support were assessed at TO, T1,
and T2:

+ encouraging their adolescents to engage in physical
activity on most days of the week (twice a week or
less vs. three times a week or more);

+ helping their adolescents discover an enjoyable sport
(no vs. yes);

+ engaging in physical activity together (less than once
a week vs. once a week or more).
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Determinants of parental support

The determinants of parental support investigated here
were taken from the theory of planned behavior [19].
Three determinants were investigated at TO, T1, and T2:

» attitude toward the benefits of physical activity for
adolescents: “It’s important to me that my adolescent
does enough physical activity”

« attitude toward the three types of parental support
investigated: “In order for my adolescent to be
physically active, is it important (or not) to...

« encourage him/her to engage in physical activity
on most days of the week;

«+ help him/her discover a sport that he/she enjoy;

« engage in a physical activity together”

« self-efficacy about the three types of parental support
investigated: “Do you find it easy or difficult to...

+ encourage my adolescent to engage in physical
activity on most days of the week;

« help him/her discover a sport that he/she enjoy;

« engage in a physical activity together?”

Because of the high levels of positive attitude and self-
efficacy, these variables initially in four classes, were
dichotomized for the analyses into 1- somewhat or
2-strongly disagree versus 3-totally or 4-somewhat agree
for the positive attitude toward the benefits of physical
activity for adolescents; 1- not very or 2- not at all impor-
tant versus 3- very or 4- somewhat important for the
positive attitude toward parental support; and 1- rather
or 2- very difficult versus 3- very or 4- fairly easy for
self-efficacy.

Adolescents’ physical activity

Different types of physical activity among the adolescents
were assessed by parents in the questionnaire at TO, T1,
and T2:

« average daily duration of physical activity (weekdays
and weekend) (< 1h/day vs. > 1h/day corresponding
to the physical activity guidelines);

[ July 2022 October 2022 July 2022 |
2808 respondents (70% 9
Internet survey of a representative sample of 4005 P (70% 249  respondents (62%
response rate). response rate).

parents of teenagers

Fig. 1 Flowchart
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+ frequency of active travel to school (< 3/week vs. >3/
week, i.e., most of the week or not);

« frequency of sports practiced in a club (excluding
sport at school) (never vs. at least once per week);

+ frequency of informal physical activities (never vs. at
least once per week).

Covariates

Data on multiple potential confounding factors were col-
lected at TO. In particular, parents’ sex (male, female),
age (<50,>50), area of residence (Paris / Paris sub-
urbs, Northeast, Northwest, Southeast, Southwest),
socio-professional status (high socio-professional sta-
tus: manager, intellectual and middle-level professions,
and self-employed; low socio professional status: man-
ual workers; unemployed or retired), educational level
(<high school diploma, high school diploma,>high
school diploma), perceived financial situation (good
financial situation, bad financial situation, refuse to
answer), number of children, age of the adolescent con-
sidered in the questionnaire (11-12 years, 13—15 years),
sex of the adolescent considered in the questionnaire
(boy, girl), perception of the physical activity level of ado-
lescent considered in the questionnaire (sufficient, insuf-
ficient), adolescent’s practice of a sport (no, yes), and
parent’s practice of a sport (no, yes).

Statistical analysis

For present analysis, data were weighted according to
the French distribution in 2018, provided by INSEE. The
DAISIE software was used to weight the data with the
margin calibration method.

Descriptive analysis

For all the investigated covariates, participants who
recalled the campaign were compared to those who did
not using Chi-square tests. All factors associated with
recalling the campaign were included as confounding
factors in multivariable-adjusted regressions.

Association analysis
Mixed models were used with random effects using gen-
eralized estimating equations to evaluate the association
between the parents’ campaign recall and the variation
in parental support determinants, parental support, and
adolescent’s physical activity, between before and after
the campaign. Mixed models were adjusted for some
parental characteristics: sex, age, socio-professional sta-
tus, education level, and practice of a sport. P-values
reported were p-values of the interaction term: time*X
variable.

