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Overview: Parents are the Key
• Who: The Centers for Disease Control, Ogilvy PR and 
numerous community partners

• What: A pilot campaign to get parents involved in 
keeping their teens safe behind the wheel and while 
riding in the car with other novice drivers. 

• When: October 1‐ December 12, 2009

• Where: Columbus, Ohio and Little Rock, Arkansas

• Why: Car crashes—the #1 killer of teens—take 4,000 
young lives every year.



Campaign Goal
• Reach the target audience: Parents of new teen drivers 
(15 – 18 years old)

• Raise parents’ awareness: Help parents realize how 
important it is that they: 

– Talk with their teens about driving dangers 

– Set and enforce rules for their young drivers



Partnerships and local involvement
• Hospitals (Nationwide Children’s (CIRP), Grant Trauma, 
OSU Think First)

• Health Department

• Driver’s Education

• Ohio Department of Public Safety

• Insurance companies (Allstate and Nationwide)

• Schools, libraries, etc



Promotional Materials



Key Messages of the Campaign 
Materials

Parents‐‐you can help protect your teen driver’s

safety by:
– Extending your teen’s supervised driving period. 

– Setting the rules of the road: 
• Making sure your teen always wears a seat belt. 

• Limiting your teen’s nighttime driving. 

• Restricting the number of teen passengers allowed in the car. 

– Enforcing the rules with a parent‐teen contract. 



How did it all come together?
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Website: www.parentsarethekey.com



Nationwide Children’s Involvement
• Held the committee meeting

• Conference calls

• Attended the kick‐off event

• Distributed materials:

14,400 fliers through the Emergency Department, Trauma 
Department, Community Relations, Close to Home Centers and 
Education Department

29 posters at the adolescent clinic, Close to Home centers and the 
education department

Flier included with ‘StatChat’ going to ~7,000 NCH employees



NCH Electronic Outreach
• Education Department:

Mechanism Impact

Included campaign information as part of their partnership with 
KISS (Kohl’s is sold on Safety) by putting a link on the website and 
including information in the safety activity booklets

10,000 per season

Information on various pages of the NCH website 574,895 quarterly hits for the KISS page, NCH 
home page, CIRP page and Education page

Audio message on the hospital’s “on‐hold” message 1,100,000 calls per year

Columbus Parent 90,000 monthly readership

Columbus Parent Website 20‐30,000

Email distribution of weekly MomStyle eNewsletter 10,000 subscribers

ThisWeek Newspapers (community specific) 519,038 readership weekly

ThisWeek Newspapers web 48,000 monthly visits



Media/Promotion done by the CDC

• Kickoff event: held in the food court of Tuttle Mall on a 
Friday when locals schools were not in session. 

• Radio ads: 30‐second spots aired during segments of 
high‐rated spots when teens and parents were most 
likely to be in the car together

• Digital Promotion: Leaderboard and Big Box banner ads 
were developed for five digital publishers and dozens 
more via an ad network



Evaluation
• Pre/post phone survey: 400 parents before and 400 
after in both cities

• Parents were asked questions about their awareness of 
the teen driving issue, their own habits behind the 
wheel and restrictions they impose on their teen driver

• Results

Presenter
Presentation Notes
About 6 in 10 parents responded that driving is their “biggest worry” as it relates to their teen, yet a vast majority of parents do not model safe driving behaviors themselvesAbout 8 in 10 parents strongly agree that parents have a strong influence on their teen driverOverall, there was a significant increase (7%) in awareness about the campaign. The survey revealed a greater change in campaign message awareness among parents in Columbus (10%) v. Little Rock (5%)Parents who were aware of “Parents are the Key” campaign messages scored significantly higher on “low salience” issues- i.e. those issues discussed by 8-% or less of parents surveyed. In other words, parents who read or heard campaign messages were significantly more likely to talk to their children about distractions such as eating or adjusting the stereo while driving. 



Other key findings and implications

• Parents are worried about their teens, but aren’t taking 
action to prevent their teens from engaging in risky 
behavior

• Engaged Partners = Engaged Parents

• Customizable and Shareable Information is needed for 
successful distribution



Next Steps

• Revisions to materials

• Wider launch in October 2010

• Partners and parents can still use 
www.cdc.gov/parentsarethekey for materials

http://www.cdc.gov/parentsarethekey
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