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Obesity
A report into obesity campaigns, and the use of technology and the psychological methods used to bring about behaviour change







Abstract
At the beginning of the twenty-first century, within five years, obesity figures had grown by one million worldwide. There are multiple reasons for the prevalence of obesity, it is a major cause of many co-morbidities including stroke, heart disease and diabetes. A wealth of incentives, strategies and programmes have been developed to fight the growing pervasiveness of obesity and its threat to the nation’s health and economy.
A campaign to address the national obesity dilemma, launched in 2009 (Change4life), is England's first-ever national social marketing campaign. Although Change4life has been successful to a certain extent, a clear picture of its accomplishments cannot be contextualised, as many socioeconomic factors must be considered when measuring the degree of its impact.
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Introduction.
Without significant change, awareness and knowledge, the already challenging fight against obesity will cost future governments and Health and Social sectors billions of pounds in the treatment of co Morbidities and chronic health conditions. The rising prevalence of obesity is a habitual problem with multiple factors that encourage its growth. This report looks at the causes, problems, government incentives, campaigns and methods that are presently in place to combat this socioeconomic timebomb.
Obesity
The prevalence of obesity is rising in Wales, tackling the causes and prevention of obesity is not a straightforward challenge, as there are multiple factors and reasons for the rise in obesity in Wales and worldwide (Legislation.Gov.UK 2017). Obesity is an abnormal accumulation of body fat usually more than 20% above the ideal weight (Agha and Agha 2017).
Prevalence
In the year 1995, 200 million obese adults were estimated worldwide. By the year 2000, this figure had grown to 300 million. The rates of obesity in the UK have continued to increase since the 1980s. These figures are predicted to increase further, with the presence of obesity being higher in homes where both parents are obese (Agha and Agha 2017).
 If the incidence of obesity increases as predicted, it will significantly affect the health of the population as well as their contribution to the economy and society (Nice.org.uk 2006).
The Problem.
The link between obesity and deprivation is irrefutable. This is apparent when evaluating the evidence set out in the ‘NHS Digital Data’, information, and statistics publication (NHS Digital 2021). Obesity reduces life expectancy by an average of 3 to 10 years depending on its severity (NHS 2019) and being obese can lead to many life-threatening illnesses such as type 2 diabetes, coronary heart disease, stroke or certain types of cancers (bowel and breast). Obesity can also affect mental health leading to depression and low self-esteem (PHE 2019). The risk of obesity is highest within the most disadvantaged groups in society, as children who live in the most deprived parts of the country are twice as likely to suffer from obesity as those who live in the richest parts. This social imbalance is a driver for adult disease and health inequalities (department of health and social care 2020) (Nuffield Trust 2019). 
Target Audience.
Research has proven that eating behaviours develop during the first years of life. Children are born into a diverse variety of cultures and menus and the first five years of life are the years when eating behaviours become a platform for an infant's eating habits to develop (Savage, Fisher and Birch 2007). Statistics show that 700,000 people in Wales are living in poverty (Full fact 2017), in addition to this 25% of the Welsh population will suffer from mental illness in one given year (www.mind.org.uk, 2021). There is strong evidence that links poverty to mental health (Pertell and Greshoff 2016) and obesity to mental health and poverty (obesity action collision 2021) (oup.com 2021). It is estimated that obesity is the cause of more than 30,000 deaths each year with the suggestion that obesity could overtake tobacco smoking as the biggest cause of preventable death (PHE 2017).  
Past and Present Incentives.
 An abundance of incentives, programmes and strategies are now in place to help combat the rise in this unprecedented challenge to health (Legislation.Gov.UK 2017). These strategies include:
The Public Health (Wales) Act 2017
The wellbeing of Future Generations (Wales) Act 2015
Active Travel (Wales) Act 2013
Play opportunities of the children and families (Wales) Measure 2010
Healthy eating in schools (nutritional standards and requirements) (Wales) regulations 2013
Successful future and curriculum reform in Wales
All Wales obesity pathway 2010
With the advent of the Covid 19 pandemic, work has slowed down towards the prevention and person-centred approach to tackling obesity. However, the ‘Healthy Weight Healthy Wales delivery plan 2021-22’ has now set intentions to fund several coordinated teams. These are:
“To integrate and support Local Health Boards (LHBs) regional partnerships and public service boards to promote system-based approaches to prevention.
Develop a national team at Public Health Wales (PHW) to support systems delivery.
Continue to develop a clear approach to intelligence and surveillance to inform practice and policy decisions.
Publish a national communications plan and develop communication across partners to champion the work being delivered through the strategy.” 
Throughout the delivery plan the ‘Healthy Weight: Healthy Wales’ body understand the need for good intelligence and a clear evaluation approach based on behavioural change. By engaging with ‘The Mental Health Action Plan’ and other strategies will enable them to create and action a whole, person-centred approach to obesity (Gov.Wales 2021-22).
The Change4life Campaign.
Change4life is England’s first-ever national social marketing campaign- set up in 2009 the Department of Health (DOH) drew on academic and commercial sector expertise, behaviour change theories and evidence from other behaviour change campaigns and commissioned a substantial and ongoing programme of ongoing research targeting families with children under the age of eleven to reduce obesity. Change4life focused on prevention aims to change the behaviours and circumstances that lead to weight gain. 'Healthy Weight Healthy Lives' research programme was developed to provide insight into the attitudes and behaviours of families with children under the age of eleven concerning diet and exercise, these insights have underpinned national and local service design, in addition to the development of the ‘Social Marketing Programme’ (NSMC 2009). 
