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Tucker, Evelyn L HLTH:EX

From: Herman, Matt HLTH:EX
Sent: Thursday, August 16, 2012 10:35 AM
To: Woodiand, Laurie HLTH:EX; Green, Toby A HLTH:EX; Fox, Joanna HLTH:EX; Clarke, Ryan

HLTH:EX; Hansen, Regan HLTH:EX; Porter, Rodney GCPE:EX; Franklin, Kimberley
GCPE:EX; McGuire, Nicolette HLTH:EX; White, Sharon D CSCD.EX; Todoruk, Kyie

HLTH.EX .

Cc: ’ Codner, Tamara A HLTH:EX

Subject: RECORD OF DISCUSSION - BC Gov internal ParticipACTION Partnership Committee Aug
156th

Hi all, thank you for attending the meeting yesterday morning. Please find attached a record of
the discussion and follow up actions (thanks Kyle). I've also attached the Bring Back Play
powerpoints and the latest Critical Path.

Cheers, Matt

Not Responsive

3C Bring Back
ay Presentatic

Not Responsive

Not Responsive
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ParticipACTION (internal) Partnership Committee

Date:

Wednesday August 15,2012
9:00 ~ 10:30am ‘
Attendees: Kimberley Franklin (GCPE), Joanna Fox (HPSE), Ryan Clarke (HPSE), Toby Green

(CDIPBE), Matt Herman (CDIPBE), Kyle Todoruk (CDIPBE), Nicolette McGuire (BOS),
Sharen White (CSCD - SB)

Not Responsive
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Not Responsive

: Discussion:

Currently preparing a special page on Healthy Families BC regarding the partnership
with ParticipACTION
¢ Still need to develop messaging regarding active play ;
»  Sharon to ook into resources that they currently have and get back to Joanna |

with any information that may be relevant to include regarding unstructured
play before October 9" release.

Tohy to work with Mark Factor and Kathy Cassels regarding communications for
Bring Back Play, i-Walk and Beat the Street.

Note to keep an eye out for any potential oppartunities to link Ministry of Environment
in with regards to Healthy by Nature

YAY mobile to be launched in BC in conjunction with October 9/10™ national
campaign

» Toinquire about using YAY mobile again starting in April as part of Be Active
Every Day (80 days leading up to Move for Health Day). Toby to discuss
w/Ron Wilson.

Ryan to continue exploring possible list of celebrity moms to feature.
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 Actlonitems

v

Ly

Sharon to explore potential resources and background information
an un-structured play te include in messaging

Toby to work with Mark and Kathy regarding communications for
Bring Back Piay, i-Walk and Beat the Street.

Group to continue thinking of ideas for materials to be included in
YAY mobile.

Ryan to continue exploring list of celsbrity moms to feature

Matt to forward ParticipACTION slides to group on marketing for
bring back play campaign.
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Not Responsive
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ilies BC Partnersh

PaRTICIPSTION

August 2, 2012
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D eeting Objectives
PaRnCiPsiizn

1. To share Bring Back Play campaign plans for BC
| 2. To confirm direction on:

- - Campaign Branding

"5'_—_ Media Plan

_Experiential

" Community Engagement Co-branding
‘PR launch
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PARTICIPILTION

A8enda

Communications Strategy Overwew
e Bring Back Play - Campa|gn
Bring Back PlayinBC

Media
:__Experiential Event
;;__;__;_é'Sbcial Media & Mobile Initiative
Community Engagement
+ PRlaunch
Next Steps
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PARTICIPSCTION
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PaRTICIPSCTION

Commumcatlons Strategy f'verv:ew._

Brand Idea

- Moving Canadians - PartnupACT!ON moves you to make physical activity a vital and
~ fulfilling part of your everyday life

| Target
~Moms with kids ages 5 -12

Communications Objectives _
- To motivate Moms to take action and get their kids to be physically active everyday

Key Message .
;Your kIdS will have a better life because of the benefits of being physically ac:tlve 'f

- -_-Support

- fChlIdren who are physically active for 60 minutes a day will:
- Feel Happier - Do better in school
- Improve thelr self-confidence - Improve their health
- Improve their fi tness ; - Grow stronger
~ Leam new skllls e L - Have fun
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- PARTICIPELTION

ring Back
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 PaRTICIPACTION o Campalgn‘|dea

- Every mom wants the best'for'-_ﬁé:r'_gki'dﬁs.' She wants them to be happy,
~ healthy, self-confident... the list goes on.

- But what moms might not realize is, these things are easier to" "
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Integrated Co

PERTICIPICIET

Bring Back Play
creative concept
will be translated
‘into a fully
“integrated
_communications
campaign through
strategically chosen
‘mass, community

Google
ing
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- PARTICIPSCTION

Bring Back Play in BC
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- TV Creative

aa'ticépACT!

