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received tangible benefits from their efforts to reach the targeted population have continued to
reach out to this group, several years after AFL officially ended. And, partners that had been
serving older constituents are now offering these consumers additional support for physical
activity. While these promotional efforts are not called “Active for Life™,” they are based on the
campaign and involve many of the same individuals and organizations that participated in AFL.

They include the following:

e Fit City Madison: Fit City Madison, an initiative sponsored by the City of Madison, is
probably the most visible continuation of AFL principles in that city. The initiative focuses
on preventing obesity and disease through daily exercise. AFL’s coordinator participated in
the development of Fit City Madison and helped plan the citywide summit that launched the
initiative. This involvement solidified the partnership between the city and AFL, helped AFL
establish programs with Fit City Madison partners and, as hoped, provided a permanent
outlet through which AFL participants and other members of Madison’s 50+ population

could increase their physical activity.

e Ongoing outreach: AARP’s Virginia state office and Bon Secours Hospital have agreed to
continue their support for Project Joy, a faith-based cardiovascular health promotion for
African American women. Buoyed by its success during AFL, the Richmond Athletic Club
continues to reach out to the 50+ population and has committed itself to an annual marketing
campaign aimed at attracting people in that age group to its programs. The DuPont
Corporation is using AFL tools to reach out to its midlife and older employees. The
Chesterfield County Parks and Recreation Department has developed a new walking program
for people aged 50 years and older, and Robious Sports and Fitness clubs have agreed to

periodically offer free one-month trial memberships to consumers aged 60 years and older.

In Madison, senior centers and faith-based congregations are maintaining the walking groups
that they started through AFL. In addition, health clubs, local YMCAs and other
organizations have revamped their offerings for and increased their outreach to people aged
50 years and older. The Dane CAN (Choosing Activity and Nutrition) initiative is bringing
together local partners to improve levels of physical activity and nutrition in the community.
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In addition, Wisconsin’s Department of Workforce Development and its Department of
Health and Family Services have agreed to adopt program messages about the importance of
physical activity for the 50+ population.

e Coalitions and committees: Various coalitions, committees and task forces have been
formed and have pledged to continue the work of Active for Life™ in both cities. In
Richmond, the Active Living Forum is sponsoring quarterly meetings in partnership with the
city and state health departments. A Web site called Senior Navigator will maintain and
update a community listing of physical activity opportunities in the Richmond area.
Richmond now has a commission to assess and improve the health of the city’s population,
as well as a task force to increase intergenerational use of city parks.

Madison established a committee to ensure citywide coordination of all physical activity
projects. In addition, SCC received a grant from the National Highway Traffic Safety
Administration that will allow it to expand its Pedestrian Flag Project. SCC will establish
advisory committees in various sections of its target area. The committees, whose members
are adults aged 65 and older, will identify intersections that are good candidates for the flag

program.

Conclusion

Two true tests of partnerships are (1) what they have accomplished in the past and (2) their
capacity to shape the future. AFL partners have passed both of these tests. As illustrated in the
preceding pages, these partners brought energy and commitment to the AFL campaign while it
was formally operating in Richmond and Madison. Clearly, the campaign could not have

accomplished much without its partners.
In looking to the future, AFL partnerships stand poised to continue physical activity promotion.

The principles of Active for Life™ continue to make an impact on both Madison and Richmond

because of the efforts of partner organizations and a new mindset among residents, who continue
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to value physical activity. In Madison, for example, a post-campaign survey showed that 26
percent of AFL participants continued to use step counters to track their physical activity. This
significant finding illustrates AFL’s success in changing participants’ awareness of and approach
to physical activity.

Even with these successes, however, it’s important to think realistically about sustainability and
to recognize that not every element of a campaign to promote physical activity can be expected
to continue after that campaign ends. Often, only small pockets of activities will survive—
activities that were important to campaign participants and are sponsored by committed partners
with limited resources. The most important ingredient of sustainability—an ingredient that was
present in both Richmond and Madison—is an enduring commitment to physical activity
promotion on the part of campaign partners. Because of this commitment, the AFL legacy is
more likely to continue in both cities in a way that is most meaningful to the local 50+
population.
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