Kathryn Baker 1903468  Assignment 2 Community care and Development. 
 The following assignment will be a step-by-step guide to planning a health campaign in the form of a report. There will be ten sub-headings that are critical points in planning a campaign. Each issue will be focused on a chosen Public Health campaign that is already in place. The campaign is Change4life. Wakefield, Loken and Hornik (2010) suggest that mass media campaigns can create encouraging changes in behaviour or avert negative health-related behaviours.

1. Identify
The following report will examine a health campaign from Public Health England [PHE] and Wales. The campaign that will be of focus is Change4Life. Sussex, Herne and Scourfield (2008) and PHE (2021a) state that there should be a precise aim when planning a campaign. Change4life was initiated in 2009 as the United Kingdom’s [UK] first national social marketing campaign to lower the rates of obesity amongst adults and children. The Change4 life campaign concentrates on prevention and aims to change the behaviours and situations that result in weight increase, instead of being a weight loss programme for the already obese  (Chalkley, Milton and Foster,2015). Mulderrig (2018) expresses that the Change4life campaign was motivated by behavioural psychology, in turn changing people’s behaviour without them really noticing. Croker, Lucas, and Wardle (2012) state there are three specific aims of the Change4life campaign, which are for the target groups to: 
·  Be mindful of the risks excess body fat can have on their health
· Decrease calorie intake and create healthier eating habits such as fewer foods with high fat and added sugar content, reduced snacking, regular meals and improved fruit and vegetable consumption.
· Have regular exercise and lessen sedentary time. 

2. How do we know there is a problem?
Childhood obesity is a critically important public health issue as obesity is the most common disease in the developing world, affecting childhood and adolescence (Parsons et al., 1999). Healthy weight Healthy people (Department of Health, 2008) report indicates that two-thirds of adults and a third of children ages 2-10 are overweight, with these numbers increasing to nine out ten adults overweight and two-thirds of children being overweight by 2050 if there is no action taken soon. There are many risks when a person or child is overweight; their chances of developing type 2 diabetes, heart and liver disease, and many types of cancers increase significantly (Lavie, Milani and Ventura, 2009). Along with increased rates of developing asthma (von Mutius et al., 2001), being overweight can significantly impact a person’s well-being and mental health; a child or adult can suffer from bullying or discrimination. Schwimmer, Burwinkle and Varni (2003) also add that children who are obese can suffer from low self-esteem and have been reported to have similar quality of life scores to those who have been diagnosed with cancer. The latter can put families under enormous stress and cost the National Health Service [NHS] £4.2 billion and society £16 billion per year (Foresight, 2007). In addition, Wrieden and Levy (2016) highlight results from the National Diet and Nutrition Survey rolling programme 2008/9 to 2011/12 that people in the UK continued eating too much salt, saturated fat and added sugar, exceeding the guidelines of safe intakes for children and adults. 
,  
3. Is the campaign a good idea?
To assess whether a campaign is a promising idea, research will be conducted to see a need. A study conducted before the Change4life campaign highlighted parents were underestimating how much their children were eating and overestimating how much physical activity they were taking part in. Plus, parents were not in control of what their children were eating, allowing them to choose what they ate, for whom many were influenced by adverts from ‘junk’ foods companies. In addition, too many parents were without knowledge of how to cook meals from scratch (National Social Marketing Centre [NSMC], 2021). 



4. Audience
The National Council for Voluntary Organisations [NCVO] (2017) suggests that once the campaign’s aim is set, then decide on the target audience for the said campaign. As Chu et al. (2019) highlight, targeting the necessary audience allows the campaign a more purposeful and efficient way of creating change in behaviours and attitudes. In addition, Zhoa (2020) and Rice and Atkins (2013) suggest two points should be considered when targeting an audience: firstly, who is at risk and secondly, who will be responsive to the campaign? Zhoa (2020) further adds that additional research of the target population will give insight into their existing knowledge, attitudes, and values, openness to change, and communication preferences. Cheng, Kolter, and Lee (2011) state that the greatest campaign will not change behaviours without researching the target audience. With Regards to the Change4Life campaign, Mitchell (2011) reports the target audience were families with children aged between 5-11. Parsons et al. (1999) suggest that children who live in low socioeconomic backgrounds have a higher risk of being obese than those in more affluent families. Market research was conducted on target families before the commencement of the campaign. Social anthropologists lived with families that were the campaign’s target to better understand their behaviours (Mitchell, 2011). 
5. Has this been done before?
As stated at the beginning of the report, the Change4Life campaign was the first campaign the UK government had created to tackle childhood obesity; actually, there had been very few campaigns anywhere else in the world. Change4life campaign took a different approach from others that the government had funded; for instance, there was no government branding on materials and other stakeholders were encouraged to use the resources created; there was also a change in the tone of the messages conveyed, instead of ‘you do this to ‘maybe we could do this’. The messages aimed to create a movement where people changed their behaviours to weight gain (Mitchell, 2011). Mulderrig (2017) and Crawshaw (2013) highlight that the campaign uses social marketing principles. Social marketing for health focuses on encouraging behavioural changes in individuals and communities, using methods from commercial marketing. Social marketing is seen as a preventative approach and gives the responsibility for change to the individual. However, Crawshaw (2013) criticises this method in the Change4life campaign as it is seen as victim-blaming and does not consider the wider social determinants, in other words, the bigger picture. Croker, Lucas and Wardle (2012) highlight similar campaigns in America and one in Canada that used a social marketing approach to tackle obesity and both campaigns had good programme awareness. 