To evaluate if the campaign increased these indicators
among those with an initial low level of the dichotomized
variable, interactions were tested between campaign
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recall and initial level of indicators. Interactions were
found for each tested indicator (p<0.0001). Multivari-
able-adjusted logistic regressions were thus performed
among parents whose adolescent had an initial low level
of physical activity, or who had an initial low level of
parental support, or who had an initial low level of paren-
tal support determinant, to compare outcomes between
participants who recalled the campaign at T1 and T2 and
those who did not.

Interactions with socio-professional status, education
level, and parental physical activity as well as adoles-
cent’s sex were also tested. Because mixed models were
used, interaction between time and the X variable was
integrated in the model, thus triple terms of interaction
were used to assess potential interactions with socio-
professional status, education level, and parental physical
activity. For socio-professional status and education level,
which were non-binary variables, the category of refer-
ence was low socio-professional status and <high school
diploma.

Parents were considered to recall the campaign if they
reported seeing at least one of the campaign’s com-
munication assets (i.e., TV spot, radio spot, or Internet
banner).

Specific analyses were also performed regarding the
recollection of each tool: recalling the spot TV, at least
one radio spot, and at least one Internet banner.

All statistical analyses were performed using SAS
Entreprise Guide V.7.1 (SAS Institute, Cary, North Caro-
lina, USA). Statistical significance was set to a=0.05 for
all analyses except for the interaction analysis, which was
set to a=0.10.

Results

Study population characteristics

Individual characteristics of the study population are pre-
sented in Table 1. Overall, 66.0% of parents recalled the
campaign. More specifically, 55.2% recalled the TV spots,
41.6% recalled at least one radio spot, and 29.1% recalled
at least one banner (among them, 93% recognized at least
one other support and 69% all three supports). Parents
who recalled the campaign were more likely to have a
low education level (»p=0.0002) and to practice a sport
at least once a week (p=0.0006). No statistical difference
was observed regarding the parents’ sex, age, or region
of residence, or the adolescents’ age, sex, or practice of
a sport.

Determinants of parental support

Attitude about the benefits of physical activity for
adolescents

Overall, the recall of the campaign had no impact on pos-
itive attitudes about the benefits of physical activity for
adolescents (p>0.05 at T1 and T2, Table 2).
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Table 1 Characteristics of the weighted and unweighted study population' according to campaign recall (n=2,808)

Weighted population Unweighted
population
Campaign recall P-value' Campaign recall
Yes No Yes No
(n=1,840) (n=968) (n=1,840) (n=968)
Sex, % 0.9
Male 30.2 304 303 299
Female 68.8 69.6 69.7 70.1
Age (years), % 0.7
<45 524 533 533 523
>45 47.6 46.7 46.7 47.7
Region, % 03
Paris / Paris suburbs 19.8 185 16.3 17.7
Northeast 234 222 23.1 24.5
Northwest 19.6 218 24.6 221
Southeast 212 19.7 17.9 19.3
Southwest 16.1 179 18.1 16.3
Socio-professional status, % 0.5
Manager, intellectual and middle-level professions, and self-employed 555 49.7 494 55.1
Manual workers 415 47.0 473 419
Unemployed, retired 30 33 33 30
Education level, % 0.0002
<High-school diploma 17.1 14.2 174 14.2
High-school diploma 263 21.1 266 216
>High-school diploma 56.6 64.7 56.0 64.2
Perceived financial situation 0.5
Poor financial situation 56.1 56.6 573 56.5
Good financial situation 436 42.7 420 432
Refused to answer 03 0.7 0.7 0.3
Number of children 0.7
1 18.2 188 18.7 18.1
2 49.0 50.0 50.1 49.2
3 or more 328 31.1 311 32.7
Age of the adolescent considered in the questionnaire 0.2
11-12 years 54.6 52.2 521 544
13-15 years 454 478 479 456
Sex of the adolescent considered in the questionnaire 03
Boy 531 51.1 53.1 51.2
Girl 46.9 489 46.9 488
Perception of the adolescent’s physical activity level 0.2
Sufficient 66.8 69.1 66.7 69.0
Insufficient 332 309 333 31.0
Adolescent’s practice of a sport 0.6
No 338 34.8 328 320
Yes 65.2 65.2 67.2 68.0
Parent’s practice of a sport 0.0006
No 44.6 513 44.7 514
Yes 554 48.7 553 48.6

'p-value for the comparison between campaign recall using Chi-square

Attitude about parental support

Overall, recalling to the campaign had no impact non
positive attitude toward the three types of parental sup-
port (p>0.05 at T1 and T2, Table 2).

