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other issues | will cover

. the do's and don'ts in media
campaigns I have many many slides

. what can you achieve with PA Don't need to take too many notes
campaigns
. . | will made a pdf available tomorrow am and PARC can send

3. collaboration with others it to you / place on website for conference attenders

. examples from other countries

5. one message or more ? Also, | have much data to support this — but this is meant to be
experiential, not a seminar in research methods !

Public health
Strategies for
physical activity

Creating Conducive
environments

NN . | “Evidence’ for health benefits |
- ' physical activity

_ Individual choices what should the message be ?

and cognitions

N

Changing
Social norms




Getting the message about
physical activity and health

< getting the right message developed
& getting it across [channels]
<& competing with counter messages

The PA message has many ‘correct
and ‘guideline driven’ components

< Accumulate

< 30 mins moderate on 5+ days
< or 3x20 vigorous

& more for added benefits

< Activity part of everyday life —
incidental

< Strength training for elderly

< youth 60mins + per day

Features of public health ma
media campaigns
Target large numbers of individuals [wl

populations or whole communities]

In specific time period

using organized communication activit

Rogers and Storey (1987)

T

he PA challenge for media messa

distillation of single clear message for
public education purposes

<across agencies — municipalities; Heall

Transport; Sport/Recreation; Educatior
and other sectors

< and possibly, sub themed for specific

F

population sub-groups

8

rom evidence / science campaigns

Interpretation
CAMPAIGN
Creative

development
—p .
Tagline

Science
Message
Guidelines
PA statement

Distillation

Persuasion Generic theme

theory

Roles for Mass Media Campaigns

e Increase community awareness about a problem
 increase level of information

 help form beliefs/attitudes

* make topics more salient

« stimulate inter-personal communications
 generate self-initiated information seeking

« signpost the need for change

» ?? change attitudes, behaviours
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GENERIC HIERARCHY

Program specific outcome

Changed behaviour

Changed knowledge Changed attitudes
Increased awareness

Clients exposed to information

Information organised into accessible form

|

Appropriate information gathered/developed

Mass Media does not work alone!

<in context of and supporting multi-compon
community interventions

< general supportive programs, facilities
ained (health and other) professionals

&targeted programs at specific groups and
settings (audience segments)

15

[aai

iffusion of innovations’ perspe

Adoption
of behavior later
I adopters

behavior needs
“—macro level E&P
support

adopters ¥ < _  Media,
individual change
programs

Mass Media ... and other media

Organised paid
Mass Media

Campaign
Media paig

Advocacy

newspapey/

TV news |

radio stories
“health coverage”

14

Campaigns using mass media

structured, co-ordinated, & multi-facet

Working with
partner agencies

, interventions &

community
development

™ [health & other
professional education

Ancient history — original PA campaif

Australia
- Life be in it 1970s

“Norm” from Life Be in it 1970s
18




Ancient history

*Canada — ParticipACTION 1971-

present

1970s — the “Canadian and the
Swede” messsage

Participaction 1970s
Drive and taxi to shops for short trip

COMMUNICATION

Source Message Channel Receiver Destination

exposure / awareness
attention

comprehension

skills development

behaviour trial

behavioural maintenance

OUTPUTS

Participaction 1970s (Canada)
“Swede fitter than Canadian”

Theories and models

< how media campaigns might wc

< different disciplinary perspective

McGuire’s
Hierarchy of effects model for
media communications:

communication —behavior change
process




McGuire“rule of halves”

Target Audience 100%

Exposed 50%

Attended 25%

DUI

Understood 12.5%

Accepted 6.25%
Intention 3.14% Percent of pop’n

Trial 1.57%

w— :

Social marketing ....

< what is the difference between social
marketing and a ‘mass media’ campiac

<Which do we usually do ?

.. there is much confusion here ...

Social Marketing 59 fereetns

theory
< Product / Price /
Promotion / Place

% Audience
segmentation

< Marketing
attributes of product

% Not ‘social
advertising’

A comprehensive view of behavior char
from a social marketing perspective

Three components:
< Education / Communications / Message
& Environmental Change

¢ Enforcement / regulation

Potential Physical activity and
healthy lifestyle “offers”
<Active living designs desirable
Aesthetics
Sense of community
Sidewalks / bike paths / Green space / parks
Public transport; less traffic; environmentalism
<~Social environment
Walking groups in local neighborhood / Tr&ising ¢
Attractive, accessible facilities

Family-based / school based PA opportunities



DEVELOPMENTAL RESEARCH
customer / views / competition

WHO consultation 2000- successful
features of media campaigns

*Developed by an obesity prevention grou
sLimited media theory
*But useful ideas with PA analogies

33

Formative work evaluation in
developing PA campaigns

< draft messages developed and focus
tested

< meanings of ‘physical activity’ — or is it
‘exercise’ to the consumer?

