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BACKGROUND METHODS Table 1: Sources of campaign information by parentis sex. Table 2: General safety precaution knowledge by campaign exposure.
Percent (n) Unpromp_ted Q: “Whgt specific ac_:ti_ons are you aware of that can protec_t your _chi!dren

Each year Safe Kids Canada, a national |nJury preventlon program of Toronto Data for this evaluation were collected thI’Ough a national random telephone survey .MOde Fathers Mothers l;r;arzngge;t;:ng hurt while they are riding bicycles or scooters, skateboarding or in-line
Canada’s Hospital for Sick Children, conducts an annual national safety across 10 province.s.of anadian parents aged 18 and older with children aged 5 to 14 ﬁgvfc;gl;glg/scmm 23 82 2g ggg Campaign exposure
campaign in the form of Safe Kids Week. The 2002 Safe Kids years old who participate in: Television 42 (18 38 (46 ; Percent (n)

: » o r f f _ (18) (46) Safety Precautions Exposed Non-exposed Total
Wgek titled “Got Whee]s. .Getf',-: He{met. promoted the safety .o g Bicycling Radio 15*(6) 20 (23) Wears Helmet 92 (148) 92 (315) 92 (463)
children and youth while bicycling, riding scooters, skateboarding, and . Riding Scooters Retall 13 (15) Wears Other Gear 76 (123) 66 (228) 70 (351)
in-line skatin - Other 17 (8) 18 (21) Teach to Ride Safe 26 (42) 25 (86) 26 (129)

9. . Skateboarding *Indicates < 5 Respondents : -
. In-line skating ﬁuperwse thlld . 190 (1156) g (gg) g (jj)
The campaign emphasized the prevention of injuries related to these ng E:m’i?y Rrslrgs . 8 §13; 5 217; 6 229;
recreational activities. The importance of wearing a correctly-fitted helmet and _ Stay Alert/Avoid Traffic 4 (6) 6 (21) 5 (27)
other protective gear (e.g. knee and elbow pads while skateboarding) was Parents surveyed by region Stay on Paths 4 (7) 4 (15) 4 (22)
stressed as well as educating parents on how to ensure their child rides safely KIDS ON WHEELS wjﬂefgi’:g:soet‘a’ear g((f)) g ggg g’ 833
and is at the appropriate age and developmental level for these activities. Atlantic Wear Briaht Clor’:hiny 2 (*) 2 (7) 2 (10)
British - Over 97% of parents indicated that their child is involved in one or more of the o9 5T .
Columbi Provinces o OIp Indicates < 5 respondents
Quick injury facts Ogg/‘ 3 8% four activities: bicycle (93%), scooter (49%), in-line skates (48%), skateboard
0

Ontario (27%)

In 1999, 20 children under the age of 15 died from cycling injuries™

Approximately 500 children under the age of 156 are hospitalized each year
from head injuries from cycling*

In 1999/2000, 1,908 children under the age of 15 were hospitalized for all
types of cycling injuries™

1in 10 Emergency Department visits for in-line skating injury was for head,
face, and neck injuries™

From 1994 to 1997, almost 10,000 children in Canada were hospitalized as
a result of a bicycle-related injury*™

Statistics provided by:
* Safe Kids Canada at www.safekidscanada.ca/ENGLISH/media_InjuryFactSheet.html
** Canadian Hospitals Injury Reporting & Prevention Program (CHIRPP) (2001) Injuries
Associated with In-line Skating.

CAMPAIGN COMPONENTS

The campaign contained 3 main components:

1. National media campaign consisting of television, radio, magazine, and newspaper
coverage

2. National retail program promoting the key messages in over 5000 stores across
Canada, with brochures and signage provided by campaign sponsor Johnson &
Johnson

3. Community program consisting of over 421 community partners participating in bike
rodeos, helmet inspections and fittings, bicycle inspections, and riding sKkill training

KEY CAMPAIGN MESSAGES

Campaign Slogan
Got Wheels? Get a Helmet!

