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Critically examine health, education or wellbeing initiatives that have helped to develop a community.
There have been various campaigns to tackle childhood obesity. However, childhood obesity is one of the worst public health challenges faced in The United Kingdom (U.K.). U.K. Parliament (2020) states that 38 million children under five in 2019 are obese. However, in 1975, only 4% of children were overweight. In 2016, a study showed that 18% are now overweight in England. Secondly, A study in Wales has shown that 26.4% of children in Wales are overweight or obese, compared to 22.4% in England (Brand 24, 2021).

  This report will critically evaluate Change4Life. Change4Life is England's first Public Health marketing campaign to reduce obesity. Public Health Wales (2021) states that a campaign is when a group of people work together in an organized way to achieve the same goal. NCVO (2021) also states that a campaign's main goal is to create positive changes and impact a person's lifelong term. Charities have a long-established role in influencing campaigns by starting public debates holding the Government accountable by speaking out about the causes that matter to them. Local Government Association (2020) agree that Public Health campaigns and interventions primarily aim to change health behaviours and improve health outcomes.

 Gov. UK (2021) highlights that some guidelines must be followed to set up a government-style campaign. For example, setting up a campaign will include a time scale plan with a specific end date and having a distinctive brand and purpose.
Many campaigns help improve a person's health. Firstly, one of the purposes of the campaign studied will be to keep primary-school-age children active in the community. Recent research has found that children are not getting their recommended exercise time of 60 minutes per day. According to National Health Service (NHS) (2021), the recommended exercise for children is to aim for 60 minutes a day. Also, participating in various types of physical activity will help develop movement skills to help muscles and bones. Secondly, NSMC (2021) highlights that a coalition of non-governmental, local and commercial organizations can change negative patterns and behaviour in diet and exercise.
 

 In 2013, the U.K. Government needed to find a new development, so it launched a new campaign under the Change4life scheme. Change4Life offered many strategies to target families, one of these was labelling food. WHO (2021) states that nutrition labelling aims to enable shoppers to see the fat, salt and sugar content on food and use a traffic light system as a profiling modelling system. This system aims to stimulate shoppers to make healthier food choices. According to BBC News (2013), French schools use this marketing strategy and label the content. Furthermore, a study showing the effectiveness of this in France was dropping statistics from 18.1% in 2000 to 15.5% in 2007. 
 Other strategies under the Change4Life scheme were reducing sugar intake, increasing fruit and veg consumption to 5 a day, and reducing unhealthy snacks and portion sizes.
  Change4Life has been in place for over eleven years. Despite all these efforts, there are still ongoing challenges with obesity. U.K. Parliament (2021) declared that children in reception (age 4-5) are 9.9 per cent obese, with a further 13.1 per cent overweight. However, experts and the U.K. Government advisors believe that they will have observable effects in the future with enough work. An example is that various studies have shown that awareness campaigns about childhood obesity effectively tackle misconceptions and educate parents (Obesity Empowerment Network,2020).

 Aim
  Change4lLife campaign is the U.K. Government's behaviour change campaign that aims to inspire a societal movement that can help families make better lifestyle choices and educate the importance of eating healthily and exercising (Public health England,2019). Change4lLife plan was set up after seeing the rise in childhood obesity, and the programme is encouraging changes through the U.K. Government, NHS, schools, local authorities and families. Change4lLife is encouraged by supporting people to make and sustain changes that will improve their health, present and future and ensure public health messages are accessible to everyone who can benefit from them.
 Public Health England (2018) states that Change4Life focuses on lifestyle elements related to healthy, active lifestyles. It aims to focus on the cause of childhood obesity and to tackle the rising issues by targeting households with children.
 
 
 Target audience
 As believed by Public Health England (2021), it is important to target relevant media, publications, and social media to reach the right audience. Using these platforms to target the audience would enable the message will be more focused. It is important to have the right channels that best reflect the target market's demographics and behaviours. The target audience is citizens in the United Kingdom of all ages, primarily children and adults from lower- to middle-class backgrounds. For example, to improve dietary and exercise habits. There is a particular focus on families with young children's pregnant women, families at risk of weight gain and ethnic minority communities. According to NHS (2021), Change4Life positively impacted families. Now families appear to be taking greater responsibility together, both in extended families and across communities, in ways that they were not doing in 2007.