PERTICIPSCTIEN BC &

A2 Hont: FartdpACTHON product: Bring Back Play ’5&’:‘ ClHant: ParticipMTTION Produch: Bring Back Play
JWT Title: GaresWe Used To Py Length: 30 J 0 It cames e Used To Py Length: 20 =

“Threupghust th spt we shos vignetios ot by chiledver: phaying 2o wnonganized
o chitdenn baivg active, et tag o6 gl dk
RRLISIC: Sghanthernis frock buillding B Qe oot dhetr pe-onafidenee?
Tl 4 armmaetada,
. P
Cpam on o igntis of childesn plaging ina
wgutinkder fn thay backyamd in the surrmsr, B Tl
R Wit dioes B ale te mmabe i ek B coasnanids,
e shidiren happierd

Gkt b gpanposd chikfrer: phaeg hide
ond nask i 2 npartky pade i the ik

MO e o e rnodie tha heoithiee?

Lot o prosp of ghildren ddimg ke
theceugghy thed: neaghbsurbsed 5 png,

©

©

Dotk b v P, Prancibein swpse
BURER: g back gy

BT We brivg bock gl
Ve wesyrovn wmed B phuy,

Trammsition 1o PeetcipBTTION o,
LN By ProsthaipelTTO8 we emy....

HTH-2012-00211

Page 15




pommewara,  BC & ParticipACTION - TV Creative
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PaRTICIPSCTION

"
L.

} 14 Lot PartbapACTION
Titde Garrsas Wa Leed To Play

articipACTION

Peaduor: Bring Back Flay

Langtie 30 G l

™ Tho ParbimpfCTION loge fados swwy oo the
Heudtiny Faroiios B logo fadsa up.

A4 Halthy Fovellion RO o
Poorbiafp AT TN vre bringing bask playt

EVC BLT iz Reirgirog Tankydioy | Heeiily
Fanilios BD awd PurSciph0Ticn,

S BLT iz bl tienar to Bring baok plasg
Hoambrhisy Fopnifien B Pardeiph I,

KN HET FeWe omer olf by bk piloyl
_f Mwalthy Foendlios BC umd PorapSSTuo,

Healti'sy
FamiliesBC

HoakthyFamiieni.co

™y, Heulther Fomilies BC logo sty et eomse,
VAL, foddes up,

UARL: HeailthyFarsifiewB G

tive

HTH-2012-00211
Page 17




paﬁrizfpm?f BC & Pa rt ici pACTI ON - TV Creative
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Creative

C & ParticipACT

PERTICIPSCTIOT
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PARTILIPSLTIONG

* Full colour and black &
white |
* Creative built in Tabloid
and Broadsheet
newspaper sizes
e full page
* J2page
* Japage

‘o Poster sized templates
* 8% x11format
* 11x17 format
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PARTICICALTION

* Big Box storyboard example
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BC & Pa E"UCI pA_CTION I'.'j: D igital Creative
e Endframe highlightiﬁg all'!- the .cii.fférerit: sizes évéilable:

e Big Box

* Leaderboard

H, =Y BC,
=T'S GET MOMING!
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vl BC & ParticipACTION — Website Integration
PERTICIPILTION | o o N
e 1: prominent article placement within masthead rotation -
e  2:featured article below masthead o

e  3:crosslink to Participaction.com as a trusted partn'er

Al

BRITISH L Artiches & R ol |
COATmELs kAo ittt

spire a Generation and Take Action this Summer
Olympics
The Ohynpics kick off Friday! Don't Just sit on the couch, get
involved with your family and friends and inspire a generation!

.
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Paid Media i




Bﬂng

) Back Play Media Overvie
PARIILIPZLTION _ -

OBJECTIVES
¢ Drive Awareness

* Drive Engagement

TELEVISION

~+ Launch with 3 week TV flight in October followed by flighting through to the end of .
- ~March in order to maximize reach against target group - G
Leverage paid dollars to negotiate added value in off weeks and lower demand penodsj:;_f

2 year buying strategy where possible(to ensure best costs and added value)

-fDIGITAL ._
- Use targeted display media to maximize reach and frequency to gain awareness ofs:
- ParticipACTION and the need to bring back play. RTB, Pre- Roll, Standard ads:_' fe
_ Use social media to encourage ‘hand raising’, getting users to engage wnth
f:_fPartlmpACTION Facebook.com !
Use Search Engine Marketing to intercept those seeking activity relatef__ infor
with 'a_PartlapACTION message. Google/Yahoo/Bing/YouTube a
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ledia Overview