< misperceptions of vigorous PA

< develop clear message(s) and ideas

35

Examples of single PA messages

used in physical activity
communications campaigns

Campaign FeaturesPA analogy

Adequacy, duration and |Phased PA campaigns
persistence

Slow,staged approach serial , repeated PA
campaigns

Legislative action Environ and policy

campaign supports

Education Understand the specific
PA message

Shared roles in campaignsRoles for community,
NGOs, other agencies

1998 ACTIVE AUSTRALIA CAMPAIGN
Phase |

“Exercise. You only have to take
it regularly, not seriously.”




Formative evaluation

what is likely to work?

idea developmentneeds, perceptions of
target audience

communication goals developed

message pretesting in sample of target
audience: qualitative research methods

ACTIVE AUSTRALIA
CAMPAIGN Phase |

“Exercise. You only have to
take it regularly, not
seriously.”




Active Australia 1998 NSW
“Exercise, take it

reaularlv not seriously

3000
2500
2000
1500
1000

Walking for Pleasure

2720
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PROCESS EVALUATION

>Analysis of paid
media schedule

< Tracking unpaid
media (counts,
location, content
analysis)

@
]
£
Q
o
)
a

< Local level activit

reporting

< Distribution,

reorders of
resources

<Calls to 13 numb:

February



Impact evaluation

Bauman A et al Amer J prev Med 2001

Unprompted awareness NSW
Cohort sample

Some examples of developec
national PA media campaigns

< UK Health education authority 19¢
< Active Australia

% Participaction (Canada); COTM 20
<Verb (USA)

< “Push play” [New Zealand]

1998 NSW campaign
ACTIVE AUSTRALIA CAMPAIC

EFFECT ON Awareness and
Knowledge

Message awarenessQuasi expt design

» NSW samples Rest of Australia

New Zealand 1999-2001

Hillary Commission
(Federal Dept Sport and Rec)

‘Push play’




Push Play to get
more people,
more active,

more often

<A positive message to promote 30

minutes of activity as an everyday

part of people’s lives

The Push Play Brand:

< It is easy, fun and good for you. Not only tbéat

it is the Kiwi way to live, so be into it

< Itis easy - just 30 minutes a day of moderate

activity

< Choose any activity that is fun to you

Campaign Components

¢TV, Magazine and Billboard
advertising

&Posters, leaflets, stickers, caps,
shirts, drink bottles etc

&Movement=Health PA guidelines
Current 2008 — 2009 Push Play

Health Education Authority
(England)

‘Active for Life’

Campaign

1996-99

Thirty Minute Games

Push Play 2009



HEA (UK) 1996-9  Active for Life

UK BBC ‘Fat and Fit’ television campaign
TV and other media programs
Wardle J, Health Educ Res 2001;16:343-3¢

Mar-April 1999

Fighting Fat, Fighting Fit

< BBC (British Broadcasting Corporation)

< largest ever: 7 weeks of peak and daytime
programming

<»targeted at obese groups

< promoted sensible eating and activity
< TV shows advertised booklet - this encouraged

registration for 6 months

Miles et al. Using the media to target obesity. Health Education Research. 16, 3; 2001,
357-372.
62

Active Australia campaign
WHO International Year of
Older People

New South Wales, Australia
1999

‘Rusty’ person campaign

11



Maximal successful futures ...

MM mass media
Co Coalitions

MM
MM MM

E&P changes
N

E&P

2000

1998 NSW Campaign - physical activity
outcomes

ENSW 97 MNSW 99
B AUST 97 EAUST 99

percent meeting 5 X 150 mins

Active Australia 1999 IYOP
Rusty (the Tinman)

Maximal successful futures ...

MM
Best trend line

2000 2010 2020 2030

year

Mass Media does not work alone!
<& Integrated campaign planning; resourced;

&Support by clear communications - sets a
< other agencies contributions

<general supportive programs, facilities
<trained (health) professionals

<targeted programs at specific audience se

72

12



Cultural difference — Thai campai

Other kinds of campaigns

public private partnerships

L on the MoveStep One (CVSO)

Partnership with private industry (Kelloggs)

\’\

—
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Padomatars in Spec
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Youth PA mass media
campaigns

13



VERB Campaign Overview

Other very recent campaign example

Healthy Hawaii initiative
< ‘red chair’ [kids] Australia 2006

<& Hawaii, 2006-present
< Western Australia “find 30” 2005 < nutrition and PA
< Queensland ‘activity and nutrition’ 2(

postmodernist ? Maybe for under 30

< integrated media-led social marketing
campaign

14



http://www.healthyhawaii.com/images/stories/StepltUpAds/OneStep.mov

TV Ads — One Step

British Heart Foundation
‘campaign’ for PA for over
50s

Launched 2007

15



|Oca| Local
media \ programs,
& campaigns |

Agita process
< locally initiated
< Act local .... Think [dream] global
< works without direct paid media
<Grassroots process