However, among parents with an initial low level
of positive attitude (Appendix 2 in Supplementary
Material), those who recalled the banners more fre-
quently showed a positive attitude for encouraging
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their adolescent to be physically active (OR 95%CI: 1.63
[1.03-2.57], p-value=0.04 at T1 and 2.09 [1.21-3.60],
p-value=0.0008 at T2) compared to those who did not
recall the banners. A similar trend was observed at T1
for the positive attitude regarding parents engaging in
physical activity with their adolescent (1.55 [1.12-2.14],
p-value =0.0009).

Self-efficacy about parental support

Regarding self-efficacy about parental support, overall,
the campaign significantly increased one form of self-
efficacy wich was helping their adolescent find an enjoy-
able sport was observed between (3 =0.04, p-value=0.03
at T1 for TV spot, and f=0.04, p-value=0.01 at T1 for
radio spot recall, respectively, Table 2). An interaction
was found with the adolescent’s sex (p=0.02 at T1 for
overall recall, p=0.02 at T1 for TV recall). When analy-
ses were stratified by the adolescent’s sex, this positive
association between the recall campaign and self-efficacy
for helping him/her to find an enjoyable sport was only
observed among girls (f=0.06, p-value=0.03 for overall
recall, p=0.06, p-value=0.01 for TV recall). Regarding
the banner recall, an interaction with socio-professional
status was found at T1 (p-value = 0.0003, data not shown).
Analyses were then stratified by socio-professional sta-
tus, and a significant positive association between cam-
paign recall and self-efficacy about being physically active
with their adolescent was found only among those with
a lower socio-professional status (f=0.06, p=0.02, data
not shown).

When analyses were conducted among parents
with an initial low level of self-efficacy (Appendix 2
in Supplementary Material), those recall of the cam-
paign was associated with higher increase of self-effi-
cacy toward encouraging their adolescent at T1 (1.36
[1.01-1.84], p-value=0.04) and at T2 (1.70 [1.20-2.40],
p-value=0.0003 for the recognition of banners). Simi-
larly, those who recalled the radio spots significantly
increased their self-efficacy for engaging in a physical
activity with their adolescent at T1 (1.37 [1.07-1.75],
p-value=0.01).

Parental support

Among parents who recalled the campaign, a significant
increase for the encouragements was observed (ff=0.04,
p-value =0.04) (Table 3).

More specifically, among parents with an initial low
level of parental support (Appendix 3 in Supplemen-
tary Material), radio spots impact positively their prac-
tice of physical activity with their adolescent at T1 (1.63
[1.25-2.13], p-value=0.0003). Regarding the banner
recall, an interaction with socio-professional status was
found (p-value=0.07 at T1 and p-value=0.01 at T2;
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data not shown). Analyses were then stratified by socio-
professional status, and a significant positive associa-
tion between campaign recall and being physically active
with one’s adolescent was found only among those with
a lower socio-professional status (p-value <0.0001 at T1
and p-value <0.0001 at T2; data not shown).

Adolescents’ physical activity

Overall, the campaign did not impact adolescents’ physi-
cal activity evaluated by parents (p>0.05 at T1 and T2,
Table 4).