- PaRrRTILIPILTIONG |

- TELEVISION N | | S
* Incremental 850 GRP’s (per f!SCEI|) on BC statlons for a total of 1275 GRPs (mcludes
National Conventional + Specialty of 425 GRPs)

- Increases reach/frequency from 65.7/6.5 National to 89.3/14.3 in BC
' -f Bonus/PSA request on all stations aII year long

D'GlTAL R LT
Extend the RTB (Real Time Bidding) campaign of targeted display media geo’ argeted to
. ‘the BC province §
_* _Extend the use of social media to encourage engagement with ParthlpACT|0N geo-
. targeted to the BC Province |
“.f'f}Estlmated incremental 32,000,000 impressions over the National estimate of

; 140 000,000 impressions (over 2 years)
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) BC Incremental
PoRTTLIPEETIGG

EXPERIENTIAL EVENTS

o “Bring Back Play” Truck and Tour
-+ Increase engagement

PRINT

*  Exploring additional print advertising opportunities in communities that ieverag ' C f

. media relationships

| - Exploring opportunities to produce/distribute a companion print piece dnvmg :parents
- "to the “Bring Back Play” app. The goal is to have parents download the app in ol
-help fuel ideas for active play games
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ParticipACTION

2012-2013 Bring Back Piay Campaign - BC Top Up

@ .
PaRTICIPELTI Blocking Chart
2012 2013
{ Septommber October Ney Cecember January Fubruany Marth
Dates Augrust-1, 2012 Tocties 4 ] 3 0] ]| 1] 811502815 | Bim] 3 w]iwlaa]la]7]s]er| Bl a]n]sls 11 18] 2
Revision: 3 -
poYta L}
PR
Sports Day i Canada (Sept. 29) l
. Seagon Plemidres | XMas Specials Mid-Season Premieres |
Televislon 30 se
ancouver/Mictaria Reglona} Canventlonal Top up 850 100|100, 100} 50 50 50 50 50 50. 50 50 50 50 50
National GRPs 425 50{50{50]25 25 <] 25 5 25 25 25 i = 25
Total GRP's w/National 1275 1504 150 150} 75 75 3 i3 75 75 i 75 75 s 75
| QOH/Armbiant
Varicouver - TB Expariential Brand Event
Playmobile
Impressions 6,200,000
rin
TRD
il Di
Facebook impressians 16,000,000
RTB
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PERTICIPICTION

Experientia
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Bring Back Play Truck &Tour

PaRTItIPEL, fﬁﬁ?

For six weeks in the fall, the B’r'i:r'ig-"Batk Play truck will hit the streets of BC - visiting
~events, schools, neighbourhood parks, festivals and anywhere else where kids are
in need of the joy of spontaneous; unstructured play! |

At each stop, brand ambassadors will emerge from the back of the truck to

- distribute branded premium items, such as skipping ropes, hula hoops
 balls, parachutes, chalk for hopscotch, etc. to encourage play. As well, a
- brand ambassador will lead a series of fun physical activities and games,
_ reminding kids that active play is fun while educating parents on the benelets ofg";[
f:;;ﬁstaylng active. -' L

::__5550(:Jal media, pre-promotion in community newspapers and media outreach:wﬂlf
fif;help generate awareness and excitement for Bring Back Play. i
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PARTICIPSCTION
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Social & Mobsie

Initiatives

PPPPPP




Mobile App — Datab

ase of Gan -

PARTICIPACTION
* To support the call to Bring Back Play, ParticipACTION is develop'i'ng a
fun, interactive tool to give parents access to the active, nostalgic
games that they played themselves as kids. The resource will include;

 Adigital, database of the ’ games we used to play” with the ablhty for
user-generated content to be added e

* A complementary print piece that encourages parents to Br[ngi ;:Ba
by adding to, and accessing, the play database to help fuel ldea'js ol
active games, while highlighting the benefits of active play =

'BC content (already provided) will be credited
:-é;Lmk to app can be featured on Healthy Family BC homepage to
--__s?u'pport the campaign | |
Resource will be promoted at all BC Bring Back Play actlvatlons 'andzz_
:'hfrough SpECIflC parent—targeted opportunities
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~ Social Media

PaRTILIPILTION

An integral part of the marketmg communications plan Part|C|pACTION s somal medla
initiatives will:

' Twitter and Facebook. This will include:

Communicate and reinforce key'carnpaign messages

Utilize existing and new social media stakeholders for added-value dissemination of key
messages

Point followers to tools and resources (| e. tips and tools to translate education into action)
Provide an opportunity for interaction and engagement with partners, groups and mdlwduals
Provide a personal voice and face to the organization’s messaging o
Gain share of heart of Canadians