< works across agencies, across

municipal and city [and country]
boundaries

Agita processil

< Acts as if it were a media campaign [a
with excellent community-wide ancillar

projects] with strong integrated social
marketing themes

< strong media story generation

< evaluation throughout with good exter
assistance

95

Agita processi

& targeted professionals

¢ brought national agencies / depart

on board

< multiple strategies —worksites, scr

16



Social marketing —
the “brand” of physical activity

The half hour man

*_|_ #_

#. [-0% *
[- *1#,
2+

Working to
persuade and

influence Medical
Sector

17



Local PA community programs

< with a media / communications + SOCi¢

marketing framework

< acting at the local level — city, municipi

Local level campaigns

Think about what is being promoted

Is it communications alone, or marketing
as well ?

Is there a ‘brand’ and a personality of the
‘product’ ?

Relevance to what you might do

106

Interactive session

For each idea here

¢ Reflect on how you might use this __ or
develop a local example

« Reflect on the principles of campaigns and
social marketing that we have covered in
the past hour

107

Evaluation of the Walk to Work
Day Campaign
2003

Dafna Merom, Yvette Miller, Adrian Bauman
Centre for Physical Activity and Health
and the University of Sydney

108
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Background — single event ‘one
day’ promoted marketed

Background

» National Walk to work day initiated by
Pedestrian Council of Australia

 supported by Australian Government
(Transport, Health & Environment).

« WTW Event held on same date across
Australia

« WTWD objectives are to:

1. Promote more walking as an important
transport mode and healthy activity.

2. Improve air quality by reducing
unnecessary vehicle emissions.

3. Reduce reliance on private motor vehicles.
4. Promote use of public transport.

BETTER HEALTH ¢« CLEANER AIR
LESS TRAFFIC « IMPROVED TRANSPORT

Campaign

* Public Relations Company commissioned
to manage and coordinate the event in all
States and Territories.

» Media campaign launched 15™ Sept,
2003.

e Campaign theme included a general
recommendation to walk:

‘Walk to work’ day Australia

112

Campaign

» John Howard [former Prime Minister]
promoted one day W2W event
through PSAs across major TV &
radio; billboards

* Messages included:
— ‘Every day, wherever | am, | find time for a walk’

— ‘It's as simple as leaving your car at home and walking
to work, or walking to catch public transport’

— ‘By taking part you will be on your way to better health’

— PA recommendations ('30 mins a day walking makes
a big difference to your health’)

114

19



Your_examples of potential single
day marketable PA events?

o 77?7

115

Community signage campaigns

e Local town
« Promote a facility, new walking trail

* Event/launch .... Promotion /
communications with sufficient reach

116

117

118

How would you evaluate
community signage campaigns ?

119

Whole community interventions

120

20



Isn’t it time you started walking!

A community wide program in Wheeling West
Virginia , USA
using paid mass media to encourage walking among
sedentary mid aged-older adults

Reger W et al : Wheeling Walks: A Community Campaign g$taid Media
to Encourage Walking Among Sedentary Older AduRssVentive Medicine
2002, September, 285-292.

21



Wheeling (West Virginia) walks Elements of Wheeling walk

- local community in Wheeling community wide intervention
targeting 50-65 year olds, walking focus

Mass media campaign led / mayoral events
in Wheeling city [pop 40,000]
local PA taskforce formed

Local planners and engineers engaged -
environmental changes developed

Health system engaged
Still going strong 6 years later

[Careful evaluation demonstrated effects]

Other kinds of campaigns

What elements could you i_ncludfe « By setting
in a small whole community PA

ian ?
campaign - « By target group

* By species

129

“Walkies for all by 2010”

Russell SJ et al Medical Journal of Australia 2(00°b:632-634




Even adopted by Agita

Conclusions

Adopted by
“Find 30" campaign, Western Australia 200

Even into
Ontario

Issues | rmeant to cover

Principles of rmedia campaigns ‘

What to expect to achieve with campaigns

(-

oublic / private partnerships - collaboratior)
with private sector 7

exarmples frorm other countiries ~
One message or more than one - PA or
more cormgprehensive flifestyle’ 7

Sorne relevance for the LOCAL LEV ]

e

23



Whet | didn't cover: Ceanadl
e cornplex Canadian challenge — too
rmany cornpetirig PA carnpaign

k'\ﬂ

1l

k'\ﬂ

Un-rezlised opportunit

ies

Synergy or ‘local invention and ownershig

FINAL

|

many different variation

mass redia and social
not identical

avaluate ca

te carefully

assess imple

can we provide
cornrmunications

Finally [final] .. The car

wCl

1paign you

will rur in 2)‘

=
L.,

level ...

CONC

al marketing are rele

ermentatior

LUSIONS

on rnedia carer:L]Jn;

and irmnpzac

upport
itional orlgcs

= &
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