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Why “Lets Beat Diabetes”

Counties Manukau - a growing epidemic of Type 2 Diabetes (diabetes)

* approx 27,000 people currently diagnosed
+ estimated 9,000 remain undiagnosed

« estimated will more than double over the next 20 years

Our priorities are recognisable
*  6.6% adults (15+) of the CM population have diabetes vs NZ at 5.0%
* specific groups:
~ 11% of all Pacific adults have diabetes
~ 9% of South Asian (Indian) adults have diabetes
~ 7% of Maaori adults have diabetes
~ 5% of European adults have diabetes
- higher incidence for high dep families
* Movement in the obesity rates between the NZ Health Study

LBD Benchmark Study 2007, Phoenix Research
Auckland Heart & Health Study

NZ Health Survey 2002/03 and 2006/07




Lets Beat Diabetes, a whole society, whole of life approach

Lets Beat Diabetes — a Counties Manukau initiative set up in 2005
« 10 action areas in a broad intersectorial approach

A5 year programme

Let’'s Beat Diabetes aims:
» to reduce obesity;
» to prevent and/or delay the onset of diabetes;

» slow disease progression and improve the quality of life for people with diabetes.




Strategy development — the journey

. Formative: lit reviews, community consultations
. Secondary research: NZ Health Survey, international case studies
. LBD Benchmark Study, Qual research, focus groups, testing

3 distinctive target audiences
1. Community / consumers of public health services
2. Community Service and Health providers
3. Stakeholders ie business, social cultural and community health partners

> Integration with community and health partners

LBD Benchmark Study 2007, Phoenix Research
Swap2Win evaluation, Oct 2007, SoPH, Auckland University

LBD Strategy Development Research, 2008. Phoenix Research
LBD Campaign Pre-test Sept 2008, Phoenix Research




Phase 1, Let’s Beat Diabetes 2006 /07

Swap2Win, Together we can stop obesity

« 1 of LBD’s 60 initiatives to support change

* No explicit links to Diabetes, Let's Beat Diabetes or CMDHB

 Flexible - not tied exclusively to health benefits

» 8 tips — based on achieving 4 broad behavioural outcomes:

Reducing sugar intake / Reducing fat intake / Portion control / Moving more

-

Promote behaviour
change

=

Messages to motivate families to
want to swap 2 healthier lifestyles &
to provide tips how

.
/
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Facilitate behaviour
change

=)

Profiling ‘swap supporters’ to \
reinforce current activity & achieve a
domino effect

Swap2Win branding an incentive for
groups to get on board

(i.e. association with being supportive
of the local community)




The issues to beat diabetes

Evaluation showed the Swap2Win strategy didn't answer "why“ needed to change

— “Swap2Win, together we can stop obesity” did not cut through the cultural social
norms

Lack of understanding about diabetes
— Lack of knowledge, no awareness that it can be prevented, delayed, or managed
— Fatalistic approach

Cultural norms support unhealthy attitudes and behaviours
— Over-eating
— Big is norm —misperception of normal size vs overweight vs obese
— Generally inactive communities

Individual change is difficult without social and cultural support
— Self focus incongruent with cultural values
— An emotional response is required to leverage lifestyle changes

LBD Benchmark Study 2007, Phoenix Research
Swap2Win Evaluation, Oct 2007, SoPH, Auckland University

LBD Strategy Development Research, 2008. Phoenix Research
LBD Campaign Pre-test Sept 2008, Phoenix Research




Let’s Beat Diabetes 2008/09

« Without intervention the implications are:
— Misperceptions of obesity and overweight will continue
— Continued high risk of diabetes, CVD and some cancers
— Higher risk culturally specific

* Re-direction of the LBD Marketing campaign
— Progressed from a platform of ‘obesity’ to a specific focus on diabetes
— Targeted approach, focussed on the biggest issues by culture, lifestage
— Need to clarify diabetes, if there’s an issue to be concerned about
— A more intense message required
 cut-through attitudes and norms

* motivate consideration and behavioural change




Let’s Beat Diabetes Marketing Strategy 2008/09

Phase 2, 2008-2009 - Let’s Beat Diabetes

» Get the community talking about diabetes

« Brand — “Let’s Beat Diabetes”

« 3 strategic phases
1. Increase knowledge about diabetes, and its consequences - i.e. the “why”
2. Provide simple “swaps”, solutions, the know-how and momentum

3. Activities to engage the community - initiatives to help people support
others

« The goal is a shared community responsibility, not just a health sector issue




Let’s Beat Diabetes 2008 — Stage 1

» Media used for the campaign included
— Adverts
* local suburban newspapers Manukau, Papakura, Franklin, Eastern

» Specialty papers such as Tongan, Samoan, Niue, Indian/South Asian, Pacific,
Spacifix and Mana magazine

» Radio — ethnic specific, language programs, interviews for discussion programs
— Outdoor
* Billboards / Bus-stop adshels

— Posters available to Health Centres, health meetings at churches, Marae,
community centres, DSME classes

— Community events presence eg Diwali Festival Manukau 08, Lotu Moui Games
Manukau 08, Waitangi Day Manukau 09, ASB Polyfest March 09
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Let’s Beat Diabetes evaluation - very positive results

 Let's Beat Diabetes ran for 9 weeks; survey immediately commenced
— specific targeting Maaori, Pacific, South Asian, NZE/Others, all low income families