Relevant Facebook wall posts and tweets
Highlights of the BC submissions to our Facebook Wall of Inspiration.

o ~ Featuring photos submitted by BC families on our Facebook cover image, as part of thef e :

. “Players of the Month” initiative
= .BCRelevant Posts on our Blog
= Option to invite guest bloggers from BC to share their posts on our blog
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PARTICIPSLTICNT
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PaRIIPILTION

Objectives

 To align physical activity promotion messaging between ParticipACTION’s
national campaign and communications at the local level to increase
presence and breakthrough of physical activity messaging

~To lead the development and execution of a collaborative process that glves”" S
- physical activity delivery organizations at the community Ievel marketl
- tools to promote the benefits of physical activity o

HTH-2012-00211
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PERTICIPECTON Community Engagement Tools
¢ Community Engagement Tools are customizable communications tools under
the campaign umbrella that will be available for use by ParticipACTION’s

partners — primarily organizations that deliver physical activity programming
at the community level

- These tools will extend the campaign messaging at the communit\;/- | v _
~while at the same time allowing local organizations to both align with

- ParticipACTION and Healthy Families BC andpromote themselves and thei
- offerings.

Tools will be seen as:
- Simple/turn-key |
A way to participate in a campaagn with a bigger purpose
- Complementing existing organizational activities :
f-j_’Value added

HTH-2012-00211
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Paﬁﬂflﬁg‘?ﬁ Comm umty Engagement TOOIS

1. Bring Back Play Symbol
2. Print materials: Lo

- Posters e

- Print ads (for magazme commumty newspaper, newsletter)
3. 0:30 announcer-read radio script L
4. Standard, non-rich digital banners
5. Social media support (Facebook, Twitter, Blog Youtube)
6. Content/campaign-related key messages and proof p0|n_

. use in presentations, PR outreach, advocacy, etc.
- 7. Matte article(s)

~ 8. Op Ed article/Letter to the Editor
9. Powerpoint slides

~10. Campaign Calendar

- 11. Campaign launch webinar
_:;é_;';_fj;f?'f'i12 Ongomg announcements
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PERTICIPICTION C'reati've Exa m pIeS -Prlnt e

* Full colour and black &
white

*  Creative built in Tabloid
and Broadsheet

newspaper sizes
* full page
* Y2 page
* Japage

'+ Poster sized templates
~* 8%x1lformat
~* 11x17 format

gl
Bt & et et e i pish T i Vs el k. Ry kv, S St ﬁ(‘m.

2
Clownes piarbpar: vpu redoen o st s aed, Yadaje SR i iven | g
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Creative Exa

PIRTICIPSLTION

e :30 Announcer Read Radlo script

e :15 donut to allow for customlzable
community partner messaglng Lo

* Up front :10 and backend :05 branding WI|:|'.

messaging to TV spot

align with Bring Back Play campaign — similar
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PERTICIPICTION

- Big Box storyboard example

Creative Examples — Digital

BRING BACK PLAY b

A2

Boys & Girls Clubs
of South Coast BC
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PaRTICIPILTION Creative Examp |
* End frame highlighting all the different sizes available:
* Big Box e AT
* Leaderboard
* Skyscraper e
e “Let’s Get Moving” copy animates on-frame in LB & SS

Boys & Girke Ciubs
of South Coast B4

Boys & Girls Clubs
of South Coast 8C

HTH-2012-00211 a
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 PARTICIPILTION

PR Launch




Tactics

PORTICIPILTION

CREATE A MOMENT IN TIME: Provide media with a compelling visual

that helps them tell the story

* To kick off the campaign in B.C., hold a media event/photo op with
Minister de Jong and Kelly Murumets at a park in Vancouver proper
(i.e. English Bay, Stanley Park, Vanier Park, Kitts Beach); a few

- remarks would be given by Minister de Jong and Kelly IVIurumets a.

L photo op W|th the Minister and Kelly would follow and mclude them
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PaRTICIPILTION A e T
CREATE NEWS: Use data to create a news hook

* Execute a national survey that could poll parents on their favourite
games they used to play when they were young ; lever the national

~ omnibus stats to create a news hook when reaching out to medla in
- B.C.

STORYTELLING Have families and children in B.C. tell the|r perso
'__ftones of play

v Source and secure up to three families living in B.C. that have
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- Targets

PaRIICIPILTION}

MEDIA TARGETS

Assighment, long- and short-lead parentmg, lifestyle and health
-outlets and mom bloggers

 MEDIA OUTREACH CITIES o
Three to four top-tier B.C. regions, such as Vancouver, Victoria,

Richmond, Surrey or Burnaby, that have a strong media market
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" PARTICIPSCTION

Next Steps
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