When analyses were performed among parents with
an adolescent with an initial low level of physical activ-
ity (Appendix 4 in Supplementary Material), radio spots
positively impact probability of practicing physical activ-
ity at least 1h/d during the weekend at T1 (1.74 [1.23—
2.40], p-value =0.008) and frequency of informal physical
activities at T1 (1.57 [1.15-2.14], p-value =0.004). Simi-
lar trends were observed for adolescents whose parents
recalled the banners compared to those who did not
recall, with a significant increase in the following:

« duration of physical activity practiced during the
weekend (1.99 [1.38-2.87], p-value=0.002 at T1 and
1.69 [1.10-2.60], p-value =0.02 at T2);

« frequency of active travel for going to school (1.40
[1.05-1.86], p-value=0.02 at T1 and 1.45 [1.03—
2.03], p-value=0.03 at T2);

« frequency of sport practiced in a club (1.59 [1.17-
2.17], p-value =0.003).

Discussion

Among the surveyed parents, almost two-thirds recog-
nized the campaign, with a higher percentage of parents
with a low education level and a low level of physical
activity. Overall, the campaign increased self-efficacy
regarding two forms of parental support in addition to
one form of parental support: namely, being physically
active with one’s adolescent. Among parents with an
initial low level of positive attitude, self-efficacy, or sup-
port, or those whose adolescent did little physical activ-
ity, several increases were found in terms of their positive
attitude or self-efficacy toward parental support, paren-
tal support itself, and adolescents’ level of physical activ-
ity. Some results specifically applied to parents with a
low socio-professional status or among parents of girls.
It is also encouraging to note that for this first broadcast
of the campaign, some of these results were maintained
over the long term.

Although parents are an important target for social
marketing campaigns that aim to promote children’s
physical activity [23, 24], only a few campaigns have tar-
geted them directly. To our knowledge, two campaigns
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s had similar aims to the “Get teens moving” campaign: the
g E N M0y Verb campaign [17] and the “Think again” campaign [18].
2 Our results were consistent with the aim of our cam-
q:; o paign, which was to improve parents’ self-efficacy toward
'E NMal2 888 parental support based on the previous findings of
= Rhodes et al., which suggested that it was the only deter-
g v minant associated with parental support and adolescents’
e '_g T 4o physical activity [11]. Parents’ awareness of our cam-
g SRR paign was indeed associated with the improvement of
> self-efficacy for several forms of parental support, which
g x is in line with the results of the “Think again” campaign.
.:: g The effectiveness of the campaign seems to be higher for
2 g - the parents of adolescents at risk of low levels of physi-
2S5 Eclal2222 cal activity. The improvement in self-efficacy to help their
adolescents find an enjoyable sport was only observed
g among the parents of girls. This is an interesting finding
£ Tg e o in light of the higher drop-off in physical activity among
x> Qo © S o adolescent girls [5]. This result was all the more interest-
% ing regarding another recent French report indicating
3 S5 S o that the proportion of girls doing sport at least once a
S NMal? 933 week in a club was 8 points lower than that of boys [16].
_§ The campaign also increased self-efficacy and parental
E s support for being physically active with their adoles-
g S8 — o~ cents among parents with a low socio-professional status.
£ B i This result is in line with our objective to avoid widening
=S social inequalities in health.
E. e S Overall, no variation of attitude toward parental sup-
2 [ElaTT97 port was observed, but when analyses were focused
on parents with a low level of positive attitude, some
g improvements were observed. These results confirm the
_E. s 9 é i interest of campaigns that promote parents’ positive atti-

tude and self-efficacy toward parental support, especially
among those with a low socio-professional status.

In our study, awareness of the campaign was associ-
ated with an increase in one form of parental support:
being physically active with one’s adolescent. This find-
ing is consistent with the results of the “Think again” and
“Verb” campaigns, which showed that parents who were
aware of the campaign engaged in more parental support
behaviours [18, 25]. However, like the “Think again” cam-
paign, our study showed this improvement was not main-
tained in the long term, suggesting that future broadcasts
are needed to increase and/or maintain these initially
encouraging results.