Primary Messages
1. Ensure that your child wears a helmet anytime he/she uses wheeled equipment

2. Make sure the helmet fits correctly

Secondary Messages
1. Keep your child away from traffic

2. Make sure your child is the right age for the equipment and is supervised until the
appropriate age for him/her to participate in the activity alone

3. Make sure your child wears other protective gear as appropriate for the activity

38%

Prairies
16%

Quebec
26%

The questionnaire was designed to test differences in safety knowledge and behaviour
between parents exposed to the campaign and those who were not. A total of 505
telephone interviews were conducted where 254 recalled seeing, hearing, or reading
something about the Safe Kids Week 2002 campaign.

At the 95% confidence level, statistical error resulting from sampling error is no more
than + 4.4 percent for the total sample. Results are weighted to ensure the sample is
representative of the Canadian population.

Data were analyzed using the Chi-square test. A p-value < 0.05 was considered
significant.

CAMPAIGN COVERAGE

7 Over 46 million media impressions were made nationally, more than 30%
increase over the previous year’'s campaign
- Over 32% of Canadian parents age 18 years or older with children ages 5-14

years were exposed to the Safe Kids Week 2002 campaign
I Majority of exposed parents resided in Ontario (38%) or Quebec (26%)

2 More mothers (34%) than fathers (25%) recalled being exposed to the
Safe Kids Week campaign (p<0.05). No other significant differences by socio-
demographic factors were found (e.g. household income, education, region of
residence).

: Most parents (54%) were exposed to the campaign via community/school
events (p<0.05)
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Activity by Gender of Child
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SAFETY KNOWLEDGE AND BEHAVIOURS

90% of parents reported helmet use by children for all wheeled activities

Exposed parents (83%) were more likely to indicate their child wears a helmet
while riding scooters vs. non-exposed parents (68%) (p<0.05)

Exposed parents (76%) were more likely to indicate other protective gear
should be used to protect their child from injury vs. non-exposed parents

(66%) (p<0.05)

Exposed parents (57%) were more likely to indicate their child uses knee
protection for skateboarding vs. non-exposed parents (36%) (p<0.05)

Exposed parents (15%) were more likely to indicate elbow pads should be
worn while riding bicycles vs. non-exposed parents (12%) (p<0.05)

Exposed parents (12%) were more likely to ensure overall fit of their child’s
helmet size vs. non-exposed parents (4%) (p<0.05)

Exposed parents (74%) were more likely to check the fit of their child's helmet
during the weeks following the campaign vs. non-exposed parents (58%)
(p<0.05)

More mothers (68%) than fathers (53%) reported checking the fit of their child’s

helmet (p<0.05)

Parents who checked the fit of their child’s helmet were more likely to do so for
children aged 12 years and younger (p<0.05)

Check Helmet Fit

B No

Exposed Non-exposed
Campaign Exposure

Table 3: Parents’ helmet fitting knowledge.

Unprompted Q: “Can you describe how you know if your child is wearing
their helmet correctly?”

Campaign Exposure
Percent (n)

Helmet Wearing Exposed Non-exposed Total
Straps are Snug 38 (55) 37 (112) 38 (167)
Helmet does not move 18 (26) 24 (72) 22 (99)
Helmet level on head 18 (27) 24 (72) 19 (84)
Straps Fastened 21 (31) 17 (51) 18 (81)
Covers Forehead 16 (23) 15 (44) 15 (67)
Straps form "V" Shape 11(16) 10 (30) 11(47)
Correct Helmet Size 12 (18) 4 (12) 7 (30)
Parents ensure fit 6 (8 6 (18 6 (26

CONCLUSIONS

The popularity of wheeled activities illustrate that
safety campaigns do not discourage these physical
activities.

Except for parent’'s gender, no demographic
differences were found between exposed and non-
exposed parents, thus, the campaign was able to
reach a wide range of parents as well as reducing
safety knowledge differences occurring by chance.

Parents exposed to the campaign were more likely to
iIndicate their child wears protective gear other than
helmets while involved in all wheeled activities, as
well as wearing a helmet while riding scooters.

This campaign was effective at communicating most
key messages.
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