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Obesity within my community

This paper will aim to focus on the community of obesity, it will study the life changing effects of obesity and what can be done to inform and to support this community with a range of solutions including essential points which campaigns can use or improve on to provide the best support. 
 
The World Health Organisation states that obesity and overweight are defined as abnormal or excessive fat accumulation that presents a risk to an individual’s health. The body mass index known as BMI being over 25 is classed as overweight and having a BMI at 30 or over is considered as obese (Obesity - Overview, 2021). In the United Kingdom, obesity is affecting most adults as the UK obesity percentage conducted by the National Health Service in 2020 points out that many adults are overweight or obese. 67% of men and 60% of women were classed as overweight and 26% of men and 29% of women were listed as obese (Statistics on Obesity, Physical Activity and Diet, England, 2020 - NHS Digital, 2020). With obesity increasing amongst adults, children are also apart of this growing community. The UK has one of the highest rates of childhood obesity in Europe. In 2018, about one in ten children aged four to five were classed as obese and around one in five children aged 10 to 11 years old were said to be obese (Ford et al., 2010). 

Becoming overweight can lead to major health issues including some chronic diseases including cardiovascular which can cause heart disease or a stroke. Individual’s who are overweight are at higher risk of having diabetes which could contribute to blindness and limb amputations. Some cancers can be linked to obesity, these include breast, ovarian, liver and colon cancer. Children who are overweight during their childhood are most likely to continue into adulthood with a high BMI and risk having an increase of premature onset of related illnesses such as diabetes (Katz., 2000). 

The audience that must be addressed are adults that are overweight, need to be targeted and supported to break the vicious cycle of having an unhealthy lifestyle which could be contributing towards serve health risks in the future. Children who are struggling with their weight may need extra support and encouragement to improve a healthier lifestyle and diet for the future as children may suffer more mental health problems developed by their lifestyle and diet. To overall, reduce health risks from becoming life threatening (Duarte et al., 2010). 
This group need to be targeted to create an awareness of the risks of being or becoming obese, campaigns in local areas can be created to inform this community of the health concerns which are attached to being overweight. Posters, leaflets, and online advertising such as social media platforms like Facebook can be used to focus on the target audience. Campaigns are used to raise awareness of important health issues and aim to seek communities or individuals to look for information or health related services. If the community has increased knowledge about their condition or situation then their attitudes can change over time due to feeling empowered by change and wanting to reduce the risk of developing a chronic disease (Abroms, and Maibach., 2008). 

Various health campaigns, tv television adverts, posters and online websites have been set up by the government, local health boards linked to the National Health service, charities, and private healthcare sectors have all aimed to target the obesity community. The Public Health Wales is an NHS Trust which was founded on October 1st, 2009, which aims to protect and improve the health and well-being of individuals within Wales. A popular health campaigns related to obesity is ‘Change4Life’. It is a public health programme in England which was established in January 2009. The campaign is the country’s first national social marketing campaign to tackle the causes of obesity (Sharp et al., 2018). ‘Change4life’ offers educational and motivational messages to help people across the UK, reduce their chances of becoming overweight and developing life threating health conditions which involve heart disease, type 2 diabetes, and cancer. Currently, there is an app which allows individuals to scan the barcodes on food and drink produce to see how much salt, sugar, and saturated fat each contains. The government’s childhood obesity strategy, which was set up in April 2018 and was enforced in 2020, is associated with ‘Change4Life’, which means that brands will be faced with sugar tax and targets to cut 20% of the sugar out of their products (Briggs et al., 2013). 

Most public health campaigns have been proven to be effective as the mass media campaigns have demonstrated effectiveness through different health campaigns by promoting sexual health, tobacco control and physical activity. The effectiveness of these campaigns has impacted individuals in a positive direction as the research within these campaigns, created awareness of health risks and the availability of related services (Walls et al., 2011). However, most campaigns linked to weight loss can be costly. Weight loss campaigns can provide advice and support mentally but physically it can be costly due to the cost of a gym membership or a change in diet may increase an individual’s spending money on healthier food which can be depress the individual’s prospects into breaking their old habits (Huang et al., 2018). For campaigns to take effect, they must become accessible to all. Currently, most health campaigns along with the information are online, Individual’s who do not have the technology to gain access to online are unable to educate themselves about the current health guidance about obesity. Health campaigns need to be produced in other forms such as leaflets or community group meetings to gain support and empowerment and to discuss the importance of their health and the risks they may face being overweight (Dahl, and Eagle., 2016). The risk of using the internet to self-diagnosis with the use of a symptom checker can lead to inaccurate self-diagnosis and a heightened anxiety (Ryan, and Wilson., 2008). 

Public awareness campaigns can attract their target audience in a few ways. For example, the simplest means of attracting attention towards a campaign is with the use of posters and leaflets which can be placed around popular public areas such as cafes or supermarkets which would then attract the attention of particularly the older generation due to technology being an issue for most older individuals (Chapelle et al., 2014). Another area which is commonly used today and is most popular is tv adverts and online adverts. Most individual’s either have access to a tv or digital device to gain access to the internet. The internet platform which is home to social media platforms such as Facebook has millions of users worldwide which allows health campaigns advertise to a larger audience about the protentional threats and dangers of being or becoming overweight. The interment provides the largest advertisement worldwide for campaigns and even influencers such as celebrities are paid to be in such campaigns which encourage to lose weight or for promoting a product which provides or is linked to weight loss (Lim et al., 2017). Qualitative research has currently been proven most affective due to qualitive research involving collected research and analysing data which is non-numerical. Qualitive research is presented best as a video or audio and is seen as more personal to those individuals seeking health care and medical advice. The aim of qualitive research is to gather an understanding about key concepts, experiences, and opinions (Byrne et al., 2003). 

For a health campaign such as a health campaign linked to obesity to be successful, a few metrics need to be taken into consideration when trying to communicate the healthcare campaigns aims across. Metrics linked to advertisement are known as marketing metrics and these are put into place to measure the success of the marketing campaigns and to track the target audience and aim towards the key performance indicators which are significant goals of a campaign and need to be achieved otherwise the campaigns marketing team will have no clear goals and marketing strategy to measure their success (De Vries et al.,2017). Currently, technology and social media platforms have overruled traditional means of advertising such as posters or leaflets. Social media platforms such as Facebook is one of the leading ways of advertising for a few reasons. Firstly, Facebook has 44.84 million users, this is approximately 66% of the UK population which can be educated on the importance of a campaigns aims and message (Baker.,2021).

Overall, from the research conducted. The research has indicated that all current and new campaigns need to keep updating and adapting the ways they communicate and advertise themselves to their target audience. The importance of advertising is significantly important as without it, individuals seeking advice and support are unable to receive it, if the campaign is not known about. The stigma surrounding individuals who are seen as overweight or obese needs to be targeted and stooped, particularly online where individua’s can post or message harmful comments anonymously. This stigma is affecting overweight people seek the support and treatment they require as harmful comments can lead to a viscous cycle of negative thoughts and anxiety (Sung and Lee., 2015).
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