T2
B

002
002
005
005

p-value

04
0.8
0.2
0.8

Encouraging him/her to be physically active most days of the

'adjusted on sex, age, education level, socio-professional category, and parental practice of sport

Table 3 Association between parental support and campaign recall’

x g S Our study showed encouraging and promising results:
a2 727 among parents who declared that their adolescents had
a low level of physical activity and who recollected the

- campaign, several increases in different forms of physi-

g cal activity were observed, some even being maintained

5 = in the long term. Literature regarding the effects of cam-

;i 5 g = paigns on adolescents’ physical activity is, however, het-
53¢ erogeneous: in the “Think again” campaign, the positive

Tg 3 é g effect on parental support did not result in a positive

d3F &8 impact on adolescents’ physical activity [18], whereas in
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g the Verb campaign, a positive impact was found with an
e o o~ enhanced effect after 2 years of broadcasting [26].
Q o © © o . . . .
o One major strength of this study was its prospective
g evaluation of several forms of parental support as well
= - as their determinants, collected before and after the
2l 88238 broadcast of the social marketing campaign with detailed
8 Flaloco o | o© . . . . .
£ information regarding potential confounding factors.
o However, several limitations should be acknowledged.
2 |3 First, as the cohort involved volunteers, it included a
& |3 - o« potential selection bias. Their level of parental support or
s Heee- their adolescents’ level of physical activity could thus be
s higher than in the general population, which limited their
% mm s possibility for improvement. Despite multiple adjust-
</Flajc S S5 ments regarding the measurement of associations with
< 3 campaign recall, a confounding bias could not be com-
g o< o8 pletely eliminated. Furthermore, 70% of respondents at
s 2| |&c S cSS D .
- E o TO completed the questionnaires at T1 and T2. Despite
= als 833y ost-stratification weighting, we can assume a potential
= g p ghting p
A s 8 < attrition bias. Finally, some bias could appear regarding
E E ~ 233538 our questionnaire: firstly, the self-declared financial per-
§ ~ o 3 § 1 i ception could induce a declaration bias, and secondly
2 RFlad 377 %‘ the physical activity level of adolescents was declared by
=l = g their parents with an unvalidated questionnaire due to
c . .
o5 o g ], the length of the overall questionnaire.
SIs |2 £ &S S S o In conclusion, this first French social marketing cam-
2 2> S| o - ’
g 2 a23985 2 paign promoting parental support with the ultimate aim
S 8 § to increase adolescents’ physical activity highlighted
e S § S -3 some positive effect regarding the increase of self-efficacy
2 - - S S o
© _E = é g § g ElFlalT T 39 or parental support among parents who recalled the cam-
o paign, sometimes even maintained over the long term.
o o Even among parents who declared little physical activ-
— (] . . . .
T 3 2 g ity for their adolescent, the campaign led to an increase
= e o~ o~ AT T2 in their physical activity practiced during the weekend,
o) Qo o o o = . .
- g the frequency of active travel for going to school and of
9] o . . s . .
532 s sport practiced in a club. The campaign’s aim of not wid-
%3 E %8 ®Q E 8. 895 ening social inequalities seems to have been achieved,
2|8 | |SSSS § NMal?3 778 as improvements in self-efficacy about parental support
% : S I Y |5 (helping its adolescent to find an enjoyable sport and
©| c < %) . . . . .
== o Y being active with its adolescent) and in parental support
Slo a B . . . S .
§ £ g 9 s & itself (being active with its adolescent) were sometimes
= -E [ “ @ o S %: Ny IS found specifically among girls’ parents or among parents
212 e e e e “2 38 with a low socio-professional status.
e <4
[URRY) b Q
o= g : N
§ E PN .o § Implications
c| & 2288 g - 1882 49/= In view of these encouraging results, the campaign was
e - . .
glalFla T T 7 Tiwiriae e i o g rebroadcast in September 2023 and September 2024; its
% 2 effects will subsequently be investigated using the same
2 — _ E cohort of parents. Moreover, the theoretical model used
") g g o for the development of this campaign was the theory
© o . . . .
9 5 = 5 = il of planned behavior, although it could be interesting
A 3=9 = 3= 9 =2 for future campaigns to investigate the predictors of
< €0 =23 € 8 =2 gls , . .. . .
- gLge §L£g s adolescents’ physical activity changes using mediation
M = 5 & = =5 %52
% qg: § r%“ % % >% % ‘% E analyses.
[ OEF & o O F o ool
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