Alexa Clifford deputy director of marketing activation (PHE) maintains that the ‘Change4life’ campaign has continued to thrive, in part, because of its adaptability. Change4life started as a ‘television advertisements and letterbox pamphlets’ response campaign, beginning with a helpline, ‘Change4life’ now has a website with more than four million families registered for support. ‘Change4life’ has one of the most popular apps with more than five million downloads and fifty million barcode scans as well as a growing Facebook community. 'Change4life' has continued to keep pace with technology (such as smartphones) and has used a brightly coloured plasticine character on a yellow background for their branding, this divides no one by making them devoid of ethnicity, geography, and demography. The brand was created to be an 'open source' to be used by anyone, from global entertainment brands to supermarkets and online retailers. Clifford (2019) justifies the success of the campaign, (while accepting that children are still overweight and obese) the most recent Diet and Nutrition survey confirms that children's sugar consumption from the ages four to ten has been steadily decreasing since 2010, and there has been an evident decrease in the purchase of sugary cereals and drinks as a result of the change4life 2017 'Sugar Smart' campaign with a reduction of (HFSS) products being purchased, according to the shopping basket data 2017 'be food smart' campaign (Clifford 2019).
A Need for Change.
Low income and poverty have been identified as one of the drivers towards obesity.   Sellgren (2018) identifies research that reports that affordability could be achieved by increasing the resources and incomes of low-income households. and by making healthy foods affordable and available to those on a low income. A review by the ‘Centre for Food Policy’ at London City University found that easy access to unhealthy food made it more difficult for millions of people trying to lose weight. The review found that the relatively lower cost of unhealthy food made weight management particularly difficult for people on a low income, with unhealthy foods being promoted in stores and supermarkets (The Guardian 2021).
New Restrictions.
 In April 2022. the government will restrict the promotion of unhealthy foods. Targeting supermarkets and any businesses with over 50 employees, the government will work with businesses, trade associations and local authorities whilst banning the promotion of foods high in fat, sugar, and salt (HFSS).  Less healthy promotions will no longer be allowed at checkouts, store entrances or aisle ends. As part of these new regulations. the government will provide local authorities with the option of civil penalties for non-compliance with restrictions (Gov.UK 2021).
Methods of initiating change.
Psychologists have investigated methods to promote a healthier lifestyle and so initiate change. ‘The Theory of Planned Behaviour’ (TPB) is a method used by psychologists to predict the likelihood of a behaviour happening. It explains that a combination of attitude, the subject’s usual behaviour patterns and conscious behavioural manipulation will influence an individual to carry out a behaviour. This theory enables an understanding of how individuals behave in different settings, scenarios, and situations. Gaining awareness based on the factors listed above enables both practitioners and marketers to understand where the barriers lay, and how to encourage a change in behaviour (The Theory of Planned Behaviour 2021).
Conveying the message.
A report by the ‘SAX Institute Australia’ on analysing ‘Digital Platforms as an effective health promotional tool shows that whilst evaluating the effectiveness of the ‘Lunchbox’ app discovered that most websites or apps information was dependable and credible. However, only two of the six apps that were created by the government used a dietician in their development. User participation showed that users wanted digital platforms to include interactive features and informative content, SAX determined that using apps as promotional health tools showed improvements to both parents and children’s dietary habits, as well as their knowledge of nutrition and self-belief. This was proven to work slightly better than online or face to face comparison groups. This information identified key areas for consideration within the evaluation of digital health interventions, which are: The growing pace of technological advancement and using a sufficient level of engagement to ensure that behaviour change can be achieved and maintained. SAX acknowledge that comprehensive evaluation Frameworks should include a range of indicators to measure reach, impact, and effectiveness of target behaviours (e.g., knowledge, attitudes, beliefs). In contrast to this SAX found gaps in this evidence including a lack of writings to evaluate 'Lunchbox' websites and apps, as digital health platforms needed to estimate the sufficient level of usage required to achieve behaviour change (Saxinstitute 2021).
Effectiveness of Change4life Campaign.
The International Association for Measurement and Evaluation of Communication (AMEC) (2019) implemented a complex evaluation of the campaign’s effectiveness, which was coordinated by ‘Kantar Public’. Kantar is an independent market research company, used to ensure objectivity in the collection of data. Multiple measurement approaches were applied going beyond standard communications metrics, by employing experimental approaches, academic studies, and use of industry data and purchase data a holistic evaluation was able to be recognised. The methodology used 'Kantar Worldpanel' who employed data from thirty thousand targeted households, sales data of key categories was used during the campaign to evaluate overall trends and spikes. to analyse a driving a shift in sales, in addition to this controlled study digital screens were used to measure the impact of the presence of the campaign on sales of featured products. A dietary study by Newcastle University confirmed that the effectiveness of the campaign was evident, and the communications campaign had driven changes to parents’ habits which led to a significant reduction in the purchase of high sugar products and children's intake of sugar without compensation from other sources of sugar intake. (AMEC 2019).
Conclusion.
Evidencing the change that the campaign ‘Change4life’ has made, given the complexity of social depravation, economic challenge, habitual behaviour, unhealthy food company promotion, and marketing, is formidable. Change4life is making slow but steady progress by utilising evidence-based practice, digital technology and focusing on a target audience that will hopefully show positive results in generations to come.
Recommendations
To continue government policies on marketing regulations, further the reach of digital technologies in the advancement of dietary knowledge, continue to determine robust economic strategies to combat low income and deprivation, and increase services to mental health organisations.
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