6. Was it successful?
The Change4life campaign was seen as successful. National Social Marketing Centre l[NSMC] (2021) reports the campaign meets all its first-year targets, plus
· reached 99% of the families targeted
· In the first year, 413,466 families joined Change4life
· 44,833 and above families were still involved after six months
· In the first year, over 1.9 million responses from the questionnaire ‘How are your Kids?’ were received via postal, online, telephone or face to face.
In addition, Mitchell (2011) suggests that Change4Life has become one of the most instantly identifiable brands in health improvement in just three years, experiencing elevated levels of trust and involvement from the public and healthcare providers. Furthermore, Wrieden and Levy (2016), in agreement with Puhl, Peterson and Luedicke (2013), note that the Change4life television adverts were rated the most motivational from twenty-nine different adverts using a sample of a thousand people from countries such as the United Kingdom [UK], United States of America [USA] and Australia. However, Croker, Lucas, and Wardle (2012) would argue that even though there was good awareness of the campaign, the resources had little effect on changing attitudes or behaviours. Some reported the campaign was aimed at children as the resources were more child-oriented.  The latter highlights the importance of having materials for a campaign targeted at the correct audience. In contrast, Pigging (2012) states that after one year of the campaign, the Department of Health announced one million mothers said their families were being more active and eating better diets. Thanks to Change4Life people are making healthier choices when shopping. 

7. What needs to be changed?
As stated in the previous section, there was confusion about who the campaign was aimed at, with resources being very child-orientated such as the use of cartoons and bright, bold colours; focusing on one target audience would be more beneficial. Furthermore, Evans, Colls and Horschelmann (2011) highlight that there was a strong emphasis on the mother, for instance, mother and child cooking groups and an advert stating that the mother feeds the child larger portions, the mother is seen causing the problem and also the one to remedy the problem, as Piggins (2012) highlights, the campaign marketing guidelines reiterate there is no individual blame for obesity, adding that modern life and society are to blame. Yet as with the latter from Evans, Colls and Horschelmann (2011), Piggins (2012) draws attention to an advert where a child is eating a cupcake, and the message in the advert is aimed at the parent for giving the child the cupcake.   
8. How were messages conveyed?
PHE (2010a) states the importance of getting the right mix of messages and content to the correct audience is crucial for the success of a campaign. 
The messages from the Change4Life campaign came from various resources, such as television, print advertising, a questionnaire ‘How are your kids?’ that was delivered to families deemed in areas of risk, and an information line with a campaign website.  PHE worked with M+C Saatchi, an international marketing company, to create the campaign’s content. One of the critical factors in the campaign was using simple messages to portray educational information (Pigging, 2012). The resources created used bright yellow in the background. Dzulkifli and Mustafa (2013) state that using warm colours like yellow will increase attention more than cooler colours such as brown and grey. Mulderrig (2018) and Pigging and Lee (2011) note the use of small cartoon people in the adverts, that have no gender, ethnicity, age or weight status; therefore, appealing to everyone. 

9. What metrics were used?
PHE (2021b) notes that success needs to be measured; Key Performance Indicators [KPI] should be set to do this. KPI are measurable aims in your campaign, such as the traffic through a website, the number of registrations or awareness of the campaign. Without the latter, the campaign could be running ineffectively and not cost-effective. Within the Change4Life campaign, several KPIs are used to measure the campaign's success; the information from the KPIs has led to splinter campaigns such as Walk4life, Start4life and 10min shakeup. NSMC (2021) notes targets in the campaign were tracked using the British Market Research Bureau who interviewed three hundred mothers every month in face-to-face interviews. Along with data collected called ‘Basket Analysis’ from the supermarket Tesco that analysed ‘club cards’ to track buying behaviours. Wrieden and Levy (2016) also highlight that a successful data collection was using a mobile phone application, where parents would input their food choices. 
10.  Conclusion
To conclude, the Change4Life campaign was the first social marketing campaign the UK government had created to tackle the widespread obesity problem in the UK(Pigging,2012).  The campaign had a clear aim, and there was a wealth of research to substantiate the need for the campaign. Obesity in children can cause health issues in later life, creating problems for their well-being. The Change4Life campaign aims to create a movement and change the way people think about food and exercise by empowering people with knowledge (Mitchell, 2011). The campaign used simple images and messages to reframe the way people thought about food and exercise (Mulderrig, 2018).  Wrieden and Levy (2016) and Puhl, Peterson and Luedicke (2013) note that television adverts were the most motivational out of twenty-nine adverts from a sample of a thousand people.  KPI’s suggest that the targets of the campaign have been met. The campaign has evolved adding further smaller campaigns such as Start4life and Walk4life (NSMC, 2021).   
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