 Effectiveness 
 According to Wrieden and Levy (2016), In 2009, when the brand Change4Life was established, it had a high success rate. Over 400,000 families in the U.K. joined Change4Life in its first year, and over 1 million mothers claimed to have made changes to their children's behaviours as a direct result of the programme. The second year, 2010, was a year of consolidation. Support from local and commercial partners grew substantially, and the campaign expanded into new channels, for example, through social media and digital resources that are available online and get updated regularly. MHA (2021) insist that Change4Life has been so effective, always innovating with new ideas to resolve current issues. A recent example is educating families on healthy food swaps with various ideas and pictures. The aim is to encourage families to make better food choices (NHS, 2021).
 Change4Life appears to keep children active and keep innovating. For example, the sugar start campaign was a 2016 campaign, and the more recent one involves Disney. Train like a Jedi encourages children to be active and train like their favourite characters. A new survey was conducted and established that 82% per cent of children would be more active and inspired if they saw their favourite characters active (Gov.UK,2018).



 How effective was Change4life?
  According to the Department of Health (2016), Change4Life exceeded all of its first-year targets, including:
· The campaign reached 99 per cent of targeted families.
· 413,466 families joined Change4Life in the first 12 months
· Over 44,833 families were still involved with Change4Life after six months
·  (Department of Health, 2016)


 What means were used to convey the message?
  Change4life (2009) Change4life conveyed messages by using the more holistic approach to health by incorporating messages that discussed the detrimental effects of living an unhealthy lifestyle and consuming too many calories. It also emphasized the positive impact and benefits of physical activity (i.e., not just weight maintenance) and all nutritional information, including salt reduction (The Guardian, 2013).
 Change4Life wanted to adopt the approach of 'learning-by-doing' (kinaesthetic) by delivering messages and advice through media, social media, leaflets, including resources for health professionals and schools. As a result, adapting behaviour change, messages became positive and triggered a reconsideration of current diet and activity behaviours (Evans, Colls, and Hoerschelmann 2011). Change4Life adverts targeted children by making the message more fun and easier to watch using cartoon people made out of clay. The purpose of this was to get children interested and understand the intentions of the message (Piggin and Lee 2011).

 
 

 
 
 
 
 
 What do we need to change? 
 As NHS Digital (2020) determined, when Change4Life was first established, it intended to devolve responsibility to partners. Change4Life has always worked in partnership but requires a change of direction. Interests of people had changed and innovated from when Change4Life was first set up. A recommendation of change could be, keeping up with children's interests and trends. Keeping up with trends would keep them interested, for example, using Pokémon Go. This would keep them active and engaged, and eager to win trophies. According to Althoff, White and Horvitz (2016), a study showed that playing games where children will physically move in the real world, not just on a computer, effectively complement traditional physical activity interventions. In addition, children are more inclined to participate by making physical activity fun.  

Change4Life can now be known as Better Health. The new campaign offers guidance and support for weight loss and a healthy lifestyle for adults (NHS,2020).
 According to Public Health England (2021), the campaign includes new wide-scale national T.V., radio and social advertising. In addition, better health is working together with various weight management and physical activity partners, which provide discounts and offers on health and fitness products and fitness related. However, Change4Life targets families and Better Health for adults. There is nothing available that directly targets teenagers. Teenage obesity is a growing concern, a staggering one in three teenagers from the United Kingdom are overweight or obese (I news, 2017). 
 

 Has it been done before? Was it beneficial, and what was the outcome?
  According to the Department of Health (2011), before Change4Life, people could adopt universally also did not acknowledge behaviours and bad cycles to prevent excess weight gain. Change4Life is only the marketing component of the U.K. Government's response to obesity; it has been designed to work with other policy levers. Change4Life has made an enormous positive impact on families in the United Kingdom. 
 


 What metrics were used for success?
  According to Public Health England (2021), many objectives are about increasing awareness, improving your brand reputation and image, or generating leads when defining success. Key performance indicators are measurable objectives in a campaign. This could include the number of visits to a website, how many people are registered. Using key performance indicators can measure the success of campaigns.

 According to NSMC (2021), the metrics used to track the success for change4Life was a tracker study to measure self-reported behaviour. 
 University College London used a mixture of qualitative and quantitative approaches to assess the impact of Change4Life materials for marketing on family behaviour.
 All government campaigns hold response data through COI'S Artemis database, which enables them to assess marketing activity of how many responses are generated through the system.
 Surveys are taken to support tracking behaviour change and other health outcomes like body mass index (BMI). 
Data collected through app data to access engagement which can be tracked through the app store.


 Conclusion
To conclude, its apparent change4Life have made a positive impact and have seen some notable changes. However, childhood obesity is still a growing concern. WHO (2020) explains, to continue to tackle childhood obesity, the U.K. Government needs to develop new regular interventions to keep families occupied and active with new initiatives. The campaign appears to have a gap in targeting teenagers directly. Obesity is a rising concern for teenagers just as much as children. The Government needs to come up with a campaign just for teenagers who may have a positive impact on their health before they become an adult
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