» High levels of recall, awareness, relevance, resonating messages, compares favourably with
major national TV campaigns eg "Like Minds, Like Mine"
— 81% recalled seeing the "Let's Beat Diabetes" ads, 60% rated the ads relevant to them
— The main messages recalled were: Watch what you eat/ Eat healthy/ Consequences
of diabetes/ Exercise
— High levels of discussion - 64% had discussed the ads at least once and 36% "a few
times" or "more often”
* Maaori at 67% at least once, 36% more often
» Pacific at 85% at least once, 62% more often
« South Asian at 77% at least once, 52% more often
— High proportions agreed they had considered changes or made changes as a result of
the advertising

« The main sources of advertising reported were: local papers (29%), TV (29%*),
billboards (23%) and bus stops (17%)

* No TV advertising, but appearances of Leg billboard on TV news 31 Oct 08,
* inclusion of LBD signage in Maaori TV documentary "Type 2 The Silent Killer" 19 Nov 08

Let’s Beat Diabetes Campaign Monitor Dec 08, Phoenix Research



Let’s Beat Diabetes spontaneous message recall

reca-:-lci)rggI ads | Maaori | Pacific | South Asian | Other

MAIN MESSAGE RECALLED (208) (34) (36) (49) (69)

% % % % %
Watch what eat/drink/eat healthy (all mentions) 64 721 67 65 64
Consequences of diabetes 24 321 351 28 18]
Exercise (all mentions) 20 20 11| 20 22
Look after yourself/your body 12 9 8 15 13
Get checked/have regular check ups 10 10 10 7 10
Be aware diabetes exists 9 3| 6
Keep good health/stay healthy 8 8 10
Don't become overweight 8 5 4] 10 11
Prevent diabetes 7 151 161 11 3!
Steps can take to reduce risk 6 -1 2| -l 11
Aimed at Pacific people 6 1971* 9 5
Lifestyle can impact health 5 3 8
Aimed at Maori 5 191* 6 4

Let’s Beat Diabetes Campaign Monitor Dec 08, Phoenix Research



Let’s Beat Diabetes impact on attitudes, consideration of changes

all)

Changes as a result of advertising B Agree a little B Agree a lot
(agreement by those recalling ads)

I am now more concerned about the issue of obesity
I now feel more motivated to eat healthily
| am now more motivated to be active

| am now more concerned about issue of diabetes

I am now more likely to have health check up or test
for diabetes

I am now more likely to get someone in family to
have health check up or test for diabetes

Note: Actual wording in question
It was considered unrealistic to expect the campaign to have changed eating/exercise behaviours as yet, so

the questions focused on changes in level of concern, motivation and intentions

Let’s Beat Diabetes Campaign Monitor Dec 08, Phoenix Research



Let’s Beat Diabetes impact on attitudes, consideration of changes

(ethnic)
Total

CHANGES MADE AS A RESULT OF THE | recalling ads | Maaori | Pacific | South Asian | Other
ADVERTISING (LEVEL OF AGREEMENT) (208) (34) (36) (49) (69)

% % | —% % %
| am now more concerned about the issue of
obesity 82 83 921 891 77
| now feel more motivated to eat healthily 81 / 86 941 901 \ 75|
| now feel more motivated to be active 80 / 72| 961" 871 75
| am now more concerned about the issue of
diabetes 79 75 921 881 72|
| am now more likely to have a health check \
up or test for diabetes 69 761 841 751 62|
| am now more likely to get someone in my
family to have a health check or test for \Z
diabetes 75 4 961* 81 67]

~_

Note: Actual wording in question
It was considered unrealistic to expect the campaign to have changed eating/exercise behaviours as yet, so

the questions focused on changes in level of concern, motivation and intentions

Let’s Beat Diabetes Campaign Monitor Dec 08, Phoenix Research



Awareness of how to prevent diabetes

Keep fit/active

Eat healthy food/watch what eat
Eat vegatables

Control/reduce sugar in diet*
Eat fruit

Reduce fat in diet

Reduce takeaways

Reduce amount eat/portion size
Education

Have regular health checks
Reduce weight/not get overweight
Eat meat

Drink water/plenty of water

Reduce junk food

| 25

W 2006/07 Benchmark
survey (N=2520)

@ Dec 08 Survey
(N=255)

| 56

Improvements for: eating healthy food/ watch what eat, eating veges and fruit, reducing
takeaways

Let’s Beat Diabetes Campaign Monitor Dec 08, LBD Benchmark Study 2007. Phoenix Research




Let’s Beat Diabetes, the journey continues

. Fantastic response to stage 1, need to continue the momentum with profile, cut-
through and motivation

Let’s Beat Diabetes Stage 2

. The know-how and momentum — to reduce risk, prevent or delay onset of
diabetes, manage diabetes better

> Continue campaign aligned to healthy eating / healthy activity messages to
prevent or delay onset of diabetes, or manage diabetes better

> Profile and wide exposure in community

> Strong message for the call to action, real, tangible, relevant

> Its all about the people, their needs, their story, their conversation




Let’s Beat Diabetes - the journey continues
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Stage 2, Know-how, tools and momentum to reduce your risks of diabetes,
prevent or delay onset, or manage better

Get more active to reduce

Swap fizzy to your risk of diabetes

water to reduce
your risk of
diabetes

How we eat What we eat
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